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design and development firm in 
the country. 

1993 Debut of Turnstone®, a new Steelcase
brand to serve the office furniture
needs of small businesses.

1990 Launch of Details®, a subsidiary that
provides innovative worktool solutions
compatible with most furniture systems.

1986 Opening of the $111 million Cor -
porate Devel op ment Center, a new
product-development facility that
reinforces Steelcase as having the
most comprehensive research capa-
bility in the office furniture industry. 

1965 Initiation of the company’s first envi-
ronmental program focused on better
understanding Steelcase’s environ-
mental impact and developing new
processes and programs to reduce
that impact.

1937 The company creates oval-shaped
desks based on the design vision of
Frank Lloyd Wright. They’re used 
in the S. C. Johnson and Company
building, which Life magazine calls
“the most inspirational office build-
ing of the 20th century.”

1915 First sale of Metal Office desks: 200
fireproof steel desks for Boston’s first
skyscraper, the Customs House Tower.

HISTORY
From the beginning, Steelcase was all about inno-
vation and discovering insights about how to help
improve work performance. In 1914, Metal Office
Furniture Company saw something no one else did.
Cigar smoking was common in the workplace, and
those cigars were surrounded by wicker waste -
baskets, paper, and wooden furniture. That com -
bin ation led to fires, an insight that led to the
development of the world’s first metal wastebasket.

The company changed its name to Steelcase
in 1954 and became a publicly held company in
1998. Over the past five years alone, Steelcase
has served more than 95,000 companies. Today,
Steelcase has nearly 13,000 employees, $3.4 bil-
lion in sales worldwide, 30 manufacturing facili-
ties around the world, and the most experienced
dealer network in the business. Steelcase offers
global reach with local expertise. 

THE PRODUCT
Steelcase has the broadest offering of architec-
ture, furniture, and technology products and the
widest range of services in the market. The com-
pany’s innovative products include:

THE MARKET
In today’s competitive, networked world, 
the workplace is more vital than ever. 
It’s where people connect with other people,
with information, with the tools they need 
to do their job, and with the culture of 
their organization.  

As the industry leader, Steelcase is
intent on “providing a better work experi-
ence” — which guides everything the com-
pany does and everything it makes.  

Steelcase has a passion for understand-
ing what’s happening in the workplace and
how work is changing. By paying attention
to how people work and by applying propri-
etary research methodology, Steelcase is
able to enhance the understanding of high-
performance work environments and how
they can help people work better.

ACHIEVEMENTS
From Steelcase’s first patent for a metal
wastebasket to the development of environ-
mentally sensitive products like the Think
chair, the company has a heritage of design
innovation and customer-centered solutions.

2008 Steelcase launches Coalesse, a new
collection of products for live/work
environments.

Steelcase introduces a new cate-
gory of furniture designed specifically 
to support collaboration: cobi™ and i2i™

collaborative seating and c:scape and
media:scape collaborative spaces.

Steelcase introduces the WorkLab, an
innovative and ambitious space designed to
help customers delve deeper into
the Steelcase experience.

2006 Steelcase joins the U.S.
Environmental Protection
Agency’s Climate Leaders
program, an industry-
government partnership
aimed at developing
long-term, comprehen-
sive corporate climate
change strategies. 

Steelcase launches
Nurture™ by Steelcase, a
new organization focused
on the health-care envi-
ronment.

2004 Steelcase introduces the
Think™ chair: a smart,
simple, and environmentally

sustainable product that addresses the grow-
ing need for mid-priced ergo n omic seating.

Introduction of the Steelcase Environ -
mental Partnership, a corporatewide environ-
mental program designed to help customers
determine and implement the best strategy
for administering Steelcase furniture at the

end of its useful life. 
2001  Steelcase buys the

PolyVision Corp., the
world’s leading man-
ufacturer and installer
of visual communi-

cation products for
the education and cor-

porate markets.  
1999 Steelcase introduces
the revolutionary Leap® chair,
a new seating technology
aimed at addressing the cor-
relation between back pain
and worker productivity. 
1996 Steelcase makes an

equity investment in IDEO,
the largest independent product

®
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