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A LETTER FROM 
OUR PRESIDENT

ASID is the “go to” organization for ethical, educated, 

experienced and evaluated designers and industry partners. 

Greetings,

I am fortunate to follow in the footsteps of Catherine Harrington, 
who did a superb job of resolving many issues facing our chapter 
last year. We are truly blessed to have Tabitha as our administrator. 
She has the daily business of our organization running smoothly. 
Since our chapter business is well managed, perhaps it is time that 
we spread our wings and look for new challenges.

As interior designers, we are often thought of as purveyors of 
luxury products. Individuals who are accustomed to the pursuit 
of luxury have arrived at a sort of “Renaissance period.” Luxury 
consumers are revaluating their priorities and examining what is 
essential to their happiness. Experts on the luxury market indicate 
that luxury brand consumers are seeking to make investments based 
on more purposeful values. In addition, the luxury customer wants 
a historically proven brand, high levels of design along with first-rate 
customer-centric service when purchasing a nonessential item. 

Since the perception of the use of interior design services may be 
that of a luxury purchase rather than a necessity, now is the time 
to convey a different message to the public. It is time to take on 
the task of enlightening the public about how professional interior 
design can improve their lives. Truly, a well-designed space can 
strengthen personal relationships, improve one’s health, ensure 
safety, and increase efficiency in the work place. In the past, our 
chapter has concentrated on internal challenges and paid little 
attention to expanding the public’s awareness of the marvelous 
benefits of our ASID brand. 

KAREN SOOJIAN
President
ASID MN Chapter

How is the collaboration with a professional ASID designer a 
pivotal decision and not a luxury? What are the benefits to the 
public of the services and products of our chapter’s ASID industry 
partners? Regrettably, at this point, the public remains largely 
unaware of our outstanding organization.

As part of this year’s strategic plan, we are beginning a new 
initiative to promote the ASID brand. It is the goal of the newly 
formed Public Relations committee to see that the Minnesota 
chapter of ASID is placed at “top of mind” for prospective clients 
who are considering a design project. Additionally, this committee 
will be charged with the task of promoting the notion that ASID 
is the “go to” organization for ethical, educated, experienced and 
evaluated designers and industry partners. 

We are the ambassadors of our brand. How do you promote the 
“essential” benefits of working with a professional ASID designer 
within your business? We will find the message of the benefits of 
our brand will spread faster if we make a cohesive effort as a group. 

There are many ways to enhance the perception of our organization 
in the community. We will explore many more opportunities to 
collaborate with charitable organizations, museums, and performing 
arts organizations. This year we will begin a new journey towards 
more public recognition of the ASID brand.

Warm regards,



275 Market St.

Suite 465

Minneapolis, MN 55405

612. 604. 0033

Francis
King Ltd.

www.francisking.com

http://www.francisking.com
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CaSE  
sTudiEs

by Laura Paulson, 
Allied Member ASID

developing
a brand:

without a formal greeting. This focus on service is continued throughout 
the sales process, as product proposals are typically hand delivered to 
you in a beautiful folder with the Baker logo. A logo that has remained 
virtually unchanged for decades — a testament to the timelessness of 
their designs. And, have you ever seen Kevin Walter or Tim Monkhern 
at the Minneapolis showroom without a suit and a tie? They truly live 
their brand. 

Holly Hunt’s beginnings also stemmed from a slightly different design 
arena than furniture — hers was in fashion. Moving from her small 
home town in West Texas to Chicago in the mid-’70s to raise her family, 
Hunt had several forays into the fashion market before crossing into 
interior design in 1983 when she purchased a small showroom in the 
Merchandise Mart. The following year that name was changed to Holly 
Hunt and the legend began. Hunt quickly built a reputation of having 
the most beautiful showroom and began the task of expanding — first 
in her space in Chicago, then on to Minneapolis and beyond. She has a 
gift for uncovering great talent and created business synergies with some 
remarkable designers who harmonized well with her unfussy modern 
style firmly rooted in classic quality. The designs she represents in her 
showrooms are destined for ageless beauty that will stand the test of 
time. Not unlike Baker, pieces in her private and exclusive designer lines 
often merge the concepts of furniture and art and always exude luxury. 

