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PUBLISHER LETTER

Research. Frame. And go ...

In architecture school, we’re taught to 
approach challenges by first researching and 
framing the problem. Often, the problems 
we believe we have are not in fact the real 
problems at all, but rather symptoms of a  
deeper issue.

We must think critically to define the real 
problem, and from there, we can explore options. 
Then, the final step is effective implementation.

This process can be referred to as “design 
thinking”. It’s what architects do every day.  But 
it’s utility extends beyond building design.  It is 
the answer to solving almost any challenge in 
business or society. 

Why not apply design thinking to other 
problems? The process essentially is the same. 
Research and frame the problem, and then ex-
plore solutions to solve that problem.

Collaborate with the client (or our com-
munity or partners) to identify options, test, 
and then narrow it down to one preferred path. 
Then implement.

In today’s world, we have developed and 
harnessed innovative technologies that allow us 
to create solutions never before imagined. I like 

to question how design thinking and technology 
can team up to not only solve building program 
problems, but also challenges across business 
and society in general.

It can apply to things like software de-
sign. Branding. Project management. Program 
management. Signage and wayfinding. Ac-
cessibility. Sustainability. Planning for resil-
ience. Solving neighborhood, community and 
region-wide problems.

In this issue of Commercial Transforma-
tions, we explore how technology and design 
thinking can tackle program management, 
change management and accessibility.

We have the ability to use our skills and in-
novative technologies for various kinds of good. 
We can use it to make lives easier and to make 
us better at our jobs.

I hope the stories outlined in this issue inspire 
you to examine your business and personal chal-
lenges, and create a lasting, innovative solution.

Thank you for reading, 

Lanny McIntosh, AIA, LEEP AP BD+C
Founding Principal/CEO
LannyM@McIntoshTransforms.com

CONTENTS ISSUE 2, 2016

One of the most rewarding aspects of working in architecture is our 
shared approach to solving problems through design, and then seeing the results. 
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ADA COMPLIANCE

The Top 5 ADA 
Compliance Myths 
You Should Know

Myth No. 1
“I’ve got a building permit; my architect said it was fine.”
Let’s clear up something right here – a building permit does not mean any-
thing to the ADA. Why? The main reason is that the ADA is a Civil Rights 
law, not a building code. Because of this, it’s outside the wheelhouse 
of most architects. While only a licensed architect is qualified to make 
accessibility determinations (according to a re-
cent court ruling in Kirola v. The City and Coun-
ty of San Francisco), it is important to make 
sure your architect specializes in the ADA.

Myth No. 2
“We can’t afford to make our site accessible.”
If you can’t afford to fix it, you definitely can’t 
afford the lawsuit if you don’t. The average ADA 
lawsuit settlement is $12,000. In addition, you 
most likely will have to pay the plaintiff’s attorney 
fees. And, you’ll be required to fix the problem. 
Bypassing the lawsuit actually saves you money. Additionally, planning your 
barrier removal in phases is a cost-effective solution that allows you to save 
money by prioritizing the more pressing ADA issues and scheduling projects 
according to your plans for other updates.

Myth No. 3
“My store is grandfathered.”
The biggest misconception about accessibility is the notion that your 
store is “grandfathered.” We hear this all the time. “We don’t have to 

do anything, we’re grandfathered.” Write 
this down: There is no such concept as being 
“grandfathered” when it comes to the ADA.

Myth No. 4
“People with disabilities  
do not come in my store.”
If you don’t have many individuals with dis-
abilities coming into your store, it might not be 
welcoming to them. In addition, consider the 
fact that not all disabilities are apparent. Visual 
impairments, hearing impairments and a wide 
range of mobility challenges are all considered 
disabilities. In the United States alone, 51.5 mil-

lion people have some kind of disability. And with the Baby Boomers aging, 
that number is increasing rapidly. According to the U.S. Census Bureau, the 
discretionary spending of individuals with disabilities totals $220 billion. 
Serving this population is just good business.

