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Show Some perSonality
At the entrance canopy, the golden, micro-perforated panels are backlit, making the entire structure shimmer in light. Behind the panels, 
angled 2700K Lumenfacade luminaires by Lumenpulse subtly vary in intensity, achieving the building’s jewel-like appearance. Inside, pin 
spot fixtures illuminate the floor plane and complement the lighting emanating from the walls.. 

Editor’s Note: This is the second 

part of our “Business of Lighting” 

feature, focusing on the relation-

ship of the owner and designer.

An important part of the puzzle 

to making high-end SSL design 

projects work, is first getting the 

client to buy in to the importance 

of lighting in the first place. 

	

Light as an Image Strategy

A	customized	lighting	scheme	is	a	

vital	part	in	presenting	any	high-

end	LED	product.	This	involves	

the	creation	a	new	public	image	

for	an	existing	consumer	product.	

Further,	it	often	involves	changing	

how	the	packaging	will	influence	

its	target	market.	A	variation	of	

this	visual	appeal	technique	was	

applied	to	the	Casino	de	Montréal	

(left).	The	lighting	program,	artful-

ly	integrated	with	the	architecture,	

now	defines	and	communicates	a	

new	contemporary	public	personal-

ity.	Housed	in	two	former	Expo	‘67	

pavilions,	the	casino	recently	com-

pleted	a	$300-million	renovation	

which	included	the	construction	of	

an	all-new	entrance	and	lobby.	A	

striking	night-time	presence	was	

key	to	attract	visitors	to	the	site.	

“We	wanted	to	make	the	building	

sparkle	like	a	diamond	shining	in	

the	distance,”	says	Mehdi	Laieb,	a	

principal	with	Ombrages,	the	proj-

ect’s	lighting	designers.

	 Much	further	south	in	Columbia	

S.C.,	image	also	played	a	key	factor	

in	the	decision-making	process	of	

Love	Automotive.	As	a	customer-

focused	and	forward-thinking	

business,	the	dealership	is	always	

looking	for	ways	to	reduce	costs	

and	increase	operational	effi-

ciencies	while	promoting	sound	

sustainability	practices.	To	that	

end,	the	dealership	recently	com-

pleted	a	lighting	upgrade	using	

technology	from	Optec	LED.	From	

an	operations	perspective,	this	
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replacement	effort	has	reduced	

the	dealership’s	electricity	energy	

consumption	by	almost	50%.	But	to	

Michael	Love,	the	operation’s	presi-

dent,	the	lighting	retrofit	achieved	

a	much	greater	objective.	“These	

lights	absolutely	provide	the	level	

of	illumination	we	were	looking	for	

to	make	our	location	bright	and	se-

cure,”	says	Love,	president	of	Love	

Automotive/RV.	“And,	as	the	guy	

paying	the	bills,	I’m	impressed	with	

the	tremendous	energy	savings	

and	payback.	My	only	regret	is	that	

we	didn’t	do	it	sooner.”	

No “I” in Team

Such	a	reaction	is	no	surprise	to	

Paul	Gregory	of	New	York-based	

Focus	Lighting,	who	acknowledges	

the	innovation	that	LEDs	have	

brought	in	the	past	decade	is	unde-

niable.	“People	want	to	be	energy	

efficient;	there’s	not	a	major	need	

to	convince	most	clients	of	that,”	

notes	Gregory.	“The	lamp	produc-

ers	have	done	a	fine	job	in	bringing	

the	message	of	lower	long-term	

savings	afforded	by	LEDs	to	busi-

ness	decision-makers,”	he	believes.	

	 That	being	said,	what	is	not	

addressed	enough,	in	his	opinion,	

is	the	interaction	between	clients,	

lighting	designers	and	architects,	

specifically	this	group	operating	as	

a	true	team,	and	really	committing	

to	this	still,	fairly	novel	technology.

	 Because	this	is	more	the	norm	

than	an	aberration,	team	members	

are	often	at	odds.	Consider	this	sto-

ry:	An	architect,	interior	designer	

and	lighting	designer	walk	into	a	

bar,	and	critique	the	lighting.	“It’s	

the	wrong	kind	of	LEDs,”	says	the	

lighting	designer.	“The	color	is	too	

harsh,”	says	the	interior	designer.	

“It’s	not	laid	out	artistically,”	says	

the	architect.	This	scene	actually	

took	place:	“the	person	who	was	

responsible	for	the	installation	just	

couldn’t	see	the	lighting	in	place,”	

noted	the	source.	

