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In each edition of the Home +

Housewares Inspirationmagazine,

we’ve been inspired by a talented

mix of people who, year-after-year,

come up with new creations and

ideas. One characteristic

connecting them all – designers,

chefs, trend analysts, retailers – is

travel as a source of their inspiration.

They build on what they experience

around the world – the colors and

foods, arts and architecture, the

local ways of life – the cultures

different from their own. The key is

finding impulses that are different

and authentic out of life and the

culture that surrounds.

When traveling, we may simply pay

more attention to the small details

around us than we do in our

everyday lives. And perhaps we

have a more receptive mindset,

allowing us to learn and be more

willing to accept new ideas. No

matter what the explanation is,

travel and exposure to different

cultures spurs creativity and open-

minded thinking. So what to think of

this? Should we all start planning

travels to the far corners of the

world to become more creative?

Of course, one can only experience

the purest scents, tastes and colors

of a culture while being immersed

in that very culture. However,

international trade shows at their

best can provide a possibility to

experience several different cultures

under one roof. There is the chance

to meet people from all corners of

the world, creating connections

that make big differences and

competitive impacts. International

companies showcase their unique

products and design influences

while presentations and displays

feature opportunities from around

the world.

The International Home +

Housewares Show in Chicago offers

a truly international experience,

with over 2,100 exhibitors from more

than 40 countries and visitors

coming from over 120 countries.

And only in Chicago, award-

winning international retailers from

all over the world are featured at

the gia Global Innovation Award

display, where Show visitors can

learn from their unique store design

and branding ideas and examples

of exquisite visual merchandising

and displays.

Adding one layer to the

international experience in

Chicago is the city itself.

International visitors continually

mention how benchmarking with

Chicago’s home and housewares

retailers is a true inspiration. The

brands, products and

merchandising techniques offer

unique insights into what makes for

successful retail. 

We hope that you’ll find inspiration

and ideas in this issue of Home +

Housewares Inspiration – taking you

around the world through the eyes

and thoughts of our featured home

and housewares industry

influencers.  �

Derek Miller
Vice President, Global Marketing

International Housewares Association

Piritta Törrö
International Marketing

International Housewares Association

Inspiration through Travel
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Have you heard of

the X and Y

Generations? Have

you figured out yet who they

are, what they are and if they

are who your customers

are—and if they are, how do

you treat them? Well, forget

the X and the Y and any

other letter in the alphabet

except for the letter C.

According to some of the

retail sages and solons, today’s shoppers are all part of

the great new C Generation, and age doesn’t seem to

matter. The C-Generation is about a way of life and an

attitude towards shopping.

What the C-Geners care about are CONNECTING,

COLLABORATING and a sense of COMMUNITY. They are

into CUSTOMIZATION, CONVIVIALITY, COMPUTERS—and

having a cup of COFFEE (of course, tea will do if you call

it CHAI.) It is not the cup of coffee that matters as much

as the sense of being treated as a guest and a

welcome one as well. It means being accepted as part

of the community and that means making your store

more into a community or special gathering place. It

means making shopping at your store a pleasurable

experience, and the experience an event.

It would be lovely

if some part of

your store could

be a “living

room”—a

COMFORTABLE,

COZY and

CONVENIENT

meeting place—

an event space.

Here CUSTOMERS

could relax, have

that cup of coffee and hear a mini concert, a lecture on

cooking, witness a demonstration, partake in a book

signing, or any other social activity. It means turning

your shop into a place where things are

happening that are more than the sale of

pots and pans. It is you being part of the

COMMUNITY and CONNECTING with

your clients personally. 

Without actually doing it, you

are breaking down a wall

that physically

separates you from

the street or aisle

of the mall

and opens

your shop up to be part of its immediate surroundings

and the people that live and shop there. You are now

one with the COMMUNITY. �

The C Generation
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by Martin M. Pegler

Martin M. Pegler is an
author, editor, educator
and lecturer, professor
at Fashion Institute of
Technology in NY for
over 30 years. Martin
has worked with the gia
Global Innovation Awards
from the beginning of the
gia program in 2000, as
an Expert Juror. 
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Is it an antique shop? No, it isn’t.

Is it a tabletop shop? No, it’s

not really that either. Is it a gift

shop? Perish the thought (even

though you’ll find a thousand and

more gift ideas here). So what is

P.O.S.H.?

P.O.S.H. is a remarkable retail store

that was born from a marriage of

wanderlust and an idea that the

shopping experience could be

something different than it typically

was in 1997, when the store was

founded. 

“When we opened, the mix of both

vintage and new items in the same

shop was simply not being done,”

explains owner and founder Karl

Sorensen. “And it was that mixture

that made P.O.S.H. stand apart from

other home and housewares stores.

The common desire to categorize

everything and put things in neat,

familiar boxes made it difficult for

some people to get their heads

around at first, but for most people,

P.O.S.H. was a breath of fresh air.”   

Since P.O.S.H. opened its doors,

there have been other stores that

have adopted a similar concept

and taken on its unusual approach

to retail, but Sorensen just sees this

as a form of flattery and continually

strives to maintain his store’s many

points of difference. “It’s all about

attention-to-detail – an aesthetic

formed by years of living in Europe,

and the small, accessible pieces

that are culled from the European

markets,” Sorensen says. “Most

shops in the U.S. haul back furniture

and big, expensive stuff, not

relatively inexpensive small things.” 

And of course, the most important

ingredient that has P.O.S.H.

flourishing in a field of its own is the

passion that Sorensen always has

to make the shop a fresh,

interesting, romantic experience for

people. “P.O.S.H. transports people

to another place and time and is

an escape from the busy streets of

downtown Chicago and the harried

pace of our 21st century lives,”

he says. 

Although having a somewhat old-

fashioned approach to retail,

Sorensen is very aware that social

media is practically a necessity

these days. “We have a Facebook

page – it's pretty much de rigueur,

but for me, Facebook and business

seems like a forced combination,”

he says. “I suppose FB is all about

self-promotion on some level (look

at my handsome friends and my

fascinating, fabulous life!), but

when businesses do it, it seems

more insincere to me. That doesn’t

suit us, because part of the P.O.S.H.

approach to the world around it

is sincerity.”

Sorensen goes on to explain that

the social media outlet/trend that

has worked for P.O.S.H. is Pinterest,

and it does make sense for this

company. “It's an easy way for

people to share things they like with

each other and it takes the work off

our plate,” says Sorensen. 

“Also, since the sharing is 

coming from 

someone not 
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by Michelle Hespe

Michelle Hespe speaks
to Karl Sorensen, owner,
founder and director of
innovative Chicago 
retail store, P.O.S.H.  



connected with P.O.S.H., to me it

seems more sincere and not so self-

promotional.” 

Another more traditional drawcard

that this store utilizes is music. 

“Music can have a powerful effect

on people, and the P.O.S.H.

‘soundtrack’ is something that

transports and inspires customers,”

Sorensen says. “Much like our

merchandise mix, our music spans

a broad range that somehow has a

common thread. Generally, P.O.S.H.

music is a combination of classic

American standards sung by the

torchbearers of the American Song

Book, as well as some jazz, café

music from France and chansons

by some of the beloved French

singers. In the main, the music is

from the 1920s through the 1950s,

but of course some of the music is

newer, yet with an old spirit.” 

Sorensen laughs, as he says with

pride: “There have been times when

customers have become so swept

up in the music that they began

dancing in the shop!”

He goes on to reminisce about

some of the incredible finds that

have made their way on to the

shop floor, such as beautiful china

and the silver once used in the

oldest social club in Chicago. “As

When we opened, the
mix of both vintage
and new items in the
same shop was simply
not being done.

The P.O.S.H. Approach continued

6



The P.O.S.H. Approach continued
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long as we keep taking the path

less-traveled, we will keep finding

the products that prompt our

customers to ask: "Where do you

find all this stuff!"”

The path less-travelled is one that

has proven itself to be incredibly

rewarding for Sorensen, and he has

no hesitation when it comes to

offering his advice on setting up

and surviving in a rapidly

changing retail world. 

“The most important bit of advice

to anyone with aspirations of

starting out in retail is the

importance of ‘The Idea.’ You have

to have an idea or a concept that

is completely unique, that will

somehow captivate peoples'

imaginations and that can't be

duplicated by a national

chain retailer,” he says. 

“The chain retailers will always

be able to do it cheaper than

the independent, single-

location shop, but the little

shop with a big dream has the

ability to create something

that feels fresher and more

heart-felt than anything

devised by a corporation.”  

Sorensen also knows that it’s his

passion for P.O.S.H. that gets him

through the long hours, the

struggles resulting from an often-

uncertain economy and the

challenge of always offering his

customers something new. “If

people want the predictable, they

will go to the national retail chain, if

they are looking for something with

personality and charm, they will

hopefully go to the independent

shops in their city (or even online)

and ensure that those unique

outlets not only survive, but flourish.”

To learn more about P.O.S.H., visit

http://poshchicago.com. �
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if people are looking 
for something with
personality and charm,
they will hopefully go to
the independent shops.
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Have you thought about adding some drama and

excitement to your shop? Some surprises? How about

some showmanship? Well, how about creating one focal

wall in your shop—preferably one visible through your windows or

illuminated so that it steps out when a shopper steps in to the

store? What would make that focal wall so unique and provide

that sense of theater that is so important in stores today—I hope

the picture shows what I plan to tell.

innovation • design • trends • inspiration

by Martin M. Pegler

The photograph
below is of a
feature wall in an 
Oilily Children’s
shop in Soho in
New York City. 

