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Interiors From the shop floor to ‘digitally
curated showrooms’ By Rachel Sanderson

n the lobby of the Milan
uarters of Yoox.com, the
retail

its 14.8m monthly visitors
shopping in real time.

AtSmnonlWadnellelnhte

m Corvallis in the

us Nupletlnlmy St Petersburg in

Russia and Kent in the UK are all

mhzrsowwntolmlenaremhzr
for fashion, design or

“People want to buy their Venini
vase with their Valentino shoes,” says
Yoox.com founder, the firecracker
entrepreneur Federico Marchetti, in
an interview in his sleek white cube
office in Milan.

While buying lalhlnmhlg clothes
and accessories online has been well
documented, the new trend today is
that consumers are also gobbling
pmmmmdealmandthohomhm
aabm.llncﬂu

Marchetti ws the vanguard of
putting hlxh-e:d Iashlon online, set-
ting up Yoox.com in 2000 - the web-
menm:hhown multibrand sites as

McCartney
Bﬂunl More recently, he added detlg'n

‘roday, his fastest-growing pmduct
categories are shoes and design. This
is not a coincidence, he believes.
“Imagine a photo of a beautiful prod-
uct from Fornasetti, or of shoes from

Bottega Veneta. They have a photo-

ion, then moved into

custom-made vases
by Milanese jewollory designer
Osanna Visconti di Modrone.
Marchetti himself has Fornasetti
and De Simone tiles at home, having
spomdlbeminsicﬂywhﬂoonhnll
day. “] vurymmg is born from
son-! passion,” he says.
find unusual

A personal desire to

objects for his home is also shared by
Sal Matteis, founder of Milkster.com,
a website maintained by an interna-

tional team that aims to tap into
the fast-growing consumer trend
for acqnmng experiences over just
buying “stuff”. e
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When moving into a new home,
Matteis discovered how was to
decorate in a way that hu
budget without having to buy mass-

“I researched the market and
found that designers were having
a hard time audiences
directly. Only about one in 10
products that a made

_was _ hitting the market in a

way that was visible to most people i
sa

om he uy! he set
thnt“hycmﬂnald:&
ly curated showroom that puts the

and the consumer” in direct

Rmbymumu‘k‘urmmblchﬁn
by T Magpie are just a click away.

Disintermediating the design weeks

‘Twentytwentyone.com, the website
of the cult London modern and con-
temporary mmlmn store, has MIﬂ} a

Joss & Main, a US interiors site with
10m members, launched last month
inlheUKltlooksmonllkeanlnuﬂ
ors magazine than online store. Mar-
tin Reiter, head of international at
Joss & Main, says the aim is to “make
it simple for our members to spot
trends and recreate

the looks in
their own home”.

Another recently launched website
that indicates the future of design
online is Kartell.com, which is one of
the few design websites for a
standalone brand. It launched in
May, backed by Ymoom promptly
winning one of the well regarded
Awwwards “Site of the day" ‘honours.

Consumers are moving
from just wanting to
look fashionable to
wanting an entirely
fashionable life

Kartell.com is a cornucopia of
Kartell

like ours that is very iconic and recog-
nisable for people to buy online. Oth-
ers may have more difficulty. But
everyone needs to internationalise.
We have the possibility of reaching
clients that we otherwise would not
be able to reach,” says Kartell presi-
dent Claudio Lud

Luti, who also chairman of
Milan's s-lone del Mobile interna-

where “mryv:hxng will be inte-
grated” for design brands.
> world become small.

necessary everywl
Online is part of this. It's an extra
window,” he says.
Mchcl&mdnwuislhcﬂs
Milan correspondent i

Click-start

HousecHome

Berkeley

YOOX GROUP




