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EDITORIAL

10 WF - September 2013 www.worldfurnitureonline.com

POINT OF VIEW

Information Technology has redefined
the way we keep in touch with the rest
of the world and new rules have
shaped the global approach to the
New Economy. Finance and services
have been ruling the world, but there
is still plenty of Old Economy to be
safeguarded and supported in order
to prepare a future we may be confi-
dent in.

We are expected to learn something
from the hard lesson of the world cri-
sis and from the dangers to a coun-
try's welfare resulting from poor gover-
nance and wild deindustrialisation

processes. Italy is under pressure and
the economy in the Eurozone is flat.
Nevertheless, there is still more
growth to be built and more perform-
ing innovation to prepare. This will
necessarily pass through a close rela-
tionship with the unique values of the
manufacturing industry and a deeply
rooted doing-well culture.

There is much to read about new
materials and technologies, innovative
solutions in the construction industry
and new applications for woodworking
and furniture manufacturing, present-
ed by leading international compa-

THE OLD ECONOMY IS 
(WELCOMED) BACK

2013 is the second year in a row of
falling GDP for Euro economies. In the
Rest of the World growth is now less
volatile but slower. Sales of personal
computer worldwide registered -11% in
the first quarter of the year. It never hap-
pened before. It is because of the crisis
(at least in the Euro zone), but not only.
There is the astonishing boom of smart-
phones, tablets and similar devices.
World is changing and new products
are needed. In the first half of 2013,

sales of consumer luminaires are down
(-0.7%), but the LED segment scores a
+40% increase and the e-commerce
niche registers a +20%, according to
the biannual CSIL survey. British con-
sumers now purchase 13.5% of tradi-
tional retail goods online.
Overall furniture trade is pretty flat, but
North Africa, the Gulf countries, India,
China and Asia Pacific countries regis-
tered a two digit annual growth during
the last five years, and they are still

EXPLORING 
NEW ROUTES
by Aurelio Volpe
CSIL International Market Research

growing. The same regions are record-
ing growth of investments in Hospitality
(including furnishings) in the region of
+4% to +10% per year. 
World trade growth has fallen to 2.0% in
2012 — down from 5.2% in 2011 — and
is expected to remain sluggish during
2013 at around 3.3%, as economic
slowdown in Europe continues to sup-
press global import demand.
So come on, let’s explore new
routes….

nies. The natural stone sector is also
analysed.

Exclusive reportages from St.
Petersburg, Guangzhou and Chicago
are included.

The Special Report is dedicated to the
Contract business & Luxury markets,
with special attention paid to fast grow-
ing segments and the expanding per-
spectives for the world hospitality indus-
try. The topic of Smart global growth
and sustainable living in the cities of
2020 is also presented in this issue. 
Enjoy it!

by Paola Govoni
Editor
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ith a land area of around 17
million sq.km. and about 142
million inhabitants, Russia has
a very large, fast growing and

quite open furniture market showing
promising potential and opportunities for
foreign companies operating or willing to
operate there. 
According to CSIL World Furniture rank-
ing, the Russian furniture market is the
11th largest in the world (in 2002 it was
16th), and the 9th for furniture imports (in
2002 it ranked 15th). 
Despite having the largest forest endow-
ment in the world, Russia is just the 15th
largest furniture producer. Although the
industry has made gigantic steps
towards improvement in the past
decade, mainly through an increased
use of imported materials, fixtures and
fittings and investments in technical train-
ing, the main problem of the local furni-
ture industry is still the lack of internation-
al competitiveness. Russian production
is mainly domestic market oriented: just
small shares of furniture go to foreign
markets (less than 5%) and the Russian

furniture industry can only partially satis-
fy the domestic demand, which
increased significantly in recent years. 

CONSUMPTION AS MAIN GROWTH
DRIVER
Domestic consumption went through a
very dynamic period from 2004 to 2008,

with double-digit growth. Even after the
severe 2009 crisis (when the market
declined by -41% in US dollars) the
Russian furniture market recovered
again, although not reaching pre-crisis
levels in absolute values. Russian furni-
ture market jumped from around US$
5,962 million in 2009 to US$ 9,582 mil-
lion in 2012, at production prices in
2012. Domestic consumption recorded
a strong growth especially in 2011 with a
+35.2% increase on 2010, whereas in
2012 it grew only by +4.5%. 
The recovery of the furniture sector was
also a consequence of the positive eco-
nomic background in Russia. The coun-
try recovered quickly from the sharp
drop in GDP experienced in 2009. The
economic decline bottomed out in mid-
2009 and the economy began growing
in the third quarter of 2009. High oil
prices buoyed Russian growth in 2011-
12 and helped reduce the budget deficit
from 2008-09. Consumption was the
main growth driver thanks to low unem-
ployment, wage increases, credit expan-
sion and government spending. 

+4% FURNITURE
CONSUMPTION
GROWTH FORECASTED
FOR RUSSIA 

W

COUNTRIES

www.worldfurnitureonline.com 11September 2013 - WF

RUSSIA.FURNITURE IMPORTS AND FURNITURE CONSUMPTION, 2002-2012

Source: CSIL

by Cecilia Pisa 
CSIL

CSIL Market Research “Russia Furniture Outlook” is part of the Country
Furniture Outlook Series, covering at present 70 countries. The Country
Report contains updated furniture statistics and performance of
production, consumption, import and export, demand determinantes and
market potential, forecasts for the furniture industry for the coming years,
import and export flow by segment, tables, graphs and illustrated maps and
information collected through interviews with top furniture companies and
sector experts. 
“Russia Furniture Outlook” includes 80 short profiles of Russian
manufacturers, and international Furniture Fairs, Furniture Association and
Professional Furniture magazines, as well as a world comparison of the
imports/consumption and exports/production ratios and a cross-country
comparison placing the country in a broader context. Publisher: CSIL
Publication date: July 2013. Language: English 
Available for online purchase and immediate download at
www.worldfurnitureonline.com
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COUNTRIES

According to official data, in 2012, the
number of new residential buildings
reached 219,000, a +9% increase from
2010. Unemployment rates, which grew
high from 2008 to 2009, decreased in
the following years, reaching a record
low (5.4%) in January 2013. The per
capita disposal income which during the
2009 crisis declined to US$536,
returned to growth reaching US$733 in
2012. Annual inflation has been slowing
down continuously since 2009 and
reached its lowest level in two decades.
The overall inflation rate for 2012 was in
the region of 6.5%.
Per capita furniture consumption in
Russia, although increasing over the
years, is still low when compared to the
average registered by the high income
countries. One decade ago a Russian
inhabitant spent on furniture less than
5% of what a consumer in the high
income countries did. But the share
reached 20% in 2008 and 30% in 2012.
Expectations are for a further growth
trend in the medium-term, as living stan-
dards of Russian citizens are improving
year after year and furniture consumption
is growing fast, supported also by a high
proportion of young consumers.

HIGHER IMPORT FLOWS FROM
CHINA
The market is increasingly open to
imported furniture. In the past several
years, despite high protective duties on
furniture imports to Russia, imported fur-
niture grew steadily at a two digit average
rate per annum, reaching US$3.4 billion
in the year 2008. They contracted
sharply in 2009 and recovered in the
2010-2012 period, exceeding the pre
crisis level with US$3.5 billion. 
Imported furniture comes mainly from
Italy, which is the first supplier to Russia,
satisfying mainly the high and middle-

high market range, with around a 23%
share of total import flows. However,
Italy’s share on total imports is declining
(it was 38% in 2007) to the advantage of
Chinese imports, whose quota
increased from 10% in 2007 to 21% in
2012. Chinese furniture products regis-
tered impressive growth in the last five
years (+24% per annum over the 2007-
2012 period) and in 2012 they almost
doubled the 2008 values. The impres-
sive growth of Chinese furniture imports
is a matter of discussion among experts,
as this kind of furniture competes direct-
ly with the products of most Russian pro-
ducers. 

WTO AND LARGE-SCALE EVENTS
The high level of competition that char-
acterizes the Russian market as a whole
is likely to increase in conjunction with
the recent accession of the Russian
Federation to the World Trade
Organization (WTO) in 2012, after 18
years of negotiations. According to the
existing agreement Russia will be given
a period of transition of 6 years, during
which the duties on imports of furniture
will gradually decline. Among the other
commitments related to Russia’s entry in
the WTO, there is a greater protection of
intellectual property, better cooperation
in customs matters and the reduction of
non-tariff barriers, that is bureaucratic
constraints, consisting for example in
the request to provide a series of certifi-
cations and documents attesting the
conformity of imported products. This
event will reduce trade barriers and will
be a challenge both for Russian furniture
manufacturers, which shall have to
adapt to new market conditions, and for
foreign players entering this rapidly
developing, high potential area. 
Consumers are expected to benefit from
this scenario.