A Picture Worth a 
Few Hundred Words



If you want to get the look in

the photo and do want to have

it reproduced by a cabinet-

maker—and I hope you

won’t—why not save some

money and “go green.” How

about no big carpentry bills

and no big construction deals?

Instead, it means snooping,

scouring and shopping around in

second hand stores—junk shops—

basements, attics and garage sales. It

means collecting several old cabinets,

chests, bookcases and drawer units and

maybe some cans of spray paint. Either

leave the units you have assembled and

stacked from floor to about seven feet—

as they are in faded or scabby glory or

spray them all one neutral color—or be

daring and fanciful and let the rainbow

be your guide. You

might want to

remove some of

the doors or set

them at open.

And—voila!!—a

“wall” ready and

able to act as a

changing display scene.

The picture is of a feature wall in an

Oilily Children’s shop in Soho in NYC.

Now, use your imagination and sense

of the dramatic. You can present a

different product story in each

enclosure: a new product presentation,

a color theme, a collection. Leave

some of the doors ajar so that your

guests will be tempted to open them

for themselves and “discover”

something new and unexpected. A few

bookcases mixed in among the

cabinets will serve for cookbook

displays along with the products you

carry used in the preparation of foreign

cuisines. Use cloth napkins or towels to

create desired colored backgrounds

for your peek-a-boo presentations.

Of course, lighting your assembled wall

should be considered. You can use

overhead lighting; a light track with

adjustable spots. Or you might consider

LED lamps or battery-operated lamps in

each cabinet. Again, use your

imagination and your ingenuity.

What about the back of the unit if it is

free standing? Well, since I would be

concerned about my “construction”

falling apart if somebody pulled on a

door or handle, I would brace and

bracket the individual pieces together

and then cover the entire back wall with

an inexpensive card board or foamcore

and use it for a

community pin-up

board, store

announcements,

etc.

Don’t be afraid to

“borrow” an idea

when you see a good one. It will become

“yours” once you adapt it for your needs

with your products and your personal

additions. Unless you were going for a

line-by-line reproduction, you stamp the

result “as yours” once you have added

your intent to the project.

NOW—look at the picture again and

forget the clothing you see and instead

imagine dishes, cookware, coffee makers,

foodstuffs, glassware—your merchandise.

Looks good—doesn’t it!!! �

A Picture Worth a Few Hundred Words continued
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Use your imagination and
sense of the dramatic.
Present a different product
story in each enclosure.

Don’t be afraid to
“borrow” an idea when
you see a good one.



Oasis of Style
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Not many people could set

up a homewares and

lifestyle store in a barn, in

a field “in the middle of nowhere,”

and make an ongoing success of

it. But inside the welcoming, stone

facade of a 110-year old barn in

Rusko, Finland, there is a retail store

to which people from far and wide

are drawn. Loviisan Aitta has been

so successful that the owner

Helena Aho recently opened a

second store for the brand Rivièra

Maison next to the original

location. The 1000-square meter

space is a world of meticulously

curated products that offers

anyone who steps through the

door something to admire and

desire, and it’s also always a hive of

activity.

Within the walls of both stores,

where old meets new and recycled

pieces prop up shiny new things,

someone is always coming up with

a new idea; someone is always

conceiving or creating an

innovative merchandise display;

and others are busily working

together to create a strong,

resonating brand that is as warm

and welcoming as it is fresh and

inspiring. 

It’s not just customers who love

Loviisan Aitta. It has also widely

impressed the homewares retail

and business circles around the

world. For instance, it scooped up

two gia Global Innovation Awards

in Chicago in 2011 – winning the

highly coveted Martin M. Pegler

award for merchandising, while

simultaneously

becoming one of five

gia Global Honorees.

Aho was also voted

“Entrepreneur of the

Year 2013” in the part of

Finland where she lives.

Aho credits some of the

store’s success to the

awards that Loviisan

Aitta has achieved. “The

awards really have

strengthened our

position in the market and given us

even more credibility,” she says.

As everyone in the industry knows

very well, retail has changed

drastically in the last decade, and

with more and more people

shopping online, brick and mortar

stores have to try harder than ever

to please their customers and

maintain repeat business. Loviisan

Aitta has been successful in

adapting to the times and keeping

in step with the consumer. Aho and

her team have embraced

technology, social media and all

that goes along with it, and there is

an incredibly diverse range of

products on offer to cater for small

budgets as well as large. 

The diversity along with a sense of

peacefulness in the barn space is

what brings so many people back.

The range of furniture includes

everything from sofas, tables,

cabinets and chairs to coffee tables

and lounges. In home furnishings,

there is everything from mirrors,

lighting, linen and tableware, to

smaller lifestyle products such as

candles, baskets, pots, wreaths and

wall stickers. And now there are not-

easily-found high-quality clothing

ranges on sale as well, with shoes,

accessories, jewelry, scarves and

handbags to keep the ladies

happy. 

The store is not just about selling

products however. What makes it

stand out in an ocean of retail

stores, is that they offer very

personalized services such as the

creation of curtains, pillows,

bedspreads, throws and other

things for the home made by an in-

house seamstress and there is an

interior design service. 
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by Michelle Hespe

Michelle Hespe speaks
to Helena Aho – owner
and founder of Loviisan
Aitta in Finland. With
Aho firmly at the helm
of her inspiring barn
full of style, the retail
store has gone from
strength to strength
since winning a coveted
gia Global Innovation
Award in 2011.



Oasis of Style continued

“We want to change the interior

design market – like an actor that

dares to take risks and does not do

everything the same way as others,”

Aho explains. “This is something we

try to implement in everything we

do, and a perfect example of how

we do this is through importing new

brands straight from the

manufacturer, small brands

included.” 

There’s also a café in the store so

that visitors can sit down and

consider ideas, trends and the

offerings on display before

purchasing. The café doesn’t just

offer a good chocolate cake and

coffee – it also has a range of the

latest inspiring interior design

magazines to flip through while

indulging in sweet things. 

Aho stays ahead of the competition

by sourcing unique brands that her

customers cannot find elsewhere,

and she gains a lot of inspiration

from retail trade fairs. This year, for

the third time, Loviisan Aitta was

part of the biggest Finnish annual

interior design fair – Habitare. “We

did this, hoping to get more visibility

among consumers and press,” she

says. “We always aim to offer a fresh,

new, consumer experience when

we participate in exhibitions. It’s

something that we do well through

building our own stands from

scratch.”

It’s the passion for what Aho does at

Loviisan Aitta that also makes the

store a long-lasting favorite for

many. “I continue to love retail

because we are among the first

who are able to bring our

customers new trends and the

latest products,” she says. “And I

personally love the opportunity of

With more and
more people
shopping online,
brick and mortar
stores have to try
harder than ever.



working with the best brands – to

see how they work and how they

develop over time.”

Of course, it’s easy to keep up the

passion and the enthusiasm in retail

if customers respond to initiatives.

“Our customers love the

atmosphere here, and they love the

fact that they can come and

escape for a couple of hours –

listen to music and have the lovely

smell of fresh coffee brewing,” Aho

says, as though she is talking about

family and friends. 

Aho is also regularly piloting new

ideas or campaigns to see how

they go. One such idea is the

placement of an interactive board

in the Rivièra Maison store, where

customers are able to look through

a catalogue and find items that

Loviisan Aitta doesn’t stock, but that

can be ordered for them

on the spot by staff, with

all the extra benefits of

time-saving, and some

personal, old-fashioned

service on top. In

Autumn 2014, she

organized a cruise

between Helsinki and

Stockholm, where

interior designers spoke

to guests about how to

decorate the home,

discussing the latest

trends, combinations or

product and other areas

of interest to her

customers.

During the Christmas

season, Loviisan Aitta arranges

several special events. “We host

an evening with live music, wine

and snacks, in a

really cozy

environment, called

Santa Shopping

Night,” says Aho.

“While mingling with

others, customers

can see and buy the

latest products on

the market. These

types of evenings

have proven to be a

real hit.” 

So what kind of

advice can such a

successful store offer

to others in the retail

industry? The advice

from Aho is

something that has

not changed for centuries. 

“Service is one of the key elements

of our shop,” she says. “We are

highly regarded as having

excellent and friendly service and

beautifully wrapped gifts.” Aho

ensures this level of excellent

service by always having enough

shop assistants on the floor, and all

employees take part in training

days, information sessions,

workshops and social events. 

“We always want to offer the wow

factor, and to ensure that the

customer experience is second to

none,” says Aho. “We have

developed relationships with our

customers, and they have become

part of the Loviisan Aitta family. We

want it to stay that way.” 

For more information on Loviisan

Aitta, visit www.loviisanaitta.fi. �

Oasis of Style continued
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Unearthing Your Customers’
Inner Designer
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Unearthing your customers’

inner designer will keep

them shopping with you!

If you encourage your customers to

find their own style rather than

telling them what to buy every time

they walk in your door, then you are

building a life-long relationship that

is meaningful. This not only brings

you satisfaction but also keeps your

customers coming back!

