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I would like to thank Mrs Simone Nickl, PR Manager, 

Munich, Germany, for the great opportunity to write 

about exceptional design and fine art events. 

Mrs Simone Nickl revealed to me an outstanding creative 

world at the exact moment I was searching for it. 

My writings and my feelings turned finally into this book. 

 

 

 

 

 

 

 

 

 

 



 have always been searching for 

treasures and beauty to discover 

and uncover. I have begun a journey 

with the aim of looking for people's 

creative side beyond the apparent 

reality; and to find out where life's 

dynamism flourishes beyond 

the static landscape of cities 

organised in streets, buildings and 

parks.  

I intended much more: to touch 

a culture's truth and most beautiful 

secrets. 

I reached to the heart of creation, 

to the fulfilled universe of artists, 

designers and creative brands. 

I arrived at a place where marketing 

remains behind and is replaced by 

the artist's true calling and authentic 

life experience; where answers are 

finally offered to the questions: 

"why create?" and "what does the act 

of creation mean?" 

By now I gathered a collection of 

spiritual treasures. With each 

interview, I transposed myself into 

the process of creation, while each 

artist lived again and remade the act 

of creation.  

 

 

 

 

 

 

 

 

 

 

 

The result is this book and the online 

magazine Customers4Fashion:  

https://customers4fashion.wordpress.com/ 

For many, creations are forbidden, 

unknown and unnamed fruits and 

their author, anonymous and remote. 

What I wish to achieve through 

this book is to demonstrate that 

we pass every moment through 

a living creative world, colourful, 

superb, opening into enchanting 

horizons, happening right now.  

Each of us deserves to get close to, 

contemplate and nourish his or her 

soul from this realm. I want to put all 

I 

 



my discoveries in a world gallery of 

creativity and share them with lovers 

of art who do not have the possibility 

or the time to travel.  

I want to bring a new perception 

about our world's boundlessness and 

our ability to shape it into beauty, 

through opening new doors to insight 

and possibilities, by showing there is 

aspiration to new sources of 

inspiration and life, 

by offering readers the mirror of 

an aesthetical world that is a joy to 

their eyes. 

My inspiration and desire to do these 

interviews crystalised among Paris, 

the city of my MBA studies in 

Luxury Brand Marketing and 

International Management, Romania, 

which strives for new visions and 

exceptional, qualitative, ingenious 

creations and Munich, London, Berlin 

and Bucharest. These cities gave me 

the concrete opportunities to meet 

and further look for the artists 

presented in this book. 

I am grateful that every step led me 

to niche creations at the confluence 

of luxury with art and uniqueness, 

born out of creativity, craftsmanship 

and especially, skillfulness in 

rendering the genuine spirit of 

contemporaneity and innovation.  

Furthermore, I intend to transmit 

through my inquisitiveness from 

my feelings during the interviews and 

exhibitions. I will accompany you in 

the artists' universe through 

my perception of the creative reality 

and through my sensibility to let 

myself surrounded and touched by it. 

And why not, I will attempt to enable 

the creative force of the readers 

themselves. 

Upon setting off in search of 

a creative world, I put myself four 

questions:  

Who is in for a real change? Who is 

ready to embark on higher trends? 

What is the artistic universe like? 

Who has authentic secrets? 

I reflected on fashion and 

on the multitude of definitions 

it received.  

 

Beyond all definitions, it is not 

the short-lived and the temporary 

that I see in Fashion. I see 

the regeneration and unfolding of 

style. 



 

 

Reaching out for refreshed great 

inspiration. 

 

 

 

Transforming for exhibiting creativity. 

 

 

 

Being admired by others. 

 

 

 

Feeling the inspiration. 

 

 

 

Fashion is a variety of unique 

exquisite manners. 

 

 

 

 

 

 

I feel fashion 

 

 

 

Melting with higher trends. 

 

 

Being aesthetic to the outside world. 

 

 

Being involved with beauty. 

 

 

Flowing in another dimension. 

 

 

 

 

Roxana Florina Popa 
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VANESSA VON ZITZEWITZ 
 

 

 

"APPEARANCES AND AESTHETICS" 
 

 

n 2015, Vanessa von Zitzewitz 

presented her work in various 

European galleries. In Germany, 

she showed her first solo exhibition 

at the leading, exclusive fine art 

Galerie Bernheimer in Munich. 

 

The photography selected by 

Vanessa von Zitzewitz for 

the exhibition “Appearances and 

Aesthetics” invites us to renew our 

understanding of a woman’s beauty 

thanks to the photographer’s 

unique lenses. 

 

Confirming the woman as a form of 

art and underlining both adorned and 

naked parts of the feminine body, 

Vanessa von Zitzewitz expands 

the exploration of a woman to 

her natural appearance – the nude. 

A nude is actually far from being 

a naked body. 

Taken out in the nature, a woman’s 

nude has a softening effect on usually 

threatening environments and 

reveals a cool and sensual presence 

next to powerful forms of nature, 

such as the high waves in 

Southampton and the wind and 

the hard rocks in Saint Barth. 

(New Wave 1 and 2  – Southampton,  

NY,  Snake –Saint Barth 

1996,  Black – Saint Barth 2002, 

Sculpture 1 and 2 – Saint Barth 

1996). 

 

Besides nude acts presented in black 

& white photography, 

Vanessa von Zitzewitz surprises 

through her genuine talent for 

I 



mastering also water & body colours 

in Skins Splash – Ibiza 2014.  

 

Feminine shapes seem to entirely 

come out of these sculptural photos 

whose flow lets the spectator 

recompose the shooting and have 

a film developing before his eyes. 

 

Giving the impression of a real water 

pool, this photographic arrangement 

is the fluid part of the exhibition and 

creates a space in movement 

together with the series 

Dancing with Elephants 2014. 

A memorable surprise is carefully 

hidden in the visit: the woman in 

the citadin environment 

(The Shadow of Paris, In my hand – 

Paris 2010, 38, Avenue Gabriel – 

Paris 2014). Elegant architecture 

paying tribute to curves becomes 

home to femininity. A new 

resonance: between a woman’s 

nature and steel. 

 

The exhibition is symmetrically closed 

by Carla Bruni’s portrait in a forget-

me-not message to guests leaving 

the Gallery. 

 

This is the distinctive style of 

Vanessa von Zitzewitz: well-thought 

great ideas manifested in 

photographic art with lightness and 

naturalness through multiple 

perspectives. 

While waiting for the interview in 

the elegant premises of 

the Galerie Bernheimer, I admire 

the portraits of HSH Princess Charlene 

of Monaco, Alain Delon and 

Michael Schumacher. A shining 

presence makes her appearance. 

Vanessa von Zitzewitz is exactly as 

friendly and warm as in her website 

photos. It feels like we have already 

met before. 

 

Roxana Florina Popa:  “Dancing with 

Elephants” impressed me by 

its naturalness. What is the message 

of the naked woman and who is 

the main character of these photos? 

 



Vanessa von Zitzewitz:  My favourite 

picture is Richard Avedon’s famous 

picture called “Dovima with 

the Elephants”. When I was a young 

photographer, this picture had a real 

impact on my work and the way I saw 

women be photographed. My dream 

was to retake this picture with a nude 

since I like photographing naked girls. 

I did a casting and I found a Russian 

model from St. Petersburg who loved 

animals, loved the idea and said 

"I will do it". Posing totally naked so 

close to animals is not something 

easy. 

 

The elephants belong to 

the circus Knie in Switzerland which  

is very protective of their animals. 

I flew in several times before 

the photo session in order to get 

close to the animals, know their 

owners and trainer and to explain 

my project. They were kind enough 

to accept and we had a 3-day 

shooting with these amazing animals, 

trained in a wonderful way. 

 

So, the story is about both the girl 

and the animals. She seems like 

dancing with the elephants because 

she is in a relationship with 

the animals. I envisaged her so 

natural among these huge beasts. 

I like the contrast between the girl’s 

bare skin and the elephant’s rough 

skin. 

 

 

 

 

 

 

 

Vanessa von Zitzewitz 

Photo credit Robert Freiberg Fotografie / 

Courtesy of Galerie Bernheimer 

 

RFP:  As somebody who works 

towards opening people’s hearts to 

animals, how would you describe 

a personality who can come close to 

horses? 

 

VVZ:  Horses are challenging animals. 

In nature their reaction would be to 
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run away from somebody. We’ve 

tamed them; we’ve completely 

changed their way of behaving. I am 

myself a show jumper, I have a horse 

and I know they are not meant 

to have a saddle on their back and 

to jump 1,40m over an obstacle. 

They would go round the obstacle 

when they see it. 

 

The way we approach animals is very 

artificial. What they do for us every 

day is so unnatural. This is why it is so 

important to take care of them. 

Many horses have back problems 

because of the saddle, jumping or 

dressage.  

 

My horses are kept in a special way, 

we take very good care of them and 

I know how to approach horses. 

I think this helped a lot during 

my project in Qatar with Arab horses 

which are even more difficult and 

frightened than European horses. 

They are powerful animals and – like 

the horse I photographed 

(Exhibition “Horses of Qatar”) – 

they have never been ridden. 

They are just shown for their beauty. 

Their relation to humans is even 

more distant. It was quite challenging 

to photograph them in a way that 

seems very natural that I got very 

close to them. The underwater 

pictures are very special because 

horses normally do not swim. 

They are trained in Qatar in pools as 

outside it is very hot, but they are 

frightened to be in this unknown 

environment. 

 

You have to know and love animals to 

do such a project. Because you never 

know how a horse is going to react, 

never. 

RFP:  How do you connect your 

photography to the personalities 

and stars posing before your 

camera? 

 

VVZ:  It is always a new challenge 

because everybody is different. 

You have important personalities in 

front of your camera that have very 



little time and who have been 

photographed so often that 

they already know how they want to 

be photographed. 

 

The great thing about my work is that 

I have never had the feeling "oh, I´ve 

done this before". I am always 

enthusiastic about each new photo 

session.  

 

The moment I try to capture is 

unique. I have not captured the same 

moment with anybody before. This is 

what I want to express and 

this is the main   challenge  when 

working with a personality. 

 

RFP:  How did you experience Cartier 

and Graff jewellery? How each of 

them inspired you in creating 

the shooting concept?  

 

VVZ:  My projects for Cartier were 

about producing books and 

an exhibition. I had total freedom of 

what I wanted to do. I did a book 

called "Untamed" for which 

I photographed famous models 

with jewellery that we chose, next to 

wild animals, in different parts of 

the world. That was my idea, 

my choice because I love animals. 

The jewellery was there, but it was 

not the essential part of the picture. 

 

Whereas in the advertising 

campaigns I did for 12 years for Graff, 

the jewellery was the important 

subject in the picture. I had to get 

the jewellery piece as precise, 

as crispy and as realistic as possible. 

For example, photographing yellow 

diamonds is very difficult because of 

their reflections. If you have a big 

yellow stone and you wear black, that 

stone becomes green on print. At one 

point, my whole team had to wear 

white clothes to avoid black 

reflections. 

Graff was more technical while 

Cartier was more fun, more freedom 

and it was more about doing 

a project than an advertising 

campaign. 



RFP:  What should a jewellery 

photographer first focus on? 

 

VVZ:  I think it is very important to 

learn about coloured stones. When 

I worked for Graff I used to take care 

of the printing because I know exactly 

how red and blue sapphires look like, 

how clear or dark various precious 

stones are. A pink sapphire and 

a pink diamond from far away could 

look similar. Pink sapphire is not 

an expensive piece of jewellery while 

a pink diamond is one of the most 

expensive ever. 

 

RFP:  Which aspirations in our 

nowadays society make luxury and 

art come closer to charity? 

 

VVZ:  I think today we live in a very 

difficult, huge consumption society 

where some of the big brands have 

totally taken over – the art world, for 

instance. When they show an artist, 

suddenly his value goes up 

tremendously, because the artist is at 

their foundations. I am very critical 

about where the art world is going.  

 

The fashion groups control 

the magazines because they pay for 

the advertising. They control art 

because they have the museums. 

They control actors because they use 

them in advertising campaigns, for 

example, if they are less famous, 

they might have a better chance for 

acting in a movie. Youth is controlled 

by the fashion groups, as well. 

A fifteen-year girl thinks that if 

she does not have a certain kind of 

bag, she is nobody. Instead of 

developing her self-consciousness 

and self-esteem, she is actually 

attracted to becoming something like 

a little soldier of the fashion groups. 

 

I am convinced that if you do charity, 

100% of the benefits have to go to 

the charity project. I think that what 

Ralph Lauren does with the pink-

pony T-shirts for breast cancer 

research is a good concept.
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I buy the T-shirts and I know money 

goes to this purpose. It is not 

the same with other concepts like 

selling a Chanel bag for a crazy 

amount of money and half of it going 

for charity. Today, who knows what 

really happens during charity fashion 

shows? How much money do they 

spend organising the fashion shows? 

How much money goes in the end to 

the actual charity? I am a bit 

reluctant to these events. 

RFP:  How did you discover 

the Slaughter House in Thailand? 

 

VVZ:  My father has been helping 

financially the Human Development 

Foundation that Father Joe Maier, 

the American priest, set up.  

I decided one day to go there and 

I completely fell in love with 

the place, the children, with the hard 

work this priest has been doing for 

the past 30 years in one of 

the poorest places of the world, 

the swamps of Bangkok. 

I just decided I was going to spend 

time with my camera there, I was 

going to try to do something and 

I came up with the idea of doing this 

book. My friend, Caroline Scheufele 

from Chopard saw my project and 

she asked me how she could help me. 

Together we had the idea to organise 

a charity event in St. Moritz and 

we raised 380,000 dollars that night 

selling the book, my pictures and 

an angel that she designed. 

This money went to the Foundation. 

This was a great charity project. 

 

RFP:  Tomorrow the PhotoMarket in 

Stockholm will start and you take 

part in it. Where else can your 

photography be seen this year? 

 

VVZ:  I have an exhibition in London 

in November and another one in 

Brussels in December. 

 

Vernissage at the Galerie 

Bernheimer  

Munich, 15 April 2015 
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MICHAEL LASSEL 

 

TROMPE L’OEIL 

ANALOGUE WORLDS 

FLEMISH PAINTING 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Der Glücksbringer 
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MICHAEL LASSEL 

 

SELF-PORTRAIT OF A RUBENSIAN IN 

TROMPE L'OEIL TECHNIQUE 

 

iscovering the art of the painter 

Michael Lassel in a moment of 

serendipity is like finding long, long-

awaited fruits. A powerful experience 

of "it exists", "it is magnificent" and 

"it is rare" I made when visiting his 

exhibition at the General Consulate 

of Romania in Munich, feeling very 

proud that this contemporary painter 

was born and studied in Romania. 

 

I had just finished re-reading 

"Duveen" by S.N. Behrman. 

As Sir Joseph Duveen acquired only 

the best paintings to sell to his rich 

and powerful clients, such as 

the banker Morgan and 

the industrialist Frick, so I imagined 

the pleasure Duveen would have  

 

taken in charming his interlocutors 

and explaining to them 

Michael Lassel’s modern and unique 

Trompe l’Oeil technique. 

 

Michael Lassel does not manipulate 

the reality; he actually draws forms 

and objects with the finest accuracy, 

revealed Prof. Carl Michael Hofbauer 

Santos de Almeida in a 2008 

exhibition inaugural address. 

Duveen would have immensely 

enjoyed seeing the awakening of 

new realities and perceptions in 

the eyes of beholders. 

Invited to exhibit at 

the British Museum in London in 

2008 – 2009, Michael Lassel was 

the only one to be present with 

D 

http://www.lassel-michael.de/


contemporary paintings in 

the exhibition "Babylon – Myth and 

Reality" next to illustrious creations 

dating from before the XIXth century. 

His paintings have been part of 

exhibitions in Germany, Paris, Tokyo, 

Geneva, Brussels, New York and 

Miami. 

He is among the few artists who 

experienced and can also convey to 

us the closeness and the sacred of 

the rare relationship disciple –

master in its enriching and passion-

for-art-sharing form: the relationship 

between him, the Romanian painter, 

Corneliu Baba and the Old Masters. 

Between 6 October – 6 November 

2015, the Exhibition “Analoge  

Welten” in Berlin organised by 

the Romanian Cultural Institute 

together with the Tiny Griffon Gallery 

was an invitation to experience 

our relation with the reality and 

the imagination at the same time,  

the authenticity of a historical past 

alive, the desire for money and 

many other ideas and environments 

seducing us daily into our own 

modern-life reality. Michael Lassel, 

who is seen as reserving space in 

his works for his self-portrait, just like 

Alfred Hitchcock used to shortly 

appear in his movies, will offer us 

the tools to create and explore new 

realities. 

 

Roxana Florina Popa:  Seeing your 

paintings for the very first time at 

the General Consulate of Romania in 

Munich, one of my first thoughts 

was at Rembrandt and the Flemish 

painting.  

 

You are born in Romania, 

to a German family and you were 

inspired by a French art movement.  

 

How can your affinity for the Flemish 

painting be explained?  

http://www.britishmuseum.org/channel/events/guardian_debates/audio_guardian_debate_2008.aspx
http://www.britishmuseum.org/channel/events/guardian_debates/audio_guardian_debate_2008.aspx
http://www.britishmuseum.org/channel/events/guardian_debates/audio_guardian_debate_2008.aspx
http://tinygriffon.com/
https://de.wikipedia.org/wiki/Michael_Lassel


Michael Lassel:  Painting’s big crown 

wears Rubens. Many think of 

Rembrandt, but I see myself as 

a Rubensian. For me, Rubens is God’s 

representative on Earth in the art of 

painting. He gives the definition of 

the painting’s soul. 

 

My paintings do not look so much like 

Rubens', except for the perspective 

and the approach I apply. I have 

refined myself in Rubens' art. I know 

exactly what he painted in his various 

paintings and what his workshop 

painted. 

 

He was the only one who painted 

skin as it is. He painted such 

intricacies for the eye's sense: a felt 

regard is something different from 

a watched regard. 

 

I have been working all my life with 

the sense of sight. Helping tools like 

literature, music, philosophy and 

all other senses make a personality 

complete. I have always stayed true 

to my work just like my father, 

a shoemaker, concentrated on 

the shoe last. 

RFP:  Your inspiration comes also 

from the painting of the XVIIth – 

XVIIIthcenturies. Which messages 

have these centuries for 

the nowadays' art of living and art of 

being? 