Myth No. 5
“Not In My Backyard!  
ADA lawsuits don’t happen here.”
Just because it hasn’t happened yet doesn’t 
mean it won’t. ADA lawsuits are on the rise, 
and they’re starting to include previously qui-
et states such as Idaho and Nebraska. A scary 
phenomenon that’s emerged over the past 
few years is that of “drive-by” lawsuits. In-
dividuals and attorneys looking to make easy 
money are targeting businesses with obvious 
barriers such as improper accessible parking 

spaces. One recent lawsuit targeted a small convenience store in Idaho. 
The plaintiff was working with a serial ADA litigator, a law firm based 
all the way in Pennsylvania. Accessibility is not a local issue.

So, what is the solution? Start planning now. Don’t wait for a 
lawsuit to happen. Make the necessary changes on your own time 
and budget now. By doing this, you not only will save yourself a costly 
settlement and legal fees, but you will be providing better service to 
all customers. 

Start planning now. 
Don’t wait for a lawsuit 

to happen. Make the 
necessary changes on 

your own time and  
budget now.

The Americans with Disabilities Act (ADA) Standards for Accessible 
Design generally is not considered a “sexy” topic, but it is an important one. 
While many property owners have experienced first-hand how an ADA lawsuit 
can have a detrimental impact on a company’s finances and reputation, others 
still are unclear on what exactly the ADA Standards are and why they must be 
followed. Truthfully, the ADA is a sleeping giant that just is beginning to stir. 
When you live and breathe these compliances every day, you start to get a 
beat on the consistent series of myths out there today. Here are five on the 
top you should know:  
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ADA PERSPECTIVE

Inside The Center Experience

But unlike high design, accessibility sur-
veying does not feel glamorous. We travel – a 
lot – from location to location making painstak-
ing efforts to correctly measure slopes, eval-
uate accessible routes, assess door weights, 
etc. It’s a lot of data collection. We often survey 
multiple locations a day, which can add up to 
mind numbing amount in a year.

While we are always aware deep in the 
back of our minds that the job we do is very 
important and meaningful to the end user, in 
the midst of the daily grind, it is easy to won-
der why a fraction of an inch of noncompliance 
could ever cause an issue and begin to believe 
that at the end of the day it just doesn’t matter.

But the truth is that it does matter. It 
matters a lot. In 2015, The McIntosh Group 
entered into a charitable partnership with The 
Center for Individuals with Physical Challeng-
es in Tulsa, Okla. The Center was created in 
1959 to serve the needs of persons with dis-
abilities. Because of the work we do in ADA 
Accessibility, it seemed like a natural fit.

Our Accessibility Team attended the 
Center’s first “The Center Experience,” a 
half-day workshop aimed at showing partici-
pants first-hand what it is like for individuals 
with various disabilities to accomplish cer-
tain day-to-day tasks, go through workouts 
and/or rehabilitation, and participate in 
sports. This workshop hit home for all of us, 
and I can say without a doubt that it reinvig-
orated my passion for what I do.

My experience at The Center brought 
that dormant understanding of the value of 

At The McIntosh Group, we pride ourselves on being a national leader 
in ADA Compliance. As an intern architect at McIntosh, I have the rare op-
portunity to truly make a difference in my work, helping businesses better 
serve their customers and protect their assets, and helping individuals with 
disabilities have the same experiences and opportunities others are afforded 
in day-to-day events.

By Bethany Husmann, Assoc. AIA
our job rushing to the forefront. Helping our 
clients provide a safer, easier to navigate en-
vironment for individuals with disabilities is 
a very important and meaningful. Those frac-
tions of inches that can seem so trivial during 
a survey can cause a wheelchair not to fit or 
cause a visually impaired person to trip.

Life with a physical disability is a challenge 
every day, and doing what we can to make life 
easier for us all should never be underestimated. 
After all, it could easily, in an instant, become a 
challenge any of us could face.  

Bethany Husmann, Associate AIA, is an intern architect at The McIntosh Group and is part of our Accessibility Team. Before joining the McIntosh 
team in 2011, Husmann graduated with a bachelor’s degree in architecture from the University of Arkansas.

Life with a physical 
disability is a challenge 
every day, and doing what 
we can to make life easier 
for us all should never be 
underestimated. 

