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I never fail to marvel at the grandeur of the near- 
ubiquitous Haussmannian facades, their elegant  
stonework and winding wrought-iron balustrades lining 
arrow-straight avenues. But today’s quintessential 
Parisian street was widely reviled when first built. 
Though he is generally lauded today as a visionary urban 
planner, in his heyday, Georges-Eugène Haussmann was 
accused of everything from reckless spending to demol-
ishing Paris’s local character and medieval history.

Change is uncomfortable. For all of the mantras about 
embracing it, we are much more conditioned to dig in 
our heels and cling to the status quo. It takes a certain 

amount of gusto, vision and guts to insist on moving the needle—and to wait for everyone 
else to catch up. (Though Haussmann was fired for overspending and remained deeply 
unpopular, some of his most vocal detractors would begrudgingly admit to appreciating the 
changes he had wrought upon their city’s landscape during his lifetime.)

Our feature story profiles 18 of our industry’s present-day innovators: the thinkers and 
doers and visionaries who are shaping the future. Steve Jobs once said he aspired to “put a 
ding in the universe,” a sentiment that’s not unfamiliar to those we profiled here. These are 
the people with new ways of thinking about how to do business—and who are brave enough 
to put those ideas into practice with their own companies and capital. As our team  
conducted these interviews, it was impossible not to feel hopeful and inspired by the trans-
formative vision of these leaders and entrepreneurs. And though some of their contributions 
are exacting drastic changes in the way we do business, my guess is that even the biggest 
Luddites among us will soon be singing their praises. 

We’re innovating here, too, with the launch of the Business of Home podcast. In the 
weekly show, host Dennis Scully tackles all corners of the design world by chatting with 
industry leaders and insiders. Guests include Domino chief revenue officer Beth Brenner, 
home brand entrepreneur Christiane Lemieux, and several of the innovators profiled in this 
issue, including Homepolish founder Noa Santos.

A view of the Seine in Paris
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@sophiedow 
House Beautiful’s EIC Sophie Donelson, caught matching the bullion fringe and 
banquette in the Dedar showroom at Paris Déco Off

When in Paris
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7 |  Sotheby’s acquires 
consignment site Viyet
Viyet, a digital marketplace for  
buying and consigning home  
furnishings, which serves 
13 markets in the 
U.S., was acquired by 
Sotheby’s in a move 
to complement the  
auction house’s  
private sales and 
online auctions with 
more fixed-price options. 
Viyet’s team, led by CEO Elizabeth 
Brown (above), will continue its 
current business operations, now 
reporting to the Sotheby’s North 
American Art and Objects division.
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design dispatch

The Scoop: Top Stories of the Season
From a major Houzz acquisition and some magazine drama to new funding for  
design startups, here are the juiciest bites from the Editor at Large news desk.

2 | Modsy and Floyd score VC funding
Venture capital continues to infuse the design world. Startup Modsy, a 
digital platform that creates custom 3-D renderings, secured $23 million 
in Series B funding from Advance Venture Partners, Norwest Venture 
Partners, NBCUniversal Cable Entertainment and Comcast Ventures, 
among others, while online furniture brand Floyd nabbed $5.6 million 
in Series A funding from La-Z-Boy, Beringea, 14W and Endeavor.

4 |  Houzz acquisition 
dubbed “IvyGate” 
Once Houzz purchased 2-year-
old startup IvyMark, the workflow 
management system created for 
designers, a social media storm 
ensued. Some IvyMark members 
were upset that their data  
(including products specified, fees 
and markups, and clients’ names and 
addresses) could belong to Houzz. 
To address members’ concerns, the 
founders of both companies—Alon 
Cohen of Houzz (above left) and 
Lee Rotenberg and Alexandra 
Schinasi of IvyMark (above 
right)—promptly issued a FAQ and 
announced immediate changes to 
their practices and policies.

1 | Havenly and 
Homepolish step up 
their games
Online design services aren’t going 
anywhere: Havenly plans to expand 
its staff and invest in technology 
(using its $12.5 million in Series 
B funding) to better match clients 
with designers. And Homepolish 
expands into construction with 
Build, a new service that pairs cli-
ents with vetted contractors, archi-
tects and construction specialists 
based on their renovation needs. 

6 | MOD Media  
shutters New York 
Spaces
Less than a year after acquiring it, 
MOD Media closed New York Spaces 
magazine, after allegedly continuing 
to let its employees work when it 
knew it didn’t have the money to 
pay them. In a statement to Editor 
at Large, MOD Media president 
Shannon Steitz said the magazine 
has been forced to “restructure” due 
to liabilities taken on during the 
acquisition and clients’ inability to pay 
bills. She added that MOD Media is 
exploring options to keep the maga-
zine open, including a failed attempt 
to offer ownership to the staff. 

3 | Musical chairs 
at the Hearst Design 
Group
The Hearst Design Group has 
tapped Bill Pittel, former adver- 
tising director at Architectural Digest, 
as associate publisher of Elle Decor. 
Pittel’s predecessor, David Hamilton, 
moved into a new role as associate 
publisher of Veranda, which had 
been open since Katie Brockman 
departed for Luxe Interiors + Design 
last summer. 

5 | #DoItFor  
initiative launches
The Decorative Furnishings 
Association’s new website and ad 
campaign, #DoItFor, officially 
launched after raising $115,000 
from 100-plus members of the 
design community. The funding 
supported both the ad campaign 
and the development of an online 
portal that matches interior 
designers with prospective clients. 
Spearheaded by former DFA 
president Chad Stark, the  
initiative encourages consumers 
to work with professionals instead 
of attempting to DIY. 
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LOS ANGELES
Knoll opened its second retail location, KNOLL 
HOME DESIGN SHOP—a 4,000-square-foot 
Johnston Marklee–designed space in hand-polished 
gray terrazzo inspired by northern Italian archi- 
tecture from the 1950s and 1960s. The herringbone 
oak flooring and brass details inside complement 
the collections on show, from new debuts by 
David Adjaye and Marc Krusin to classic designs 
from Eero Saarinen and Harry Bertoia. (314 N. 
Robertson Blvd.)

Modern furnishings dealer CONVERSO opened 
its first West Coast location—2,200 square feet of 
space, including a smaller “cabinet” room off the 
main showroom for capsule collections and  
curated exhibitions. Initial pieces on display include 
a sculptural torch-cut table by Isamu Noguchi, a 
Paul Evans vertical Argente cabinet, a coffee table 
sculpted by Studio Wendell Castle and a brass  
mirror by Gabriella Crespi. Outside, the show-
room’s custom awnings were designed by artist 
Artsu Ono and inspired by the California desert. 
(7257 Beverly Blvd.) 

Antonio Citterio, a veteran designer for 
FLEXFORM, created the showroom concept for the 
brand’s new 3,500-square-foot Los Angeles flagship, 
located in the heart of the West Hollywood Design 
District. In addition to the Italian furniture brand’s 
classic pieces, the space will feature a new collection 
from Citterio and a new line of flatweave rugs. (308 
N. Beverly Blvd.)

Show-Rumors
This just in: The season’s newest  

showrooms and storefronts
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clockwise from top left: Converso in Los Angeles. Knoll Home 
Design Shop in Los Angeles. Baker’s showroom in Chicago. 
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Surfaces atelier TABARKA STUDIO 
opens its inaugural flagship showroom in the 
La Cienega Design Quarter, presenting its full 
brand vision under one roof for the first time in 
addition to its private label work. The showroom 
debut coincides with the launch of a new terraz-
zo collection inspired by Hollywood-era Palm 
Springs. (912 N. La Cienega Blvd.)

THE HOUSE OF PORTER, a new garden 
and design atelier from designer Jenifer Porter 
and HGTV personality Kelly Edwards, opens 
with fabric, hardware and flooring offerings; 
product from the likes of Safavieh, Bunny 
Williams Home, and Farrow and Ball; product 
customization; and the duo’s design services.  
(1207 Montana Ave.)

CHICAGO 
BAKER (Suite 6-187) debuted the first 
of its new concept showrooms at Chicago’s 
Design Center at the Merchandise Mart. The 
18,000-square-foot space blurs any and all lines 
between showroom and retail. The space also 
demonstrates how Baker is embracing its “House 
of Brands” concept, with space devoted to sis-
ter brands Milling Road and McGuire. Also at 
the Mart, MICHAEL-CLEARY (Suite 6-102) 
expands its multi-line showroom by 800 square 
feet to make room for offerings from Grag 
Studios, Esperanza Collection Lighting and 
Artisan Rugs, as well as products from Niermann 
Weeks, de Gournay, Keith Fritz Fine Furniture 
and Minton-Spidell. (222 W. Merchandise Mart 
Plaza)  

NEW YORK CITY
HOUSE OF TAI PING opened a new 10,000- 
square-foot Flatiron flagship to represent Tai 
Ping, Edward Fields and La Manufacture 
Cogolin, with a dedicated space for each brand’s 
full-size rugs and samples. The space also carries 

carpets by Les Manufactures Catry and features 
workspaces to collaborate with the showroom’s 
design team on custom projects. (26 W. 17th St., 
New York)

The Decoration & Design Building welcomed 
two brands to its roster of showrooms. Austrian 
textile company BAUMANN DEKOR (Suite 
518) opened its first U.S. outpost, where it show-
cases its own lines, as well as collections from 
James Dunlop and VFM. DZINENY (Suite 301 
and 303), the exclusive distributor of Roberto 
Cavalli Home Interiors, Gianfranco Ferré Home 
Interiors and Jumbo Collection, carries seating, 
case goods, lighting and carpet options. (979 
Third Ave., New York)

After more than four decades in the business, 
furniture and accessories purveyor LORIN 
MARSH made the move from the D&D 
Building to the New York Design Center 
this year. The new showroom brings the 
brand’s clean and contemporary aesthetic to 
life in a gallery-like space. (200 Lexington 
Ave., Suite 809, New York)

In response to its growing U.S. business, 
SOANE BRITAIN has expanded its New 
York offices. Clocking in at 1,300 square 
feet, the new space features a dedicated fab-
ric and wallcovering display to highlight new  
introductions. (131 W. 33rd St., 9th Floor, 
New York) 

Custom cabinetry company PLAIN 
ENGLISH DESIGN opens its first  
stateside showroom in Greenwich Village 
this spring, with two kitchen displays that 
spotlight the brand’s popular cupboard 
ranges, as well as wardrobes and displays of 
handmade wood and glazed metal screens 
to showcase the company’s offerings for 
elsewhere in the home. (51 E. 10th St.,  
New York)

HBF and HBF TEXTILES debuted 

a new joint showroom that features collabora-
tions with Nao Tamura, Studio Gorm and Space 
Copenhagen. (920 Broadway, 8th Floor, New York)

Environmentally conscious furniture  
manufacturer TEAM 7 opened its first stateside 
showroom, in partnership with German Kitchen 
Center. The Austrian brand eschews the use of 
veneers or formaldehyde in all of its collections 
of solid-wood furniture for the kitchen, dining 
room, living room and bedroom. (2003 Broadway, 
New York)  

The new FERGUSON BATH, KITCHEN 
& LIGHTING GALLERY showroom next to 
Brooklyn Bridge Park is also its largest in the 
New York metro area, with 9,000 square feet to 
showcase the retailer’s appliances, fixtures, faucets 
and lighting. (360 Furman St., Brooklyn) 

SOUTH
The new 2,100-square-foot ARTERIORS 
showroom in the Trade Mart at the Dallas 
Market Center prominently features the brand’s 
new retailer-focused Lighting Gallery Program, 
along with furniture and accessories introduc-
tions. (2100 N. Stemmons Freeway, 3301-TM, 
Dallas)

Interior and product designer Susan Jamieson 
opened her first store, BRIDGET BEARI 
HOME STORE, which carries art, accessories, 
furniture, lighting and rugs, as well as her own 
wallcovering, paint and furniture collections. 
Jamieson plans to redesign the shop regularly to 
showcase the mix of periods and styles the store 
offers, as well as host workshops and rotating gal-
lery exhibits. (1528 W. Cary St., Richmond, Va.)
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Tabarka Studio 
in Los Angeles

Bridget Beari Home Store
in Richmond, Virginia

12



‘‘
‘‘

14 spring 2018    business of home    editoratlarge.com

#showroomgoals

A Foot in the Door
Enticing designers to leave the comfort of their Aeron chairs to shop in showrooms has never been 

more difficult. Design centers are finding new ways to sweeten the experience. 

by kaitlin petersen

FREE LUNCH DOES EXIST—it’s available  
every day, in fact—at the Denver Design District. 
The meal, hosted daily by a different showroom, may  
not be what gets a designer in the door, but it has proven 
to be an effective way to encourage visitors to explore 
parts of the building they might not have discovered  
otherwise. As design centers fight for relevance in  
the digital age, half of the battle is figuring out how 
to address what their clientele needs—from curating 
a mix of showrooms whose products are in demand 
with local designers to offering programming that 
builds community or betters their businesses. 