 

 

 

 

 

 

 

 

Michael Lassel 

Photo credit Katharina Frömel /  

Prin curtoazia pictorului  

Michael Lassel 

Photo credit Katharina Frömel   

Courtesy of painter Michael Lassel 

 



ML:  From a nowadays' perspective, 

these centuries look so lively and our 

souls so dry. This impression one gets 

only by listening to Beethoven or 

reading the rich language of Balzac. 

Montaigne has already taught us so 

many things. 

 

Looking with humour, the human 

being can be defined as head, heart 

and liver. When one thinks only with 

the head, this is something so strange 

for me.  

 

A human being is a summum of 

complex forms of existence and 

development. Each human being 

has the subconscious which is so 

individual and cannot be exchanged. 

One can take so much nourishment 

from the subconscious. One needs to 

trust himself and, out of this self-

confidence, one has to create. 

This source is there in each living 

person. 

 

My intention is not to escape to 

the XVIIth – XVIIIth centuries. I want to 

assert myself here and now. I want to 

bring something new. I like seeing 

a human being as a whole, just as 

I can smell the entire scent of 

a flower. By these means, I take 

someone as he is and so, 

I can appreciate his life. 

 

RFP:  What fascinated you to 

become part of 

the Trompe l’œil /Réalité  

movement? Were there also other 

parallel painting movements at 

the moment of your decision? 

 

ML: Two years after I arrived in 

Germany, I participated in 

the Salon d’Automne at Grand Palais 

in Paris. This wish fulfilled itself as in 

a dream. 

 

There were many sections showing 

the variety of modern art: Surrealism, 

Art naïve, la Séconde Realité, 

Trompe l’oeil. It was 1988 and it was 

the first time I took contact with this 

art movement. I was totally amazed. 



I prayed to God to stay alive and 

be able to paint like this. 

 

I was so fascinated by this lie being 

equally a truth. I felt completely 

regenerated. I felt reborn at 

the moment I saw it. I had waited so 

long and I did not know what I was 

waiting for: something to newly 

define me, where I can feel at home 

and where ideas come abundantly to 

me. 

 

I started buying books about the old 

Trompe l’oeil to learn.  

 

There was also a painter whom I liked 

enormously: Jacques Poirier, a great 

master. I thought he was God and 

Pope altogether. I met him 

immediately, we talked and I worked 

with him for a long time. This was 

the missing step for me. I am so lucky 

to have met this man and to have 

matured in his world. For me, 

this was no Occident, but purely 

accident: my soul freedom, 

my inspiration. 

RFP: How do you select 

the protagonists on the stage of 

your paintings? 

 

ML:  There are so many criteria. 

To the extent one becomes aware of 

the knowledge and conscience 

of other artists, one becomes 

a competitor. Having the same 

elements as other painters is 

a problem. Besides having a distinct 

illustration manner, one needs 

to have also elements which were 

less used by others. When I do not 

know what to do, I prefer to take 

a walk in the forest or do something 

else instead of painting something 

that makes me disrespect myself. 

I am a bonhomme with the others 

and very demanding with myself. 

 

RFP:  If we could imagine that 

Corneliu Baba visited your 

exhibitions, what would you say 

to each other? 
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ML:  Hermann Hesse wished also 

that Thomas Mann visited him on 

the occasion of his secret sojourn in  

Switzerland. Thomas Mann comes by 

indeed and Hermann Hesse does 

not open the door because he could 

not believe that Thomas Mann 

could visit him. Thomas Mann writes 

a note and puts it in Hermann Hesse's 

mail box. The story is told by 

Hermann Hesse in a short novel. 

 

One needs something, one wants it 

and when it comes, it feels so 

strange, so overwhelming that one is 

frightened and cannot master 

the situation. 

 

Corneliu Baba studied first 

Romanian literature and philosophy. 

His father had studied painting in 

Vienna. After the return of 

the painter Tonitza from his journey 

to Paris to the University of Iaşi, 

Corneliu Baba becomes his student. 

For Corneliu Baba, communism was 

not welcome and he suffered a lot. 

Because of a stroke, he could not 

speak for a long time. He was 

a wonderful man and also 

a phenomenal musician. He played 

the violin perfectly and 

was George Enescu's friend. 

I was not his direct student. He was 

a consulting professor. I was very 

fond of him. He was over 66 years old 

at the time I graduated. I used 

to spend my summer time in 

his workshop. I also play violin 

passionately and this is how 

we became friends: I, an aspiring 

young man and he, the Olympus. 

What would I say to him? I would 

not say anything. I would only listen 

to him. When one has a magnificent 

professor before him, the greatness 

and the distance of immense respect 

remain. Even if I met him when 

I would be 80 years old.  

 

However, I was so close to him that 

I would understand each movement 

of his face muscles. It would be 

a great tacit understanding. 
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As for him, I am sure he would watch 

my paintings really intensively. 

 

RFP:  Is it possible to touch anything 

in your paintings, something like 

an essential reality or make 

a discovery? 

 

ML:  I love the subject to such extent 

that it becomes an Alpha subject. 

I want to bring it forward and share 

my joy about the subject. 

 

The shadows between the objects are 

like a comma which allows 

the connection with the light of 

the nearby objects. The light is so 

precious, although seeing light is 

something that we do every day. 

I value this feeling. What I do 

with my paint brush and my being 

is to prepare the light and give it 

to the eyes of the beholder for 

his sense of sight. 

 

I do not know what people perceive. 

Each person sees with her 

own abilities, her intellect, 

her manner of processing 

and propagating. I only give 

the formula. In each painting there is 

a mirror of the viewer. Good 

paintings are paintings with lots of 

viewers and which move into 

universality. 

 

There is no magic. It happens every 

day. This is a perspective of the world 

that I love very much. The light in 

my house is exactly as the light 

in my paintings. The painted books 

were printed first in the XVIIth – 

XVIIIth centuries and I bought 

them from Paris. So, I have 

many book-paintings – Bücherbilder. 

 

RFP:  What does the Trompe l’oeil 

seduction want to do with 

the viewer? 

 

ML:  It’s all about things one did not 

pay attention to in life. 

In my paintings, one can see them 

very closely. They do not move. Due 

to the painting's form, one is 

confined inside the square; one 



cannot go farther to the right or to 

the left, up or down. 

 

One can only look at what is inside 

the square and cannot escape any of 

the painting's composing pieces. 

The viewer has now to search like 

a dog. He looks over and over again 

and he feels it is nice to look at 

the painting, but the painting is not 

easy to understand. There is very 

little Trompe l’oeil under this form. 

 

One sees every-day objects before 

his eyes. I intend to illustrate exactly 

these objects with which one has 

daily contact. 

 

RFP:  If one of the greatest 

American bankers visited 

your exhibitions, what would your 

conversation focus on? 

 

ML:  I would talk about money and 

the banker would talk about painting. 

For me, money is not a value in itself 

as beauty is. Each nation puts 

the best it has on its currency. 

We have Brâncuşi, Eminescu, Iorga, 

our best personalities from all times 

on banknotes. 

 

The creation and illustration of 

a nation's culture becomes currency. 

This is a very nice idea I got when 

I started painting money and 

its texture. At that time, I did not 

have money, but now I have it. I paint 

money because it is very complex. 

A bunch of banknotes, even terribly 

difficult. One has it every day in one's 

hand, but it is very difficult to paint it. 

I do this because others do not want 

to do it. I always choose to do 

something else and it feels good I do 

this. Now I need new things to incite 

me. 

 

RFP:  Which are these new subjects? 

 

ML: This is the big question mark. 

I do not know what the next day 

brings. I started working on 

the adoration of David and 

the three graces. I want to show also 

the beauty of the masculine body. 



It was predefined by Michelangelo 

and I would like to bring it back to 

our memory. 

 

RFP:  How does the "Trompe l’oeil" 

movement get along with 

the principle « what you see is what 

you get » ? 

 

ML:  There is no connection. 

When one wants to realise what one 

wants to see, then one gets tired 

with the time. My work on 

the painting is something very usual, 

daily. The painting receives so many 

regards until it is ready. The same 

painting is not so fresh as for 

someone who looks at it for the very 

first time. Then, involuntarily you 

start seeing plenty of energy inside 

the painting. 

 

RFP: Which experiences in 

"Analogue Worlds" does the painter 

Michael Lassel invite us to on 

the occasion of the exhibition at 

the Romanian Cultural Institute in 

Berlin? 

ML:  In Berlin I am quite known. 

I have already had two exhibitions. 

The people who met me there will 

come again. 

 

An experience is something great. 

Each person has her representation 

which she prepared at home before 

the exhibition. Then, she goes to 

the exhibition and checks the things 

she imagined. This is a very beautiful 

process. It is nice to look at what 

people brought with them, what 

they expected to find and what 

they see. The paintings are getting 

constantly new with every regard. 

 

 

 

Vernissage at the Romanian Cultural 

Institute in Berlin, organised by 

the Tiny Griffon Gallery, 

6 October 2015 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Chevalier des lettres 

© Michael Lassel / Courtesy of painter Michael Lassel 
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PLOI UMAVIJANI 

 

 

SIAMESE PARADISE 

FOUGERE FRAGRANCE  

LAOS OUDH INFINI 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

Perfume Mélodie de l'amour ©Parfums Dusita 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

DUSITA 
 

 

A SPLASH OF HAPPINESS 
 

THE NEWEST PARFUM IN PARIS 
 

 

arfums Dusita, France's newest 

Maison de Haute Parfumerie 

was launched at Jovoy, 

l’Ambassade des Parfums Rares 

à Paris, by Ploi Umavijani on 

7 March 2016. 

 

Dedicated to three fundamental 

states of happiness, the opulent 

perfume collection is at the same 

time the tribute of a daughter to 

her father's quest for joy and 

contentment in heavenly Dusita. 

Montri Umavijani is an internationally 

acclaimed Thai modern poet. 

 

The limited-edition perfumes blend 

new scents in classical French style 

with rare, natural oils and resins 

previously not found in the French 

haute perfumery. For the creator, 

each new scent is essentially 

"a fragrant poem evoking different 

states of happiness". 

 

Because of the scarcity and the value 

of the ingredients used in all three 

perfumes, Parfums Dusita blends 

only in small quantities. 

This guarantees quality and 

freshness. 

 

ISSARA is a "fougère fragrance" for 

women finding happiness of soul and 

mind in the sense of liberty. It recalls 

experiences like long walks in fertile 

P 

http://www.dusita.paris/
http://www.jovoyparis.com/
http://www.jovoyparis.com/
http://www.jovoyparis.com/
http://www.dusita.paris/


lush fields near the sea and 

the caress of the face by the breath 

of wind. 

 

MELODIE DE L’AMOUR is 

a symphony of white flowers, 

expressing the ecstasy of being alive 

and in love. 

 

OUDH INFINI is an exclusive perfume 

of Dusita incorporating Oudh oil 

distillated from agarwood from Laos 

and exuding an attractive harmony. 

 

Roxana Florina Popa: How did your 

love story with fragrances begin? 

 

Ploi Umavijani:  My passion for 

fragrances began as a child. I was 

fortunate enough to grow up in 

Bangkok, in a beautiful house with 

a big tropical garden. I was always 

exploring the garden and I loved 

smelling the soil, the grass after 

it rained and all the exotic flowers 

like lotus blossom, frangipani, 

jasmine, pandan leaves and 

champaca flowers. It felt so peaceful 

and nature’s fragrances gave me 

a wonderful sense of tranquility. 

 

The odours of that house and garden 

have remained with me as powerful 

childhood memories. Later, 

I developed a keen interest in 

photography and travel and I took 

time out to make a long voyage for 

over 2 years. Everywhere I went 

I took nice photos, but I found that 

photos cannot capture feelings and 

memories in the emotive way that 

a unique, beautiful fragrance 

can. I realised I would have loved to 

be able to capture memories 

through unique perfumes that 

render people and places different. 

That's how my love for perfumery 

really began. That's why I decided to 

develop my own perfumes, which in 

the end became the basis 

for Parfums Dusita. 

 

I developed my first perfume to 

conjure up a memory I had of lush 

green rice fields near the sea and of 

a gentle breeze blowing through 



the trees. This perfume has a pine 

tree scent blended with fresh 

smelling coumarin and mellow earthy 

fragrances. I associate it with 

the wonderful feeling of freedom 

I felt in that place. 

 

RFP: Is there a certain scent that 

pleasantly obsesses you? Which 

sides of a woman's personality does 

this fragrance express? 

 

PU: A classic, old perfume I really 

love is Bandit created in 1944 by 

Robert Piguet. The olfactive 

experience is given by bergamot 

flowers with a twist of animal leather. 

This perfume suggests a woman who 

is sweet and, at the same time, not 

afraid of sensuality. She has 

the glamour of a Hollywood star, is 

very liberated, has her own goals in 

life, is independent, special and 

follows her heart. It is a mix of 

femininity and masculinity. I really 

like this perfume because I think 

this is how a woman should be. 

 

RFP: When did you actually take 

the decision to found 

Parfums Dusita? Did you take 

the decision by yourself? 

 

PU: Before my arrival in Paris. I came 

to study in Paris and that was 

my chance to meet perfume critics 

and professionals who had worked 

with hundreds of niche perfume 

brands. I consulted them and 

they found my creations original and 

pleasant. They encouraged me to 

establish a brand and bring my new 

perfume creations to the market as 

fragrant niche alternatives. 

 

At that moment, I was alone in 

making the decision. I was 

determined to work hard for 

this project, although I did not know 

then what it takes to create a brand. 

I was fortunate to meet people with 

a variety of very helpful expertise, 

some of whom later became 

my partners. Dusita was founded as 

a French perfume house in 2014, 



3 years after I had started 

the project.  

 

On Monday, 7 March 2016, Dusita is 

launching the first 3 perfumes. 

The launch will exclusively take place 

at Jovoy, as they are the Parisian 

ambassador of rare perfumes. Jovoy, 

led by its President, Jean-François 

Hénin, has an amazing "library" of 

rare perfumes. It's fantastic for us to 

have Jovoy as our distributor because 

of their great strength in selling niche 

perfumes and because later we can 

also expand to their international 

locations. 

 

RFP: What is the advantage of 

having its own laboratory for 

a perfume house? How does 

the creative process look for Dusita 

like? 

 

PU: There are many advantages of 

having our own laboratory. 

They include the freedom of creation, 

the unlimited time spent to develop 

and play with the formulas and 

the ability to choose only 

the best materials. You can get 

the best Jasmine from Egypt, 

the Rose de Mai and Mimosa from 

Grasse, France, Orange Flowers 

Blossoms from Monaco, Neroli from 

Tunisia and Oudh from both India 

and Thailand. This is another reason 

I'm fascinated with perfume 

creation: it’s a journey around 

the world coming together in 

a single drop of scent. 

 

Our laboratories are located in Paris 

and Grasse in France. Having our own 

laboratory is necessary to create 

unique new perfume accords and 

to experiment with rare oils 

and resins. It's possible to let 

the imagination fly and try blends 

that are completely new. 

 

RFP: There are so many perfumes on 

the market thanks to modern 

production techniques. Is it difficult 

to enter the French market? 

In which perfume niche does Dusita 

position itself? 



PU: Indeed. Not only for perfume 

brands, but also for luxury brands, 

generally. France is the most 

important market, the ultimate 

dream market to make our product 

visible and memorable among 200 – 

300 competitors. Clients are also very 

demanding in terms of uniqueness, 

rarity and new fragrances. As a niche 

brand in high-end perfumery, Dusita 

makes no compromise on its 

perfume quality. The tough 

challenges of the French market are 

actually very good for us, to help us 

focus on making our products 

the best they can possibly be, 

creating lasting value and satisfaction 

for our clients. I'm a great believer 

that quality and attractive fragrance 

will always win in the end. 

 

RFP: What does Maison Dusita bring 

different to the European perfume 

market? 

 

PU: We create French perfumes with 

Oriental inspiration. We honour 

the classic French style of creating 

perfume and we are careful to create 

fragrances which as far as possible 

use the best of, often rare, natural 

ingredients. To this traditional 

French sophistication, supported by 

our partners in Grasse, 

we add a creative approach that has 

its foundations in beautiful Siamese 

arts and knowledge of exotic 

fragrances.  

 

Thailand has a long tradition of 

blending and using natural fragrances 

for personal, religious and cultural 

purposes. We are therefore not 

afraid to be creatively different and 

we aim to create perfumes that 

are very hard to copy. 

 

RFP: What does the name Dusita 

mean? 

 

PU: Our name Dusita is the old 

Siamese name for "paradise". 

There are different levels of heavenly 

realm in Thai / Buddhist belief.  

 



 

 

 

 

 

 

 

 

 

 

 

 

 

Ploi Umavijani, founder of Parfums Dusita 

©Ploi Umavijani 

 

 

 

 

 

 

 

 

 

 

 

Launching of Parfums Dusita at Jovoy in Paris 

©Parfums Dusita

 

 



In Dusita, the spirit finds and enjoys 

pure delight and contentment. 

This Siamese concept of paradise also 

inspired the work of my father, 

Montri Umavijani who was one of 

Thailand's leading modern poets. 

His work in English achieved 

international recognition. His quest in 

his travels and work was always to 

find in life the happiness and 

the contentment of the heavenly 

Dusita. His poetry and quest became 

the inspiration for me to call 

the company Dusita. 

 

His poems and this notion of pleasing 

the senses and evoking happiness 

inspire the perfumes we create. 

Happiness, of course, differs from 

person to person and comes in many 

guises. So, our perfumes can be 

multi-dimensional, reflecting 

different facets of happiness. 

We wish that people who wear 

a Dusita fragrance will enjoy a sense 

of well-being and happiness that is 

entirely personal. 

 

RFP: Tell us more about 

the character of Dusita perfumes. 

What does a client buy in a Dusita 

perfume besides a very good 

fragrance? 

 

PU: Well, the feeling of happiness 

and self-confidence in one fragrant 

effect on others is a major part of 

what Dusita buyers enjoy. Moreover, 

the unique quality of the brand that 

respects French perfumery tradition 

and sophistication and its exotic 

elements offering a sense of romance 

and sensuality. 

 

In our collection, one aspect of 

happiness is about travelling and 

being able to see the world. What 

we express through our perfume 

Oudh Infini is a traveler's sense of 

adventure and discovery. It comes 

with a unique odour of mixed spices 

and an abstract, exotic air to question 

mysteries like "who is this traveler?", 

"where does he or she travel to?", 

"what fresh perceptions arise?" 

The poet William Blake said 



"If the doors of perception were 

cleansed everything would appear to 

man as it is, Infinite". 

