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When it comes to automobite deal-
ership architecture, you might think
* the practical applications of running
a buslpess with [lve components
would severely limit oplions,

But [n the past year several arca
auto dealershipa have opened or
have begun construction, and al-
though each accomplishes the same
purpose, none of them Jook alike.

There are new Saturn dealerships
in Troy and Plymouth.
Meadowbrook Dodge Is being bullt In
Rochester. Fred Lavrey Infinitl is in

Birmingham and Estate Motors in
Bloomileld Hills. -

-___Of courze, (here

Owners no longer have
carte blanche In the
design of their faclli-
ties. Both auto compa-
nies and dealers are
hoping architects will
help the car-buying
public to beat a path
to thelr newly-de-
slgned doors.

Porsche-Range Rover-Audl dealer-
shlp. "“We had to get special dispen-

. Satlon from Infiniti for Uul."

1d-a

~"One reason, amrdlnx to Richard *

Trost of Saturn Carp. is the automo-
bile companies are exerclsing con-
trol over the architectural process.

Trost, a member of Satura dealer-
. ship retall design

sald-another-import-
ant element s the reception area.
“It's really a practical deculon."

A receptionlst can direct people Lo
where they nced to go, whether it Is
to talk {0 a service manager or ask a
a question, he said. “And

commlittee, sald General Motors'
newest car company spent months
designing its prototype dealership:

"It is & business — it's not a muse-
um {so) it has to be efficient,” Trost
said.

. THE STARTING POINT for Sa-
turn and most dealerships Is a con-
cept called “functional adjacencies,”
he sald, This means that dependent
functions — ltke the service and
-parts department — are positioned
near one another.

Different companies may priori-
tize some relationships differently,
but some are obvious In all dealer-
ships. More subtle relationships re-
sult In striking differences between
dealerships, he said,

Most dealerships, for example,
“would” place the customer lounge
near the service arca, "We at Saturn
thought it would be better to place
the customer lounge near the front
(of the dealership).”

Placing a Jounge at the front ac-
complishes two things — customers
don'’t feel forgotten, and the most-
likely future customer is exposed to
new products, Trost explained.

Another trend in dealerships, he
sald, is the growing importance of
service departments. Satumn and
other dealerships are placing service
entrances at the front adfacent to
new car showrooms.

Sometimes function takes a back
seat to other consideratlons llke site
restrictlons and sales and marketing
strategies.

FRED LAVREY Infioitl in Bir-
mingham has the same goal — sell-
ing cars — as other dealerships, but
it takes a different approach.

Here, the faclllty is a showplace
{for its products, architect Ron Kal-
iszewski sald. "It {the dealership)
1ooks almost like the cars were Lhere
and the building was buill around
it

Kaliszewskl, a partner at the ar-
) firm 1 Zicge)

- man In Birmingham, sald he haaw
comply with design and architectur-
al restrictlons handed down by Infin-

When the concept was developed,
a decislon was made to emphaslze
appearance and fi:l, rather than
function and foot traific {low, "This
isn‘t a showroom you can Just walk
through.”

Instead, the design encourages vis-
ftors to walk around In much the
same way an arl gallery might be
designed, Kallszewskl sald,

There are four viewing areas
where people see the automobiles.
‘These viewlng arcas surround what

people appreclate the professional-
ism they assoclate with (reception
areas).”

BUT FUNCTION alone does not
an auto dealership make.

Here is where auto dealers dlffer
wildly. Sometimes, dealers will
strive for a conservative, traditional
look; other times, companies will
:tﬂ:e for a striking contemporary

0ok,

“Archltecture is a refiection of the
mood of the times,” Trost of Saturn
sald. The challenge for dealers is to
create a timeless, undated image,

Saturn wants its dealers to pro-
mote an image of a new kind of car
company. Concepls such as a sense
of belng Inviting, uncomplicated,
frlendly, and tmeless are best con-
veyed by appearance, he sald.

“"We wanted something instantly.
recognizable (as Saturn) — the intent
was to make It say Saturn,” he said.

This was accomplished In several
ways.

*One way ta make a building look
more Invitlng,” Trost saltd, “is to in-
clude a canopy (that sholters visitors

- as they approach (he door).”

A canopy also makes certaln there
Is no doubt on the entry location,
‘Trost noted, adding one of the big-
gest problems with automoblle deal-
ers of the past Is there was no cen-
tral entry point,

To convey a sense of the uncom-
plleated, Saturn declded on simple,
fNat walls in Satumn colors of white,
with gray and red accents, When
coupled with the canopy, the simple
walls are Intended (o create a sense
of excitement.

*“It’s called the concept of silmula-
tlon through contrast,' he said.

COMPLETING THE design re-
quired varlous clements of land-
scape archlitecture, parklng and
driveways. “We had to give individu-
al dealers a tot of room to mancuver
here.”

Entrance drives, Trost noted,
were ntentlonally designed to ap-
proach the dealership from the front
and center 50 visitors can take in the
whole dealershlp.
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of the entry, resolving problem of dealer-

The canopy of the Don Massey Saturn p in Ply
years ago.
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Most Infiniti dealerships are beige with black trim and a smooth exterior surface. But [n keeping with Birmingham's architec-
ture, Fred Lavrey Intiniti is brown brick with green trim. . .

Conventional “déalcrships ™ might
have several entrances from the
front and side, but Saturn's dcaler-
ship model attempts to focus the vis-
itor's attention.

Kallszewski said he also had to
comply with architectural specifica-
tlons from Infinitl. But In his case, he
was granted a greal dezal of leewany
in which to design the dealershlp.

Most Infinlti dealerships are beige
with black trim and have a relative-
ly smooth-textured surface; Fred

Lavrey Inflalti fs brown brick with,

green trim.
"Fred Lavrey and I felt (the more
conlemporary Infinit destgn)} wnm‘t

In{lniti calls a ' area”
— an area sct apart from the auto-
mobiles and the, sales people de-
signed to give customers a chance Lo
think and relax.

Despite these differences from the
Lypical automoblle deatership, Infln-
itl still recognizes necessary func-
tlons, Kaliszewski sald.

Site  restrictions: limited what
could be included. The service arca
is across the street at Lavrey's

pprop: {or Bir he
sald.

“We wanted a low-pressure, low-
profile, low-statement faclllty,” hé
said.

Further complicating the design
was a need {or leasable olﬂm space

Bank on
architecture

Free tours of the Slnndud Federal
Bank corporate hnndqunrto‘k n Troy ™™
will be offered from 1-4 p.m. on Ar-
chllect'l Sund-y — Ocl. 6, The event
d by the Datrolt Chapter

above the
sald. Most Infinitt duiershlps are
stand-alone facllitles, but land prices
in Blrmingham necessitated expand-
ing the facllity.

ol lhe American Institute of Archi-
tects with architect WBDC Group, in-
terior architect Ford & Earl, and con-
struction manager Barton Malow Co.
Standard Federal s is a

tory on a 27-acre slte

The growing importance of service
departments is being reflected in new
auto dealerships. Saturn and others
are placing service entrances at the
front, adjacent to new car showrooms.

on Big Beaver east of Coolidge. llain-
terior is dominated by & granite-clad
atrium that floods the bullding with
natural light, The stepped-up design
and open floor plan around the cen-
tral atrlum allow each office a view of
the skylight.




