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CITED:
“MAN IS THE ONLY CREATURE 
WHO REFUSES TO BE WHAT 
HE IS.”  
— ALBERT CAMUS

Resilient Workspace in the Face of Chaos – Part 3 

In a concluding piece to a three-part series on workspace 
resiliency in the face of chaos, officeinsight contributor Sven 
Govaars, based in Gensler’s Houston office, turns our focus to 
our sense of place. He argues that, “there is a crucial distinction 
between the design of a workplace (problem to be solved) and 
the design of a workspace (adapting to changing conditions), 
and designers will be able to create better spaces for individuals, 
teams and communities if they can fix the right problems and 
manage the right conditions without mixing up the two.”

FULL STORY ON PAGE 3…

A Call for Empathy in Workplace Design

The role of design is changing; as more people begin to under-
stand the power of good design in the workplace, design firms 
must step up to the challenge of using empathy to help clients 
think about their success, not only in workplace changes but 
in every interconnected priority. Tapping the work and thought 
leadership coming out of Gensler’s Dallas office, officeinsight 
contributor Stephen Witte explores the new ways designers are 
offering service design to their clients.

FULL STORY ON PAGE 11…

Concurrents – Environmental Psychology:  
Television Workplaces

The office sets used by television shows generate our culture’s 
common language for discussing workplaces. The people who 
work in the spaces you design and manage pay attention to the 
office sets on television programs and to those shown in movies, 
and so it’s advantageous to understand the nuances of those 
influences on workplace design clients. Officeinsight columnist 
Sally Augustin hunts down the floor plans of television offices 
and workplaces for your viewing pleasure.

FULL STORY ON PAGE 18…
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Introduction
In September Hurricane Harvey 

inched through southeast Texas 
at a slow crawl, producing an un-
imaginable downpour and flood that 
threatened our homes, our jobs, our 
infrastructure, and even our lives.  
Since then, we’ve seen barrage after 
barrage of catastrophic crises unfold 
as places like Miami, California, 
Puerto Rico, and Las Vegas demon-
strate that disruption comes in many 
shapes and forms—some natural and 
some man-made.  As these individual 
events ripple outward, it is becoming 
ever clearer that we live in a world of 
constant volatility that challenges our 
perception of “normal.” It’s a kind of 
chronic disruption and though it is 
still very early, we are only now begin-
ning to understand the full impact of 
these events.  Not only on how we 
build and protect ourselves, but also 
on how we work, how we measure, 

how we live and ultimately, how we 
exist.

We have an arsenal of Big Data 
tools to churn out myriad bite-size 
statistics to quantify physical damage 
and loss – how many lives, business-
es, homes, economic output, jobs, 

apartment units, vehicles, and office 
buildings.  But what’s the empirical 
metric on emotional impact?  How 
long will it take to overcome a prob-
lem and return to a state of equilibri-
um?  How do we safeguard to ensure 
this will never happen again?  

Resilient Workspace in the Face of Chaos – Part 3
By Sven Govaars

Sven Govaars. Photo: Gensler, Houston.
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As I reflect on these crises I keep 
coming back to the question of 
whether it is even possible to plan for 
such safeguards. And if we think it 
is, are we solving the right problems?  
Our dinosaur brains see past events 
as problems begging for answers as 
we discussed in the first article (Read 
here).  We introduced design thinking 
in the second article (Read here) to 

begin to see problem resolution in a 
new light.

After having spent time discussing 
individual and organizational resiliency 
I want to turn our attention to the 
workplace and what I call ‘workspace 
resiliency’.  Why is this important?  
Because everything we do as individu-
als, as teams, and as organizations, 
happens in some sense of place – we 

are some ‘where’ when we do what we 
do, however we do it.  The choices we 
make happen in a location and so to 
the extent that those places are either 
fixed, adaptable or of a different char-
acter, they influence us and the deci-
sions we make.Problem or Condition

Let’s frame the conversation using a 
different profession: medical. Imagine 
you are a doctor and you are faced 
with a choice to help a patient in an 
emergency. Can you treat the patient, 
fix or cure their ailment or are you un-
able to fix or cure the patient’s ailment 
because it is an adversity of a different 
sort? If it is a broken bone or a cut it 
can be taken care of in a straightfor-
ward manner - problem solved. But if it 
is an allergy, a recurring skin disorder 
or a chronic disease, it may go on in-
definitely and cannot be simply treated, 
fixed or cured. These complex condi-
tions require a different type of treat-
ment. To the doctor, and the patient, 
this is an important distinction because 
different expertise and sensibilities 
are applied in each case. For certain 
types of acute medical problems once 
a treatment is selected, it is pretty well 
assured the patient’s ailment will be 
fixed or cured. But if it is a medical 
condition that cannot be solved, fixed 
or cured readily, it will need to be man-
aged over time and the patient’s life will 
not go back to the way it was before. 

https://officeinsight.com/architecure-and-design/workplace-adaptation-times-crisis-resiliency-face-chaos/
https://officeinsight.com/architecure-and-design/workplace-adaptation-times-crisis-resiliency-face-chaos/
https://officeinsight.com/architecure-and-design/business-resilience-design-thinking-disruptions/
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In the case of these chronic or 

incurable medical conditions, doctors 
do not try to bring false hope to the 
situation. It is in the best interests of 
everyone for the doctor to focus his or 
her expertise on the specific treat-
ment that offers the best care for the 
patient’s wellbeing. Doctors are trained 
to not try to cure certain medical 
conditions since not only is it futile it is 
a waste of time and money. They help 
the patient manage the ailment over 
time by providing the best care avail-
able and making changes along the 
way if warranted.

Now imagine a situation where 
there is little time to assess a patient’s 
health or treat them in an office or 
hospital due to the severity of the 
circumstances and the numbers of 
people involved – think of recent di-
sasters – hurricanes, earthquakes and 
fires – doctors are trained to quickly 
triage the injured and focus on those 
that can be taken care of so as not to 
waste valuable time with those that 
cannot treated.

Workplace or Workspace
The story of doctors and their ability 

to assess ailments that can be fixed 
or cured and those that are ongoing 
conditions to be treated over time is 
a familiar analogy usually applied to 
managers and the business of man-
agement. In organizations, there is a 
need to determine if you are solving 
a problem or managing a condition. 
Business decisions are largely prob-
lem-solving exercises no matter how 
strategic, and “people decisions” are 
rarely simple or straightforward, requir-
ing ongoing care and attention.

This same distinction can be applied 
to the workplace. Throughout its his-
tory workplace design has largely been 
a problem solving exercise – gather-
ing program information, developing 
options and plans, making decisions 
on constructing the workplace and 
closing the project. Yet only rarely 
does the solution meet the ongoing 
needs of employees to work produc-
tively – let alone meet the needs of 
the organization as a whole. And as 

the organization changes over time 
the workplace is most often a static 
physical representation of the past and 
either requires expensive changes or 
is completely reconstructed. Or the 
company moves because it sees its 
workplace as outdated or unable to 
serve the business. Even the idea of 
mobility has been more often theoreti-
cal than successfully put into practice.

Whether open, closed, cubicle or 
office the assignment of workers to 
specific places has created a rigidity 
that has not kept up with changing 
business models, workers’ demand for 
choice in their workplace settings or as 
a tool in times of disruption and chaos. 

Most managers have been educated 
and trained as problem solvers. They 
see their role as taking care of any 
problems in the business and that 
includes assigning employees to work 
stations to do their work. Yet, we are 
in an age of worker choice, productiv-
ity has been shown to improve when 
there is flexibility and mobility. These 
needs change and the fixed workplace 
of yesterday needs to make way for the 
agile workspace of today. 

The workplace is complex because 
its function is multi-varied and must 
support a wide variety of employees 
to perform their daily work. As with 
the management of chronic diseases, 
managing people, place and technol-
ogy is not a problem to be solved and 
then closed. It is interdependent and 
integrated.

A resilient workspace can ‘bounce 
back’ and adapt over time with the 
ability to accommodate different work 
styles and the business of the busi-
ness. We see this in the evolution of 
activity-based working. By understand-
ing individual work styles, creating set-
tings that accommodate different types 
of work and allowing individual choice 
we feel better in accomplishing our 
work, our well-being is enhanced and 
the organization gets higher productiv-
ity – hopefully leading to greater profit. 



10.30.17 GIVING VOICE TO THOSE WHO CREATE WORKPLACE DESIGN & FURNISHINGS   PAGE 6 OF 33

research
If you do not limit your thinking to 

floors in buildings or specific loca-
tions then resiliency applies to the 
ability of people to find ways to work 
wherever they might be. “Work is what 
you do – not where you do it,” has 
recently become the mantra of many. 
In the first article of this series we 
explored the idea of a person’s ability 
to bounce back in times of duress and 
get back to work as best they can even 
in difficult situations. (Read here). 
As traditional workplaces continue to 
evolve into resilient workspaces more 
people will learn to adapt to changing 
conditions and be able to work more 
efficiently and effectively.

We contend that a lot of people 
work in resilient workplaces and either 
don’t realize it or have not connected 

https://officeinsight.com/architecure-and-design/workplace-adaptation-times-crisis-resiliency-face-chaos/
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adaptability to how to work in changing 
circumstances. If organizations better 
understood this, they could train their 
workforces to be resilient and getting 
back to work during and immediately 
following a disruption would not be as 
difficult. We have recently been explor-
ing this contention through focused 
research around quickly creating 
adaptable, resilient workspaces from 
fixed workplaces.

Examples
For a recent research grant, we 

assembled a team to look at how to 
create a resilient workspace and how 
quickly we might be able to do it, 
beginning with a traditional workplace. 
We took half a floor in a corporate 
building designed as a traditional mix 
of workstations and offices with as-
signed seating. 

In order to convince management 
this was an idea worth testing we had 
to increase capacity and lower costs 

while substantially increasing the dif-
ferent kinds of work settings. We used 
design thinking as our approach and 
redesigned it to be more adaptable. 

What was more remarkable was our 
partnership with Steelcase to retool the 
existing furniture – not build new – to 
breakdown the space in 3 days and 
rebuild it in 4. 

The 7-day workplace became a 
7-day resilient workspace no one 
thought possible. By using design 
thinking and not approaching the situ-
ation with traditional problem solving 
we accelerated the implementation 
from what might typically have been a 
3- 6-month workplace design project 
and implementation schedule. 

Even though we began this research 
to find ways to change our approach to 
adapting the workplace for our clients 
amid economic downturns and the 
need to reduce space, the idea shows 
great promise for workplace adaptation 
in times of crisis or disruption and ex-

hibits the characteristics of resilience 
those chaotic times require.

We have been applying those 
techniques in our own workspace on 
the 6th floor of the Pennzoil building in 
Houston. Even though we have 2 floors 
of traditional workspaces, the 6th floor 
educates workers on resilience, adapt-
ability, and agility simply through daily 
use. I suspect these employees will be 
better prepared to weather changes 
ahead and have a far easier time than 
those who continue to work in tradi-
tional workspaces. 

These two examples are part of 
our continuing work with clients we 
call designing spaces to work, not a 
workplace. (see http://www.resilient-
workspace.com). This has now evolved 
into further research and development 
on the implications of resilient work-
space and its ability to resolve ongoing 
changes in work environments rather 
than only using a traditional problem-
solving mindset (see chart).

