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PREFACE 

After an item is produced, several marketing 

activities must be performed in order to place the 

product in the hands of the user. These activities, 

generally called the functions of marketing, are often 

given as follows: 

buying- the efforts by manufacturers, middlemen, 

and others to determine when and what 

products shall be bought; the types, 

varities, sizes, and colors of the 

product, and the number of each. 

selling- . efforts by salespeople and all non-personal 

selling such as advertising and sales 

promotion, to acquaint potential buyers 

with the product and its place of sale and 

to encourage them to purchase it. - (1) 

In order to perform these activities on the 

massive scale that marketing has assumed in the Un1.ted 

States, an intricate system has been formulated, which 

now consists of many varied building types. 

1 
The Encyclopedia Americana, (New York,l954), Volume 14, 
p. 672. 
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Retail selling has given us the speciality shop of many 

varieties, the huge department store with its great 

selection of merchandise, the general drug sto~e, the 

variety stores, the super markets, the discount houses, 

the chain stores, the mail o.rder houses, and many others. 

Wholesaling, on the otherhand, has given us the great 

warehouses, the wholesale houses, and the manufacturer's 

exhibit buildings, which have become known as merchandise 

marts. This report will be concerned with a merchandise 

mart. 

In order to design any building, a merchandise mart 

included, the architect must make himself familiar with 

the functions of that building type. He must be 

acquainted with the people who will work in the building 

each day, with their various jobs and activities, with 

the function of traffic patterns in the buildlng and 

with all other phases of the building's operation, 

maintenance, and organization. This knowleds e is 

obtainable only through an exhaustive survey of existing 

merchandise marts and a study of their staffs and functions, 

and of their successes and failures. 

This report is a record of such a study. 

v 
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Definition 

CHAPTER I 

HISTORICAL INTRODUCTION 

In retailing, market is the term used to desj_gnate 

a city where merchandise offerings are concentrated. 

Foreign markets may be designated by city, county, or 

region. A market usually develops in an area where 

the goods are produced, although it may shift later for 
1 buyer convenience or other advantages. 

A mart, on the other hand is a building for the 

display of manufacturers products. This building 

comprises a collection of permanent showrooms leased to 

manufacturers and manufacturer's represenatives where 

they may assemble samples of thetr goods for the 

inspection of buyers from large and small retail stores. 

Scheduled seasonal showings in some lines are held in 

the mart throughout the year where buyers are invited 

to gather, inspect, compare, and buy the products of the 

various manufacturers. In fashion merchandise such as 

clothing and its accessories, showin n; s are held in May 

or June for Winter buying, in February for Summer buying, 

and in November for Spring buying. 

L ( P. C. Kelley, Retailing, Basic Principles, NeH Jersey, 

1957)' p. 241. 
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For articles such as furniture, carpet, and gifts, 

periodic showings are also held throughout the year. 

Many of the marts, however, are open at all seasons. 

Some buyers, especially those who are very near the 

market centers, visit the mart every month or . two. 

Those who have their businesses in the very immediate 

area may visit the mart for buying even more often. 

The need for this building type in various parts 

of the country comes as a result of the population 

migration, which has created new large wholesale centers 

throughout the United States. This trend has been 

augmented by others, such as changes in consumer status 

and buying habits. 1 Thus where annual or semi.-annual 

showings of merchandise in New York were considered 

adequate, now regional showings in certain metropolitan 

centers have supplemented these and made it necessary 

for manufacturers to have showrooms closer to the buyers. 

Regional showings may not be as complete as the former 

national events, but they serve more buyers more 

frequently. They are especially useful to small stores. 

These regional markets cater to all manufacturers, 

national or international, who wish to lease space in the 

L P. c. Kelley, op. cit., p. 242 
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mart, but they usually specialize in products characteristic 

of their area or offer certain advantages to stores in 

their region. Thus in apparel, California markets are 

noted for superior styling and casual wear; Arizona for . 

the Plains Indian motifs; Dallas for advantages such as 

convenience, economy, and rapid deliveries in the 

Southwest; Grand Rapids, Michigan for furniture; and 

Chicago for general merchandise. 1 

The early marts, which were usually designated 

stmply as merchandise marts, where huge buildings 

comprising showrooms of merchandise of all types. 

The. prototype of all such buildings is the Merchandise 

Mart in Chicago. Recently, however, there is a tendency 

to locate the merchandise in separate buildings according 

to merchandise type. Thus, furniture is generally 

located in buildings designated as furniture marts, 

clothing in a fashion mart, etc. This problem will 

be concerned with just such an arrangement. The 

building considered here will be for the display of 

small articles such as glass, pottery, china, ceramics, 

etc. and will be a part of a larger complex of buildings, 

each devoted to different types of merchandise. 

1 
P • C • Kelley, op • c it • , p • 243 • 
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In the overall plan there will be a rashion mart for all 

kinds of clothing, (sports, formal, casual, etc.); a 

furniture mart devoted to the display of furniture, carpet, 

and appliances; and a trade mart. Since each building 

is a major problem in itself, this thesis will concentrate 

only upon the trade mart, assuming that an equal 

concentration of effort would be made upon all other 

buildings individually and upon the master planning of 

the entire complex as a whole. 
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History 

"The word 'market' or some similar one derived from 

the Latin mercatus appears in most european languages, 

and refers to the place or method of contact between 

buyer and seller."1 

Historically the word usually meant a place at which 

a number of buyers and/or sellers met at fairly frequent 

recurrent fixed times to do business, under certain rules 

and regulations, in one or at most a few kinds of goods. 

In ages when the volume of trade was small and 

transportation difficult, it was good for sellers to know 

that if they took their wares to a certain spot on an 

appointed day they would find buyers gathered there~ 

This knowledge centralized supply and demand, saved time, 

and stimulated production. 2 

In these ancient times there was little separation 

between the retail and wholesale trade. Ordinarily the 

man who made the product sold it directly to the 

consumer from his own shop or in the market that was 

held from time to time in certain towns. 

Some early wholesale markets were those in Bruges, 

Belgium. "This large open market place had by 1240 become 

flanked on one side by a hall in which cloth was sold on 

1 Encyclopedia Britannica, (New York,l954), Volume 14, p. 912. 

2 Ib i d • , p • 913 • 
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three days each week. By 1300 a second hall was built 

and later a third hall appeared to serve as market centre 

for Spanish wool, drugs, spices, and other goods from 

the Mediterranean." 1 

Other early fairs and markets were frequently held 

in the English towns of the middle ages. Thes·e markets 

were formed by the individual townships solely for the 

purpose of bringing people with money into the town so 

as to benefit the merchants and townspeople as a whole. 