2013 AND 2014 FORECASTED
GROWTH
These factors, together with the
strengthening role of the construction
industry, lead to a positive evaluation of
the potential of the Russian furniture mar-
ket in the coming years. The furniture
market is expected to continue its recov-
ery in 2013, which will be confirmed in
2014, supported by the building activity.
The role of the construction industry is
expected to reinforce in the years to
come as the government aims to under-
take multi-trillion rouble investments in
order to modernise and expand the
country’s infrastructure. An additional
boost is provided by large-scale prepara-
tions for the 2014 Sochi Winter Olympics
and for the 2018 FIFA games. 
CSIL forecasts a +4% furniture con-
sumption growth in real terms for 2013
and for 2014. 
In terms of future prospects the Russian
furniture market is even more attractive
when benchmarked with the other main
European markets where, according to
CSIL estimates, the sales will be almost
stable or slowly increasing in the near
future.

12 WF - September 2013 www.worldfurnitureonline.com

RUSSIA.ORIGIN OF FURNITURE IMPORTS, 2012

Source: CSIL processing of UN data
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rom 27 to 28 June St.
Petersburg hosted the All-
Russia Furniture Summit FIDEX-
PO, a meeting platform for pro-

fessionals of the furniture industry: pro-
ducers, retailers, marketing, sales and
design experts, as well as national and
regional furniture associations.

Organized by RESTEC Exhibition
Company with the official support of
the Association of Furniture and
Woodworking Industry of Russia, the
Summit came to its 5th edition (the
first edition has been held in 2006)
and proved to be a leading congress
event for professionals of the furniture
industry in whole Russia. Sponsor of
this year event was SAMET, Turkish
manufacturer of furniture fittings and
one of the five largest world produc-
ers. Over 150 professionals attended
the seminar from different countries
including Italy, the United Kingdom,
Germany, Serbia and Turkey, just to
mention a few. Among the Russian fur-
niture companies attending the event
it is worth mentioning Marya Kitchens,
Angstrem, Allegro Stil, Amethyst and a
huge number of suppliers of fittings,
hardware, wood based panels and
semi finished products to the furniture
industry.

TOPICS ON THE AGENDA
The first day of the Summit was devoted
to the analysis of industry-wide, strate-
gic development and positioning of the
furniture industry and furniture compa-
nies. Oleg Numerov, General Director of
AMEDORO - Russian Furniture
Association - presented the current situ-
ation of the Russian furniture market.
According to these data, in the first four
months of the year 2013 there was a
decrease in Russian production (-5%)
but an increase (+5%) in the kitchen
segment. One concern is related to the
frightening increase in imports on the
domestic market, with strong growth
specifically from China (+25%). As
reported by Oleg Numerov, in the first
quarter of the year 2013 the imported
furniture share on the market was in the
range of 58% (51% the same period the
previous year). 
In particular as far as trade is con-
cerned, although the total value of furni-
ture exports has been increasing in the
last decade (US$ 150 million in 2003
and US$ 250 million in 2012), Russian
exports still concentrate on the neigh-
bouring countries, with Kazakhstan,
Ukraine and Belarus altogether absorb-
ing over 50% of total furniture exports.
The speech also focused on export
opportunities for Russian furniture in

Europe, where the total market is large
even if stagnating in many countries
(Russia has a presence in Germany,
which accounts for over 10% of total
Russian exports) and Asia, where com-
petition is high but the growth rates in
consumption are considerable. 
Alessandra Tracogna contributed to the
discussion providing CSIL figures con-
cerning the global context and the
Russian positioning according to latest
CSIL World Furniture ranking. Russia
(see also pages 11-12 of this issue) is
the 9th largest importer and the 11th
largest market but the positioning goes
down when looking both at production
and exports (Russia is the 15th largest
producer and the 46th largest exporter
at world level). Tracogna also presented
the main results of a research recently
issued by CSIL on the major 200 furni-
ture manufacturing companies world-
wide, including five Russian compa-
nies. According to the study, furniture
companies have undertaken a lengthy
process of restructuring and moderni-
sation and production volumes have
decreased over the years as a response
to competitive pressure and tough inter-
national competition. The major com-
petitiveness factors for the sector are
research and innovation, labour skills
and quality, design and added value,

ALL RUSSIAN FURNITURE SUMMIT
IN ST. PETERSBURG

F

WORKSHOP

www.worldfurnitureonline.com 13September 2013 - WF

by Alessandra Tracogna 
CSIL Industry and Country Studies

FIDEXPO Summit, June 2013
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WORKSHOP

knowledge and knowhow, together with
better access to new markets. 

In the session "Who will help the furni-
ture industry? Whom will the furniture
industry help?" Alexander Shestakov,
president of AMEDORO, stressed the
importance of ruling the market (50% of
the market is covered by large retail
chains) in order to upgrade productions
in terms of quality and safety of products
and to compete with Chinese produc-
tion. Among the other issues covered by
the speakers, there was the problem of
sharing data and providing reliable sta-
tistics concerning the current situation
in the Russian furniture market. The sug-
gestion by Alexander Shestakov of
choosing only one target show, which
will be supported by the Association and
recommended to the Ministry of
Finance of the Russian Federation,
received further consideration during
the presentation of the international fur-
niture exhibition b2b-FIDEXPO, organ-
ised by Restec Exhibition Company and
UBM (London), which will début on May

12-15, 2014 in Moscow, in the modern
pavilion 75 of the All-Russian Exhibition
Centre.

The session on "Forecast of the Russian
economy and consumer-markets devel-
opment in 2013-2015" was opened by
the presentation of Igor Berezin,
President of the Marketers’ Guild and
member of the Board of Directors of
ROMIR Research Holding. He exam-
ined in detail the structure of consumer
spending, of which the share of furniture
makes up 1%. According to his esti-
mates, the share of furniture in retail
turnover has remained at 1.5-1.6%
since 2010 and no growth is expected
for 2014.

Then the focus was on the "Ability to see
the future: new consumers, new niches,
new opportunities" where the relation-
ships between furniture industry on the
one side and housing developments,
suburban wood house building and
apartment hotels development on the
other side were presented. 

The second day of the Summit was
devoted to "Efficient retail formats and
technology" highlighting the behaviour
of today's consumer, who is seeking
comprehensive shopping and service
according to the "store plus" system.
New forms of interaction with the con-
sumer, geo marketing, innovative retail
channels and mobile marketing
became essential tools for furniture
companies.

The Design session presented the latest
furniture trends, including the highlights
from the latest edition of the Milan
International Furniture Fair, and the
approach of using creativity in the fight
for attracting consumer as a counter-
weight to the price war. The participants
suggested that next year the Furniture
Summit should be extended to three
days, in order to expand and deepen the
thematic content of the event.
According to reviews, 80% of the partic-
ipants will come back to St. Petersburg
for the All-Russian Furniture Summit FID-
EXPO in June 2014.

SHARE ON TOTAL FURNITURE PRODUCTION BY REGION

200 MAJOR FURNITURE MANUFACTURERS WORLDWIDE: 
PERFORMANCE AND STRATEGIES

CSIL Centre for Industrial Studies  15 corso Monforte 20122 Milano Italy    csil@csilmilano.com – www.csilmilano.com

SHARE ON TOTAL FURNITURE PRODUCTION BY REGION

The new CSIL study analyses performance and strategies of the leading 200
players in the global furniture scenario and focuses on their taking advanta-
ge of the growth opportunities globally, through effective internationalization
strategies and adequate product differentiation as well as product innovation
strategies.These companies account for around 15% of total world furniture
production.

Online purchase and immediate download at:
www.worldfurnitureonline.com

Overview of the performance of the top 200 furniture companies broken-
down according to:
 headquarter location in developed countries/ emerging countries
 headquarter location in: North America, South America, Western Europe, 

Central and Eastern Europe, Developing Asia, Other Asia
 furniture product specialization: kitchen, office, upholstered, home furniture

The report offers a qualitative analysis on the strategic growth
initiatives implemented by companies (market differentiation,
product differentiation, product innovation, plant expansion,
retailing and branding strategies...)

CENTRE FOR INDUSTRIAL STUDIES
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he contract segment is getting
increasingly important, even
essential, for the furniture indus-
try. It is a lively performing seg-

ment, which offers many opportunities
for business. Large orders have a very
broad market in all those countries
where the economy is in turmoil and
construction sites are countless, such
as London, Moscow, and major
Brazilian, Chinese and Indian metropol-
itan areas.