(L to R): Patrick Golden, NCIDQ, CASp, Al Pagano, Assoc. AIA, Jesse Husmann, 
AIA, Stephen Bowen, Assoc. AIA, Bethany Husmann, Assoc. AIA
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That
One

Thing
Asking the right question  
to transform accessibilityBy Lanny McIntosh & M. Bradley Gaskins 
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Research into device-as-

sisted mobility is one of the 

most relevant things that we 

in the design industry can be 

doing. While there are a good 

number of proponents of uni-

versal design (see sidebar, 

“Defining the Seven Principals 

of Universal Design” ) for new 

buildings, many businesses 

wait until they are hit with 

a lawsuit to make a barrier  

removal plan to achieve com-

pliance with the Americans 

with Disabilities Act (ADA). 

For ADA title III entities, public 

accommodations must remove 

structural and communication 

barriers where it is “readily 

achievable” to do so.
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THAT ONE THING

In fact, barrier removal itself is a reac-
tionary practice. As a society, and as an in-
dustry, we can be more proactive and ethical 
by not only incorporating Universal Design 
elements in our new buildings, but also by 
supporting research and advancement in the 
field of mobility.

Take a look at the way other systems 
work. We don’t build bigger cars, and then 
go back and expand highway lanes to fit 
them more comfortably. That would be enor-
mously expensive. Instead, car companies 
make sure their models fit the current roads. 
We can do the same for mobility devices.

Currently, the companies that make 
mobility devices are, in general, making 
them bigger and bigger. A partner at our 
firm, whose sister is wheelchair bound, 
shared a story about how his parents had 
to buy a large SUV in order to fit her new 
wheelchair in the trunk. They found the oth-
er wheelchair options were not comparable 

As a society, and as 
an industry, we can 
be more proactive 
and ethical by not 
only incorporating 
Universal Design 

elements in our new 
buildings, but also by 
supporting research 
and advancement in 
the field of mobility.

in quality with the newer, bulkier model. 
But a bigger wheelchair means a bigger 
turn radius, and therefore other mobility 
challenges and limitations.

Dr. Edward Steinfeld, a professor of 
Architecture and Director of the Center for 
Inclusive Design and Environmental Access 
(IDEA Center) at the University of Buffalo, 
has proposed a design addendum to the ADA 
extending the required turn radius in a space 
from 60 inches to 67 inches. While the goal 
is noble – to create a better experience for 
those in wheelchairs – perhaps there should 
be more to this story. 

For those who are wheelchair bound, 
the time is ripe for a breakthrough in the 
mobility device industry. While medical sci-
ence is working to solve the real problems, 
the design industry should direct and fund 
research aimed at breakthroughs in device 
technology that will improve the lives of our 
fellow citizens.
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Device-assisted mobility transformation, paired with 
continuous improvements in building science is one thing 
we all can do to change the trajectory and bring equity that 
much closer.

Designing new and altering existing buildings and other 
facilities of public accommodation to be accessible is only 
one objective.  Research and development with respect to 
mobility is another.

The technology is there. Take a look at the iBOT Mobil-
ity System, a gyroscopic wheelchair that allows its users to 
stand up or even climb stairs. Check out the ergonomic and 
thoughtfully designed Stryker Prime TC mobile chair, designed 
by the late architect Michael Graves, himself disabled, who 
had a passion for improving experiences for hospital patients. 
This is realistic in our society today. 

Let’s skip a generation of only moderately effective solu-
tions and create something now that is truly transformational. 

Lanny McIntosh, CEO and founder of The McIntosh Group, is licensed to practice architecture in 48 states, the District of Columbia and Puerto Rico.  
Bradley Gaskins, principal and COO, is one of the nation’s foremost experts on accessibility. He is registered to practice architecture in 14 states, 
including Hawaii and Alaska. 

Research into 
device-assisted 

mobility is one of 
the most relevant 

things that we 
in the design 
industry can  

be doing.

Defining the 7 principles 
of Universal Design

The term Universal Design was coined by Ronald L. Mace, founder and 
former program director of The Center for Universal Design at North 
Carolina State University. In 1997 Mace collaborated with a group of 
architects, product designers, engineers and environmental designers to 
develop the Seven Principles of Universal Design. They include:

1.  EQUITABLE USE  
 
The design is useful and marketable to people with diverse abilities.