Before and after: Southwestern Energy, The Woodlands, Texas, the 7-day resilient workspace. Photo: Gensler, Houston.

http://www.resilientworkspace.com
http://www.resilientworkspace.com


10.30.17 GIVING VOICE TO THOSE WHO CREATE WORKPLACE DESIGN & FURNISHINGS   PAGE 8 OF 33

research
Conclusion

What I hope you take-a-way from 
this discussion is that there is a crucial 
distinction between the design of a 
workplace (problem to be solved) and 
the design of a workspace (adapting to 
changing conditions) with far-reaching 
implications on the organization and 
impact on the workforce. You will be 
able to create better spaces for individu-
als, teams and communities if you can 
effectively fix the right problems and 
manage the right conditions without 
mixing up the two. New work environ-
ments cannot be created using the type 
of problem solving thinking that creates 
traditional workplaces. Design thinking 
is an important tool. Resilient workspac-
es are situational conditions that handle 
continuous change, it is not a problem 
to be solved once and then done.

Being aware of changes needed to 
create resilient work environments is a 
first step, helping people use them is 
another topic to be explored. Change 
management is going through its own 
evolution as event change of the past 
is making way for transition change 

that is continuous and embedded with 
the organization, not a service you 
hire and hope the problem is solved 
or fades away. Work environments 
are important levers for the develop-
ment of culture and whether seen as 
resilient or fixed influence how people 
feel and the work they do.

Our aim here was to add workspace 
resiliency to the discussion of individ-
ual and organizational resiliency. It will 
take time to build awareness, educate 
and teach organizations and individu-
als why we need to change the way 
we are changing work environments 
today. It is a long-term strategy, vital to 
business continuity and the volatility 
we face. Most organizations know what 
they should be doing, why they should 
do it and often how – yet as we have 
discovered – resiliency takes looking at 
what you are doing today in a different 
light. It may seem to be easier to build 
fixed workplaces even when you know 
that agile, resilient workspaces will 
stand the test of time, are more cost-
effective and will educate and train a 
more adaptable workforce.

This simple insight can have an 
enormous impact on not only how 
an organization thinks of its work-
force resiliency, it will also support an 
organization’s ability to help employees 
be back at work quicker than those 
who are ill prepared during times of 
volatility and disruption. We need to 
encourage more attention to build-
ing resilient workspaces and training 
people in their use, it is time to realign 
our actions with our need for resiliency 
and change the conversation. It will be 
worth it. n

Sven Govaars is a strategy consul-
tant who actively works with busi-
ness leaders facilitating real estate 
decisions and workplace change to 
meet future challenges - today. He is 
known for generating organizational 
and workforce insights while amplify-
ing the strength of client teams. Sven 
has a proven ability to solve complex 
problems utilizing design thinking to 
energize, teach, and inform success-
ful outcomes. You can email Sven at 
svengovaars@gmail.com or visit  
Resilient Workspace.

Before and after the redesign of the 6th floor of the Gensler offices, Houston.

mailto:svengovaars%40gmail.com?subject=
http://www.resilientworkspace.com


10.30.17 GIVING VOICE TO THOSE WHO CREATE WORKPLACE DESIGN & FURNISHINGS   PAGE 9 OF 33

AD
VE

RT
IS

EM
EN

T

800.833.3746    
© 2017 ESI. All Rights Reserved.

esiergo.com /monitor-arms

monitor  

arms for  

every n eed  

and e v e ry 

budg e t

BETTER - EDGE2®

GOOD - EPPA2™

BEST - EVOLVE2-MS

http://www.esiergo.com/monitor-arms


10.30.17 GIVING VOICE TO THOSE WHO CREATE WORKPLACE DESIGN & FURNISHINGS   PAGE 10 OF 33

AD
VE

RT
IS

EM
EN

T

F L I R T ™ designed by 5d studio

  srewsna gnihsinruf   snoitpo gningised

8 0 0 . 5 8 5 . 5 9 5 7  a r c a d i a c o n t r a c t . c o m

http://www.arcadiacontract.com


10.30.17 GIVING VOICE TO THOSE WHO CREATE WORKPLACE DESIGN & FURNISHINGS   PAGE 11 OF 33

research

Two design strategists in Gensler’s Dallas office ask ques-
tions that challenge tradition and find answers suggesting a 
new method of beginning projects to assure that the clients’ 
workers are enabled to do their best work when the project 
is finished.

Their questions? Can data, hard numbers and c-suite 
input provide everything needed for a people-oriented work-
place design? Should projects be started with the mindset of 
a novice, leaving out the biases and assumptions that come 
from experience?

Answers to those and other questions inform the work of 
Christina Donaldson, Design Strategist, and Mike McKeown, 
Strategy Director, who are promulgating a new best practice.

Their method engages service design with a healthy dose 
of empathy as a means of revealing micro-relevancies that, 
in single strands or interwoven systems, can individualize 
workplace designs.

Who holds such information and how is it obtained? 
What processes change? How does a designer identify the 
needed information? Where can the work done by Ms. Don-
aldson and Mr. McKeown lead?

Their work could go far considering this duo’s wide-
ranging subject knowledge. Ms. Donaldson is a Registered 
Interior Designer in the State of Texas, an IIDA member, 
holds an Evidence-based Design Accreditation and Certifi-
cation (EDAC) and is a 

LEED AP. She has an MFA in interior design and teaching 
and currently pursues a Master’s degree in Psychology.

Mr. McKeown brings an MBA as well as a Prosci Change 
Management Certificate to the team, plus strategy and 
consulting work in addition to product design and interior 
design. He serves on the Board of Directors for CoreNet 
North Texas Chapter.

The multiple degrees and certification of these two de-
signers represent the widening range of issues influencing 
workplace design.

“I think that design is becoming more interdisciplinary 
and multidisciplinary, said Ms. Donaldson. “This means 
asking those questions that span disciplines.” She offers 
neuroscience as an example, discovering how design af-
fects the brain.

“People are more informed in general about issues we 
deal with than they used to be,” said Mr. McKeown. The in-
ternet makes information accessible to all, and design in its 
many forms makes good content these days. “Even in early 
talks with clients, we find they have done their homework,” 
he said.

A Call for Empathy in Workplace Design
By Stephen Witte

Christina Donaldson, Design Strategist, Gensler’s Dallas office. Photo: Gensler Mike McKeown, Strategy Director, Gensler’s Dallas office. Photo: Gensler

Gensler’s Dallas office is among this global firm’s 44 locations. 
Founded in 1965, Gensler employs more than 5,000 design profes-
sionals. Image: Gensler
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Mr. McKeown offers further perspective on ways clients’ 

understanding of Gensler’s role, and the role of design, is 
changing. “Clients see us coming in with more than the 
sizes and shapes of what something should be – we’re help-
ing them think about their success not only in workplace 
changes but in other things that need to change and evolve 
with it.”

Those things clients mention go beyond interior design. 
Says Mr. McKeown, “If we are talking about design and 
workplace strategy, often clients go into discussions of HR 
policies, tech services, printing, computers.”

Lines once clear have become hazy.
“If we’re engaging an end user, where do we draw the 

distinction that says we’re only going to talk about this side 
of the conversation,” said Mr. McKeown. “As soon as we 
feel that’s not our territory, I start thinking, ‘In a way, it is.’”

“People don’t make the connection that designers have to 
factor in so many different facets of the workplace and the 
client’s business,” said Ms. Donaldson. “They say ‘You do 
that?’ or ‘You think about that?’”

Those conversations may not directly relate to the design 
of a space, the furniture plan or the square footage involved. 

But, says Mr. McKeown, “These issues do relate to people’s 
experiences and how users experience the workplace, either 
positively or negatively.”

If those issues remain unexplored, the resulting design 
may not become all it could be. It’s what Ms. Donaldson 
and Mr. McKeown call a “gap” that happens when pro-
gramming does not tap into people working in the trenches.

“Imagine having five people from a company, all execu-
tives, in a room describing what they think ought to be 
done,” said Mr. McKeown. “Do they have their finger on the 
pulse of the everyday employee?”

That is the workforce coming in five days a week, using 
the workspace, using the tools and the technology. “We 
want to understand what their experiences are and the 
challenges they might face.”

As Mr. McKeown has identified the gap, Ms. Donaldson 
defines the means to close it.

 “Design thinking,” said Ms. Donaldson, “is more than a 
buzzword.” She defines design thinking as “understanding 
the systems of things within the workplace and how related 
systems play into one another.”

There is an alluring trap to avoid. “As designers, we see 

Listening, understanding and empathy voids comparisons between projects, revealing workers’ needs and how they genuinely feel.  Photo: Gensler
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patterns we’ve seen before, we go to thoughts of previous 
work, and we should avoid that trap,” said Ms. Donaldson. 
“We have to check ourselves.”

What replaces those impulses that need curbing? “I 
believe we return to listening like we haven’t heard it before, 
just so we can hear something new,” said Ms. Donaldson. 
She underscored the point saying that “how we listen deter-
mines what we hear.”

The upfront work on a project is where it happens. “This 
is when we tie in service design,” said Mr. McKeown. “Here 
is the start of how you better understand the workers.”

To a degree, it both challenges and complements the 
traditional process.

“A traditional process begins with a kick-off meeting, then 
some programming with the client to find out how much 
space they need,” said Mr. McKeown. “Tally that all up and 
somebody will do a test fit and schematic design.” 

Seeing how nearly every interior designer or A&D firm 
uses this process, the work underway by Ms. Donaldson 
and Mr. McKeown asks if that is the most relevant method.

“We’re arguing that sometimes it is not,” said Mr. McKe-
own. “Sometimes you need a deeper dive, to talk with 
different people.” As to how that melds with tradition, he 
suggests “maybe it complements an existing process, or 
maybe it replaces an existing process – we’re determining 
that answer.”

As that answer emerges, Ms. Donaldson and Mr. McKe-
own say a model exists for how designers can listen and in-
volve empathy. It calls on designers to develop an excellent 
“bedside manner” along the lines of what doctors employ.

In an online article from July 2016 for the David Geffen 
School of Medicine UCLA, Patricia Chaney wrote that “bed-
side manner among all medical professionals is a crucial 
part of their patient’s recovery...This important element en-
compasses every aspect of one’s interaction with a patient 
and his or her family member – not only what is said, but 
how it’s expressed.”

Ms. Chaney’s comments reinforce UCLA Health’s stan-
dard practices for interactions with patients, families and 
colleagues.

The article quoted the director of pediatric nursing at 
Mattel Children’s Hospital UCLA: “It’s important for us as 
providers to put ourselves in the parents’ and children’s 
shoes.”

Her suggestions to staff included using words the patient 
can understand, not medical jargon; making eye contact 
when talking; introducing themselves every time due to the 
number of UCLA staff patients see; using body language 
that is honest but does not demonstrate haste.

To illustrate, Mr. McKeown offers a hypothetical scenario 
of a doctor’s appointment for a patient with stomach pain. 
The physician can listen to what the patient says, ask 

Unique, intangible factors exist within the ecosystem of the client’s organization, and designers find them through connecting with people. Photo: Gensler
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questions, and work to understand the specific ailment 
before considering treatment. Or, the physician can stop 
the patient short, replying “I’ve seen this before, and I know 
what it is.” 

“At that point, the appointment becomes a transaction,” 
he said, adding that “design can be only the prescription, or 
it can be the prescription based on a sound bedside man-
ner.

This softer side of design, as Ms. Donaldson terms it, 
leavened with empathy, incorporates the possibility of find-
ing relevant information that eludes the data and numbers.

