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CITED:
“DESIGN IS NOT JUST 
WHAT IT LOOKS LIKE 
AND FEELS LIKE. 
DESIGN IS HOW IT 
WORKS.”  
—STEVE JOBS 

Bold Furniture Relaunches Brand   

With strong manufacturing already in place and added 
distribution, marketing and sales, Bold Furniture is off and 
running once again. The management team promises that 
Bold will not be the same old furniture company the industry 
is used to. Since they are essentially starting the brand from 
scratch, it is being structured in a novel new way that offers 
a standard statement of line, the ability to customize as well 
as shop from strategic partnerships. In addition, Bold will 
handsomely reward reps for selling Bold products.

FULL STORY ON PAGE 4…

Keilhauer’s Renovated New York City Showroom   

Keilhauer recently opened its newly renovated New York 
showroom, which was designed by Figure3. Figure3 wanted 
to balance the Keilhauer signature with a design that was 
evocative of the city and the places in it that are central in the 
lives of New Yorkers. For Keilhauer, it was essential to ensure 
that the furnishings and the complementary finishes were 
part of a broader story. The space manages to do both.

FULL STORY ON PAGE 9…

Concurrents: Collaborative Advocacy   

Marci Merola, the director of advocacy at IIDA, works with state 
chapters around the country to strengthen their advocacy efforts, 
as well as to maintain and expand regulation of interior design. 
She explains that with recent shifts to the national landscape, 
including a growing recognition among the allied professions 
about the unique and indispensable role of interior designers, 
IIDA stepped into a formal collaboration with CIDQ [the Council 
for Interior Design Qualification] and ASID [the American Society 
of Interior Designers], to strengthen efforts and exemplify a 
unified advocacy front for the profession. The Consortium for 
Interior Design pools resources, funding, and the collective 
knowledge of three national organizations to pursue increased 
legislation for the interior design profession. 

FULL STORY ON PAGE 15…
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Keilhauer has unveiled its newly 
renovated New York City flagship 
showroom, the manufacturer’s largest 
in North America. Located in the New 
York Design Center at 200 Lexington 
Ave., the revitalized space captures 
the essence of the brand while provid-
ing a dynamic experience for visi-
tors. “We thought that there was an 
opportunity to maximize our visibility 
in the New York market, which is 
really important to us,” said Meghan 
Sherwin, president of Keilhauer.

The showroom was gently refreshed 
a decade ago, so for this complete 
overhaul Sherwin once again called 

Keilhauer’s Renovated New York City Showroom
by Anna Zappia

The entryway of the showroom, with a limestone feature wall behind the reception desk. Photography by Steve Tsai, Figure3

Furniture is displayed in the bright, expansive renovated showroom, located in the New York 
Design Center.



02.26.24

on Figure3, the firm responsible for 
the design of several Keilhauer show-
rooms. With a kit-of-parts approach, 
some elements are instantly recogniz-
able, from the display niches to the 
linear ridged wall paneling. “This is 
a continuation of our journey with 
the Keilhauer brand. I took bits and 
pieces from the Toronto design, and 
some of those same things are in the 

New York showroom,” noted Mardi 
Najafi, vice president of retail strategy 
and design at Figure3.

Unfurling the darkened space 
was one of the challenges that 
the Figure3 team had to contend 
with, especially in a location where 
sunlight is limited, and where an 
existing element was an additional 
obstruction. “They put up a structure 

previously to make the showroom 
feel cozy and more inviting, but as a 
result it blocked all of the windows 
and the light,” Sherwin noted.

Najafi agreed, and added that the 
structure was overwhelming and not 
only removed the focus from the fur-
niture, but also hampered intentional 
interactions. “We went with an open-
concept layout. By removing that 
original installation and the ductwork, 
all of a sudden natural light was pour-
ing into the showroom,” he said.

Najafi also wanted to balance the 
Keilhauer signature with a design 
that was evocative of the city and 
the places in it that are central in the 
lives of New Yorkers. “There is a hint 
of all of the offices, hotels, museums, 
and other public spaces in the city 
that Keilhauer furniture is used in,” 
he explained.

For Sherwin, it was essential to 
ensure that the furnishings and the 
complementary finishes were part of 
a broader story. “We always want to 
fit in the environment where we are 
located, but at the same time em-
phasize who we are as Keilhauer. We 
reviewed all of the textures to make 
sure we were aligned with the tone 
and personality of the particular mar-
ket as well as our vision,” she said.

Najafi looked to the pleats, stitches, 
and gathers found on both apparel 
and the pieces in the space, from up-
holstered chairs to sofas. He wanted 
to highlight the idea of sophistication 
for visitors visually via an interplay of 
pattern and texture. “When you look 
at Keilhauer furniture, it is tailored 
and sexy,” he said. “It is like a suit 
over the form. So we took all of those 
details and brought them into the 
space without overpowering it.”

The showroom is not only a center 
to display products, but a place that 
prioritizes collaborative work in a 
comfortable environment. Sherwin 
said the co-working setting fosters 

The showroom includes materials that echo the look of tailored suits, including the wood-effect 
porcelain tiles from Ceramiche Keope arranged in a herringbone pattern.
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In the hospitality zone, guests can gather around the large island during events.

Clients and staff can also work in a range of light-filled spaces.
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collaboration and community. “People 
need a place to take meetings, drop 
in for a coffee, or get ready for the 
day’s appointments, especially in 
Manhattan. The showroom is really a 
place that meets the needs of archi-
tects, designers, staff, and colleagues, 
not just one group.”

Sherwin added that it is a model for 
today’s office as a flex space, and we 
can expect to see  other iterations to 
provide employees with more choice 
as schedules continue to change. 
“This is a maturation, and I believe, 
an evolution of the co-working space, 
like a hybrid where we have brought 
everything together,” she noted. 
“There are permanent offices for our 
team, and a separate co-working 
space that people can come in and 
out of and feel welcome.”

To truly activate the showroom they 
created an expanded hospitality zone 
complete with a large island in the 
center of the space, and a dramatic 
light fixture overhead to provide il-
lumination. As the social hub, it is an 
ideal area to entertain clients or host 
industry events, while encouraging 
the connectivity of guests and staff.

Keilhauer is noted for displaying 
art in their buildings, with a spotlight 
on women artists. The thoughtfully 
curated selection of works is aestheti-
cally pleasing, and captures a vitality 
that is often missing from basic box 
showrooms. “Art creates a certain 
energy, and adds a dynamic layer,” 
Sherwin said. “A designer can see the 
different silhouettes of the furniture, 
paired with color combinations that 
an artist puts on canvas. We hope 
that will inspire people who come into 
the showroom and spark their own 
creativity.” 

a&d

The art in the showroom celebrates creativity and serves to inspire, like this work by Erna Uçar.

The Keilhauer subsidiary brand Division Twelve shop-in-shop section of the showroom, filled 
with brightly colored seating.


