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Three-pronged Accomplishments at SITU
What happens if you combine the processes of design, research,
and fabrication in one organization? The potential of this multiprofessional collaboration is convincingly demonstrated in
the diverse accomplishments of SITU, a firm located on the
appropriately experimental terrain of the Brooklyn Navy Yard.
The extensive former military installation, reclaimed for light
manufacturing and tech-oriented activities, is home to SITU’s
offices and its fabrication workshop. officeinsight contributor John
Morris Dixon interviews SITU, founded by three current partners
Basar Girit, Aleksey Lukyanov-Cherny, and Brad Samuels, who
met as architecture classmates at the Copper Union in Manhattan.
FULL STORY ON PAGE 3…

Knoll at Fulton Marketplace, Chicago: The Times They Are
A-Changing
At NeoCon a lot of the hallway chatter concerned the fact of Knoll’s
having opened its new showroom in the already up and very fast
coming neighborhood of the Fulton Marketplace in Chicago. The
topic leads to a fountain of other issues to consider in our industry,
and in light of that, we hear from our officeinsight Publisher, Bob
Beck, regarding the newest changes and a broader view of the
challenges and opportunities we face.
FULL STORY ON PAGE 16…

Concurrents – Environmental Psychology:
Considering Larger Users

CITED:
“WHAT I’M ASKING FOR IS
HARD. IT’S EASIER TO BE
CYNICAL; TO ACCEPT THAT
CHANGE ISN’T POSSIBLE,
AND POLITICS IS HOPELESS,
AND TO BELIEVE THAT OUR
VOICES AND ACTIONS DON’T
MATTER. BUT IF WE GIVE UP
NOW, THEN WE FORSAKE A
BETTER FUTURE.”
—BARACK OBAMA

In this body-positive era, multiple groups that were formerly silent
have developed a public voice – larger-size users are now mobilizing
to make it more likely that spaces designed are comfortable places
for them to be. Columnist Sally Augustin discusses designing for all
body types in the built world.
FULL STORY ON PAGE 24…
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Design Lab, Sandbox learning space. Photo: Courtesy John Muggenborg.

Three-pronged Accomplishments at SITU
by John Morris Dixon
What happens if you combine the processes of design,
research, and fabrication in one organization? The potential of this multi-professional collaboration is convincingly
demonstrated in the diverse accomplishments of SITU, a
firm located on the appropriately experimental terrain of the
Brooklyn Navy Yard. This extensive former military installation, reclaimed for light manufacturing and tech-oriented
activities, was able to accommodate SITU’s offices and its
fabrication workshop, just a short walk apart.
The three current partners of SITU – Basar Girit, Aleksey
Lukyanov-Cherny, and Brad Samuels – met as architecture
classmates at The Cooper Union in Manhattan. They credit
the curriculum there rooted in spatial analysis, making, and
prototyping for contributing to the perspective and skills
they bring to their work today. Their staff is diverse, with
degrees in computer science, furniture design, art history,
urban design, social policy, and more.

SITU is composed of three divisions – each headed by
one of those partners, although their individual contributions
often cross those divides. SITU Studio deals with design, as
we normally define it, ranging in scale from small projects
to entire buildings and, in a few instances, marketable
products or broader urban interventions. SITU Research
applies design thinking to a variety of investigations, some
extending well beyond what architecture firms generally
deal with. SITU Fabrication takes on the challenge of physically creating innovative architectural features, furnishings,
and materials – whatever may be needed in the built world,
in manufacturing, or in research.
SITU designs and fabricates custom components for the
spaces they create, or prototypes them for projects at a larger
scale as a way of verifying design intent. The collaborating
divisions are also quite open to incorporating off-the-shelf
items, sometimes modifying them for specific situations.
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Design Lab, variety of learning spaces. Photo: Courtesy John Muggenborg.

Each of their design commissions
includes a distinct “discovery phase,”
lasting two weeks to more, depending on the demands of the project.
And SITU is intent on post-occupancy
evaluation, as well, urging clients to include that phase in their commissions.

Design Lab, Maker Space. Photo: Courtesy John Muggenborg.

The “sweet spot” for SITU, in winning and carrying out commissions,
is the potential of all three divisions
to collaborate on solutions that might
not otherwise be foreseeable. A few of
their many completed commissions
illustrate that remarkable synergy.

Design Lab at the New York Hall of
Science
Reclaiming a 10,000 square foot
space in the exhibition center designed
by Harrison & Abramovitz for the
New York World’s Fair of 1964, SITU
conceived and executed an innovative
destination for STEM and project-based
learning activities. Dedicated to supporting “the different ways in which kids
learn,” the lab comprises five distinct
learning places: Sandbox, Backstage,
Studio, Treehouse and Maker Space.
In all of these settings the spatial
organization, materials, methods of
construction – even the hardware – are
made visible to visiting children, parents and teachers, encouraging them
to understand design and construction of the environment. Throughout
the Design Lab, the work of previous
students is on display, providing ample
inspiration to subsequent visitors.
Completed in 2014, the Design
Lab has hosted thousands of visitors,
trained teachers from schools across
the city, and led STEM-based classes
for students of all ages.
And it served as a model for a much
smaller, but similarly conceived making
space completed in 2016 at the independent Whitby School in Greenwich, CT.
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Design Lab, Sandbox, drawer details. Drawing: Courtesy Courtesy SITU.

Design Lab, Sandbox fabrication process. Photo: Courtesy SITU.
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Making Space for the Brooklyn Public
Library
The need to adapt Brooklyn’s century-old libraries to evolving current uses
is being addressed with a kit-of-parts
system known as Making Space. While
the number of visitors and programs in
the central library and its 58 neighborhood branches has increased over the
past decade, their facilities called for
system-wide updating. And the realities of library operations and funding
called for a solution readily achievable
with a minimum of building renovation.
The project emerged from a design
study organized by the Center for
Urban Future and the Architectural
League of New York, made possible
by the support of the Charles Revson Foundation. SITU professionals
launched an analysis of needs by
meeting with library staff at selected

branches. Together they conducted an
audit of space and equipment needs
for programs ranging from children’s
art classes to citizenship prep for immigrants to robotics programs for teens
and fitness classes for older adults.
Identifying each program’s requirements – for seating, work surfaces,
power and projector demands – SITU
then grouped activities according to
their needs for space and equipment.
The resulting kit-of-parts can be
assembled in myriad combinations for
different activities throughout the day.
A ceiling grid provides an entire room
with power distribution and support of
lighting, acoustic panels, and curtains.
Mobile furnishings below include
stackable chairs, collapsible tables and
multi-use cabinets that provide storage, seating, and support for media
walls, and can be grouped to create a

performance stage. SITU’s fabrication
facility at the Navy Yard was used to
develop prototypes and test the functionality, durability and affordability of
all components, including customized
lighting fixtures and thermoformed
acoustical panels.
Chosen for the pilot Making Space
project was the community room at the
Flatbush Branch, housed in a 1905
neighborhood landmark. Installed in
2018, the new “set of tools” has reportedly had an immediate and welcome
impact of the branch’s operations,
sometimes simultaneously hosting programs for visitors of different age groups.
Based on lessons learned there, SITU
developed a Making Space manual for
other branches, allowing for choices
in layouts, capabilities, materials, and
finishes in line with that branch’s size,
programs and building stock.