Fairs, unlike the markets were romantic in origin and 

were formed usually for the pleasure and fun they 

offered. Mr. Addison describes the market and fair 

as "originally an institution derived from ancient 

tribal and national usages expanding in later times 

with the growth of the royal prerogative and the 

increasing necessities of commerce."2 

As time progressed, however, the fair with its 

general festive element, was alienated from the market 

shows. While the fun filled fairs still remain success-

ful business ventures since the great hordes of people 

who attend them are of economic benefit to the cities 

where they are held. Their main purpose for existing 

generally is to stimulate business. 

1 
Encyclopedia Britannica, op. cit., p. 913. 

2 
Addison, English Fairs, p. 24. 
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However, very little direct selling, other than pleasure 

items, occurs at the fairs. They are mostly exhibition 

shows and places of pleasure. 

The market, on the other hand, is where the selling 

occured. The retail markets developed into permanent 

places in towns and cities. Some became almost sacred 

places for the people who sold and bought in them for 

many generations. Mr. Addison, in his book on English 

Fairs, says that in London "nothing, it seems, will 

induce them to part with the markets or exchange them 

for cleaner, healthier markets in more convenient 

places." 1 In 1869 Baroness Burdett - Coutts had the 

imposing Columbia Market built so that the people of 

East London could buy their food in a clean hygienic 

building instead of in the open street. The experiment 

failed miserably for they continued to trade in the 

2 same places. 

As marketing became more complex arid the middlemen 

or wholesalers entered the picture, the retail market 

was not appropriate for this new aspect of selling. 

To solve this need the trade fair was formed. 

1 
Addison, op. cit., p. 25. 

2 Ib i d. , p • 2 7 • 
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The trade fair provides a means for a businessman 

to reach a large number of specialized buyers or sellers 

in a short time, and it enables the buyer to compare 

competing products. In Europe, where the trade fair 

originated, whole cities give themselves over to making 

them a success. City officials were often the directors, 

soliciting the patronage of exhibitors; buyers came 

from all over Europe, and even from Asia and America. 

Exhibitions occupied large sections of cities, with as 

many as 10,000 exhibitors. 1 Perhaps the greatest of these 

was the Leipzig (Germany) Sample Fair, which by the 

end of the 19th century had achieved an international 

reputation. By 1939 it required about 24 exhitition 

halls spread around the city and was visited by 30,000 

buyers from 70 countries. Unfortunately World War II 

ended this fair. 2 

The British Industries fair began in 1915 chiefly 

to show British and other traders that many goods, dye 

stuffs, toys, scientific instruments, etc., formerly 

imported from Germany could be obtained in Great Britain. 

The fair was a success and was held annually with only 

one break until 1939. 3 

Some other fairs were the International Sample Fair 

at Vienna, Austria; the Fair in Prague, Czechoslovakia; 
1 P. c. Kelley, op. cit., p. 145. 
2 Ibid •• p. 145. 

3 Ibid., p. 152. 
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the Fair at Zizhnii Novgorod, Russia; the Fair in Lyons, 

France; and the British Empire Exhibition at Wembley, 

England. 1 

The international aspect of the great trade fairs 

tends to make most of them too big for their purpose of 

promoting business. The later tendency therefore was 

toward specialized fairs for particular trades. This 

is perhaps one reason why large trade fairs never 

developed in the United States. The country was already 

well supplied with local fairs and merchandise marts 

were being built, so an attempt to introduce an international 

trade fair in Chicago in 1950 was unsuccessful. 2 

Perhaps another contributing factor to the failure 

of trade fairs to develop in the United States was 

the difference in the historical development of marketing 

in this country as compared to Europe. When many of the 

European Trade fairs were at their zenith, marketing in 

the United States was still crude and primitive. 

Actually the day of the indian trading post and the 

country general store is still clear in the minds of 

many people who are still living. Even at the turn of 

the century such donditions still prevailed. Itinerant 

peddlers on horseback and in wagons brought staples and 

some fancy goods from the Eastern seaboard cities to 

lp. c. Kelley, op. cit., p. 153. 
2 Ib i d • , p • 2 5. 
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these general stores. As towns became cities, general 

stores either added new lines and improved methods and 

eventually became department stores or modifications 
1 

thereof, or shifted to single line stores. 

Generally when the buyers of the various stores 

did their buying they would venture to the great fashion 

and wholesale center of New York. Most of the 

important manufacturers were located in the Northeastern 

part of the United States so it was natural that they 

should establish their showrooms in New York. New 

York still remains the great fashion center of the 

United States and buyers continue to go there as much 

for the purpose of observing the new fashions and 

the new techniques as for the business of buying. 

The general picture, however is changing very rapidly. 

Because of the expanding population and the relocation 

of hordes of people, new wholesale areas are springing 

up throughout the Un1ted States. The manufacturer is 

doing his selling in these areas by establishing 

showrooms and regional offices. The manufacturer has 

found that he can reach more buyers more often by getting . 

near the buyer than by expecting the buyer to visit his 

single showroom in N~w York or Chicago. Therefore, 

merchandise marts are becoming more plentiful and wide 

spread. This buildin.g type is definitely well established 

as a permanent part of the marketing scheme. 

lp. C. Kelley, op. cit., p. 25. 



CHAPTER II 

ANALYSIS A1TD REQUIREMENTS 

Economic Analysis 

Any and all buildings that are directly or indirectly 

connected with the exchange of goods or services with 

the public or fellow busj_ness persons must be founded 

on a sound economic basis. Unfortunately many of the 

businesses going up helter-skelter over the country and 

in our growing cities are founded upon little or no 

basis at all. Many are started on the whim of the 

owner without any knowledge of the needs or wants or 

buying habits of the prospective customers. For this 

reason ~ a large percent of business are failing from 

the start or they are very short lived. The actual 

percentage of failures and bankruptcies is almost shocking. 