Consistency in Hunt’s minimalist design aesthetic has been unwavering 
throughout the years and this classic sense of style is visible in all that is 
now the Holly Hunt brand. From the carefully orchestrated showroom 
layouts that allow for plenty of negative space to truly appreciate the 
forms of the pieces represented, to the simple yet striking Holly Hunt 
font that is used in every piece of correspondence from the company – 
the message is clear and consistent. She has been quoted as saying, “It’s 
no fun to have a business if it’s not the best.” And it shows at every turn.

Baker and Holly Hunt hold places as design industry icons. Their 
unyielding commitment to their style and core brand values combined 
with consistent presentation of these attributes in every aspect of their 
business (plus a lot of hard work!) helped derive this status. Embracing 
these two key concepts can go a long way to help you create your 
company’s own story.

What do a Dutch immigrant wood worker and a fashion and literature 
student from Texas have in common? They both pioneered two of the 
most recognized brands in the design industry today. I’m talking about 
the brands of Baker and Holly Hunt. Though they have very different 
styles and their stories differ a bit, their strategy and brand-building 
tactics are remarkably similar. Let’s start at the beginning to see how 
these brands came to life. 

Siebe Baker immigrated to Michigan in 1870 as a teenager to find his 
fortune in the United States. He certainly met his goal. He started a 
wood shop that made mostly doors and window sashes and produced 
his first piece of furniture 1893, made in the Old World traditions of 
fine furniture from Europe. The sales of his hand-crafted furniture 
allowed his son, Hollis, to become educated, developing a collector’s eye. 
In the 1920s and 1930s sought after designers were commissioned to 
create pieces and collections for Baker furniture that were of the utmost 
standard. This continued through the ‘40s and ‘50s and during the ‘60s, 
during a time of unrest in many aspects of the world, Baker was looked 
upon as a leader by those who appreciated the finest of things. To this 
day Baker strictly adheres to sourcing exceptional designers and carrying 
only lines that pay homage to this passion for handcrafted products 
that blur the line between furniture and art. Exacting reproductions of 
Europe’s finest are mixed with offerings representing the best of timeless 
designs from many periods and international influences. Although 
changes have taken place throughout the years — even through mergers 
— the Baker brand has always had an unwavering focus on providing 
the highest-quality furniture to design professionals. Their message is 
that they sell products chosen well, rather than often. 

Today, the Baker brand is alive and well, embodying its core values at 
every turn. The meticulous reception area at the front of their showroom 

at IMS gives the 
customer a keen sense 
of what lies behind — 
always a tantalizing mix 
of art and furnishings 
that tempts you to 
venture inside. But it is 
a rare occasion that you 
can simply wander in 
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If the picture these questions paint in your mind cause a chill to 
run down your spine, then perhaps you haven’t taken the necessary 
steps to protect yourself. Maybe it’s because, for the most part, 
outright catastrophic failure is fairly uncommon that so many pay 
little attention to backing up all of their critical information.

A couple more quick questions; are you using a laptop as your 
primary business computer? Is your entire business on that machine? 
OK, now what would you do if it was lost, stolen or broken?

In the early days of personal computing, we all learned to “save 
early and save often.” Today, we need to add, “Backup early and 
often.” And there is really no excuse not to do it because today’s 
portable drives and backup software make it very easy to do. If fact, 
many drives come with a free version of backup software (that can 
be upgraded to a paid version) that will do the job just fine. (EMC 

We live in a truly remarkable time. New iPhones, smart phones, 
palm pilots, iPads, netbooks and notebooks and all of their apps 
and software are coming at us almost faster than we can learn to 
use the one we just bought. And while they do help us to be more 
productive, ask yourself these questions:

:: How dependant is my business on technology? 

:: �Is all of my data, addresses, photos, renderings and any 
other client related work secure? 

:: �What would be the impact on my business if even  
one of my devices failed or was lost?

O|r|g|a|n|i|z|e
{p rotect}

:: �PHOTO AND DATA STORAGE

&
by Mark Ehlen, Industry Partner 
Representative for Ehlen Creative 
Communications
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Backup software allows you to select which drives and folders 
you want to backup. To simplify this, create a master work file, 
maybe labeled by year, with your individual client folders inside 
of that. That way, you simply need to tell the software to backup 
your master work folder, your My Documents folder (keep your 
software, tax records and photos in there), and maybe your 
Desktop, and you should be covered. 