At a time when customers have

access to just about anything they

want at that click of a button – from

anywhere in the world – then how

do you make sure they shop with

you? Interestingly, customers more

and more are finding the access to

so much product overwhelming.

Instead of giving people a feeling

of freedom, it is making them

unsure of what to buy at all!

No one wants their home to look

like they went out and bought it in

one go. It won’t feel like their home

and it won’t mean much to them if

it is too contrived. Buying the current

“look” off the showroom floor is not

satisfying. It might make the till ring

for your initial big sale – but if you

help your customers discover their

own individual style, then you can

genuinely help them with their

ongoing purchases.

You need to help your customer

decide what look is REALLY them.

But where do they start? The options

are endless! What style do they go

for when they are faced with

hundreds of options in magazines,

on Pinterest or on their favorite

blogs or Instagram feed? The huge

range of options can be daunting

and often immobilizing. You want

your customers making decisive

choices – so help them out!

These days – with access to every-

thing – it comes down to selection,

their personal edit, to finding their

individual style. Then you know

where your range fits into it.

Get your customers to start

scrapbooking!

Pinterest is the modern scrapbook,

making clipping ideas

extraordinarily quick.

innovation • design • trends • inspiration

by Terri Winter

Terri Winter is the 
co-owner and founder 
of retail store top3 by
design in Australia.

Gather all the styles or moods that

you like – don’t over-think it – just pin

everything that takes your fancy, no

need to worry about a theme in the

beginning. The more the merrier,

don’t be frugal!

This process could happen quickly 

if you are planning to get in and 

get started – or be a slow project 

over time. When you are ready,

review your “clippings” or pins. You

will more than likely see some sort

of a theme – even if you didn’t

realize – this is your own style emerging… There may

be several themes – if this is the case, then sort them

into rough groups, there may be overlap. These are

now your “mood boards” for moving forward on a

style that is just for you!

Here is a great way to pitch the idea to your customers…



14

Now think about your existing home

(or the room you are reworking). The

structural aspect of the parts you

CAN’T change. If you are

renovating, then now is the time to

incorporate changes that lead you

closer to your desired mood board.

If you are just redecorating, then

keep in mind that the specific

“bones” or overall style of your

home are what they are. You will

need to work within the parameters

of your basic home – you can’t

make a Tudor cottage into a

modernist LA Pad by changing the

furniture! An authentic result takes

into consideration the “foundation”

you have to work with.

I am a big believer in creating an environment...
...that is a reflection of you and

your life – therefore it is not often

you should need to start totally

from scratch. You should

incorporate pieces that you

already have with a few well-

chosen additions to truly

create an authentic

environment, one that reflects

you and your family. Have a

think about your current home and the furniture

and objects that you already own – pieces you

have bought in the past, gifts from friends and

family over the years.

Now take another look at your mood boards.

Some of them may be fanciful and won’t be

achievable with the current “bones”

of your home or room. Store those

away for your dream home – it’s

always nice to have a dream!

Now take a look at which styles

have emerged. Is your emerging

theme monochromatic or colorful?

Playful or serious? Layered and complex or

clean and minimal?

Once you start to look through your resulting

“boards” you will find your new (and evolving)

roadmap to your own personal style. Even if

you plan to obtain the professional advice

from a decorator or stylist, doing this step can

mean they will be able to achieve a much

more specific result for you – in less time.

Your customers’ purchases moving forward...
will be more well-meaning, reducing

wasteful whimsical purchases.

When they purchase (from your

store and others), the new additions

will add to the

tapestry of their life

and they will

appreciate each

purchase.

Ensure

that your

staff are not

just pushing the

latest arrivals – unless that is indeed

what the customer specifically

wants – understand the customers’

needs, listen more and talk less, so

that you are contributing with their

decision making process, not selling

to them.

Suddenly all the options available

won’t feel quite so daunting and

customers can enjoy their shopping

experience with you. They will love

the fact that their purchases with

you make them feel at home as

soon as they

walk in the door,

or any gifts they

buy are

thoughtful, well

received and

therefore treasured.

To learn more about top3 by design,

visit www.top3.com.au.

Unearthing Your 
Customers’ Inner Designer
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“Effortless style” is a term

often bandied about in

the fashion world, and

it’s something that most of us would

like to think we could pull off. It is

about having a unique style that

shines through everything you do

and something that others would like

to emulate.

Francfranc certainly has an effortless

style and edge, and a confident

stride to boot – always remaining chic

and in touch with the latest trends as

it moves with the times. At Francfranc,

it’s all about the appeal of a product

and the appeal of the setting that

surrounds it. 

The retailer offers its customers a

casual, stylish selection of lifestyle

products and the inspiration to

beautifully present them. The furniture,

décor and homewares products are

presented the same way that fashion

is presented in top fashion boutiques

– always with a philosophy – products

that will bring fun, innovation, color

and style to a person’s life. 

Scott Kohno, a retail expert and juror

for the gia Global Innovation Awards

in Chicago and president of Los

Angeles-based The Retail Element, is a

big fan of Francfranc, often citing it as

a great example of innovative

retailing. 

Francly Stylish
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by Michelle Hespe

Michelle Hespe meets Ai
Kanzaki of Francfranc, to
learn about the company’s
rapid rise to retail fame, and
how they blend fashion,
design and inspiration to
create a brand with loyal
followers and close to 120
stores in Japan, Hong Kong,
China, Singapore and Korea.  

it’s all about the
appeal of a
product and the
appeal of the
setting that
surrounds it.
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“Francfranc is all about fashion. It is

all about emotion,” says Kohno.

“From the visual displays to their

photography, they are selling a

vision. No different from top brands

like Chanel and Louis Vuitton,

Francfranc promotes the fashion

image, the customer aspiration. This

fashion, this emotion, is packaged

into their brand and is projected

through their stores, catalogs and

websites worldwide,” he says.

The trend-setting brand gathers

more fans by the day, continuing to

expand its operations from Japan to

now being firmly established in

China, Singapore, South Korea and

Hong Kong. But always at the core of

its success is pulling together the

right products in beautiful spaces

and selling those products at

affordable prices. When it comes to

merchandising at Francfranc, space

management is key – offering

customers home furnishing products

that accentuate a particular space,

through the coordination of stylish,

practical items. 

“Francfranc has always been

fearless in investing a great deal of

money on their branding, design,

merchandising and lighting,” says

Kohno. “Although Francfranc keeps

the store fairly neutral, the big color

statements, the oversized

chandeliers, the change up of

textures helps create a visual frame

for the exciting merchandise.”

It’s been more than 20 years since

the company first opened its doors

and a lot has changed on the retail

scene since then. 

“I think people’s awareness of

lifestyle has increased in the last

two decades,” says Ai Kanzaki.

“Back then, it was more about

having a fun and rich lifestyle –

about prices representing feelings

or the quality of oneself. But the

interior market has matured – and

now the request for functionality is

also strong, and there is more

competition, from both domestic

and foreign markets.” 

Francfranc continues to target an

audience with youthful minds who

believe that fashion, trends and

design can elevate their lives. And

the company enchants this

audience with elaborate stages for

visual merchandising and regular

updating of funky displays – doing

anything to create a unique

shopping experience.

“The store always maintains its wow

factor,” says Kohno. “Between the

oversized visual displays and

oversized light fixtures, the entire

store seems quite exceptional.

Francfranc makes bold design

statements that make people feel as

though they should go through the

store to see what this design leader

has collected for them to buy.”

Because Francfranc prides itself on

maintaining affordable pricing, one

obvious question is how do they

manage their up-market,

fashionable image without being

slotted into the “bargain” sector of

the market? 

“We will never become the cheap

looking shop to match the

affordable prices we offer,” says

Kanzaki. “I think that by increasing

the power of our website, and not

just looking at the prices of single

products, we will continue to keep

our brand up-market – whether that

is through the display of goods, the
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The big color
statements, the
oversized chandeliers,
the change up of
textures helps create a
visual frame for the
exciting merchandise.



17

service of staff or working on the

interior of the store – it’s all

important.”

The concept of form meeting

function is also crucial when it

comes to the selection of products.

The Francfranc products are not

meant to just look pretty – they are

meant to serve a purpose and

enhance the buyer’s lifestyle, so that

affordable prices also lead to a

sense of pride and usefulness in the

home. Today, with many consumers

believing that it’s about buying

products that look great but that

also serve a purpose, Francfranc is

right on the mark. 

“The fact is, there is more of an

awareness of lifestyle so people

want different products to make

their life easier,” says Kanzaki.

It’s true that there is a desire in the

market for so many different

products, but Francfranc is very

discerning when it comes to the

choice of products stocked. 

“Francfranc’s merchandising

strategy closely matches their

brand identity. Their innovation is a

daily progression of branding,

design and merchandising

carefully orchestrated like very few

can do,” explains Kohno. “They have

a specific design fashion sense and

will stay focused to say no to design

and merchandise that does not

meet this tight and narrow criteria.”  

And although design and its

integration into fashion is very

important to Francfranc, the store

does not stock products that

cannot be touched for fear of being

broken. “It’s more important that

there is a sense of fun for customers

and that they become more

mentally involved with the

products,” says Kanzaki.

The company acknowledges that

as a brand pivoted upon fashion

and its ever-changing whims, often

dictated by its customers and their

love of social media, they have to

move fast to stay ahead of the

game. And so, the turnover rate of

product is faster than at the normal

retail store – as is the introduction of

new products. Floor staff also

change displays at a fast rate. 