THE AMENITIES
Sometimes it’s as simple as carving out spaces for  
designers to eat, work and meet. Since Butterfield 
Café opened at the New York Design Center last 
summer, the restaurant has become a go-to desti- 
nation for designers in the building. “It was an  
answer to designers who told us they needed a place 
for something delicious to eat, and a bright, light 
space to meet,” says Alix Lerman, the New York  
Design Center’s chief marketing officer.

Though the Dallas Design Center is, like High 
Point, more market-driven, it has recently begun 
to push its designer-focused showrooms to open  
daily. “We have more than 2,000 designers  
coming to our facility every month,” says Cole  
Daugherty, the center’s senior vice president. “The  
modern designer is on the move and has a ton of 
 information in the palm of her hand—that designer 
needs efficiency. It’s important to have a quick and  
easy way for them to drive up, valet park, walk inside 
and have a wide array of options. We have changed 
things up to reflect that, so that there are many more 
resources available every day.”

There will be valet parking for designers at the  
Boston Design Center, too, because, as general  
manager Kristan McLaughlin explains, “The last 
thing I want a designer to do is drive around looking 
for parking instead of coming inside.” McLaughlin is 
also piloting new hours on Thursdays this spring— 
9 a.m. to 7 p.m. instead of the typical 9 a.m. to  
5 p.m.—in a bid to appeal to designers whose clients 
can’t meet during the traditional workday. “We want 
to be open for dual-income families that work with a 
designer but are also working,” she says.

THE SELECTION
New designer perks aren’t the only changes being 
implemented. Many design centers are taking stock 
of local designers’ wish lists and attracting addi- 
tional showroom brands that meet their needs. “Our 
focus is on creating a marketplace that provides the  

resources a designer needs to do their job better,” says 
Lerman. Recognizing designer demand for artisan  
pieces, the New York Design Center worked with  
designer Brad Ford to open a space that showcases 
works from Field + Supply, the Hudson Valley–based 
makers fair he organizes; the result is FAIR, a show-
room that highlights elevated works by artisan exhib- 
itors. The building’s antiques dealers followed a  
similar trend. “The quality of dealers on our antiques 
floor is higher than ever, because that’s important 
to designers,” says Lerman, “and we’re dedicated to  
creating an environment that brings designers into 
the building.”

At the Cohen Design Centers (the Decora-
tion & Design Building in New York, the Pacific  
Design Center in Los Angeles, the Decorative  
Center Houston, and the Design Center of the  
Americas in Dania Beach, Florida), the focus is  
squarely on securing premier tenants with an  
international bent. “This year, our design centers will  

welcome more European brands, flagship intro- 
ductions and some of the most desirable global 
brands in the industry,” says Jeff Sampson, vice pres-
ident and director of marketing at the Pacific Design 
Center. “We attract an international clientele, and 
it is our privileged responsibility to ensure we are  
providing the trade with the best brands that the  
industry has to offer.”

Cain Brodie, director of marketing at Inter- 
national Market Centers in Las Vegas, responded  
to demand for a certain price point and quality.  
“Designers told us that they needed product at a  
medium-high price point that can blend seam- 
lessly into a high-end installation,” he says. “They 
need places to shop for their clients where they can 
round out a high-end experience with pieces at more 
moderate price points—which means they still want 
to see the high-end product, too.” Vanguard’s recent 
opening, and immediate success, was proof of concept 
for Brodie—and a welcome surprise for the Vanguard 

team that took a chance on Las Vegas. “They didn’t 
realize that we were their market,” he says. “For us, it 
goes to show that finding the right fit works.”

THE COMMUNITY
Design centers are also uniquely positioned to build a 
community of designers—a role many have begun to 
embrace with renewed vigor. Most of the 14 design 
centers BOH spoke with for this article reported an 
increase in showroom-hosted events and program-
ming that provides CEU credits. Last May, Design 
Center at the Merchandise Mart in Chicago hosted 
its first-annual Digital by Design, a full day of sessions 
on content creation, online presence, Instagram- 
worthy interior photography, and the ins and outs of 
a successful website—all topics that stemmed from 
designer requests. 

Jo Mabary, the Denver Design District’s  
director of leasing and marketing, is creating a real 
outlet for designers to collaborate. At the district’s 
Dialogues in Design events, the wine flows freely  
and designers talk about common pain points— 
recent topics include how to deal with clients who 
shop online or reject custom orders, and what hours 
to charge for and at what rates. “We like to call it  
‘Best Practices, Shared Confusion,’” jokes Mabary. 
“These evenings are well attended—we often get 60 
or more RSVPs—and we love the camaraderie they 
have created.” 

An inviting space for designers to work can be 
the most enticing perk. The Boston Design Center’s 
3,000-square-foot designer lounge includes a small 
kitchen and two conference rooms, in addition to the 
building’s ground-level food and beverage locations; 
two 8-foot-long worktables are also available in the 
wide hallways on every floor. In Las Vegas, where the 
clientele is a mix of local designers and visitors who 
have flown in for the day, the International Market 
Centers team carved out 4,000 square feet for the 
satellite location of a local fabric showroom. The  
resulting space is both a workroom for designers, with 
tables and conference rooms, and a resource library 
with best-selling samples from 30 leading brands.

In Chicago, the Design Center at Merchandise 
Mart recently renovated DesignHQ, a members- 
only club available to trade professionals and their  
clients. The space boasts places to hold meetings,  
private conference rooms for client presentations, 
worktables and a concierge to help with project  
logistics—as well as a lounge area for socializing, 
complimentary snacks and drinks, and a very simple 
luxury that can be awfully hard to come by: charging 
stations. Sometimes, it’s the simple things that mean 
the most.

THE MODERN DESIGNER IS 

ON THE MOVE AND HAS  

A TON OF INFORMATION  

IN THE PALM OF HER 

HAND—THAT DESIGNER 

NEEDS EFFICIENCY.

L I V E  Y O U R  S T Y L E

D E S I G N E R ,  V I N T A G E ,  A N D  E X C L U S I V E  F U R N I S H I N G S 

I N  E V E R Y  S T Y L E — I N C L U D I N G  Y O U R  O W N

L E A R N  M O R E  A B O U T  O U R  T O  T H E  T R A D E  P R O G R A M  A T  O N E K I N G S L A N E . C O M / T R A D E
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What tech innovations have transformed 
your workday?
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Easier than CAD
“We’ve been using SketchUp to create 
fully developed 3-D drawings. It takes 
a little time to get used to, but is an 
easy program to learn. We’re producing 
better designs because we can really see 
and manipulate details. It’s been a game 
changer for our clients, too, as it’s so 
much easier for them to get excited and 
move forward with design schemes that 
they can easily envision.” 

—Catherine Davin 

Insta Clients
“We have fallen in love with Instagram, 
both as a communication tool to 
explain what we do and to share what 
inspires us. We have one client who 
found us through Instagram, and many 
others who have admitted to evaluating 
our feed before meeting, so it works on 
both an artistic level and on a business 
level. Potential clients who look us up 
on Instagram get an immediate sense of 
who we are and what is possible.”

—Katie Lydon

Slacking On
“We moved all of our internal 
communication off of email and 
onto Slack last year. It has vastly 
improved and streamlined the 
information flow for our teams, 
saves huge amounts of time, and 
helps us prioritize messaging and 
tasks. I also use the iAnnotate app 
to review, redline and add notes to 
our drawings—whether I’m in the 
office, at the job site or in the air. 
It’s quick and efficient, and allows 
me to use flight time in a way that I 
never could with paper plans.” 

—Tom Stringer

Clip Art
“We changed our management soft-
ware to IvyMark and it has changed 
the way we do business. Rather than 
using several separate programs, 
IvyMark integrates it all—we’re able 
to stay on top of billing, get paid 
faster, organize furniture schedules 
and more. Plus, the Ivy Clipper 
tool allows us to search for product 
from any manufacturer, then grab 
images and information we need to 
create a beautiful tear sheet for our 
clients. Moving to a new system can 
be daunting, but now that we are 
up and running, I’m happy to have 
made the switch.”

—Kim Radovich

Reality Check
“Reality TV has been a game changer 
for many of our businesses. It gives  
consumers a glance into expensive, 
well-designed homes and leaves them 
wondering how they can recreate those 
looks in their own spaces. (Let’s face 
it, MTV’s “Real World” introduced an 
entire generation of teenagers to loft 
living, cool furniture, mod lighting, 
big artwork and chic accessories. And 
millions of people across the country 
know who Martyn Lawrence Bullard is 
not because they subscribe to a shelter 
magazine, but because they watch one 
of the Kardashian shows.) The desire 
to live in a pulled-together home has 
encouraged people to work with an 
interior designer, which they may not 
have considered before.” 

—Libby Langdon

Q&A: 

Gearing Up
“The tool that has 
changed our design 
accuracy and presen-
tation clarity the most 
has been the use of 
virtual reality goggles. 
When we put the 
Samsung Gear VR 
device (below) on our 
clients, they are imme-
diately immersed in 
the space—there are no 
longer any unknowns 
left up to interpretation. 
The result is a clear 
understanding of the 
finished space for the 
contractor, real-time 
feedback from our 
clients, and zero 
instances of surprise or 
disappointment when 
the project is delivered.” 

—Patrick Sutton

 The Samsung Gear VR 

device is powered by 

Oculus virtual reality 

technology.

Passing Notes
“The iAnnotate note-taking app has 
allowed me to work more efficiently. I 
can quickly mark up documents and 
send them to my office or to contrac-
tors, highlighting areas that need to 
be reviewed or leaving comments in 
red ink. It’s genius! In a project we are 
designing at 56 Leonard in New York, 
I realized that, because the master bed-
room’s closet had been reconfigured, the 
custom built-ins weren’t going to fit. I 
was able to make notes immediately to 
show how reducing the bookshelves by 
9 inches each would make it all fit—all 
without being near my computer. I 
then emailed the project manager at 
my office and the millwork shop at the 
same time, so everyone got the infor-
mation in less than an hour.”

—Richard Mishaan

S P R I N G  2 0 1 8  C O L L E C T I O N
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to-the-TRADE

 join today  >

OUR TO-THE-TRADE 
LOYALTY PROGRAM       
The MG+BW Comfort Club 
of fers you 30% – 35% savings 
every day, with exclusive 
access to special of fers and 
services. Please contact a 
Signature Store near you for 
more details.