Among the drivers of the demand in the
contract sector, tourism is undoubtedly
a predominant one. Despite concerns
over the global economy, international
tourism demand continues to show
resilience. According to UNWTO fore-
casts, the number of international
tourist arrivals worldwide is expected to
increase by an average 3.3% a year
over the period 2010 to 2030. In
absolute numbers, international tourist
arrivals will increase by some 43 million
a year, compared to an average
increase of 28 million a year during the
period 1995 to 2010. At the projected
pace of growth, international tourist
arrivals worldwide will exceed 1 billion
in 2012 and reach 1.8 billion by the
year 2030.

A VIEW TO THE HOSPITALITY
INDUSTRY IN EUROPE
In Europe, a particularly lively tourist
industry creates a circuit that provides
economic benefits to different sectors. 
Hospitality industry (hotels, restaurants
and bars) is estimated to absorb about
27% of the contract furniture sales in
Europe. Despite macroeconomic
uncertainties, and the resulting shaky
consumer and business confidence,
lodging performance continues to
exceed expectations. The major inter-
national hotel chains are increasing
their number of facilities and rooms. In
particular, significant investment in the
refurbishment, re-positioning and
acquisition of luxury hotels in Europe
has been seen since the start of the
financial crisis in 2008, demonstrating

the resilience of markets where barriers
to entry remain high and capital is seek-
ing investment opportunities. 
The European hotel development

pipeline comprises 814 hotels totalling
135 thousand rooms, the upscale seg-
ment is expected to open the higher
number of new rooms with 7,200 in 44
hotels, followed by the upper midscale
segment (42 hotels with 6,800 rooms)
and the upper upscale segment (24
hotels with 5,900 rooms). In 2014, the
whole area expects 233 hotels to open
with 40,000 rooms. The upscale seg-
ment is planning to play a leading role,
with 10,200 rooms to open in 57
hotels.
Worldwide hospitality segment is also
very dynamic. Considering the hotels in
construction, the total active U.S. hotel
development pipeline comprises 2,700
projects totalling 320 thousand rooms.
The Asia/Pacific luxury and upscale
hotel development pipeline comprises

SPECIAL REPORT
SCENARIO

CONTRACT & LUXURY

FAST GROWING CONTRACT 
SEGMENTS

by Sara Colautti   
CSIL Industry and Country

Studies

T

15September 2013 - WFwww.worldfurnitureonline.com
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1,800 hotels totalling 390,000 rooms.
The Middle East/Africa hotel develop-
ment pipeline comprises 492 hotels
totalling 120 thousands rooms. 

RETAIL SEGMENT IS PERFORMING
WELL
In the past years, countless of mergers
between shops and chain stores have
occurred in the retail sector, resulting in
a greater need for refurbishment and re-
profiling. Fittings and shop concepts
have a shorter lifecycle and must
change often, particularly in the fashion
and ready-to-wear segment. However
the sector is characterised by excess
capacity, which together with fierce
competition from Eastern Europe and
Far Eastern countries, creates an
increasing price pressure on the mar-
ket. This has led to a diffuse lower price
level.

GROWTH OF NON RESIDENTIAL
BUILDING IN ASIA AND LATIN
AMERICA
Another segment where turnkey sup-
plies are increasingly important is the
design of offices and workplaces,
although there are no signs of growth
neither in private or public sector, due
to the crisis. The offices/banks/institu-
tions segment is, in fact, closely linked
to the dynamics of the construction
market and particularly to the trend in
non-residential building. 2011 was
another difficult year for construction
globally. Construction spending growth
has stalled and 2011 was the fourth
consecutive year with little or no
growth. Overall, world construction
spending grew by just 0.5%, still below
the levels achieved in 2007. 
On a regional basis, all areas apart from
EU17 and North America saw positive
construction spending growth, although
at reduced levels compared to those of
the recent past. 
Asia and Latin America were the fastest
growing regions in 2011 by a wide mar-
gin. For the second year in a row China
was the largest construction market in
2011, and it was expected to be the

fastest growing market in 2012 as well.
Construction spending in EU17 was the
most affected by the crisis, with the
most significant falls occurring in
Portugal, Ireland, Italy, Greece and
Spain. 

SHIPS AND AIRPORTS
Other segments have shown positive
increases in recent years, highlighting
the opening to the contract channel in
all those areas.
Let's take the marine sector. Despite
being hard hit by the global economic
recession in 2008 and 2009, both in
terms of passenger demand and global
value sales, the cruise sector has been
one of the fastest-growing ones of
Travel & Tourism over the past ten years
– and indeed over the last two to three
decades. The total cruise passenger
count is estimated to have reached
more than 18 million worldwide. 
While North America dominates the
global cruise business, the share of
other regions is increasing and Europe
now accounts for more than 5 million
cruise passengers annually, as well as a
much stronger value growth in the last
five years. Industry experts believe that
the total number of Europeans taking

cruises could more than double by
2020.
Also airports are a significant outlet sec-
tor. In China there are several airport
facilities under construction and the
presence of corporate products in
these places could be a very strong
promotional tool for companies.

STREET CONTRACT & OUTDOOR
For outdoor furniture manufacturers, con-
tract becomes an increasingly valuable
market in terms of quantities and exhibit-
ing space for their products. The contract
segment for outdoor furniture includes
Street Contract furniture (bars and
restaurants) and furniture for hotels and
resorts, public spaces, communities. 
Contract is definitely a market segment
with significant prospects for future
growth. It is constantly developing and
continues to offer good opportunities to
those companies, which are capable to
have a broad vision of major driver seg-
ments in the international markets.

www.worldfurnitureonline.com16 WF - September 2013

SPECIAL REPORT
SCENARIO

CONTRACT & LUXURY

THE CONTRACT FURNITURE AND FURNISHINGS
MARKET IN EUROPE
The CSIL report offers: 
- a comprehensive picture of the contract market in
the EU with a focus on furniture, furnishings, lighting
and related products. 
- analysis of the competitive system, demand
determinants and purchasing process: builders,
developers, owners, architects and designers, main
contractors, furniture and lighting manufacturers
- overview of the contract market size, including a
breakdown by segment: Hospitality, Retail,
Restaurants, Office and Institutions, Marine, Airports
- short profiles of 50 among the main contractors, 50
leading interior design studios, 50 contract furniture
manufacturers.
The report is the result of 100 interviews with major
players and other key contacts in the EU contract
market (architects, interior designers and specifiers,
general contractors, wholesalers, retailers).
Language: English.
Available for online purchase and immediate
download at:
www.worldfurnitureonline.com
Custom made updating of European and extra-
European furniture contract markets can be carried
out upon request. Contact: colautti@csilmilano.com
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alking with Corrado Dalla
Fontana, Chief Executive of
FontanaGrande

Q: In the Baku Theatre Project how
important was it to have presented your-
selves as a group and to have worked as
part of a network?
A: Let’s separate the two aspects of this
question: on the one hand, the impor-
tance of presenting ourselves as a group
to create a better "image" in the eyes of
the final customer; on the other, the
importance of working as part of a
group, each one with its own specific
expertise, but as part of a team with a

single final objective.
As for the first aspect, this made a good
impression on the customer and gave
the general contractor, FontanaGrande,
greater prestige: so much so that after a
time it translated into a request to manu-
facture in Italy a whole series of products
that were initially scheduled to be pro-
duced by local firms. Being able to work
with Italian firms for the finishings meant
that it was easier for us in the realisation
phase and that we had greater control
over the quality of the end product. Just
think of the covering fabrics, the decora-
tion in plaster or the inlaid floors.
For the second aspect, very few people

have a clear idea of how complex the
theatre "machine" is.
It is a difficult building, whose design
spans from managing flows of audience
traffic to mechanisms to raise the
orchestra pit, and from lighting and
sound to the positioning and size of the
various other essential amenities and
functions (foyer, toilets, bar, interpreter’s
booth, control room etc.) to the choice of
materials based on safety. Not only that,
the audience must feel comfortable as
regards temperature and humidity, be
comfortably seated and have a good
view of the stage. All of this must be
wrapped in a beautiful and formal "skin",
with evocative features reminiscent of
the "theatre". Here the skin had to be in
the eclectic style of the Italian theatres of
the late eighteenth/early nineteenth cen-
tury.
In order to realise a project of this signif-
icance there were only two possible
solutions: either one megastudio that
had all of these capabilities in-house with
a high level of professionalism, or a
series of specialist studios that, because
they are so specialised, are used to
working as part of a group.
So, in my opinion, the question should
be corrected in this way: what difficulties
did you encounter when working as a
group? I would say that there weren’t
any, or at least that they were not impor-
tant, firstly because some of the studios
had already worked together and then
because the roles were well defined
from the outset. Basically, it was the
great respect that each had for the work
of the others and the excellent coordina-
tion that ensured that there were no
holdups or bottlenecks, as well as the
strict adherence of all concerned to the
time schedule. The work proceeded flu-
idly, with no delays, and we were able to
respect the delivery times for the project,
which were very short.