Martin M. Pegler, one of four gia

experts who offers advice and

feedback to gia winners in Chicago

every year, was incredibly

impressed by the merchandise

presentation at Francfranc as well

as the spacious feeling of the store’s

architecture. 

“If ever a space said ‘theater,’

Francfranc definitely spelled it out in

capital letters,” Pegler says. “With the

stages for displays set out

prominently throughout the vast

main floor, there is excitement and

a sense of discovery that fills the

space and the presentations. It’s

both promotional and aesthetic,

and this adds greatly to the

shopping experience. When I think

of Francfranc, I think of scale and

drama. I think of harmonious

arrangements of merchandise and

of color featured in clever ways.” 

For more information on Francfranc,

visit www.francfranc.com. �
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Launched in Japan in
1992 by the BALS 
Corporation, Francfranc
won a Global Honoree
award in the 2011 
gia Global Innovation
Awards.

There is excitement
and a sense of
discovery that fills
the space and the
presentations. 



Listening to Tom Mirabile talk about style, trends,

color and retail is truly inspiring. And taking on

some of his advice could set you on your way

to becoming a retail success, and an inspiration to

others. Mirabile is always at the forefront of what’s

going on in retail trends, not only because it’s his job,

but also his passion. He is currently the Consumer Trend

Forecaster for the International Housewares

Association (IHA), while also holding the position of

Senior Vice President of Global Trend and Design for

Lifetime Brands. For more than 20 years, Mirabile has

also held senior merchant and product development

positions with companies such as Neiman Marcus

Group, Macy’s and

Bloomingdale’s; and as if

that were not enough

feathers in his cap, he’s

also designed well-loved

home collections for

fashion icons such as Vera

Wang, Kenneth Cole and

Calvin Klein.

So the first question that

many might ask, is how on

earth, with so many different

projects going on, does

Mirabile find the time to

seek out inspiration and

maintain its flow? Because

as a retailer, or for anyone

involved in the industry,

inspiration is something that needs to be at the very top

of your priority list if you want to keep customers

engaged and rise to the top of your field.

“Inspiration in style or color can come from anywhere,”

says Mirabile. “I might be walking down the street and I’ll

see a bird, a cityscape, graffiti or a picture on a

billboard, and realize that there’s a beautiful palette in it.

When it comes to lifestyle trends, it’s much more about

getting out and looking at what consumers are really

excited by at a given time, in any particular category.” 

Mirabile gives an example of being out on the town with

friends and it dawning on him that there’s a lot of new

and exciting stuff happening in cocktail culture. “So

then I ask myself if it’s a trend that has the potential to

expand nationally or globally, and what would be

needed for that to happen,” he says. “The less resistance

to mass adoption (like expense, difficulty, complexity)

then the more likely it is, that it will become a significant

consumer trend.”

In a presentation at the 2014 International Home +

Housewares Show about consumer trends to watch out

for, Mirabile and Leatrice Eiseman, Executive Director

and Vice President of the Pantone Color Institute,

asserted the point that the “magic bullet doesn’t exist”

From the World of Design 
And Fashion – Tom Mirabile
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by Michelle Hespe

Tom Mirabile is a lover
of color, design, fashion
and art, a trend fore-
caster and analyst, and
an inspiration to many. 
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when it comes to engaging the consumer/customer

and inspiring them to purchase. However, Mirabile does

concede that passion is what can get a consumer

excited enough to shop. 

“You can’t inspire without a passionate point of view,” he

says. “Whether it’s color or style or even function, passion

inspires and engages people. If you want to stop people

in their tracks or stand out in a crowded market, taking

a passionate and focused approach is crucial. Don’t be

afraid to be bold because it’s a very ‘noisy’ market out

there, and what gets a consumer’s attention initially is

often not a hard-sell, but something that creates an

emotional response –

something visual or a one-liner

that promises a great story.”

Success for a retailer, thinks

Mirabile, lies in a “deep

understanding of who you

want to attract and the

courage to speak directly to

that audience.” He believes

that there is a great misperception in the retail business

— that it’s safer to be more generally appealing. “But in

my experience, retailers and brands trying to be

everything to everyone usually end up with a lowest

common denominator identity that means little to

anyone,” he says.

In the presentation with Eiseman, Mirabile also offered

an analysis of the different generations of shoppers to

whom retailers are aiming their wares, in an effort to

understand their spending habits and then use these

findings to their advantage.

He and Eiseman broke

potential customers into four

main generational

categories and then walked

the audience through them.

The generations that they

spoke about were Gen Y,

Gen X, Baby Boomers and

Active Retirees.

“I hadn’t really found that

type of information

compelling until about five

years ago,” he confesses. The

moment of dawning was

when he was talking with a

friend and colleague — a

brilliant futurist called Susan

Yashinsky of Sphere Trending

(spheretrending.com), —

and she made the insightful

comment: “We’re all 25 in

our heads.”  

“I was struck by how true that really is, but also by the

tremendous challenge that represents for the market in

general,” Mirabile says. “Think of it: four distinctly different

generations of consumers, all with different mindsets

and different expectations of the retail environment, all

with different modes of consumption.” He pauses and

sums up the conundrum. “But they are all expecting to

be the focus of the retailer.”  
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Whether it’s color
or style or even
function, passion
inspires and
engages people. 

Gen Y (19-37)

n 24 % of households
n 27% of population
n 14% of families
n 23% of spending

Gen X (38-47)

n 18 % of households 
n 14% of population
n 47% of families
n 18% of spending

Baby Boomers (48-68)

n 37% of households
n 23% of population
n 38% of families
n 38% of spending

Active Seniors (69+)

n 21% of households
n 9% of population
n 1% of families
n 20% of spending

From the World of Design 
And Fashion – Tom Mirabile continued



Mirabile went on to explain the problems these differing

generations of shoppers present for many

manufacturers and retailers who, for instance, have

been focused on Baby

Boomers (age 50-68) for so

long “that they’ve failed to

realize that markets of

younger consumers were

emerging with very different

expectations and needs.”

“For many of us, this means

making some difficult

choices about which consumers we really want to

connect with, because we can’t always appeal to all of

them,” he warns. “There’s still time to respond to that

intelligently, but I feel compelled to make those facts

clear to anyone who will listen, because they’re essential

to survival in this industry.” 

When it comes to survival in such a competitive

sector, Mirabile also advises to always remain

informed about your competitors, while also keeping

an open ear to your customers. 

“Stay in the know and always aspire to be the expert

in your categories of business,” he says. “I can’t

emphasize

that enough

– you need

to be the

expert. Know

what your

guest loves

and help

them discover more

of it. Recommend

other things they

might like or find

interesting, such as

Apps that cater to

their interests in cooking, DIY, wellness, nutrition, etc.

Stay connected to them and be their ‘go-to’ resource

for information and advice.” 

Mirabile says Starbucks is a company that does a great

job of this, suggesting music or apps that their guests

might like. “It has nothing to do with selling coffee, but

everything to do with knowing the life your guests want

to live and helping them create it,” he explains. “Find a

way to ask them what they like and don’t like about

their experience with you and the products you sell.

Give them a voice and then listen to them. Because I

believe that today and in the future, success at retail

will be about responsiveness to, and engagement of,

the guest.”

Mirabile goes on to mention another inspiring project

he’s been working on recently at Lifetime Brands. It is a

brand launch called Reo — a colorful kitchenware/food

preparation range developed by designer/creative

director Jason Poure, that appeals to savvy customers

who also demand top functionality and intuitive design.

“The result is a product line that is aesthetically

beautiful, functionally superior and really addresses

consumer aspirations of saving space, time and money.

The pieces (such as knives, serving spoons and mixing

bowls) perform beautifully as a food preparation

product, but they’re so great to look at that they’re also

perfect as servingware.”  

Mirabile also has a keen interest in the environment, so

he is also proud of the fact that Lifetime Brands has a

social conscience and a percentage of profits from Reo

are going to WhyHunger — an initiative focused on

addressing global hunger issues. 

There are many other inspiring businesses that Mirabile

works with, but visiting cities that attract great designers,

artists, business owners and creatives in general, also
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You need to be an
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your guest loves
and help them
discover more of it. 
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provides him with endless inspiration for new projects.

“New York City is very close to the top of my list for inspir-

ing cities of the world,” he says. “There is always some-

thing new to discover

there. I grew up in

New York, but I never

feel that I’ve taken on

even half of the inspi-

ration it has to offer

because New York

constantly reinvents it-

self, and it’s where so

many brilliant people go to try out new and sometimes

outlandish concepts in product and retail formats. 

“Mario Batali’s Eataly is a great example of this,” he

says excitedly. “Many of us scoffed at the idea of such

an enormous space devoted to such a seemingly

niche market. But he was right! It’s brilliant,

and now it’s a national chain!”

On the topic of individual stores that

have become successful retail

chains, as any retailer knows,

success is largely due to the people

involved and great staff need to be 

cherished and encouraged. Mirabile

firmly believes that if retailers want to

take the next step towards becoming a

national success, then

they need to invest in

their staff and keep

them inspired as they

grow. 