The New ‘It’ Category
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on the beat

With nearly 80 percent of U.S. households enjoying outdoor space, it’s no surprise that the International 
Casual Furnishings Association expects the outdoor furnishings category to gross $5.5 billion by 2021. We 
turned to the brand standard-bearers for an inside look at the top-performing SKUs and finishes. 

on the beat 
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Ahead of  
the Curve
“Most of our customers 

live in coastal communities 

and spend time outdoors 

year-round,” explains 

Kirsty Williams, senior vice 

president of design for 

Serena & Lily. Yet while the 

brand has perfected the 

après-beach look, it is rel-

atively new to the outdoor 

category. This spring, it 

focused on translating its 

bestsellers into pieces that 

shoppers can actually take 

outside, like the Capistrano 

outdoor daybed (left), the 

resin version of an oft- 

Instagrammed rattan 

indoor favorite. “It retains 

all of the same graceful 

curves, but is constructed 

of sturdier outdoor  

materials,” says Williams.

Woven seating is having 

a major moment at 

Dedon. The Sebastian 

Herkner–designed Wing 

chair from the Mbrace 

collection (above left), 

made of teak and a 

triaxial synthetic weave—

beloved for its comfy 

profile and mixed mate- 

rials—is quickly becoming 

a top performer. Outdoor 

lighting—including 

Herkner’s splash-proof 

Loon floor lamp (above 

right)—is another grow-

ing category. 

IN THE FRAME
Tommy Bahama for Lexington Home Brands looked to its own 

collection for inspiration when creating the best-selling  

outdoor frame, the Island Estate Lanai wing chair (above), 

which is modeled on one of its most popular indoor styles.

MADE-TO-ORDER
Custom details are all the rage among Munder-Skiles’s  

clientele, especially the shapely teak Cantor collection (shown 

above on a terrace designed by Kim Hoyt), which features 

specially made gridded wood panels.

22
FINISH COLORS 

AT MCKINNON 

AND HARRIS 

Though neutral 

shades of the 

high-performance 

aluminum have 

long surpassed 

the demand for 

other colorways, 

the Virginia-

based furniture 

company has 

seen a significant 

uptick in requests 

for bolder, nature- 

inspired green 

and blue hues.

DESIGNER MARTYN LAWRENCE BULLARD MAKES HIS MARK ON THE OUTDOOR CATEGORY 

WITH TWO NEW COLLECTIONS FOR FRONTGATE: A MIDCENTURY-LEANING MODULAR SEATING 

AND DINING SERIES INSPIRED BY THE LINES OF A DIRECTOR’S CHAIR (“IT’S VERY LUXURY 

YACHT-GOES-TO-SAINT TROPEZ,” SAYS BULLARD), AND A MOORISH-INSPIRED TEAK LINE, 

WHOSE STANDOUT PIECE IS A HANGING DAYBED (RIGHT) MOUNDED WITH EXOTIC TEXTILES. 

PAINT THE 
TOWN 

Powder-coated 
aluminum outdoor 

furniture in a 
rainbow of hues (like 

the Great Camp 
Adirondack chair, 
above) makes top 

marks at Sutherland. 

LEE INDUSTRIES LONG AGO PERFECTED THE 

ART OF THE INDOOR SWIVEL; NOW, THE NORTH 

CAROLINA–BASED MANUFACTURER  BRINGS 

THE FEATURE TO ITS OUTDOOR OFFERINGS, 

INCLUDING THE BEST-SELLING LIDO CHAIR.

100

43

NEW SKUS

YEARS

Summer Classics  

goes all in on  

performance textiles 

this season, with more 

than 100 exclusive new 

fabrics for its outdoor 

seating lines— 

including a new, 

completely upholstered 

outdoor collection. 

That’s how long legendary 
architect and furniture 

designer Antonio Citterio 
has been creating award-win-
ning product for B&B Italia. 
His outdoor collection, Gio, 

continues the winning 
streak—the striking range of 
outdoor sofas, lounges and 
dining sets in antiqued gray 
teak has been the company’s 

chart-buster since it launched 
two years ago. 

  This spring, Castelle launched a quick-ship program for 
its most popular aluminum, all-weather wicker and resin 
wood styles—and saw a boost in sales as a result. “We’ve 
taken a 2-4-6 approach,” says CEO and president Derek 

Ritzel. “Two weeks for consumer delivery of our 
best-sellers; four weeks for our express program, which 

includes more collections and color options; and six weeks 
for any fully customized outdoor product. The benefit of 
these programs is being seen across all three categories.” 
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RISING 
STARS

MODERN MARVEL PAST PERFECT 

Janus et Cie’s all-weather furniture 
often makes its way indoors. In 

powder-coated aluminum, the Zebra 
armchair answers designers’ craving 

for looks that swing both ways—
indoors and outdoors, that is. 

Designer Thomas O’Brien’s first 
outdoor collection for Century is 

an ode to historical garden 
furniture design that is elegant, 
practical, and just as beloved as 

his indoor line. 

HAVING IT BOTH WAYS



Roll & Hill

designers debate
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EMILIE 
MUNROE
@studiomunroe

A kitchen full of cabinetry feels staid and overpowering, leaving you 
lost in a sea of matching doors. (And are you really going to make 
your houseguests fling each door open in an effort to locate dishware?) 
I feel the same way about cabinetry that I do about Eche when he 
walks into a design event: He looks like perfection in his suit and tie, 
but I just want to take a layer off and see a bit more of what’s behind!

An open shelf is a blank canvas that’s full of opportunity, and 
the increased accessibility of everyday essentials is a huge bonus in 
busy, dynamic lives. It brings color and texture into the kitchen and 
enhances the volume of the room by opening up vertical space. One 
of the biggest concerns about open shelving is maintaining a curated, 
organized look. But fear no more: Once you’ve determined the ideal 
layout, it is effortless to return pieces to their proper spot. After all, 
the only difference is that you don’t have to open a door to access the 
cupboard! When you remove the doors and make a conscious choice 
to have kitchenware that you love, you will not only enjoy utilizing the 
pieces, you’ll also add personality and style to your home.

Kitchen Conundrum:  
Closed cabinetry or open shelving?

 If you can’t stand the heat, get out of the kitchen. San Francisco–based designers Eche Martinez and  
Emilie Munroe face off on what should—or shouldn’t—happen behind closed doors.

Unless you love dusting, open shelving is definitely a trend to pass 
on. Sure, we’ve all seen enviable images on Pinterest featuring open 
shelves, but in real life, the home is rarely Marie Kondo-ed to perfec-
tion. We need storage space—and the permission to have a few mis-
matched coffee mugs, too. Even if your kitchen essentials are neatly 
organized (or alphabetized), do you really want to style your storage 
each time you unload the dishwasher, like Emilie? I didn’t think so!

Cabinetry adds a sense of depth and interest that cannot be 
achieved with open shelving, enhancing a home’s architecture and 
character. Whether you use the lightest bleached oak for a laid-back 
beach house, or a high-gloss lacquer on paneled fronts for a sophis-
ticated townhouse, you can create any vibe while concealing clutter 
and keeping your plates and glasses dust-free. And just as accessories 
complete an outfit, cabinetry hardware is often the subtle but stunning 
detail that makes a kitchen feel luxurious and cohesive. As a neat freak 
myself, I can’t think of anything better than having everything tucked 
away behind closed doors.

ECHE  
MARTINEZ
@echemartinez
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Brooklyn Bound
Manhattan may be top of mind as you make your itinerary for NYCxDesign, the 13-day citywide 

celebration of furniture and home decor. But for those with an adventurous streak, Mike D’s  
hometown offers something a little different. Here’s the scoop on three must-see destinations. 

BY TAYLOR BARKER

show & tell

MAY 11–23
NYCxDesign 
Red Hook
@nycxdesign

WHAT: This year, the New York 
City Economic Development 
Corporation (the official organizer 
of NYCxDesign) will host a new 
initiative to encourage visitors to 
explore the vibrant creative commu-
nity of Red Hook. The neighbor-
hood, the epicenter of the borough’s 
maker movement, sits on a stretch 
of waterfront defined by converted 
warehouses and artisan workshops. 

And although Red Hook is noto-
riously lacking in subway service, 
you can cross the river in style with 
NYC Ferry—it’s a 25-minute ride 
from Wall Street for the cost of a 
MetroCard swipe.

WHO: Multidisciplinary firm 
Uhuru Design will unveil its new 
Red Hook Creative Compound, 
which includes a showroom, office 
space and prototype shop. Maker 
space Supersmith, with its mix of 
co-working, retail and event facili-
ties, will host events throughout the 
week to showcase new work from 

its current roster of tenants—look 
for debuts from 25 local artisans, 
including furniture and lighting 
design firm Talbot & Yoon. And 
at the nonprofit Pioneer Works, 
open studios will highlight works by 
resident artists Mary Helena Clark, 
Louis Fratino, Gözde İlkin, NIC 
Kay and Autumn Knight.

BONUS: Take in one of the best 
views of Manhattan’s skyline while 
enjoying the breeze off the bay.  
And you can’t leave without trying  
the Texas-style, pit-smoked  
brisket at Hometown Bar-B-Que, 

or an al fresco meal at The Good 
Fork, a modern-day mom-and-
pop founded by chef Sohui Kim 
and her husband, carpenter Ben 
Schneider.

MAY 11–13
Brooklyn Designs
Prospect Heights
@bklyndesigns

WHAT: The 15th-annual 
Brooklyn Designs will take place 
at the Brooklyn Museum for 

The exterior of Uhuru Design in 
Red Hook, Brooklyn.   
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an open letter to professional interior designers from  
maury riad | owner and ceo of fuigo and fortuny

Would you protest if big corporations 
tried to commoditize your profession 
and sell directly to your clients?

Well, that is the unfortunate reality. Like it or not, the interior design profession is under attack and changing right 
before our eyes. The art of interior design, the to-the-trade business model, and the way you earn money and get 
jobs are all in jeopardy. If you are as passionate about interior design as we are, you should be asking yourself 
what can be done to help protect both the industry and your business.

Depending on what business software or social platform you use, your photos, your data, and even your clients’ 
data may already belong to someone else. Recent acquisitions in our industry have directed a spotlight on this 
issue, forcing designers to question just how that information will be used. Will these corporations protect and 
use this info for your best interests, or will they use it for their own benefit? For the sake of your clients—and your 
livelihood—you deserve to know.  

We believe that business is not the enemy of art. Quite the contrary, good business is essential to spread beauty 
and art in a world that needs it so badly. However, since there is no standardized way to charge for design services, 
interior design is ripe for disruption by outsiders. While change is inevitable, for now, how we choose to operate 
our businesses is still very much in our control. 

The reality is that many manufacturers and brands are restructuring their business models to find ways to sell 
directly to your clients. Some will protect you and your margins, and some will not. Some of the new online 
marketplaces will protect and promote you, while others will actively use your data to try and sell directly to the 
end users—your customers. What’s next? Will High Point and other trade-only design centers open their doors to 
the public? I hate to break it to you, but that’s already happening, too. 

The real question is: How will the interior design profession evolve?  

Interior design is a complex and nuanced profession made up of entrepreneurial artists, and it is certainly a 
difficult business to run. Interior designers like you specify approximately $70 billion of product annually in North 
America, yet somehow you are the ones being squeezed and taken for granted by both consumers and vendors. 
There is a great opportunity for our community to come together and shepherd this industry, which is our 
livelihood and passion, towards a more sustainable future, but we need to do it now and we need to do it together. 

My family has spent decades dedicated to preserving the legacy of Mariano Fortuny. Although we still produce our 
fabrics in the original factory on the island of Giudecca in Venice, as we have for a century, we know that we are 
not an island. We are all deeply connected in this rich tapestry that is the interior design industry. Our experience 
protecting and nurturing this legacy led us to build Fuigo, and we have been working fervently to protect and serve 
interior designers ever since. No matter how homogenized the world becomes, great design will still prevail. 