2.  FLEXIBILITY IN USE  
 
The design accommodates a wide range of individual 
preferences and abilities.

3.  SIMPLE AND INTUITIVE USE  
 
Use of the design is easy to understand, regardless of the 
user’s experience, knowledge, language skill s, or current 
concentration level.

4.  PERCEPTIBLE INFORMATION  
 
The design communicates necessary information effectively 
to the user, regardless of ambient conditions or the user’s 
sensory abilities.

5.  TOLERANCE FOR ERROR  
 
The design minimizes hazards and the adverse consequences of 
accidental or unintended actions.

6.  LOW PHYSICAL EFFORT  
 
The design can be used efficiently and comfortably with 
minimum fatigue.

7.  SIZE AND SPACE FOR APPROACH AND USE  
 
Appropriate size and space is provided for approach,  
reach, manipulation, and use regardless of user’s body size, 
posture or mobility.
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Operation     Automation
Across franchise corporations, strong brand standards are vital. But ensuring 
construction compliance across all franchises can be a daunting task to manage. The 
answer may be as simple as automation. Take the case study of a major quick service 
chain’s recent Prototype Rollout.
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Operation     Automation
Why the PWO System Works

By Lanny McIntosh, AIA
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OPERATION AUTOMATION

The brand was about a year into a major 
system-wide re-image program and needed 
help managing its prototypes. It had dozens 
of different prototypes being managed by sev-
eral architects, but couldn’t keep up with the 
changes coming from corporate. It also was 
dealing with a high level of inconsistency and 
problems with quality.

We observed it had a small number of 
base building types with different options for 
the level of remodel for each base building 
type. Each option, for each base building was 
being managed as an independent prototype.

The McIntosh Group developed what 
we call an “automated deductive” – “smart” 
prototype – whereby, each base building pro-
totype has all options as part of the prototype 
file. McIntosh uses web-enabled automation to 
compile a clean version based upon the options 
that are chosen.

The enabling technology is an online order 
form – or PWO (Production Work Order) – that 
both corporate and franchisees could use to 
order its prototype drawings. The users go to 
the link, sign in, and then select which base 
building and major option packages they 
want. They can select any one of several dozen 
other options.

As part of this PWO process, the brand’s team can track trends 
among its franchisees so that it knows what features are  

being used the most and what can be phased out. 

For each option, we illustrate a cost range, so the franchisees may make informed decisions. 
Once they are satisfied with their order, they click “send,” and we get an email indicating the order 
has been placed.

Next, we run a quick review of the order and initiate the automation. At the end, McIntosh 
also verifies that the automation was completed correctly. When complete, we upload the files to 
the online collaboration server in the designated project folder. Each upload includes the native 
AutoCAD files and a PDF for its Site Adapt Architect to use in its work.

As part of this PWO process, the brand’s team can track trends among its franchisees so that 
it knows what features are being used the most and what can be phased out. This helps increase 
its efficiency. The data is displayed in a dashboard that corporate can access from a desktop, tablet 
or smartphone.
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[Change management –  
The art and science of  
continually improving a brand]
The McIntosh Group also has helped the quick 
service chain by developing a change manage-
ment tool that allows both sides to mutually 
track each change request as it surfaces.

This helps assign it to a change cycle, 
communicate the information that is needed, 
identify the prototypes and disciplines that are 
impacted, and agree on the potential and actu-
al fee and time implications.

Across franchise 
corporations, strong 
brand standards are 
vital. But ensuring 
construction compliance 
across all franchises  
can be a daunting  
task to manage.

• Create consistency and quality in prototypes and construction documents

• Easily order the appropriate prototype drawings

• Track which items are being ordered

• Make informed decisions regarding budget

• Have accountability across change management process

• Manage internal expectations

•  Greatly increase speed of delivery of construction  
documents to franchisee’s site adapt architects

This one tool has immeasurable impact in 
that it brings transparency, discipline and account-
ability to the process of change, allowing the com-
pany to manage internal expectations and allows 
McIntosh to manage our resources as well.