Mr. Gallion in his book, The Urban Pattern says "The 

mortality rate of retail business is extremely high, with 

between 15 and 25 per cent of the retail stores going 

out of business each year. About one-third of all 

retail stores have a life-span of a year or less, one-half 

remain in business no longer than two years, and less 

than one-quarter remain as long as 10 years." 1 

1 
Arthur B. Gallion, The Urban Pattern. (New Jersey, 1950), 

p. 293. 
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If founding a retail business on a sound economic basis 

is of such grave importance, it follows that the founding 

of a wholesale business on a similar basis would be 

even more important. While a retail business may be 

concerned with those persons in the particular city 

where it is located or, in some instances, the neighbor

hood where it is located; larger business may serve . a 

number of cities or even an entire state. Still other 

more far reaching businesses such as a merchandise mart 

may serve a number of states. In such a case the economic 

success of the building would depend upon its proper 

location with respect to the entire area. This area 

would be determined by a knowledge of the business 

picture of the several state areas it is to serve and 

a knowledge of the business picture of the entire 

United States. 

It would be impossible for this report to analize 

the entire business picture effecting the location of a 

building such as a merchandise mart. However, it will 

attempt to hit upon the main factors effecting the 

building and its location. Economically the need for 

more buildings of this t~pe in appropriate locations 

throughout the United States can partially be noted in 

the statistics of the business trends. 
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The 1954 Census of Business reported that there were 

2$2,000 wholesale establishments in the United States, 

with a sales volume of about $234,000,000,000. In 1948, 

the last previous census reported 216,000 wholesale 

establishments, with a sales volume of about $180,000,000,000. 

Then from 1948 to 1954 the number of wholesalers increased 

almost 17% and the sales volume more than 31%. As 

measured both by number of establishment and sales, 

merchant wholesalers were the most important; in 1954 

they numbered about 165,000 and accounted for 43% of 

total wholesale trade in the U. s. 

Manufacturers' sales, branches, and sales offices, 

owned and operated by manufactu~ers apart from their 

plants, accounted for the second largest share of 

wholesale trade in 1954. Their share of total trade 

in that year-30% compared with 28% in 1948, 25.9% in 1939 

and 24.2% in 1929 indicated the trend on the part of many 
. . 1 

manufacturers toward more direct marketing. This 

trend is basicly the one to take into account as 

concerning a merchandise mart. Buyers' shows have been 

held in many cities throughout the United -States for 

some time, but only recently have many of these cities 

realized that these shov.Js need a permanent building. 

Fifty o:f the country's largest cities are competing 

1Encyclopedia Britannica, op. cit., p. 914. 
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madly for these hundreds of trade shows because of the 

free spending buyers who attend them. However, those 

cities which can furnish good facilities for the shows 

are the ones who get the large ones. Many cities are 

now encouraging private investors to develop merchandise 

marts for the permanent housing of manufacturer's showrooms, 

thereby assuring them of a number of good trade shows 

throughout the year. Minneapolis, in its monthly 

distribution manual, lists the lack of permanent exhibit 

spaces for manufacturers as one of its most pressing 

matters as pertains to business. 1 

Atlanta, Georgia, is now in the process of building two 

buildings, both of considerable size, to house manufacturer's 

showrooms. The recent completion of the Dallas Trade 

Mart brought the city five permanent buildings for 

such a purpose. Thus it is reasonable to assume that a 

merchandise mart properly located could be a benefit to 

a city as well as the developer of the project. 

1Greater Minneapolis, Strutwear Building-A Merchandise 

Mart" p. 29. 
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Requirements of Location-

"Merchandising is the planning to offer the right 

merchandise at the right place, at the right time, in 
1 

the right quanties and at the right price." 

The problem then is to determine what would 

constitute the right place for offering the merchandise 

to the buyer. A manufacturer certainly would not wish 

to establish a showroom in a merchandise mart that was 

not located where the buyer would come. The ideal 

place would be a city where both the manufacturer and 

buyer have common interest. 

Perhaps the most important factor effectin~ the 

location would be that it should be a city centrally 

located in a large and rich wholesale trading area 

covering several states. Such a building could not be 

sustained by merely a state wide market; instead it 

would have to draw from an area of much wider scope. 

Mr. Cooper of The Da.ilas Trade Mart says that their 

building "pulls from a solid eight-state area." 

Other factors effecting the choice of location are as 

follows: 

The city should have excellent long distant freight 

facilities of all types for shipping the manufacturer's 

lc. J. Courtney, Marketing Management, p. IX 
Definition of the Committee of the American 
Marketing Association. 
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products in and out of the Mart very rapidly. This 

would include good railroad facilities, good trucking 

services, good postal and air shipping facilities. 

The city should have good-direct passenger trans

portation to all parts of the country, so as to draw in 

the maximum number of buyers. This would include 

railroads, buses, and airlines. 

The city should be located at the hub of an excellent 

highway system for the convenience of buyers and exhibitors 

who would travel by car. 

The city should have good local transportation for 

easy access to all of its parts. There should be especially 

good direct transportation from the downtown area where 

the major hotels are located. Good local transportation 

is essential also for the convience of those buyers who 

will want to visit local merchants to observe their 

buying and selling techniques and for those who would 

wish to take in the native attraetions of the area. 

The city should be well known so as to give the 

exhibitors a distinctive address for advertising and 

promotional purposes. 

The city must have excellent hotel, motel, and 

restaurant facilities for the convience of both buyers 

and exhibitors as well. 
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The city should be energetic and progressive. One 

that is interested in new merchandising and industrial 

facilities. One that would be willing to help draw-in 

buyers and exhibitors since they would benefit the city 

as well as the mart. 

The city must be one that would be a pleasure to 

visit and one that would afford the buyer a variety of 

extra-leisure activities during non-buying hours. 
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Choice of location 

New York, of course, is the great wholesale and 

fashion center of the United States. Its importance 

as a wholesale market can not be explained solely 

on the basis of the size of its population. Its 

strategic location in the center of a large and rich 

wholesale trading area is a partial explanation. But, 

perhaps the chief reason is that merchants throughout 

the country consider New York City as a fashion center; 

and, therefore, visit it to observe and buy. 

For some years, however, other cities have 

constantly been challenging New York as a wholesale 

market. Chicago has been one of its greatest competitors. 

Dallas, because of its strategic location in the growing 

southwestern market, has been another contender. St. Louis 

also has been challenging New York's dominance as a 

wholesale market. Because of the ideal location of St. Louis 

for such a building, the merchandise mart considered 

in this thesis will be located there. 

Saint Louis 

According to the 1954 United States census of business, 

St. Louis is listed as the eighth largest wholesale center. 
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(see chart #1 on following page) 

It is also considered as the dominating city of the 

"Great Plains" area of the United States. 

(see chart #2 on following pages) 

St. Louis is located on the west bank of the 

Mississippi River, approximately 20 miles below its 

confluence with the Missouri. The city is 200 miles 

north of' the influx of the Ohio, and approximately 1270 

miles north of the Gulf of Mexico. 