	 Who	was	at	fault?	There	was	no	

affirmation	from	said	source	that	

it	was	the	client	who	made	the	

wrong	call.	However,	it	would	not	be	

surprising	if	it	was,	as	many	design	

professionals	have	similar	stories	of	

how	misguided	client	intervention	

negatively	impacted	the	outcome.	

	 The	key	to	the	success	of	any	

lighting	plan,	according	to	Gregory,	

is	to	have	all	the	players	on	the	

same	page	to	make	the	end	result	

work.	“I	can’t	pick	finishes	and/or	

choose	column	cladding,”	Gregory	

says.	“As	a	design	team	member,	

our	role	is	to	balance	the	plan	so	

the	lighting	works	with	the	other	

elements,	and	to	present	the

owner	the	final	picture	he	wants	to	

identify	with.”	

	 Detail	in	this	process	is	impor-

tant,	notes	Claudia	Librett	of	521	

Atelier.	“I	involve	the	client	in	the	

lighting	decision-making	from	the	

get-go,”	says	Librett,	who	brings	

product	options	to	clients	and	

explains	the	details	of	the	choices	

so	the	client	can	better	understand	

the	options.	“Renderings	can’t	do	

it.	For	an	apartment	in	New	York,	

the	client	was	leery	about	the	use	

of	LEDs	until	he	saw	what	the	end	

result	would	look	like.	Then	there	

was	no	question	about	going	ahead	

with	the	design.”

	 Diligent	in-office	and	on-site	

testing	is	another	essential	in	

warding	off	potentially	negative	

installation	results.	“We	have	

to	know	it’s	going	to	work,”	says	

Renée	Cooley	of	Cooley	Monato	

Studio.	“When	we	decided	on	a	

new	office	location,	we	made	sure	

there	was	sufficient	space	to	set	up	

our	own	light	lab	to	test	product	

performance,”	she	explains.

	 Another	good	practice	is	to	

implement	a	plan	to	preserve	the	

integrity	of	the	lighting	design.	

Gregory	has	instituted	a	successful	

strategy:	In	locations	where	regu-

lar	refocusing	is	needed,	especially	

for	retail	and	dining,	he	retains	an	

as-needed	representative	to	visit	

the	project	to	make	adjustments	

that	keep	the	fixtures	beamed	ap-

propriately.	Typically,	the	job	can	

be	accomplished	by	a	student	and	

a	6-ft.	ladder,	he	reports.	For	one	

store	on	the	refocusing	schedule,	

real reSultS
Prior to the LED installation, the 

monthly electric bill at the dealership 
was $14,270; since the upgrade, the 

monthly bill is averaging $7,000.  
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sales	went	up	nearly	150%	after	

the	initial	refocusing,	when	the	

only	change	the	manager	reported	

was	the	more	accurate	accent	illu-

mination	of	the	products	on	display	

following	the	refocusing.	

	 On	the	opposite	end	of	the	spec-

trum,	how	does	a	lighting	designer	

address	a	problem	that	arises	from	

a	client	specifying	a	product	on	

their	own	without	ever	consult-

ing	a	designer?	Cooley	recalls	just	

such	an	instance,	in	this	case,	a	

retrofit	for	a	retail	store	the	firm	

had	worked	with	in	the	past.	“They	

had	good	initial	intentions—to	

improve	the	interior	environment	

and	reduce	their	lighting	expense—

so	they	signed	off	on	a	product	

that	had	been	brought	to	them.	

Unfortunately,	they	did	so	without	

asking	us	to	review	the	specs	and	

test	the	product,”	she	says.	

	 More	disturbing	to	her,	however,	

was	the	fact	that	the	manufacturer,	

whom	Cooley	says	was	well	aware	

that	the	store	was	a	client	of	theirs,	

also	failed	to	call	or	even	advise	

them	as	a	matter	of	courtesy.	“It’s	

a	matter	of	business	ethics	in	our	

industry,”	says	Cooley.

	 Shortly	after	the	project	was	

completed,	the	client	realized	that	

the	lighting	quality	was	so	poor	

that	it	had	to	be	totally	and	prop-

erly	redesigned.		

Closing the Educational Gap

Beyond	communication,	getting	

architects	and	owners	to	the	point	

where	good	lighting	design	is	ap-

preciated	is	a	matter	of	education.	