Travelling engages a constant infinity 

of perception and the thrill of 

discovery of a new place and people 

where anything could happen and 

where you can be open to somebody 

new. I brought the best Oudh from 

India and Laos, blended it with 

precious Rose de Mai from the south 

of France, a little bit of Orange flower 

and Tonka beans from Madagascar. 

This is a unique perfume with 

animalic notes, which is neither 

totally feminine nor masculine. 

 

Happiness is also about love and 

being loved in return. This wish 

inspired Mélodie De L’Amour which 

recreates the emotive power of 

being in love. I describe with lines 

from a poem of my father this feeling 

of love which is like a beautiful flower 

blooming in an empty room. 

Whether the other person perceives 

it or not, the flower is there soft, 

gentle and seductive. I blended 

Tuberose with a drop of White honey 

and mixed it with Peach, Lily of 

the valley and with a splash of Cedar 

wood, Virginia oil. It's all about 

the eternal beauty of love expressed 

with a bouquet of wonderful 

white flowers. 

 

The ultimate happiness for me is 

found in the freedom of mind and 

spirit. This sense of freedom is 

evoked by Dusita's perfume Issara. 

I call this our signature fragrance. 

It is the first fragrance that I created, 

with a fresh Pine-tree note, blended 

with Oak moss. It comes from a still 

alive memory of wandering in green 

forests on a fresh summer morning, 

in a tropical country like Thailand, 

enjoying a fresh wind blowing in 

my face, feeling time standing still, 

banishing all worries and outside 

thoughts. This perfume embodies 

this experience of freedom. 

 

The entire collection is thus about 

three states of happiness: the joy of  

 



love, the exotic adventure and 

the inner freedom. 

 

RFP: We would love to enter 

the atmosphere and spirit of 

Maison Dusita. Could you be 

our guide? 

 

PU: Dusita is a small French 

perfumery house with professionals 

sharing the same passion and vision. 

We are devoted to the creation of 

Dusita and develop the brand at 

international scale. When we smell 

various fragrances, we discover 

things about ourselves. We can 

relate fragrances to our experiences, 

to our memories and our own private 

feelings. Dusita is truly a journey into 

yourself. 

 

At Dusita, we have a library of rare 

vintage perfumes that inspires us in 

our artistic creations. Each of us loves 

spending hours talking about 

the grand perfume creation and 

the historical influences on 

perfumery. It is very interesting 

because a bottle can tell you many 

things about each period of time. For 

example, the differences between 

the notion of perfume in Eastern and 

Western cultures. 

 

RFP: How would you describe 

a man's and a woman's relation, 

respectively, with their perfumes? 

 

PU: For me, there is no division 

between men and women. It all 

comes down to how a human being 

would like to be thought of and 

remembered by other people, 

consciously or subconsciously. 

This is what influences the choice of 

a perfume. 

 

Their perfume is a way of 

communication: you smell a person 

subtly; you breathe the scents that 

give you the gift of memory. You may 

not see this person for years and one 

day you meet him or her again and all 

memories and all precious moments 

come back with one breath and one 

smell. Perfumes classify people and 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

First Dusita collection 

©Parfums Dusita 

 

 

 

 

 

 

 



say a lot about their past. For 

example, there are old generations 

who use quality vintage perfumes. 

 

RFP: Meeting such a person, would 

you be tempted to offer her more of 

the present through your collection? 

 

PU: I love fantasising about what 

would suit this person. I like having 

a conversation with her about 

the perfume creation she wears. 

Women who received it as a gift from 

their husbands talk about memories 

of their wedding and children. 

For example, I met a woman who had 

used 30 bottles of Diorissimo. 

 

I want people to choose for 

themselves perfumes which 

represent who they are. They could 

choose the unisex appeal of Issara to 

be independent, strong and free. 

If they search for femininity, they can 

choose Mélodie de l’amour. A more 

artistic, confident and rebellious 

person should wear Oudh Infini. 

In the beginning, I did not expect 

French people to like this perfume 

because it has a strong specific scent 

that appeals to Middle Eastern 

people. However, a French artist 

tried it and preferred it because 

she became more aware of 

her uniqueness and because nobody 

else knew about this perfume. 

She said “This is who I am”. 

 

RFP: Where can we smell and 

purchase a Dusita perfume? 

 

PU: Dusita is now available at 

Jovoy Paris, 4 rue de Castiglione. 

Our collection of perfumes will 

exclusively be sold in the Jovoy shop 

close to Place Vendôme. We also 

intend to be soon available 

in London, Milan and in 

the United Arab Emirates. We were 

invited to participate as a star brand 

in Esxense Milan, the best niche 

parfum event, from 31 March to 

3 April 2016. 

 

Launching at Jovoy, Paris  

7 March 2016 

http://www.esxence.com/en/
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Maria Dermengiu, founder of the brand Marie Nouvelle 

© Marie Nouvelle/ Courtesy of Marie Nouvelle 

 



 

MARIA DERMENGIU 
 

 
The visual artist who creates flying wings for paintings 

 

 

MARIE NOUVELLE AND THE SCARF WITH 
THE ALCHEMY OF A PAINTING 

 

 

Marie Nouvelle: 

 

The sophistication of pastels. 

The pulsation of round gardens. 

The breath of femininity and serenity. 

Marie Nouvelle's scarves wear 

the soul of Maria Dermengiu's 

paintings. Their colours and forms 

create a mosaic of effervescent 

energy. Their tonic design enhances 

your exuberance in the spring, 

your thirst for paradise in 

the summer, your accomplishments 

in the autumn and your cheerfulness 

in the winter. 

 

 

Roxana Florina Popa: What brings 

new the collection Marie Nouvelle? 

 

Maria Dermengiu: The new 

collection Marie Nouvelle is inspired 

by the Bohemian Bourgois style, 

a relaxed, elegant and eclectic style. 

The scarves are of large dimensions, 

1.20m x 1.20m, vaporous, made of 

silk crêpe de Chine whose texture 

offers refinement. They are all-time 

season, to wear in the spring and 

in the winter, wrapped around 

the neck. 

 

The symbolistic of the collection 

is special, related to mandalas, inner 

http://marienouvelle.ro/ro/


journeys, initiatory flights and 

charmed lands. This is what I paint 

on canvas and I like to give further. 

 

RFP: I confess I have always been 

fascinated by the rich patterns on 

women's kerchiefs in Romania. 

Why are kerchiefs and scarves so 

enigmatic? What do they secretly 

hold in their multitude of details? 

 

MD: First of all, they have the mark 

intended by the painter. As a visual 

artist, I have the tendency to draw 

circles and other symbols 

unintentionally. They just came 

naturally to me. I discovered 

their significance later, by reading 

about them, about Jung’s archetypes 

and Romanian mythology.  

 

All these symbols can 

be communicated on any surface. 

They have energy. I believe that 

an artist is responsible for what he or 

she puts out into the world. 

People wearing their creations should 

be aware of the artist's mark. 

RFP: Have you read Carl Jung's 

writings about mandalas? 

 

MD: Not about mandalas, however, 

I read Jung's writings during 

studentship. I did not go in depth into 

the mandalas' topic and 

what I painted on canvas was 

a surprise for me, too. 

When I decided to become an artist, 

there was an inner shift. All that 

came out on canvas, came from 

inside myself. I do not do 

any research or establish a topic 

to study about in books or online. 

I simply let everything come 

naturally. 

 

I think this is the most authentic way 

to be an artist. I have my own 

surprises when painting! 

 

RFP: I see it is very beautiful to let 

inspiration shape its way. 

 

What did you like to create new on 

the market when deciding to launch 

a product as the scarf? 



MD: I did not invent the wheel or 

the forms, nor have I looked 

beforehand on the market to see 

what I could do differently. 

I just told myself that it is important 

to convey my message. If all of us 

were honest with ourselves, 

we could see that we already carry 

authenticity and diversity in 

ourselves. 

 

I realised that what I could give 

the world from my painting 

is something I do with my hands 

instead of creating digital forms on 

computers, such as vectors. 

Of course, the scarves are not 

handmade, as I often hear more and 

more around. Scarves need to be 

manufactured in a way that makes 

them resist time. This means 

they have to go through an industrial 

process which fixes pigments and 

colours. 

 

As for my painting on canvas, this is 

where I can offer my personal 

handmade contribution. 

 

What makes my scarves unique is 

bringing my painting closer to lovers 

of beauty and art and sharing my art 

vision. 

 

RFP: It feels very good to understand 

that patterns and forms on your 

scarves are created by your hand, 

mind and heart. Right now, I see 

the magic transfer of forms from 

canvas onto your scarves. 

 

What kind of textile are the scarves 

made of? Who decides on what 

materials to use? 

 

MD: Marie Nouvelle is essentially 

an applied-art project. The first piece 

was made of silk, a fine, natural, 

delicate and bohemian material just 

like my inner world.  

 

The moment I felt silk was a natural 

extension of my inner world, it was  



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Scarf "Wheels", crêpe de Chine 

©Marie Nouvelle/ Courtesy of Marie Nouvelle 

 

  

 



obvious to transpose my paintings on 

a silk surface. It was the most natural 

thing to do. 

 

RFP: Could you tell us where 

the material and the scarves 

are manufactured? 

 

MD: I tried to fabricate in Romania 

everything I created, to find local 

suppliers and partners and together 

to grow a local production. Thanks 

to proximity, I find it easier to 

collaborate, to express myself and 

to arrive at the final product with 

local instead of external partners. 

 

The scarves from the most recent 

collection, The Exquisite, I had made 

in London, the closest factory for me, 

because the local technology did not 

allow things I could obtain there.  

 

I wish I could continue producing 

the large scarves in Romania and 

I hope that the local factory succeeds 

in investing in technology. We have 

only one factory in the country which 

prints on natural textiles compared to 

many more printing on polyester and 

synthetic textiles. 

 

Both for the scarves and the home-

deco area I developed, I work also 

with other inland factories. 

 

RFP: In which parts of Romania are 

these factories? 

 

MD: For the collection 

Marie Nouvelle Casual, including 

bags, envelope bags, mobile and 

tablet covers, all are printed, sewn 

and packaged in Jassy. For the home-

deco area, meaning ceramics, 

faience, shade lighting, I found 

a factory in Târgu Mureş. They work 

for external partners and they were 

kind to take over also small projects 

with local retail. 

 

RFP: Congratulations! I am happy 

you managed to involve the local 

industry in your projects. 

 



MD: Indeed, I intend to stay and 

create in Romania, to have local 

partners and a good basis inland, 

even if I will start exporting one day. 

I want to have good roots here. 

 

RFP: It seems that local partners able 

to support small projects or 

big factories open to take on such 

projects are very much needed. 

 

MD: Exactly. In particular, 

they should not focus only on export 

and big quantities, such as those 

from China. The few designers who 

survive in the internal economy do 

not produce industrial quantities. 

Creative industries are at 

their beginnings in Romania. 

Despite having a lot of initiative, 

we encounter many difficulties 

in manufacturing when it comes to 

small quantities. 

 

RFP: All these aspects of 

the Romanian market are very 

interesting. I can understand this 

need of young entrepreneurs who  

have the courage to start a creative 

project and need a lot of support 

because they do not have 

the capacity to produce 

large quantities from the very 

beginning. They need to gain trust, 

to get the market familiar with 

their products. It is a learning 

process both for the entrepreneur 

and the market. It would be 

wonderful to have producers reserve 

time for small projects and 

designers. 

 

MD:  We need this because it is such 

a risk when you want to implement 

a creative idea. You propose it to 

the market without being absolutely 

sure that it will accept it. The idea 

is not to imitate and make what 

is mass market or already successful 

or what exists abroad, 

but something with our own 

personalities and capabilities. 

We need time to understand how 

it functions and we need the support 

of our partners. 

 



RFP: I think that the market should 

adapt to the new trends, 

already coming up abroad 

in the luxury sector, where designers 

can develop small projects, too. 

These initiatives have to maintain 

originality and be at the border 

between luxury and art. I refer 

to producing less and of very good 

quality and creativity. 

 

MD: Here comes a nation's mentality. 

The price dictates on the inland 

market and not the other 

components that make a product 

valuable. What do we consider 

valuable? Few people understand 

creation and manufacturing. 

 

I would like to make a video showing 

the whole process: how an idea 

transforms from pencil and brush 

into digital images; it is sent 

to factories, where it is finished in 

a workshop and becomes 

the packaged product. In this same 

process, the designer has to correctly 

communicate the product, place it on 

the market and manage all related 

matters. Few people know that on 

our market you have to do all 

these by yourself. 

 

As a designer, one does not do 

wholesale. We do not take a product 

from other markets and sell it here. 

We do create it from the beginning 

to the end. This involves effort and 

the talent to have and develop 

the idea, but also to turn it into 

a marketable product. 

Here the price reflects all 

these aspects. The client asks how 

much it costs and not why it costs so 

much. What makes the product 

special? Customers need to be 

educated more in this respect. 

RFP: I notice two aspects: one is 

the necessity to film the creation 

and production process, what luxury 

houses abroad have already done, 

in order to emphasize 

the craftsmanship and 

the traditions. 
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MD:…and all the work and dedication 

invested in products, which are not 

made by big groups like Inditex 

with Zara and Massimo Dutti, this is 

what customers should understand. 

 

RFP: The number of hours invested 

and the craftsmanship, all that 

is communicated by luxury brands.  

 

The second noticed aspect is 

the mentality of people in Romania 

wishing good quality products. 

I suppose it comes from being used 

to having good products at a time 

the industry functioned well and 

could deliver quality. I believe 

these expectations are still there and 

it is not easily accepted that quality 

disappointing products appeared on 

the market in the last 25 years. 

Here is the challenge: to compete 

with no-quality products at a very 

low price that you find everywhere, 

benefit of proximity, are easy to 

accept and buy. Customers need to 

understand that returning to a good 

quality level involves considerable 

effort. First of all, they need to think 

of all the courage to put a good 

product on the market. 

 

MD: We want quality and to align 

ourselves with the Occident's trends 

and have high expectations. Most of 

us travel a lot and as a nation we care 

about our physical aspect, but, 

if possible, at a price and economy of 

Romania. Here is the discrepancy: 

between not being willing to pay 

the price for a product created with 

a lot of investment compared 

to mass market products and 

the wish for luxury quality as in 

countries with tradition, where 

customers think differently, know 

the difference and want to pay 

the price. We wish things, know what 

a good product supposes, but we do 

not want to invest in our talents and 

we prefer products which are neither 

nor, however, they seem to be ok. 

 

RFP: I wish Romanians appreciate 

more and more products 

of good quality, creativity and 



the entrepreneur's courage 

and talent, support him or her 

and orientate themselves towards 

the good local industry. The smaller, 

the easier to support at this time.  

 

MD: I am on the right track, being 

able to support myself entirely from 

my applied art. Our market is 

opening and I believe things will get 

better. There is a place for 

the Romanian design. The customer 

needs to imagine the person behind 

the product and how her whole life 

turns around this creation. It is all 

about a collective effort to support 

in order to continue having access to 

this kind of products. 

 

RFP: It is important that customers 

feel the designer's dedication for 

the product. 

 

You talked about the dimensions of 

your scarves. In how many ways one 

can wear them? What is your 

preferred way to wear them? 

 

MD: There are many different 

ways. I made a catalogue based on 

their versatility.  

 

I have a simple way of wearing them. 

The mid-sized, 67cm x 67cm, I wear 

them in V form, in front, to show 

their pattern. I do not tie them too 

tight to let the pattern show. 

 

The large-sized, 1.20m x 1.20m, are 

worn in front, around the neck and 

falling on both the right and left side, 

in a simple, casual way, or folded 

around the neck in the spring and 

in the winter to feel how they cover 

you and take care of you. Scarves 

have an aesthetic, but also a useful 

function, protecting against wind 

and less nice weather.  

 

RFP: Do you know someone 

passionate about scarves in Romania 

or abroad? 

 

MD : Honestly, no, but my clients buy 

many scarves and collect them, 

change them based on colours, 



fashion, or depending on where they 

go, to the office, for a cocktail or 

a tea. Scarves are an accessory, they 

beautify vestments. A scarf 

bejewels. Usually, I do not wear both 

scarves and jewels. I choose either 

one or the other. 

 

RFP: Your first profession before 

becoming an artist and scarf 

designer, was the legal profession. 

Did you use to wear scarves as 

a lawyer? 

 

MD: Law was the first degree I got 

when I was 23. I had scarves and I did 

not perceive them as I do now, after 

10 years. I did not use to have a very 

serious attire, such as a suit. I think 

my artist spirit made itself visible 

even at that time. 

 

I bought myself scarves when I was 

a child. Surprisingly, I did not wear 

them with a suit. I found other 

manners of wearing them because 

I considered them as being part of 

a bohemian world. Contrary 

to appearances, they are not 

appropriate only for an office, 

corporate environment. 

They belong to the modern woman, 

either bohemian or career-

orientated, but with the soul of 

an artist. 

 

RFP: Where can your scarves be 

purchased? 

 

MD: Online on my website and in 

the concept-stores in Bucharest. 

The most renowned is a bookshop 

concept-store, called Cărtureşti, 

having a section of Romanian 

design. Here are a few designers 

exhibited and we are happy to have 

this opportunity offered to the local 

market to sell its products. The other 

concept-stores are fashion focused. 

 

RFP: What is the next product you 

intend to apply your patterns on? 

 

MD: I thought of ceramics. I have not 

found the supplier yet to print on 

http://marienouvelle.ro/ro/


a complete set of tableware.  I need 

my patterns to look well qualitatively 

and have vivid colours. 

 

A recent idea is to make something 

that would be the next Zara Home, 

something original with local 

designers. 

 

RFP: I think it is all about networking 

and collaborating with Romanian 

designers. The best thing that could 

happen is that they associate 

on various themes and products. 

We can imagine a concept-store 

dedicated to Romanian designers. 

 

MD: I think it starts developing and 

I would really involve myself in 

organising and managing it. 

 

RFP: I am happy to hear there is so 

much passion and enthusiasm. 

I really wish for Romania that such 

things happen because there is for 

sure a lot of inspiration and 

will to do. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Exquisite Collection was 

launched in Bucharest on 

19 November 2015 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Scarf "Peacock" 
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CHRISTIAN LUCIAN 
HAMSEA 

 

IRRUPTION ON CANVAS 

SYMBOLIC REALISM 

BEYOND STYLE 
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CHRISTIAN LUCIAN HAMSEA 
 

 

 

THE DUCTUS: FROM STONE TO LOTUS 

 

he force of the emotion.  