Brooklyn Public Library, Activities in the Making Space at the Flatbush Branch, Brooklyn Public Library. Photo: Courtesy John Muggenborg.
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Brooklyn Public Library, Alternative configurations of Making Space at the Flatbush Branch, Brooklyn Public
Library. Drawings: Courtesy SITU.
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New York Tech Office
For this client’s Manhattan headquarters, a 40,000-square-foot
space on two floors, SITU’s mission
was to support the innovative, multidisciplinary, collaborative work taking
place there. Prior to design, the SITU
team spent five weeks embedded with
the intended users to observe, talk,
participate in activities, document and
analyze workflows and their implications for space, developing concept
drawings and principles to guide the
actual design.
The result is a modular, adaptable,
materially rich environment that can
create a sense of place for an unpredictable variety of activities. Within the
first week in their new space, the staff
had rearranged desks, walls and pods
to support diverse needs. The conference room had become a virtual-reality
lounge, and the “War-Hall” – a corridor
of huddle spaces – had been transformed to accommodate a team-wide
potluck dinner. The space will continue
to be reshaped as projects develop
and team members continue making it
their own.
Since this project was completed
in 2017, the client has commissioned
SITU to design another workplace an
order of magnitude larger.
Tech Office. the “War Hall.” Photo: Courtesy John Muggenborg.

Tech Office, flexible work/meeting/social space. Photo: Courtesy John Muggenborg. Tech Office, work space. Photo: Courtesy John Muggenborg.
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Tech Office, individual and team work stations. Photo: Courtesy John Muggenborg.

Tech Office, adaptable lounge/meeting space. Photo: Courtesy John Muggenborg.
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Solar Canopy
Not all of SITU’s projects are realized inside existing buildings. In this
case, the firm’s expertise in architecture, engineering, and fabrication
yielded a distinctive system to be
placed on the roofs of existing buildings. This commission from Brooklyn
SolarWorks focused on the challenges
to installing solar panels on the row
houses that extend over much of New
York’s five boroughs.
The barriers to solar power installations on such houses range from fire
code regulations to rooftop obstructions, shadows of trees and adjacent
structures, roof surface penetrations,
and wind load requirements. The
product of these design studies is a
modular rooftop structure with PV solar
panels affixed to a lightweight, adjustable aluminum frame, readily customized to meet the specifics of the site.
Compared to surface-mounted
panels, the canopy typically doubles
the solar generating power. Its ad-

vantages have resulted in the installation of nearly 100 in Brooklyn and
Queens since they became available
in 2016. With the capacity to reduce
utility costs, the Solar Canopy has the
potential to extend solar power to other
residents of New York and beyond.

Solar Canopy assembly. Drawing: Courtesy SITU.

Solar Canopy, installed on roof. Photo: Courtesy Nova Concepts.

SITU Research Projects
While not products of the design
process as usually understood, some
of the firm’s research efforts illustrate
the effect of design thinking on studies
of urban policies, for instance, or even
human rights violations.
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Section 581 study, identifying properties benefiting most from current arcane tax code. Drawing: Courtesy SITU.

Section 581 study
New York City’s luxury housing market is characterized by legal loopholes,
anonymous shell companies, and
absentee residents. It also benefits
from Section 581, an arcane property

tax code that yields undue advantage
for high-end coops and condos. SITU’s
contribution to a 2016 exhibition at
New York’s Storefront for Art and
Architecture shed light on the inequalities emerging from this tax code, mak-

Section 581 study, section through portion of study area, illustrating ratio of actual property values to current
tax assessments. Image: Courtesy SITU

ing them more visible through a series
of drawings and a physical model. The
exhibition organizers assigned SITU a
slice of Manhattan that included properties facing Central Park and along
Park Avenue.
Section 581 requires that property
tax assessments for a residential building cannot exceed “the assessment
which would be placed upon such
parcel were the parcel not owned or
leased by a cooperative corporation or
on a condominium basis.” The result
is to assess these buildings as if they
contained rental units, which are on
the whole much less valuable properties.
The extent of the tax inequities possible under this tax code was illustrated by the sale of $33,000,000 for
a coop unit in a 111-unit building on
Central Park West. The city assessed
the entire property – all 111 units – at
$60,722,000, less than twice the market value of that one luxurious portion.
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Uneven Growth, potential construction of additional residential and community spaces by putting unused air rights to use, with possible rooftop
circulation, recreation, and gardening; street intersection improvements also shown. Drawing: Courtesy SITU.

Uneven Growth Study
SITU’s contribution to the 2014
exhibition Uneven Growth at New
York’s Museum of Modern Art (MoMA)
addressed the “hidden density” within
the city’s housing by “taking a deep
dive into informal housing arrange-

ments” such as illegal conversions,
cellar dwellings, shared spaces and
single-room occupancies.
Other studies had shown that the
2010 census may have undercounted
the city’s population by 200,000
people or more. Besides raising ques-

Uneven Growth, representative current living condition. Photo: Courtesy SITU

tions about census accuracy, such an
undercount would affect city policies
and funding in areas such as affordable housing and transportation.
The object was not to move the
“hidden” populations to other areas,
but to accommodate them adequately
in the same neighborhoods. Proposals yielded through the study included
improved methods for transferring
unused allowable floor areas to nearby
properties and the addition of living
spaces on rooftops, in backyards,
in industrial buildings, and in other
potential expansion spaces.
This research was carried out in collaboration with Cohabitation Strategies,
Citizen’s Housing and Planning Council, and Jesse Keenan of the Center for
Urban Real Estate.
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Euromaidan Event Reconstruction
This research project extends the
study of the built world into unprecedented territory. Leveraging their architectural took kit in a new way, SITU
produced a detailed event reconstruction relating to deaths resulting from
police response to protesters in Kiev’s
historic Maidan Square in February of
2014. Advocating for Ukraine’s integration into the European Union, the
protesters had occupied the square for
nearly four months.
To accomplish the research, SITU
worked with Ukrainian attorneys, activists
and computer scientists to reconstruct
three protester deaths from archives of
eye-witness videos. Drawing on spatial
analysis, 3D modeling, animation and
interactive visualization, the researchers
developed procedures to establish the
sources and trajectories of the ammunition that caused these deaths. They then
devised tools to make the highly complex
evidence comprehensible within the procedural and time constraints of presentation in Ukrainian courts.

For this study SITU/Research
collaborated with Carnegie Mellon
University’s Center for Human Rights
Science. The analysis and presentation tools developed were designed for
broader application in the presentation
of citizen video documentation of other
complex events. In 2017, a video presentation of this research was included
in the exhibition, Before the Event/

After the Fact: Contemporary Perspectives on War at the Yale University Art
Gallery, accompanied by a lecture
on the project by SITU partner Brad
Samuels. The work was also featured
in The New York Times Magazine in
May 2018.
More information on SITU and its
numerous other projects can be found
at situ.nyc/studio. n

Euromaidan Event Reconstruction, bullet trajectories from a given position based on eye-witness
video evidence. Image: Courtesy SITU

Euromaidan Event Reconstruction, analyses of protester deaths based on visual and sound evidence in eye-witness videos. Images: Courtesy SITU.
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Knoll at Fulton Marketplace, Chicago: The Times They Are A-Changing
by Bob Beck
At NeoCon a lot of the hallway chatter
concerned the fact of Knoll’s having opened its new showroom in the
already up and very fast coming neighborhood of the Fulton Marketplace,
along with Herman Miller’s announced
plan to relocate to a space of its own,
somewhere outside theMart. The chatter I heard seemed to fall into more or
less two big questions: “What does this
mean for NeoCon?” and “What does
this say about our industry?”
The real answers will unfold in
the future, but I have ideas to share
about it what it means and where it
will lead. But before wading into what
might happen in the future, I think
it’s prudent to take a quick look at the
past track record of the industry and of
Knoll in particular.
There are many ways to define
the industry, but for relative consistency I look at the size of the market
as reported by BIFMA. I realize this
is an oversimplification, but it falls
pretty near the fact – and the fact is
the industry has been stuck at about
$13 BN for more years than we like
to admit. Market share among the
five biggest furniture manufacturers:
Steelcase, Herman Miller, Haworth,
HNI and Knoll hasn’t changed much
either – despite the best efforts of the
companies to do so.
Of those companies only Haworth remains privately held, which means the
rest of them have shareholders to answer to, and in our system that means
management needs to deliver growth.
So, if the industry isn’t growing and
it’s very hard to increase market share
against entrenched competition, what is
management to do? The two most common answers to be found in American
business thinking are 1) acquire and
2) diversify, although not necessarily
in that order. So, what have we seen

the industry leading companies do?
Acquire and diversify. And what has
been the direction of the acquisitions
and diversification – toward filling the

market needs expressed by the blurring
of lines between office, residential and
hospitality, with education and healthcare thrown in for good measure.