The reality is that you have much more influence and power to change the industry than you might believe. We 
understand the problem and the opportunity before us and firmly believe that only through collaboration can we 
solve this issue and still remain independent. We are at a tipping point. We need to work together to preserve the 
art form of professional interior design and to empower designers, or else we all risk being marginalized.

Join the conversation in this private Facebook group and be a part of the change you want to see:  
www.facebook.com/groups/forthetrade



show & tell

the first time, and the museum’s 
extensive decorative arts collection 
will serve as a fitting backdrop for 
works by the borough’s makers and 
designers. The Brooklyn Chamber 
of Commerce, the fair’s host, also 
celebrates its centennial.

WHO: A powerhouse advisory 
board from all walks of the design 
world—museum curators Paola 
Antonelli of MoMA and Aric 
Chen of Hong Kong’s M+, interior 
designer Olivia Song, event  
designer David Stark, and Knoll 
CEO Andrew Cogan—were tapped 
to curate the show, which also 
includes a special exhibit on  
historical objects by Brooklyn 
Museum decorative arts cura-
tor Barry Harwood. In addition 
to returning talents like Makers 
Market and Token, the show has 
confirmed a host of new exhibitors, 
including handmade home goods 
company Aelfie and the antique 
light restorers Aurora Lampworks.

BONUS: While you’re in the 
neighborhood, take in the stunning 
cherry blossoms at the Brooklyn 

Botanic Garden. If you need some 
sustenance, enjoy a meal in Brooklyn 
Museum’s own restaurant, The 
Norm, where Michelin-starred chef 
Saul Bolton offers a global menu 
inspired by the area’s rich cultural 
heritage. 

MAY 17–21
WantedDesign Brooklyn
Sunset Park
@wanteddesign

WHAT: The Brooklyn edition of 
WantedDesign offers a different 
experience from its sister show 
across the river. Located in  
burgeoning design hub Industry 
City, the show features a unique 
lineup of workshops, programming 
and international exhibitors.  

WHO: The show’s global pull is in 
full force with the third edition of 
Oui Design, a partnership with the 
French Embassy that includes  
projects from French designers, 
including an installation from 
Camille Walala, who will be  

creating a large mural on one of the 
facades of Industry City. In addition, 
this year’s show will debut the IC 
Design Festival by WantedDesign, 
which celebrates Industry City’s  
tenants with art installations,  
open studios, and the opportunity 
to mingle with the community’s  
makers and innovators. 

BONUS: Beyond the show, 
Industry City is chock-full of cre-
ative businesses for all of your shop-
ping, sourcing and gourmandizing 
needs. Visit ABC Carpet & Home’s 
Brooklyn outpost, discover your 
new favorite graphic wallcovering 
at Flavor Paper, and snack on some 
tasty treats from Colson Patisserie.
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clockwise from top left: 
WantedDesign Brooklyn’s IC 
Gallery, representing makers from 
Industry City. Roll & Hill exhibit 
at WantedDesign Brooklyn. Geo 
Table from Aelfie, a new exhibitor 
at Brooklyn Designs.

Register for free at coverings.com

Jo R., Chicago, IL
Joe S., London, England
New trends, new directions, 
new networks. Free workshops, 
seminars, and demonstrations. 

Thousands of exhibitors from 
more than 40 countries. Connect 
at the largest, most inspiring tile 
& stone show in North America. 
Connect at Coverings.



Universal Truth
Nashville designer and blogger LAURA THURMAN collaborated with UNIVERSAL FURNITURE  

to transform a family home from blah to beautiful. Thurman shared all the details on the elegant, budget-friendly refresh.

These homeowners had lived in this space for over a decade. 
Why was now the right time for a change?
It’s an older house just outside of Nashville, and the family was ready 
for an update—it had been more than 10 years since they moved in, and 
they’d never done anything to the home! They had been considering a 
move to be closer to the city, but once they decided to stay, they decided 
it was high time for a refresh. Their kids were a little older, and they were 
finally ready for nicer things.
 
Where did you begin? What were the project’s unique challenges? 
When you don’t have a beautiful, brand-new, architecturally interesting 
house, it’s harder to make it feel elevated. You have to really work to take 
it from average to interesting! This is an open space that includes the 
kitchen, dining area and living room. They had very basic orange-gold 
cabinets and laminate countertops in the kitchen, and the living room 
was sad and dowdy. Everything had to go. We painted the wood cabi-
netry, installed a new backsplash and countertops, added an island, and 
put in new flooring. The space is limited, so we found a round table with a 

homey, solid look that really opened up the room—
it can seat up to eight, but doesn’t feel imposing.
  
For this project, you sourced almost exclu-
sively from Universal Furniture. What were 
some of the pieces you chose, and why? 
Their upholstery program really impressed 
me. The Moderne Muse Haven sofa is pretty,  
classic and comfortable in a Belgian linen. It’s 
also nice and deep—the husband is tall, so the 
high back was important to him. You want to 
grab a blanket and hang out there all day! The  
Playlist Round cocktail table and end table are  
go-to pieces for me. They work well in almost any 
style, and I love their simple, classic lines. The 

quartz-like material on top is thick, durable and 
easy to clean. And they’re really affordable!

I used Universal’s to-the-trade collection for 
staple pieces—for the “wow” moments, like the 
Martel Etagere bookcases in glass and brass. We 
needed some height in the living room, and when 
I saw these, I knew they’d be the perfect statement 
pieces. Part of the job of the designer is educating 
and validating why good design costs so much, 
why it takes so long—and the importance of using 
me and the sources I bring to the table. Universal’s 
trade program is a tremendous resource, because 
it’s only available to designers, which adds a layer 
of protection and exclusivity. It means the client 
can’t find the same product online. Plus, the price 
points are fair, the quality is great, and 98 percent 
of the items are in stock. Not every client wants 
to wait six to 10 weeks—which is quite possibly  
money I’ve lost if they don’t want to wait for the 
trade goods. It’s amazing to be able to tell a client, 
“If you love this, we can have it in a week or two.”

You discovered a shipping loophole, too. 
Tell us more! 
We saved on freight charges by ordering so many 
pieces from the same place and having them  
arrive in a bulk order. Designers know all too well 
that line items like shipping and freight charges 
can eat up a budget like no other. Everybody has 
a tight budget, and this is a good way to stretch it. 
The variety of the collections at Universal makes it 
easy to get a mix of looks from one source and not 
feel like you’re missing out.

These clients wanted a space that was eclectic, 
bold and colorful. The fact that I could shop for 
pieces that leaned traditional, modern and bohe-
mian is what makes the space feel so dynamic. 
This refresh has made them feel more confident 
about their decision to stay. They’re finally proud 
of their home and excited to invite people over, 
and excited to really live in it!

GET THE LOOK

POSTSCRIPT  
CABLE KNIT  
SIDE CHAIR
“The backs remind 
me of a cable-knit 
sweater!” says 
Thurman. “They’re 
actually side chairs, 
but in Crypton 
performance fabric, 
they are perfect for 
dining, too.”

BUNGALOW 
ROUND DINING 
TABLE
With its shapely 
pedestal and  
antiqued finish,  
this table is an  
alluring addition to 
the dining room.

CURATED LENNOX  
CREDENZA
Thurman picked this 
media center for 
its clean lines and 
hidden storage.

MODERNE MUSE HAVEN SOFA
Universal’s sofas maintain a 
put-together look with the help 
of hidden bungees that keep the 
cushions in place. 

Part of the job of the 
designer is educating 
and validating why good 
design costs so much, why 
it takes so long—and the 
importance of using me 
and the sources I bring to 
the table. Universal’s trade 
program is a tremendous 
resource, because it’s  
only available to designers, 
which adds a layer of 
protection and exclusivity.

Visiting High Point Market this spring?  
“Universal’s building in High Point is massive in the 
best way,” says Thurman. “Market can feel so  
congested, and it’s such a relief to visit a show-
room that’s so spread out—and even find a place 
to settle in and relax! I love that I can mosey around 
the space and never feel rushed.” (101 S. Hamilton 
St., High Point, N.C.; universaltothetrade.com)

promotion promotion
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K N O C K  I T  OFF !

T H E  L E G A L  O P T I O N S

Designers have several avenues for pursuing protection, a registered 
copyright being the most straightforward option, and an inexpensive 
one at that. (The filing fee is $55, plus attorney fees.) “The way copy-
right law works is that the moment you create something, you own 
the copyright—but what registration gets you is proof of creation,” 
Adler explains. “The beauty of copyright registration is the right to 
seek statutory damages and costs, as well as recoup attorney fees.” 
Other avenues, like trademarks (see “Legalese for Laymen,” page 
31), are more difficult and expensive to obtain but give designers 
safeguards and remedies that make enforcing those rights easier, or 
at least less onerous. The most expensive type of protection—patent 
law—is also the most powerful. “It’s an investment,” says Adler, “but 
the protection is there.”

While legal protections can have teeth, it is incumbent upon 
the patent holder to defend it, says June Lockhart-Triolo,  
marketing manager and art director at J. Robert Scott. The company 
has patented more than 150 of founder Sally Sirkin Lewis’s designs 
since she launched the company in 1972. Lewis has also received 
a utility patent for a unique ombré finish process. “The patents are 
one of our marketing endeavors, so I’m watching the market at all 
times to see what’s out there that looks a little too familiar,” explains  
Lockhart-Triolo, who has been at the company for more than 20 
years. “We have to get on the phone with a lawyer, who may issue a 
cease-and-desist,” she says. “In some cases, the offending company 
may be ordered to destroy any inventory that has been built and 
not sold. A judge may also subpoena sales records, which can lead 
to compensation for every piece they did sell. But if you have to go 
down that road to protect your design, you should expect that there 
will be a sizable legal expense.” 

The process, Edelman agrees, is anything but straightforward. “It’s 
a little bit like playing Whac-A-Mole,” he says. “For these online 
guys with zero overhead who blindly sell you an image online, a 
cease-and-desist letter will stop them for a short period, but they 
come right back up. They’re shameless.” 

The high quality of photography available these days means 
that offenders can effectively shop online for designs, according to  
Lockhart-Triolo. “There are companies in southeast Asia that are 
very fond of our designs. We have to ask ourselves, ‘How much are 
they making on these knockoffs? And how much have they already 
sold?’ If they’re mass-producing what is essentially our design and 
selling it for half the price, we’d step in—because that negates all of 
the research and development, the hand labor, even the marketing.” 

The often-copied American furniture brand Herman Miller  
actively works with customs agents to help them identify fakes—
and to understand why they should care. “We provide jobs to about 
8,000 people globally and 4,000 domestically,” says Sam Grawe, the 
company’s global brand director. “When an agent keeps knockoffs 

IF HANS J. WEGNER’S WISHBONE chair had but 
one wish, it would likely be to never again be knocked 
off. The internet is chockablock with faux versions of it 
and other oft-copied pieces—consider Philippe Starck’s 
Louis Ghost chair (that try as it might, can’t seem to 
“ghost” copycats) and Eero Saarinen’s Womb chair 
(which has been birthed, again and again, by counter- 
feiters). These are only the tip of the iceberg. According 
to U.S. Customs and Border Protection, 42 shipments 
of unauthorized replica furniture were apprehended in 
2016—enough merchandise that its seizure helped pro-
tect more than 8,000 jobs. The number of shipments that 
squeaked past inspection is anybody’s guess.

Although scoring a bargain on a well-priced fake may 
feel like a victory in the moment, buying the real thing 
is more worthwhile in the long run because the value of 
authentic products often increases over time. “Although 
consumers think they’re getting a deal, they’re getting 
something that has almost no value,” says John Edelman, 
the CEO of Design Within Reach, which sells all three 
of the aforementioned chairs. 