Q: How long did it take you to complete
the project and how did your relationship
with the customer pan out? 
A: It took about two and a half years from
the first contacts to the delivery of the
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keys, that is from the beginning of
November 2010 to the inauguration in
April 2013.
The first important campaign was carried
out in December 2010. Following the
approval of the final project (September
2011), we worked on the execution plan
for the stylistic-decorative elements,
which was delivered at the end of 2011.
In the meantime, preparation of the
building site, which had begun in 2010
with the demolition of the existing struc-
tures, progressed. From the early
months of 2012 an Italian engineer was
constantly on site, in order to provide
support for the works and the logistic
coordination of the Italian firms, with a
direct rapport with the Italian general
contractor and with the planning group.
As regards the relationship with the cus-
tomer, the planning group answered
directly to the Italian general contractor.
As with every job for a public body, the
chain of command was rather complex.
It went from the politician in charge (end
customer) to the Azerbaijani general con-
tractor and to the Italian general contrac-
tor, who operated in tandem, one hand-
ing the Azerbaijani bureaucracy and the
other dealing with the planning group
and the end customer, although things
weren’t actually so schematic or hierar-
chically defined. The end customer was
always a very active interlocutor who was
attentive to details, especially those of
the finishings, to the point that he
requested a number of samples of the
gilding for the plaster so he could
choose for himself. 

Q: What were the most demanding chal-
lenges?
A: There were many, but, from the group
point of view, the biggest problem was to
impose a "project culture", which was
rather vague, if not unknown, at local
level, at least in the way we understand
it. This was true at both the customer and
the executor level. 
Also the different cultural backgrounds
led to some misunderstandings, espe-
cially at the beginning. One example was
the decoration of the presidential box
that included allegories and symbology
based on classic iconography: poles
with flags, the eagle, a symbol of far-
sightedness, and the lion, a symbol of
authority. However, according to
Azerbaijani iconography, this represent-
ed aggressive and warmongering behav-
iour, contrary to the Azerbaijanis’ senti-
ments. At the customer’s request, the
images were changed. One could con-
tinue, for example, mentioning the differ-
ent values attributed to the various
colours, but in any case the problems
were soon solved.
I would like to mention one aspect that
proved to be a winner: the excellence of
the Italian firms called upon to realise the
work. The experience of the firms

involved was invaluable, both for solving
problems on the site and for the close
cooperation and support from the
designers in proposing simple and valid
executive solutions or special finishings
that we weren’t aware of. The contribu-
tion of the fitting and assembly teams
brought in by the General Contractor
was also decisive. We believe that this
cooperation was fundamental in reach-
ing the good final result and in respecting
execution times. We feel that in the
future firms can and must be more
involved, also at the planning stage.  

Q: Do you have any other international
contract projects planned?
A: The experience of working in a struc-
tured group in order to carry out such a
complex project has enriched the cultur-
al and professional baggage of all of us;
consequently, if faced with a proposal of
this type, we’d be ready to put the team
together again, perhaps with different
geometries according to the needs.
Everyone involved felt the experience
had been very positive. While waiting for
a new job of a similar level, some of us
continue to work on international con-
tracts, which may not always be so
demanding, but are always stimulating.  
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THE COMPONENTS OF THE PLANNING GROUP:

General Contractor Fontana Grande srl fontanagrande.com
Architectonics and Coordination Th&Ma architettura themarchitettura.com
Stylistic-decorative Studio Sandini Corrà sandini-corra.it
Structures Ing. Alessandro Gasparini Padua
Air/water Systems Studio Delta San Donà di Piave, Venice
Electrical System Solaris solarisingegneria.com
Acoustics and Visibility Decima Italia decimaitalia.com
Stage Machinery Ing. Lucio Bernardini Battaglia Terme, Padua
Elevations 3DEG 3deg.it

Details of the presentation of the project at Abitare
il Tempo in Verona, October 2012
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APAN: IT'S LED TIME
In the context of the growing con-
sciousness of energy saving and
electricity conservation after the

disaster of Tohoku earthquake and
tsunami in March 2011, LED lighting fix-
tures and retrofit LED light sources have
replaced existing lighting fixtures and
bulbs, expanding the market share into
residential market. In fact, replacement
of existing lighting fixtures with LEDs in
residential segment has become one of
the main market segments since
Summer 2011. 
The increase of total lighting fixture mar-
ket is mostly backed by the expansion
of LED lighting applications. The total
LED lighting market amounted to 139.3
billion yen in 2011, increasing by
185.7% on 2010. The expansion of
“Energy Efficient” LED lighting applica-
tions and LED bulbs is expected to
accelerate in 2013, due to the fact that
the tight situation of demand-supply bal-
ance in Japanese electric power supply
will not improve in the short term.
Latest installations of LED lighting appli-
cations had mainly expanded in the
segments of outdoor lighting and high-
end retail lighting.
Top three players in total LED lighting
sales in 2011 (both LED lighting fixtures

and LED bulbs) were Panasonic
(25.6%), Toshiba Lighting &
Technology (16.5%), and Endo Lighting
(8.4%), together covering almost 50%
of total LED lighting market. Iris Ohyama
(5.4%) and Daiko Electric (5.0%) follow.
Within the LED lighting fixtures market,
top three companies where Panasonic
(29.5%), Toshiba Lighting & Technology
(19.7%), and Endo Lighting (12.6%),
together exceeding 60% of the total
market. Daiko Electric (7.5%) and
Koizumi Lighting Technology (5.8%) fol-
low. In the LED bulb market, top com-
panies were Panasonic (19.5%), Iris
Ohyama (13.8%), Toshiba Lighting &
Technology (11.2%), Samsung (10.9%)
and Sharp (5.8%).

NEW TECHNOLOGIES IN LIGHTING:
THE KOREAN CHALLENGE
South Korea registered a 70% increase
in export flows of lighting in 2012 on
2011, reaching a value of USD 872.9
million. Japan, China and Slovenia are
Korea's main commercial partners, rep-
resenting a 31%, 15% and 11% market
share, respectively. In 2012 export
flows mostly involved commercial light-
ing (63.3%) while residential lighting
represented 9.6% of market share.
Both residential (+55%) and commer-

cial (+39%) segments recorded relevant
increases in 2012 on 2011.
In 2012 South Korea imported lighting
fixtures for USD 316.7 million. China is
the main importer, with imports for USD
181 million, that is 57% of South
Korean market. Japan and United
States follow with a market share of 7%.
European countries play a relevant role,
too. Germany, UK, Norway, Italy,
France and Denmark are among the
first ten importers.
South Korean imports of lighting fix-
tures included 13% residential lighting,
47% commercial lighting, 33% lighting
fixture components and 7.2% Christmas
and traffic lighting. Residential lighting
had a slight decrease in 2012 (-2.6%)
on 2011, in line with an average growth
rate of 3.9% between 2007-2012.
Commercial lighting registered a
+33.8% in 2012 on 2011 with an aver-
age five year growth rate of 18.5%.
South Korean trade balance recorded a
surplus of USD 556.2 million in 2012.
Trade balance had been positive also in
2011 at USD 204.3 million. 

THAILAND: 75% IMPORT FROM CHINA
The Thai lighting fixtures market is domi-
nated by imported products from China.
This is true both for the home/residential
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segment and the commercial segment,
particularly for hotels and resorts. High
end residential lighting fixtures are often
inspired to Thai classical art and culture,
using mainly traditional materials like
wicker, bamboo, porcelain, golden leaf.
There is no LED, only incandescence. 
Some Thai lighting fixtures manufactur-
ers involved in this segment are:
Lighting & Equipment Public company.
Established in 1993 by a group of pro-
fessionals who had long been active in
the lighting industry, the company start-
ed its marketing activity by selling fluores-
cent luminaries to contractors and grad-
ually expanded the core business by
increasing its product range and by
expanding the marketing network. With
the aim to strengthen its position, the
company acquired  manufacturing  and
product-testing  facilities and  has  been
offering lighting business services to pro-
vide added benefits to customers. The
company's business ranges from prod-
uct design to manufacturing and  market-
ing  of products in both domestic market
and  abroad. A complete range of light-
ing products is available for residences,
office and commercial buildings, exhibi-
tion centers, department stores, shops,
museums, warehouses, stadium, multi-
purpose complexes, public gardens, his-
torical buildings, highways, advertising
boxes and airports.