Occupying a central position between the Appalachian 

Mountains on the East, and the Rocky Mountains on the 

W~st, St. Louis is the center of a vast geographic 

region wherein resides more than 52% of the nation's 

population. Within this region, approximately 50% of 

the manufactured products and 62% of the agricultural 

products of the nation are produced. 

Proximity to centers of agricultural production of 

the rich Mississippi River Valley gives St. Louis distinct 

ll. J. W. Wingate & A. B. Norris, Buying for Retail Stores, 
(New York, 1950), p. 186. 
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Rank 

1 

2 

3 

4 
5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

1 

1 Wholesale Trade by Cities, 1954 

City Sales (Billions 
of Dollars) 

New York Area 21.7 

Chicago, Ill. 6.3 

Los Angeles 4.18 

Philadelphia 2.85 

Boston 2.39 

San Francisco 2.38 

Detroit 2.3 

St. Louis 1.74 

Minneapolis-St. Paul 1.69 

Cleveland, Ohio 1.44 

Houston, Texas 1.38 

Kansas City 1.27 

Pittsburg, Pennsy. 1.23 

Memphis, Tennessee 1.23 

Dallas, Texas 1.21 

Portland, Org. .98 

New Orleans .92 

Baltimore .89 

Seattle, Wash. .86 

Atlanta, Georgia .85 

%of US 

21.5 

6 .• ·3 

4.1 

2.8 

2.4 

2.4 

2.3 

1.7 

1.7 

1.4 

1.4 

1.3 

1.2 

1.2 

1.2 

1.0 

.9 

.9 

.9 

.9 

1954 Census of Business, Volume III 
"Wholesale Trade Summary", United States Summary, 
Table F, p. 11. 

No. of 
Establishments 

29,0899 

7, 725 

6,921 

5,009 

3,891 

3,143 

3,174 

2,868 

1,614 

2,049 

1,340 

1,304 

2,238 

716 

.1,246 

819 

1,013 

1,542 

1,296 

981 
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Central Cities of the nine districts of the United States1 

District 

New England 

Middle-Atlantic States 

Middle-West 

South-East 

South-West 

Mountain States 

Pacific Coast-south 

Pacific Coast-north 

Great Plains 

Dominating City 

Boston, Mass. 

New York & Philadelphia 

Chicago, Ill. 

Atlanta, Ga. 

Dallas, Texas 

Denver, Colo. 

Los Angeles & San Francisco 

Portland, Oregon 

St. Louis, Mo. 

1 J. W. Wingate & A. B. Norris, Buying for Retail Stores, 
(New York, 1950), p. 186. 
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advantages over other industrial areas. Substantial 

savings in production cost for both assembly and 

distribution are possible. Nearness to an abundant 

supply of coal, oil, ironore, limestone, and other basic 

raw materials serves as a definite incentive for 

industrial location within the area. 

St. Louis is the hub of the inland waterways 

system, and the terminus of 18 truck line railroads. A 

total of 22 regularly scheduled bus lines operate out 

of the city. 

St. Louis is recognized as the second largest 

trucking center in the nation. More than 300 common 

carrier and 50 contract carriers operate out of 

St. Louis supplying service to more than 25,000 cities, 

towns, and villages in the 49 states and Canada. 

Approximately 1900 towns in Missouri and 1700 towns in 

1 Illinois are served by these motor carriers on schedule. 

Delivery time Chart to all sections of the United States 

is included on the following pages. 

St. Louis is at the center of the Mississippi River 

inland waterway system, the largest inland waterway in 

the world. This river system and its various tributaries 

consist of a series of navigable rivers and canals, having 

a total mileage of 13,494.42 miles. 

lnevelopment Transportation Department, Industrial Manual 
of St. Louis, (St. Louis, 1959), page H8. 
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More than 9,000 miles of this system may be considered 

trunk line waterway. The Mississippi River system 

connects by water 29 of the principal industrial 

centers of 20 states in the Mississippi Valley, with a 

total population of over 13,000,000 and affects, by 

joint river and rail rates, a population of more than 
1 6_5,000,000. 

On the following page may be found a map of the 

Mississippi River System showing the vast area which it 

serves. 

St. Louis also has six major airlines operating 

from its large air terminal. 

The city is an interchange point for traffic from 

all parts of the nation. Manufacturers and merchants can 

maintain close contact with distributors in all sections 

of the country through the city's varied transportation 

and communication facilities. 

The climate of the St. Louis area is one of four 

distinct seasons, yet one in which the extremes of heat 

and cold are seldom experienced. Periods of excessive 

rainfall or prolonged drought seldom occur. Annual 

precipitation is well distributed throughout the year, 

with a slight maximum during the spring. 

1Industrial Manual of St. Louis, op. cit., p. H5. 
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The average annual temperature is 56.7 degrees. 

The temperature drops to freezing or below on an 

average of 73 days during the year, with 55 of these 

arriving during December, January, and February. 

Readings of zero or below occur on only two days annually. 1 

Average monthly temperatures for the entire year 

(81 year record) are given in the Meteorological Data 

Chart on the following page. 

St. Louis is located between the geographic and 

population centers of the United States, thus having 

ready access to markets throughout the country. This, 

combined with the city's location with respect to raw 

materials, water, power, and fuel supplies, makes the 

St. Louis Area one of the greatest potential industrial 

areas of the nation. 

lindustrial Manual of St. Louis, op. cit., p. B 1. 



METEOROLOGICAL o·ATA FOR 
THE CITY OF ST. LOUIS 

Averap Monthly 
Temperature Relative Humidity 
(Degrees F.) Normal Normal Pre- {Per Cent} 

Degree clpttatlon 6:30 12:30 6:10 
llaath Max. Min. Mean Days* (Inches) A.M. P. M, P.M. 

Ja. tO.t K.e 32.5 885 2.29 77 85 88 
Peb. t3.5 27.0 35.3 798 2.t3 78 82 87 
liar. 53.8 38.0 ..... 8 809 s.t8 78 58 82 
Apr. 85.3 47.2 58.3 2SM 3.'16 73 M 58 
May '15.1 57.3 88.2 88 4.M 74 M 5I 
JUDe 84.2 88.7 75.5 7 4.37 75 M 58 
July 88.7 71.2 ao.o· 0 3.45 73 50 55 
Auc. 86.8 89.2 78.0 0 3.53 77 53 57 
Sept. 79.9 81.9 70.9 38 3.21 79 54 80 
Oct. 88.5 50.4 . 59.5 205 2.87 78 52 58 
Nov. 5!:7 37.8 45.7 575 2.78 75 59 82 
Dec. 43.2 28.8 35.9 899 2.42 77 85 69 

Year 85'.2 48.1 56.7 4,497 38.91 76 57 81 

Length of -
Record, 
Years 81 81 81 40 118 65 35 55 

*Based on a daily average of 65°F. 