“Clients are interested in research and the hard numbers 
it produces,” said Ms. Donaldson. “They want to know the 
statistics and what we will do so their people are best able 
to help the business succeed.”

The challenge lies in keeping true to the qualitative 
aspects, the softer side. “The importance of listening, of 
understanding their needs, of knowing how they really 

feel,” said Ms. Donaldson. “We look at so many statistics 
and numbers that we can lose sight of the people.” And, 
make assumptions.

Empathy overcomes blanket assumptions. Mr. McKeown 
believes that understanding and listening voids comparisons 
between similar projects. From immersion in the client’s 
“side of the world, their culture, their firm and its business 
is how we get to know who they really are.”

Awaiting within that culture are the micro-relevancies, the 
invisible and intangible factors unique within the ecosystem 
of the client’s organization. Finding them comes from con-
necting with people.

 “One-on-one interaction,” said Ms. Donaldson, “is how 
we connect, where we see each other’s expressions and get 
a much better idea of what people are thinking and feeling.” 
She said that asking questions through a survey generates 
answers, but one-on-one interaction opens doors to conver-
sations that might not happen otherwise.

Closing the knowledge gap to design workplaces where people do their best work involves listening, bedside manner, one-on-one interactions, 
design thinking. Photo: Gensler



10.30.17 GIVING VOICE TO THOSE WHO CREATE WORKPLACE DESIGN & FURNISHINGS   PAGE 15 OF 33

research
Stated differently, touchpoints are opportunities for learn-

ing about people, how they work and toward what ends 
they are working. In their NeoCon 2017 presentation, Ms. 
Donaldson and Mr. McKeown identified five touchpoints: 
people, place, props, partners, and processes.

“The more we can layer in those touchpoints, the richer 
the story becomes,” said Mr. McKeown. 

Mr. McKeown provided some examples: “Spend some 
time in their space; talk to their people and different types 
of people; have somebody show you what they do for a liv-
ing; visit their website; learn about them from the material 
they publish; look at how they do what they do.”

Spending time like this is not always possible, as sched-
ules may leave design firms with less time from start to 
finish. “This is one of the realities we face, not only at our 
firm or here in Dallas, but in the industry,” said Mr. McKe-
own. “Tight timelines and competitive budgets are common-
place.”

Mr. McKeown and Ms. Donaldson understand this, 
knowing that what they advocate need not be rushed into 
practice before its value diminishes. 

“We’re sounding a call to action for designers,” said Ms. 
Donaldson. She and Mr. McKeown champion the culture 
of service design and empathy internally at Gensler and 
through talks to design professionals at industry events 
such as they did at NeoCon 2017.

Empathy, touchpoints, listening, bedside manner, one-on-
one interactions, finding the invisible nuances, design think-
ing and service design: these close the gap when designing 
workplaces where people do the best possible work. 

What Christina Donaldson and Mike McKeown work 
toward is the method design professionals can use to ac-
complish that with each project. n

Touchpoints are opportunities to learn about the client’s people, how they work and to-
ward what ends they are working. The touchpoints concept comes from This Is Service 
Design Thinking: Basics, Tools, Cases, published by Wiley in 2011. Photo: Gensler

IVY
Classic since 1990

IVY Umbrella Stand
Design: Carl Gustav Magnusson
& Emanuela Frattini Magnusson
Cast Aluminum
Raw Sides & Polished Top Surfaces
18” h x 13” Ø

Available at AMEICO.com & DWR.com

2017

http://www.ameico.com
http://www.dwr.com
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2018
BIFMA Leadership 
Conference
Miami Beach, Florida
January 29 – 31, 2018

REGISTER NOW 
bifmaleadershipconference.com

YOU 
leadership, 
reputation, 
creativity

As leaders, you demonstrate 
a distinct set of behaviors 
which inform what clients and 
markets think of you.

The 360° is about the roles 
leaders play, what those  
roles mean, and what new 
thinking will help you be a 
better leader. 

This year the 360° is 
about leadership. It’s 
about reputation. It’s about 
creativity. It’s about YOU.

YOU

U

SIE

vous

YOU

du

TÚ

http://www.bifmaleadershipconference.com
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NARRATE™

KIMBALL.COM    /    WORK YOUR WAYAN EXPRESSIVE, FLEXIBLE OPEN PLAN DESIGN SYSTEM.

http://www.kimball.com
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concurrents
ENVIRONMENTAL PSYCHOLOGY
Television Workplaces
by Sally Augustin, Ph.D.

Digg recently shared the floor plans of 
offices/workplaces from fictional televi-
sion programs, drawn up by Bizdaq 
(http://digg.com/2017/tv-business-
floor-plans).

Looking at these floor plans is a lot 
of fun. Almost all of us enjoy a little 
television, at least from time to time, 
and perusing the floor plans from 
shows like The Office or Mad Men is a 
way to combine a guilty pleasure with 
something that seems more worth-
while: considering the design options 
others have chosen.

Reviewing these floor plans, and 
thinking about on-camera offices, can 
definitely payoff professionally.

The office sets used by television 
shows generate our culture’s common 
language for discussing workplaces. 
Conversations regularly refer to the 
design of these spaces and one set 
of television offices can be explained 
to people who haven’t seen a particu-
lar show with comparisons to other 
sets. The same goes for offices being 
designed in real life – references to on-

camera offices can help clarify what 
the new places will be like – and those 
comparisons can be particularly useful 
since many people without training 
have trouble understanding architec-
tural drawings. What people see on 
TV (and in movies) helps form their 
expectations about what is appropri-
ate, useful, etc.

Younger people’s only exposure 
to knowledge workplaces may be 
through television offices. They may 
have no experience working in offices 
before they graduate or even visiting 
them before they head off to their first 
day of “real” work. Their expectations 
of offices, like those of people who’ve 
grown up outside the United States 
but within the clutches of U.S. TV, 
are, at least in part, formed by these 
shows. Office sets provide information 
that can be used to answer questions 
such as “How should I work?” and 
“What are the best places for me to do 
my job?”

Visit the Digg web address above 
for fun, and more. Pay attention to the 

office sets on television programs and 
to those shown in movies. The people 
who work in the spaces you design 
and manage do. n

Sally Augustin, PhD, a cognitive sci-
entist, is the editor of Research Design 
Connections (www.researchdesigncon-
nections.com), a monthly subscription 
newsletter and free daily blog, where 
recent and classic research in the 
social, design, and physical sciences 
that can inform designers’ work are 
presented in straightforward language. 
Readers learn about the latest re-
search findings immediately, before 
they’re available elsewhere. Sally, who 
is a Fellow of the American Psychologi-
cal Association, is also the author of 
Place Advantage: Applied Psychology 
for Interior Architecture (Wiley, 2009) 
and, with Cindy Coleman, The Design-
er’s Guide to Doing Research: Applying 
Knowledge to Inform Design (Wiley, 
2012). She is a principal at Design 
With Science (www.designwithscience.
com) and can be reached at sallyau-
gustin@designwithscience.com.

http://digg.com/2017/tv-business-floor-plans
http://digg.com/2017/tv-business-floor-plans
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r-d connection
RESEARCH-DESIGN CONNECTION
Workplace Evolving
by Sally Augustin, Ph.D.

MIT researchers Ratti and Claudel, 
writing in the Harvard Business Review, 
confirm that the workplace is evolv-
ing in important ways. They share that 
“Today’s technology does allow global 
and instantaneous communication, 
but most of us still commute to offices 
for work every day…What early digital 
commentators missed is that even if 
we can work from anywhere, that does 

not mean we want to. We strive for 
places that allow us to share knowledge, 
to generate ideas and to pool talents 
and perspectives. Human aggregation, 
friction and the interaction of our minds 
are vital aspects of work, especially in 
the creative industries. And that is why 
the quality of the physical workplace 
is becoming more crucial than ever…
Far from making offices obsolete, as the 
digital pioneers of the 1990s confidently 
predicted, technology will transform and 
revitalize workspaces. We could soon 
work in a more sociable and productive 
way, and not from the top of a moun-
tain. The ominous ‘death of distance’ 
may be reversed with the ‘birth of a new 
proximity.’” n

Carlo Ratti and Matthew Claudel. 
2016. “If Work Is Digital, Why Do We 
Still Go to the Office?” Harvard Business 
Review, https://hbr.org/2016/04/if-work-
is-digital-why-do-we-still-go-to-the-office

Sally Augustin, PhD, a cognitive sci-
entist, is the editor of Research Design 
Connections (www.researchdesigncon-
nections.com), a monthly subscription 
newsletter and free daily blog, where 
recent and classic research in the 
social, design, and physical sciences 
that can inform designers’ work are 
presented in straightforward language. 
Readers learn about the latest re-
search findings immediately, before 
they’re available elsewhere. Sally, who 
is a Fellow of the American Psycho-
logical Association, is also the author 
of Place Advantage: Applied Psychol-
ogy for Interior Architecture (Wiley, 
2009) and, with Cindy Coleman, The 
Designer’s Guide to Doing Research: 
Applying Knowledge to Inform Design 
(Wiley, 2012). She is a principal at 
Design With Science (www.designwith-
science.com) and can be reached at 
sallyaugustin@designwithscience.com.

SUDOKU

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

9 3 4
8 7 9 3
6 8

7 2
6 9

4 5 8
3 2 7

2 5 9
6 7 5

Grid n°10353 medium

We have all the free sudokus you need! 400 new sudokus every week.

Make your own free printable sudoku at   www.PrintMySudoku.com
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officenewswireFor complete releases,  
visit www.officeinsight.com/officenewswire.

PRODUCT INTROS
>Arc-Com launched SiPro™ 
(pronounced sigh-pro), a 
100% silicone coated fabric 
product. Pattern Santorini, 
featuring a dry hand and 
leather-like appearance and 
offered in 36 colors, is the 
first of many new patterns un-
der the SiPro™ brand, which 
will soon include prints. “Si” 
is the periodic table symbol 
for silicone. SiPro™ is: 
-Inherently ink and stain 
resistant (no fluorocarbons) 
-Inherently anti-microbial 
and anti-fungal (no chemical 
additives) 
-Inherently flame resistant 
-Extremely lightfast (tested to 
1,000 hours) 
-Bleach cleanable 
-Non toxic, odorless 
In addition to being highly 
durable, highly cleanable, 

and extremely lightfast, 
SiPro™ also passes California 
Proposition 65, SCS Indoor 
Advantage Gold, ANSI/BiFMA 
M7.1 & X7.1, RoHS, and 
REACH, plus is CAL 01350 
compliant, qualifies for LEED 
v4 points, and meets HHI 
criteria. Read More

>Camira added Touch, a 
luxury velvet; and Vintage, 
a buttery soft genuine 
leather. Meeting heavy-duty 
upholstery standards and 
targeted for lounge seating, 
both products are designed 
to “engage and dazzle the 
senses.” Their color palettes 
coordinate harmoniously with 
the complete Camira product 
range. Touch, featuring an in-
viting texture and dense pile, 
is available in 11 colorways 
including deeper shades for 
dramatic impact or discreet 

muted shades for a more 
understated environment. 
Vintage features a pigmented 
grain-effect finish with a 
delicate and smooth texture. 
It is available in 30 colorways 
including brighter shades 
of blues and reds or more 
traditional natural browns and 
neutrals. Read More

