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An old ad agency, Vickers
& Benson, a new buyer,
Arnold Worldwide, and a
creative brand to be estab-
lished in clients’ minds
through the re-design of
extant offices.
The departure point for
Kelly McTernan Lavoie de-
sign director John Kelly and
partner-in-charge Stella Mc-
Ternan was a book. Spe-
cifically, Beryl McAlhone &
David Stuart’s A Smiile in the
Mind — Witty Thinking in
Graphic  Design (1996,
Phaidon Press).

Witty chinking, the
book explains “is playfulness
with ideas, words that play

against images, unexpected

connections prompting new
insights.” Creative advertis-

ing types use source books

° such as these to stimulate
fresh ideas. To Kelly and

° McTernans way of think-
ing, the same methodology

‘ could be applied to the re-

quested renovation ar 1920

Yonge Street, Toronto.
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Although work on the
project is still ongoing, the
main 6th floor reception/
office/meeting room area
was completed in 2005. Ina
way, it wasnt hard for the
partners to design some-
thing marvellous: the bones
of the building are very
good (in fact, Kelly and
McTernan had a hand in
that too; when the place was
first going up in the mid-
1990s, the two worked at
Rice Brydone, the firm han-
dling Vickers & Benson’s
architectural and interior
needs). A multi-storey struc-
ture, encased in glass, it
boasts a large central atrium
girt by glassed-in offices and
wide-open terraces.




AR
k] Bp 3
into place.* Plus, s an added bonus, € e on the rightca
small room, SO we had to explode it visually," said John Kelly, referring
the "middle kingdom”

1 their hands will get 2 kick reading
| sites hwg‘nligh{ed‘ plus such markein'.g-oneuted

able” by Gord Peteran, S
represent “al| the pieces falling
rtment Above_'ltwas @

0puosilejhe Zone's "exploding t

McTernan's words, just as gasily

lifted up to disclose 2 nifty secret compa

ta the Departure Zong's amusing trompe !'oeil effects. Visitors with extra time of

the right, 8 pastiche of our own world with & dozen Armold Worldwide internationa
point” and “Contra Caves.’

map on
rks as "Loyalty Lake," "Purchase

landma

CANADIAN INTERIORS 79



opens ol

races, where

ist sits directing enquiries
behind an impressive semi-
circular wooden desk. Now,
pretend youre a client,
there to attend a high-level
creative presentation. Your
first stop is the waiting
room to the left of the ele-
vator. In a normal agency

environment, this would

Conference

Room Occupied

zone” is a space where visi-

re d to experi-
ence a mindset shift, a roil-
ing of brain synapses right
and left. For in this trompe
l'ocil room, the walls are
not all on the walls, the
floor is mostly sky, perspec-
tive painting presents you
with a door that cannot be
opened and a dog that can-
not be patted; seats are
clouds, water bottle shelves
are waves and a side table
has seemingly just exploded
into the air.

The soft-coated Wheat-
on terrier (a faithful re-
ndition by artist Wayne
Mann of Stella McTernan’s
“Monty”) stares up at ever-
shifting coloured shapes
on the dichromic acrylic
“door” as if trying to read
its inscription, a quote

from Canadian activist-aca-
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is some kind of a joke, and
whether they should laugh.
Space as a humourous

experience. The whole con-

cept pretty. much knocks
you off-balance, which is ex-
actly where you should be,
mentally, in order to be re-
ceptive to new creative ideas.

Then, bam, along comes

the clever agency team to
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visitors are busy pondering
this question, their minds
are also preoccupied with
processing the skewed di-
mensions of the little room,
the energetic angles of its
containing walls, the fact
that there is, for some rea-
son, a huge bowler hat bal-
ancing a circle of glass on
top of its crown. (Where
have you seen that table’s
surreal image before? Ah, yes,
Magritte!) They may even
be wondering whether this

[t
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Vickers & Benson, seuuiisre :caftrre to the founders of 5% f“wner what you will do next?” appear). You, the client,

= FOlectors of Canadiang Well, can you? While are now primed for their

purposes. All the Arnold
staff need do is back up
their unique branding exer-
cise with an equally innova-
tive presentation to have
you eagerly sign on the
dortred line.

The concept of engag-
ing both sides of the brain
is carried throughout the
floor’s ovoid “main streer,”
as its designers term the
interior circular hall mim-
icking the dimensions of

the atrium. Slants and
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angles appear in the partial
walls separating otherwise
door-less, glassed-in offices
attached on either flank,
contributing in their non-
linear way to a dynamic
sense of energy. Large
quotes from the famous
speaking about creativity
are stencilled in colour
across, up and down many
of these walls, connecting
with the viewer in both
graphic and linguistic terms.
Other areas highlight
integrated ad campaigns
currently in progress, and
one wall is devo to a
group of mannequin ha
“delivering”  direct mail
picces. The idea with these,
said Kelly, is not enly to
show oft great creative but
to connect everyone in the
agency with what’s happen-
ing at the moment, making
them feel more a part of the
am, as well as help “rake
their minds for a walk.

“Vickers & Benson was

always a people-oriented
" he added. “Th

why merging with Arnold

Worldwide, which st
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that philosophy, has work-
ed so well.” To furcher facil-
itate and stimulate these
team players, the terrace
across the way from recep-
tion hosts a small café and
games centre, complete with
a pool table and foosball.
An ad office that is at
once a kinetic workplace,
entertaining showcase, and
tive juice factory. Ap-
pearances may be deceiv-
ing, but it certainly looks
like designers Stella Mc-
Ternan and John Kelly
have had all their wits

about them. ¢