Lightinghouse (Thong Lor) is a lighting
distributor offering an exclusive range of
product and lighting solutions from man-
ufacturers worldwide, such as Unilamp,
We-Ef, Lightech, L & E, Endo, Seco,
Leds, Grok, Fabbian, Italamp. The com-
pany boasts 30 years of experience in
the lighting industry and offers a wide
variety of styles both in the field of archi-
tectural interiors and outdoor lighting.
Lamptitude offers a large catalogue of
high end residential and commercial
lighting, including 10% classic residen-
tial, 20% modern residential, 70% com-
mercial lighting.

MANUFACTURING IN VIETNAM 
Very good opportunities for the lighting
business in Vietnam are expected partic-
ularly for new hotels, industrial lighting
and hospitals. Nowadays, two major
Chinese manufacturers of lighting fix-
tures, Neo-Neon and NVC, are also man-
ufacturing in Vietnam.
Established in 2004 with lighting as main
field of activity, in 2005 Thanh Long
Lighting Co., Ltd officially became sole
distributor of NVC’s lighting products in
Vietnam. Already famous in China and in
other large markets such as Europe,
North America, Middle East, Southeast
Asia, NVC has become a well known
brand in Vietnam and a top choice for
projects. Products distributed by Thanh

Long have a part in many important proj-
ects such as Vicom; Golden West lake,
BIDV Tower; Pacific Place; Novotel;
Vietnam Petrolimex. 
Recently, Thanh Long and NVC
launched NCT, a new brand for Vietnam
market only, capable to better meet the
local climatic conditions and voltage.
Neo-Neon Holdings set up the Vietnam
arm in the Northern province of Thai Binh
in 2007 to pave the way for expansions
to regional countries. It is operating four
production facilities – the Vietnam one
and three other plants in China - and it
plans to enlarge the Thai Binh facility.
Neo-Neon expanded its production
capacity with the addition of a new pro-
duction facility near Hanoi, Vietnam. As
market pressures and increased costs of
material and working force have began to
generate challenges in the labor inten-
sive products such as light string and
rope lighting, Neo-Neon brought the
Vietnam factory online to enable adjust-
ments to the market needs. 
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mong mid-term global challeng-
ing questions, the approach to
smart living in fast growing cities
is of high importance. 

Urbanisation policies in tier 1 and tier 2
cities of the world have to face the grow-
ing demand for energy and the need for
sustainable housing models, innovative
transportation networks and renewable
energy power systems. Smart integrated
solutions should enable to optimize con-
sumption and satisfy the increasingly
high demand for energy in emerging
contries and regions worldwide.

Fast growing development in huge areas
of the world like China, India and Brazil
has redefined the way energy, raw mate-
rials and resources are distributed. Cars
have been getting hybrid and greener to
meet latest emission standards and bio-
fuels are largely under study, while last
generation vehicles are being designed
for the requirements of tomorrow's
mobility in mega cities. Fast growing
economies need cleaner energy.

Reportedly, gas emissions are half the
CO2 of coal when used to generate
electricity. Since less fuel consumption
means lower CO2 emissions, there is a
wide shared interest towards new train
technologies.

High-income countries as well are
implementing more actions towards
green-energy business. The State of
Nevada in the United States aims to pro-
vide 25% of electricity from renewable
resources by 2025. The European
Union climate and energy package
known as "20-20-20" aims to ensure
that EU meets following climate and
energy targets by 2020:
•a 20% reduction in EU greenhouse gas
emissions from 1990 levels;
•raising the share of EU energy con-
sumption produced from renewable
resources to 20%;
•a 20% improvement in the EU's energy
efficiency.

BUILDING MATERIALS, WATER AND
LIGHTING
Building materials with outstanding per-
formance level are on the horizon. At
Yonsei University in South Korea they are
working on a self-healing concrete,
which is able to self-repair small cracks
and holes on existing buildings through a
protective waterproof polymer. 
The offering of high performing glass
from leading producing companies is
ranging from higher resistance to humid-
ity and high temperatures, to lower G-
value (solar energy transmittance) allow-
ing less sunlight into the building, as well
as excellent post-breakage behaviour
and high safety levels (more about glass
and energy performance of buildings on
pages 33-34 of this issue).

Improving access to fresh water in devel-
oping areas of the world is a crucial
topic. A wide application on industrial
scale of desalination plants of new gen-
eration is a challenging problem. At
Lockheed and MIT they are trying to use
graphene to desalinate water. A
graphene-based membrane in a seawa-

ter desalination system could reportedly
be 15% to 20% cheaper to run than tra-
ditional plants using a polymer mem-
brane. 

When it comes to lighting, it's a matter of
a huge amount of energy.  For example,
in the United States lighting accounts
for about 17% of all electricity used.
Light emitting diode (LED) lamps have
redefined the way lighting technology
used to be, both at home and in the
streets and in the common areas of our
cities. Huge plans of substitution of
sodium lights with LED street lights are
under way in many cities, passing from
60 lumens per watt to around 100
lumens per watt. LED lamps do not burn
out and they account for a ten-year or
more economic life. Lower costs of
changing and maintenance make the
substitution even more profitable, lead-

LIVING THE CITIES OF 2020. 
SNAPSHOTS IN THE AGENDA
A

by Paola Govoni

House of Senses. Render by Christophe Pillet
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ing to some energy savings as well.
Furthermore, there is evidence that
white LED lamps allow better percep-
tion in the dark.

Smart LED bulbs for domestic use have
been created from leading manufactur-
ers. Philips offers bulbs that can be
controlled in remote through a smart
phone app. They can change colour on
demand, while other bulbs can adjust
their brightness and change colours to
mimic a sunrise. Our smartphones and
tablets turn out to be proactive sensors,
capable to rule electronic devices,
household appliances and building
automation systems. Domotics can
make the control of smart technologies
at home user-friendly. Since a sustain-

able living style with lower environmen-
tal impact is going to become a priority,
reduced consumption of energy and
water at home is a must. When it comes
to energy-saving and water-saving pro-
grammes for both dish and cloth wash-
ing machines, last generation appli-
ances are in the foreground. 

NEW HOUSING MODELS
A discrepancy outlines between tradi-
tional housing models and the shape of
the households in the global cities, as
resulting from new trends in immigration
flows, demographics, interconnecting
technologies, emerging economies.
Thus there is a need for innovative
options in the housing market of 21st

century's global cities, with increasing
offering of place-safe, green, efficient
and smart options and a focus on small
places. Particularly in Tokyo, Japanese
architects and interior designers have
been capable to maximize housing den-
sity yet creating comfortable and ele-
gant spaces, providing a smart living
layout. Reduced spaces of living units
and ageing population in advanced
economies cannot fail to have an
impact on the way furniture and furnish-
ings are designed. Alternative housing
units have been built in some US cities
like Boston, Seattle and San Diego. 

A CASE STUDY IN SWEDEN
Eco-sustainable residential areas have
been created or are in the pipeline in
European Nordic countries like
Sweden. Hammarby Sjöstad, an old
industrial area with heavy pollution
problems, has been transformed in an
urban model aiming to halve the total
environmental impact of the area. This
means that residents will reportedly pro-
duce 50% of the power they need by
turning recycled wastewater and
domestic waste into heating, cooling
and electricity. Underground pipes use
vacuum sunction to transport the
garbage, which is separated and most-
ly re-used or used to produce energy.
Brand new types of fuel cells, solar
cells and solar panels are tested. Once
completed, in 2018, this residential
waterside area in Stockholm will house
over 20,000 residents in about 11,000
apartments.