The rate of growth in Knoll’s Lifestyle segment was nearly double the rate of growth in its office
segment. Source: Knoll 2019 First Quarter Results Webcast.

Tellingly, despite being half the size in sales volume, the Lifestyle segment actually generated
more profit dollars than the Office segment.

07.01.19

GIVING VOICE TO THOSE WHO CREATE WORKPLACE DESIGN & FURNISHINGS PAGE 17 OF 37

companies

A view of the 6th floor atrium from the 7th floor.

A view of the Skylight from the 6th floor atrium.

The entry to the 7th floor. Photography: Courtesy Knoll.

A “Work Bar” greets visitors on the 6th Floor.

Here is an example of how this plays
out, taken from comments by Knoll
Chairman and CEO, Andrew Cogan in
his discussion of Knoll’s first quarter
2019 results.
“We are very pleased with our strong
start to 2019. Our strategy to diversify
our sources of revenue into higher
margin Lifestyle categories with both
residential and crossover workplace
applicability, combined with efforts to
improve the profitability of our Office
segment, is delivering strong top line
growth, margin expansion, and EPS
growth. Furthermore, it has positioned
us to meaningfully benefit from the
trend towards more social and hospitality-based workplaces as evidenced
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by the accelerating penetration of
ancillary spaces we saw this quarter.”
(Italics mine).
So why does a strategy of this type
necessitate moving out of theMart?
Well, there are many answers to that
one too, but it isn’t hard to remember
the kerfuffle last year when Steelcase
required more space to adequately
represent its expanding needs, leading
to Bernhardt’s storming out of theMart,
maybe never to return. The bottom
line is that the strategies of the biggest
companies in the industry are out of
synch with staying in theMart given
its perceived limitations on space and
access.
So all that said, what are the implications for the industry and for NeoCon?
In my opinion the implications for the
industry depend on how you define the
industry. If you define it by the value
of workplace furniture and furnishings
shipped each year, the industry has
been relatively flat for so long it seems
foolhardy to predict that it will start
growing anytime soon.

But if you define the industry as the
combined sales of the companies who
belong to BIFMA and/or see themselves as office furniture manufacturers, the sales to the various vertical
markets – residential, hospitality,
healthcare, education begin to allow
for some confidence that the industry

has room to grow. And that is good for
all the other companies in the industry.
And if Knoll and Herman Miller move
out of theMart, there are plenty of
companies eager to backfill the space.
I cite the award-winning entry of Hightower into part of the space formerly
occupied by Knoll as a prime example.

Diner booths near the work bar using Creative Wall, K. Lounge as a banquette and FilzFelt
acoustic baffles.

The 6th floor offers a colorful display of products from Knoll’s “constellation of brands.”
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Generation chairs overlooking the atrium.

Knoll in neon is becoming a trademark of Knoll. These two signs light the
corner windows on the 7th floor and are visible as you approach the building
from both Fulton and Halsted streets.

Rockwell Unscripted Creative Wall is used to demonstrate Knoll’s
room-in-a-room enclosures throughout the 7th floor.

The 7th floor is used to showcase Knoll’s systems and flexible/mobile workspaces. Here the Antenna Power Beam used with Reff Profiles.

The 7th floor also sports a private office and a tech conference room featuring tables from Dan Grabowski’s new Island Table collection.
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The Chicago staff works out of the showroom. Typical workstations.

I’m already on record with my
opinion that these move-outs will have
little impact on NeoCon. My reasoning
is based upon my observing Orgatec
and Salone del Mobile.Milan as major
companies have come and gone. The
“majors” come and go and the trade
show thrive. It seems to be a fact that
there is a need for large centralized
trade shows, based upon a whole
complex variety of factors. In North
America that position is firmly held by
NeoCon and the strength of NeoCon

A planter creates a little outdoors-indoors with Schultz classic outdoor
pieces in bright colors.

transcends the presence of any one or
several of the largest companies.
So primarily for those of our subscribers who either didn’t make it to
NeoCon this year, or at least didn’t
make it to see the new Knoll space on
Fulton Street, here are some pictures
for your viewing pleasure.
The inaugural Knoll Design Days
was a celebration. For Knoll it was a
celebration of the realization of the
next step in its evolution. For visitors
the new space, as designed by a col-

The 5th floor can rightly be considered the North American flagship for Muuto, with a little Knoll Studio mixed
in for good measure.

laboration among Gensler, the Rockwell Group and the Knoll Design Team
is a celebration of space, light, color
and, of course, Knoll products from its
entire “constellation of brands.”
At least during the show, access
to the showroom was peopled by
friendly, energetic staff who guided
visitors to the elevators that took them
directly to the 6th floor, opening there
to a welcoming view highlighted by a
large atrium leading up to an attractive
skylight. The atrium and skylight tie the
6th and 7th floor together and give the
whole space an amazing light, airy feel.
The design of the 6th floor is
definitely informed by the hospitality
experience of the Rockwell Group.
Partly because of the orange glow of
an enormous supply of Aperol bottles,
your eye is drawn immediately to what
Knoll has dubbed a “Work Bar.” The
intent is for the 6th to provide the warm
welcome and an introduction to the
breadth of the “constellation.” While
the Work Bar features stools from Knoll
Studio’s Mies Van der Rohe Collection,
café style booths have been created
using the Rockwell Unscripted Collection’s Creative Walls with banquettes
adapted from the K. Lounge series
along with FilzFelt acoustic baffles.
The 7th floor is designed as a showcase for what I consider the traditional
Knoll products for the office – systems
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furniture, task and executive seating,
conference rooms, private offices, etc.
But it also features a healthy selection
of Rockwell Unscripted Creative Walls
that demonstrate the room-in-a-room
planning option, along with other
modes demonstrating Knoll’s ability to
respond to the need for highly flexible
and mobile workspaces.
As Knoll says on its website, “Much
of Floor 5 serves as the North American flagship showroom of Scandinavian design brand Muuto, the latest
addition to the Knoll constellation of
brands. Muuto collaborates with the
best of today’s contemporary designers
to bring new perspectives to Scandinavian design through forward-looking
materials, techniques and bold creative thinking.”
All in all, the new space is what
you’d expect from Knoll – a delight.
And weighing-in at roughly 35,000 sq.
ft. it’s hard to see where that much
room could have been found within
theMart. As for more open access to
the general public, that remains to be
seen. I have questions about access to
the floors, positioned as they are starting on the 5th floor, but time will answer
those and many other questions. And
for us the watching will be great fun
and provide the opportunity to comment and conjecture. n