But how do consumers—and ethical interior  
designers—determine what’s a straight-up rip-off and 
what’s simply “inspired by” a particular piece? In short, 
it’s complicated. “Big players in the marketplace know 
how to play in the gray area and have the money to 
defend themselves—to them, paying to defend [copy-
right] infringement suits is just a cost of doing business,” 
says David M. Adler, founding partner of the Adler 
Law Group, who considers educating designers on their 
rights one of his soapbox issues. As he sees it, the  
increasing commercial availability of interior design has 
made it harder than ever for product designers to protect 
their work. Adler helps his clients snuff out knockoffs 
via a variety of legal means. But that doesn’t mean it’s 
easy: “With large-scale manufacturers who are targeting 
mass consumers, it can be hard to draw the line between 
inspiration and duplication,” he says. 

Global manufacturing has only made it more difficult 
to ward off copycats. “Years ago, a designer of a high-end 
sleigh bed bought a knockoff of his own design and set 
it on fire for a photo shoot,” recalls Scott Braun, a faculty 
member at the New York School of Interior Design. “I’m 
guessing he hadn’t found any satisfying legal recourse!”

ONE OF THE HAZARDS OF INNOVATION IS  
HAVING YOUR GREAT IDEA STOLEN. INDUSTRY 

EXPERTS UNPACK THE LEGAL PROTECTIONS FOR 
DESIGNERS WHEN COPYCAT PRODUCTS HIT THE 

MARKET, THE ETHICAL ISSUES AT STAKE, AND 
THE FAR-RANGING IMPACT OF COUNTERFEITS.

BY KATHRYN O’SHEA-EVANS
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out of the country by spotting them in a container, you’re able to protect those jobs.” He 
recognizes that, as a multibillion-dollar corporation, Herman Miller has more experience 
and influence than an individual or small firm. “There are avenues one can take to protect 
one’s designs, but it’s a much more difficult endeavor—and a question of resources—as an 
independent designer.”

Difficult, but not impossible. “Designers often don’t understand the intellectual property 
rights they have,” says Adler. “They get to the point where there is a knockoff or copy of 
their work and they say, ‘That looks like my idea!’ The first thing a lawyer is going to ask 
is, ‘What did you do to protect that idea?’” He encourages designers at every level to seek  
protection for their work—but also to determine whether or not to pursue legal action 
against the offending knockoffs with their business, not emotions, in mind: “I ask my  
clients, ‘Are you losing business because of it? Have you experienced tangible harm 
that’s worth going after?’ If it just upsets your moral sense of right and wrong—it’s very  
expensive to be right, and often not worth the expense.”

T H E  F I N E  L I N E S
One major question on both sides of the argument is precisely how different designs need 
to be in order to be considered “influenced by” or “in homage to” rather than a facsimile. 
In cases of claimed infringement, the works are examined side by side. “The line varies by 
product and by industry,” says Adler. “In the marketplace, it’s difficult to be unique and  
distinctive enough that your signature style is protectable.” That’s not to say individual 
design isn’t protectable—but, according to Adler, “you have to go through infringement 
analysis to prove there’s been copying.” What, exactly, gets analyzed varies from case to case. 
(As Adler said, “It’s too much to go into in an article.” Read: If you’re concerned, consult an 
expert lawyer for the nitty-gritty.)

At NYSID, Braun takes a reflective, long-term view. “We all seem to agree that a knock-
off of an Eames chair is a knockoff of an Eames chair, right? If it’s true for the icons, 
why isn’t it true for all?” he asks. “But it gets nebulous when we start to acknowledge the  
elements of inspiration and the various ways a good designer responds to history. We don’t 
have the IKEA Poäng chair without Alvar Aalto, but is it a ripoff?” 

Even wildly successful designers like Jonathan Browning and Marco Heithaus, the 
founders and owners of Jonathan Browning Studios, Inc., encounter challenges deter- 
mining which infringement issues are worth pursuing. Though the duo have grown  
accustomed to dealing with knockoffs, their first experience was the most gut-wrenching:  
A Las Vegas hotel ordered eight of the studio’s sconces for model rooms—then went 
right to the company’s factory to commission thousands of knockoffs for the whole  
project. “They were so brazen, they even ordered the sconces under the name I had given my  
products,” says Browning. “We deserved to make millions on that many of my designs 
being on display.” The company sued the hotel for copyright infringement—and even 
though they had a strong case, it was a long, arduous process that made it all the way to 
the Ninth Circuit Court of Appeals before the two parties reached a settlement. (Had they 
not reached one, the next stop would have been the Supreme Court.) In subsequent cases, 
Browning says, people have been more inclined to do the right thing. For example, when 
he heard there were replicas of his sconces in a lobby of another high-end Las Vegas hotel, 
he sent a letter “asking them to address it immediately—and we got an immediate, friendly 
response,” he explains. “I said, ‘I want you to buy 12 of the real thing at $24,000 each and 
destroy the fakes.’ And they did.”

I N N O C E N T S  A B R O A D
So what happens when you’ve copyrighted a design in the United States, only to see some-
thing remarkably similar for sale in, say, Malta? “If you’re registered in the U.S., the work 
will be protected in most other jurisdictions,” says Adler. “But you have to be protected in 
the U.S. first.” Similarly, your rights exist in Italy first if you are exclusively selling in Italy. 
And, while he calls China “the land of rip-offs,” Adler notes that although Hong Kong has 
access to Chinese markets, its legal system is based on common law. “If you protect your 
rights domestically,” he says, “you will be able to ensure protection internationally.”

E D U C AT E  YO U R  B U Y E R S
One way to slow the steady stream of knockoffs is to teach consumers exactly why the real 
piece is worth the money. This is what the nonprofit Be Original Americas has focused 
on since it launched five years ago. “The organization was created because of the signif-
icant lack of awareness on product and furniture design,” says Herman Miller’s Grawe, 
who is also the former president of Be Original Americas. “I’m one of few people who 
sees a chair and says, ‘That’s designed by Sam Hecht for Herman Miller.’ The majority of 
people see a piece of furniture and say, ‘I bought that at Design Within Reach.’ It’s not 
necessarily only saying knockoffs are bad, but also saying that organizations that promote 
new ideas and creativity, and investing in the future are the kinds of companies you might 
want to be putting money behind. Not organizations that ride on the coattails of others.” 

Like many other major brands, Cassina is constantly developing educational programs. 
“The most compelling cultural message we can provide is the history of our icons, like 
Le Corbusier, Charlotte Perriand and Gio Ponti, to name just a few,” says Armento.  
“Look-alike products can destroy the quality perception of the ‘original icon’ as a category 
in itself, in that they miseducate consumers by suggesting that there is no original, that 
the creative rights have expired—by propagating nonsense.”

“Knockoffs are illegitimate competition,” agrees Edelman, who took over for Grawe as 
president of Be Original Americas this year. “The worst thing is that they’re not upfront 
about it—the consumer may not even know that they’re buying a knockoff.” 

The issue isn’t solely about protecting businesses—it’s also about protecting the  
consumer’s investment. “When pieces are stamped ‘Carl Hansen,’ ‘Design Within Reach’ 
and ‘Herman Miller,’ it gives consumers confidence,” says Edelman. DWR is known 
for celebrating its designers—telling their stories in catalogs, online and in stores, to  
reinforce the value of authentic design. “We’re telling people about the provenance of  
the designs on a daily basis, not just saying, ‘Okay, this table seats eight!’ By educating 
consumers about the marketplace and the identifiers of an authentic product, we equip 
them with the tools to make an informed decision.”

But what about the educated consumers (designers included) who do their research but 
still decide to do buy fakes? It directly affects the future of the industry. “When a client 
buys a knockoff, it slowly chips away at the opportunity to produce new, original design,” 
says Edelman. “For every piece that’s fantastic, you’ll make three or four pieces that aren’t. 
Somehow, you have to finance all of that research and development.” 

On top of the business implications, Grawe notes that while knockoff pieces can  
provide an adrenaline rush (“I’ve attained the look I wanted for my dining table!”), the 
pieces can introduce more problems than they solve, including issues around quality,  
safety, sustainability and warranty—not to mention ethical labor practices. “I believe that 
it’s about more than helping the industry,” he says. “It’s important to support companies 
that provide a reliable product, use safe materials that are sound and sustainable, engage 
in fair practices and provide living wages to their employees.”

K E E P  YO U R  E Y E  O N  T H E  P R I Z E
One of Browning’s current tactics is to stay far ahead of the competition. “How one feels 
about being ripped off and what one does about it—those can be very different things,” he 
says. “What we’ve chosen to do is document our work: We pay a fortune for photography 
and make tearsheets on heavy stock. We have a gorgeous website and we post everything 
to it immediately. We don’t casually introduce something—instead, we make it very clear 
that it is ours.” Equally important is his willingness to defend his designs. “If you feel 
your work is original, you have to stand up for it,” says Browning. “It’s not just about me. 
Our firm has 14 employees to keep employed, so I’m not going to let others be parasites.”

Braun’s advice for designers is the same he gives his NYSID students: Just keep  
working. “If your work is good, people will copy it,” he says. “So of course fight them 
wherever possible, but also stay a step ahead of them. Make the most you can of each 
design, then keep moving.” 

And then there’s the old ‘imitation is the sincerest form of flattery’ approach, practiced 
by designer and ceramist Jonathan Adler—no stranger to having his work appropriated. 
“The only thing worse than being copied,” he says, “is not being copied.”

Cassina managing director Gianluca Armento  
notes that the brand’s furnishings are protected 
by copyright in Italy—which is compliant with 
European Union regulations that recognize copy-
right protections on works for the entire duration 
of the creator’s life and 70 years after their death.  
“Outside of Europe, it becomes more difficult to 
protect these works,” he says. “Every country applies 
its own intellectual property laws or copyright pro-
tections, so we work closely with an international 
legal network in order to defend our collections.” 
DWR’s Edelman says that there are stronger re-
percussions for knockoffs in Europe. “Europeans 
have a more forward-thinking system to protect  
design.” Case in point: In 2016, the EU tweaked the  
Copyright, Designs and Patents Act to increase the 
duration of design copyrights from 25 to 70 years, 
rendering them akin to those that protect other  
creative works, like songs and novels.

Having an on-call legal team helps Lockhart- 
Triolo manage all of J. Robert Scott’s international 
patents and protections. “When you apply for Euro- 
pean registration, you may have to have every  
single document translated into the language of 
each country in order for that country to agree to 
give you the patent—some countries will accept 
French or English, but some won’t,” she explains. 
“We work with a firm in Texas that specializes in 
intellectual property law, and they liaise with our 
European attorneys. They’re wonderful advocates 
who appreciate the artfulness of this endeavor.”

“ I  S A I D ,  
‘ I  W A N T  YO U  T O 
B U Y  12  O F  T H E 
R E A L  T H I N G  AT 
$ 2 4 , 0 0 0  E A C H 
A N D  D E S T R OY 

T H E  FA K E S . ’ 
A N D  T H E Y  D I D . ”

LEGALESE FOR LAYMEN
The lingo you need to know.

INTELLECTUAL PROPERTY: An 

umbrella term for “any product of 

human intellect” that is protected by 

law. There are four categories of  

intellectual property: copyright,  

patent, trademark and trade secrets.

PATENT: This is the strongest  

protection of creative work— 

preventing others from making, using 

or selling the design. But it’s also the 

most difficult to obtain. For a utility 

patent, eligible subject matter  

includes any “new and useful”  

process, machine, manufactured 

product or composition of matter 

(think: chemical compounds).  

Designers may also be eligible for 

a design patent, which protects the 

aesthetics of a design and, unlike a 

utility patent, is not required to be 

functional.