“Excite your staff and make them a part of the

process,” he advises. “Let them know what’s coming,

and the direction and goals of your business. Then

solicit any ideas they might have to help achieve that

goal. It may seem near impossible to engage every

employee in the achievement of your goals, but any

retail operation today is a mission to sell, and every

employee not committed to that mission is a risk to

survival. Employees are your eyes and ears on the

ground, interacting every day with the people that

you need to understand the most to succeed.” 

Retailing is a tough yet rewarding game, as there will

always be so many others out there vying for the

attention of the consumer, wanting to sell that

next big product. Since trading began, it’s

been a competitive playing field where only

the best survive. And to be one of the best,

you need to stay inspired, as inspiration

creates passion and that combination draws

people in.  

So how does one keep the inspiration flowing? And

the million-dollar question is: what is inspiration

anyway? In the words of Tom Mirabile, inspiration is a

fusion of reality and imagination…

“Inspiration is a process rather than a result. It's a

sort of re-genesis, if that's even a word! It's that

process of creation whereby we let what we know

to be real (objects, facts, certainties like gravity and

material properties) mingle with the things which

are intangible (desires, needs, aspirations). We

allow our minds the freedom to create impossible

combinations of the real and the imagined without the

restrictions of feasibility. We allow ‘the known’ and ‘the

fantastic’ to have equal gravities, and imagine that

pearl, which contains only a grain of what is, enrobed in

glowing potential and metamorphosis.” �

From the World of Design 
And Fashion – Tom Mirabile continued

Success is largely due
to the people involved
and great staff need
to be cherished
and encouraged.

Photos supplied by Tim Mirabile
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black + blum
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Based in London, black +

blum is an Anglo-Swiss

design partnership who

joined forces in 1998. The black +

blum designs have won numerous

awards, including a gia Global

Honoree award for the best

product design in 2011, and are

sold through selected stores all

over the world.

IHA: Where 
do you find
inspiration when
designing new
products? 

DB: We get 
inspired by every-
thing and can
be influenced by
completely 
unrelated areas and materials, even
antiques. I believe it is our job to be
sensitive and try to absorb as much as
possible from the world around us. This
is part of the joy of being a designer –
finding that unpredictable connection,
something that other people might not
notice. We also love products and have
a natural curiosity. This doesn’t mean
we are materialistic—but we definitely
enjoy looking, touching and absorbing
the world around us.

IHA: Are there any specific designers,
places or eras that influence you?

DB: There are many, and they might
differ for each design. It’s amazing to
see the unique aesthetics of different
countries. Although these do still exist,
it does feel as though the world is be-
coming a smaller place and that pre-
viously recognizable national styles
are blurring. It is important that we do
not launch designs that will appear
out of date or lose their value after a
short time. Much of this is has to do
with materials and function. We
always love designs that we think
will become antiques – future
design classics.

IHA: Is there an approach or look that
joins the functionality, form or
emotional appeal of your product
line?

DB: I think it will vary for every item.
Some designs are led by the function,
and this gives physicality to the form,
but sometimes there is an overriding
feel or aesthetic that molds the func-

tion. We have done designs with
humor, with sculptural beauty and

even designs with a retro/engineer-
ing feel. I think the key is to take each
design or range individually and work
out what is best for it. 

IHA: How do new technologies
influence your product
design? Do you use
3-D printing, Kickstarter

or other platforms to develop
or launch products? 

DB: We definitely use 3D software to help
develop new designs. We always start
with pencil and paper and make many

models, but now with 3D software and
rendering packages, an idea can
quickly turn into a very realistic looking

image. We haven’t used Kickstarter yet,
but might consider it in the future, if the
design was right for this kind of platform. 

IHA: How do you see design’s
importance in our industry as it moves
forward?

DB: When I first studied product design
more than 20 years ago, it was a rela-
tively new field – or certainly a new
recognition of the skills and approach
involved. Design has always existed,
and industry recognized the value of
design, but before product designers,
engineers did product development
and they have a very different skill set.
Obviously Apple is the best example of
how a company champions design as
a key factor in growth and success, but
other consumer industries, such as
fashion and automobiles, have always
recognized and understood the impor-
tance of design. As I said before, our
market is very competitive. We hope
that design is how we stand out from
the competition. Design is ever more
important. 

To learn more about black+blum, see
www.black-blum.com.  �

The complete interview with
Dan Black as well as more
interviews with interesting
designers and house-
wares innovators will be
published in the Inside
Discover Design blog.
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by Vicki Matranga

Vicki Matranga, Design
Programs Coordinator at
the International
Housewares Association,
talks to Dan Black,
designer of black + blum.



Be Inspired by
World-Class Education
n insights into the latest trends, designs, visual

merchandising, sustainability, retail success factors and
consumer preferences at over two dozen education
sessions 

n expert information from the leading global authority on
color and material trends for 2015/2016 at the Pantone
ColorWatch display and seminars 

n advanced strategic knowledge on sustainability and
“going green”

n first-hand reports and forecasts on U.S. consumer
trends, providing insight into future buying expectations
and patterns

n FREE specialty retailer consulting sessions with retail
experts, covering topics from iCloud to PR to engaging
the customer

The International Home + Housewares Show offers
first-class educational and networking opportunities
for both specialty retailers and corporate buyers. 

Discover bright ideas and gain strategic insight that
helps you develop and grow your business!

www.housewares.org



What Shapes the 
Trends for 2015?
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As we move into 2015, it’s good time to look

ahead to the trends we can expect to see

over the coming year. Here we reveal one of

four trend themes we forecast for the Autumn Winter

2015 season called Migrate. 

What’s driving this trend?
The starting point for all of our forecasts is 

understanding the shifts in consumer behavior and how

this is affecting life at home.

A key catalyst for the season’s theme, Migrate, is our

increasing reliance on digital technology. So much of

the technology we use is designed to make our lives

easier. It’s designed to prevent us from wasting time

when making decisions, or to speed up learning how

to do something new. Technology often gives us a

helping hand, guiding us by GPS when we’re in an

unknown territory, but it’s also damaging our in-built

sense of direction. 

It’s also doing something to our ability to cope without

our technological aids, as we suddenly realize

fundamental skills are becoming eliminated from

everyday life. As our lives become increasingly urban,

we find ourselves removed from nature, unable to read

the signals of the real world and distanced from the

‘aural indicators’ in our environment. 

The changing of the seasons offers stability and reassur-

ance, as we value the messages Mother Nature sends.

In a world where

humans have

control over so

much, from moni-

toring our own health to genetically modified crops –

those things that are timeless, unstoppable and immov-

able have an even greater value and mystery. We turn

our attention to sensorial indicators in our environment;

falling autumn leaves and the first flock of migratory

birds leaving for warmer climes. 

There is a significant change in pace here, as we

see nature as something to be studied, appreciated

and understood. Balancing out our screen-based

activities with real experiences, and emotive or

tactile interactions means our appetite for

products and design that draw us closer to nature

is heightened. 

We cherish objects that are built to last and humbly

acknowledge the patience and dedication required to

produce beautifully considered and crafted products.

How will this influence design for
the home?
We bring natural elements indoors with us, from tactile

wood to tree and fern imagery. There is also room here

for a softer, more playful interpretation, featuring

hibernating characters and references to being “at one”

with nature. 
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by Ruth Kelly, Senior Trend Analyst at Trend Bible

Trend Bible is a home
and interiors-dedicated
forecasting agency
working with leading
international brands to
help them understand
the future of their
market. They forecast
future trends in the
behavior of consumers
in a two-to-five year
timeframe and analyze
how this will impact the
home environment.  

The Trend Bible seasonal forecasts for the home and

interior industry are published twice a year in the form

of a trend book, which sells in 22 countries to some of

the world’s most recognized brands. They also provide

bespoke trend and insight services to brands that want

more specific, tailored forecasts.

Copyright ©2014 Trend Bible Ltd



Nature sends out signals for the change of the seasons

as we see birds migrate to warmer climes across cold

skies and the leaves begin to fall from the trees. We

withdraw indoors for comfort and warmth, where the

tactility of our surroundings engages and comforts us. 

Described as “refined rustic” this story takes inspiration

from nature, but home products have a refined,

grown-up look to them. For textile prints, there is a

delicate, microscopic attention to detail that feels

extremely refined. 

There is a contrast between heavier, substantial

elements like heavy-based ceramics and chunky wood,

and fine delicate microscopic detail explored through

print and fine fabric constructions.

Color
Blues remain important for Winter 2015, from softer duck

egg shades to dark navy. Palettes should balance

lighter winter-sky shades with teal and ochre-green.

Gentle, subdued colors are mostly used for matt, chalky

surfaces and the tonality emphasizes texture across

ceramics, paper products and textiles. 

White, pale grey or oatmeal ground colors are used in

prints to add an earthy, natural look.

To find out more about how this story translates into

beautiful products for the home, along with three other

inspiring trends for the season, the Trend Bible Autumn

Winter 2015/16 Trend Book is now available to purchase.

Please email enquiries@trendbible.com.

To receive updates on the newest releases by Trend

Bible and insight into the latest trends sign up to 

free newsletter at www.trendbible.com. �
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Retail Design Trends of 2015

What are the current and

emerging trends in

retail design and what

should you watch out for to ensure

that you are ahead of the game?

After all, one thing will never

change, to be a top retailer you

have to remain top of people’s

minds, and that means continually

offering a refreshing and exciting

retail experience that is unique

and arresting.