Residential water-
side area in
Stockholm

Since 1983 the “Forecast Seminar for the Funishing Markets in Italy
and Worldwide” has been CSIL’s traditional end-of-the-year mee-
ting for leading sector players and operators, representatives of
institutions and trade associations, press, economists and resear-
chers and also a not-to-be-missed opportunity to analyse trends
and projects for the furniture sector in Italy and in the global mar-
ket, with selected testimonials discussing on the breaking focus
themes.
The 31st edition of CSIL Seminar will take place on Friday,
November 22, 2013 in Milan, at the Congress Centre Palazzo
delle Stelline, with the participation of keynote speakers from
companies, trade associations, project studios, private and public
institutions. 
CSIL experts will be presenting the forecast scenario for the furni-
ture industry in Italy and the world's top 70 countries for 2014. Participants in the Focus
"Smart & Fast. Cities of 2020" will be discussing about the critical issue of global cities
and sustainable growth in the mid-term, main socio-economic implications and which
opportunities can be expected for companies going and growing international.  
Contact person for Seminar details and requests: Paola Govoni,
<govoni@csilmilano.com>
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even brands from the Italian Chair
District - industrial cluster deeply
rooted in the Friuli Region - net-
worked and approached South

Africa with a special project from 28 to
31 May, 2013. Domitalia, Fornasarig,
Frag, Gervasoni, Moroso, Potocco and
Tonon, for the first time together as main
actors in a temporary showroom in the
heart of Cape Town, in the framework of
an operation entitled "Italian Chair
District Meets Cape Town". 
Domitalia, Fornasarig, Frag, Gervasoni,
Moroso, Potocco and Tonon landed
together in the 2014 World Design
Capital, showcasing a collection of prod-
ucts of excellence that received an
amazing response. 
As part of a broader project entitled
“Gateway to South Africa”, where the

Chamber of Commerce of Udine is the
leading partner and the Italian Chair
District is the main coordinating body,
this operation proved that opportunities
come to those who know where to look
for new markets, as the global demand
for furniture has been moving to emerg-
ing countries in different parts of the
world and South Africa is one of them.
Well known architects, interior design-
ers, specialized journalists and trade
operators on the domestic market but

also on the more interesting Sub
Saharan African markets were drawn to
the Temporary Showroom that was
staged in the heart of the city.
Distinguished operators – one for all,
Makena Makeka, the founder of MoDILa
(Museum of Design, Innovation,
Leadership & Art), celebrities from the
world of luxury and fashion and a strong
media presence –attended the event.
Visitors greatly appreciated the exhibition
of pieces from each brand, created by
top international designers: from the
upholstered furniture and coffee tables
designed by Patricia Urquiola for
Moroso, to the collections of chairs and
leather armchairs created by Frag in col-
laboration with Gordon Guillaumier,
Michele Di Fonzo, Calvi & Brambilla;
from the innovative chairs designed in
3D by Mac Stopa and the new leather
variants created by Martin Ballendat for

Tonon, to the wooden chairs for the con-
tract sector designed by Luca Nichetto
for Fornasarig; from the collections of
indoor and outdoor stools and armchairs
presented by Potocco and designed by
Hannes Wettenstein and Wolfgang
Mezger, to the versatile polypropylene
and polycarbonate chairs designed by
Radice&Orlandini, Fabrizio Batoni, Fabio
Di Bartolomei and Dual Design for
Domitalia, and the collections of chairs
created by Paola Navone for Gervasoni.
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decided to cooperate with the fashion
world (e.g. Armani, Versace, Missoni,
Moschino, Ferragamo…). This is an
innovative approach of the last decade
that is rapidly spreading throughout the
world.

ASIA IS GOING FASTER
The hospitality market showed growth
over the last two years. Tourist arrivals
increased by 4% and the number of new
rooms (including both newly opened and
refurbished) increased as well by 5%.
This growth has been driven by China

and Asia Pacific
which witnessed
10.2% increase in
the number of
rooms available on
average. Europe
and North America
increased by 1.5%
each. Central-
South America and
Africa-Middle East
showed approxi-
mately 5% growth
in number of
rooms available.
Just looking at the
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HE GLOBAL PICTURE
Worldwide hospitality market is
estimated by CSIL at over USD
27.1 billion at end-user prices for

the year 2012. The North American mar-
ket is the biggest one accounting for
around 40% of the total, followed by
Europe with 26% and Asia/Oceania
accounting for 24%. In MENA countries
the hospitality market is estimated to be
worth approximately USD 2 billion, where-
as the market in Central/South America,
mainly driven by Brazil, accounts for
around 3% of the world hospitality market.

In 2012 roughly 353,000 new rooms
have been built and 573,000 rooms have
been renovated, for a total of about
926,000. Asian countries have currently
the largest pipeline in the world, with over
380,000 new rooms in construction.
According to interviewed experts around
39% of this market involves 4 and 5 stars
hotels. In particular, in Europe the
upscale segment represent 40%, while
in the Middle East and Africa it covers
43% of the market values. Asia-Pacific is
below the average (35%). There are dif-
ferent leading chains of hotels that have

WORLD HOSPITALITY
BUSINESS STILL 
TO EXPAND

T

by Mauro Spinelli   
CSIL International 
Market Research

HOTEL ROOMS WORLDWIDE. GROWTH BY GEOGRAPHICAL AREA, 2012/2009. 
Average yearly change (%)

Source: CSIL processing

TOP 10 HOTEL GROUPS BY NUMBER OF ROOMS, 2012. 
Units and percentage change

Source: CSIL processing on MKG Hospitality
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largest hotel chains in the world totalling
4.4 million hotel rooms (approximately
33% of world stock) they increased by a
moderate 1.7% in the number of rooms.
Some smaller operators especially from
Asia are increasing faster and climbing in
top positions. This is the case of the
Chinese Home Inns (Motel 168) ranked
from 13th to 9th position in just two years
(from 93 thousands to 176 thousands
rooms in the period).
In value terms, the overall contract furni-
ture consumption increased by 3.9% in
two years. 
Hospitality market is estimated to
account 23% of the global contract
market.

LEADING HOTEL CHAINS
Looking at top 300 hotel chains (ranked
by number of rooms), 137 hotel head-
quarters (or 46% of total) are located in
North America (mainly in the United
States), while Europe ranks second with
88 headquarters locations (mainly Spain
and the United Kingdom). China and
Hong Kong give home to an increasing
number of fast growing groups.
IHG, Hilton Worldwide, Marriott
International and Wyndham Hotel Group
are the largest hotel chains, managing
over 600,000 hotel rooms each. 

COMPETITION AND RELEVANT
PLAYERS 
Market share for major players do not
exceed 2% when considering the world-
wide market. However, there are huge
differences among regions. Europe is an
example of fragmentation with several
small players, while Middle East shows

high concentration, with less than 5 play-
ers controlling the largest portion of the
hospitality business.
A trend towards concentration is also
expected in the coming years. This can
be due to the increasing organization in
the hospitality business (large players
and chains are gaining market share) and
a progressive increase of “turn-key” serv-
ice demand. Companies with turn-key
ability should probably perform better
than other operators.
It is worth to be noticed the huge pro-
gression of Chinese companies, which
in less than five years climbed among the
largest players in the world, in line with
the booming domestic demand.
Dubai based Depa International is
among the leading companies in the inte-
rior contracting segment. It has branch-
es in Milan, Cairo and Abu Dhabi. In
2012 revenues increased by 12% if com-
pared to the previous year. 
In the United Kingdom a leading interior
refurbishment company Ibex Interior
entered in administration in June 2012
and closed activities in the following
months. On the other hand Havelock
Contract registered a +20% increase in
turnover in 2012.
The Austrian Voeglauer is a suc-
cessful company in the contract
sector (specialist manufacturer of
hotel furniture). 
Registering yearly double-digit growth
the company doubled its revenues in a
five-year span. 
In 2012 the contract segment of Poltrona
Frau Group increased by +6.6%.
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WORLD HOSPITALITY MARKET
Publisher: CSIL Publication date: July 2013, II Edition. Language: English 
Available for online purchase and immediate download at 
www.worldfurnitureonline.com
This Report provides an overview of the world hospitality furniture market,
namely the world contract furniture market for hotels and resorts with a focus
on the four and five star segments. 
Demand Drivers: Analysis of World Tourism Flows;
Demand Analysis: Investigation of the number of new opened rooms in
hotels and similar establishments and their renovation activities and identifi-
cation of the top hotel chains in the world;
Distribution system: Description of the purchasing process and of the main
players involved;
Supply Analysis: An overview of the Competitive System;
Profile of the leading contractors;
Profile of the top architects and interior design studios.
The Report is divided into four main geographical areas: Europe, Middle East,
Asia and the Americas, with focus on some of the main countries for each
Region. Attention is given in highlighting the specific features of hundreds of
key players of the hospitality sector, such as major architects and interior
design studios, the major hotel chains and some of the major contractors.