What about phone numbers and e-mail addresses? Yes, many 
phones sync with your computer, but how about taking some 
time to simply write down important numbers and/or be sure 
the business cards are all in one place? As for e-mails, be sure you 

know how to access your account via the web-mail service of your 
ISP. You might also consider not using an e-mail account that’s 
tied to your internet provider, i.e. username@yourisp.com. That 
way, if you choose to or have to change Internet providers, your 
e-mail address is not tied to that account. Instead, choose an ISP 
independent e-mail account from someone like Gmail. 

Lastly, to borrow another cliché, “An ounce of prevention is worth a 
pound of cure” — maybe ten pounds in this case. Backup is cheap 
insurance, just do it.

Retrospect, from a Maxtor drive, and Memeo, from a Buffalo 
drive, are two that I have used successfully.)

A very quick Internet search shows that for about 
$60 you can obtain a portable (3.2x4.3 inches) 
250GB USB hard drive that requires no external 
plug in besides its USB cable and comes with 
software that will automatically back up your 
data. Leave it connected while you work at your 
office for continuous backups or you could easily 
plug it in at the end of your day for backups each 
evening if you have been on location. 

Another option that could be used alone, or even better, alongside 
a portable drive, is one of the several online backup services such 
as Carbonite. For about $5 a month, you can upload unlimited 
amounts of data. The offsite nature of these services also protects 
your information from theft and natural disaster. One downside is 
that the upload and retrieval speeds will be limited by your Internet 
speed, so backing up large amounts of already existing data could 
take a while.

There are also blank CDs and DVDs, but they only hold 700mb 
and 4.4GB, respectively, and take a little too long to make. Flash 
thumb drives are available up to 32 or 64 GB. You could use one 
for each job as long as you can keep track of them and do not mind 
reconfiguring your backup software each time you switch one. 
However, for the cost of a 32GB thumb drive you can almost buy a 
250GB portable hard drive. 

What to back up? Well, all client files of course (creating a master 
folder for each client job will simplify both backup and retrieval), 
but don’t forget about any software you have downloaded, as well 
as any photos that you have taken or have had professionally done. 
(One copy of your photos should be in your master client files. 
Then, create another folder for portfolio stuff to make it easy to 
wow your prospects.) Your goal is to be able to take a brand new 
computer, install your software, plug in your backup drive, transfer 
whatever you need and get right back to work. Taking a few 
minutes to think through that process could save you hours  
(days?) of frustration later. 

“In the early days of personal computing, we all learned to save early  

and save often. Today, we need to add, backup early and often.“
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projects). Discuss the contract terms, the timelines for 
design decisions, selections, etc., and the import of the 
client’s decisions on the project schedule. In keeping with 
clear communication, keep accurate written records of 
meetings, conversations, and changes on the project.

3. The Value of Contracts.

A good contract is one of the best risk-management tools 
that a designer has in his or her tool belt. An effective 
contract (or set of contract documents) needs to be 
current, relevant, and applicable to the subject project, 
meaning that one size rarely fits all. A valid contract must 
identify the parties, the work to be done, and a price. For 
the designer’s protection, the contract should also include 
a schedule and terms that establish the responsibilities and 
rights of the parties during contract performance. The best 
practice is to have a solid written agreement, custom fit to 
the designer’s practice, and modify it as needed for each 
project. Without the benefit and protection of a written 
contract, a designer’s verbal agreement is susceptible to 
attack. The ensuing dispute over “he said vs. she said” will 
be difficult and costly to prove. To avoid such disputes, 
and further advance the value of clear communication 
between the parties, the best practice is to distill the parties’ 
agreement in writing, and have all parties to the contract 
sign the document at the outset of the project.

4. The Value of Money.

An inherent conflict exists between engaging with a 
client in the harmony of design and then arguing over 
an outstanding debt. Human nature relishes the first and 
avoids the second. Best practices involve (a) being clear 
about fees for service in the contract, (b) staying current 
in billing, and (c) speaking to clients early and often about 
past-due balances, to minimize the designer’s exposure and 
avoid investing more work in clients who may not pay.