Wolfgang Gruschwitz is a man who

has to keep one step ahead of

others when it comes to retail

design. He is the owner and

managing director of the

Gruschwitz Corporation – an

agency offering full-service retail

store design and visual

merchandising expertise to retailers.

He lectures at the European Retail

Trade Institute and the Retail Trade

Academy, and he is one of four

expert jurors for the gia Global

Innovation Awards held annually in

Chicago at the International Home

+ Housewares Show.

So when it comes to trends in retail

design, Gruschwitz knows more

than a thing or two. And he is

always travelling and checking out

what some of the best retailers in

the world are doing.

“Today, the ‘like it’ button (which

Facebook created with spectacular

success) is more than a just a

recommendation, it is the trigger for

success when it comes to a

product or service,” Gruschwitz says.

“Information is everything today, but

people still need a wide selection of

offering and security surrounding

their choices.”

Today, no matter where you are on

the globe, you are not alone

because you are connected to

everyone and everything – to the

community out there. “This we

have to calculate in retail design,”

says Gruschwitz.

Gruschwitz uses

H&M’s virtual dressing

room as an example

of a new retail idea

that is also a part of

retail design,

whether it is online or

a concept that

customers can use in-

store. The idea is that you

create yourself as the model

– down to height, weight, size

and appearance, and then

virtually try on clothes to see

what works and what doesn’t.

The magic mirror shows you the

latest styles in clothing things that

will fit you. Your friends can see you,

one-on-one online and can make

comments.

So the concept creates a

community and brings people

closer together, giving the

consumer more reassurance and

that feeling of being connected to

others throughout the experience.

by Michelle Hespe

Michelle Hespe talks 
to retail design expert
Wolfgang Gruschwitz
about some trends in
retail design to watch 
out for in 2015.
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Retail Design Trends of 2015 continued

Today, there are hordes of

companies fusing different

elements that may not have gone

hand-in-hand in days gone by –

such as fashion and food – to

create a successful retail business.

This trend is rooted in the concept

of capturing customer attention

and keeping them entertained. And

as there are so many choices now

for everyone, from all over the world,

it is essential that customers are not

only entertained, but that they also

feel special. Again, it is about

creating community and making

people feel as if they belong to

something larger than themselves.

“This is only the beginning – and the

Internet is the new flagship store,”

Gruschwitz says. “But whether it is a

bricks and mortar store or online,

you still need to mix expectations

and emotions – it is the only way to

get people attracted and

entertained in an ever-growing and

overloaded world. Everybody wants

more and needs more incentives to

be attracted to something, but on

the other hand, we all want to slow

down and relax.”

Mixing food and beverages with

retail has now become so common

that it is almost the norm, and it is

practically compulsory for high-end

retailers. “But now the food has to be

special and the quality of these

offerings has to fit in with the

surroundings,” Gruschwitz stresses.

“People look for things that are

different – like the restaurant in the

middle of nowhere that becomes a

location for foodies – if there is a

retail store in that place too, then the

foodies become fans. And always

remember that to have fans instead

of clients is as good as it gets.”

Gruschwitz’s catch-cry for his clients

is all about sharing emotions to

keep potential customers and

clients connected to your brand.

“It’s always about telling a story,” he

says. “With this concept, you need

to connect the food to the retail

offerings. Everything has to belong.”

Gruschwitz uses the example of a

store in Berlin called TYPE HYPE to

illustrate his storytelling point. The

store sells typography items – such

as high-end printed postcards,

notebooks and diaries. But the big

difference is that the owner of the

store, who is a graphic designer by

trade, tells the story of the old

book printing craft through his

store and products.

“Back in the old days of book

printing, the workers in that field

were always in contact with lead

and were in danger of being

poisoned. Life expectancy was not

great,” Gruschwitz explains. “So the

way to possibly avoid this fate, they

thought back then, was to drink

fresh milk. So book printing

companies gave their employees

free milk to drink.”

So that is how TYPE HYPE has

successfully linked in milk in its retail

store. “The store owner sells fresh

milk from regional farms, fresh

baked bread and other high quality

products, including special wines,

spirits and cakes,” he explains. There

is also an arty hotel next door, so its

residents eat breakfast at the store
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they also feel special.



and enjoy the atmosphere. All of

this, again, creates an emotional

experience for the customer and a

warm community in which the

customer can interact with others

and new products.

Gruschwitz also uses the Weber BBQ

store in Berlin as a great example of

retail storytelling by exploring the

heritage of barbecued food. “It’s the

only store in Europe where you grill

food on a normal outdoor grill

(charcoal, electric or gas) in the

store! You can bring your own meat

and your friends, and make a

dinner with the ‘grill master’ – the in-

store chef on the BBQ! Amazing.”

Vertical gardens and plant-life in

store is not something new, but it is

a trend that is developing as

people become more and more

interested in food and where the

produce that they are consuming

comes from. The concept is now

being used in stores, and this

creates not only an aesthetically

pleasing environment but also

means that people are breathing in

good fresh air and are surrounded

by greenery in a city.

“Vertical gardening is not only for

decoration as it once was,” says

Gruschwitz. “It is becoming a micro-

solution for health in that people

can grow vegetables and produce

their own nutrition.” The idea can be

expanded as storeowners can grow

their produce anywhere in their

building under hydroponic

conditions – in the cellar or

warehouse or storage areas. They

can be producing their own food

while running a retail business. And

if a retailer can also use that food in

their in-store café, even better.

Another trend that Gruschwitz has

noticed taking hold that also works

well with the sustainable/green

movement, is the use of transparent

concrete, which is a combination of

glass-fiber and concrete. It results in

a transparent wall, causing less

artificial light being used. “The new

movement in this sector is about

not taking energy, but rather about

creating energy within a building,”

says Gruschwitz.

As they say, necessity is the mother

of invention, so the fact that

retailers have had to change their

entire approach to selling product

in today’s world is not a bad thing.

Rather, it has created an exciting

new movement that embraces

fresh concepts aimed at involving

people more in retail operations.

Instead of retailers just selling

products to people, they are

aiming to welcome them into a

community. On or offline, that is a

beautiful thing. �

To learn more about Wolfgang

Gruschwitz and the projects of

Gruschwitz GmbH, visit

http://gruschwitz.de.

Retail Design Trends of 2015 continued
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Influential Housewares Trends
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Changing technologies,

product materials,

functionality, consumer

lifestyles and fashion have all

played roles in determining the

trends that have left an impression

on housewares. HomeWorld

Business took a look to the past for

newsworthy trends that have

affected housewares product

development across a wide

spectrum. Of the 25 trends that

they had identified, 10 are

introduced here. 

Artisanal 
It’s a term that can refer to food,

fashion, design and product

development. Artisan styling, evoking

a “handmade” feel, has trickled

down from grassroots efforts such as

Etsy’s “handmade” retail platform to

more mainstream product

development, with housewares

suppliers across categories focusing

on product design that appeals to

the consumer looking for something

with homespun flair.

Color
While the actual palette may

change from year to year based on

Pantone color predictions and/or

what’s on the fashion runway,

color on housewares products

has been pervasive and has

expended beyond the

expected to categories such as

cookware, small appliances

and home environment products

as well. From red and green to

purple, blue and pink, color

continues to brighten the retail

shelves in all housewares

categories, refreshing housewares

product offerings each season. 

Customized
From mix-and-match dinnerware to

open-stock cookware, how

consumers stock their kitchens

and homes has become a more

personal experience. Technology

has expanded the design options

for many housewares products as

well, allowing for patterns, sayings

and personalization that provide

choices that speak to a

consumer’s individuality. 

For Kids, By Design
Spatulas, furniture, aprons and more

have been susceptible to redesign

driven by the need to be child-friendly.

Developed for use with children who

have small hands, bodies and seek

juvenile-pleasing designs, the market

for products for parents looking to

appease their children with a “me-

too” version of their household staples

continues to expand. 
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Influential Housewares Trends continued
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Going Mobile
Mobile devices have not only

changed the way consumers shop,

they have affected what shoppers

buy as well. A more recent trend that

continues to evolve as it relates to

housewares, “mobile” has already

affected furniture (desks with

charging ports), kitchenware

(temperature measuring devices

and kitchen scales, for example, with

apps that connect information to a

smart device), and home

environment (smart home

applications that turn home comfort

appliances on and off remotely). 

Gourmet Coffee & Tea
As consumers grew to love their Talls,

Ventis and Grandes from the corner

Starbucks, a refined palate for coffee

and tea and a new dimension in

preparation for the

beverages emerged. For

some consumers,

coffee and tea

awareness inspired

them to re-create their

favorite gourmet

beverages at home, which

in turn, has opened

opportunities for a bevy of Barista-

inspired products from espresso

machines to milk frothers to new

French Presses, tea infusers and

coffee and tea serveware.

Healthy Living
As consumers have become more

aware of ways to live healthier

lifestyles, the housewares market has

responded with tools to help them.

From products that reduce the

spread of bacteria, such as

toothbrush covers, air purifiers and

antimicrobial cutting boards to those

that allow cleaning without

chemicals, such as

steam mops,

housewares has offered

consumers tools for a

healthier home. In the

kitchen too, products

have evolved that are

devoted to making

healthier eating more

convenient and simplify

portion control.