The Outline series in various forms from sofa to highback mini-enclosures with poufs, tables, storage and screens as required.
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Considering Larger Users
by Sally Augustin, Ph.D.
In this body-positive era, multiple
groups that were formerly silent have
developed a public voice – larger-size
users are now mobilizing to make it
more likely that spaces designed are
comfortable places for them to be.
Kim Severson, in the March 12,
2019 edition of The New York Times
(“For Larger Customers, Eating Out Is
Still a Daunting Experience,” https://
www.nytimes.com/2019/03/12/dining/
larger-customers-restaurants.html),
reports that, “About 40 percent of
Americans over age 20 were classified as obese in a 2017 report by
the Centers for Disease Control and
Prevention.” She also quotes Cheryl
Durst, the CEO of IIDA: “’We are in a
great cultural moment where people
are talking about equity and inclusion,
and size falls into that,’ said Cheryl
Durst…Design that considers the
physical attributes of the people who
use a space, as well as how they use
it, is fast becoming popular, she and
others said…’The good news is that
people are thinking about it sooner, as

opposed to retrofitting after the fact,’
she said. ‘But is it top of mind? No.’”
To comfortable serve larger customers, Severson reports that restaurateurs have, for example, “added
movable furniture, wider booths and
chairs that meet industry standards for
people who weigh as much as 400
pounds.” Wider walkways streamline
travel by larger customers. Severson’s
article identifies organizations that review the in-place experiences of larger
people and other groups of interest to
empathetic designers. It is illustrated
with compelling photos.
It seems likely that sooner rather
than later the public discussion of
designing for larger individuals will
expand to include workplaces. When it
does, the most positive outcomes will
ensue when offices in use signal that
users are respected and recognized by
their employer – sentiments that have
been linked to enhanced employee
mood and performance. Workplaces
can and must “fit” the people who
work in them. n

Sally Augustin, PhD, is the editor of
Research Design Connections (www.
researchdesignconnections.com).
Research Design Connections reports
on research conducted by social and
physical scientists that designers can
apply in practice. Insights derived from
recent studies are integrated with classic, still relevant findings in concise,
powerful articles. Topics covered range
from the cognitive, emotional, and
physiological implications of sensory
and other physical experiences to
the alignment of culture, personality,
and design, among others. Information, in everyday language, is shared
in a monthly subscription newsletter,
an archive of thousands of published
articles, and a free daily blog. Readers
learn about the latest research findings
immediately, before they’re available
elsewhere. Sally, who is a Fellow of the
American Psychological Association,
is also the author of Place Advantage:
Applied Psychology 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.
designwithscience.com) and can be
reached at sallyaugustin@designwithscience.com.
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Coffee Reminders: Implications
by Sally Augustin, Ph.D.
A new study confirms how powerful visual cues can be. Chan and Maglio determined that, “Just looking at something that reminds us of coffee can
cause our minds to become more alert
and attentive…Across four separate
studies and using a mix of participants

from Western and Eastern cultures,
they [the researchers] compared coffee- and tea-related cues. They found
that participants exposed to coffeerelated cues perceived time as shorter
and thought in more concrete, precise
terms…the effect was not as strong
among participants who grew up in
Eastern cultures. Maglio speculates
that the association between coffee
and arousal is not as strong in less
coffee-dominated cultures.” The Chan/
Maglio study is published in Consciousness and Cognition. n
Don Campbell/Press release,
University of Toronto, Scarborough.
2019. “Just Seeing Reminders of
Coffee Can Stimulate the Brain, UTSC
Study Reveals,” https://utsc.utoronto.
ca/news-events/breaking-research/
just-seeing-reminders-coffee-can-stimulate-brain-utsc-study-reveals

SUDOKU

Sally Augustin, PhD, a cognitive scientist, is the editor of Research Design
Connections (www.researchdesignconnections.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 research findings immediately, before
they’re available elsewhere. Sally, who
is a Fellow of the American Psychological Association, is also the author
of Place Advantage: Applied Psychology 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.designwithscience.com) and can be reached at
sallyaugustin@designwithscience.com.
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For complete releases,
visit www.officeinsight.com/officenewswire.

PRODUCT INTROS
>Aimée Wilder’s new
Eudaimonia Collection of
fabric, wallcovering, rugs,
and accessories explores
the cosmic balance between
Earth, Sun, and Moon.
Eudaimonia is a Greek word
commonly translated as happiness or “human flourishing.” This collection aims
to capture the many ways
surroundings can influence
our psychological state, and
contribute to overall wellness.
It consists of two wallpaper
and fabric patterns, Pyramide
du Soleil and Earthlight, with
an additional rug pattern,
Eclipse. Pyramide du Soleil
(pictured) is a subtly optical pattern manifesting the
Sun’s shadow and its balance
with the Earth. Eudaimonia
introduces a new construction for commercial fabrics,
tested for 50,000 double rubs

officenewswire

and available with a range of
protective coatings including anti-microbial and stain
coating. In addition, for the
first time, Ms. Wilder will offer
wallpaper printed in Brooklyn,
NY, where she resides and
operates her design studio.
Read More
>Imagine Tile, Inc. introduced rePly, a multi-striped
ceramic wall tile collection
designed by artist Rich
Moorhead, founder of Rich
Moorhead Design. “Worthy
of a response, rePly, was
inspired by peeling back
the layers of a skateboard
which reveals seven layers
of colorful veneer, or Ply,”
said Mr. Moorhead. “This
cross-section of purposeful
construction, intended for stability and control, exposes an
architectural element fitting of
high-end design and captures
a story within a story of a
once-ridden skateboard.” re-

Imagine Tile: rePly Ceramic Wall Tile Collection

Ply is available in 4.25”x4.25”
and 4.25”x10” commercially
rated ceramic wall tiles in six
colorways with a standard finish. Made with pre-consumer
recycled materials, they
contain no VOCs, are resistant
to strong chemicals and are
unaffected by UV light. These
tiles are extremely durable
and suitable for indoor and
outdoor use. Read More

Aimée Wilder: Eudaimonia Collection - Pyramide du Soleil
TURF: Tubular acoustical wall tile

>TURF’s newest acoustical
wall tile, Tubular, wraps a radius. Vertical channels carved
into the surface of Tubular
allow it to flex to fit a cylindrical or curved wall down to
12 inches in diameter. The
carved wall tile is digitally
fabricated from PET felt, of
which 60% is pre-consumer
recycled, using a single
color of 9mm material or in
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two-tone, 12mm styles. It
comes in two standard square
sizes, 11.75” or 23.5”, and
is offered with or without an
easy-to-install adhesive backing. Tubular is part of TURF’s
relaunched collection of
acoustic carved wall tiles that
have an NRC range of 0.25 to
0.40. Read More

NOTEWORTHY
>Madison Butterfield was
appointed Regional Manager
to lead Knoll’s Seattle sales
team. Over the course of her
career, including her time at
Knoll as a Utah-based sales
representative, Ms. Butterfield
has excelled in cultivating
meaningful relationships
with designers, clients and
construction managers,
increasing marketplace sales
by over 100%. Prior to joining
Knoll, Madison served as a
sales representative with KI
/ Pallas, working with the
A&D community, construction managers and real estate
professionals. She has also
held positions as an interior
design consultant and project
manager. She understands
the dynamics of the contract furniture industry sales

Madison Butterfield

process, and she is highly
focused on increasing sales
across the corporate, education, government, technology and healthcare sectors,
placing a strong emphasis on
building long term customer
relationships. Read More
>Landscape Forms, Inc.
celebrating its 50th anniversary with a bold strategic
plan, including a new CEO,
Marjorie K. Simmons, effective July 1. The Board
of Directors of the privately
held company approved the
formation of three business
divisions within the parent
company: Landscape Forms
Site Furniture and Structure,
Landscape Forms Lighting, and Landscape Forms
Studio 431. Each will operate
as separate business units
with its own president and
responsibility for production,
profitability and growth. Ms.
Simmons, an experienced
design business executive
and member of the Landscape Forms board since
2014, succeeds Richard
Heriford, who will assist with
the succession and retire on
Jan. 1, 2020. Mr. Heriford,
who joined Landscape Forms
in 2000 as Vice President
Sales and Marketing and
became President in 2011,
will join the company’s Board
of Directors. In the past
two decades the company
achieved exponential growth
of over 500% in annual sales
revenue under Mr. Heriford’s
leadership. Ms. Simmons
began her career as a CPA
at Ernst & Young, went on to
become CFO and Director of
Business Development for an