>Fil Doux Textiles’ new 
Cadence Collection features 
patterns and motifs that 
reflect the flow and rhythm 
of music. It was inspired 
by a range of sources, from 
the transcendent swell of 
an orchestra to the staccato 
crash of drums. Some of the 
designs include revers-
ible woven textiles that use 
the company’s proprietary 
FABuTOUCH to create a 

distinct residential-like feel. 
The collection also includes 
an elegant, digitally printed 
chenille. “The reversible 
woven fabrics in Cadence 
can be flipped from room 
to room,” noted Fil Doux 
Textiles CEO Leo Novik. “For 
example, hotels can use one 
side for suites and the other 
for adjacent spaces. They can 
also be applied as a beautiful 
drapery.” Read More

>Humanscale’s newest 
height-adjustable solution 
is QuickStand Eco. It uses 
minimal parts and pieces, 
limiting its environmental 
footprint and maintaining a 
minimal, clean aesthetic. It 
also features simple setup 
and is easy to transport, mak-
ing it a flexible option for both 

Arc-Com: SiPro™

Camira: Touch and Vintage

Fil DouxTextiles: Cadence

Humanscale: QuickStand Eco

http://www.officenewswire.com/
http://www.officenewswire.com/index/rss
http://www.officeinsight.com/officenewswire
https://officeinsight.com/officenewswire/new-arc-com-sipro-silicone-technology/
https://officeinsight.com/officenewswire/camira-launches-two-new-luxe-designs-vintage-touch/
https://officeinsight.com/officenewswire/cadence-fil-doux-textiles/


10.30.17 GIVING VOICE TO THOSE WHO CREATE WORKPLACE DESIGN & FURNISHINGS   PAGE 21 OF 33

officenewswire
corporate and home offices. 
Starting at $399, QuickStand 
Eco is the most accessible sit/
stand model from Humans-
cale yet; making it an afford-
able wellness solution. It can 
hold up to 35 lbs.; is avail-
able in laptop, single, or dual 
monitor configurations; and 
offers 18” of work surface 
adjustment. Read More

>Molteni&C launched its 
latest Gio Ponti reissue, the 
D.156.3 armchair. The chair 
was originally designed by Gio 
Ponti in 1956 for Altamira, 
an American company 
founded by the nephew of 
the Spaniard De Cuevas. The 
new D.156.3, exclusively 
remade by Molteni&C, has 
a solid American walnut or 
black semi-matte lacquered 
frame. It is assembled and 
finished by hand in Italy. The 
ergonomic backrest con-
sists of criss-crossed elastic 
straps which support the soft, 
quilted and edged cushion. 
Read More

>SONNEMAN – A Way of 
Light introduced Float, a 
new LED pendant that is a 
remake of the company’s 
Floating Glass Pendant that 
debuted in 1984. Company 
founder and designer Robert 
Sonneman replaced the 
outdated quartz halogen bulb 
with LED technology. The light 

is transmitted through the 
clear glass disk and emitted 
through the edges, creating a 
360-degree ring of light. The 
pendant is also available with 
a white etched glass disk that 
radiates light from the entire 
glass surface, creating a soft 
glow. Read More

>Wolf-Gordon added eight 
new designs to its distin-
guished Woven Upholstery 
02 collection. From bold 
hues of red, yellow, and blue 
that reflect an influence of the 
Bauhaus to a mix of variations 
on these primaries that imbue 
depth, the additions use the 
building blocks of color to 
reimagine its capabilities in 

textile construction. The chic 
and structured textiles include 
the innovative Infinite Neutral 

designed by Morgan Bajardi 
and previewed at this year’s 
NeoCon. It is an exquisite 
woven fabric with tonal rich-
ness that is activated when 
used with solid color accents. 
In addition, four of the new 
patterns – Aire, Anni, Anika, 
and Infinite Neutral – have 
been tested by the ASTM E84 
Unadhered method and meet 
the requirements for wrapped 
panels, expanding Wolf-
Gordon’s range of application 
offerings. Read More

>X-Chair is set to debut 
its new X3 chair design at 
NeoCon East. In addition 
to featuring SciFloat Infinite 
Recline technology, which in-
creases blood flow as it allows 
the user to remain in motion 

Molteni&C.D: 156.3 armchair

SONNEMAN—A Way of Light: Float

Wolf-Gordon: Woven Upholstery 02 collection - Anni

X-Chair: X3

http://www.officenewswire.com/
https://officeinsight.com/officenewswire/humanscale-introduces-quickstand-eco-next-generation-sitstand-workstations/
https://officeinsight.com/officenewswire/moltenic-launches-latest-gio-ponti-reissue/
https://officeinsight.com/officenewswire/new-float-led-pendant-sonneman-way-light/
https://officeinsight.com/officenewswire/colors-pop-exquisite-neutrals-shine-wolf-gordon-woven-02/
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throughout the day, the new 
X3 is made with the latest 
advancement in performance 
fabric technology: Advanced 
Tensile Recovery Fabric. ATR 
is a woven multilayered nylon 
used in combination with a 
highly resilient molded foam 
seat made with proprietary 
comfort technology that the 
company says has never 
before been applied to office 
seating. Read More

NOTEWORTHY
>Allseating launched Stand 
with Puerto Rico, a fundrais-
ing Initiative to help those 
devastated by Hurricane 
Maria. Donations made to 
the Stand with Puerto Rico 
campaign are being collected 
through GoFundMe and have 
reached over $4,000 since 
its launch, with that number 
growing daily. Reaching over 
one-third of the campaign’s 
goal of $10,000, the funds 
have helped to supply the 
island with four electric gen-
erators. Further contributions 
will go toward the purchase 
of additional generators, 
assisting those on the island 
that are still without electric-
ity. Chuck Bowering, regional 
sales director at Allseating, 
has overseen sales in Puerto 
Rico for several years and 
this devastation moved him 
to take action in the region. 
Once Hurricane Maria hit the 
island, Mr. Bowering’s team 
reached out to all of their 
contacts, checking on their 
safety and wellbeing. Allseat-
ing’s Puerto Rican partners 
continue to experience many 
difficulties and hardships, 

including the lack of electric-
ity needed to refrigerate food, 
charge their phones, or con-
tact loved ones. Read More

>Coalesse is inviting archi-
tects and designers to enter 
its Craft Your SW_1 Lounge 
Contest. Entrants will be 
able to choose a knit color, 
upholstery fabric, and the 
finish for the frame and base 
of the chair using any color 
they imagine – enabled by the 
Coalesse Color custom paint 
program. A panel of industry 
judges, including Coalesse 
Global Design Director John 
Hamilton, will choose three 
designs to submit for popular 
vote on Instagram. The win-
ner of the Instagram vote will 

receive the SW_1 lounge and 
ottoman that they designed. 
Contest entry deadline is Nov. 
20. Read More

>The HON Company opened 
its newly relocated New York 
City Resource Center. Now 
found in historical Tin Pan 
Alley at 245 5th Avenue, Suite 
1200, the showroom features 
HON’s top-selling office solu-
tions and showcases products 
that meet the complex and 
often compressed real-estate 
demands of the NYC market. 
Designed by Perkins East-
man, the 8,578sf space 
embraces the local history by 
showcasing abstract geom-
etries of musical instruments 
and graphic expressions of 

sound. Committed to making 
most of its furniture in the 
USA, HON felt right at home 
on the street that symbolizes 
the birthplace of modern 
pop music and once housed 
everything the area needed 
to produce quality, American-
made songs. The new facility 
is full of a variety of furniture 
vignettes and spirited color 
palettes, including a dynamic 
fabric and finish display that 
takes inspiration from the 
landscape of HON’s home-
town in Muscatine, IA. Read 
More

>Interior Design released the 
2017 Universe Study. An 
independent, blind research 
study of the interior design 
profession, the Universe 
Study is conducted once 
every three years by Interior 
Design’s Intelligence division. 
The 2017 edition, conducted 
from May through July, marks 
the first time that the results 
have been made available to 
the general public. It sampled 
North American design firms 
specifying at least $500,000 
worth of products annually, 
and analyzed over 3,200 
responses. The study was 

Coalesse: Craft Your SW_1 Lounge Contest

HON: NYC showroom

http://www.officenewswire.com/
https://officeinsight.com/officenewswire/x-chair-launching-new-design-neocon-east/
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https://officeinsight.com/officenewswire/hons-nyc-showroom-relocates-tin-pan-alley/
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also syndicated with ASID, 
IIDA, IDC, CDECA, theMART 
and other associations. It is 
broken down into five catego-
ries: Profile of Interior Design 
Universe, Personal Profile of 
Interior Designers, Profile of 
Interior Design Firms, How 
Interior Designers Work, and 
State of Design Influence. Key 
findings from this year’s study 
included: 
-An increase in both the es-
timated number of firms and 
designers in the Universe; 
-A significant increase in the 
value of product specified 
annually ($77.95B) since the 
2014 study; and 
-A 98% optimism rating by 
designers surveyed. 
Additionally, the vast ma-
jority of designers remain 
generalists, working across 
multiple segments; however, 
Workplace, Residential and 
Hospitality hold the top three 
positions as the largest seg-
ments again in 2017. Read 
More

>Koleksiyon’s Tola office 
and conference chair won 
the German Design Award’s 
Excellent Product Design 
award in the Office Furniture 
category. Tola was one of 45 
products to be awarded this 
year out of approximately 
2,500 entries. Conceptualized 
by f/p design’s Fritz Frenkler 
and Anette Ponholzer for 
Koleksiyon, the Tola chair is 
designed to respond to a shift 
in workplace culture, where 
hierarchal distinctions are 
becoming less prominent. 
It is versatile in its appear-
ance, with modular, overlap-
ping back shells that look 
equally as stylish as a low 
back conference chair, high 
back executive chair, or as 
bench seating. It has received 
various accolades in the past, 
including the 2013 Red Dot 
Design Award, the 2014 IF 
Product Design Award, and 
the 2016 Green Good Design 
Award. Read More

EVENTS
>The ICF Group, which is 
sponsoring the NeoCon East 
2017 Keynote presenters 
Nov. 15-16 in Philadelphia, 
shared a sneak peek at the 
products that its companies 
will be showcasing. ICF’s 
introductions will include a 
new acoustic screen by Ste-

fan Borselius called Airbloom. 
Unika Vaev’s include ecous-
tic® Timber Blades Collection 
by Instyle. Nienkämper will 
be showcasing the Cern Col-
lection by Fig40, and much 
more. Read More

Koleksiyon: Tola

ICF Group at NeoCon East - Top (L-R): ICF Airbloom, Bower Collection, 
Monza Outdoor Armchair; Middle (L-R): Unika Vaev ecoustic® Timber 
Ceiling Blades, SpeakSpace™ London booth, Felt Rugs; Bottom (L-R): 
Nienkämper Cern Collection, Bare, LolliPOP.

http://www.officenewswire.com/
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>DIRTT Environmental Solutions Ltd. plans to release its 
fiscal 2017 third quarter financial results on Wednesday, 
Nov. 1 after markets close. A conference call and webcast for 
the investment community will be hosted by DIRTT’s Presi-
dent, Scott Jenkins, and Vice President of Finance, Ha Tran, 
on Thursday, Nov. 2, at 9:00 a.m. Eastern Time (7:00 a.m. 
Mountain Time) to discuss the third quarter results in greater 
detail. To access the conference call by telephone, dial +1 
877.479.7708 (toll-free in North America). In addition, a live 
webcast (listen-only mode) of the conference call will be avail-
able at: https://edge.media-server.com/m6/p/zqeuyuh7. Inves-
tors are invited to submit questions by email before and during 
the conference call. Please send them to ir@dirtt.net. A replay 
of the conference call will be available at +1 855.859.2056 by 
entering passcode 2975899, from noon Eastern Time Thurs-
day, Nov. 2 until 11:59 p.m. Eastern Time Thursday, Nov. 9 
at https://edge.media-server.com/m6/p/zqeuyuh7, and on 
DIRTT’s website at www.dirtt.net/company/investor.