Multifunctionality
From furniture that doubles as

storage to kitchenware that goes

from oven to table or serves more

than one purpose, housewares

suppliers continue to find ways to

incorporate multiple uses into one

product. A trend sparked by

economic factors as well as

consumers living in smaller spaces,

housewares product developers can

be expected to continue to explore

innovative ways to expand product

functionality. 
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Influential Housewares Trends continued
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Storage Solutions
For many consumers, storage is often

a consideration when purchasing

products for the home. Following

2008’s economic downturn, storage

solutions came even more into focus

as some consumers downsized their

homes. The housewares industry has

responded to this trend with

products that stack, collapse, fold flat

and feature such elements as

removable handles in an effort to

provide functionality in space-saving

configuration.

Task Specific
While some products have gained

attention for multifunctionality, on the

flip side are products designed to

serve one specific niche function.

From carrot peelers, banana slicers

and pizzelle makers to beef jerky

machines, singular function design

continues to attract consumers

looking for novelty and practicality.

The complete article, 25 Influential
Trends That Impacted Housewares

Design & Merchandising, was
published in the 25th anniversary
issue of HomeWorld Business in
September 2014. 

For information on digital

subscriptions to HomeWorld

Business, visit

homeworldbusiness.com �

www.homeworldbusiness.com
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To most

Americans,

especially if they

have a penchant for

Mexican food, Rick

Bayless needs no

introduction. Most

people know Bayless

from winning the title of

Bravo's Top Chef Master

with his authentic

Mexican cuisine

offerings when he was

up against French and

Italian master chefs. He

also has a hugely

popular TV series called

Mexico: One Plate at a Time, and is the author of seven

cookbooks, with more on the way. His award-winning

Chicago restaurants, both founded in 1987, Frontera

Grill and the 4-star Topolobampo, are American

institutions. His Frontera line of salsas, grilling sauces

and organic chips can be found throughout America. 

“I like to cook authentic food,” is the Bayless catch-cry. “I

like anything that speaks of a place.”

But how has Bayless, in a world saturated by celebrity

chefs, remained at the forefront of his game? “Longevity

in this industry is all about having a sustained passion for

what you do,” he says. “So it’s simple really – I just love

what I do. I am constantly on the go, exploring new

things, finding new inspiration at markets or on the streets.

Most people who know me will say that I get so excited

about so many things around me, and being able to

share those things that I discover and learn, it is the best

thing ever. And of

course being in

the public eye,

you can share a

lot more with a

wider range of

people.”

Bayless finds the celebrity

chef phenomenon

fascinating, but he’s never

been, nor will be, one to

pursue fame over what he

loves doing the most –

cooking. “It’s really very

interesting,” he says. “A

crowd is used to being

entertained – after all,

that’s why they are there.

And for me, entertaining a

crowd has never been a

problem because I am so

enthusiastic about what I

do. 

“I got into this industry because I love it, and what I do,

not because I wanted to be something else,” he says.

“When I started out, there were no rock star chefs or

media celebrities in the cooking world. But I’ve always

taught cooking classes, so it was natural progression

for me to move into a more public space and then on

to TV. People gravitate towards the enthusiasm I have

for what I do, and I love telling stories and sharing

experiences with people. These days, I have to think a

lot more about the entertainment factor – you have to,

because now people are more accustomed to being
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Michelle Hespe catches
up with Rick Bayless –
author, celebrity chef, king
of Mexican street fare and
an inspiration to all who
are lucky enough to cross
his path. 

Inspiring the Industry – 
Rick Bayless
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entertained when it comes to cooking

classes and demonstrations.”

Bayless also notes that there has been a big

shift in today’s world of cooking, in that the

general public does research and has access

to information about ingredients, food,

cooking and even technology that was once

just the domain of chefs. 

“Audiences today are more knowledgeable

about food, but not so knowledgeable about

how you make something,” he says. “They can

talk about all the crazy ingredients, but then

when it gets down to it and they have to make

a mayonnaise, that basic stuff, they often have

a lower level of understanding. That’s why my

book, Mexican Every Day, became so popular.” 

Every year, Bayless takes all of his management

staff, around 20 of them, to Mexico to learn at

the root level about his love of Mexican food

and culture, and to find fresh inspiration. “It’s not

a relaxing trip,” he laughs. “We pack so much in

– looking for new ingredients and new

techniques. It’s very important for me to know

that they are aware of where the food comes

from. Because really, that means less on my

shoulders – they can then spread the word as

well. It’s a lot of fun, very inspiring, and a lot of

hard work.” 

Bayless loves to support the industry of

which he is a part, and so in 2003, the

Frontera Farmers Foundation (FFF) was

established. “We have given away US$1.3

million in small grants to small family farms,

and it’s making a huge difference to them,”

he says with pride. “And we are seeing the

results of our investment. They basically

receive up to $12,000, but there is no

interest on that. Talk to any farmer, and with

all of their expenses, they will tell you it can

take five years or more to raise that kind of

money. So it’s very rewarding to see a

farming family take advantage of the grant.

Every year we give away 20 grants, around

$12,000 each – so we’re touching many

people and they are producing more food,

and its all going back into the industry that

supports us.” 

As Bayless says on the FFF website, “Great

food, like all art, enhances and reflects a

community’s vitality, growth and solidarity …

history bears witness that great cuisines

spring only from healthy local agriculture.”

Bayless and his staff then went on to set up

the Frontera Scholarship – a full-tuition

scholarship in culinary arts that sends a

Mexican-American Chicago Public School

student to a renowned culinary college.

“When we started that foundation, it was

incredible to see how it changed peoples

lives. All we had to do is give $1 from every
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bottle of wine in our restaurants to the cause,

and that sends a kid to culinary school! It’s

really inspiring that you can make a

difference in someone’s life like that.”

It’s not surprising that in 2007, for these

philanthropic endeavors, Bayless was

awarded Humanitarian of the Year by the

International Association of Culinary

Professionals. And he was also the first chef to

work with Panna – a widely watched and

read online video-cooking magazine that is

incredibly popular. “It’s great because you

can really learn from the chefs on Panna in a

way you can’t learn from a recipe,” Bayless

says. “It makes cooking so accessible

through the chefs. Video is fantastic like

that – now I capture moments wherever we

go – I just love it.”

So from where does a chef of Bayless’

caliber get his inspiration? That’s an easy

answer for this chef. “A marketplace is my

number one inspiration – anywhere in

the world, but especially in Mexico,” he

says. “The municipal markets are so

amazing. My wife always laughs at me. I

walk into a food market and my breath

gets shorter, and she can see that my

heart is racing. A great market is the

inspiration for everything I do. The

incredible food, everywhere.” 

One thing is for sure – Bayless loves

Mexico and Mexico loves Bayless. The

Government of Mexico recently bestowed

the Mexican Order of the Aztec Eagle on

him, and it is the highest decoration

bestowed on foreigners whose work has

benefitted Mexico and its people. His

family and friends are undoubtedly so

proud of what this chef and restaurateur

has achieved, not just for himself but for

people he doesn’t even know. But what

makes him so special when you meet him

in person, is the joy that emanates as he

talks about what he does and what he

will do in the future. He is a true

inspiration! �
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With nearly two dozen education

sessions and Innovation Theater

programs, all at no charge, the

2015 International Home +

Housewares Show is the

preeminent place for retailers to

be inspired. Here you’ll learn from

the widest range of expert

perspectives on the competitive

marketplace and the trends that

are affecting consumers’

willingness to spend on household

items now and in the near future. 

Future Color/Design Trends:
Innovation and Impact
Monday, March 9,
12 Noon – 1 p.m.

An Update on Consumer
Color Preferences:  Have
They Changed?
Tuesday, March 10,
12 Noon – 1 p.m.

Both sessions will be held in the
South Building, Level 2, S100,
Grand Ballroom

Join color specialist Leatrice (Lee)

Eiseman for exciting trends

presentations on Monday and

Tuesday. Lee is our industry’s

foremost expert on color. Her

credits include: 

• Executive Director, Pantone Color
Institute

• Director, Eiseman Center for Color
Information and Training

• Author of nine books on color

In today’s highly competitive and

challenging marketplace, would-

be consumers and/or clients are

constantly wooed by evocative,

imaginative and innovative uses of

color and design that embrace

not only traditional media such as

print and TV commercials, but also

a broad gamut of digital devices.

On Monday, Lee will explain the

factors most important to identify:

Where and how the trends

originated? What are the most

meaningful palette and style

indicators? Where they are going

in future? Join IHA’s unsurpassed

color expert as she shares her

insights on what is happening with

future color and design trends.

On Tuesday, join Lee for a “color

tutorial” as she explores and

explains the latest thinking on the

major color families and how they

are currently perceived by

customers.

Visit Lee’s website at:
www.colorexpert.com
and her blog at:
www.eisemancolorblog.com

Survive and Thrive: Top
Trends for 2015
Monday, March 9,
7:30 – 8:30 a.m.

South Building, Level 1, Room
S100, Grand Ballroom

Tom Mirabile, senior vice president,

Global Trend & Design, Lifetime

Brands; IHA’s consumer trend

analyst; contributing editor,

Pantone View

Today’s retail environment is

complex and often overwhelming.