architectural design firm, and
in 1998 co-founded DSA Architects. Recognized in 2003
as one of the fastest growing
A/E firms in the nation, DSA
was acquired by SHW Group,
headquartered in Dallas. She
led the Michigan operation
of SHW Group, worked with
her team to establish a Texas
higher education division for
the firm, and was appointed
the CEO of SHW Group in
2010. In 2014, SHW Group
was acquired by Stantec. At
Stantec, Ms. Simmons served
as a Senior Vice President
and Business Leader in the
Buildings Group. In her new
role at Landscape Forms, she
will lead an executive team
that includes Robb Smalldon,
President, Landscape Forms
Site Furniture and Structure. Mr. Smalldon, in more
than 20 years at Landscape
Forms, has held various
engineering management
positions and, between 2010
and 2018, led exponential
growth of the company’s new
Studio 431 custom division.
Incoming presidents of Lighting and Studio 431 will be announced. Four corporate Vice
Presidents will remain in their
current roles serving across
all business units: Jodi Havera, Vice President of Finance
and CFO; Jim Marshall, Vice
President of Culture; Eric
Swanson, Vice President of
Sales; and Kirt Martin, Vice
President of Design and
Marketing and Chief Creative
Officer (CCO) responsible for
the overall look and feel of all
product design, marketing,
media, branding and work
space. Read More

Landscape Forms CEO Marjorie
K. Simmons

>Ware Malcomb opened a
new office in Washington,
DC, led by Michael Christensen, who joined the firm
as Regional Director. This
brings the total number of
Ware Malcomb offices across
the U.S., Canada, Mexico,
and Panama to 24. Mr. Christensen has more than 17
years of interior design experience; his background ranges
from serving as in-house
design manager for large
retailers to designing interiors for multi-family projects.
He has worked on projects
across the United States, as
well as internationally. In his
new role, he will be responsible for the overall growth
and management of the firm’s
operations in the region. Ware
Malcomb has completed over
100 projects in the greater
Washington, D.C. metropolitan area, including Virginia
and Maryland, for clients

Ware Malcomb: Michael Christensen
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including Medline, Xfinity and
Alston Construction, among
many others. Read More
>AIS received four 2019
OFDA Dealers’ Choice
Awards in the categories of
Workstations, Casegoods,
Seating, and Tables. The
company, now celebrating its
30th anniversary, has been
recognized by the OFDA for
various product awards for
the past 11 years. This is the
first year it has been honored
in the Tables category. It
recently launched its Day-toDay™ Tables product line,
which consists of working,
meeting and learning solutions, and has expanded its
Calibrate® Conferencing
line, comprised of formal and
casual meeting solutions. This
year’s OFDA Dealers’ Choice
Survey ran from early March
to the end of April. According
to OFDA, the survey is a carefully structured, anonymous
dealer poll that measures six
functional areas of manufacturer performance that are of

greatest importance to a diverse cross-section of dealers
throughout North America.
It provides product categorylevel feedback from dealers
of all sizes on the full range
of support they receive from
their primary non-aligned
suppliers. Read More
>Concertex’s flagship showroom in theMART received
a makeover this June for
NeoCon 2019 as part of its
rebranding. The transformation of the space is a visual
representation of the brand’s
fresh new flair. Parting from
the standard stark white
showroom, the black backdrop creates an intriguing
framework to showcase the
graphic, original textiles designed in-house. With moody
lighting, tropical plants, and a
lot of sophisticated product,
the showroom generates a
chill and trendy vibe. Staying
true to developing highperformance driven product –
the brand has been reimagined to better represent the

AIS is a 2019 OFDA Dealers’ Choice winner in the categories of Workstations, Casegoods, Seating and Tables. AIS received the award from OFDA during NeoCon 2019.
Pictured, from left, members of the AIS leadership team: Nick Haritos, Brianne
Devine, Tracy Reed, Bill Stewich and Bruce Platzman.

Concertex showroom

stylish, chic qualities of the
latest offerings. With a bold,
new direction and a unique
talented team of designers,
Concertex strives to shake
things up in the contract,
hospitality, and healthcare
markets. Read More

>Herman Miller Collection
and COP Boston (a Herman
Miller dealer) last week hosted the Magis Puppy Design
Challenge at the Institute of
Contemporary Art in Boston. At this event, 17 local
firms used their creativity to

Herman Miller Collection and COP Boston.Magis Puppy Design
Challenge First Place winner by NBBJ – Photo credit Creative Office
Pavilion
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reimagine the Magis Puppy
by Eero Aarnio. Participants
included Baker Design, CBT
Architects, Dyer Brown, e4h,
Elkus Manfredi, Gensler,
Margulies Peruzzi, Miller
Dyer Spears, NBBJ, Payette,
Perkins + Will, PCA, Unispace, SGA, Shelpey, Sasaki,
and SmithGroup. The best
in show winners were: first
place – NBBJ for their Ray
Eames-inspired graphic and
textural Puppy, second place
– Gensler for their Fenway
Frank idea, and third place
– CBT Architects for their Dr.
DogFish design. The over 200
guests each placed a vote for
their favorite concept, and the
People’s Choice winner was
PCA for their Slinky Dog. All
of the Magis Puppies will live
at the Boston Children’s Hospital, and donations received
leading up to and during the
event will go to the hospital’s
arts program. Read More

>Nemo Tile + Stone opened
a new showroom In Philadelphia’s Old City District.
The ground-level showroom’s
thoughtful design underscores the initiative of this
neighborhood dedicated to
providing the best in high
design to the region. It will
be positioned as a center of
design culture and networking, with events, panels, and
seminars frequently being
hosted in the space. In addition, all of the latest Nemo
Tile + Stone offerings will
be on display, including the
new spring collections that
launched this May. The newly
appointed team spearheading sales in Philadelphia
will include Priscilla Bissi,
a long-standing member of
the NYC-based company’s
team, who has relocated to
the Philadelphia region, as
well as Carol Meade, Emily
Metro, and Rachel Salomon.
For additional information on
each of these integral team
members, please the officenewswire post. Read More

RE-SITED
>Brad Cullen joined Global
Furniture Group, USA as a
Territory Manager, Offices
To Go for the Atlanta area.
Prior to joining Global, Mr.
Cullen was a Senior Assistant
Manager for Discount Tire
Company. In this role, he
was responsible for developing and implementing sales
growth strategies, maintaining
client relationships, resolving customer claims and
managing day to day sales
operations. Previous positions
at Discount Tire Company
including Marketing Assistant
Manager, Workflow Assistant
Manager and 5s Assistant
Manager. He also held positions as Sales Manager for
Kauffman Tire Company and
Service Advisor for Jim Ellis
Automotive. Read More

Brad Cullen

Nemo Tile + Stone: Philadelphia Showroom

>Imagine Tile, Inc. announced two additions to
their team: Camilo Quintero
and Ivana Alava.
Camilo Quintero joined the
company as an Architecture
+ Design Sales Executive. In
this position he will identify,
establish and grow new and
existing A&D accounts and
assist with specification of
Imagine Tile products including in-stock and custom

tiles. Based in New York City,
he will schedule product
presentations with Architects
and Designers, participate in
industry events and develop
and maintain relationships
with specifiers and end users.
Prior to joining Imagine Tile,
he managed Sales and Customer Relations as a Commercial and Residential Account
Executive for AKDO, a CT
based manufacturer of stone,
porcelain, ceramic, metal,
glass tiles and mosaics.