RAYMOND JAMES BRIEF 10.23.17
Knoll: 3Q17 Sales and EPS Beat; Shares Indicating Higher

Analysts: Budd Bugatch, Bobby Griffin

>After Monday’s market close, Knoll reported solid 3Q17 
results. 3Q17 GAAP EPS was $0.39, beating our $0.37 and 
consensus $0.35 estimates. The GAAP EPS beat versus our 
estimate was primarily due to a lower-than-forecast tax rate 
(29.9% versus our 37.5% estimate).

>Total sales declined 0.3% y/y to ~$291.3 million, hand-
somely beating our ~$278.2 million and ~$278.5 million 
consensus estimates. Strong demand for Knoll’s new workplace 
models as well as continued growth in the company’s resi-
dential and specialty businesses partially offset decreases in 
office furniture government sales, contract shipments for Knoll 
Studio, and declines in Knoll Textiles.

>Variance analysis: Results missed our estimate by $0.01 
per share at the operating line. The better-than-forecast sales 
provided a $0.02 benefit as did a lower-than-forecast operat-
ing expense ratio (also a $0.02 benefit). These were offset by a 
lower than forecast gross margin, which dragged results versus 
our estimate by $0.05, thus the $0.01 miss at the operating 
profit line. Below the operating profit line, higher interest and 
other expenses were a ~0.02 drag versus our model, offset by 
a lower-than-forecasted tax rate (~$0.04 benefit).

>Margin commentary: Gross margin declined ~201 bp y/y to 
36.6% primarily as a result of accelerated commodity inflation, 
foreign exchange headwinds, and unfavorable sales mix related 
to new product platforms. While operating expenses decreased 
1.4% y/y as a result of lower incentive compensation from 
decreased profitability, operating margin deleveraged 31 basis 
points y/y due to a reduction in sales volume.

>Office: Sales in Knoll’s office furniture segment declined 2.5% 
y/y to $181.2 million, well above our $167.7 million estimate. 
The decline in office segment revenues was due to lower gov-
ernment sales and while commercial sales were flat. Adjusted 
operating income declined ~23.8% y/y to $15.5 million (8.6% 
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HMiller 35.0 35.9 30.4 31.6 34.2 28.6 -5.4% -0.5%

HNI 35.8 41.5 39.9 46.1 55.9 39.8 -37.1% -10.3%

Inscape 3.5 3.6 3.7 4.3 5.0 3.2 -34.0% -1.9%

Interface 23.3 21.9 19.7 19.1 18.6 16.7 -2.5% 7.7%

Kimball 20.1 19.8 16.7 16.5 17.6 12.9 -4.3% 3.6%

Knoll 22.0 20.0 20.1 23.8 27.9 22.9 -22.6% 11.8%

Leggett 49.5 47.7 52.5 50.3 48.9 45.6 -10.0% 4.1%

Mohawk 264.3 247.5 241.7 229.5 199.7 200.3 -1.5% 3.3%

Steelcase 14.8 15.4 14.0 16.8 17.9 13.9 -18.7% -1.2%

USG 34.1 32.7 29.0 31.8 28.9 25.9 -2.0% 5.9%

Virco 5.9 5.5 5.4 4.0 4.3 4.2 -2.5% 3.6%

SUM 508.2 491.4 472.9 473.6 458.8 413.9

DJIndust 23,434 22,405 21,350 20,663 19,763 18,308 -0.2% 3.3%

Industry Stock Prices

https://edge.media-server.com/m6/p/zqeuyuh7
mailto:ir@dirtt.net
https://edge.media-server.com/m6/p/zqeuyuh7
http://www.dirtt.net/company/investor
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of sales), above our $14.5 million estimate (8.7% of estimated 
sales). For the quarter, CEO Andrew Cogan commented in the 
release that “for the first time” the sales for the newer work-
place models were greater than sales of the legacy business.

>Studio: Sales for Knoll’s studio segment increased 4.2% y/y 
to $83.2 million, versus our $82.9 million estimate. Increased 
sales at Holly Hunt and incremental sales from DatesWeiser 
were partially offset by decreased sales in contract shipments 
for Knoll Studio. Operating income decreased 12.7% y/y to 
$12.4 million (14.9% of sales), below our $14.9 million (17.9% 
of estimated sales) estimate.

>Coverings: In Knoll’s coverings segment, sales increased 
1.5% y/y to $26.9 million, slightly below our $27.6 million 
estimate. The y/y increase was driven by higher volume in the 
Spinneybeck | FilzFelt and Edelman businesses, partially offset 
by volume declines in Knoll Textiles. Covering segment operat-
ing income was flat y/y at $6.3 million (23.2% of sales), versus 
our $6.5 million (23.6% of estimated sales) estimate.

>KNL indicated up by ~$2.60 (+13%) in the aftermarket. 
Management will hold a conference call Tuesday, October 24, 
at 10:00 a.m. ET. We will be back with refreshed estimates and 
further commentary after the call.

RAYMOND JAMES BRIEF 10.25.17
Knoll 3Q17: Reaffirm Outperform Following Improved Office 
Contract Demand

Analysts: Budd Bugatch, Bobby Griffin

>Recommendation: We reaffirm our Outperform rating on 
KNL following Knoll’s 3Q17 earnings release. We are increas-
ing our target price to $24.00 from $22.00. Positively, many 
of the strategic initiatives put in place by Knoll over the past 
year reached an inflection point during 3Q17. Knoll’s (1) ~15% 
increase in the sales force, (2) introduction of new product, (3) 
competitive ancillary business, and (4) lean initiatives drove a 
better-than-forecast top- and bottom-line improvement. As man-
agement continues to increase operational efficiencies with the 
new product mix, integrate new desirable product, and develop 
the growing sales force, we believe Knoll sets up well to con-
tinue momentum into 4Q17 and 2018. As we see it, there is a 
skew towards reward vs risk ($16, down 28%/~$31, up +38%).

>Event: As mentioned in our previous note, after Monday’s 
market close, Knoll reported solid 3Q17 results. 3Q17 GAAP 
EPS was $0.39, beating our $0.37 and consensus $0.35 esti-
mates. Total sales declined 0.3% y/y to $291.3 million, hand-
somely beating our $278.2 million estimate. Strong demand for 
Knoll’s new workplace models as well as continued growth in 
the company’s residential and specialty businesses partially off-

set decreases in office furniture government sales, Knoll Studio 
contract, and Knoll Textiles.

>Analysis: Knoll has proven to be responsive in the dynamic 
office furniture industry as of late. Adapting to the changes 
in consumer preferences and large order demand, Knoll has 
driven top-line growth by not only offering new, desirable 
product in collections such as Rockwell Unscripted, but also 
increasing “feet on the street” in the choppy industry demand 
environment. Additionally, the company has increased its lean 
initiatives, citing 38 lean events resulting in a ~$100,000 in 
cost reduction per event, to combat some of the commodity, 
foreign exchange, and pricing pressure seen in current market 
conditions. Knoll’s adaptive strategies were inherent in 3Q17 
results, and we expect the trend to continue going into 4Q17.

>4Q17/2018 Outlook: On its call, management noted that back-
log is up low-single digits y/y with the year-end backlog expected 
to be up low-double digits y/y based on positive order trends. 
4Q17 and 1H18 gross margins are expected to experience 
similar headwinds as 3Q17 with increased commodity inflation, 
currency headwinds, and unfavorable product mix related to the 
new product introduced, and the company expects $5-$6 million 
annual expenses related to the increased sales force in 2018.

>Estimates: We increase our 4Q17 EPS estimate to $0.43 
from $0.41 and our 2018 estimate to $1.64 from $1.53 
as result of stronger-than-modeled office contract demand 
partially offset by anticipated gross and operating margin pres-
sures from raw material and FX headwinds.

Non-GAAP EPS 2016A: Q1 $0.36; Q2 $0.44; Q3 $0.44; Q4 
$0.44; Full Year $1.68 

GAAP EPS 2016A: $1.68; Revenues (mil.) $1,164

Non-GAAP EPS 2017E: Q1 $0.31A; Q2 $0.29A; Q3 $0.39A; 
Q4 $0.43; Full Year $1.42

GAAP EPS 2017E: $1.40; Revenues (mil.) $1,116

Non-GAAP EPS 2018E: Q1 $0.33: Q2 $0.33; Q3 $0.41; Q4 
$0.46; Full Year $1.53

GAAP EPS 2018E: $1.64; Revenues (mil.) $1,168

>Valuation: KNL currently trades at 13.9x our next-12-month 
$1.59 normalized EPS estimate, below the company’s long-
term median of ~15x. Our $24.00 target price is based on our 
EVA/DCF analysis derived estimate of intrinsic value.

RAYMOND JAMES BRIEF 10.24.17
HNI: Downgrading to Market Perform From Outperform Fol-
lowing Weak 4Q17 and 2018 Outlook

Analysts: Budd Bugatch, Bobby Griffin
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>Recommendation: We are downgrading HNI Corporation to 
Market Perform following the company’s 3Q17 earnings re-
lease. Beyond surpassing our previous $42 target price, HNI’s 
forward guidance calls into question some of its operational 
prowess that partially drove our positive investment thesis. In 
its 3Q17 earnings release, management highlighted challenges 
in its supplies-driven office furniture and with implementing 
the next phase of its Business Systems Transformation (BTS). 
As a result, there will be some 4Q17 pressure on revenues and 
HNI will incur an outsized increase in operating expense going 
in 4Q17 and 1H18. HNI has delayed its implementation of the 
BST until February 2018. Accordingly, we have lowered our 
4Q17, 2017, and 2018 EPS estimates. After reducing our esti-
mates, risk and reward is now balanced with a ~+32% upside 
reward and a ~-35% downside risk.

>Guidance: In the 3Q17 press release, management decreased 
its 2017 non-GAAP EPS guidance from $2.35-2.55 to $1.88-
1.95 as a result of expected lower fourth quarter volume in the 
supplies-driven business, higher costs related to operational 
transformation, and unfavorable business and product mix. The 
4Q17 non-GAAP EPS guidance is $0.38-0.45, with consolidated 
net sales guidance of flat to +3% organically (flat to -3% as 
reported), office furniture sales guidance of-1% to +2% organi-
cally (-2% to -5% as reported), and hearth sales of +3% to +6% 
organically. Full year 2018 non-GAAP EPS guidance in the range 
of $2.15-2.65 with consolidated organic sales of +2% to 5%.

>Event: After market close on Monday, HNI reported 3Q17 
GAAP EPS of $0.84. Non-GAAP EPS was $0.82 (excluding 
the impact of $2.3 million of restructuring costs, $3.6 million 
of translation costs, $6 million gain on sale and license on an 
intangible asset, and $0.8 million gain on the sale of a closed 
facility), above our $0.80 estimate and consensus of $0.80. 
Sales increased 2.5% y/y to $599.5 million, also above 
our $583.6 million estimate and $586.66 million consensus. 
Adjusted gross margin decreased 53 bp y/y to 37.76%, driven 
by unfavorable product mix and input cost inflation, partially 
offset by higher volume and impact of divestitures. Selling and 
administrative expenses decreased 82 bp y/y due to lower 
incentive-based compensation and the impact of divestitures.

