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INTERIORS CASE STUDY

IM ready

Freddie Steele visits IM Group’s new offices and finds
an oasis of peace and a great place to do business
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Making your way through the rural idyll of
Coleshill in Warwickshire to the new office
building of IM Group, you'd be forgiven for
thinking you were approaching a country
house hotel for a sedate weekend, rather than
a meeting at a business HQ.

But at the end of the drive the modern
office building is there all right, all brushed
steel, tinted glass, manicured lawns and
topiaried trees and shrubbery. Step outside
the acoustically sealed bubble of your car and
the distant rumble of traffic noise reminds
you of exactly where you are: in the middle of
a bullet-shaped island of countryside formed
by the sweep of the M42 and MG motorways.

Which is music to the ears of [M Group,
one of the UK’s largest importers and
distributors of vehicles, selling Daihatsu,
Subaru and Isuzu cars and commercial

vehicles through a national network of
dealers. The new 3,700 sq m, two-storey office
building is home to staff working for those
three franchises, along with a number of
support personnel who have made the move
[rom the company's original premises in
West Bromwich.

The first question to ask was why the move?
“There was a lot going for the firm where we
were in West Bromwich. We had high staff
retention, indicating that people were happy,
and the business was thriving. But we also
recognised the need for change,” explains
Andrew Edmiston IM Group’s MD.

‘About five years ago, the market began
to change rapidly. The industry was under
pressure to reduce prices, the use of the
internet was changing our relationship with
customers, there was a world oversupply
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tour dealers use their premises to project
right image. That all meant we had to look
vhat we did as a business, which inevitably
» meant looking at our offices, It would

‘¢ been no good us talking about the image
he people we work with if we weren’t
pared to go down the same road ourselves.
after looking at what we needed we came
with three watchwords for the new

1ding: agility, inventiveness and openness.
“his was the brief delivered to Claremont
»up Interiors, which provided design and
st for the building, as well ag audio-visual
tems through Viewpoint, its specialist AV
1. Ann Clarke of Claremont believes the

reduce the scope for misunderstanding.’

OPEN PLANNING
One of the most notable things about the
company's new office building is its openness.
The view from the reception through the
large central atrium to the glazed rear of the
building is uninterrupted, flooding the entire
interior with light while also reflecting the
firm’s link to car dealerships. In short, it looks
a bit like a car showroom. This impression
is reinforced by the Subaru Tribeca that is
mounted on a point-of-sale display in the
middle of the floor.

The space is also clearly focused on getting

Interior design and fit-out — Claremont
Group Interiors

Audio-visual - Viewpoint

Graphics and signage — Artworks Solutions
Carpet — Milliken

Desking and storage, glazed pariitions and
storewall — K & N

Task seating — Orangebox

Director offices — Bene

Director seating — Interstuhl

Boardroom suite — Gordon Russell
Boardroom and meeting room seating — Vitra
Informal seating — Vitra, Orangebox

Cafe chairs/tables — Vitra/Orangebox
Catering — Catering Partnership
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