 

The emotion of the force. 

 

The balance of the force. 

The explosion. 

 

The metamorphose into painting. 

 

Force and emotion pour into each 

fibre of space that the painter 

Christian Lucian Hamsea goes 

through. He collects them along 

the way to build them into 

a landscape of their own liberation. 

He shapes them in a place which is 

right for them. 

 

The emotion settles down becoming 

calm and crystalises in sparks. 

The painter sets lights with every 

step as he enters territories of paint 

through shadows, colours, ingenious 

forms and accentuated lines. Every 

centimeter of canvas is under sharp 

focus. 

 

What about the force? It became 

a pulsating foundation for the entire 

art composition. Its constant rivers of 

vibrations to the outwards immerse 

the spectator in a new world. 

 

Roxana Florina Popa: Your paintings 

have an impressive style. Certain 

lines, contours, accents seem to 

conclude the act of painting with 

T 

http://www.hamsea.com/


a great gesture. What kind of force, 

what beliefs, ideas and feelings are 

imprinted in your works? 

 

Christian Lucian Hamsea: 

I distinguish between style and 

calligraphy. Concerning my style, 

I do not consider it exhausted. 

Calligraphy is about hand and 

sentiment. Both are my working 

tools. The line – “ductus” and 

the tint are means of expression. 

They are rich with feelings. Once, 

somebody told me that one can 

present a world in 10cm of line. 

 

I apply force, pressure and at 

the same time, tenderness. 

All express themselves like 

200 kilotons which are concentrated 

as in a pencil point. They find their 

balance there without breaking it. 

According to music poetics, the artist 

is the man in all his capacities, 

including those affective and 

intellectual. What comes out on 

my canvas is always generated by 

emotion. 

I work without being project 

orientated. My art is the result of 

a process that occurs within a limited 

time. At a certain moment, 

the thinking process begins. This is 

when I like to find the balance 

between plastic intelligence and 

feelings. In order to start painting, 

I need an impression that stimulates 

me. I like to add a note of irony or 

self-irony when these impressions 

are too serious. What I see around 

me, what I live, gets sedimented 

inside me and without doing prior 

sketches, it simply irrupts on canvas.  

 

Impulse and impression is not all. 

I like to give balance to everything 

I paint in terms of concept and force. 

All this happens unconsciously. 

For me, art is the expression of 

the soul. By processing 

my perceptions and being, through 

composition and decomposition, I let 

myself transported to a new, never-
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before-seen reality. This is what 

keeps me moving as an artist. 

 

RFP: Some works seem to subtly 

play with the idea of mirror, 

reflection or projection. What is 

their significance? 

 

CLH: I like to paint in the area of 

the poetic abstract. This means that 

I am always at the border of 

the abstract with nature. I want to 

understand the relief and the force 

that nature used to create 

mountains. I also add my daily 

impressions. A principle I like to 

apply is that things between which 

I establish a dialog should get along 

well with each other. Anyway, here 

we are already in the area of 

the spectator. 

 

RFP: What is the art trend your 

works belong to? 

 

CLH: I have recently discussed a lot 

with the artist Horia Vancu about 

the symbolic realism. The symbolic 

realism is about filtrating reality.  

 

Nature becomes a symbol. 

Painting happens this time from 

canvas to nature and not from 

nature to canvas. What is painted is 

a symbol of nature. Techniques are 

no longer relevant. What is 

important is how you begin 

the dialogue with whatever 

surrounds you. 

 

For example, I start painting 

a landscape thanks to a stimulus and 

I apply vectors of power. Elements of 

different landscapes appear in 

my synthetic landscape. 

Some characters may appear only to 

make the spectator aware of 

proportions and to position him.  

 

At the end, I apply the line as 

an accent. Line is very important to 

me and has three meanings: tension, 

de-tension and accent. My hand is 

also important for modulating and, 



by making an impact, it creates 

the tone as in music. 

 

The mood I am in is relevant and not 

what I know and I saw. I need to 

enter that particular state of tension. 

If I work intensely on a painting, 

it happens that I fall down and sleep 

at the end. I cannot continue or 

modify afterwards. What is not 

expressed from the very beginning is 

not added later. If I put something 

on canvas, it is well put. I react by 

doing the next step and the next step 

without being concentrated on 

the aim. My art is about a new 

creation and not about reaching 

a goal. I prefer to stay outside 

a defined style. 

 

RFP: Some works are very lively and 

ardent while some are bathed in 

gray. What does gray mean for you? 

 

CLH: Gray is white and black. It is 

about reducing everything to 

monochrome. In 2006, it happened 

to me to give up using colours. 

Moreover, I went to China where 

I was fascinated by the Chinese 

graphics. I took a famous course in 

order to better understand 

the creation mood, the gradation of 

colour tones and their equilibrium. 

Lately, I have returned to colour. 

One of the reasons relates to my trips 

to Italy, its light, shadow and colours. 

As a university lecturer, I used to visit 

Italy with my students in Civitella 

d’Agliano. 

 

RFP: How was the international art 

school in Civitella d’Agliano born? 

Could you tell us more about its 

visitors and its mission? 

 

CLH: It all started when I put 

the question «why Braşov has no art 

academy?». I intended to set up 

an art summer school there. 

Unfortunately, this project could not 

be realised. In 2013, I met a good 

colleague from Georgia. After 

we spent a day painting, we decided 

to found Academia Luciana. 

http://www.academia-luciana.com/
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The Academy offers courses and 

hosts symposiums. In the first year, 

we had students from all continents, 

in particular from North America. 

Currently, the Academy gathered lots 

of works and its collection 

"THE BEST OF" was presented on 

19 March 2016 at the Tiny Griffon 

Gallery in Nuremberg. 

 

This year, the students will have 

the opportunity to meet 

the symposium participants. 

The landscape in Civitella d´ Agliano is 

splendid and ideal for painting. 

The Academy is open to students 

looking for guidance and preparing 

a portfolio for art universities. 

They receive a certificate of 

participation from the Academy. 

They benefit of individual coaching, 

the teaching staff of the Academy 

being constantly available during 

the courses. We also receive 

participants passionate about 

learning painting and photography. 

The symposium is dedicated to 

professionals. 

RFP: What is the message of 

the exhibition "Der Lotusstein" – 

"The Lotus Stone" at the Tiny Griffon 

Gallery? 

 

CLH: The exhibited works belong to 

the abstract field. The collection 

includes 25 paintings and over 

20 sculptures, out of which 5 are 

presented in the gallery. Sculpture is 

for me 3D painting since it also works 

with light, shadows and facets. I look 

at sculpture from a graphic point of 

view, too. 

 

I started working on the paintings in 

the collection in 2007 and between 

2008 and 2010, I did the sculptures. 

The sculptures are made of rounded 

river stones and present floral 

motives. The stone is the expression 

of human existence. It is what 

we carry with us all our life and what 

is imprinted with scars and 

experiences. Its significance is about 

our continuous endeavor to free 

ourselves from life's burdens. 

The association between the lotus 



and the stone arises from 

the impermeability of the former and 

the weight of the latter. It is about 

our struggle for living and 

the liberation through art and spirit. 

Art cannot disappear. As a plastic 

artist, I intend to give an impulse 

through colours and lines which 

anybody can understand. I like to 

offer the viewer a window to 

the world I propose. 

 

RFP: In 1996, you won the second 

Danner prize for works on the topic 

of the cross. What is a cross? 

What kind of meanings have you 

found for a cross? 

 

CLH: The paintings which brought me 

the prize were done in Italy. 

They were my reaction to 

the impression the Vatican and 

its colours exerted on me. When 

I entered the Vatican for the first 

time, I felt like in an insectary. I had 

never seen so many crucifixes in 

my life before. I created 5 works. 

 

The cross is a very difficult 

composition for an artist. The cross 

divides the space in four equal parts 

and it concentrates everything in 

the centre. You cannot look to 

the left or to the right, but only in 

the centre. This is why physicists 

considered that the centre of 

the Universe can be anywhere.  

 

I asked myself about how I could 

build a cross. I began with horizontal 

layers and I realised that 

the composition grew vertically 

without me having to explicitly give 

this direction. I introduced verticality 

through vectors and pressure. I had 

a special approach to this topic. 

One of my works, named 

"Porta Mundo" expresses the idea of 

Atlas by showing a person who 

carries another one. Another work 

I entitled "Apostolic Gymnastic". 

 

Later, I made crucifixes in the form of 

T, just as Romans used to do, where 

the vertical brings pressure on 

the horizontal.

http://www.danner-stiftung.de/preis.html
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RFP: Your works were presented in 

2007 in Sibiu on the occasion of 

the European Capital of Culture. 

In 2021, it is possible that another 

Romanian city receives this title. 

What does painting mean for 

a cultural capital? 

 

CLH : Art in general can bring 

prosperity thanks to investments 

made in that city. Concerning Cluj, 

the eventually new European Capital 

of Culture, I think the city has lots of 

potential due to its academy of art. 

Art brings visibility to a city by 

attracting interested young visitors 

who like to travel and meet new 

cultures. It makes the city vibrant and 

it provides the opportunity of 

meeting other local artists or from 

abroad. It is a great momentum for 

Romania and Cluj to present 

themselves to the world through art. 

Culture defines the identity of 

a country. 

 

RFP: Which are the new projects 

you are working on and which is 

your next exhibition? 

 

CLH: I work on some projects 

together with Mircea Ardeleanu, 

percussionist of high professionalism 

and professor at 

the Music Conservatory in Cluj. 

He has over 300 percussion 

instruments, some of them 

unconventional. We intend, for 

example, to stage an opera. 

In our projects, music transforms 

painting into projected images. 

Music is the masculine while 

my images are the feminine. Music is 

what puts me in the mood for 

creation. Depending on what I work 

on, I like to listen to a specific kind of 

music, such as classic contemporary 

music, Bach, Beethoven or flamenco. 

 

 

"Der Lotusstein" Exhibition, 

organised by the Tiny Griffon Gallery 

in Nuremberg, 10 March 2016
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JÜRGEN DAHLMANNS 

 

INNER ARCHITECTURE 

CARPET DESIGN 

UNFAILING CREATIVITY 

 



 

 

 

 

 

 

 

 

 

 

 

Jürgen Dahlmanns, Collection "Paradise" 

© Hannes Magerstaedt Photography/ Courtesy of Neue Werkstätten

 



 

JÜRGEN DAHLMANNS 
 

 

 

RUG STAR WEAVES WITH EMOTIONS 

 

ake a daring step on a carpet 

designed by 

Jürgen Dahlmanns and weave 

Zeitgeist emotions, just like 

the designer invited us at 

the Exhibition "Emotionen Knüpfen" 

at Neue Werkstätten in Munich, in 

the spring of 2015. 

Let yourself amazed by the carpet's 

various layers in Tibetan highland 

wool, finest Chinese silk and 

embroidery.  

 

Kneel and touch with your hand 

the structures of 

the Skin of Civilisation. Look at them 

from more sides, not only from 

above. Feel the vibrations of bright 

colours. Let the zest for life be your 

guide to interior design. Less is not 

always more! 

 

Shall you revive your room 

atmosphere with a carpet based on 

existent furniture? Shall you build 

your entire home starting from 

the carpet? Letting a RUG STAR 

carpet land into your home will 

certainly make you feel your life 

lifting up on your own private 

terrace above the world. 

In the Himalayas and the deserts of 

Rajasthan, Jürgen Dahlmanns, 

the heart and the head of RUG STAR, 

found the inspiration to 

revolutionise the concept of carpet, 

to revitalise ancient rug-weaving 

traditions and 

M 

http://neue-werkstaetten.de/de/aktuell
http://www.rugstar.com/


to satisfy the need to articulate 

space beyond modernity, hand-

knotting in synchronization with 

the arrival of the 3rdmillennium.  

 

A carpet by Jürgen Dahlmanns is 

the carpet of a thinker woven with 

emotions. It strikes through 

originality and fascinates through 

its intellectual reference point –

Sigmund Freud’s “The Ego and 

the Id”. 

 

Jürgen Dahlmanns reveals to 

his clients how “spoke Zarathustra” 

and Nietzsche to him in an avant-

garde visual language. 

 

The high-quality of the rugs excites 

thanks to Tibetan and Persian 

weaving techniques. 

The first are hand-woven in Nepal 

with a lot of love for craftsmanship. 

The "Eden" collection of naturalist 

inspiration combines more than one 

million fiber tips. Every single fiber is 

handspun and dyed in a copper vat. 

The latter are 20% thicker since 

they are tightly knitted. They have 

up to 300,000 knots per square 

meter. The Persian knot is 

a structure that can withstand 

the oxidisation process used to give 

the carpets a unique patina, metallic 

finishing. Through his Persian rugs, 

Jürgen Dahlmanns pays homage 

to the Mughals who introduced 

the Persian art of weaving 

to northern India 500 years ago. 

During the interview in the open, 

bright modern spaces of 

Neue Werkstätten in Munich, 

Jürgen Dahlmanns impresses 

through his rich hands-on experience 

and he is definitely somebody 

with whom you feel like entertaining 

with more and more about trading 

carpets and the amazing insight 

details of their production. We are 

surrounded by carpets from his Ray, 

1956, Screw, Albert, Feathers, Eden 

and Bondi Collections. 

 



Roxana Florina Popa:  What is your 

concept of carpet: is it a blanket, 

a flying object or a painting without 

frames? 

 

Jürgen Dahlmanns:  My concept of 

carpet is strongly determined by 

my profession of architect. To me, 

a carpet offers the two-dimensional 

possibility of creating room in 

a room. It integrates a liberal 

architectural aspect.  

 

Modern architecture did away with 

the separation of rooms and 

let spaces flow into each other. 

People love to define this flowing 

space. Obviously, carpets are 

the most elegant architectural 

elements to create rooms without 

walls. They are textile rooms. 

Carpets indicate the intimate and 

resting areas producing a high 

architectural impact. 

 

I design various carpet concepts. I do 

not believe in one style, but 

in people's need to create a home 

and define spaces. A hand-knotted 

carpet can very well satisfy 

this need. For example, in modern 

architecture, the dining area can be 

between the kitchen and the sofa.  

A dining table and a lamp alone are 

not so attractive for people to prefer 

this space. It might feel like running 

away even if you sit near friends. 

There is a totally different feeling 

if you put a carpet under a table or 

a sofa. A carpet easily defines 

the dining or the living room. 

Being a textile room, a carpet brings 

sensuality to the interaction of 

people. In terms of noises, carpets 

change the temperature of 

communication by turning the tone 

mild. Entering the carpet area and 

then sitting on the sofa feels like 

getting more and more intimacy. 

A carpet gives also identity thanks 

to the production process.  
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Intimacy and identity are things that 

I very much like about spaces. 

There is a whole philosophy behind 

carpets. They have a miraculous way 

of reflecting room atmosphere and 

light. A high-end carpet has to have 

the ability to reflect in the spring 

differently from in the summer, 

at night differently from in 

the morning. 

A carpet has a soul that asks for 

special care compared to other 

pieces of furniture. It is like 

a respectable old member of 

the family. It is fragile; however, 

it can get 100 years old. I changed 

my profession to create something 

long lasting. I started by collecting old 

wool carpets. 

RFP:  Job mobility and flexibility 

characterizes the life of many 

people. How do you connect your 

carpet concept to today's lifestyle? 

 

JD:  A carpet is not something one 

easily adds to one's life. Looking for 

a carpet means you want to slow 

down. Speeding up relates more 

to techno-surfaces at the time 

Internet appeared. Given the political 

insecurity in the last 10 to 15 years, 

I do not agree that everything goes 

fast. I think people are afraid. 

They want things to last. 

 

I produce my carpets in a standard 

size – 2.50m x 3m – and I advise 

my clients to stick to it. This size can 

be used under the dining table and 

also in front of a sofa. So, when 

people move into a new house, 

the carpet has the ability to flow 

within different functions. 

At the beginning, I looked at carpets 

more like pictures and I wanted to 

have the size 2.30m x 3.50m to 

express the energy of a picture. I did 

this for 4-5 years. Now I know 

the good size is 2.50m x 3 m because 

of its functional abilities, but also 

because you want to invite someone  



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Exhibition "Emotionen Knüpfen" at Neue Werkstätten, Munich 
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to rest and not to go quickly away. 

Moreover, thickness creates 

warmth. 

I think people are afraid of carpets 

because textiles can be really dusty. 

Differently, wool carpets do not 

absorb, they give something. Due to 

the utilised materials and 

to the 3,000 working hours involved. 

They are the product of a community 

of 4 to 5 people harmonising their 

rhythm for 3 to 5 months. This is 

what makes a really good carpet. 

RFP:  Have you woven carpets 

yourself in a group? 

JD:  Yes. In the first years of 

my company, I was nearly half of 

the year down in Nepal. I was very 

much involved. I am a technical 

radical. An architect knows that 

you cannot allow yourself one weak 

point. Producing a carpet is like 

building a house. There are 

20 different crafts coming together. 

Usually, there are 5 people sitting on 

a swinging piece of wood. 

In the moment you make a certain 

movement to make a knot, 

this movement is transmitted 

to the other person. It is a group 

harmonisation which makes hand 

knotting joyful and the carpet 

beautiful.  It is important who knots 

the carpet and who comes together.  

The members of the group choose 

themselves on the condition 

they have no other commitments 

until they finish. They knot only 

the design they like. It is like 

a normal family where you need 

to be careful that everybody is 

on their position. 

This means weaving a carpet. 

The building industry is different and 

heavy. You cannot decide 

by yourself, you need to take 

the ethics of the big structures 

above. As a well-established 

architect, I worked at 

the MuseumsQuartier in Vienna for 
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3 years and I thought if this is my life, 

than this is wrong. In established 

structures, everything is so clear, and 

I needed to say if I try to do the best, 

the best, the best, than at the end 

something good comes. It is really 

difficult in our society to see 

the results of what you do. 

 

At the time I went to Nepal, 

there was civil war in Bhaktapur. 

There was no social infrastructure. 

I needed to create a little island 

where I could give protected work to 

people from the mountains. I looked 

around for families with children. 

They suffered because they were 

farmers, but they did not own 

the land.  

I invited them to my workshop. 

Man and woman could work. 

We provided food and 

accommodation on the campus. 

All the money they earned, 

they could save and after 2-3 years, 

buy land. I always wanted to have 

children and it was so sweet to buy 

school uniforms and match 

their colours. 

I wanted to break a circle of sadness. 

This was the motivation 

in the beginning.  