>Estimates: Due to the expected increase in costs, we have 
slashed our 4Q17 non-GAAP EPS estimate to $0.43 from 
$0.95. As a result, our new 2017 non-GAAP EPS estimate is 
$1.93 versus our previous in-print estimate of $2.44.

Non-GAAP EPS 2016A: Q1 $0.31; Q2 $0.68; Q3 $0.80; Q4 
$0.82; Full Year $2.62 

GAAP EPS 2016A: $1.88; Revenues (mil.) $2,204

Non-GAAP EPS 2017E: Q1 $0.27A; Q2 $0.42A; Q3 $0.82A; 
Q4 $0.43; Full Year $1.93

GAAP EPS 2017E: $1.60; Revenues (mil.) $2,151

Non-GAAP EPS 2018E: Q1 $0.21: Q2 $0.48; Q3 $0.90; Q4 
$0.99; Full Year $2.58

GAAP EPS 2018E: $2.58; Revenues (mil.) $2,236

Non-GAAP EPS 2019E: Full Year $3.14

GAAP EPS 2019E: $3.14; Revenues (mil.) $2,319

BUSINESS AFFAIRS
>HNI Corp. on Oct. 23 reported its third-quarter fiscal 2017 
results (dollars in millions except EPS):

3 Mos. Ended 9.30.17 10.1.16 %Ch.
Net Sales $599.5 $584.6 2.5%
Gross Profit $221.2 $221.6 -0.2%
SG&A $169.5 $169.5 0.0%
Op. Income $57.7 $51.7 11.7%
Net Inc. $37.3 $33.8 10.4%
EPS (dil.) $0.84 $0.74 13.5%

9 Mos. Ended 9.30.17 10.1.16 %Ch.
Net Sales $1,591.6 $1,622.2 -1.9%
Gross Profit $579.7 $616.2 5.9%
SG&A $495.9 $496.9 -0.2%
Op. Income $87.3 $117.2 -25.5%
Net Inc. $56.0 $74.7 -25.0%
EPS (dil.) $1.24 $1.64 -24.4%

Non-GAAP net income per diluted share was $0.82 for the 
quarter compared to $0.80 in the prior year. On an organic 
basis, sales increased 10.6%. The net impact of acquisitions 
and divestitures of small office furniture companies decreased 
sales $42.5 million compared to the prior year quarter.

“We drove strong growth during the third quarter and delivered 
earnings as expected,” said HNI Chairman, President, and 
CEO Stan Askren. “We continue making progress on several 
significant business transformation initiatives, positioning our 
businesses for long-term profitable growth.” 

GAAP gross profit margin decreased 100 basis points compared 
to the prior year quarter, from 37.9% to 36.9%. Of this decline, 50 
basis points were attributed to unfavorable product and business 
mix and input cost inflation, partially offset by higher volume and 
the impact of divestitures. The remaining decrease of 50 basis 
points was attributed to higher restructuring and transition costs. 

Selling and administrative expenses decreased as a percentage 
of sales due to lower incentive based compensation and the 
impact of divestitures, partially offset by strategic investments. 

HNI recorded $2.3 million of restructuring costs and $3.6 mil-
lion of transition costs in the third quarter in connection with 
previously announced facility closures and structural realign-
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ments. Of these charges, $5.1 million was included in cost of 
sales. Specific items incurred include accelerated depreciation 
and production move costs. The corporation also recorded a 
$6.0 million nonrecurring gain from the sale and license of a 
previously acquired intangible asset and an $0.8 million gain 
on the sale of a closed facility in the third quarter.

Office Furniture (dollars in millions):

3 Mos. Ended 9.30.17 10.1.16 %Ch.
Net Sales $465.3 $454.9 2.3%
Op. Income $39.7 $44.7 -11.2%
9 Mos. Ended 9.30.17 10.1.16 %Ch.
Net Sales $1,231.7 $1,270.4 -0.3%
Op. Income $65.9 $109.4 -39.8%

On an organic basis, Office Furniture sales increased 12.9% 
driven by increases in the North American contract, supplies-
driven, and international businesses. The net impact of acquisi-
tions and divestitures of small office furniture companies de-
creased sales $42.5 million compared to the prior year quarter. 

Office furniture GAAP operating profit margin decreased 130 
basis points. Of this decline, 50 basis points were attributed to 
unfavorable product and business mix, input cost inflation, and 
strategic investments, partially offset by higher volume, lower 
incentive based compensation, and the impact of divestitures. 
The remaining decrease of 80 basis points was due to higher 
restructuring and transition costs.

Hearth Products (dollars in millions):

3 Mos. Ended 9.30.17 10.1.16 %Ch.
Net Sales $134.1 $129.7 3.4%
Op. Income $28.7 $19.1 50.4%
9 Mos. Ended 9.30.17 10.1.16 %Ch.
Net Sales $359.9 $351.8 2.3%
Op. Income $52.7 $41.6 26.7%

The sales growth in the Hearth Products segment was driven 
by increases in the new construction and retail businesses. 
Hearth products GAAP operating profit margin increased 670 
basis points. Of this increase, 140 basis points were attributed 
to structural cost reductions and higher volume. The remain-
ing increase of 530 basis points was attributed to nonrecurring 
gains and lower restructuring and transition costs.

Outlook

“We are expecting a significant decline in our fourth quarter 
profit as we work through two major challenges,” said Mr. 
Askren. “First, we continue to confront highly dynamic condi-
tions in our supplies-driven office furniture business, resulting 
in increased investment and lower near-term sales. Second, 
our operational transformations have been more difficult than 
anticipated, resulting in higher costs.

“We are confident in our ability to meet these challenges. Our 
supplies-driven business has market access, brands, and scale 
unmatched by its competition, even in this new environment. 
We are establishing direct service capabilities which will pro-
vide economic advantages to our dealer partners with improved 
responsiveness and delivery. We are confident we will stabilize 
our transformations and return to driving cost improvements 
and continue to grow the top line.”

HNI estimates full-year 2017 non-GAAP earnings per share to 
be in the range of $1.88 to $1.95, which excludes restructur-
ing and transition costs and other nonrecurring gains. This 
compares to prior guidance of non-GAAP earnings per share of 
$2.35 to $2.55. Lower fourth quarter volume in the supplies-
driven business, higher costs related to operational transforma-
tions, and unfavorable business and product mix are primarily 
driving the reduced outlook. 

For the fourth quarter 2017, the corporation expects sales to be 
flat to down 3%. Fourth-quarter organic sales, which exclude 
the impacts of acquisitions and divestitures, are expected to be 
flat to up 3%. 

Fourth-quarter non-GAAP earnings per share are anticipated to 
be in the range of $0.38 to $0.45, which excludes restructuring 
and transition costs. To focus on taking care of customers and 
strengthening its operational network, HNI proactively elected to 
move the next Business Systems Transformation implementation 
phase to February 2018, a historically slower demand period. 

Full-year non-GAAP earnings per share for 2018, which ex-
cludes restructuring and transition costs, are expected to be in 
the range of $2.15 to $2.65 with consolidated organic net sales 
up 2% to 5%. 

Mr. Askren concluded, “We are confronting our challenges and 
responding to these dynamic conditions. We remain optimistic 
about our opportunities to drive profit improvement.”

The full text of HNI’s 3Q17 earnings release, including all 
tables, plus a webcast replay of its Oct. 24 conference call, 
including slides, is available at www.hnicorp.com (under Inves-
tors– News Releases & Events). A telephone replay of the call 
will be available until Tuesday, Oct. 31, 10:59 p.m. (Central) 
at 1-855-859-2056 or 1-404-537-3406 – Conference ID 
88144493. http://investors.hnicorp.com

>Interface, Inc.’s Board of Directors declared a regular quar-
terly cash dividend of $0.065 per share. It is payable Nov. 24 
to shareholders of record as of Nov. 10. www.interfaceglobal.
com/Investor-Relations.aspx

http://www.hnicorp.com
http://www.interfaceglobal.com/Investor-Relations.aspx
http://www.interfaceglobal.com/Investor-Relations.aspx
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>Interface, Inc. on Oct. 25 announced its third-quarter fiscal 
2017 results (dollars in thousands except EPS):

3 Mos. Ended 10.1.17 10.2.16 %Ch.
Net Sales $257,431 $248,349 3.7%
Gross Profit $98,544 $92,918 6.1%
SG&A $67,633 $67,175 0.7%
Op. Inc. $30,911 $25,743 20.1%
Net Inc. $19,439 $15,904 22.2%
EPS (dil) $0.32 $0.25 28.0%
Organic Orders $255,200 $239,500 6.6%

9 Mos. Ended 10.1.17 10.2.16 %Ch.
Net Sales $730,233 $719,110 1.5%
Gross Profit $284,243 $278,676 2.0%
SG&A $197,660 $200,108 -1.2%
Op. Inc. $79,284 $78,568 0.9%
Net Inc. $48,924 $49,455 -1.1%
EPS (dil) $0.78 $0.76 2.6%
Organic Orders $749,200 $710,300 5.5%

Organic sales, adjusted for the impact of foreign currency 
fluctuations and exiting the FLOR specialty retail stores, grew 
3.9% year over year. 

“We delivered another solid quarter consistent with our expecta-
tions and in line with full year commitments,” said Interface CEO 
Jay Gould. “Organic order growth increased 6.5% versus last 
year driven equally by our core carpet tile and our new LVT prod-
uct lines. Despite input cost inflation, our gross margin was solid 
because of strong productivity initiatives. And, our operating 
margin increased to 12% as we held SG&A to 26.3% of sales. 
Our value creation strategy is yielding the expected results.”

The sales growth was broad-based, with all regions showing 
improvement during the quarter. Both the core carpet tile busi-
ness and the new LVT modular resilient flooring business con-
tributed relatively evenly to organic order growth (which adjusts 
for the impact of foreign currency fluctuations and exiting the 
FLOR specialty retail stores).

Gross margin remained in line with expectations at 38.3%, an 
increase of 90 basis points over the prior year period. This in-
crease was attributed to productivity enhancements delivering 
margin expansion greater than the negative margin impact of 
exiting the FLOR specialty retail stores. SG&A was also on pace 
with the company’s full-year target. This improvement was 
attributed to enhanced spending discipline, as well as repur-
posing SG&A from the exited FLOR specialty retail stores to the 
core carpet tile business and recently launched LVT business. 

Operating income margin of 12.0% was an increase of 160 ba-
sis points over the third quarter last year. Year-to-date operating 
income, which included previously announced restructuring 
and asset impairment charges, was 10.9% of sales. Excluding 
these charges, year-to-date 2017 operating income was $86.6 

million, or 11.9% of sales, versus $78.6 million, or 10.9% of 
sales in the same period of 2016. Adjusted net income was 
$53.6 million, or $0.86 per share, for the first nine months of 
2017 versus $49.5 million, or $0.76 per share, for the first nine 
months of 2016.

The company completed an additional $25 million of stock 
repurchases in the third quarter, executing on the previously 
announced $100 million share repurchase program.

With the fundamentals in place, Interface affirms its full year 
plan targeting 3-4% top line growth, 38.0-38.5% gross margin, 
and $260-265 million in SG&A expenses for 2017.