HOTEL CHAINS STILL ON GROWTO IN CHINA
China is probably the biggest market worldwide for the Contract business.
Major international hotel chains are planning a big expansion in China by
opening hotels not only in first-tier cities, but also second- and third-tier
cities. The hospitality market in China is worth around US$ 5.5 billion and
the furniture business is mostly made by beds (20%), bathrooms (15%),
lighting fixtures (9%) and mattresses (7%). 
IHG, which currently manages 164 properties in China, has 142 hotels in its
development plan, the largest one in China and a quarter of the company's
total globally.
Reportedly, Hilton Worldwide will have 100 hotels in China by 2014, four
times the number of properties it manages in the country nowadays. Then
China will become its second largest market, after the United States.
With 70 existing hotels in China, the chain Starwood Hotels and Resorts has
more than 90 new hotels in the pipeline. While China's luxury and high-end
hotel market is reaching its maturing point, US-based Starwood Hotels &
Resorts is turning to tap another niche, select service hotels, to cater to the
needs of travellers who are youthful-minded and lifestyle-conscious.
Starwood, which invented such kind of hotel branded Aloft  years ago, intro-
duced Aloft into China in late November 2009. 
Located in the heart of the city and business regions, the Beijing Aloft is the
first of its kind in Asia and outside North America. There are 5 hotels under
the brand Aloft in 2012. Compared with the other high-end hotel brands
such as Sheraton and Westin, Aloft provides an attractive lower room rate
per night. (A.V.)
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he world market for luxury furniture
and furnishing is worth approxi-
mately USD 51 billion at factory
prices (around USD 133 billion at

consumer prices). The market includes
around USD 30.8 billion of furniture
(upholstery, bedroom furniture, kitchen
furniture, bathroom furniture, dining and
living room furniture), approximately 10.5
billion USD of contract furniture for luxury
projects such as five stars hotels, yachts,
private villas, executive offices and retail
outlets. Another USD 2.5 billion is made
by luxury lighting fixtures and the remaining
USD 7 billion are textiles, appliances and
interior decorations, which make the envi-
ronment become a luxury experience.

FOUR VARIABLES
There are four main proxies to analyze the
luxury furniture market size and trends
worldwide: the number of world million-
aires and their distribution by countries,
the international flows of furniture made in
Italy, Germany, Japan, U.S. and other
Western European countries, the income
per capita generated in each country and
where the world’s premier shopping dis-
tricts are located.

Taking into account these four variables
enables us to evaluate the potential
demand for luxury furniture expressed by
each country and to show where luxury
furniture manufacturers should invest.
Currently, the highest potentialities are
expressed by two big emerging markets,
China and India, and by a mature market
as well, the United States. If compared to
the wealth distribution in the rest of the
world, the US shows a high share of pop-
ulation with wealth above USD 100,000,
and by far the greatest number of mem-
bers of the top 1% global wealth group.
Actually, the number of Ultra High Net
Worth individuals with wealth exceeding
USD 50 million in the U.S. is eight times
higher than that of the second country in
the global ranking, China.
It is also interesting to note the potentiali-
ties expressed by Brazil and Russia.
Brazil’s average household wealth tripled
between 2000 and 2012, rising from USD
8,300 per adult to USD 29,000, whereas
total wealth in Russia increased sevenfold
between 2000 and 2012, reaching USD
1.3 trillion in 2012.
The overall market for luxury furniture is
stable in Europe and the United States,

whereas it is quickly growing in China,
where Italian and German luxury furniture
suppliers are performing very well. Luxury
furniture markets are steady increasing in
the Middle East and Latin America. While
in the Middle East luxury furniture and fur-
nishings European manufacturers are the
best performers, in Latin America US play-
ers still take the lion’s share. 
Just moving its early steps, the luxury furni-
ture market in India is expected to see a
substantial jump in the number of million-
aires in the next five years, as the total
number of ultra-rich in the country is likely
to touch 242,000 by 2017, registering an
increase of 53 per cent in five years.

BEYOND THE CORE BUSINESS
Considering the main trends on the luxury
furniture market worldwide, luxury lifestyle
is becoming a much called-upon catch
expression to conceive extensions by lux-
ury brands, outside their core expertise. It
is not unusual for luxury goods brands to
branch out into sporting equipment
(Chanel, Bugatti, Louis Vuitton), branded
hotels (Bulgari, Versace, Armani) and hotel
suite design (Jaguar Cars, Bottega
Veneta).
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LUXURY MARKETS
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Dubai's view Princess 85 motor yacht - interior decorations by Fendi Casa
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One of the most common trends is the
entering of luxury fashion brands into the
design and production of luxury home
wares. Fashion and home décor share two
critical core competencies in textiles and
design, and therefore in terms of category
extension, for fashion brands, it poses rel-
atively low level of risk.
Donna Karan, frequently being featured
in design and architecture magazines
alongside her properties in New York
City, the Hamptons and the British West
Indies, launched Donna Karan Home and
DKNY, two distinctive bedding and bath

collections. More recently, Pure DKNY
was launched: an eco-friendly home col-
lection made from 100% organic cotton.
The brand has also collaborated with
Lenox, a U.S. market leader in quality
table top, giftware and collectibles, to
produce a collection of home décor and
tableware’s.
Vera Wang opened doors to her first
‘lifestyle’ retail destination back in 2006,

for the first time combining her ready-to-
wear, accessories, fine jewellery and fra-
grances, with tableware and textiles.
Today the brand focuses on bedding, fine
papers and table top categories within its
home ware products. The strong associa-

tion of the Vera Wang’s brand with luxury
weddings carries Vera Wang to became
partner with England’s Wedgewood to pro-
duce a collection of sophisticated dinner-
ware, barware, votives, frames and vases,
in both porcelain and Wedgewood’s signa-
ture crystal. The brand has also partnered
with fine stationary producer William
Arthur, to produce a range of invitations,
save the date cards, place cards and

notepapers. There is also the Vera Wang
Flowers extension, a partnership with
America-wide florist FTD and premium
bedding produced under license by Sferra
Bros, in sophisticated shades of white and
cream.
This “expansion” has been further pro-
pelled by the rise of the luxury branded
hotel. In 2011, Diane Von Furstenberg
launched a collection of bedding and
tableware, preceded by the launch of the
DVF suite at Claridge’s hotel in London.
At the beginning of the 2012, there was
the launch of the second Armani hotel in
Milan (the first was located in Dubai), con-
ceptualised and furnished by Armani
Casa’s team of architects and interior
designers. 
Versace’s Home collection led to the
brands partnership with the Sunland
Group, which saw the launch of first resort
bearing the signature of a luxury brand in
September 2000. “Palazzo Versace”
opened on Australia’s Gold Coast, fol-
lowed by a property in Dubai.
Fendi Casa was enlisted by fellow LVMH
brand Princess, to design and furnish the
interiors of its super yachts. Bespoke furni-
ture, fabrics, accessories, detailing and
floor coverings from the Italian design
house have been seamlessly integrated
into the superyacht 85’s spacious interior.
It is the second Princess to have been cre-
ated in conjunction with Fendi and further
customer orders for similar yachts are
already in the pipeline. 
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WORLD LUXURY FURNITURE MARKET
Publication date: July 2013, II Edition. Pages:149. Language: English.
Publisher: CSIL. 
The Report is available for online purchase and immediate download
at: www.worldfurnitureonline.com

CHINA AND TAIWAN: FURNITURE IMPORTS FROM ITALY AND GERMANY, 2007-2012.

Lighting fixtures by Banci Florence Premium bed and textiles

Source: CSIL
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REVIEW

lthough the Chicago weather
this June was decidedly unsea-
sonal, the business atmosphere
at NeoCon 2013 was anything

but cool - it was like old times, with lots
of optimism and enthusiasm. There may
not have been quite as many dramatic
new products as in the high-flying days
but after years of economic upheaval
and the dumbing-down effects of
aggressively priced commodity prod-
ucts from Asia, there was evidence of
fresh thinking and design-led invest-
ment from some of the larger compa-
nies. More than 45,000 had pre-regis-
tered for the show, many more than in
recent years. NeoCon has increasingly
become two shows; the permanent
showrooms on floors 3, 10 and 11 and
the temporary show stands on floors 7
and 8. 

DIRECTIONS
The most obvious trends involved
aspects of technology, European
styling, homely furniture, earthy colours
and felt. Although there was no evi-

dence of any wholesale invasion by
European companies into the market,
European styles of benches and high
backed seating enclosures abounded;
Teknion had gone one step further with
their prominently displayed new alliance
with B&B Italia.
As for colours, white benches were
fighting upholstered furniture shown in
primary colours and all shades of yellow
and orange. However, there was also a
noticeable use of earthy, muted,
browns, tans, warm greys and greens.
The use of felt as an upholstery materi-
al made its appearance in 2012 but this
year, it was everywhere - suspended
from ceilings, sitting on floors and divid-
ing up spaces.