 

Now I have a different opinion than 

at that time. Very well-trained 

people help themselves to further 

develop.  

 

Before, I tried to interfere in 

a society. Now, I believe this is really 

risky, because we really do not 

understand the reality behind 

the reality, the chain of reactions.  

 

There is no school, no social projects 

anymore. Going there and making 

people proud of what they do and 

encouraging them to go for 

something more challenging, 

increases their abilities and helps 

them in the long term more. 

 

These societies need to find 

a solution. Fair trade is anyway  



difficult. I was very much involved in 

it and I got disappointed. 

Our consuming machine here is so 

fast, that even something that is 

good in the beginning gets perverted 

by press and big company needs. 

A good idea gets too quickly abused. 

Our society is too complex. 

Nobody can really understand 

anymore when it moves into that. 

Now I am too skeptical. 

RFP:  If you were to imagine a ritual 

for selling your carpets, what would 

that be? 

 

JD:  My ritual consists in informing 

about the product.  

 

I do give my clients a lot of technical 

information because I have a need to 

explain them everything. 

 

 A carpet is like an opera. It is so 

complex that at first glance 

you cannot really understand it. You 

need someone who slowly introduces 

you to this world. If I sell a carpet to 

a person, they buy a second and 

a third one depending on the size of 

their house. We have really loyal 

clients. 

 

 

 

 

 

 

 

 

  

After the interview 
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You need to make them see with 

your eyes. You create something for 

their intimate room.  

 

 



You need like Sigmund Freud to 

gather a lot of information about 

them in order to consult them.  

Selling carpets is really intimate. 

There has been a time when I felt like 

a shrink. You can really get 

confronted with the energy of 

couples. As a carpet dealer you have 

direct connection to the intimacy of 

people, to their private homes. 

 

There is also the micro cosmos of 

a multitude of cultures. In selling 

a carpet there is no division of 

the world like we see in the politics 

and you know more or less anybody 

in the world who is involved because 

there are not so many people doing 

this. 
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MALLETT ANTIQUES 

 

 

THE ROAD TO THE NEW CONTEMPORARY DESIGN 
GOES THROUGH ANTIQUES 

 

 

 dancing versatility between 

resplendent antiques and 

21st century design at Mallett on 

the elegant Georgian-style 

Dover Street in London. 

 

The preferred antiques dealer to 

Her Majesty, Queen Mary, marked 

its 150 years of existence 

by becoming the "Design House" and 

hosting the London Design Festival 

in September 2015. 

 

Mallett Antiques and international 

brands of excellence – TANE Joyería, 

Pomellato and Calico Wallpaper – 

were for one week mutual 

spectacular reflectors. Harmoniously 

exchanging mirror lights, they 

enhanced both craftsmanship and 

contemporaneity in each other. 

 

An unprecedented perspective, 

where Mallett intensified the fires of 

finely polished silverware, colour 

purity in high-end jewellery and 

golden wallpapers through 

the splendid and noble setting of 

the Ely House and received 

their abundantly innovative flair. 

 

Mallett itself embraced a remarkable 

metamorphosis becoming 

a "modern design house" in 2008. 

It defined a new standard of 

contemporary design and started 

creating its own contemporary 

design collection, Meta. 

A 

http://www.londondesignfestival.com/events/design-house
http://www.mallettantiques.com/
http://www.mallettantiques.com/en/our-heritage/ely-house
http://www.mallettantiques.com/en/about-mallett/meta
http://www.mallettantiques.com/en/about-mallett/meta


The driving forces to the future are 

explained by Giles Hutchinson Smith, 

Managing Director at Mallett: 

"Over the last several years, we have 

noticed clients increasingly seeking 

our advice on where they might find 

contemporary furniture and objects 

of equal quality to their existing 

Mallett antiques pieces". 

 

The Meta Collection celebrates 

the fusion between 18th century 

superlative techniques and execution 

and 21st century aesthetics. It gathers 

on its fertile ground the best 

designers and the finest 

manufacturing workshops, all 

supported by a comprehensive 

research in the history of design and 

materials for decorative arts. 
 

The Meta collection is exhibited not 

only at Mallett's showrooms in 

London and New York, but also at 

renowned fairs like Masterpiece, 

TEFAF, the San Francisco Fall 

Antiques Show and 

the Palm Beach Show. 

In the beautiful, gold shimmering 

Drawing Room at 

the Ely House, Eleonore Halluitte-

Andrew, the Head of Contemporary 

Design and the curator of 

the Design House, talked about 

the dynamics of Mallett's 

transformation and offered 

her guidance on decorating rooms 

with antiques and contemporary 

pieces. 

 

Roxana Florina Popa: Mallett 

Antiques is now on 

a "metamorphosis" journey. How do 

you experience the House operating 

at two poles: the antiques and 

the restoration work on the one 

hand and the contemporary design 

on the other hand? 

 

Eleonore Halluite-Andrews:  Moving 

towards the 21st century design 

comes from our clients because 

they already owned fantastic 

antiques collections from us and now 

they are looking for add-on 

collections. When you start adding, 

http://www.madebymeta.com/
http://www.mallettantiques.com/en/about-mallett/the-team
http://www.mallettantiques.com/en/about-mallett/the-team


rather than building a full collection, 

you become much more aware of 

the pieces you are buying. 

 

They are still buying nice pieces of 

antiques, but every so often they like 

to break with tradition and bring 

something absolutely contemporary 

to their environments. 

 

In contemporary design, buying 

20th century and mixing it with 

the 18th century is quite difficult. 

They have such a strong identity in 

terms of aesthetics. It takes a lot of 

good eye and extra confidence. 

Our clients felt much more 

comfortable with something 

extremely contemporary. 

 

They said they could go to galleries 

and fairs and find all sorts of modern 

products in plastic or wood, but 

produced by machines in large series. 

They needed something with 

the quality of their antiques and 

they just felt that nice plastic 

armchairs would not really work. 

“Could you help us source beautiful, 

contemporary pieces?” The truth: 

it is really, really hard. Mainly, 

because it is all made now. It is not 

a huge offering. It takes a lot of 

investment and knowledge to deliver 

something like that. 

 

So, we thought "if we cannot find it, 

we’ll just have to make it", not quite 

realising what it meant. What did we 

think? We have embarked on 

this phenomenal project. That's 

the real genesis. From "if we cannot 

find it, we’ll just have to make it" to 

doing it, it is a long way. We are 

completely uneducated in design. 

We worked with consultants who 

took us to Milano and we met a lot of 

designers. There we realised 

the wealth of designers like 

Tord Boontje who is inspired by 

nature and Matali Crasset who is so 

much about geometry, 

Klauser & Carpenters for sculptures, 

but also industrial designers. 

Every piece has a real flair. 

 



It is just the most wonderful journey, 

but it is very slow and patience 

demanding. 

 

In the Meta Collection, we look for 

three core qualities: great design, 

great materials and great 

craftsmanship. You can find this 

great combination in antiques and 

also in contemporary pieces. 

When we partner for events like 

the London Design Festival, these are 

the qualities we look for. 

 

The great German cabinet you have 

behind you gives so much presence 

that it becomes almost an art work. 

Our clients buy great furniture like 

they would be buying a great 

painting. They become great 

collectors. The same way they would 

buy a great antique piece, 

they would be buying 

a contemporary piece from us. 

They are very selective. 

 

You no longer have to do your 

Louis XV boudoir. You can choose 

your pieces in a very particular way. 

They have to pass the test of time, let 

you enjoy further the beauty of 

the subtle joints, opening and 

shutting the doors of your cabinet 

like a Rolls Royce. It is so luxurious 

and it is all about the experience of 

living with it. 

 

Every generation buys and collects in 

different ways. Mallett opened in 

1865 when people were collecting all 

great pieces from the 17th and 

18th centuries. Suddenly, tapestries 

started being looked for and one of 

our directors was extremely 

knowledgeable and wrote many 

books about it. Then people collected 

antique glass and we had a glass 

department for many years. 

We follow what our clients are 

collecting and they rely on 

our knowledge and we will give them 

the best. We also like to invite people 

to work with us because you cannot 

do it on your own. 

 



All these things need an invariable 

number of talented people. This is 

why clients come to us: they know 

they are going to find a pool of 

talent and effort they can rely on. 

And when they come home with their 

acquired piece, they know it is going 

to be perfect. They know that every 

day they are going to walk home, 

they are going to fall in love with 

what they have. 

 

RFP:  What does Mallett Antiques 

intend to reflect in 

the Meta Collection? 

 

EHA:  With the Meta Collection, 

we wanted to reflect the ethos of 

Mallett. 

 

We have pieces from the 18th century 

and 19th century from different 

countries: France, Germany and 

England, of course, because this is 

our core knowledge. We want to do 

collections that can embrace 

diversity, as well. We want to teach 

people to stand on their own rather 

than having a collection furnishing 

entire rooms and designed by 

the same person. There are add-on 

pieces by different designers. 

 

We choose designers who have 

their own identity. We talked about 

Barber & Osgerby. The pieces 

we have done with them translate 

a city scape into a traditional surtout-

de-table. Surtout-de-tables are silver 

trays with candlesticks bringing 

beautiful lights on the dining table in 

the 18th century. We wanted 

to revisit that piece with them due 

to their approach to architecture and 

contemporary design. The piece is in 

New York now. It is the most 

wonderful piece in Britannia silver, 

which is a bit stronger than sterling 

silver. We always use a pure grade of 

silver and a beautiful polished 

surface. We did one version in 

Britannia and one in vermeil, dipped 

in gold. We always try to find 

the finest materials and the finest 

craftsmen. 
 

http://www.madebymeta.com/products/first-collection/cidade


 

 

 

 

 

 

 

 

 

 

 

 

 

 

"Carina" in the Dining Room at the Ely House – Mallett Antiques 

Designer: Klauser & Carpenter, Atelier: Kienesberger Stein 
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Antiques no longer resonate to 

people as they used to and you have 

different readings of different 

periods. Some people relate to 

the late 19th century because 

they remember their grandparents 

having a lovely piece in their drawing 

room. This brings a sense of romance 

and history that they want to keep. 

Others would want something fresh 

to break from this piece. They might 

eventually come back to it later. 

You also progress with age, taste, 

while you move and people move all 

the time. Architecture changes, too. 

 

Some people are passionate about 

antiques and we welcome them, 

we like to help them. Here we are 

surrounded by German, Italian, 

English pieces. We are sitting on 

lovely armchairs made in England 

based on French style. We bring 

them to life and we inform people 

about their fascinating history.  

 

We also want every piece to be 

functional so that people enjoy 

the piece as long as they like, beyond 

who the maker was. Why we go back 

to craftsmanship and really good 

materials? So that these pieces can 

translate to time and be restored 

when they are passed from 

a generation to another. It is part of 

loving a piece. 

 

RFP:  How does the dialogue of 

an antiques dealer 

with contemporary designers make 

the Meta Collection emerge? 

Does Mallett Antiques validate 

the design? Do you review 

materials? To what extent is 

Mallett Antiques involved in 

the design process? 

 

EHA: Very much. If you look at 

the triangle of the process, you have 

the designers, the makers and 

the material and in the heart of it 

there is Mallett. Everything connects 

to Mallett. 

 

We start with the designer whose 

style and identity we love. 



For example, Matali Crasset. She is 

all about asymmetric shapes; her 

palette of colours is more acid than 

the subdued colours in contemporary 

design. We look at a piece we have in 

the collection and we think of 

designing something more unusual. 

Perhaps a cheval mirror which was 

a very popular style of design in 

the 19th century. We agree on 

the project and on the piece of 

furniture we will be making together. 

Then, we give them carte blanche 

and we let them come with as many 

designs as they want. Together 

we try to find the right design that 

has never been seen before. We do 

not try to copy and we do not want 

to make our own edition of what is 

popular. We really want to bring 

a new fresh design. 

 

We revisit antiques, but with a very 

contemporary approach. We know 

our clients and we appreciate what 

they would like and understand. 

We inform the designer, if there is 

a piece of lighting, about 

the practicality of the lighting 

because we know the environment 

our clients live in and we fit this into 

the design. 

 

There is also the aesthetics part and 

we push designers to achieve a high 

level of design. When we talk about 

antiques, there is a lot about style: 

le style Louis XV, le style Louis XVI, 

because the fabrics, the carpets, 

the furniture, everything was created 

to be presented together. There is 

a sense of unity that we try to give to 

our pieces. 

 

When one starts designing a piece, 

it could be that a part of the piece 

has a certain language and the other 

part has a different language. 

We help the designer find the right 

language and have a consistent piece 

throughout. We really want 

the designer to rise to the standard. 

It is an open conversation. It is not 

judgmental, it is not critical, it is 

really informing. We show them 

pieces. Regarding this chair leg, 



we look at how it was designed, how 

it flows from the top, how it is 

curved. 

 

We try to give them an education in 

antiques since a lot of people forget 

that antiques at that time were very 

contemporary, very edgy. 

They develop radically different from 

older pieces and you see 

the evolution in styles. Very few 

designers have the chance to study 

their history and when they come 

here, it is almost like a playground. 

 

The next step, once we finalised 

the design, is to think what the best 

material will be. We never think of 

the material first. We want to find 

the best material for that respective 

design. We do it the hard way, but 

the purest way.  

 

When we did Carina with 

Klauser & Carpenter, their dining 

table was 3 meters long and 

extremely sculptured because it was 

based on maritime architecture. 

It was very physical, much more than 

other pieces. We thought sculptural 

comes from sculpture. Sculpture 

means marble. It has to be in marble. 

It could not have been in any other 

material. Also, when you think of 

the great sculptures, they are all in 

Carrara marble. So, off I went to Italy 

and tried to source blocks of marble. 

Of course, it had to be a piece of 

marble perfect in its colour, in 

its vein, but also in its structure. 
 

Obviously, we do not have that 

knowledge; we have the eyes, but for 

the structural size, this is where 

we bring the maker. Not everybody 

can make every piece we have. 

We have to find the right maker who 

has the right understanding. 

We found the most wonderful maker, 

Kienesberger Stein in Austria for this 

piece. Not only is he a third-

generation stonemason and trained 

some of the best skilled youngsters. 

They all won prizes in world skills  

http://www.madebymeta.com/products/first-collection/carina
http://www.madebymeta.com/products/first-collection/carina


 

 

 

 

 

 

 

 

 

 

 

 

"Armoir", Designer: Tord Boontje 
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competitions. They work together 

with a company called Breton which 

manufactures cutting-stone 

machines. Their beautiful alliance of 

the knowledge of the past – how to 

do works in a very traditional way – 

and also this monster machines 

enable them to produce pieces that 

you could only have dreamt of in 

the 18th century. 

 

We do not want to pull away from 

the advances in the craft. 

If Michelangelo had an electrical 

scissor, he would be happy doing 

David instead of working on each 

block of marble. 

 

This maker travels with me. I look at 

the block from an aesthetic and 

design point of view and he looks at it 

from the making, technical point of 

view. We sent the material to Austria 

where Norbert made the table. 

The maker has also to understand 

the piece and translate the design. 

It is really a collaborative process. It is 

almost like a waltz, a three-step 

dance with all partners working 

tightly together. If one of them did 

not understand the project, the piece 

would suffer. 

There are little miracles in 

themselves. This is why we do not 

limit our editions because when it is 

the next time we are going to find 

a block of marble that is going to be 

3 meters long with the perfect colour 

and the perfect structure? They are 

incredibly rare. Can we find other 

blocks for two or three tables? It is 

not guaranteed. 

 

We highly encourage our clients, 

when they see a piece that 

they really like, not to hesitate and 

to actually seize the moment because 

the other constrict we have are 

the makers. Some of them are not in 

their 20s and they have invaluable 

knowledge. Their hands are jewels. 

They should ensure their hands just 

as some celebrities ensure their legs. 

It is all there, it is about feeling 

the curve, the tension and 



the manner of translating it into 

the piece. They are irreplaceable 

when they retire. You cannot take 

somebody else from the workshop. 

 

That person made that piece and 

made it what it is. It cannot be 

reproduced; it has a soul and world 

of its own. They are more 

accent pieces then something that 

furnishes the whole room. 

Your dining table in marble will very 

much take central stage, but it will be 

a functional piece. 

 

There are pieces we make bespoke 

for clients, from scratch because 

this is another joy, as well. 

We transmit to the designer and 

the maker the client’s wishes and if it 

is technically possible, we will deliver 

that. It is a highly bespoke process. 

 

The Meta Collection projects need 

1 to 2 years to come to fruition. 

The sensible way of editing design is 

to start with the factory or 

a workshop and invite the designer 

and ask him "this is what we make 

traditionally. Can you design a new 

piece to redevelop our skills? Also, 

offer a product that is fresher than 

the previous design." 

 

We start with nothing. We start just 

with the will to commission someone 

great. Suddenly, we have a very steep 

mountain to climb. No matter how 

many designers you meet, no matter 

how many materials you work with, 

every project commands its perfect 

maker, its perfect designer, 

its perfect material. We work, for 

example, with different cabinet 

makers like Arabesques in France, 

mainly because of the French 

heritage. A lot of French pieces in 

the 18th century were all about very 

generous curves. They have 

the understanding of curves and 

counter-curves. So, we could not 

have given that to a maker here in 

England because a cabinet maker 

here is more about strict lines. 
 

http://www.madebymeta.com/products/first-collection/armoire


The same goes for a desk in solid 

wood in late 19th century technique 

where the heritage in France is not 

the right heritage. We worked with 

a workshop called "The Edward 

Barnsley Workshop". They are 

the true craftsmen for that piece and 

a beautiful level of finish. 

They produce their own design and 

we absolutely had to beg for them to 

make our desk. They accepted 

because they recognized the quality 

of the design and the honesty of 

the intention behind it. We did not 

want to work with them for their 

name. We wanted their knowledge to 

be infused into that piece. So, it is 

a true partnership between 

people. But, it is a roller coaster, 

because you find a person who 

proves not to be the right person 

and then you find the right person 

who says they cannot do it. It is 

a very emotional process. Once you 

get it, it is absolutely wonderful. 

 

RFP: What is at the core of the "new 

standard for contemporary design" 

defined by Mallett Antiques? 

 

EHA: 2008 with the world falling into 

pieces opened the return to core 

qualities. Where some designers 

expressed everything they wanted in 

all kinds of materials, I think 

the clients have become very 

selective and very demanding. 

They are not only looking at 

creativity, they also want something 

that will stand the test of time. 

The only way to do that is through 

quality. Designers and houses like us 

were pushed to be more demanding 

with ourselves and the pieces 

we produce. 