The full text of Interface’s 3Q17 earnings release, including all 
tables, and an archived replay of the company’s Oct. 26 con-
ference call, are available at www.interfaceglobal.com/Investor-
Relations.aspx. 

>Knoll, Inc. released its third-quarter 2017 financial results 
on Oct. 23 (dollars in millions except EPS):

3 Mos Ended 9.30.17 9.30.16 %Ch.
Net Sales $291.3 $292.1 -0.3%
Gross Profit $106.6 $112.8 -5.5%
SG&A $76.5 $77.6 -1.4%
Op. Profit $30.1 $35.2 -14.4%
Net Inc. $19.1 $21.6 -11.5%
EPS (dil.) $0.39 $0.44 -11.4%

9 Mos Ended 9.30.17 9.30.16 %Ch.
Net Sales $816.8 $871.4 -6.3%
Gross Profit $302.2 $334.6 -9.7%
SG&A $224.7 $234.1 -4.0%
Op. Profit $75.4 $100.5 -25.0%
Net Inc. $47.5 $60.6 -21.6%
EPS (dil.) $0.96 $1.24 -22.6%

“The third quarter was an important inflection point as sales 
stabilized and we returned to double digit levels of profitability,” 
commented Andrew Cogan, Knoll President and CEO. “For 
the first time, sales of our newer workplace models and related 
products exceeded those of our legacy systems. Coupled with 
continued growth in our residential and Specialty businesses, 
the initiatives we have taken over the past year to increase 
our market penetration and Office sales, position us well for a 
return to growth.”

Gross margin decreased from 38.6% in 3Q16 to 36.6% in 
3Q17. This decrease was attributed primarily to accelerated 
commodity inflation, foreign exchange headwinds, and unfavor-
able mix related to the ramp up of newer product platforms. 
These declines were partially offset by continuous improvement 
and lean initiatives.

The decrease in operating expenses was attributed primarily to 
lower incentive compensation from decreased profitability.

http://www.interfaceglobal.com/Investor-Relations.aspx
http://www.interfaceglobal.com/Investor-Relations.aspx
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Capital expenditures for the third quarter of 2017 totaled $8.7 
million compared to $10.4 million in 3Q16. During the quarter, 
the company paid a quarterly dividend of $7.3 million, or $0.15 
per share, compared to a quarterly dividend of $7.2 million, or 
$0.15 per share, in the third quarter of 2016.

Business Segment Results (dollars in thousands):

3 Mos Ended 9.30.17 9.30.16 %Ch.
Office
  Net Sales $181,168 $185,764 -2.5%
  Op. Profit $15,546 $20,390 -23.8%
Studio
  Net Sales $83,186 $79,829 4.2%
  Op. Profit $12,370 $13,372 -7.5%
Coverings
  Net Sales $26,902 $26,504 1.5%
  Op. Profit $6,252 $6,295 -0.7%

9 Mos Ended 9.30.17 9.30.16 %Ch.
Office
  Net Sales $484,042 $550,390 -12.1%
  Op. Profit $28,717 $56,017 -48.7%
Studio
  Net Sales $250,298 $239,985 4.3%
  Op. Profit $38,928 $39,482 -1.3%
Coverings
  Net Sales $82,430 $81,051 1.7%
  Op. Profit $18,682 $19,475 -4.1%

(The Office segment includes a complete range of workplace 
products that address diverse workplace planning paradigms. 
These products include systems furniture, seating, storage, 
tables, desks, and KnollExtra® accessories as well as the inter-
national sales of the company’s North American Office products. 
The Studio segment includes KnollStudio®; HOLLY HUNT®; 
Knoll Europe, and DatesWeiser. KnollStudio products include 
iconic seating, lounge furniture, side, cafe and dining chairs as 
well as conference, training and dining and occasional tables. 
HOLLY HUNT® is known for high quality residential furniture, 
lighting, rugs, textiles, and leathers. In 2016, HOLLY HUNT® 
acquired Vladimir Kagan Design Group, a renowned collection of 
modern luxury furnishings. Knoll Europe, which distributes both 
KnollStudio and Knoll Office products, manufactures and sells 
products to customers primarily in Europe. DatesWeiser, known 
for its sophisticated meeting and conference tables and creden-
zas, sets a standard for design, quality and technology integration. 
The Coverings segment includes KnollTextiles®, Spinneybeck® 
(including Filzfelt®), and Edelman® Leather. These businesses 
provide a wide range of customers with high-quality fabrics, felt, 
leather, and related architectural products. In 2016, Knoll revised 
its segment presentation to segregate corporate costs. The tables 
above present the company’s segment information with corporate 
costs excluded from operating segment results.)

The decrease in Office sales compared to the third quarter of 

2016 was attributed primarily to a decline in government sales, 
while Office commercial sales were flat. 

In the Studio segment, increased sales at Holly Hunt and the 
incremental sales from DatesWeiser were partially offset by a 
decrease in contract shipments at KnollStudio. 

The increase in Coverings was driven primarily by higher 
volume in the Spinneybeck |FilzFelt and Edelman businesses, 
partially offset by volume declines in KnollTextiles.

The full text of Knoll’s 3Q17 earnings release, including all 
tables, and a webcast replay of its Oct. 24 conference call, 
including presentation slides, are available at the Knoll Investor 
Relations web page. In addition, an audio replay of the call will 
be available through Oct. 31 at (855) 859-2056 (North Amer-
ica) or (404) 537-3406 (International); Passcode 995 28033. 
http://phx.corporate-ir.net/phoenix.zhtml?c=66169&p=irol-
irhome

>Mohawk Industries, Inc. on Oct. 26 announced its third-
quarter 2017 results (dollars in thousands except EPS):

3 Mos. Ended 9.30.17 10.1.16 %Ch.
Net Sales $2,448,510 $2,294,139 6.7%
Gross Profit $783,301 $726,559 7.8%
SG&A $403,203 $348,352 15.7%
Op. Inc. $380,098 $378,307 0.5%
Net Earn. $270,025 $269,878 0.1%
EPS (dil.) $3.61 $3.62 0.3%

9 Mos. Ended 9.30.17 10.1.16 %Ch.
Net Sales $7,122,193 $6,776,521 5.1%
Gross Profit $2,242,790 $2,121,826 5.7%
SG&A $1,232,083 $1,147,155 7.4%
Op. Inc. $1,010,707 $974,671 3.7%
Net Earn. $731,260 $696,614 5.0%
EPS (dil.) $9.77 $9.34 4.6%

Excluding restructuring, acquisition, and other charges, adjust-
ed third-quarter net earnings were $281 million and adjusted 
EPS was $3.75, compared with 3Q16 adjusted net earnings of 
$261 million and adjusted EPS of $3.50. For the nine-month 
period, adjusted net earnings and EPS were $763 million and 
$10.19, compared with 2016 adjusted net earnings and EPS 
of $697 million and $9.35. On a constant days and currency 
basis, net sales were up 5% over last year for the quarter and 
5.5% for the nine-month period.

“During the period, Mohawk delivered record adjusted earnings 
and EPS, with sales growing approximately 7%,” said Chairman 
and CEO Jeffrey S. Lorberbaum. “Our businesses outside the 
U.S. had stronger revenue growth, as the economies of those 
countries expanded. In the period, we overcame rising material 
costs, disruptions from hurricanes and reduced patent reve-
nue. Our price and mix improved as we enhanced our product 

http://phx.corporate-ir.net/phoenix.zhtml?c=66169&p=irol-irhome
http://phx.corporate-ir.net/phoenix.zhtml?c=66169&p=irol-irhome
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offering and implemented pricing actions to recover inflation. 
Our many operational and process improvements resulted in 
productivity gains of approximately $49 million and we incurred 
$8 million of start-up costs.

“For the full year, we are investing about $900 million to op-
timize long-term results by entering new product categories, ex-
tending our reach into new geographies and facilitating growth 
in our existing businesses. These projects include ceramic 
expansions in Mexico, Russia, Italy and Poland; additional 
premium laminate, engineered wood, rug and polyester carpet 
capacity in the U.S.; and increased premium laminate capacity 
in Europe and Russia. These investments will satisfy increas-
ing demand for our products as well as introduce state-of-the-
art manufacturing technology to further our position as the 
industry’s innovation leader. During 2018, in the U.S., we will 
launch production of rigid LVT as well as quartz countertops. 
In Europe, we will enter the rigid LVT, carpet tile and porcelain 
countertop businesses, and in Russia we will open a manu-
facturing plant to participate in the country’s large sheet vinyl 
market.”

Results by Segment (dollars in thousands):

3 Mos. Ended 9.30.17 10.1.16 %Ch.
Global Ceramic 
  Net Sales $893,399 $822,040 8.7%
  Op. Inc. $143,368 $135,985 5.4%
Flooring NA 
  Net Sales $1,031,773 $1,008,553 2.3%
  Op. Inc. $163,494 $170,507 -4.1%
Flooring ROW 
  Net Sales $523,338 $463,546 12.9%
  Op. Inc. $83,042 $81,757 1.6%

9 Mos. Ended 9.30.17 10.1.16 %Ch.
Global Ceramic 
  Net Sales $2,581,038 $2,425,560 6.4%
  Op. Inc. $411,961 $376,368 9.5%
Flooring NA 
  Net Sales $3,011,568 $2,895,610 4.0%
  Op. Inc. $383,118 $364,804 5.0%
Flooring ROW 
  Net Sales $1,529,587 $1,455,351 5.1%
  Op. Inc. $245,189 $262,356 -6.5%

“For the quarter, our Flooring Rest of the World Segment’s 
sales increased 13% as reported and 8% on a constant days 
and currency basis,” said Mr. Lorberbaum. “The segment had 
an exceptional quarter with the majority of our manufactured 
product sales and earnings growing dramatically. Our patent 
revenue is running at a higher rate than we anticipated due to 
broader use of our patents and the increase in worldwide sales 
of LVT. During the period, our price and mix improvements 
offset inflation and currency changes. Our laminate innovation 
in proprietary structures and water-proof technologies is in-

creasing the selection of our products by customers who would 
ordinarily purchase wood flooring. Our present European LVT 
manufacturing is nearing capacity, and our new plant will begin 
operating by the end of the year. The new plant will expand our 
capacity of flexible LVT as well as produce rigid LVT. We are ex-
panding the segment’s commercial sales force to increase the 
specifications of sheet vinyl, LVT and our upcoming carpet tile 
collections. Our new commercial carpet tile plant should initiate 
limited production in the fourth quarter.

“For the quarter, our Global Ceramic Segment sales increased 
9% as reported and 7% on a constant days and currency 
basis. In the quarter, the strongest growth in our ceramic busi-
ness was in Russia and Mexico as well as our acquisitions in 
Italy and Poland, which have been integrated with our existing 
European ceramic business. New capacity came online during 
the period with new production in Mexico and our modernized 
commercial tile plant in Italy. We also started up idled assets 
at our Polish plant, and we are installing additional equipment 
to broaden our position in the Northern and Central European 
markets. Our U.S. ceramic business was softer than we antici-
pated due to the impact of hurricanes in two of the country’s 
largest ceramic markets. In the third and fourth quarters of 
this year, we are opening about 15 service centers and stone 
centers in key U.S. markets. Our North American manufactur-
ing plants are operating at record levels for volume, quality 
and cost. Our sales and margins in Mexico increased as we 
broadened our product offering and enlarged our customer 
base. During the period, our European ceramic business 
increased dramatically, with growth in our local markets and 
the addition of our Italian and Polish acquisitions. Our Russian 
ceramic business is meaningfully outperforming the industry, 
and we are adding capacity to increase our share as the market 
expands.