Camilo Quintero

Ivana Alava was promoted
to Sales + Marketing Coordinator. Ms. Alava first joined
Imagine Tile as an unpaid
intern while she studied
Marketing at a local university. Upon completing her
junior year, she was selected
by the Feliciano School of
Business to participate in a
new program for accelerated
students. As part of a co-op
program, she was able to
join the Imagine Tile Team
as part of a part-time paid
internship. Upon graduating
Montclair State University
with a Bachelor of Science in
Marketing, she was appointed
to a full-time position as Sales
+ Marketing Coordinator. In
addition to assisting sales +
marketing with day-to-day
activities, she will manage the
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company’s social media and
other marketing platforms,
draft press releases, design
e-blasts, and build relationships with members of the
press and industry partners.
Read More

will pay for a three-night hotel
stay and round-trip flight.
Group activities will include a
guided tour of the show, educational sessions on sustainability and installation, and
the opportunity to visit a tile
factory to see tile production
first hand. Young distributors
will also enjoy the chance to
visit factories and exhibitor
booths on their own time.
Applications are due on July
15. Up to three importers/distributors will be selected and
notified on Aug. 1. Read More

3form: Varia Ecoresin-Full Circle

Ivana Alava

ENVIRONMENT
>3form and LightArt are
pursuing Living Product
Challenge and LEED V4.1
optimization certifications.
Preliminary results show
that 3form’s flagship products Varia, Chroma, and
Pressed Glass meet the new
LEED V4.1 requirements for
‘optimization credits’, which
reward project teams who
select products that have
improved ingredient health
and/or reduced environmental impacts. Reductions in
Global Warming Potential
(GWP) were among several
improvements documented in
the findings. “It’s rewarding
to know our efforts to improve
products can be fully recognized with LEED 4.1 credits,”
says Mike Johnson, Director
of Sustainability, “and impact
reductions are only one step
in our larger goal of achieving
Living Product Challenge certifications by making products
that actually help restore the
Earth, and enhance human

well-being. With our Full
Circle social equity program,
biophilic designs, and other
well established sustainability
initiatives, we feel we’re in a
good position to take on the
challenge, and that it’s our
responsibility to push the limits, to show leadership and to
begin to heal the planet while
we still can… it’s the only
place we have to call home.”
Read More
>Greenbuild 2019, Nov.
20-21 in Atlanta, re-opened
its call for proposals with the
return of People’s Voice. Organizers saved an entire track
within the conference program
“for sessions submitted by
YOU and voted on by YOU –
the industry.” People planning
on attending are encouraged
to peruse this year’s conference program and submit
suggestions for topics that
they would like to see added.
Submission deadline is July 9

at 5:00 p.m. Eastern Time. Online voting will take place July
18-26, and the winning entries
will be added to the conference program. Read More

EVENTS
>Ceramics of Italy announced the inaugural
edition of the Cersaie Young
Distributor Program. Organized by Confindustria Ceramica (the Italian Association
of Ceramics) and EdiCer SpA
(the organizer of Cersaie), this
new initiative aims to bring
a new generation of North
American importers and
distributors to Cersaie – the
world’s premier exhibition of
ceramic tile and bathroom
furnishings – taking place
Sep. 23-27, in Bologna, Italy.
Selected participants will be
invited to join a delegation of
North American architecture
and design trade and media.
The Italian ceramics industry

>Cersaie has adopted a new
look for 2019 and beyond.
The campaign, “Open Cersaie,” incorporates a new logo
and updated visual identity,
representing an inclusive
space in which ideas and
energy can flow freely. The
2019 edition of Cersaie will
feature a robust program
that includes lectures, CEUaccredited seminars for
architects and designers, and
training courses for tile industry professionals. The show
features 800+ exhibitors from
40 countries and attracts
over 112,000 attendees from
around the world, including
architects, interior designers,
tile installers, distributors,
and media. Now in its 37th
year, Cersaie is organized by
Edi.Cer SpA and promoted
by Confindustria Ceramica
in collaboration with Bologna
Fiere. Highlights of this year’s
show include:
-Chilean architect Felipe
Assadi will participate in the
11th edition of the “Building,
Dwelling, Thinking” cultural
program. In 1999, Assadi
received the Young Promotion
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Award from the Architects’
Association of Chile and has
since taught at a number of
universities around the world.
-Archincont(r)act – a new
exhibition area designed
to encourage networking
among architects, exhibitors
and suppliers in the contract
design sector – will have 10
participating studios for this
first edition.
-Cersaie’s 6th annual themed
exhibition space will take on
the format of a conceptual art
gallery called Famous Bathrooms. Curated by Angelo
Dall’Aglio and Davide Vercelli,
the exhibition will feature a
series of elaborate bathroom
vignettes inspired by iconic
historical figures like Coco
Chanel, Piet Mondrian, Sigmund Freud and the Beatles.
-“Città della Posa” (Tiling
Town) will return for the
eighth year. Organized by
Assoposa – the Italian tile
installers association – the
program will include various
technical workshops and
discussions between tile
installers and designers to
ensure cohesive relationships.
Demonstrations will also focus
on proper tile laying techniques, particularly with large
format slabs. Read More
>IFDA NY’s Cocktails Conversation & Connections event today, July 1, will take place at
the High Bar, 5:30-7:30 p.m.
High Bar is located at 346 W
40th Street atop the DoubleTree
by Hilton Hotel in the heart of
Midtown West. Read More

>The IIDA NY Institutional
Forum on Tuesday, July 16
will present a private guided
tour and discussion, The
Renovation of Trinity Church,
5:30-6:30 p.m. Led by Jeffrey
Murphy of MBB Architects,
this tour will explore the history as well as the conservation and rejuvenation efforts
of the more than 170-year-old
gothic church, located in the
heart of Lower Manhattan.
Read More
>ORGATEC 2020 preparations are already in full
swing, with online registration for companies now open
and the theme announced:
“Variety of Work.” It takes
place Oct. 27-31, 2020 in Cologne, Germany. Companies
wanting to register for ORGATEC 2020 will find the application forms on ORGATEC’s
relaunched website. Interested companies can benefit
from the early bird discount
until Sep. 15, 2019. One
newly announced element in
the program lineup includes
euvend & coffeena 2020, the
leading international trade fair
for vending and office coffee
service, which will co-located
with ORGATEC 2020. New
to-go concepts for the out-ofhome market for offices and
the contract business will be
presented. Read More

IFDA NY: CCC at the High Bar

IIDA NY Institutional Forum: The Renovation of Trinity Church
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RAYMOND JAMES BRIEF 6.26.19
Herman Miller: Strong F4Q19 Report; Sales and EPS Beat;
Guidance In Line
Analysts: Budd Bugatch, Bobby Griffin
>Wednesday, after the market close, Outperform-rated Herman Miller reported F4Q19 GAAP EPS of $0.78. After adjusting for one time charges including: (1) ~$8.5 million pre-tax
restructuring costs (~$0.11 per share benefit after tax), (2) $1.7
million pre-tax costs related to the CEO transition and business
structure realignments (~$0.02 per share benefit after tax),
and (3) ~$1.8 million after-tax investment fair value adjustment
(~$0.03 per share drag after tax), non-GAAP EPS was $0.88,
versus our $0.78 estimate (also consensus) and management’s
$0.76 to $0.80 guidance range. To note, our estimate and management’s guidance range was based on GAAP EPS.
>Reported total sales increased 8.6% y/y to $671 million,
above our $656 million estimate, the $657.2 million consensus, and management’s $645 to $665 million guidance range.
Organically, excluding $5.4 million in currency effects, net
sales increased 7.6% y/y. Moreover, total orders increased 7%
y/y on a reported basis (6.4% y/y, organically).