Average Sunshine Cloudiness 
Wind (Hours & Minutes) (Days) 

Average Per Cent 
Velocity Prevailing of Partly 

Month (m.p.h.) Direction Possible Actual Possible Clear Cloudy Cloudy 

Jan. 11.9 NW 9:48 4:52 48 10 8 13 
Feb. 12.0 NW 10:51 5:26 49 9 8 11 
Mar. 12.6 s 12:01 6:36 56 10 10 11 
Apr. 12.1 s 13:20 7:43 59 10 10 10 
May 11.0 s 14:18 9:10 64 11 11 9 
June 10.1 s 14:58 10:00 68 10 13 7 
July 9.2 sw 14:40 10:17 72 14 12 5 
Aq. 9.0 s 13:18 9:02 68 14 11 6 · 
Sept. 9.8 s 12:29 8:01 68 15 8 7 
Oct. 10.8 s 11:05 7:06 65 15 8 8 
Nov. 11.9 s 9:58 5:28 55 11 8 11 
Dec. 11.6 s 9:36 4:19 44 9 8 14 

Year 11.0 s 12:12 7:20 61 138 115 112 

Length of 
Record, 
Yean 83 31 75 75 85 85 85 

Source: U. 8. Weather Bureau 
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CHAPTER III 

PRIMARY CONSIDERATIONS 

Buying & Selling-

There are two groups of people who are most directly 

connected to a merchandise mart. They are the people who 

will use the facilities of the building so their needs 

will have to be met in the design of the building, 

therefore; it is necessary to understand them thoroughly. 

They are the buyer and the exhibitor or vender. 

The buyer -

The buyer of most retail stores is a man or woman 

of many duties. Besides his buying responsibilities he 

also must do much of the pricing of the merchandise and 

even some of the planning of selling techniques; with the 

latter duty often being performed as a cooperative 

duty with the store manager. 

Some buyers from large stores buy only a particular 

type of merchandise. These are the specialists. There 

are, of c curse, many more small stores than there are 

large ones. The buyer from the smaller stores may be 

the owner and the clerk as well. 

-28-
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"Most of them actually have to buy, price, control, and 

sell their stock, as well as plan."l 
2 Buying involves -

1. The analysis of customer demand 

2. The determination of what and when to buy 

3. The decision as to how much to buy 

4. The selection of where to buy 

5. Actual buying or how to buy 

This includes 

a. Making the buying contact 

b. Merchandise selection 

c. Agreement on prices 

d. Agreement on credit and shipping terms, 

and methods of shipment. 

e. Writing the order and the legal obligations 

entailed. 

f. Follow-up. 

Thus one concludes that the buyer is a busy methodical 

man who must be totally familiar with his product. 

Besides these qualities a buyer must also be a top 

flight salesman as well. "one investigation among 

merchandise managers of department stores revealed that 

the ability moat sought for today in buyers is leadership 

1J. w. Wingate & N. A. Brisco, Buying for Retail Stores, 
(New York, 1950), p. 25. 

2 Ib i d • , p • 27 • 
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in selling."l Therefore, the merchandise mart must 

provide the exhibitor with facilities to sell to men 

who are most likely super-salesmen themselves. 

In selection, a buyer must be able to exclude him

self from his choices. "A buyer must have the -ability 

to leave one's self out of judgement - to divorce one's 
2 own preferences from those of one's customers." 

The buyer is not buying to satisfy his own taste or to 

exemplify certain standards of color and line that he 

thinks are authoritative. He is selecting what his 

customers will buy from him. One author says that 

this is the reason that men are generally more successful 

as buyers than women. "It is especially hard for the 

woman buyer to forget her own likes and dislikes."3 

The buyer must also be a man of trading instincts; 

he must be promotional minded yet his mind must be 

flexible; he has persistence and a good knowledge of his 

merchandise and marketing in general. 

This then is the man the vendor must deal with and 

the man the architect must design for in formulating 

the facilities for the building. 

1Wingate & Brisco, op. cit., p. 31. 
2 Ibid • , p • 3 5. 

3rbid., p. 35. 
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The Public Lobby- This will be the space of first contact 

with the interior of the building and the space which 

will give the viewer his chance to form an opinion of 

what may lie ahead. For this reason the public lobby 

should be designed to set a favorable pace from the 

very start. The space should definately be more than 

just space; instead it should have a great deal of 

interest either by the introduction of a grand scale 

or by a play on levels or planes, verticaly or horizontaly 

or both. It would, of course, have to be large merely 

from the standpoint of necessity since the building 

will have to accommodate large crowds during the buyers 

shows. 

The lobby must be kept generally open so that 

there is plenty of moving room for the great numbers of 

people. For this reason furniture should be kept to 

a minimum since most people will move directly from the 

lobby to other parts of the building. 

Since the building will be equipped to handle as 

many as 4,000 buyers in a day's time, registration 

booths should be provided to register the buyers and 

record their presence. Registration is necessary to 

control the people who may enter the showroom space 

and is required by the exhibitors so that they may 

identify the buyers. The registration desk will also 
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serve as a general information center for the public. 

In order to keep the general public from the 

showroom levels, space should be alloted where the 

public may view exhibits of representive wares from 

the various manufacturers. 

Cafeteria-

Cafeterias, or self service restaurants, are 

perhaps the best type of meal service for serving a 

maximum number of meals in minimum time with minimum 

effort. 

The characteristic feature of the cafeteria is 

self-service, and the counter is a display feature with 

a glass front and shelves to protect the food. The 

menu will usually consist of a great variety of dishes, 

ready-prepared and displayed on the counter. Efficient 

layout and equipment are necessary if the cafeteria is 

to earn its expensive floor space. 

It has been found through experience that the 

strai~ht line food counter is the most efficient when 

considering the amount of time required to get food. 

The L or U shaped counter slows down service at the 
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turning points. 

Well-planned table layout also contributes to the 

cafeteria's efficiency. The majority of tables should 

be for two persons, arranged so that they can be 

combined to form U shaped uhits. 1 Round tables occupy 

less floor space than square ones of comparable dimensions. 