 

Years ago when we started, there 

was very much happening in 

the whole notion of design and a lot 

of people asked "is it design? art?", 

"is it functional?", "is it a collector’s 

piece?" For us, they are antiques. 

This table where we are sitting, it is 

a collector’s piece, but initially, it was 



intended just as a dining table or 

a guéridon. We intend our pieces to 

be pieces of furniture and hope that 

the pedigree and the knowledge 

we give to those pieces will make 

them collectable. It is quite 

ambitious. It is a new offering. 

 

We do not design with a particular 

designer in mind. We are 

commissioning a designer because 

we truly believe in him or her. This is 

why we put everything we know and 

everything we can bring to help 

the designer create a stunning piece 

as part of his body of work. We can 

only hope clients will follow. 

There are pieces we produce on and 

on and on. Matali Crasset's lantern is 

one of our top sellers. We did large 

and small versions, so some pieces 

really take a life of their own. 

If we look at today's collaboration 

with Calico Wallpaper, they had to 

really create something that is 

bespoken. They explored a whole 

effect on six panels that follow each 

other. This in itself is more 

demanding than repeating exactly 

the same pattern over and over.  

 

Clients want that extra mile. You see 

young brands like Calico making this 

to perfection. They use traditional 

techniques like Ebru, the Turkish 

technique of marbling paper, 

to obtain the pattern, but then they 

scan it to a very, very fine degree and 

expand it on the computer. They also 

looked at the colours to create 

a much bespoke product. It is 

through that level of excellence that 

designers now have to reach to new, 

interesting products, but also 

through relevance and value. 

The client might value something 

different from what we value. 

 

RFP:  What would be an interesting 

mixture of antiques and 

contemporary design pieces in 

the same room? 

 

EHA: I think it is not so much about 

the pieces, but about their levels. 

At Mallett, we have different levels of 



antiques. Not every piece in 

the museums is 500,000₤. There are 

antiques at 1,000₤. Something that 

was made at 1,000₤ will most 

probably fit with something also at 

1,000₤ because they have the same 

DNA. When pieces are at the same 

level of excellence or quality or have 

the same heritage, they blend very 

spontaneously. 

 

Last year we had a collaboration with 

Bocci that do fantastic lighting in 

blown glass. We created a chandelier 

for the stairwell here. People said 

glass was not going to work: it was 

too contemporary and not fitting 

the architecture of the building. 

Actually, it is blown glass, it is 

traditional, it has all been developed 

and created in the workshop. 

The colours used are the same with 

the colours chosen when 

the architecture of this building was 

put together. The installation and 

the contrast worked because both 

have the same heritage. We now 

have a new reading of those 

installations. 

 

With furniture, it is exactly the same. 

With coffee tables it is ragingly 

contemporary when it is made out of 

a solid wrinkled block of steel. If you 

have wonderful 19thcentury plush 

sofas with beautiful silks because 

they are at the same level of demand, 

they can dialogue in the materials. 

 

Nothing prevents to mix a big antique 

with a piece from IKEA, but that is 

a lot harder to create something 

beautiful. Well, we are very 

demanding, but that's just us. 

You have to find your own style, 

as well. Some people have incredible 

flair and can mix everything. 

For some people, it might not come 

naturally, so the best guideline to be 

comfortable with your choice is to 

follow the same piece level, 

no matter the creation period of 

time and origin. 

 

http://www.mallettantiques.com/en/theme/bocci


It can be terrifying. It is like building 

a collection from various galleries and 

retailers. It is like saying we want to 

buy 20th century pictures. What are 

you going to buy: Impressionists or 

Bacon? You start falling in love with 

things, as well. 
 

RFP: Which is the antique piece and 

the contemporary design piece that 

each home should have? 

 

EHA: The antique piece would 

be a great pair of armchairs. You get 

incredible design with chairs and 

armchairs. It is something 

comfortable that you want to keep 

and enjoy further in your drawing 

room. You’ll have great carpentry 

over which you can pass your hand. 

It is very tactile and pleasant. You can 

reupholster them as in fashion and 

you can apply contemporary prints. 

You can reinvent them, make them 

your own and enjoy their quality. 

 

As for the contemporary design 

piece, this is the coffee table because 

it did not exist as an antique. It was 

invented in the 20th century. Coffee 

tables have different shapes and 

forms and you can be very creative 

with them. They have a great 

personality as those cut in hard lines 

in steel. You are sitting down, 

you keep looking at it, use and touch 

reaching for your cup of coffee or put 

your feet on it. Compared to sofas 

requiring a lot of time, comfort and 

a big investment, coffee tables allow 

more flexibility and you can really 

bring your personality in a much 

direct way, if you love colour, for 

instance. I admire people who design 

coffee tables because it is difficult to 

bring something new and exciting. 
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                        Lotus Tea Pot, Tea Strainer & Atlas Plate, 925 Sterling Silver with Black Walnut 

© Matteo Manduzio / Courtesy of TANE

 



 

BODO SPERLEIN 

TANE 

 

SILVER LIGHT CLEAR HEART 

 

Reflections of silver, almost mirror-

like smooth and clear, can be seen 

from outside in the vitrine of Neue 

Werkstätten. 

The collection created by 

Bodo Sperlein for the Mexican 

silverware company TANE tempts us 

irresistibly to bring silver again on 

the table and in homes, this time in 

a high contemporary 

reinterpretation. 

Luxury Society noticed in 2014 that 

one of the five key trends that began 

to shape the luxury industry was 

diversity thanks to the emergence of 

local brands: "[…] we are witnessing 

the rise of domestic luxury brands, 

as European brands return focus to 

their own provenance and heritage." 

 

This trend triggered a new definition 

of luxury: «Luxury is no longer just 

"Made in Europe" for western 

tastes, but […] personal 

interpretations of luxury – based on 

values, culture and beliefs – will play 

a far more important role in 

consumption in the future.» 

 

In the spirit of times, an authentic 

approach was put to work by TANE 

and Bodo Sperlein to create 

a modern and heritage-inspired 

collection in silver. 



The unprecedented collection 

complements tableware with 

an entire theatrical décor through 

lighting, moon-like wall sconces and 

dramatic chandeliers.  

All in a rich and perfect manner 

shaping in natural materials, fine-line 

design, Mexican heritage, handcraft, 

modern functionality and silver 

reflection properties. 

Bodo Sperlein's collection makes 

nature shows come down over fine 

dining under a moon-lit sky and 

magically induces before our eyes 

virgin forest landscapes. 

A tea pot form was designed by 

Bodo Sperlein especially for TANE 

along with a ceramics collection 

blessingly named after the goddess of 

fruit trees and abundance, Pomona. 

The voluptuous, tactile form, 

renowned for its heat-retentive 

properties integrates revisited 

European heritage from the times of 

King George I of England and TANE's 

iconic cockerel feathers. 

This collaboration between 

a Mexican local luxury brand and 

a European designer takes 

the universal value of silver to 

a higher level. Compared to other 

houses which compromise on 

materials and alloys, TANE displays 

shining silver entirely and heritage 

mastery. 

TANE builds its international fame 

and brand around its local heritage 

flowing through its Mexican DNA: 

cockerels designed 52 years ago by 

its owner, Pedro Leites Vilner and 

inspired by cockfights, natural 

elements like the volcanic stone – 

recinto – in which Mexicans prepare 

sauces – and the Mexican walnut 

tree.  

 

Most of all, an aesthetic summum 

which matured itself for 70 years in 

the melting pot of pre-hispanic 

influences, colourful folkloric 



traditions, minimalist design and 

modern Mexican architecture which 

is now rising high in order to affirm 

itself. 

TANE's most valuable treasures are 

the silversmithing techniques.  

The House is truly living their 

continuity and no other European 

house can offer silverware to such 

a high polishing and finishing degree. 

INTERVIEW with THE DESIGNER, 

Bodo Sperlein 

 

Roxana Florina Popa:  How did you 

and the House of TANE meet each 

other? 

 

Bodo Sperlein: I once did a project 

for Mulberry and Sylvie helped with 

the coordination. Then we have not 

heard of each other for a few years. 

When she started working in Mexico 

for TANE, Sylvie got in touch saying 

she was working for a silverware 

company. I found it a very interesting 

and romantic company. She was 

interested to propose me as one of 

the designers to the Board. 

The collection had to be presented to 

the Board because the company is 

owned by a big group called 

Grupo Bal. It is owned by 

Mr Baillères, the second richest 

person in Mexico. He also owns 

a silver mine. It is a very powerful 

company overall. 

 

I was invited to go to Mexico and see 

the company. This is how designers 

work. You go to see the workshops 

first and understand the company's 

philosophy. There are ethical issues, 

as well, since I do not work with 

companies using child labour. 

I was impressed with the workshops. 

TANE has an amazing social attitude 

in terms of preserving skills and craft 

in Mexico. Their aim is to train people 

from quite poor backgrounds into 

the craft of silversmithing. The father 

would teach the son and they would 

work together on projects. With all 

this knowledge, I went back to 



London to work on the design 

concept of the collection. 

TANE loved it and the rest is history. 

I got the job and I worked. The time 

goes by quite fascinating because 

I signed with them in February 2014 

and the first launch was in 

January 2015 in Paris. We worked 

really hard.  

It is such a substantial collection 

finalised in just 11 months. This is 

quite unheard of and you can do that 

only with companies like TANE and 

actually there are not many. 

They have the skilled labour, 

the workshops and they can deal 

with so many different techniques. 

This is amazing. 

It is a great project for me because as 

a designer I am always fascinated by 

new materials or materials I did not 

work with before. I like discovering 

things and I learn about techniques 

and it is just fantastic. 

RFP: Has the meeting with the House 

of TANE caused the shift from 

ceramics to silver? 

 

BS: People think that I am 

predominantly ceramics. This is not 

true. We also do a lot of lighting. 

 

I do a lot of ceramics because 

ceramics is one of the materials 

I started off with. I was so fascinated 

with ceramics because I realised 

they are regarded as old fashioned or 

not nice. I found it fascinating to 

bring them back to life. I wanted to 

make them sexy again. That was 

always my aim and that's why 

I started with ceramics.  

 

At the time I studied, 15 years ago, 

it was not particularly cool to do 

ceramics. They said it was quite 

hippie and I said, well, I am going to 

show you they can be very sexy and 

very stylish. That was the idea. That's 

why we took it to the next level. 

 



It is not the first time that I worked 

with silver. I did a big project for 

Swarowski 5 years ago called 

the "Wedding Concept". It was 

a project for Crystal Ice which is part 

of Swarowski and showcases crystals 

in order to give companies ideas 

about what they can do with them. 

What they did was to invite 

100 designers, really top fashion 

designers like Valentino and Armani. 

They only chose 5 product designers 

to do for funerals and weddings. 

I was one of them. I came up with 

the idea of the cutlery. You can look 

at my website and see the forks with 

inserted crystals. 

 

Silverware or cutlery was given in 

the past only to couples when 

they got married. 100 years ago, 

silver was such an expensive 

commodity and it was so special for 

weddings and celebrations. 

They published a really great book on 

this project and there was a big show 

in Paris which then travelled to Tokyo 

and the whole world. This was 

the first entry to silver. I am familiar 

to silver and now we are taking it to 

the next level with lighting, for 

example. 

RFP: Which elements of the brand 

code did you capitalise on in 

this collection? 

 

BS: When I do a collection, normally 

what I need to do as a designer is to 

represent the company and do not 

change the DNA too much. 

As a designer, it is very important for 

me to bring the brand to 

the forefront, to combine 

the company's DNA, to bring the best 

out of that. It's like giving birth to 

a child. Generational DNA has to 

come out, but with the heritage 

being already there. The important 

thing in the case of TANE was to 

make silver sexy again. 

 

Generally, my goal is to show other 

companies that silver is a great 

material, very sexy. It can be really 

http://www.bodosperlein.com/swarovskicrystalwedding


 

 

 

 

 

 

 

 

 

 

 

 

 

 

"Dune" Bowls 

© Matteo Manduzio / Courtesy of TANE

 



good for a new generation of clients 

who can be interested in silver 

products thanks to a contemporary 

silver collection at a time when no 

other companies seem to invest in. 

 

This is such a big substantial 

collection and also quite unique in 

terms of nobody else. My goal was 

to tell this beautiful story about 

TANE and bring silver back into 

the house.  

 

Silver used to be a very important 

part of everybody's house. 

Historically, in times of uncertainty 

when one had to leave one's house, 

what one did was to take the silver 

and start a new life.  

 

We have forgotten how important 

silver was for our survival, to have 

a silver option, a currency. 

 

Now, we understand it again. I think 

the new generations are interested. 

They grew up with investment 

portfolios and they understand 

the investment value when they buy 

a property.  

 

That's the idea. Silver is expensive, 

the products are expensive, but 

it would keep its value. It is 

an investment. It is not something 

like an Alessi stainless steel bowl is, 

as long as the shop is worth the fame, 

because there are millions of them 

around and they can deliver probably 

only 30% of the actual purchase 

value. 

 

Thanks to silver, you get an awesome 

piece. It is not a mass scale and 

it cannot be physically produced on 

a mass scale because you do not have 

enough craftsmen. On a time scale, 

one of the bowls takes a week to 

make. 

RFP:…so we are looking at rare 

products… 

BS: …Rare to a certain extent. 

We have from a spoon of around 

₤300 to a chandelier of £120,000. 



The spectrum of the collection is 

quite big here. That's very important. 

It's not everybody who can afford 

expensive silver things, but they can 

afford £300. 

We debated what luxury is, what 

the future of luxury is, where it is 

going. People are encouraged to buy 

less, but better.  

 

The big brands at the moment are 

becoming too trashy, too 

supermarket. It is supermarket luxury 

in our opinion. A brand like Gucci or 

Louis Vuitton, you can buy at every 

corner whether it is in a small village 

in China or somewhere else. It's not 

special enough anymore. 

 

Luxury is going to be more about 

discovery now. 

 

RFP: … a discovery of treasures… 

 

BS: …Exactly. A discovery of 

workshops, of “I am in the know” 

like “I can go there and I have been 

waiting for this so long“.  

 

It is different now. Like luxury in 

the past, when Louis Vuitton turned 

the clock, 100 years back. 

That's when luxury was really there. 

That's why people travelled to Paris 

to order their luggage. They did not 

buy it online or with the catalogue. 

They went there, they had the whole 

service, they looked at the leather 

and had it shipped to wherever 

they lived. And while they were in 

Paris, they went to a perfume house 

and had their perfumes created and 

had a beautiful gown made and went 

to a jewellery shop, as well. 

 

It is this whole romanticness and 

this is where it is going. I think 

we need romance because it is 

a world of uncertainty at 

the moment. We are romanticising 

about a refuge at home surrounded 

by products you feel very 

comfortable with, you feel at ease 

with.  



Silver is part of that because it gives 

you that sense of "ok, if anything 

goes bad, I still have my silver" and 

that's a really interesting analytic way 

of looking at products. I doubt you 

can survive on a Gucci bag. 

 

RFP: When creating the collection, 

did you apply principles of 

high gastronomy? 

 

BS:  What I did take into 

consideration is that in Mexico there 

is a big fine-dining scene and 

no Mexican porcelain company. 

The brand TANE, as Tiffany and other 

brands in the past, used to have 

porcelain as part of the portfolio. 

I think this is a nice start for TANE to 

go into porcelain. This fine dining 

comes hand in hand with it and it is 

very successful, it works really, really 

well. 

 

RFP: What was more challenging: 

to combine silver with recinto for 

the House of TANE or pewter with 

leather for Mulberry? 

BS:  I am relying on the craftsmen. 

If they are there and very good, 

you do not have to worry too much. 

They do good work and then, 

you learn and you are trying to find 

solutions together. It's all about 

finding solutions. 

 

RFP: The collection is currently 

available for purchase on your 

website. Do you act as both 

a designer and a consultant for 

the House of TANE? 

 

BS:  The collection is also available in 

galleries like Mallett Antiques on 

Madison Avenue in New York.  

 

We want to be very selective with 

where the collection is going. 

 

Regarding consultancy, that's where 

I am really, really interested in. 

I am interested in marketing and 

brand building aspects. That’s very 

fascinating for me. 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

"Gallus" Chandelier 
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I am not the type of designer, who 

just gives you a product to look at, 

but I do a product which has a story 

and I have control over that story. 

It is very important for me because 

my name is attached to the product.  

That's why I present it. I can open 

the door for companies on markets 

they want to enter on. My work does 

not end with the design process. 

It's always ongoing. 

 RFP: …so, you are one of the few 

designers on the market offering 

also consultancy… 

BS: Quite a few. Hopefully, this will 

trigger something in designers and 

this is my advice to any of 

the designers: 

You cannot rely on your creativity 

alone anymore. That's a lazy 

attitude. You have to run 

your business. You have to 

understand the market.  

Companies employ you because 

they need help and market 

knowledge. It is the most important 

thing and they have to understand 

that. 

 

INTERVIEW with Sylvie Ligonie, 

GENERAL DIRECTOR TANE 

 

Roxana Florina Popa: TANE enriched 

its silverware with ceramics thanks 

to the Pomona collection. Is this 

a new artistic direction for 

the House? 

 

Sylvie Ligonie: Thanks to 

the collaboration with Bodo Sperlein, 

TANE incorporated porcelain. 

TANE already has Limoges porcelain 

and Baccarat crystal within 

its 70 years of history. Since it was 

a family-run business, it was very 

difficult to manage some of 

the artistic directions. They kept 

the silver cutlery.  

 



Collaborating with Bodo, we wanted 

to bring back porcelain with a design 

that would be ours, not from Limoges 

or Baccarat. 

 

The form of the tea pot was designed 

by Bodo especially for TANE. We took 

the shape and replicated it in silver 

to strengthen identity and integrate 

lifestyle. The same goes for 

the lighting category. The lights have 

been an amazing success. We make 

them silver plated. In silver only, 

on special requests.  

As a silversmith company, we felt 

we had to always offer clients silver, 

if a client wanted to. People visiting 

our stand in Paris enquired about the 

silver version. 

The 5-cockerel chandelier has just 

been launched in Mexico at 

the beginning of May. Bodo took 

the cockerels and turned them 

upside down and designed 

a beautiful silver chain. It is very 

dramatic and special. We can 

transport it from Mexico. We take 

less than 3 months because 

everything is handmade. Every single 

feather. Can you imagine it for 

5 cockerels? It is really remarkable. 

It is a sculpturelike lighting piece. 

We are not a lighting company. 