It	also	has	to	happen	much	earlier	

in	the	process.	Take	the	experience	

of	Philadelphia-based	architect	

Thomas	R.	Nickel.	Lighting	has	

always	been	a	creative	pursuit	of	

the	designer,	but	it’s	never	been	

easy.	When	studying	architecture	

at	Renssalear	Polytechnic	Institute	

he	petitioned	the	dean	with	a	

request	to	minor	in	lighting,	and	

was	turned	down.	“The	focus	was	

more	on	building	design	concepts,	

structure	and	materials,”	he	says.	

	 To	get	around	this,	he	did	

participate	in	programs	at	RPI’s	

Lighting	Research	Center	to	

further	his	personal	dedication	

to	the	discipline.	But	Nickel	feels	

the	lack	of	support	for	lighting	as	

part	of	architecture	curriculums	

is	indicative	of	a	generation	gap.	

“It’s	up	to	architects	now	in	their	

‘30’s	and	‘40’s	to	assume	the	rule	of	

the	master	builder	and	change	the	

knowledge	gap	when	it	comes	to	in-

tegrating	lighting	as	a	recognized	

building	material,”	Nickel	says.	

	 In	walking	the	talk,	Nickel	is	

making	a	significant	effort	to	make	

lighting	a	major	element	of	his	

work.	Currently	under	construction	

is	a	15,000	sq.	ft.	multi-use	project	

of	his	design	in	Philadephia	where	

the	façade	features	a	custom	steel	

screen	to	increase	interior	day-

lighting.	Through	the	use	of	lighter	

stone	work,	and	wall-panels	the	

design	provides	a	clean	back-drop	

for	a	curtain	wall	that	will	wrap	

the	corner.	“Through	the	use	of	

light,	and	a	patchwork	of	varying	

sized	openings	in	the	curtain	wall	

mesh	we	want	the	community	to	

experience	a	sense	of	up-lifting	of	

the	building,	says	Nickel.	“Lighting	

is	a	crucial	part	of	this	project,	and	

we	are	using	a	variety	of	direct	and	
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the Mall of America Southeast court 
by cooley Monato. Pre-planning and 
pre-product testing are critical elements 
in ensuring a successful endeavor and a 
happy client.



integrateD with architecture
using a variety of direct and indirect 
sources tucked within and hidden by the 
architecture allows the building to feel 
lighter without experiencing the sources.

indirect	sources	tucked	within	and	

hidden	by	the	architecture	to	allow	

the	building	to	feel	lighter	without	

experiencing	the	sources	of	light,”	

says	Nickel.

	 Cindy	Limauro,	a	lighting	design-

er	and	educator	at	Carnegie	Mellon	

University,	couldn’t	agree	more	

that	younger	people	need	to	better	

understand	lighting,	She	believes	

this	so	much	that	she’s	become	

a	crusader	who	literally	brings	

lighting	workshops	to	architectural	

schools	around	the	country.	Her	

initial	estimate	of	fourth-year	and	

graduate	architecture	to	register	

for	her	workshops	was	about	25;	in	

reality,	attendance	topped	over	100	

for	several	of	workshops.	A	teach-

ing	video	has	been	prepared	at	

the	request	of	the	professors	who	

want	to	adapt	her	format	for	their	

regular	use	as	a	teaching	tool.

Making it Work

With	the	hyper-pace	of	LED	innova-

tion	over	the	last	decade	showing	

no	sign	of	dipping,	LED	technology	

circle 10

will	continue	to	make	in-roads	into	

general	lighting	applications.

	 While	actual	adoption,	according	

to	DOE,	remains	at	a	modest	3%	

of	the	entire	U.S.	lighting	market,	

their	impact	has	changed	the	way	

lighting	has	entered	the	vocabu-

laries	and	lifestyle	of	the	design	

community,	corporate	executives,	

and	visually-aware	consumers.	

	 There	are	drawbacks	and	prob-

lem	situations	to	recognize	as	LEDs	

more	firmly	establish	their	role	in	

our	illuminated	society.	As	noted	at	

the	start	of	this	review,	when	LEDs	

are	applied	well,	they	are	very	

good.	LEDs,	in	fact,	have	spawned	

remarkable	artistic	interpreta-

tions,	not	previously	achievable	

within	the	realm	of	pre-LED	light-

ing	sources.

	 The	issue	is	balance	and

coordination,	as	we	are	living	

through	lighting	technology	his-

tory,	where	the	roles	of	designer,	

producer	and	member	of	a	multi-

diverse	lighting	user	community	

must	be	straddled.•
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