"For best circulation of traffic, most experts recommend 

diagonal spacing of tables, even though it takes more 

room than rectangular spacing." 2 

The average space for cafeterias in buildings of 

this type is about 15 square feet per person. 

The kitchen serving the cafeteria should be flexible. 
I 

It ·should be capable of serving a large number of 

people (approximately 2000-3000) during shows, and still 

be efficient when serving as few as 200 people during 

non-fashion days. Of course service to the kitchen and 

cafeteria should be considered. One must plan adequately 

for bringing food in and carrying waste out. 

Auditorium 

An auditorium for the use of the manufacturers for 

special showings and exhibits should be provided. The 

auditorium would also be useful for buyers meetings and 

might also be used by the public for lectures and other 

1 
Wingate & Brisco, op. cit., p. 85. 

2Ibid., p. 86. 
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programs. It should be located near the main entrance, 

possibly o~f the main lobby for easy access. This would 

also make it possible to use the auditorium when much 

of the rest of the building is not in use. The 

auditorium should be fully equipped with stage, complete 

acoustical treatment, and technical equipment -for movies, 

slides, radio, and television broadcasting. Independent 

checkrooms, toilets, etc. should be provided, and the 

construction must meet all safety regulations for 

regular theaters. 

Public Exhibition Space -

One function of the building should be to provide 

space adjacent to the main lobby and of adequate amount 

to display many of the representative wares of the 

various manufacturers for the publ1c. This space should 

be free flowing and attractively arranged in an informal 

manner with special interest spaces such as fountains, 

planting areas, level changes, etc. 

Showrooms -

The sole function of the showrooms will be to sell. 

The heart of the merchandise mart is that space where the 

buyer and exhibitor meet over the sales counter. The 



-35-

mart, therefore, should be planned from the inside out, 

starting at the point of sale. "It is only after interior 

sales space and service areas and their equipment have 

been planned and or~anized that a logical background 

exists for the design of the building's outside envelope." 1 

The idea is to create an efficient, attractive 

environment within the showroom space in order to promote 

maximum sales and then to weld the service facilities to 

form an overall functional scheme. 

"A will-organized sales space can be compared to an 

indoor shopping street."2 The showrooms are located on 

customer traffic streets (the Hallways) like shops on a 

pedestrian thoroughfare. The problem, then, is to arrange 

the showrooms in a pattern where most all spaces will be 

considered of equal value. The traffic flow of 

people directed through the shopping hallways should be 

along a simple direct pattern where the buyer may make 

a complete trip by every showroom, if he so desires, with 

a minimum of retracing of steps. The more noted lines 

should be located at principle points through the 

showroom floor to direct the buyers by a maximum of 

lesser-known lines. 

While it would be almost impossible for the building 

1Ketchum, Morris, Shops & Stores, (NevT York, 1957), p. 15. 

2 Ib i d. , p • 16 • 



-36-

management to require the individual manufacturers to 

have their spaces designed by the building's architect, 

the management should never-the-less demand that the 

manufacturers adhere to the highest possible standards 

of good design since the success of the individual 

showrooms determines the ultimate success of the 

building as a whole. Each showroom should be expressive 

of the merchandise to be displayed with no attempt to 

be a copy of any other showroom but an honest attempt 

to respect its neighbors and maintain a good unity between 

all spaces. 

Toilet facilities 

Toilets should be placed on every 1loor, with 

entrances in clear view and easily accessible from the 

main aisles. The best location has been found to be 

near a stairway, where vertical and horizontal traffic 
1 . 

intersect. Facilities for powder rooms for women and 

smoking rooms for men should be provided on at least 

one floor. Special larger groups of toilets are necessary 

near the cafeteria and exhibition spaces where large 

groups may congregate. The plumbing installation is 

controlled by local codes. 

1 L. Parnet, Planning Stores Tha! Pay, {Chjcago, 1948), p. 78. 
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Lounges 

The lounges should be easily accessible, but apart 

from the main building traffic. They may be set off 

from buying areas by solid or glass partitions, and 

may open onto terraces or balconies where refreshments 

are served. A direct approach from street or stairways 

is not necessary; from a selling point of view, it is 

even desirable that customers approach them through the 

showroom areas. Good day lighting in these areas is an 

important consideration. 

Administrative offices 

The workings of the building and its service staff 

is controlled and regulated by an administrative staff. 

The staff is not large and would consist of a president, 

vice-president, and business manager who would have private 

offices. A waiting room with space for a receptionist 

and sitting space should be provided. This should be 

directly adjacent to vertical transportation if the 

administrative offices are located on an upper floor. The 

administrative offices should be away from the main 

traffic of buyers and the public since the exhibitors 

would be the main group who would be concerned with 
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dealing with the administrative staff. Other space 

that should be provided is a secretarial office for 

five secretaries who would take care of correspondence 

and general bookkeeping. Storage space and restroom 

facilities should also be provided. Natural light and 

plesant, quite surroundings should be important considerations. 

Private Buyer's Club 

All large groups of business people have their 

associ.ations and industry organizations. They may or 

may not be of an exclusive nature, but they do tend to 

draw the various people together. Such organizations 

make it possible for people who are competing on the 

business floor to gather, shed their cloak of competition, 

and socialize. 

While some people may debate the worth of such 

organizations, they do exist and space should be 

provided to accommodate them. This merchandise mart 

would need facilities for a buyer's club which would 

include a lounge, a dinning room with kitchen facilities, 

restrooms, storage space, and a small office for the 

club manager. 
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Traffic -

The flow of traffic throughout the building from 

entering to leaving should be as continuous and 

unbroken as possible. Buyers are always on the move 

except at the actual point of sale. The buildl.ng must 

be planned to give as clear a route as possible between 

the entrance and showroom space. Special attention 

to making the corridors as quite and pleasant a space 

as possible and still subdue them to the more important 

element of the showroom should be considered. Since 

the corridors on the showroom floors will serve as 

shopping streets and carry a large volume of traffic 

during buyers shows, they must be wide and spacious. 

They should also be kept to a minimum in length so as 

to avoid the dullness of lengthy monotonous hallways. 

Color in the hallways should be soft, neutral shades 

with textures of a quite undetracting nature. 