>Variance Analysis: At the operating line, results beat our
model by $0.10, due to; (a) higher-thanmodeled sales (~$0.02
benefit), (b) higher-than-anticipated gross margin (~$0.02 benefit), and (c) lower-than-estimated adjusted operating expenses
(~$0.06 benefit).
>North America Furniture Solutions [now called North America Contract] reported sales increased 10.6% y/y to $433.8
million. Organically, excluding $0.9 million in currency effects,
sales increased 9.1% y/y. Reported F4Q19 orders increased
7.9% (+6.6% organically) to $440.5 million. Adjusted operating income increased 54.4% y/y to $58.5 million. To note,
beginning in 4Q19, management consolidated the Specialty
segment into North America Furniture Solutions.
>Europe and Latin America (ELA) [now called International
Contract] sales increased 5.5% y/y to $132.3 million.
Reported orders increased 0.8% y/y to $111.7 million (+1.7%
organically). Adjusted operating income increased 17% y/y to
$17.9 million.
>Consumer [now called Retail] reported sales increased
4.7% y/y to $104.9 million (4.8% y/y, organically). Reported
orders increased 10.4% y/y (+10.5% organically).
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>Guidance: Reflecting strong order and sales growth as well
as favorable macro-economic conditions, management guided
F1Q20 revenue of $650 to $670 million, versus our in-print
estimate of $657.9 million, and the in-print consensus of
$651.6 million. Management estimates F1Q20 diluted EPS
in the range of $0.77 to $0.81, versus our $0.78 published
estimate and the $0.76 consensus.
>All-in, Herman Miller reported a strong quarter above
management’s and consensus expectations, as highlighted by
the ~12% increase in after-market trading. Moreover, current
consensus is below the mid-point of management’s F1Q20
guidance range, thereby reinforcing our positive investment
thesis about the current industry climate and favorable rating
of MLHR. Reflecting the strong performance, the company announced a 6% increase in its quarterly cash dividend to $0.21
per share (from $0.1975),
We will have additional commentary following Herman Miller’s
8:30 am ET conference call on Thursday morning.

RAYMOND JAMES BRIEF 6.27.19
Herman Miller: Reaffirm MO2, Up Target to $48; Revenue/
Non-GAAP EPS Beat
Analysts: Budd Bugatch, Bobby Griffin
>We reaffirm our Outperform rating and increase our target
price to $48 on MLHR following Herman Miller’s F4Q19
earnings report and management conference call. All-in,
management delivered a solid F4Q19, with revenue and nonGAAP EPS above expectations (ours, consensus, and management’s prior guidance range). Ending backlog was up ~10%
y/y (when adjusted for ASU 2017). Moreover, management’s
F1Q20 guidance range at the mid-point was ahead of prior
in-print estimates. Reflecting the strong performance, Herman
Miller announced a 6% increase in its quarterly cash dividend
to $0.21 per share (from $0.1975).
Although the unsettled trade environment and stock market
volatility now keep many investors hesitant, Herman Miller’s
solid year-over-year order and backlog growth in the quarter
reinforces our positive investment thesis on office furniture.
Moreover, we argue that the industry is healthy and likely to
remain healthy over the near-term due to strong BIFMA order
growth (average monthly order growth of ~7.4% over the past
12 months) and the continued war for talent, exacerbated by
U.S. job openings exceeding U.S. unemployment.
Accordingly, even in light of the ~17% uptick in MLHR in the
trading day following the F4Q19 earnings report, we believe
the strong demand environment coupled with management’s

continued profit optimization initiatives (annual run rate savings
of ~$30M to $40M), enhanced digital platform, the continued
roll-out of HAY ($75M to $100M business opportunity) and
introduction of Herman Miller exclusive products will provide
value to shareholders, thereby reinforcing a favorable risk/reward scenario in owning MLHR.
>F4Q19 Results: As mentioned in our previous note, Herman
Miller reported F4Q19 GAAP EPS of $0.78. After adjusting for
costs associated with restructuring (~$0.11 per share benefit), business structure realignments and the CEO transition
(~$0.02 per share benefit), and an investment fair value adjustment (~$0.03 per share drag), non-GAAP EPS was $0.88,
above our $0.78 estimate (also consensus) and management’s
$0.76 to $0.80 guidance. Reported total sales increased 8.6%
y/y (7.6% organically) to $671M versus our $656M estimate,
$657M consensus and management’s $645M to $665M guidance.
>Variance Analysis: At the operating line, results beat our
model by $0.10, due to; (a) higher-thanmodeled sales (~$0.02
benefit), (b) higher-than-anticipated gross margin (~$0.02 benefit), and (c) lower-than-estimated adjusted operating expenses
(~$0.06 benefit).
>F1Q20 Guidance/Estimates: Management provided F1Q20
guidance in-line with prior estimates, with revenues in the
range of $650M to $670M and diluted EPS of $0.77 to $0.81.
Reflecting management’s commentary surrounding the business environment, our F1Q20 non-GAAP EPS estimate is now
$0.79, up slightly from $0.78.
>Valuation: Our target price is bracketed by our intrinsic
value analysis. MLHR currently trades at 13.3X our NTM EPS
estimate of $3.33, versus its 3- and 5-year median multiples of
14.1x and 14.2x, respectively. Our risk/reward scenario favors
reward ($60/~36% up) over risk ($37/ ~15% down).

BUSINESS AFFAIRS
>Herman Miller, Inc. on June 26 released its FY19 fourthquarter and full-year results (dollars in millions except EPS):
3 Mos. Ended
Net Sales
Gross Mar.
Gross Mar.%
Oper. Exp.
Oper. Earn.
Net Earnings
EPS (dil.)
Adj. EPS
Orders
Backlog

6.1.19
$671.0
$248.2
37.0%
$183.2
$56.5
$46.2
$0.78
$0.88
$664.5
$394.2

6.2.18
$618.0
$228.3
36.9%
$183.9
$40.5
$31.8
$0.53
$0.66
$620.8
$350.7

%Ch.
8.6%
8.7%
1.8%
-0.4%
39.5%
45.3%
47.2%
33.3%
7.0%
12.4%
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12 Mos. Ended
Net Sales
Gross Mar.
Gross Mar. %
Oper. Exp.
Oper. Earn.
Net Earnings
EPS (dil.)
Adj. EPS
Orders

6.1.19
$2,567.2
$929.9
36.2%
$716.2
$203.5
$160.5
$2.70
$2.97
$2,614.9

6.2.18
$2,381.2
$873.0
36.7%
$688.4
$178.9
$128.1
$2.12
$2.30
$2,408.2

%Ch.
7.8%
6.5%
1.3%
4.0%
13.8%
25.3%
27.4%
29.1%
8.6%

Highlights included:
-Record net sales of $671 million, reflecting 9% growth over
last year (8% organic growth)
-Operating margin expansion of 140 basis points
-Announces 6% increase in quarterly dividend payout
On an organic basis, excluding the impact of foreign currency
translation and the adoption of the new revenue recognition
standard at the start of fiscal 2019, net sales and orders in
the fourth quarter increased by 7.6% and 6.4%, respectively,
compared to the same quarter last fiscal year. Full-year net
sales increased by 7.1% compared to last fiscal year on an
organic basis.
Adjusted EPS excludes the impact of restructuring expenses,
other special charges, and a gain associated with the fair value
adjustment of an investment.
The company also announced an increase in its quarterly
cash dividend to $0.21 per share payable in October. This
change represents an increase of 6% from the previous dividend payout of $0.1975 per share.
“Strong demand was a clear highlight of our results as we
finished the quarter setting all-time records for quarterly and
annual net sales for our company,” said Herman Miller CEO
Andi Owen. “We leveraged this demand to deliver meaningful
operating margin expansion over the same quarter last year.
These results for the year are a tribute to the talent and effort
of our people. At the same time, there is more work ahead, as
we position ourselves behind a clear set of strategic priorities
to drive sustainable, diversified revenue growth, and longterm value creation for all of our stakeholders. As a result of
our financial performance this year and strong balance sheet
position, our Board of Directors approved a 6% increase in our
quarterly dividend payout - an action that reflects the confidence of the Board and our leadership team in the power of
our long-term strategy.”
The adoption of the new revenue recognition standard (ASC
606) at the beginning of fiscal 2019 required recording certain