The chain remains a leader in the way it 
utilizes the PWO System technology to manage 
prototypes and projects generated through this 
process. Because it can more efficiently man-
age its prototype program, the chain can put 
more resources toward making its brand the 
best choice in quick service restaurants. 

The lowdown on PWO System
Using the Project Work Order system, Corporate can: 
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ADA Q&A

If you have questions, we have answers. AskBrad is an ADA Q&A designed to be your resource for Title III ADA questions.  
To submit a question, visit us at www.mcintoshtransforms.com/ask-brad.

Disclaimer:
“AskBrad” is designed to provide accurate and authoritative information on the Americans with Disabilities 
Act (ADA). It is provided with the understanding that Brad is not an attorney and is not engaged in render-
ing legal or other professional services. Additionally, the ADA is subject to interpretation of the courts and 
the Department of Justice. If legal advice or other expert professional assistance is required, you must 
seek competent legal and professional advice.

Brad Gaskins, AIA, CASp is a partner at The 
McIntosh Group and a leading expert on acces-
sibility and Title III ADA Standards. He also is a 
continuing education provider and regularly leads 
presentations, seminars and webinars for profes-
sional groups regarding accessibility nationwide.

Are handrails required  
if the curb ramp  
exceeds 6 inches? 

– Derrick, North Carolina

Handrails are not required at curb ramps, which 
are a different element than ramps. Curb ramps 
are covered under Section 406, while ramps are 
covered under Section 405 of the 2010 ADA 
Standards. There are no requirements for hand-
rails in Section 406 curb ramps, while ramps 
are required to have handrails when the rise is 
greater than 6 inches per Section 405.8.

The definition of a curb ramp is a short 
ramp cutting through or built up to a curb. There 
is no specification for what the height of the 
curb is, however, one should use reason when 
determining what may or may not be a curb.

The local hospital 
recently redid the front 
doors with a revolving 
door that makes it 
nearly impossible for a 
wheelchair or scooter to 
enter. Do revolving doors 
meet the ADA standards? 

– Ken G., St. Augustine, Fla.

Revolving doors cannot be a part of an acces-
sible route per ADA Standards Section 404.2. 
This usually is handled by placing a 36-inch 
swinging door adjacent to or in very near prox-
imity to the revolving door.

What is the difference  
between an Access 
Specialist and an Architect?

An access specialist is someone who is famil-
iar with the Americans with Disabilities Act 
and can help you identify barriers to accessibil-
ity at your facility that may limit the way indi-
viduals with disabilities can utilize your space.

An architect is a licensed professional that 
can make accurate design recommendations. 
Every architect should be familiar with ADA, but 
many are not specialists in this area. It is import-
ant to hire an architect that specializes in ADA.

In the 2014 court ruling for “Kirola v. The 
City and County of San Francisco,” the court 
questioned the qualifications of the plaintiff’s 
Disability Access Specialist expert witness. 
The report reads, “[The plaintiff’s Disability 
Access Specialist] is not an architect… only 
licensed architects are qualified to be experts 
in disability access standards.” 

In a high-rise building, what is the ADA requirement for door 
pressure to open and if assist is required? 

– Marvin L., New Jersey

There are several unknowns to the question, so I will make each assumption and apply the appro-
priate standard. Under the ADA, if the door is an “Interior” door, the maximum opening force is 5 
pounds. If the door is an “Exterior” door, there is not opening force requirement. An automatic or 
assist door is not required in either situation under the ADA, but can be an appropriate accommoda-
tion under a request to provide a Title I Employment accommodation. Of course, the owner/operator 
can at any time decide that the installation is good service for any visitor or user and install a closer.

Do service dogs need to be harnessed?  
If so, does it need to be labeled “service dog” on it? 

– Tom F., USA

Under ADA, service animals must be harnessed, leashed or tethered, unless these devices interfere with 
the service animal’s work or the individual’s disability prevents using these devices. In this case, the indi-
vidual must maintain control of the animal through voice, signal or other effective controls. Staff cannot 
ask about the person’s disability, require medical documentation, require a special identification card or 
training documentation for the dog, or ask that the dog demonstrate its ability to perform the work or 
task. The service animal does not need to have identification on the animal such as a collar, leash or vest.
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all customers. According to a story by S.C. Bha-
tia in Retail Management, elements of store 
design and layout should “provide customers 
with a sense of comfort and sense of belong-
ing” by including features such as lounge areas 
and refreshments.