COPYRIGHT: Gives you the exclusive 

right to reproduce, distribute, display 

or license a “tangible medium of  

expression” (not an idea, procedure 

or process). Registering it with the 

U.S. Copyright Office is completely  

voluntary, but a copyright must be 

registered if you want to initiate legal 

proceedings for copyright  

infringement.

TRADEMARK: Protects distinctive 

words, phrases, logos and symbols 

that identify a maker or brand from 

use by competitors. Shapes, sounds, 

fragrances and colors may also be 

trademarked.

TRADE SECRETS: Any information 

that gives you an advantage over 

your competitors by remaining a 

secret. Famous trade secrets include 

the Google search algorithm and the 

the McDonald’s Big Mac secret sauce.
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DESIGN’S
DISRUP—

—TORS
As they build networks, transform  
business models and seek new ways  
to bring product to market, these  
trailblazers show us where innovation  
is simmering and offer a firsthand look  
at what’s next. The future of design  
has never looked brighter. 

BY TAYLOR BARKER, KATY B. OLSON,  
KAITLIN PETERSEN & MELISSA STUDACH
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STATE OF THE ART 
Stas Johnson-Chyzhykov
ARTSY

Back in 2012, the art world was still 
eyeing the internet warily. “Art was 
lagging behind other luxury indus-
tries,” says Stas Johnson-Chyzhykov, 
associate director of collector relations 
at online art platform Artsy. “There 
was a growing interest in culture and 
living with art, but no one place to go 
for information.” In that window of 
opportunity, Artsy was born. Origi- 
nally conceived as an online resource 
for discovering and collecting art, 
today it has grown into a vibrant 
marketplace featuring more than 
2,000 galleries, 700 museums, 25 
auction houses and 60 art fairs in over 
90 countries.

When Artsy began to partner 
with leading galleries to upload their 
artwork onto the site, the level of 
transparency was revelatory—and 
transformed a closed-off ecosystem 
into an open platform. “Galleries 
realized that the new generation of 
collectors wanted to see all of the art, 
and all of the information, at their 
fingertips,” says Johnson-Chyzhykov, 
who has been with the company since 
its launch. “They needed to get online 
if they wanted to grow. We’re driving 
new leads and helping partners build 
relationships with new collectors that 
they wouldn’t have met otherwise.”

 These days, Johnson-Chyzhykov 
has shifted her focus to professional 
buyers and interior designers (the site’s 
“super-users,” she says) to improve 
their experience. “More data democ-
ratizes the market,” she explains. “We 
often get questions from buyers: Am I 
making the right choice? Am I paying 
the right price? Now, we can give you 
all of the data points you need to make 
you feel confident in the decision to 
purchase a piece.” —KP

MOVING ON UP
Noa Santos
HOMEPOLISH

When Homepolish cofounder and 
CEO Noa Santos started out in 
2012, money was on his mind. Saving 
money, that is, for his budget-minded 
friends (and friends of friends) who 
sought styled spaces without “the 
traditionally high fees that came with 
the industry.” The idea for Home- 
polish was a prescient one; at the 
time, Instagram and Pinterest were 
busy building hungry audiences 
for home decor, while a bevy of 
design-conscious yet lower-cost fur-
nishings companies were on hand to 
respond to the demand. Homepolish 
was among the first à la carte services 
to connect these dots with reasonably 
priced interior designers.

 But the landscape has changed. 
“When we first started, we focused  
on providing design services at an  
affordable price point,” explains  
Santos, whose company has since  
expanded into over a dozen cities. 
“There was no one doing that at the 
time. Now consumers have access to 
everything from discount e-decorators 
to iPhone applications to help them 
when they’re on a budget.” 

Homepolish’s selling point has 
evolved from affordability to compre-
hensive customer service. “We now 
work with clients and designers who 
want a more premium service, and, 
while our clients remain savvy  
spenders, they’re no longer searching 
for the cheapest option,” explains 
Santos. Yes, Homepolish designers 
still take on those studio apartment 
projects that first put the company on 
the map. But summer homes of all 
sizes, gut renovations, boutique hotels 
and, in a particularly of-the-moment 
example, meditation studios occupy an 
increasingly prominent percentage of 
the business. “We provide an end-to-
end experience, handling everything 
from casting for the right designer or 
general contractor to providing a furni-
ture-purchasing concierge service,” he 
says. “Our clients now regularly spend 
well into the six figures, which allows 
us to provide the type of business that 
our designers want as they grow their 
own brands and businesses.” —KO

design’s disruptors design’s disruptors

GIRL POWER
Chiara de Rege 
THE WING 
No men allowed. It’s a fairly  
simple rule that can complicate the 
design process —imagine only being 
able to bring in male contractors 
after-hours. As the designer of 

bicoastal, women-only co-working 
space The Wing, Chiara de Rege is 
no stranger to working within that 
parameter. In the process, she has 
helped create a visual brand identity 
that is now universally recognized as 
a place that fosters political action, 
camaraderie and feminine strength. 

Though The Wing’s co-founders, 
Lauren Kassan and Audrey Gelman, 
had a vision for the personality of the 
space—Kassan’s mood board skewed 
transitional, while Gelman was partial 
to Memphis—it was de Rege who 
deftly translated that early inspiration 
into the first Manhattan location 
in Flatiron. They have since opened 
SoHo and Brooklyn locations, with 
outposts in Washington, D.C., Los 
Angeles and San Francisco in the 
works. The visual language of the  

locations is similar, but de Rege in-
stills nuances inspired by each build-
ing’s architecture and the character of 
the surrounding neighborhood.

The Wing is not just a pretty space; 
de Rege also creates functional  
environments that women can  
actually use to work. Furniture is 
moveable to accommodate program-
ming, small tables for computers are 
nestled next to plush velvet arm-
chairs, and longer, custom-designed 
library tables mimic a more typical 
work environment. “I think the best 
part of the process is what happens 
after we install, when I walk in and 
see every corner utilized by an  
incredibly diverse range of women,” 
she says. “It is so satisfying to see 
them take advantage of what The 
Wing has to offer.” —TB

GOING FOR GOLD 
Rebecca Ginns
PERIGOLD

It’s a paradox, Rebecca Ginns admits, 
that finding retail success online 

sometimes means focusing on the 
off-line components. “Our big focus 
is helping customers discover the 
high-end products they love, then 
marrying that with an excellent 
service and delivery experience,” says 
Ginns, who is general manager of 
Wayfair’s newest e-tail site, Perigold. 
She had been a principal at the  
Boston Consulting Group when she 
was tapped by Wayfair to spearhead 
its new home furnishings brand. 
From the beginning, one reality was 
clear: With few high-end design 
players selling online, there was a 
groundswell of demand from interior 
designers and digitally native  
consumers with discerning tastes.

 It’s a void that Perigold, which  
officially launched last September, 
fills with more than 150,000 SKUs, 
all from highly vetted, often trade- 
only vendors like Baker, Schumacher 
and Bernhardt. “At Perigold, we are 
customer- and partner-centric in  
everything that we do,” says Ginns. 
The combination of a user-friendly  
online platform and Wayfair’s deep 
logistical expertise has already  
convinced more than 500 suppliers to 
sign on as partners. It goes to show 
that a positive digital experience 
has to deliver off-line, as well. That 
includes stress-free shipment, which, 
according to Perigold, is best deliv-
ered with white gloves. —MS
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Noa Santos 
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WORK-LIFE  
INTEGRATION 
Aaron Taylor Harvey
AIRBNB

Don’t talk to Aaron Taylor  
Harvey about logos. As 
co-founder and executive  
creative director of Airbnb’s  
Environments Team, he’s 
responsible for imparting the 
brand’s ethos—not via the  
customer-facing homes Airbnb 
users rent out, but through its 
own offices’ architecture and 
design. Unlike the walls of 
countless corporate head-
quarters, traditional branding 
has no place here. Harvey’s 
particular brand of innovation 
is “the full infusion of a brand 
identity into a workspace—
without using logos or slogans 
or manifestos or brand colors or 
any of that shit.”

Harvey started the Airbnb 
Environments Team in 2014, 
and his work on the company’s 
Portland call center quickly 
garnered a silver award at the 
Cannes Lions International 

Festival of Creativity in 2015. 
His team of eight to 10  
interior designers and architects 
conceptualizes all of Airbnb’s 
offices worldwide and responds 
to the evolving needs within 
those workplaces. For example, 
when employees competing 
for meeting room time request 
more meeting rooms, the solu-
tion might actually be creating 
more public spaces to meet, 
instead. “I try to look past that 
direct request to the need that is 
producing it,” he says. 

His team’s most recent 
project—999 Brannan, a 
14,000-square-meter Airbnb 
office in San Francisco that is 
home to 1,000-plus staff—pro-
vides both privacy and commu-
nity, delivered through alcove- 
like “neighborhoods” (areas 
devoted to specific departments)  
radiating around a center space 
that is social and active. The 
building is also meant to inspire. 
To that end, he has designed 
some 120 immersive, hyper- 
detailed “listing rooms” within 
the offices, which re-create 
actual Airbnb listings that are 
“very extreme and transportive, 
like a little piece of travel.” The 
workspaces mimic the ethos of 
Airbnb itself: “It’s an app that 
wants to get out of the way once 
you’re connected,” says Harvey. 
“What we make is a digital 
thing, but what we offer is a 
catalyst to a real thing.” —KO

TRADE 
TRANSFORMER
Chad Stark
STARK AND 
SCALAMANDRÉ

For most of his life, Chad Stark 
felt there was absolutely no way 
he would join the family busi-
ness. He launched two “moder-
ately successful” businesses (his 
own description of the event 
production and digital  
marketing firms) while still 
in college. He was a tech guy. 
Then his third venture flopped, 
he graduated from business 
school—and he needed a job. 
“I wasn’t sure I liked it at first,” 
he admits today of joining the 
Stark team. “I always wanted to 
be independent, to have my own 
legacy. But I quickly realized 
that not only did I love my  
family’s business, I love the 
design industry, because it’s so 
ripe for disruption.”

Stark’s personal mission 
is to transform a staid, often 
stuck-in-its-ways industry, 

bringing his tech-first focus to a 
decidedly not tech-first business 
model. His day-to-day includes 
overseeing all IT, client relations 
and marketing at Stark, and 
last year he also became the 
president of Scalamandré when 
Stark acquired the heritage 
fabrics and wallcoverings firm. 
Implementing his vision wasn’t 
always smooth sailing: “When I 
first joined, I used to say, ‘I want 
to be a technology company 
that sells carpet,’ because I 
wanted to get people thinking 
differently,” he recalls. “But what 
people heard was that I wanted 
to replace them with robots.” Six 
years later, that fear has abated 
(and no robots work at Stark). 

“When my grandmother 
was running the company, she 
wouldn’t get anyone in the 
showroom if they didn’t have a 
designer with them—let alone a 
camera,” he says. “Today, it just 
doesn’t work that way.” He sees 
the industry evolving toward 
a “trade preferred” model, 
including special pricing, 
exclusive products and services, 

and commission protection for 
designers—all elements that 
are presently a part of the Stark 
business model.

Stark gained an even bigger 
platform as president of the 
Decorative Furnishings Asso-
ciation, one of the industry’s 
oldest organizations, where he 
established a new campaign— 
#DoItFor—to introduce would-
be do-it-yourselfers to the 
benefits of hiring a professional 
and to help them connect with a 
designer. “It’s the first real initia-
tive by the industry and for the 
industry to promote the long-
term health of the industry,” he 
explains. Though his two-year 
DFA term ended in 2017, Stark 
still oversees the program he 
launched—which, at present, 
means getting more designers 
onto its platform. “While our 
business models are most likely 
going to involve consumers 
more directly moving forward, 
our bread and butter will always 
be the trade. Anything we can 
do to help the trade model exist 
will also help us grow.” —KP

MILLENNIAL 
WHISPERER
Nathan Coyle
DOMINO

Everyone loves Domino, or 
knows someone who loves 
Domino. “This is a strong 
brand with a cult-like fan 
base,” says Nathan Coyle, 
CEO of Domino for just shy 
of two years. The opportu-
nities such a vibrant brand 
brings are what lured him 
away from a top post at digital 
media company Refinery29. 
“We are head and shoulders 

above our competitors in the 
home space in connecting 
with the 18- to 24-year-old 
audience, so we’re the go-to 
platform for advertisers to 
reach the next generation,” 
he says.