A firm’s candid evaluation of 10 troubled projects may 
yield some valuable observations and lessons to learn. 
For instance, very often, design issues are only a small 
fraction of the problem. By contrast, the business issues 
cause the majority of problems: disputes over contracts 
(or the lack thereof), unclear communications over project 
intent or scope, or fee collection. Does this sound familiar? 
If so, you are not alone. In fact, the vast majority of legal 
disputes handled between design professionals and their 
clients relate to these fundamental issues. What follows are 
four lessons, and related best practices, to consider when 
seeking to manage risk and strengthen business.

1. The Value of Listening.

Sounds like a simple concept, but being a good listener 
is critical to a designer’s role, especially with regard to 
understanding the client’s goals, desires, and intentions for 
a project. The failure to listen well leads to “mis-matched 
expectations” between the parties on issues as important 
as project scope, budget, design intent and feel, deadlines, 
and terms of the deal. Good listening involves asking 
follow-up questions and getting enough specifics to 
understand what the client means by the terms it  
uses — like “modern” or “traditional” for example. A 
disconnect on a key issue will only likely come back 
as a liability at a later time. Operating in tandem with 
good listening is good record-keeping: document client 
conversations for the record.

2. The Value of Clear Communication.

Communication brings concepts into reality. Designers 
often are dealing in the abstract with their clients and their 
colleagues, as the design develops. The power of clear 
communication is critical to identify and understand the 
expectations of the client as well as the skills that each 
of the design team members brings to the project. For 
instance, in the area of green design, communication 
over expectations is critical as “green” can range from 
aesthetic (lighting) to financial (tax credits on LEED 

Four Steps to Manage  
Risk and Strengthen  
Your Business

Kristine A. Kubes, 
kristine@kubeslaw.
com, is an attorney and 
principal of the Kubes 
Law Office, PLLC, Serving 
Design and Construction 
Professionals. She 
is an ASID Industry 
Partner and serves as 
Chair of the Minnesota 
Board of Architecture, 
Engineering, Land 
Surveying, Landscape 
Architecture, Geo-
science & Interior 
Design. This article  
does not constitute  
legal advice. Each case 
must be evaluated on 
its own facts.

Recall the old adage, “Every education has its price.” Lessons learned from problem projects can prove to be a costly education. 
Put to good use, however, those lessons can serve as great inspiration for improving a design firm’s business functions and risk 
management practices, and may strengthen the business in the long run.

Kristine A. Kubes, J.D., ASID Industry Partner Representative for Kubes Law Office PLLC

learned:  lessons



Graphic design. Creative development.
Identity and branding. Strategic planning.

Website development.

bloom® from Red Leaf is a simple concept. At its center is the 
idea that agency-level creative services should be accessible 
to small businesses. The accessibility comes not only from the 
value of services we offer, but also from the manner in how 
we approach and execute our work. Clean. Effi cient. Effective. 
Professional. Creative. 

That’s Red Leaf. And that’s bloom.®

952-303-4285
www.redleafdesign.com

introducing bloom® from Red Leaf

St. Louis Park
(952) 920-1460

St. Cloud
(320) 252-3030

Mankato
(507) 387-5691

Bismarck
(800) 735-1191

The world has changed.

                   Pretty is no longer enough.

           The world wants more.

                                       I want more.

Art Resources Gallery
275 Market Street, Suite 166 - Minneapolis, MN  55405

612-305-1090 - www.ArtResourcesGallery.com

Alluring and Evocative
Michael Dwyer 

http://www.ArtResourcesGallery.com
http://www.redleafdesign.com
http://www.minnesotastandardshowplace.com/
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www.hickorychair.com

The Hickory Chair Showroom
International Market Square 
275 Market Street, Suite 363

612-354-7102
Fran Kraft, Showroom Manager

Bodmer throws are 
hand-woven using baby 
Alpaca fi bers providing 

a luxurious feel enhancing 
the most elegant 
interior design

Available Exclusively 
at the Hickory Chair 

Showroom

http://www.hickorychair.com/