What we want to do is dressing up 

the table or the environment 

with our lighting collection. 

RFP: What is the significance of 

cockerel feathers for TANE? 

 

SL: For TANE, the cockerel is a very 

significant animal inspired by 

the cockerel fights. It is a symbol of 

power. In many houses of well-off 

business men, the wives give them 

cockerels as a present and they have 

them in their office. For many years, 

the President of Mexico offered them 

to all visiting presidents and 

ambassadors. There is something 

very male about it. 

 



Maybe a successful business woman 

might also like to have it because 

man and woman like it as well. Our 

clientele is 50-50%. I see more 

the women buying this for husbands 

as a present. 

 

Maria Felix, an actress with a very 

strong character, used to have 

two cockerels. 

RFP: The collection has already been 

presented in New York at 

the Mallett Antiques Gallery. 

Are we watching a European or 

rather global expansion of 

the brand? 

SL: This is a global expansion. One of 

our neighbours is the USA and many 

people there know us already. 

Mexico, in particular, Acapulco, 

has been a destination for 

the Hollywood stars. Marilyn Monroe 

and other American celebrities were 

clients of the House. It is natural to 

be on the American market. 

 

Mallett Antiques is still exposing our 

collection. The first week of launching 

was amazing in terms of sales. People 

appreciate and understand 

the quality of TANE. The press wrote 

a lot about the heritage component. 

We have a school in Brittany, France 

and we are creating our new school 

in Mexico for craftsmen. 

Even if we were not so known on 

the European market, we are now 

easily discovered. At the fair 

Maison & Objet in Paris, I was every 

day at the stand because I wanted to 

feel the reaction of clients. The Asian 

clientele were simply amazed by 

the lighting pieces, the silver, the 

vermeil and the craftsmanship. Even 

people from the industry appreciated 

that there is no longer such 

craftsmanship in Europe and that 

TANE should build on its expertise.  

 

It is almost like an obligation to do 

something with silver in Europe. 



Coming from a European family and 

growing up in Mexico, it feels very 

natural for me to run this wonderful 

project on establishing a Mexican 

brand in Europe. 

We are also in the middle of 

relaunching our new 140 sqm 

flagship stores opening in October 

2015 in Mexico. We still have a lot to 

do about the brand. Thanks to 

the collaboration with Bodo Sperlein 

who is known in Europe and in 

the USA, we caught the momentum 

to launch the collection worldwide 

even if it was not really our intention 

in the very first place. 

We are going towards being a global 

brand, not necessarily for a business 

purpose, but for Mexicans, too. 

We want especially the young 

generation between 25 and 35 years 

old to notice their national brand. 

It is about making proud Mexicans 

travelling to Europe and who could 

not see TANE outside their homeland 

before. We intend to revive 

the tradition of having a TANE 

present in homes. In the 80s people 

had their wedding list at TANE. 

RFP: How do you envisage your 

distribution network in Europe? 

 

SL:  We first launched the collection 

in Paris to understand whether 

people will like all these angles of 

the House – from a minimalistic style 

to the craftsmanship of silver and 

vermeil to pre-hispanic influence -, 

as well as the lighting and 

the porcelain collections. 

The reaction was good everywhere. 

The feed-back was that we were right 

in what we were doing. 

 

We identify that we will work very 

much with interior designers since 

they are interested to do research 

and understand that clients are so 

busy. Also, architects who are further 

involved in interior design after 

having finished a house for a client. 

 



There are such lovely stories to tell. 

Even the selling process has to be 

slow. This is not a quick sale. 

We need interior designers to help 

with carrying the story. We are not 

thinking of opening flagship stores. 

People do not know the story yet. 

First, we have to build the brand in 

Europe and we want to do it with 

the people who are in business. 

We discovered in Paris that we would 

like to work with people who are 

more consultants than sales people. 

There is something very beautiful and 

very unique about TANE in this global 

journey. This is our historical value. 

We are able to do cultural exhibitions 

in museums. 

 

These steps into commercialisation 

are not typical for many brands. 

In May, we launched an exhibition in 

the Shanghai Museum. The Chinese 

government liked it so much that 

it took the collection to Beijing, 

where again they liked it and took it 

to Guangzhou. In Guangzhou they are 

asking us whether we can show our 

jewellery, too. 

 

It is a beautiful journey because 

we can do culture, establish 

ourselves as a strong brand and do 

also commercialisation like we do in 

Munich today. 

RFP:  To close on a magical note, 

could you share with our readers 

the dining atmosphere and 

the manner of setting the table 

at the residence of 

the Mexican Ambassador in Paris on 

the occasion of the launching? 

 

SL:  They have an amazing dining 

room of sophisticated Mexican- 

European flair and huge Lalique 

chandeliers.  

 

We enlarged the table that we had 

especially made. We had the silver 

running in the middle and not at 

the side of the table. We decorated 

with flowers and the silver in 

the middle was shining. We put our  

http://www.tane.com.mx/anillos/
http://www.tane.com.mx/anillos/


 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Silver Hadron, Silver Plated LED, Silver Pendant Light 

© Matteo Manduzio / Courtesy of TANE

 



white porcelain with the silver ring. 

We used the Embassy's cutlery and 

glassware wearing its escutcheon and 

we had rich red colour napkins. 

The Mexican red that so many people 

understand. 

It was lovely because besides 

the silverware, it is the conversation 

that makes the dinner. Everybody 

likes to talk about something 

beautiful that is so reflective as silver. 

The beauty of silver is not so complex 

like a painting or a sculpture and 

the table is such a good place 

for conversation in any culture. 

It was the best place to present TANE 

in Paris around the table. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

TANE launching on the German 

market at Neue Werkstätten 

Munich, 2 July 2015 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

Voliere Tea Pot, 925 Sterling Silver with Gold Vermeil 

© Matteo Manduzio / Courtesy of TANE
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               Pomellato jewellery collections in the Venetian Room at the Ely House - Mallett Antiques 
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POMELLATO 

 

 

THE VENETIAN ROOM 

FOR A TANGO WITH POMELLATO

 

nterview with the Italian 

jewellery brand, Pomellato 

Roxana Florina Popa: What kind of 

clientele does Pomellato expect to 

attract by its presence in an antique 

dealer's house? What is 

the experience the brand wants to 

offer compared to jewellery shops? 

 

Pomellato: We think that our brand 

and Mallett are very close both in 

terms of how we work and how 

we see the jewels: very close to 

design and art. We want to be 

creative and push the boundaries. 

So being in a place like Mallett makes 

sense for us. We feel this connection 

with design, furniture, antiques 

because we take our inspiration from 

there. For example, this big Latin 

cross – Glory Collection –

we reinterpreted it in the 80s and 

the 90s.  

 

In terms of setting, what matters for 

us is to provide a real luxury 

experience and the best service we 

can give to our clients. The boutique 

is a different way of selling products, 

but here we really want our clients 

and potential clients feel in what 

kind of creative environment we are 

living. We share the same creative 

scene with Mallett. As if you are 

saying "who are the friends of this 

I 



brand?" and "what is these friends' 

environment?" 

 

We are not the biggest players in 

the UK and there might be clients 

who never heard or seen Pomellato. 

We believe that people who come to 

Mallett and love design can be more 

attracted towards Pomellato. 

 

Mallett describes all pieces exhibited 

here as the antiques of the future. 

In 50, 60, 100 years' time what would 

you be collecting and passing down 

to generations because it is well-

made? Well-crafted pieces like ours.  

 

I see these pieces every day. 

This setting allows them to be seen in 

another light. I think it is good to 

take pieces away from the usual 

display and give our clients an 

opportunity to see them, but also 

introduce them to a new audience 

which Mallett attracts.  

 

You have jewellery enthusiasts and 

antiques enthusiasts and they do not 

always meet each other. Now, 

we have a chance to introduce 

ourselves to this new audience 

presenting features that they would 

appreciate, such as good 

craftsmanship, attention to detail 

and pieces that last. 

 

RFP: What distinguishes Pomellato 

from other brands with regard to 

inspiration, craftsmanship, gems? 

 

Pomellato: Pomellato was born in 

1967 at the same time with 

the revolution in fashion from haute-

couture to ready-to-wear. 

The background was about women 

gaining their independence, including 

financially. The founder, Mr Rabolini, 

coming from a family of goldsmiths, 

was very interested in reflecting this 

social change in jewellery. His idea 

was to transform jewellery worn and 

kept in a bank safe into jewellery that 

women could wear every day, this 

means practical and comfortable 

jewellery.  

 



These 18K gold arabesques with 

beautiful volumes and textures in 

the Arabesque Collection render 

homage to our beginnings. 

Their exquisite, very creative 

craftsmanship that pushes 

the boundaries of the traditional 

jewellery characterises Pomellato.  

 

Pomellato is recognised for using 

coloured gemstones at a time when 

nobody was paying attention to 

them. Tourmaline is now 

exceptionally expensive, but not back 

in the 70s – 80s. Our archives from 

this time show their utilisation and 

the identification of Pomellato with 

massive tourmaline, amethyst, topaz 

and citrine.  

 

The Nudo collection has a good 

palette of colours that you can mix 

and match to create your unique 

combination. This piece, launched in 

2001, was a bit of an ironic take on 

the solitaire. The setting of 

the solitaire in the middle is 

traditional, but here comes 

Pomellato's playfulness: it is a ring 

that women could buy for themselves 

and could afford; they did not have to 

wait for a man to propose. It is a ring 

that can be combined with other 

rings.  

 

Compared with a solitaire that you 

wear alone, here you can wear 

three solitaires, if you like. You get an 

elegant and functional combination 

with clean lines. The pieces 

incorporate traditional techniques or 

ideas, but they are always given 

a twist that makes them very modern 

and contemporary. 

 

An interesting feature is the unusual 

stone cut. We cut our stones in-

house. This type of cut you will not 

find anywhere else. Nudo rings 

present a combination of facets with 

smooth edges. The settings are very 

unique. The stone is like an iceberg.  

 

The unseen part is encased in gold. 

New York Times has described 

the collection as "the blue jeans



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Arabesque Collection 
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of jewellery". Something that you can 

wear casual or you can dress-up with 

and be comfortable, as well. 

 

A very special cut is the facetted, 

irregular cut and the setting in 

the Bahia Collection. This setting is 

on different planes and gives 

a beautiful play of light on the gem. 

It  has fire and scintillation.  

 

An example of taking old techniques 

into modern pieces is 

our Tango Collection. It is one of our 

most loved collections. It is very 

glamorous, rock & roll and 

very dramatic. This piece is in 

18K rose gold and has a burnished 

silver setting for diamonds. The silver 

gives the possibility to create texture 

in volume and the burnished part 

allows the diamonds to stand out. 

The rose cut is the manner in which 

diamonds are traditionally cut. 

The end result is a piece looking 

vintage, modern and contemporary. 

It is very wearable despite 

the amount of diamonds. 

 This collection has been evolving 

since 2007.  

 

Concerning precious stones, 

the collection has all the colours of 

the rainbow: emeralds; colour-

change garnet varying 

colour depending on the type of light; 

aquamarine; diamantoi garnets, 

which were traditionally mined in 

Russia, have an exceptional brilliance 

and fire and are very rare stones 

which are not widely used in 

jewellery; spinels; lavender 

sapphires. Pomellato made these 

stones popular. 

 

Design House here at 

Mallett Antiques is particularly 

cherishing modern design which 

respects craft. Pomellato represents 

this and this is why we were invited 

to exhibit here. 

 

RFP: How are the POM POM 

and the TANGO woman? Which 

were the most glamouros occasions  



you noticed women wearing 

Pomellato  high-end jewellery? 

 

Pomellato: With POM POM, it is 

a bit of a Cinderella story. Each ring 

is created around an exceptional 

stone. Once we find this exceptional 

stone thanks to its rarity, colour and 

size, we create a ring around it. 

There is one stone, one ring and 

one size. So, if the ring fits you, it is 

fantastic, if not, it cannot be 

reproduced and this brings an 

element of luck. They are extremely 

glamourous pieces that are not for 

every day. You need to have the kind 

of lifestyle that allows you to wear 

these pieces and enjoy them. 

Jewellery collectors can be one target 

since POM POM are exceptional 

pieces. 

 

A TANGO woman is a rebel who likes 

practicality and she likes things that 

would look fabulous on a T-shirt or 

jeans or on a very sexy dress. You can 

mix several of these bracelets, 

to create a beautiful necklace. This is 

a necklace and a bracelet. If you feel 

like having a longer necklace, you can 

attach them.  

 

We have seen Pomellato jewellery 

worn by our brand ambassador, 

Salma Hayek, at the Cannes Film 

Festival, at Oscars, at balls, but 

the best acknowledgement for us is 

when women wear them every day 

for private occasions. We have 

actresses and celebrities and women 

who wear these pieces every day. 

What can be more glamorous when 

you have your own piece and wear it 

at your leisure… 

 

RFP: …so you make your own 

glamour… 

 

Pomellato: …indeed, it is about you 

deciding what is glamorous; this is 

really a Pomellato woman who 

decides what is precious for her, who 

has the confidence and 

independence of her own style. 

 



RFP: What do POM POM and TANGO 

collections bring to 

the consciousness and the heart of 

a woman wearing it? Which sides of 

her personality are enhanced? 

 

Pomellato: Jewellery more than 

clothing, comes really from the heart. 

There is a sentimental attachment to 

jewellery, something very personal 

that you are in touch with. It is about 

precious tokens of special moments. 

Any accessory that you wear every 

day says a lot about you, whether 

you want it or not. Accessories 

are the first things people look at. 

You are projecting an image. So, 

jewellery is a sign of what you want 

to project and show: what you want 

to say about yourself in a very subtle 

way. 

 

RFP: How is the man who buys 

Pomellato high-end jewellery? 

 

Pomellato: Pomellato's best clients 

are women. There are a lot of men 

whom we love and welcome because 

women like to get presents like 

everyone does. Men love Pomellato 

because of the aesthetics. They find 

the unique design something very 

desirable. They say they can 

understand it. They like the way 

it feels and looks. They also know it is 

something that their wives will like 

and appreciate.  

 

Once you get a Nudo ring, you will 

like to have another Nudo ring with 

a different colour, maybe with 

a different size of the stone. Men 

know that a further Pomellato piece 

is something that will complement 

something that she already has. 

Because it is practical and she will 

wear it every day.  

 

RFP: What determined Pomellato to 

make the move to high-end 

jewellery in 2007? 

 

Pomellato:  I would not say we 

moved into high-end jewellery, 

rather we added it. The reason was 

we felt we could do more. 



We wanted to have this laboratory, 

because from 2007 until today, 

this has not expanded in terms of 

volume. We do not do more high-end 

jewellery today. There are about 20-

25 pieces. The idea is to really have 

this laboratory, which enables our 

creative director to express himself 

and to use all experiments to be 

used. It was not felt like an objective 

or strategy.  

 

We started with the desire to dress 

women for every day with 

practicality, however, with a desire to 

make them look beautiful. It was 

the 40th anniversary and we realised 

that over this period we developed 

incredible techniques, we came up 

with creative settings and designs, 

we used stones very well and 

we wanted to continue. It was 

a natural development to a higher 

step, but no purposeful intention to 

go into high-end. When we turned 

40, we asked ourselves:  what if 

we apply all the things we learnt 

throughout this time without any 

restraints?  What came out of this 

was the POM POM Collection. This is 

how we progressed from ready-to-

wear to haute-couture jewellery. 

 

RFP: Who are the stars who are 

the closest to the Pomellato House 

as regards passion and loyalty for 

the brand? 

 

Pomellato: Salma Hayek is 

the woman wearing the jewellery, 

not the jewellery wearing her. 

 

We have Sophia Coppola, the film 

director, also very independent, 

really thriving in a traditionally male 

world.  

 

Gwyneth Paltrow is another 

Pomellato fan and these are 

the women who have in a way or 

another broken the norm and create 

their own trends.  

 

RFP: Many luxury houses like to 

incorporate their heritage in their 



creations. What about Pomellato, 

a young brand?  

 

Pomellato:  It is a mix of both 

heritage and new creativity. We are 

very proud of our archives because 

our creativity was so rich and led to 

a large offering. We see it sometimes 

when we travel to Italy and discover 

some earlier pieces. Even if some 

pieces from 30 years ago do not 

match anymore today´s inspiration, 

we work a lot with our archives and 

cherish them a lot. 

 

We have a very rich history despite 

our young age and we are forward 

thinking. It is twofold: our history and 

roots are very important to us to 

maintain our identity. We preserved 

our line. We are still creating and 

looking at new ways of setting, using 

different stones and materials. 

 

It is this creativity that distinguishes 

Pomellato.  
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"Inverted Spaces” Collection - Andromeda 

© Calico Wallpaper / Courtesy of Calico Wallpaper
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AMERICAN DESIGN MEETS CONSTELLATIONS

 

n January 2015, NASA released 

the largest-ever-taken photos of 

Andromeda, our nearest galactic 

neighbour, showing over 100 million 

stars stretching over 40,000 light-

years.  

 

In September 2015, Calico Wallpaper, 

a brand new American company - 

born out of the 2012 Hurricane 

Sandy's passing through New York 

City - is present at the London Design 

Festival.  

 

They already have 

the "Inverted Spaces" collection, in 

styles reminding of constellations and 

galaxies like Ursa, Phoenix and Orion. 

 

 

 

Calico Wallpaper clears walls away 

and installs instead the windows of 

our soul to the infinite nature in any 

home, business interior and 

in the Design House hosted by 

Mallett Antiques. 

 

At the time of the Hurricane Sandy's 

passing through New York City, 

Nick Cope was the owner of 

the company Dark Green working on 

projects in luxury design interior and 

Rachel Cope worked in the NYU 

Hospital as an art therapist. 

Their activities being blocked by 

the hurricane and having discovered 

the marbled paper of the 40s 

designers - Erwine and Estelle 

Laverne - in the antiques store 

"Spirit & Matter", they started 

I 



building a new project together with 

their studio assistant, Najee Wilson.  

 

Their project is about marbling paper 

using various ancient techniques, 

such as the Turkish Ebru and 

the Japanese Shibori, and nowadays' 

digital technology in order to obtain 

a completely new product with 

architectural application – 

wallpapers. 

 

Calico collections are of a naturalist 

inspiration expanding to endless, 

uninhabited spaces, ever-running 

waters and NASA imagery of 

moonscapes and galaxies, all in 

an ever-surprising, delicate 

transience.  

 

They reflect one of the inspirations 

for 2015-2016: precious. This won 

Calico Wallpaper an invitation to 

the famous Fair "Maison & Objet" in 

Paris.  