·This is not to say that points of interest may not 

be created at various places throughout the showroom 

floors but merely to say that the hallways should be 

subdued in color, light, and interest to the more 

important brighter element of the showrooms. 
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Vertical traffic -

There are definite limits to the size and scope 

of a one-floor shopping street- physical limits set 

by confenient walking distances for buyers and building 

personnel and by the sheer bewilderment and confusion 

that overcomes average human beings when conf.ronted with 

an endless horizon of merchandise. "If a single sales 

area is stretched beyond human limits, buyers acquire 

museum feet and claustrophobia."'1 Since the merchandise 

mart must bf necessity become a large dispersal building 

it may be necessary to build vertically. This does 

not mean that the building will have to take on the 

proportions of a high-rise skyscraper but it may at 

least be a buildjng of several levels. Therefore; 

some means of transporting the buyers and building 

personnel must be provided. 

There are four main means of vertical transportation

a ramp, a stairway, an elevator, and an escalator. 

Ramps are a possible solution but usually they must 

rise at so slow a pace that they require the use of too 

much valuable floor space. Also, it is hard to control 

the flow of traffic when one wishes to have the upward 

moving traffic at one place and the downward moving 

traffic in another. 

1 M. Ketchum, Shops & Stores, (New York, 1957), p. 24. 
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Stairways for ~ire exits are required by law and 

number and spacing should meet the local building code 

requirements. Because of the hazards encountered and 

because of the general exhaustiveness of climbing 

stairs it is best to resort to other means for the main 

flow of traffic in a building such as a merchandise mart. 

Elevators are excellent means of transporting 

people vertically but they also have their limitations. 

The average store elevator is capable of handling about 

400 person an hour in an eight to ten story building. A 

flight of escalators depending on their width, can take 

care of 4 to 10 thousand persons an hour. The largest 

elevator in a department store can not transport more 

than 500 people an hour. Generally speaking, escalators 

become useful traffic aids at the point where a store 

needs more than the equivalent of 4 elevators to handle 
1 

its daily traffic. Thus the escalator, without a doubt, 

would be the best means of vertical transportation for 

the mart. 

Even though the escalator may be the main means 

of transportation, attention should be given to providing 

auxiliary transportation perhaps by elevator for the 

use of the building personnel who may be in the building 

when it is uneconomical to run the escalators. 

1 M. Ketchum, op. cit., p. 40. 
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Heating & Air conditioning 

Most of the mechanical energy of a building is 

hidden behind the scenes~ In-coming and out-going 

routes for electrical energy, conditioned air, water 

supply, and all the equipment for transporting 

employees and merchandise should be located out of the 

public's sight in service areas, in walls, or between 

floors and ceilings. 

A comfortable indoor climate must be created and 

maintained throughout the building. Aside from buyer 

comfort and employee efficiency, merchandise must be 

protected against dust and spoilage. No modern 

building can function properly without provision for 

up-to-date heating, ventilation, and air-c'onditioning. 

Adequate space for the housing of heating ventilating, 

and air conditioning equipment should be provided either 

in a separate building or in the basement. 

Shops -

The repair, adjustment, and upkeep of the showrooms 

and public spaces of such a building as a merchandise 

mart can be considerable. The crew of men assigned to 
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such a task must have space to work and store their 

materials. Therefore; a group of sizable shops should 

be provided in a place where they would have easy access 

to service elevators and service dock space for bringing 

in supplies. 

Warehouse -

The flow of merchandise through a well-planned 

building starts and ends at the service entrance. 

Receiving and delivery departments are necessarily tied 

in with the outside transportation systems that bring 

in ·and take out goods from the building. Hence both 

departments are best located adjacent to the service 

entrance and well away from the building front used 

by the customers. 

Many of the exhibitors located in the building will 

operate their showrooms as regional offices and will 

wish to ship merchandise dire~tly from the building to 

their customers, therefore; considerable warehouse space 

should be provided. This space should be located 

adjacent to the dock area and the service elevators. 
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The warehouse space should be flexible and capable of being 

divided into large and small spaces depending upon the 

amount of space required by the individual exhibitors. 

Parking -

Since the merchandise mart will depend upon most of 

the buyers coming by car, a large well designed parking 

lot with direct access to the building must be provided. 

Close attention should be paid to the entrances to the 

parking lot so as to avoid intersections which will 

tie up the entrances when large numbers of cars are 

entering and leaving the lot. 

In the parking lot the motorist should be able to 

find his way around easily without any previous study of 

the site. "The most satisfactory pattern consists of 

parallel parking bins perpendicular to the building 

with a major feeder road or ring road at the end of the 

bins away from the building."'l 

Pedestrians can walk easily along the bins from cars 

to stores. "When the bins are not longer than 400 ft. 

there will be surprisingly very little traffie in each 

one of them even when the parking area is full." 2 

1L. Parnet, op. cit., p. 84. 

2 Ib i d • , p • 8 5. 
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Raised walks between cars are generally undesirable. 

The shoppers would rather walk on the wide pavement of 

the bins than on a narrow walk between car fenders. 

The raised walks are also an obstacle to snow removal, 

a consideration in St. Louis. 

There are arguments for various angle patterns of 

parking, but the experts generally prefer the 90 degree 

pattern. Welch & Funaro prefer it because it "combines 

economy of space with extra wide bins suitable for 

two way circulation, elimination of expensive curbs, 
1 

improved sight lines and hence, greater safety." 

11. Parnet, op. cit.~ p. 8.5. 



CHAPTER IV 

PROPOSED MART 

Statement of Problem 

The problem is to plan and des;tgn a trade mart for 

the display of manu~acturers' products. The building 

will be a collection of showrooms leased to manufacturers 

and wholesale representatives where they may assemble 

samples of their goods for the inspection of buyers 

from all parts of the country. 

The building is to be located in St. Louis, Missouri 

since analysis reveals that there is a need for such a 

building in this area. The actual location of the site 

is approximately three and one-half miles from the 

center of the old downtown section. The site is 

bordered on the north by Manchester Avenue which is a 

direct route east and west across the city. This 

street will afford fast access from the downtown section 

where many of the hotels are located. The site is 

bordered on the east by Kingshighway Boulevard which 

runs almost the entire length of the city north and 

south, affortiing ~ood access from these areas. The 

site is flat therefore it presents no problems of 

elevation changes. In order to provide ea8y access 
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to the several parking lots that will be a part of the 

development, a road will border the western and southern 

edges of the site as a part of the new construction. 

Solution 

The Dual Functions of the Building 

At the present time some controversy exists between 

various buildings of this type on the matter of allowing 

the general public to enter the building. One school 

of thought contends that the industry can gain a lot of 

publj_city and advertising by allowln@' anyone to enter 

the building at all times. The other group feels that 

the general public merely gets in the way of the main 

matter of transacting business with the buyer and 

should, therefore, be excluded from the building entirely. 