product pricing elements as expenses within cost of goods sold
that were previously classified on a net basis within sales. This
adoption reflected an unfavorable impact on gross margin of 60
basis points compared to the basis of presentation last year. Excluding this impact, gross margin expanded by 70 basis points
compared to the same quarter last year.
Operating expenses included pre-tax special charges totaling
$1.7 million in the fourth quarter of fiscal 2019 and $7.9 million in the same quarter last year. These items in the current
quarter related primarily to costs associated with the CEO
transition and certain business structure realignment costs.
Excluding these items, operating expenses increased by $5.5
million compared to the same quarter last year.
The company recognized pre-tax restructuring expenses
totaling $8.5 million in the fourth quarter. These items related
primarily to restructuring actions associated with profit improvement initiatives, including costs associated with an early retirement program.
Other expenses, net, in the fourth quarter included a gain of
$2.1 million related to a fair value adjustment of an investment
in a technology partner.
Herman Miller’s effective income tax rate in the fourth quarter
was 22.0%, compared to 18.3% in the same quarter last fiscal
year.
“We were encouraged by broad-based sales and order growth
for the quarter, supported by favorable macro-economic conditions and continued traction from our strategic priorities,” said
CFO Jeff Stutz. “We also further positioned our Retail business
for profitable growth with the opening of three new Design
Within Reach studios in the fourth quarter, a lease termination related to an underperforming studio and beginning
the transition to a new, state of the art distribution center in
Batavia, Ohio. These actions reflected expenses of $4.5 million
during the quarter and, while they pressured profitability in the
quarter, are important enablers for future growth and operating
margin expansion of our Retail business. Even after factoring
in these initiatives, consolidated sales growth, gross margin
expansion and well-managed operating expenses combined to
drive 33% growth in adjusted earnings per share compared to
the same quarter last year.”
The company ended the fourth quarter with total cash and
cash equivalents of $159.2 million. Cash flow generated from
operations in the fourth quarter and full fiscal year was $85.9
million and $216.4 million, respectively. This compared to
$55.8 million and $166.5 million in the respective periods last
fiscal year.
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Capital expenditures were $23 million in the quarter and $86
million for the full year. Cash dividends paid in the quarter were
$12 million and $46 million for the full year.
Results by Operating Segment (dollars in millions):
3 Mos. Ended
North America Contract
Net Sales
Oper. Earn.
International Contract
Net Sales
Oper. Earn.
Retail
Net Sales
Oper. Earn.

6.1.19

6.2.18

%Ch.

$433.8
$50.2

$392.4
$37.9

10.6%
32.5%

$132.3
$17.1

$125.4
$9.8

5.5%
74.5%

$104.9
-$1.0

$100.2
$8.4

4.7%
-

12 Mos. Ended
6.1.19
North America Contract
Net Sales
$1,686.5
Oper. Earn.
$189.7
International Contract
Net Sales
$492.2
Oper. Earn.
$57.8
Retail
Net Sales
$388.5
Oper. Earn.
$5.3

6.2.18

%Ch.

$1,589.8
$175.2

6.1%
8.3%

$434.5
$36.9

13.3%
56.6%

$356.9
$13.9

8.9%
-61.9%

(The North America Contract segment includes the operations
associated with the design, manufacture, and sale of furniture
products for work-related settings, including office, education,
and healthcare environments, throughout the United States
and Canada. The business associated with the company’s
owned contract furniture dealers is also included in the North
America Contract segment. North America Contract also includes the operations associated with the design, manufacture,
and sale of high-craft furniture products and textiles including Geiger wood products, Maharam textiles, Nemschoff, and
Herman Miller Collection products. The International Contract
segment includes the operations associated with the design,
manufacture, and sale of furniture products, primarily for workrelated settings, in EMEA, Latin America, and Asia-Pacific. The
Retail segment includes operations associated with the sale of
modern design furnishings and accessories to third party retail
distributors, as well as direct-to-consumer sales through eCommerce, Design Within Reach, and HAY retail studios.)
During Herman Miller’s conference call on June 27, Mr. Stutz
reported that new orders in the North America Contract segment were $441 million in the fourth quarter, up 8% on a
reported basis and 7% organically over last year. “The order
growth in North America this quarter was generally broad-based
and was driven mainly by large and medium size projects,”
he noted. “From a regional perspective, we saw year-over-year
increases in both the eastern and western areas of the U.S.”

New orders in the International Contract segment totaled $112
million in the quarter, representing growth of approximately
1% over 4Q18, and 2% organically. “The continued growth
for the International business is notable as they faced difficult
sales and order growth comparisons for the quarter as the
business generated growth in excess of 20% last year on both
of those measures,” said Mr. Stutz. “The year-over-year order
performance reflected growth in India, Japan and China offset
by relatively softer demand levels in Australia, Mexico and the
Middle East.”
In the Retail business segment, new orders in the fourth
quarter were also $112 million, up 10% from last year. “Sales
growth for this segment during the quarter was primarily driven
by growth from the HAY brand, contract, new studios, and outlet stores,” said Mr. Stutz. “Our retail team pursued several important initiatives this quarter – all aimed at sustaining top-line
growth and improving bottom-line profitability going forward.
These include several actions related to DWR’s studio channel, including opening two new DWR studios in California – in
Larkspur and LaJolla – and a new location in New York’s upper
West side. We also initiated a planned exit of an underperforming studio location on Long Island, NY late in the quarter. As
Andi noted, the team is also making good progress transitioning from an existing distribution center in Kentucky to a larger
facility in Ohio. Each of these actions are strategically important
to the business and will contribute to improved growth and
efficiency over the long-run. With that said, together they drove
incremental expenses in the quarter totaling approximately
$4.5 million.”
Also doing the conference call, Ms. Owen outlined the set
of strategic priorities that the company is focused on building. “Going forward, we are going to be very intentional about
unlocking the power of One Herman Miller. This includes the
recent combination of our legacy North America and Specialty segments under Greg Bylsma’s leadership… Second, a
customer-oriented and digitally-enabled business model will
be an important driver for reaching our aspirations in both
the contract and retail spaces. We are taking the next steps in
enhancing our goal for frictionless customer experiences. Since
the start of the year, we’ve already created over 1,700 projects
on our new proprietary visualization tool for our North America
Contract business and are expanding this tool to International
markets in the coming months. We are also taking the next
steps to enhance our retail ecommerce experience…. These
two foundational priorities set the stage for our third priority—
accelerating profitable growth.”
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Looking forward, Herman Miller expects net sales in the first
quarter of fiscal 2020 to be in the range of $650 million to
$670 million. On an organic basis, adjusted for foreign currency translation, this forecast implies sales growth of 6%
compared to the first quarter of the prior year at the mid-point
of the range. The company expects diluted earnings per share
to range between $0.77 and $0.81.

>Focal Point is offering a new AIA-accredited continuing
education course on acoustics and lighting. Titled “Flexible by
Design – Integrated Lighting and Sound Management Solutions for Today’s Interiors,” it is worth 0.5 Learning Units for
Health Safety and Welfare in architecture (LU/HSW). It explores
the fundamental principles of sound management and how
to design interior spaces to maximize occupant comfort using
tools that solve for acoustic, lighting, budget, and aesthetic requirements. The course also reviews the standards that govern
acoustic requirements for diverse applications, including the
WELL Building Standard™ and LEED. Read More

The full text of Herman Miller’s 4Q19 earnings release,
including all tables, along with a webcast replay of its June
27 conference call and a PDF document with supplemental
financial data, may be accessed in the Investors section of the
company’s website: www.hermanmiller.com/investors/

Focal Point.Flexible by Design – Integrated Lighting and Sound Management Solutions for Today’s Interiors
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