 

Maison & Objet Observatoire de la 

Maison defines "precious" as 

"[t]he word immediately evok[ing] cut 

stones and their mysterious settings, 

raw materials rendered more 

beautiful still by the genius of man. 

In art, precious entails a character of 

great delicacy, brilliance, even 

wealth. It is often linked to gold, 

mirrors and ornaments. But, while all 

that is valuable is precious, 

preciousness does not hold the same 

value for everyone. From somewhat 

trivial affectation to the very essence 

of life, preciousness inspires dialogue 

between excessive materiality and 

the most extreme fragility".  

 

Preciousness announces 

the beginning of "a post-bling 

aesthetic invoke[ing] the magic of 

gold". Designers taking this direction 

are seen as "neo- alchemists who 

transmogrify materials for creation". 

 

Calico wallpapers render deep 

moments by ourselves as we sink in 

the contemplation of nature. 

They bring to surface the most 



intimate and poetic feelings of our 

free soul. 

 

Differently from other wallpaper 

producers, Calico distinguishes itself 

by doing away with the repeating, 

identical pattern.  

 

Calico introduces patterns that follow 

each other and this is far more 

challenging and attractive in 

the contemporary design. 

Let yourself engaged into finding 

the following pattern!  

 

Roxana Florina Popa: Why do people 

usually look at walls? What do 

they expect to see there? 

 

Nick Cope, Calico Wallpaper: 

My background before Calico was 

interior design, such as renovating 

and rebuilding apartments in 

New York City and painting white 

walls, flat walls even when adding 

colour. I felt that by using paper and 

adding pattern you really create 

a kind of emotional envelope for 

rooms. This moved me into wallpaper 

crafting. Part of the inspiration 

behind Calico was the immersive 

effect done in a beautiful, decorative 

way. In the United States, there is 

this tradition of creating landscapes 

scenes where the history of families 

is displayed around entry rooms or 

dining rooms. We found that creating 

an immersing artwork is rather 

abstract. It was the creation of 

a pattern that indulges the room and 

can have an emotional impact on 

the audience, elevate and change 

the space dramatically. 

 

RFP: How do you feel in a white 

room and how do you feel in 

a wallpapered room? 

 

NC:  It depends on the wallpapers. 

If you have a simple pattern, it can 

add a lot of background beauty. 

 

What we do here takes more 

foreground compared to a flat, 

striped or diamond repeating 

pattern, for example.  



 

 

 

 

 

 

 

 

 

 

 

 

Nick and Rachel Cope in front of their creation at Mallett Antiques 

 

Photo credit Ed Reeve / Courtesy of Mallett Antiques 

 



This allows participation in space in 

a different way. A white wall has 

its own use and it can be nice having 

minimalistic aesthetics like we see in 

Sweden. However, we really like 

this experiment with creating 

dramatic patterns. 

 

RFP: What are the advantages of 

a Calico space? What do home 

owners appreciate the most about 

the Calico wallpapers? And what do 

business owners?  

 

NC: I think on a practical level, 

business owners like that 

the material is surface coded and 

strong. It can be used in a hotel or 

a spa because it is moisture resisting. 

The technology side was designed 

with this in mind particularly. As for 

the style, flair drama, I think it works 

really nice in a restaurant. It is all 

customizable, produced in various 

colours, in line with the desired 

commercial setting development. 

 

Homeowners are involved at 

an emotional, intimate level with our 

brand. Our work is fitted for the walls 

and we take specific measurements 

in someone's home and we lay out 

a sort of artwork so that it uniquely 

travels around space. 

 

We did a work for Niel Patrick Harris, 

entertainer and actor, and 

we decorated his bedroom in 

a custom Lunaris Smoke colorway. 

I think for a private owner there is 

more connection to the brand, me 

and Rachel and our small team.  

 

RFP: How did you discover dying 

techniques like Shibori, Ombre, 

Ebru?  

 

NC: We started by researching on 

the Internet. We found examples of 

marbled papers and books in 

antiques shops. We later travelled to 

Italy and studied a bit in Florence 

experimenting with Florentine 

marbling which involved 

a fascinating, controlled and 



 

 

 

 

 

 

 

 

 

 

 

Calico Wallpaper at the Elizabeth Leriche stand, "Maison & Objet"Fair Paris 2015 

© Calico Wallpaper / Courtesy of Calico Wallpaper

 



organised style. In New York City 

we have found many resources in 

libraries and picture archives. 

We went through thousands of 

different images and instructional 

information from Internet videos and 

we trained with people hands on, 

as well. There was a multitude of 

sources. 

 

RFP: You were invited at Maison & 

Objet by Elizabeth Leriche Bureau de 

style to illustrate one of 

the inspirations for 2015/2016, 

namely PRECIOUSNESS. How would 

you define "preciousness"? 

 

NC: This is a very important topic 

now. Even in London this week 

we had this show at 

the Victoria &Albert Museum about 

what luxury is. Something precious, 

even luxurious, is a complex issue, 

involving our understanding of where 

we fit in and what we think about it. 

For us, preciousness relates a lot to 

the time and human effort that goes 

into creating something very 

beautiful, very unique, takes 

a tremendous amount of skills and 

patience, search and Rachel's talent 

as an artist to create something that 

is the result of endless hours, 

craftsmanship, but also the collective 

effort of all people in 1000 years 

before us having marbled paper. 

Here in the Mallett's Drawing Room, 

we see superlative pieces which are 

precious because so much effort 

went into creation.  

 

RFP: How long did it take Calico to 

arrive at its results after 

experimenting and researching 

marbling methods and pigments? 

 

NC: I would say that it happened 

quickly. We went from making very 

small, postcard-sized marbled pieces 

of paper to creating prints on 

the scale in a matter of 6 months or 

less. We had a lot of time in these 

6 months after the hurricane in 

New York. My project had been put 

on hold for 2 to 3 months. When 

I returned to interior design, I worked 



 

"Aurora" collection – "A reflection on the endless variation in each day's cycle of dawn 

and dusk." 

 

 

 

 

 

 

Ultraviolet  
 

"Ultraviolet can be a bit dangerous. A teenage fantasy sends us to the very brink and 
beyond." 

 
 

 

 

 

 

 

"Inverted Spaces" Collection - Phoenix 
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less so that I could focus on Calico. 

The pattern exhibited here took 

about 6 months. Rachel put 

the accent on process-driven art 

making and I did the design part. 

I studied digital technology for 

my degree and I worked in digital 

photography after college, which 

means 15 to 20 years of work before. 

I think things happened at the perfect 

moment and very quickly. 

 

RFP: What does Calico bring to us in 

terms of American Design? 

 

NC: I think American designers are 

possibly having a Renaissance now. 

There is a lot of focus on American 

design. American design follows 

the American spirit of pioneering, 

characterises through 

industriousness and the ease of 

breaking conventions.  

 

In Europe there is so much tradition 

behind and each of its countries has 

a lot of heritage and history. In our 

conversation with Italian marblers, 

it came out that they would have 

never thought to take the technique 

of marbling paper and combine 

it with technology and then, have 

it custom-printed for architectural 

usage. In Turkey, expert marblers, 

with whom we were constantly in 

contact, were simply fascinated 

by breaking with the traditional 

usages of paper marbling for books 

or small decorative prints and 

looking at it from a different 

perspective.  

 

The New York design scene is so big 

and studios are popping every 

month. Designers of lighting, 

furniture and marbling paper are just 

emerging. My personal theory is that 

Americans below 40s who were so 

exposed to television, brand 

messaging - the youngest were even 

born with the Internet at their 

disposal - feel confident to start 

a company and make it look like 

a very legitimate brand with 

a legitimate presence and packaging 



in just 6 months. One can see that 

a lot.  

 

RFP: Are you looking for distributors 

in Europe at the moment? 

 

NC: We hope to get distributors first 

in the UK and next in Paris. I think 

the European client more readily 

wants to see, feel and touch 

the product, see it installed and feel 

comfortable that there is a local 

distributor that can help them with 

any issues. In the United States, 

we have people ordering directly 

from our studio. Having presence in 

Europe would be very good.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

"Design House" Exhibition organised 
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Experiencing Odyssey at Somerset House, London 

Photo credit Optimist Design / Courtesy of Optimist Design
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ODYSSEY AND THE THIRD DIMENSION OF 

BRANDS 

 

n intense red light is filling up 

the room at 

the Somerset House, replacing 

the vast and empty white of the walls 

in neoclassical style.  

 

Now, total darkness is coming over 

top down, slowly and surely, 

provoking inside myself questions 

about what is going to happen. I am 

sunk in the perfect dark. The journey 

has started. I am coming out in 

the open through the ceiling of 

the room which has opened like two 

halves of a white sphere. It seems 

I am coming out of a real astronomic 

observer. Higher and higher, I am 

already above sharp snown peaks. 

I am higher than the mountains and 

so, I become aware that the space 

has not reached yet its maximum at 

the mountains' height.  

 

Suddenly, I am in the cosmos. 

Thousands of stars are glowing 

around me. A kind of floating force is 

pulling me inside the Universe and 

driving me away from Terra. I am 

charmed by the stars and I feel sent 

away towards a completely new 

experience from which there is 

no return. However, the experience 

among the stars stops here and 

I immediately come back to 

the Earth. I wish so much I knew what 

would have happened farther. I have 

A 



just felt so enchanted that a new life 

would begin up there in space that 

I am thinking of the great wonder 

that might have followed and I even 

forgot how I returned. The entire 

Odyssey happened in just 90 seconds. 

 

This film aims to question our current 

definition of space and time. It seeks 

to make us aware of what is really 

important in life and how a shift in 

perspective can change our 

perception and with it, the definition 

of our world. 

 

I get off the turbine and I go meeting 

the designer of this installation. 

 

Tino Schaedler makes design for 

retail, interiors and events. 

He worked for Calvin Klein, Nike, 

Porsche and BMW, Red Bull, Sony and 

Warner Brothers and created 

interactive environments helping 

customers experience the universe of 

brands. His approach is intuitive, 

interactive and immersive. 

To his opinion, the virtual reality is 

the next frontier to conquer in order 

to offer clients brand phenomenal 

layered experiences thanks to special, 

time-based and choreographed 

designs and cinematic sensitivity. 

 

He realised the digital sets for 

the films "Harry Potter" and 

"Charlie and the Chocolate Factory", 

as well as the magical 3D in the music 

videos for Daft Punk. Tino Schaedler 

founded the LA-based design studio, 

Optimist Design, working at 

the intersection between art, new 

technologies and architecture with 

the purpose of creating complex 

sensorial experiences. 

 

The design installation presented at 

the London Design Festival was 

realised in collaboration with Nabil. 

Together, they created the company 

United Realities to experiment 

the new digital environment and 

the virtual technology next to that 

analogue in order to give new 

dimensions to brand storytelling.



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Tino Schaedler, Founder of the Optimist Design 

Photo credit Optimist Design / Courtesy of Optimist Design 

 

 

  

 



The installation is endowed with 

cutting edge technology, cinematic 

audio system realised by Nordmeister 

from Los Angeles, while the headsets 

for the virtual reality represent HTC 

technology to be soon launched on 

the market and setting new 

standards for the industry. 

 

Roxana Florina Popa: What is 

the idea behind this installation? 

 

Tino Schaedler: We want to create 

an experience that generates an 

emotion inside of you. When you 

come out of it, people can see it as 

great or not, but, definitely, everyone 

would have felt something. Emotions 

are the part where a piece gets really 

interesting.  

 

Emotions make you remember 

things. For example, I used to play 

soccer. Every summer in Germany, 

they would mow the lawn, so 

the smell of the grass immediately 

takes me back to that amazing 

experience when summer started 

anew. In terms of creating 

experiences, it has to be really 

impactful. 

 

RFP: Do you have a special recipe for 

creating strong emotions? 

 

TS: First of all, I try to use various 

sensorial triggers. We added tactile 

sense and vibrations in the turbine. 

The audio part is special, not just 

stereo. You feel there is a special 

dimension to the sound in the room. 

It changes when you rotate. Smell 

would also be great to integrate at 

some point.  

 

What is also important is 

the development of an experience 

that enhances each of these senses. 

When all gets black, you start 

understanding that something is 

happening.  

 

The lights of the turbine are on and 

then the turbine takes off, the ceiling 

opens, you go farther and everything  



 

 

 

 

 

 

 

 

 

 

Earth VR Still 

Photo credit Optimist Design / Courtesy of Optimist Design 

 

 

 

 

 

 

 

 

 

 

 

 

 

Landscape still 
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gets accelerated and you are 

suddenly in space. You reach 

the climax and you come back. It is 

like building an arch by means of 

a good movie of only 90 seconds. 

 

We combined also the physical and 

the virtual realities since just putting 

the person on a chair with 

the headset on for a flight over 

the Grand Canyon would lack 

the connection and the transition 

between where she is right now and 

where I am taking her.  

 

The idea here was to build 

a specifically designed interface 

which is the turbine. The turbine is 

relevant for the experience, 

you engage with it and 

the experience starts already from 

the moment you come into 

the room, you see it and you get on 

it. 

 

We also wanted to work with 

the space here at 

the Somerset House. When you put 

the headset on, you see the re-

creation of the room and 

you transcend from here. This is 

conceptually interesting because 

I think once VR is more 

dematerialised in a few years, there 

will be more gigantic goggles and 

we will be able to create senses that 

we experience in the real world. 

It will completely change our 

definition of reality.  

 

If that reality is as good as 

the physical reality, this will 

definitely create a new perspective. 

 

What we want to play with when 

you are in this room, when the ceiling 

opens and you are suddenly in 

a completely different landscape and 

the Somerset House is no longer 

there is the shift of life perspective 

from where you are now to space. 

 

People on space machines looking 

back at the Earth get a different 

perspective on little daily problems 

because everything  



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Odyssey Hero Dark 

Photo credit Optimist Design / Courtesy of Optimist Design 

 

  

 



becomes so little on our gigantic 

planet. 

 

RFP: Based on the description of this 

event, you meant also to make 

people understand what is more 

important in life… 

 

TS: What I meant is that shift of 

perspective where you suddenly see 

the bigger picture. When I did 

the design and I went out there in 

space, I had a slightly spiritual feeling. 

We also put that quote from 

David Lynch: "the world is as you 

are". It is about our subjective 

perception of life. 

 

RFP: When I got on the turbine, I had 

already read the material and I tried 

to be aware of myself. I observed 

my feelings and I looked for 

understanding what is really 

important in life.  

 

I was a bit confused because when 

I left the Earth, there was 

this unbelievable feeling that made 

me ask myself "am I really leaving 

the Earth now?" and "how do I feel 

about it?" It was not so clear 

whether I was happy or not, but at 

the end there was this curiosity that 

wants you to experience more. 

I thought, "well, in the end, if you 

become curious about what comes 

further, you are no longer sad for 

leaving the Earth." 

 

TS: This is was actually the idea: 

to touch people with this experiment 

in a way that people think about it 

and take something out of it.  

 

It comes down to this quote 

"the world is as you are" and we all 

have a subjective take on it. It is 

about how you shape the world. 

I once read a book about how 

we should train ourselves to smile at 

people when we go out in the street. 

After a while, it will become a regular 

routine and it will uplift your mood. 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Visitor at London Design Festival experiencing Odyssey 

Photo credit Optimist Design / Courtesy of Optimist Design 

 

 

 

 

 



RFP: What is virtual reality and what 

is united reality? 

 

TS:          It is about combining reality: 

the virtual reality and in a few 

years the 3D reality. We want to 

work at the crossing of different 

types of realities and link them. 

This is when experience becomes 

really strong. United Reality is 

the name of the company. 

 

RFP: What would be a specific 

functionality? 

 

TS:  For example, if you sit on a chair 

and put the headset on and we took 

you to the Grand Canyon to different 

places, this would have 

no connection to you sitting here. 

So, the realities are completely 

disconnected.  

 

When you make the experience on 

the turbine, you are already engaged 

with what is happening. However, 

the experience and the storytelling 

started before you put 

the headset on. This is why we call it 

united reality.  

 

Another reason relates to the fact 

that different people are involved 

and work for our company. It just 

made sense to name it 

"united reality" in terms of 

everybody's experience. 

 

RFP:  What would be the role of 

the physical reality in 

this experiment? Does it have 

anything to do with people wanting 

sometimes to escape reality? 

 

TS: With regard to how 

the experience is shaped, you start in 

this very room. At the end, the blinds 

open again and you are back in 

the room. This grounds you and 

brings you back home. It is a nice 

transition in the same way a song 

has an intro and then a climax. It is 

a smoother transition to the physical 

reality. 

 



RFP: …so, maybe it is an expression 

of our life in the sense that 

we cannot escape this given reality… 

 

TS: …that, as well. 

 

RFP:  What is an "event-based 

VR installation"? 

 

TS: It is an event that is really crafted 

to be here if you come and 

experience it here. It is opposed to 

downloading a music video that you 

can either watch it on your phone or 

at home on another device.  

 

It does not make sense to experience 

our event on YouTube, for example. 

You would not understand 

the connection with the room unless 

you are physically in this room. 

 

RFP:  What is the application of 

this experiment for brands? 

 

TS: We are working on concepts for 

certain brands. It could be an in-store 

application for a car manufacturer in 

order to create an experience. This is 

why emotions are so important. 

People connect to brands' products 

through emotions.  

 

We are able to create strong 

emotions through our applications 

which are very interesting for brands.  

 

A person who goes to buy a car can 

use this application to configure 

the car, change the colour, 

the leather. This makes it easier for 

people to imagine and to understand 

how their car would look like in 

a specific configuration. 

 

In a few years the whole Internet 

will be completely 3D and people 

would put 3D glasses on in order to 

surf the Internet. For example, 

Nike.com could be a more virtual 

space where people can go and meet 

various athletes and have them 

explain the sport shoes. This makes 

a whole new experience. 

 



RFP: Do you see this useful also for 

flagship stores of big luxury brands? 

 

TS: Yes. You can make the most 

amazing flagship stores in VR and 

you can create experiences that 

cannot be created in reality. You can 

talk to the designers about how 

they created. You can have such 

a different level of experience. It will 

be extremely interesting for brands 

to go into this direction. 

 

RFP: Are you already working with 

brands? 

 

TS: We are working with Nike, Google 

and Facebook. We present case 

studies to our clients. We create 

experiences for them. 

 

RFP:…I am really looking for 

the website making available such 

experiences!… 

 

TS:…It will come soon. 
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