Coyle’s vision includes 
busting out of the parameters 
of a traditional media  
company—beyond mag-
azines, websites and even 
e-commerce. “I have a strong 
opinion about the future of 
media,” he says. “It’s critical  
that we unlock revenue 
streams beyond traditional 
advertiser dollars.” From the 
get-go, he was keen on find-
ing the right partners. Now, 
the fruits of his labor are 
unfolding with experiential 
offshoots of the Domino 
brand that include events 
like pop-ups with AmEx 
Platinum in the Hamptons 
and at Home Depot in New 
York, and a tabletop collection 
in collaboration with Lenox 
this spring. 

Coyle also continues to 
develop the brand’s real-estate 
staging program, in which 
of-the-moment interior  
designers create model spaces 
for developer partners. “In the 
traditional model, real estate 
companies pay a fee and get 
an apartment that is deco-
rated,” says Coyle. “But with 
us, they get a designer with 
a real point of view, as well 
as beautiful editorial that we 
publish in print and online.” 
(The fourth collaboration 
takes place this spring, with 
Bennett Leifer outfitting the 
Corcoran property 100 Bar-
clay in Tribeca.) It’s a heady 
series of launches— 
all made possible, Coyle 
says, because of readers who 
care. “The engagement with 
the Domino audience is so 
authentic,” he says, recalling 
a recent New York Times 
article about bots on social 
feeds. “Our followers are real, 
they’re leaned in, and they’re 
engaged.” —KP

THE RE-FINER 
Jodi Finer
S. HARRIS AND  
FABRICUT INC.

Working at Fabricut Inc. was always 
the end game for Jodi Finer. She  
recalls sitting in her eighth-grade 
science class, wondering how it 
would help her once she took the 
reigns of her family business. “I’ve 
always had this underlying  
knowledge that everything I do will 
inform my career,” she says. “From 
studying psychology to business to 
fashion textiles—it was all about 
preparing me for my career at  
Fabricut.” Now, as the creative 
director at S. Harris, a textile, wall-
covering and accessory wholesaler 
under the Fabricut umbrella, she has 
reinvigorated the century-old family 
business with fresh ideas and a savvy 
design sensibility.

When Finer arrived at S. Harris 
after a stint in the fashion industry, 

the brand was widely used in the 
hospitality market, but didn’t have a 
signature look. Its evolution under 
her direction is a bit of a course 
correction: She has re-created the 
brand’s verticals to reference fashion, 
travel and art through color, patterns, 
textures and high-quality materials. 
“I want people to think, ‘This is S. 
Harris’ when they see it,” she says. 

Finer also spearheaded Fabricut’s 
first collection of transitional furni-
ture, which the brand is beginning to 
deploy in its showrooms. Designers 
will be able to see and touch the 
furniture in person, then customize 
an order online with over 8,000 
fabric offerings from Fabricut brands 
in as little as five clicks. “Being a long 
and historied textile supplier and 
wholesale distributor to the trade 
has allowed us to understand what 
our customers want,” says Finer of 
the move into finished goods. “We 
felt that it was important to offer the 
whole home—we want to be a one-
stop shop for Fabricut fans.” —TB
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INSTAGRAM 
BORN & BRED  

Sara Sugarman
LULU AND GEORGIA

Decorative Carpets  
may have raised Sara  
Sugarman—her grandfather 
founded the luxe flooring 
company in 1955—but her 
business, Lulu and Georgia, 
and its Instagram-fed cult 
following, are all her own. 

The multimillion-dollar 
startup, which draws its 
name from the entrepre-
neur’s grandfather Lou and 
father George, couldn’t exist 
without the internet. It’s a 
site born of the social age, 
teeming with impeccably 
photographed Moroccan 
rugs, side tables rendered in 
marble and metal, ethereal 
chandeliers and a bevy of 
other Pinterest-worthy 
pieces that hit trends directly 

on the head. 
But Sugarman doesn’t call 

hers a tech company. “We 
are not founded on some 
gimmicky pricing model or 
as a company with a tech 
focus,” she says. “We invest 
our money and time in 
quality products you can’t 
find anywhere else. Our 
innovation and creativity is 
in our designs, the merchan-
dising and usability of our 
site experience, and superior 
customer service.” It’s in her 
emphasis on quality where 
Sugarman’s industry lineage 
is most apparent. Hers may 
not be an audience clam-
oring for bespoke rugs, but 
the desire for good design is 
shared. “Our customer can 
appreciate the high-end,” 
she says, “but still wants the 
ease of online shopping and 
a quick turnaround.” —KO
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BUILDING WITH 
BLOCKCHAIN 
Neil Patel
KABUNI

Neil Patel has a striking vision for the 
future. “Imagine a world where you can 
talk to a machine, it designs some-
thing for you on the spot, and you can 
print it immediately,” he muses. He’s 
taking early strides toward making that 
a reality. This spring, Patel unveiled 
the world’s first blockchain-enabled 
additive manufacturing platform in a 
36,000-square-foot facility in Canada. 
The dozen industrial 3-D printers it 
houses use more than 50 different raw 
materials—primarily various types of 
resin (plastics), but also precious metals, 
clay, cement and wood. The factory is 
capable of making everything from 
furniture and decor to prosthetics and 
movie props. 

To truly understand Patel’s company,  
Kabuni, the first thing you need is a  

STREET CRED
Lewis Miller
LEWIS MILLER 
DESIGN

Lewis Miller never expected 
to be tagging his initials on 
New York sidewalks, but lately, 
the fourth-generation horti-
culturist has become a veritable 
street artist. After growing up 
on an almond orchard and 
spending years working as a 
landscape designer on the West 
Coast, he opened his epony-
mous New York floral studio in 
2002. When the recession 
hit, his business took off. 
“Suddenly, all of the conspic- 
uous and over-the-top events 
started to feel outdated and 
gauche,” he explains. “We really 
stepped up at that moment 
when people wanted luxury 
without feeling self-conscious.” 
Today, his business focuses pri-

marily on large-scale weddings 
and event installations, execut-
ed in a painterly style that has 
earned a devoted clientele that 
includes Carolina Herrera, 
Chanel and Givenchy. 

In the fall of 2016, Miller 
and his team started a series  
of Robin Hood-esque 
guerrilla flower installations 
on the streets of New York—
abundant expressions of joy 
composed primarily of blooms 
repurposed from client instal-
lations that bring his classical 
yet unrestrained aesthetic to 
municipal trash cans and city 
monuments. “Flower flashes 
were born out of two dueling 
forces: the desire to give back, 
and to personally push some 
creative boundaries,” explains 
Miller. He tags each flash with 
“LMD x NYC” in chalk paint, 
a stamp as ephemeral as the 
arrangement itself. “Installing 
the flower flashes are exhila-
rating. We don’t get permis-
sion from the city to do them, 
so when we pick a storied  
location, like The Dakota, we 
all get a bit nervous—but I 
guess that’s what makes it 
street art. So far, none of us 
have gotten arrested!” —KP

A MODERN  
MODEL
Petrus Palmér
HEM

Petrus Palmér is building a 
furniture brand for the next  
generation of consumers—
and they’ve noticed. “I could 
name-drop any brand in 
Silicon Valley, and they’ve 
bought something from us,” 
he says without a trace of 
bravado. “Their designers 
have appreciation for what 
we do—the design, the 
products, the price point and 
the story as a brand.”

After spending the early 
years of his career designing 
for big furniture compa-
nies—from IKEA to high-
end Italian brands—the 
Swedish designer stepped 
away to start his own firm, 
Hem, in 2014. “I love this 

industry, but I saw a lot of 
things I didn’t like,” he says. 
“I saw an opportunity to 
launch a new type of brand, 
with unique designs distrib-
uted in a modern way.”

“Modern,” at the start, 
meant online. Now, a few 
years in, Hem has begun to 
put its own stamp on the 
brick-and-mortar experi-
ence. Its New York pop-up 
in November—offering a 
mix of cash-and-carry acces-
sories and an opportunity to 
experience the brand’s case 
goods and upholstery— 
actually turned a profit, and 
Hem has several more on 
the horizon across the U.S. 
and Europe. Yet long-
term leases won’t be part 
of the equation. The cost, 
inflated by middlemen, is 
too high. “Our prices are 
based on great materials and 
great design, plus our own 

markup, but no one else’s,” 
he says. “The value you get 
is comparatively higher.” 
Instead, Hem has invested 
in a warehouse in Pennsyl-
vania to keep shipping times 
under a week for American 
customers while maintaining 
all of its manufacturing in 
Europe.

“The mission of my 
professional life is to bring 
all of this beauty to a wider 
audience—the 10 percent 
who are ready to invest in 
quality,” says Palmér. “We’re 
not going to sell to the 99 
percent like IKEA does, 
or to the 1 percent of the 
Italian design brands. We’re 
still a niche brand, but our 
biggest fan base is comprised 
of interior designers and 
architects. “If the most picky 
people are giving us their 
blessing, that tells me we’re 
doing things right.” —KP

BET THE FARM 
Jean-Paul Kyrillos
FARMSHELF

“If you could grow your own food, it  
was easy, sustainable, and saved you 
money, why wouldn’t you do it?” asks 
Jean-Paul Kyrillos. He’s the cofounder 
of Farmshelf, a bright new startup that  
is attempting to bring the farm to your  
table in the most direct manner  
possible—with an automated hydro- 
ponic growing system that might 
eventually become as ubiquitous as a 

refrigerator. It’s an immense network of 
tech—an internet-connected system of 
water sensors, air sensors and cameras 
(“facial recognition for plants”) controls 
the water, the airflow and the dose of 
nutrients—that can be monitored from 
an app. “It’s a piece of furniture, it’s an 
appliance, it’s technology and it’s alive,” 
says Kyrillos. “It’s a lot of moving parts.”

Farmshelf has a classic co-founder 
story: Andrew Shearer was working in 
ad tech at Twitter and Pinterest. He 
looked into growing his own food and 
realized that, although there were other 
players in the market, none were making 
it easy. He assembled a team: Nick  

Donald, Suma Reddy and Kyrillos, 
whose background includes stints as 
publisher of Food & Wine and Travel 
+ Leisure, and plenty of experience 
working with restaurateurs. As the 
prototype began to coalesce, Kyrillos 
sought out chefs willing to test the 
system and found an immediate, eager 
audience among some of the industry’s 
top names, including Washington, 
D.C.’s José Andrés and New York’s 
Marcus Samuelsson. “These celeb chefs, 
they’re a hard group to please—they’re 
not going to throw just anything in 
their dining rooms,” he says. “It’s been 
gratifying to see that we’re checking all 
the boxes for them, from taste profiles 
to aesthetics.”  

So when will the Farmshelf hit 
the home scene? Though renderings 

exist, Kyrillos says it will be another 18 
months of R&D before Farmshelf is 
ready to roll out units for consumers. 
With their second round of prototypes 
deployed—you can see them in action 
at Great Northern Food Hall in Grand 
Central Station or at Chef ’s Club, both 
in New York—Farmshelf ’s focus now is 
on ease of use: perfecting trays to drain 
when you lift out a shelf, for example, 
and fine-tuning the machine so that it 
only needs 20 minutes of maintenance 
each week.