The Merchandise Mart in Chicago allows the public to 

enter and wander throughout the building while the 

Merchandise Mart and Trade Mart in Dallas both exclude 

the public. Both sides have convincing arguments for 

their particular practice so this problem will be 

designed as a compromise between both types of thinking. 

The lower floor of the building will be devoted to small 

free standing displays of the various manufacturers' 

products to be viewed by the public. No prices will be 

-47-
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on the merchandise but they will be numbered or marked 

by some method whereby any interested person may inquire 

at the information desk the price of the item and the 

stores where it may be purchased at retail price. 

The upper three floors, on the other hand, will be 

closed to the public and open only to buyers • . In this 

manner the public is given their place and excluded 

from the busy business floors. 

The Lobby 

The main lobby will be at the northeast corner of 

the building with one entrance facing Manchester Avenue 

where people arriving by bus and taxi will enter the 

building. The other entrance will face down the main 

plaza which traverses the center of the complex of three 

buildings. People coming from the other two buildings 

will enter at this entrance. People arriving from the 

parking lots at the sides will converge to the same 

entrance and enter the main lobby. There is easy access 

from the lobby to the public displays, the auditorium, 

which may be used by the public, and to the buyers' 

lobby. The registration and information booth is 

centrally located where the buyers may register and the 

public may inquire about the items on display. An 

elevator is located directly off the lobby for access 
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to the administrative offices and the private buyers' 

club located in the penthouse. 

The Buyers Lobby 

The buyers' lobby is located off the main lobby 

and is controlled so that only buyers enter this 

part of the building. Escalators are located here 

to carry the buyer up to the showroom floors. Also, 

access to the auditorium is provided. 

The Cafeteria 

The cafeteria is located on the main floor off the 

public exhibit area so that all persons in the building 

may patronize it with ease. It will seat 300 people 

and will feed several thousand people in a two hour 

period. The dining area extends out into the garden 

with the extended portion covered by a glass roof. 

Patrons may also eat on a terrace in the ~arden immediately 

adjoining the cafeteria. 

The Auditorium 

The auditorium will seat 300 people. The seating 

area slopes gradually toward the stage affordinr: good 

vision from most any seat. Natural lighting is provided 

by a row of windows along the garden side of the room. 
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Direct access from one of the freight elevators is 

provided to the stage so that the exhibitor may carry 

his wares from the showrooms above or from the dock or 

storage space in the basement with comparative ease. 

Public Exhibit Space 

Approximately square feet of 

public exhibit space is provided on the first floor. 

This space completely encircles the garden area in the 

center of the building. Though a complete trip around 

the exhibit space would be a considerable walk ~ by 

exposing the people to changing views of nature in the 

garden, one gains relief from the tiresomness of constantly 

looking at man made objects. In order to achieve the 

effect of a single space in the garden and the exhibit 

area, a play on texture surfaces is directed in and out 

of the garden so that some of the gravel and planted 

spaces penetrate into the building while the hard 

finish surfaces of the exhibit floor also penetrate 

the garden. There is then no hard fast separation 

between outside and inside spaces. 

The Showrooms 

The second, third, and fourth floors of the building 

are devoted to manufacturers' showrooms. The principle 
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halls are located and defined by permanent partitions 

while the showroom space is divided and partitioned as 

the various exhibitors desire. The halls vary from a 

maximum of twenty feet around the garden to a minimum 

of ten feet back in the confines of the building where 

less traffic occurs. The showrooms are exposed to the 

corridors by means of plate glass partitions. These 

glass panels are six feet high with opaque panels 

above this height so that the viewer's eye is directed 

at eye level and lower toward the merchandise. The 

ceili.ngs of the showrooms are painted dark colors in 

another attempt to direct the eye downward. Fixtures 

are kept low to hold a sense of the entire space and to 

simplify finding the desired item with a few free 

standing tall display units to help mark off some spaces. 

Services 

On each of the showroom floors there are four 

sets of toilet facilities located near the four corners 

of the building. There are three fire stairs with the 

escalators serving as a fourth. Two service elevators 

strategically located in opposite corners of the building 

service the showrooms from the basement warehouse space. 
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Lounges 

A lounge is located on each of the showroom floors 

on the northeast corner of the buildj_ng near the escalators 

and rest rooms. Here the buyer may sit and rest and 

observe the throngs of people as they enter and leave 

the main lobby below. An excellent view of the surrounding 

area is also available through the tall glass walls of 

the lobby. 

The Administrative Offices 

The administrative section is located in the 

penthouse directly accessable from the escalators and 

the elevator lobby. It consists of a reception and 

waiting room, president's office, vice-president's 

office, business manager's office, secretaries' offices, 

work and storage room and rest rooms. The reception 

room and president's office overlook the main lobby 

while all other offices have outside windows. 

Private Buyer's Club 

Also in the penthouse is the private buyer's club. 

This facility consists of a vestibule, lounge, dining 

room, kitchen, manager's office and rest rooms. This space 

is finely finished in elegant materials with special 

emphasis upon achieving a pleasant restful atmosphere. 
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The Ware·house 

The warehouse and service facilities are located 

in the basement of the building. Dock space for 

unloading and loading merchandise to and from the b uild

ing is also located on this level. Trucks are directed 

to the dock space by means of two ramps at the rear 

of the building. Here the truck may unload his products 

directly on a service elevator for transport to the 

showrooms or they may be unloaded and carried to the 

warehouse space. The warehouse space has defined 

corridors while the bins themselves are capable of 

be·ing divided into an infinite variety of sizes. A 

second freight elevator is located on the opposite 

corner of the building and is used primarily for 

transporting wares to and from the showrooms and warehouse. 

The boiler room, air conditioning facilities and the 

shops are also located in the basement. 



CHAPTER V 

CONCLUSIONS 

The process of designing and the results 

appertaining thereto grow from an educated vie~

point. This viewpoint is gained through 

conditioning and developing the selective sense that 

any architect must have. This viewpoint must be 

further amplified with each different project 

through exhaustive research so as to acquire a know

ledge of the particular building under consideration. 

Such research does not assure one of complete success 

in a project but to ignore it and attempt to design 

any building without a reasonable idea of its many 

workings can only end in disasterous failure. 

If this project has done no other thing, it has at 

least convinced me of the vast importance of knowing 

one's building and of knowing what goes on inside of 

it before one designs. 
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