Ever-changing influences,

technologies and expectations

threaten success in an extremely

competitive market. Begin your

Monday with Tom Mirabile as he

leads an exploration of consumers

and trends guaranteed to give a

deeper understanding of what

your customers want and how you

can provide it. Uncover the latest

lifestyle trends, selling solutions

and unexpected insights on what

matters in modern retail.
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Ree’s Reach:  An
Informative Conversation
with Ree Drummond,
The Pioneer Woman
Sunday, March 8,
11:30 a.m. – 12:20 p.m.

South Building, Level 1, Room
S100, Grand Ballroom

Join Ree Drummond, award-

winning blogger, New York Times

best-selling author and television

personality and Katy Lynch, social

media guru from Manifest Digital,

as they discuss Ree’s rise to fame

and what it takes to create a

successful social media presence.

Ree will explain how she got

started on social media, her digital

and career accomplishments

and offer her thoughts on digital

influencers and social media

marketing today.

Housewares and Giftware
Converge: Supplier and
Retailer Panel
Sunday, March 8,
12 Noon – 1 p.m.

South Building, Level 1, Room
S100, Grand Ballroom

As the retailer and supplier

communities search for new and

differentiated ways to inspire their

audiences, one trend continues to

surge. Giftware has invaded realms

that used to be exclusively

housewares and vice versa. To help

us explore that trend we have

invited experts and practitioners

who are on the front lines of this

trend to share their thought on how

to capitalize on this

movement.

Moderated by Warren

Shoulberg, editorial

director of Gifts &

Decorative

Accessories

magazine, the panel

will include gift retail

Mary Liz Curtin of Leon

and LuLu, gift industry

veteran Gary

Schermann of

Creative Co-Op,

housewares designer

Sid Ramnarace of

Savora and Lifetime

Brands and retailer

Martha Nading of The

Extra Ingredient. 

What Makes a
Prize-Winning
Retail Store?
Monday, March 9,
2:30 p.m.

Innovation Theater,
Lakeside Center,
Level 3, Room E350

gia expert jurors Scott

Kohno, Martin M.

Pegler, Wolfgang

Gruschwitz and Henrik

Peter Reisby Nielsen

discuss key elements

of a successful retail

operation, from retail

architecture and light to visual

merchandising and displays to

branding, marketing and new

technologies, including the use of

social media and cross-channel

retailing. See examples of best retail

practices by the gia award-winning

retailers from around the world. 
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From the bottom of the

sea to the tops of the

stars, Chicago has it all

on display. The Downtown

Museum Campus is home to

three great attractions: the

Field Museum of Natural History,

the Shedd Aquarium and the

Adler Planetarium. For art lovers,

the Art Institute of Chicago

offers masterpieces from

ancient to ultra-modern, and

the various other cultural

institutions showcase some of

the greatest design, architecture

and concepts-to-be realized. 

Most people will agree that art,

design and architecture all go

hand-in-hand, and if you want to

really delve into the history and

present of Chicago’s art scene, then

make time to experience the Art

Institute of Chicago. Their mission

statement says it all. The institute

“collects, preserves, and interprets

works of art of the highest quality,

representing the world’s diverse

artistic traditions.”

Founded in 1879 as a museum and

school, the Art Institute has always

maintained a vision to acquire

and exhibit a huge diversity of

art, while also offering in-depth

educational programs across a

broad spectrum. It’s a huge

credit to those who run the

Institute that they now

showcase more than 5,000

years of human expression from

cultures around the world. And

there is a new wing (that took

10 years to build and opened in

2009) that was designed by Pritzker

Prize–winning architect Renzo Piano,

making it the largest art museum in

the U.S. Called the Modern Wing,

the 264,000-square-foot building is

home to the museum’s 20th- and

21st-century art, including awe-

inspiring collections of European

painting and sculpture,

contemporary art, architecture and

design and photography. 

The amazing list of institutes in this

city goes on. You could spend a

month in Chicago and not see all

that it has to offer those hungry for

design inspiration. The city’s

Museum of Contemporary Art

(MCA) is another must-see. One

of the nation’s largest facilities

devoted to modern art, with

exhibitions created since 1945,

it is the type of place you’ll want

to visit if you need to shake up

your thoughts and get a fresh,

inspiring perspective. Get lost

among contemporary painting,

sculpture, photography, film and

performance. The MCA also has

a gift and bookstore brimming

with design, a 300-seat theater

and a terraced sculpture

garden with stunning views across

Lake Michigan.

Columbia College Chicago is

another institution that is making a

mark in the U.S. when it comes to

design, fashion and

cinematography. Students are

assured of real industry experience

while immersing themselves in

onsite film and video production

and post-production equipment,

photography, animation, graphic

design and computer labs, dance

studios, concert halls, theater

stages, a radio station, recording

facilities, art studios, performance

spaces, design studios, film and

television studios and galleries.

It’s a buzzing hub of creative

energy and the surrounds –

Columbia Arts District – is home

to seven galleries plus

performance spaces and

venues, a museum of

contemporary photography

and another that showcases

fashion over the eras. The

breadth of talent and things to
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see in this area

will blow your

mind away, and

ensure that your

finger is on the

pulse when it

comes to all

things new and

exciting on the

design front. 

When night falls

and you think you

can’t fit another

good dose of

design into your

schedule, think

again. In fact,

think creative-

theater set design

and amazing

costume design,

paired with

wonderful stories,

raw and veteran

talent. The Looking

Glass Theater

Company at the

Water Tower in

downtown

Chicago opened

in 2003, kicking off

a new era of

theater in

Chicago. There is

always something

interesting being

staged here, and

as the theater

seats only 270, it’s always an

intimate experience where you

really feel a part of the action. 

Or, if you want to head somewhere

where the locals go to groove

away to underground Chicago

blues and beats, then get yourself

to Kingston Mines. It’s a little out of

the city center, but worth its weight

in gold. You get the real-deal blues,

and it’s packed with people from

all walks of life. There is no

pretension here – it’s all about

dancing the night away!

And if you are going to get into

some local culture, then the

experience has to include dining.

Step into some of the outer suburbs

of Chicago and some cool, tasty

treats await, especially if you follow

chef Paul Kahan’s restaurant trail. If

you don’t know Kahan, get to know

him – he grew up in his parents’

Chicago delicatessen and

steakhouse, and he knows what it

takes to establish a happening

place where the atmosphere is as

paramount as the food. Check out

Big Star – a taco and tequila bar, or

if you’re after some fine cheese and

beer, wine offerings in a place that

has a warehouse vibe, head on

down to his The Publican – a

restaurant and bar that many locals

from the Windy City call their

second home. 

Food, drinks and music aside, to get

a really good idea of how Chicago

came to be such a culturally

inspiring city, jump aboard an

architectural tour on a boat. You’ll

not only be amazed by some of the

work from the world’s best 

architects, you’ll also learn a lot

about Chicago’s legendary

characters and some of the must-

see attractions that will put you

back on the beaten track. �

For more information about the city

of Chicago, the different design

destinations, tours and

dining/shopping options, visit

www.choosechicago.com. 
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Also, be inspired by
beautiful Chicago videos 
by Choose Chicago:

Chicago Museums 

Chicago Nightlife 

Chicago Theater and
Performing Arts 

Other links, from the italicized 
destination names:

Art Institute of Chicago: 
www.artic.edu/aic

Museum of Contemporary Art:
http://mcachicago.org

Columbia College Chicago: 
www.colum.edu 

Looking Glass Theater
Company:
http://lookingglasstheatre.org 

Kingston Mines: 
www.kingstonmines.com

Big Star: 
http://bigstarchicago.com

The Publican: 
http://thepublicanrestaurant.com
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Top: Big Star
Course 3 prep

Photo by Edouard Pierre

Middle: Publican Restaurant
Main Dining Room

Photo by
Bob Briskey Photography

Bottom: The Art Institute
of Chicago

Photo courtesy of
Choose Chicago



Be Inspired by
Chicago
• Do a benchmarking tour or go shopping at
innovative Chicago home and housewares retailers.

• Enjoy live music at a blues or jazz club.

• Experience a Chicago sporting event.

• Explore top-choice museums. 

• See world-renowned architecture and
spectacular attractions. 

• Visit some of the exciting neighborhoods...
all full of life and character. 

• Have an excellent dinner… Chicago is one of
the world’s culinary epicenters offering endless options
from inspirational fine dining and the best steaks to
traditional American and Italian favorites to Mexican
and Nuevo Latin cuisines.

To plan your visit to Chicago and for information on Chicago
home and housewares retailers, see the Experience
Design + Inspiration in Chicago brochure and the Chicago
Retail brochure at www.housewares.org/attend/nonUS.aspx
and visit www.choosechicago.com



2,100 exhibitors
from 6 continents

find innovative new products
and the inspiration, ideas and
tools to grow your business

march 7 - 10
chicago • usa
Saturday 10:00 am - 5:30 pm
Sunday 8:30 am - 5:30 pm
Monday 8:30 am - 5:30 pm
Tuesday 8:30 am - 3:00 pm

UNITED STATES
6400 SHAFER COURT, STE. 650
ROSEMONT, IL  USA  60018
TEL: +1 847.292.4200
FAX: +1 847.292.4211
www.housewares.org

INTERNATIONAL OFFICES

IHA AUSTRALIA
IHA CANADA

IHA GERMANY

IHA MEXICO

IHA UNITED KINGDOM
www.housewares.org/iha/global/offices.aspx

041714A/4000