“We want to be the biggest farm in 
the world that doesn’t own a single piece 
of farmland,” says Kyrillos. —KP
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crash course in blockchain, the uber- 
secure technology that powered the 
cryptocurrency Bitcoin—and is about 
to infiltrate just about every industry 
imaginable. Printing a 3-D model 
with Kabuni is a lot like downloading 
a file from iTunes—Apple knows, the 
record company knows, and the artist 
gets paid and recognized the second 
the customer makes the purchase. 
Similarly, Kabuni’s printers know when 
someone is printing an artist’s idea, and 
ensures that the artist is getting paid 
for it instantly with Kabuni tokens. 
(In February, the company signed a 
memorandum of understanding with 
the Canadian Securities Exchange to 
issue the world’s first Security Token 
Offering. Patel hopes this crypto- 
currency will someday power an entire 

network of 3-D printers.) 
That same technology protects the 

ideas uploaded onto the platform from 
being stolen, too. If an uploaded design 
is too similar to an existing one, the 
offending file is flagged. The creator 
of the copycat then has two options: 
make changes until the two designs are 
different enough to pass muster or print 
the original file and pay the person who 
created it. 

Patel’s invitation to would-be  
product designers is crystal clear: Early  
adopters, much like early YouTube 
vloggers, will have a competitive edge. 
“If you have an idea that you believe is 
going to be loved and bought by  
hundreds of thousands, register at  
Kabuni,” he says. “It’s a world where 
ideas turn into reality.”  —KP
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A rendering of what an in-home 
Farmshelf could look like

Hem’s pop-up in New York

A flower flash in Harlem
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NETWORK EFFECT 
Mariam Naficy
MINTED

When the online marketplace Minted 
issues a design challenge to its network 
of artists and designers today, it receives 
upward of 10,000 responses. But in 
2008, when Mariam Naficy launched 
the fledgling company’s first compe-
tition, she got 66 entries. “It was in 
the middle of the recession—not the 
best time to start a company—and we 
were one of the first companies doing 
crowdsourcing,” she says. “My investors 
were skeptical.” But Naficy believed 
in the value of consumers’ votes and 
stuck with it. The model harnessed a 

phenomenon that’s now widely known 
in the VC world as the “network effect,” 
where gowing the number of users im-
proves a product’s value to those users. 
Not many companies stumble into  
getting it right from the start, but 
Minted did just that. Since then, the 
company’s approach hasn’t changed: 
Anyone can enter. Anyone can vote. 
Anyone can win—and if they do, their 
artwork will appear on the site.

Those calls for artwork aren’t just  
feeding the company’s stationery busi-
ness. Minted’s back-end user experience 
is helping its artists improve, too,  
because they can see the votes, com-
ments and helpful pointers shared 
by other site users. “You get feedback 

whether or not you win,” explains  
Naficy. It’s a valuable perk to partic-
ipating. “A lot of people work alone, 
and once you leave school, your 
chances to get feedback plummets.” 
There’s even a platform that allows 
artists to upload several designs and 
ask peers which of the versions is the 
best, or which one they should  
finalize. “We also give them  
analytics, including what sells, where, 
and to whom. It could be that people 
in California, or a certain type of 
consumer, really like your design,” 
she says. “Now, as an artist, you have 
business information that has never 
been available to you—a roadmap to 
market your work.”

As the stationery business boomed, 
thanks in large part to the rise of  
Pinterest (“suddenly people were see-
ing all of these beautiful weddings and 
the bar got a lot higher,” says Naficy), 
Minted expanded its model to the 
art market, offering limited-edition 
prints. It also started a commissioned 
art service, connecting consumers 
and designers with a Minted artist 
to create one-of-a-kind pieces, and 
has begun to deploy its deep pattern 
library for commercial projects and 
wholesaling opportunities.

For all of the artistry involved, the 
magic of Minted is in its human- 
centric networks based in technology. 
“I think of technology as a tool, a 
means to furthering human inter- 
action rather than replacing it,”  
Naficy says. —KP

REINVENTING RETAIL
Debbie Propst
ONE KINGS LANE

Since becoming president of One Kings 
Lane almost two years ago, shortly after 
the brand’s sale to retail giant Bed Bath 
& Beyond, Debbie Propst has taken the 
adage, “The customer is always right,” to  
new heights. She joined the brand in 
2012 as the director of merchandising 
when it was still a flash-sale site, a role 
that gave her a unique insight into what 

One Kings Lane customers were actu- 
ally looking for; now, she’s redefining 
 the role of an e-commerce company. 

On Propst’s watch, the company 
experienced a host of consumer- 
focused firsts in 2017. She championed 
opportunities for customers to see the 
digital brand’s products in situ, opening 
the doors to her own home in  
Connecticut in April for One Kings 
Lane’s first shoppable showhouse, 
quickly followed by the brand’s first 
street-level retail location, a summer-
time pop-up in a stately former library 

in Southampton that was so imme-
diately beloved, its run was quickly 
extended to a full year.

The innovations don’t end there: The 
company has grown its trade team, 
which facilitates orders and even sources 
products to meet a client’s specs. “It’s a 
time-saving service in an industry where 
time is money,” says Propst. (Customi-
zation capabilities are also in the works.) 
“We’ve built our expansion around the 
needs of our shopper: When they can’t 
find what they are looking for in the 
market, we’ll make it.” —KP

“A good fair has a real 
identity and vibe to it,” says  
Rodman Primack, who’s been 
the chief creative officer of 
DesignMiami since 2014. 
Having worked for Peter 
Marino, Christie’s, 
Gagosian Gallery, and  
Phillips, as well as running 
his own interior design stu-
dio, Primack was equipped to 
transform the furniture fair 
into an elegant but ebullient 
celebration of design. “One 
of the things I love about 
Miami is the Wild West 

nature of it—the city is 
constantly reinventing itself. 
DesignMiami’s identity taps 
into that humor and casual 
looseness alongside some-
thing more serious.” 

Nearly 40,000 people 
make their way to Miami for 
the fair each year. The crowds 
have grown, but Primack 
says that numbers aren’t the 
primary metrics he uses to 
determine the show’s success. 
“The fair reflects the scale of 
the market, so doubling the 
size of the fair isn’t realistic,” 
he explains. “The real impetus 
is to grow the selection: make 
it more interesting, give it 
more depth, and have more 
material that is new to the 

people attending.” His great-
est act is instilling a sense 
of openness. “Yes, the work 
needs to be good, but I also 
think the fair needs to have a 
sense of abundance and gen-
erosity,” he says. “Very often, 
these worlds of art collecting 
and design collecting seem  
impenetrable and exclusive. 
It’s important to demystify 
that, to take away that 
pretense that these fairs 
are only for the rich people 
who can afford to buy these 
pieces. A high percentage of 
our visitors are not coming 
to buy, but I’m excited that 
so many people are coming 
and I don’t want them to feel 
overwhelmed.” —KP
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Finish what you start. That’s 
the underlying principle of the 
New York–based strategy and 
design firm The MP Shift—the 
brainchild of Amy Morris and 
Anna Polonsky—which guides 
hospitality clients like Nolita 
restaurant De Maria and Echo 
Deli & Coffee in Paris as they 
hone their concept, then helps 
them make the leap to a logo, 
interior design, menus, and 
even the ceramics and flatware. 
“We realized that no agency 
was offering to help from A 
to Z in the hospitality world,” 
says Morris. “Our business is 
built out of a desire to help our 
clients articulate their vision, 
from concept to launch.”

When the two met,  
Polonsky was overseeing  

the U.S. operations of the  
pioneering Parisian culinary 
guide and consulting agency 
Le Fooding; Morris had  
started her own restaurant 
design business after years of 
consulting on marketing  
strategy for the likes of Condé 
Nast, Richard Branson and 
1stdibs. “We’ve both had one 
leg in design and the other in 
strategy for most of our  
careers,” says Morris. “Together, 
 we bring a holistic approach 
to building brands.” That 
approach delivers major added 
value. “Our first step is to  
define the brand and how it  
fits into the landscape,” 
explains Polonsky. “Once you 
have that foundation, every-
thing flows from it. We can 
have a lot of fun collaborating 
on all of the elements that 
make an experience excep-
tional, from logos and interior 
design to customer service and 
launch strategy.” —KP

41spring 2018    business of home

P
H

O
T

O
G

R
A

P
H

Y
 M

IN
T

E
D

: 
C

O
U

R
T

E
S

Y
 O

F
 M

IN
T

E
D

; 
R

O
D

M
A

N
 P

R
IM

A
C

K
: 
A

N
D

R
E

W
 M

E
R

E
D

IT
H

; 
E

X
H

IB
IT

: 
JA

M
E

S
 H

A
R

R
IS

; 
A

M
Y

 M
O

R
R

IS
 A

N
D

 A
N

N
A

 P
O

L
O

N
-

S
K

Y
: 
R

U
B

Y
 R

O
S

E
 F

O
R

 S
P

E
C

IW
O

M
E

N

Artwork by the 
Minted artists 
(clockwise from 
far left) Poppy 
A., Miranda Mol, 
Haley Warner, 
Lynne Millar, and 
Lorent and Leif

Gallery ALL at 
DesignMiami

De Maria

Anna Polonsky and 
Amy Morris

FAIR PLAY
Rodman Primack
DESIGNMIAMI

BRAND  
ARCHITECTS
Amy Morris &  
Anna Polonsky
THE MP SHIFT
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MARK YOUR CALENDAR

MARCH 22–25
AD Design Show 
New York, NY

MARCH 22–26
Dining by Design 

New York, NY

MARCH 27–31
Marburger Farm  

Antique Show
Round Top, TX

APRIL 4–8
Paris Art + Design 

Paris, France

APRIL 5–7
Dwell on Design  
Los Angeles, CA

APRIL 10–13
New York Tabletop Show

New York, NY

APRIL 14–18
High Point Market

High Point, NC

APRIL 19–22
Artexpo New York

New York, NY

APRIL 26–28
Design on a Dime

New York, NY

APRIL 24–26
Design ADAC
Atlanta, GA

MAY 1–31 
Kips Bay Decorator  

Show House
New York, NY

MAY 2–4 
HD Expo

Las Vegas, NV

MAY 4–8
TEFAF New York

New York, NY

MAY 8–10
La Cienega Design 

Quarter’s LEGENDS 
Los Angeles, CA

MAY 8–11
Coverings 

Atlanta, GA

MAY 9–13
London Craft Week 
London, England

MAY 11–23
NYCxDesign

New York, NY 

MAY 17–20
Chicago Antiques + Art  

+ Design Show 
Chicago, IL

MAY 22
Digital by Design

Chicago, IL

JUNE 7–15
San Francisco  
Design Week 

San Francisco, CA

JUNE 11-13 
NeoCon

Chicago, IL

JUNE 12–17
Design Miami/ Basel

Basel, Switzerland
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GUY REGAL  
celebrated the  
opening of the  
exhibition “Naked 
with a Fur Coat.”

Tori Mellott and 
Guy Regal

Guests view  
the exhibition

Sheeva Shabahang, 
Molly Bates, Shyam 
Patel, Julia Duke
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Designers fêted 
midcentury design 
and architecture.   

Christine Phillips 
and Barclay Butera Michael Berman

Ron Woodson and 
Jaime Rummerfield

Troy Hanson, Nancy 
Joseph, Gary Gibson
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Mass Beverly  
hosted a book  
signing for LAUREN 
ROTTET’s new book, 
Authentic Design. 

Mass Beverly showroom

Mayer Rus, 
Lauren Rottet

Julie Brangstrup, 
Mark Watts, Mary Ta

Alexandra Loew, 
Hagy Belzberg,  
Alison Blumenfeld



Representing the nation’s 
top interior design talent.

Sign up at HOMEPOLISH.COM