We have seen this trend recently in 
some of our high end retail clients 
who provide areas for customers to sit 
and chat amongst themselves or with 
sales representatives while enjoying a 
cool beverage.

Our client Kit and Ace provides a 
“supper club” table in its stores. The 
spaces include a large, informal supper 
table meant for bringing people together, 
set in a comfortable oasis in the middle of 
the shop that provides customers a place 
to sit and look at products or just relax. It 
also serves as a table for special events, 
including a literal monthly “supper club,” 
where artists, influencers and people do-
ing creative things come in and have din-
ner inside the stores.

Kit and Ace also provides a car-
bonated water dispenser for customers 
to quench their thirst while shopping. In 
a few stores, we are designing a small 
coffee shop within the retail space.

But lounge areas and coffee shops 
take up valuable space for showcasing 
products. Bhatia suggests that retailers 

can help offset costs by harnessing technolo-
gy. By using modern distribution systems and 
operating procedures, non-selling space can 
be minimized.

The size of retail stock rooms and back-
stock areas have been shrinking for some 
time. Technology has allowed retailers to 
know what items are being sold and at what 
rate. With this information they are better 
able to ship only those items needed to re-
stock the merchandise on the sales floor.

RETAIL TRENDS

Standing Out Above the Crowd

By Ted A. Reeds II, AIA and  
Bruce Horgen, Assoc. AIA

However, in all of these platforms, per-
haps the most compelling element that speaks 
both to Baby Boomers and Millennials is cus-
tomer experience. The layout of the store can 
have a big impact on how enjoyable the shop-
ping experience can be, and we’re seeing the 
evidence in our clients’ design trends.

In the article, “Retailers Prepare for Aging 
Baby Boomers,” on VOAnews.com, retail expert 
Georganne Bender references some custom-
er experience changes that drugstore chains 
already are making to improve experience for 
elderly customers, a rapidly growing population. 
“They’re re-setting their counters, not putting 
things too high or too low, [and] they’re putting 
carpeting in the store,” she told the publication.

Some retail stores take this notion even 
further by providing exceptional amenities to 

Ted A. Reeds II, AIA, is a Senior Associate for 
The McIntosh Group. His broad project expe-
rience covers restaurants, lodging, offices, 
urban mixed-use commercial and residential 
buildings, and healthcare facilities. 

Bruce Horgen, Associate AIA, is an Associate 
Principal for The McIntosh Group. His expertise 
is in project, program and rollout management.

In today’s highly competitive retail industry, every store must stand out 
from the crowd. From omnichannel marketing, to social media selling, and 
smartphone applications, retail trends are reflecting a more connected and ed-
ucated consumer base.

According to vend University’s “Retail Trends 
& Predictions for 2016,” merchants will adopt in-
store mobile devices such as kiosk centers or even 
sales associates carrying their own smartphones 
and tablets to assist shoppers with questions. 

This is a service that was perhaps first seen 
in Apple Stores, and has spread to other tech re-
tailers. Customers are greeted as they enter the 
space and quickly have their needs accessed so 
that they can be routed to an associate specializ-
ing in their need. While there are the traditional 
point-of-sale areas, each of the associates are 
also able to close your purchase at any location 
in the store, using their mobile device to a credit 
or debit card, and then can email your receipt 
to you. This saves the customer time, reduces 
paper receipts, and more quickly places the cus-
tomer with the specific service they need.

But not only does this method increase 
efficiency; it decreases stress. Smaller check-
out lines reduce the sometimes crowded and 
hurried feel that traditional rows of lines near 
the entrance or exit of retail spaces can create.

By using the right technologies and creat-
ing consumer-centric store layout, retail spaces 
can become places that customers want to go 
for an easy and fun shopping experience. 

The layout of the store can 
have a big impact on how 
enjoyable the shopping 

experience can be, and we’re 
seeing the evidence in our 

clients’ design trends.