“During the quarter, our Flooring North America Segment’s 
sales increased 2% as reported. The segment’s price, mix and 
productivity improved significantly during the period, covering 
increases in raw materials and other inflation. Our new product 
introductions improved our average selling prices and margins, 
and our process innovations and investments in manufacturing 
technology improved our costs. The hurricanes in Texas and 
Florida interrupted normal purchasing patterns and impacted 
our sales during the period. For the quarter, our soft surfaces 
sales growth exceeded hard surfaces, which were constrained 
by production limitations that will be addressed in the fourth 
quarter. Growth in our residential carpet outpaced our commer-
cial sales. We have recently announced a 5 to 6% price increase 
on all of our carpet products effective the end of this year to 
cover our increasing costs. We have enhanced the productivity 
of our U.S. LVT operations, and we are expanding our product 
offering in both the residential and commercial categories. We 
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have introduced a proprietary rigid LVT collection designed for 
exceptional stability and durability as we prepare for our new 
U.S. LVT production in the second quarter of next year. Our new 
laminate production will be operational this quarter and will allow 
us to expand our successful water proof laminate that improves 
on Mother Nature in both performance and visuals.”

Outlook

Mr. Lorberbaum concluded, “In the fourth quarter, we antici-
pate that the business will improve as we benefit from innova-
tive new products, increased volume and the performance of 
our recent acquisitions. We expect higher sales with the relief 
of some of our capacity constraints, enabling us to expand our 
market position. During the upcoming period, we will absorb 
higher start-up costs estimated at $15 million in our results as 
new operations come online. The disruptions caused by hurri-
canes in the U.S. should diminish as those markets begin their 
recovery. Greater productivity, better product mix and price 
changes should improve our fourth quarter results, overcoming 
the reductions from our expired patents. Taking all of this into 
account, our EPS guidance for the fourth quarter is $3.25 to 
$3.34, excluding any one-time charges.”

The full text of Mohawk’s 3Q17 earnings release, including 
all tables, plus an archived webcast replay of the company’s 
Oct. 27 conference call, can be accessed at the Investor 
Information section of Mohawk’s website, www.mohawkind.
com. A telephone replay will be available until Friday, Nov. 24 
at 855-859-2056 for U.S./local calls and 404-537-3406 for 
International/Local calls; Conference ID # 95629983. www.
mohawkind.com/CorporateIRNewsReleases.aspx

>USG Corp. on Oct. 26 reported its 2017 third-quarter 
results (dollars in millions except EPS):

3 Mos. Ended 9.30.17 9.30.16 %Ch.
Net Sales $795 $767 3.7%
Gross Profit $163 $181 -9.9%
SG&A $70 $74 -5.4%
Op. Profit $93 $97 -4.1%
Net Income $66 $62 6,5%
EPS (dil.) $0.46 $0.42 9.5%

3 Mos. Ended 9.30.17 9.30.16 %Ch.
Net Sales $2,373 $2,283 3.9%
Gross Profit $1,878 $1,728 8.7%
SG&A $495 $555 -10.8%
Op. Profit $280 $335 -16.4%
Net Income $157 $203 -22.7%
EPS (dil.) $1.07 $1.38 -22.5%

On an adjusted basis, the corporation earned $68 million in 
net income and $0.47 per diluted share in the third quarter of 
2017, compared to $69 million and $0.46 per diluted share, 
respectively, in 3Q16. 

“We had positive momentum in the third quarter, with in-
creased net sales and wallboard volume,” said USG President 
and CEO Jennifer Scanlon. “We are well positioned for growth 
as we continue to provide innovative solutions for our custom-
ers’ challenges.”

Adjusted operating profit decreased to $111 million from 
$127 million in the third quarter of 2017 compared to the 
third quarter of 2016. Higher input costs in the Gypsum and 
Ceilings businesses were attributed as the primary driver of the 
decrease.

The corporation’s Gypsum segment generated $85 million of 
operating profit in the third quarter of 2017. On an adjusted 
basis, operating profit of $88 million in the Gypsum segment 
decreased by $13 million from the third quarter of 2016. US 
wallboard volumes increased by 5% in the third quarter of 2017. 
The average realized selling price for US wallboard decreased 
by approximately 2% sequentially and was impacted by freight 
costs and changes in wallboard product mix due to hurricanes 
Harvey and Irma. U.S. wallboard manufacturing costs increased 
by $10 million due primarily to increased waste paper costs.

The Ceilings segment earned $28 million of operating profit in 
the third quarter of 2017, a $5 million decrease from the third 
quarter of 2016 primarily on higher input costs across both tile 
and grid products.

The USG Boral business generated $15 million of equity in-
come in the third quarter of 2017. On an adjusted basis, equity 
income of $15 million decreased by $3 million from the third 
quarter of 2016. The impact of increased plasterboard volumes 
was more than offset by unfavorable operational reserve adjust-
ments in India and higher plasterboard manufacturing costs 
across the business.

Ms. Scanlon continued, “I am proud of everyone at USG for 
their efforts and commitment to putting our customers first in 
the wake of the challenges presented by recent storms. Our 
customer service, supply chain and plant teams worked around 
the clock to ensure we were ready and able to support our loyal 
customers in a time of need.”

The full text of USG’s 3Q17 earnings release, including all 
tables, along with a replay of the company’s Oct. 26 confer-
ence call webcast, is available on the USG website, www.usg.
com, in the Investor Relations section. In addition, a telephonic 
replay of the call will be available until Friday, Nov. 24, at 
1-888-843-7419 (1-630-652-3042 for international callers); 
pass code 45799104. http://phx.corporate-ir.net/phoenix.
zhtml?c=115117&p=irol-news&nyo=0

http://www.mohawkind.com/
http://www.mohawkind.com/
http://www.mohawkind.com/CorporateIRNewsReleases.aspx
http://www.mohawkind.com/CorporateIRNewsReleases.aspx
http://www.usg.com/
http://www.usg.com/
http://phx.corporate-ir.net/phoenix.zhtml?c=115117&p=irol-news&nyo=0
http://phx.corporate-ir.net/phoenix.zhtml?c=115117&p=irol-news&nyo=0
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JOB SITE
To place ads or 
to get a price quote  
contact Bob Beck 
bob@officeinsight.com
T 972 293 9186

Find all our ads all the 
time at www.officeinsight.
com/careers.

Senior Marketing Manager 

AIS is a leading manufacturer 
of commercial office furniture 
and boasts one of the 
most impressive stories of 
growth and success in the 
industry. We are seeking a 
Senior Marketer to join our 
high energy team and drive 
strategic marketing initiatives.

RESPONSIBILITIES

 > Understand brand strategy 
and execute it across all 
marketing channels with ef-
fective messaging, a unified 
look, feel, and style that is 
easily recognized as AIS

 > Manage industry trade-
shows with a comprehen-
sive strategy, budget, and 
schedule

 > Support new product 
launches and marketing 
programs

 > Lead high-quality design 
and content creation for 
print and digital tools

 > Oversee creative partners 
(i.e. agencies, web and 
graphic designers, photog-
raphers, etc.)

 > Manage content and func-
tionality of public + internal 
websites

Must be able to creatively 
execute at high levels in a 
fast-paced environment.

Review full job details and 
qualifications here:  

http://aisinsidesales.blob.core.
windows.net/files/AIS%20
Job%20Description_Sr.%20
Mktg%20Mgr_Bellow.docx

http://www.officeinsight.com/careers
http://www.officeinsight.com/careers
http://www.officesite.com/classifieds/
http://aisinsidesales.blob.core.windows.net/files/AIS%20Job%20Description_Sr.%20Mktg%20Mgr_Bellow.docx
http://aisinsidesales.blob.core.windows.net/files/AIS%20Job%20Description_Sr.%20Mktg%20Mgr_Bellow.docx
http://aisinsidesales.blob.core.windows.net/files/AIS%20Job%20Description_Sr.%20Mktg%20Mgr_Bellow.docx
http://aisinsidesales.blob.core.windows.net/files/AIS%20Job%20Description_Sr.%20Mktg%20Mgr_Bellow.docx
http://www.ais-inc.com/
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JOB SITE
To place ads or 
to get a price quote  
contact Bob Beck 
bob@officeinsight.com
T 972 293 9186

Find all our ads all the 
time at www.officeinsight.
com/careers.

PO Box 967
Cedar Hill, TX  75106

Robert Beck
bob@officeinsight.com
T 972 293 9186

Mallory Jindra
mallory@officeinsight.com
T 219 263 9006

www.officeinsight.com
© 2017 officeinsight,LLC

Bradford J. Powell, Hon. FASID
brad@officeinsight.com 
T 203 966 5008

Director of Administration - NYC

Allow Your Expertise to Soar

Our company is a growing 
entrepreneurial company in 
the field of providing high 
quality office furniture and 
architectural products to 
our clients. We’re seeking 
an outstanding Director of 
Administration to report to the 
COO and work close with the 
founder of the company. Our 
experienced staff has helped 
hundreds of clients with great 
quality products & service.

Do you wish you could work 
with a team that trusts you, 
who rely upon you for your 
insight, relish your analytical 
depth, your listening and 
compassionate skills and 
are blown away by your 
productivity and efficiency, 
and are awed by your 
wizard-like management and 
teaching skills? How about 
working for a team who truly 
recognizes your hard work 
and commitment? What if 
every morning when you wake 
up you cannot wait to get to 
work? What if the variety of 
work, the range of people, 
and the personal growth and 
learning was extraordinary? 
If this sounds like an 
unattainable dream job, it’s 
NOT? A few of these star 
opportunities do occasionally 
become available to talented 
individuals – it’s rare – but it 
happens.

Our ideal candidate will 
have worked as a Director 
of Administration or 
Operations Manager in an 
entrepreneurial company, 
preferably in a sales/service 
oriented business. You need 
to have over five (5) years 
of management experience, 
Office Furniture experience 
preferred and can manage a 
minimum of 10 employees. 
You need to be smart, hard-
working, likeable, proactive 
and nurturing and will have 
direct responsibility for

 > Improving the overall 
consistency of our process 
that staff needs to project 
execute on.

 > Recruit and hire “A” talent 
and always be searching 
for “A” talent.

 > Manage all direct reports 
workload and set the ex-
pectations.

 > Be proactive with challeng-
ing the staff on possible 
issues that arise and the 
appropriate responses.

 > Treat people with respect, 
inspire trust, work with 
integrity and uphold the 
company’s values

 > Coach and mentor the 
staff on problem solving, 
performing under pressure, 
interacting with clients and 
stakeholders.

 > Ability to delegate work 
to internal team and to 
contractors and oversee 
final deliverables to ensure 
accuracy and that dead-
lines are met.

 > Set challenging goals for 
yourself and your team

 > Look to improve and pro-
mote quality, accuracy & 
customer satisfaction.

 > Excellent communication & 
writing skills.

 > Ability to learn required 
software, knowledge of 
Core operating system a 
plus

Please send resumé to: 
resumes@benharoffice.com

http://www.officeinsight.com/careers
http://www.officeinsight.com/careers
http://www.officesite.com/classifieds/
mailto:bob@officeinsight.com
mailto:mallory@officeinsight.com
mailto:resumes%40benharoffice.com?subject=
http://www.benharoffice.com/