THE PRODUCTS
The outstanding “major” this year was
undoubtedly Herman Miller. Their show-
room had been recreated to present the
Living Office, the company’s answer to
the results of their research into the
ways people sit, stand, communicate,
gather and perform countless other
activities in a work environment. The
furniture was attractive and elegant.
Locale from Sam Hecht and Kim Colin
created attractive open plan working
areas and Metaform designed by
Studio 7.5 used lightweight modular
blocks to allow easily reconfigurable
areas for almost any purpose. 

Locale from Herman Miller’s Living Office

Davis is one of the smaller companies
with a permanent showroom in the
Mart but has a larger than life image.

This design inspired organisation
manages to achieve high manufactur-
ing quality to match the quality of its
designs which come from some of
Europe’s finest. This year, it showed
an elegant, very long, walnut
veneered table, Span, supported only
by four slim, veneered steel tube cor-
ner legs. 

Steelcase had fur ther developed
their Mediascape collaborative table
and screen so that users were
optionally connected wirelessly, but
their real star was the clever Gesture
chair designed by Glen Oliver in con-
junction with their in-house team. The
design was driven by the different
ways people sit to use tablets and
smartphones. The chair is ‘one size
fits all’ with arms which can be con-
torted in all directions. Claudio Bellini
inspired the in-house team in the cre-
ation of the new V.I.A. wall system,
which had good acoustic properties
and a wide range of options. 

Steelcase Gesture chair
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The Steelcase company Coalesse,
which is often a source of innovative
product ideas, showed a design from
Jean-Marie Massaud - the Massaud
Work Lounge, with a Canopy which
could be lowered to completely enclose
the occupant. 

Celebrating its 75th Anniversary at
NeoCon, Knoll this year launched Tools
for Life by Rem Koolhass, which uses
three connected square cylinders in
two sizes which pivot to create recep-
tion and lounge furniture units.
Haworth focused on collaboration,
using technology and soft furniture, and
presented Bluescape – a San
Francisco based collaboration with
Obscura Digital. This software allowed
massive screens to run tablet type activ-
ities for participants anywhere in the
world, all joining in at the same time.
HNI Corp companies together occupy
several large showrooms in the Mart,
each under one of their brands which
include HON, Allsteel, Gunlocke, Paoli
and HBF. The group’s companies and
products serve the broad middle market
sectors and they have been known to
describe themselves as “fast followers”
rather than innovators. This year, HON
introduced a truly ground breaking
product, the attractive and cleverly
engineered Purpose chair from the
charismatic Marcus Koepke which uses
passive technology rather than knobs,
buttons and levers to create a very com-
fortable sit. 

Away from the permanent showroom
floors, Saosen from Dongguan City in
China showed brightly coloured work-
stations made from epoxy powder coat-
ed MDF and Kwick Screen from the UK
attracted plenty of interest in their very

large, flexible pullout
screen which can quickly
divide areas and form tem-
porary rooms. David
Winston from Los Angeles
showed his simple and
elegant Eyhov workstation

system for Scale 1:1 which uses a very
limited number of components to form
highly practical and well thought out
configurations including Bolla shelving
which used boldly coloured steel and
plastic to create an innovative storage
system.

Scale 1:1 Eyhov

The acoustic and environmentally
friendly properties of felt were being
promoted widely. Knoll showed the
highly colourful Fitzfelt hangings and
floor mats by Ayshe Birsel and the new
BuzziSpace showroom left you wonder-
ing just what you couldn’t make from
felt. 
Humanscale launched
his new Smart chair
which took the already
understated Liberty
chair to a new level of
simplicity. 
Another interesting
design-led group, OFS
Brands showed further
developments of their
11 Work Space range
and The Edge by First
Office – a mixed use
collection for the office. 
Vitra's showroom fea-

tured a variety of enclosures including
Workbays by  Ronan & Erwan
Bouroullec. Okamura from Tokyo
showed their new Choral task chair
whose deceptively simple appearance
concealed innovative technology
including ankle tilt recline and seat pivot
suspension. 

KI's enclosures - and most showrooms
had variations on the same theme -
were for individual use rather than
group activity. Apart from the new link-
up with B&B Italia which grabbed a
large part of the Teknion showroom, the
company also announced the launch of
a new textiles division which attracted
considerable interest and also showed
their new Interpret range of benches
and workstations and the Fractals seat-
ing group of soft seating which won a
Neocon Gold Award. The UK’s Allermuir
launched Tonina – She Comes in
Colors – an Italianesque  plastic stack-
ing chair.  

REVIEW
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Coalesse Massaud Work
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MARKETS

he European market for office
furniture is experiencing transfor-
mation. Just looking back to
2008 it is possible to notice

some relevant differences: we currently
have a smaller market, in constant turbu-
lence with increased competitiveness
and concentration. Recent figures
released by CSIL just represent a confir-
mation of this assumption.
After a positive 2011, the European mar-
ket for office furniture dropped down
again in 2012. A deterioration of market
condition in the second half of the year
conduced to a 3.7% reduction of pro-
duction. The growth of international trade
has been weak. The 1.7% increase in
exports (EUR 2,381 million) was accom-
panied by a similar trend in imports
(+1.4% EUR 2,276 million). As a result,
apparent consumption decreased by -
3.8% over the year.
Market openness increased in 2012 as
exports/production ratio grew to 33%
and imports/consumption ratio reached
32% both gaining one percentage point
comparing to the previous year.
Scandinavia is the only region which

showed growth in the year. For the first
time since 2009, Germany, the leading
producer in Europe, turned to the worse
(-2.1% in production in 2012). France,
the second most important market, reg-
istered -3.6% in domestic consumption.
Office furniture demand in the United
Kingdom reduced by -1.4% in 2012. 
In Southern Europe (Italy, Spain, Greece
and Portugal) the market performed neg-
atively for the fourth year in a row.

RELEVANT COMPANY FACTS
The market difficulties registered in the
year gave new reasons for industrial
restructuring process with a number of
companies downsizing employment,
entering insolvency procedures, operat-
ing factory closures and M&A process-
es. As a matter of fact sector concentra-
tion continued to increase constantly:
the combined market share of the top
twenty players climbed from 40% to 47%
in just four years.
Among the recent M&A operations to be
pointed out there is the acquisition of
Mewaf International (Belgium) by its com-
petitor Pami. The merger dated July
2012 followed another take over operat-
ed by Pami in the Netherlands, where
the Belgian group acquired Mibra
Kantoormeubelen (June 2012).
In January 2013 Bruynzeel Filing and

Storage, since then part of the
Constructor Group, announced merger
with Qubiqa Storage Solutions (part of
Nordplan).
Significant step has been made by the
Polish Nowy Styl, which established its
manufacturing activity in Germany (Nowy
Styl GmbH) and it is going to re-launch
the historical German office chair brand
“Grammer”. Furthemore in June 2013
the group announced the acquisition of
another German company: 
Rohde+Grahl. Following this acquisition
Nowy Styl will almost double its turnover
in Germany from EUR 40 million to EUR
70 million in 2013.
During the first six months of 2013 sever-
al European companies in the sector
announced restructuring actions.
Leading companies like Bene, Ahrend,
Martela and Wilkhahn started business
reorganization at different levels. Some
medium-small manufacturers registering
troubles seem to be far from a solution
(Ex. Arféo in France).

A FOCUS ON SWIVEL CHAIRS
The 2013 edition of the CSIL report
shows a brand new focus on the office
swivel chairs market in Europe, which is
estimated in around 8.2 million units sold
in 2012. The average “net price” for a
Chinese imported swivel chair ranges
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EUROPE. PRODUCTION, CONSUMPTION, INTERNATIONAL TRADE, 
PRICES AND OPENNESS OF THE OFFICE FURNITURE MAKET, 2011-2012

Source: CSIL processing; Note: values referred to EU 15 plus Norway and Switzerland
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from 50 to 80 EUR, while the average
net price for a European manufactured
swivel chair is EUR 262 (ranging from
approximately EUR 315 in Sweden to
EUR 223 in Spain). These prices include
both operative and executive office swiv-
el chairs.

EXPECTATIONS FOR 2013
During the first months of 2013 the eco-
nomic European outlook given by the
major international organizations for the
year 2013 has been completely revised.
Official projections show that the current
year will be stagnant. The 1.3% GDP
growth predicted last year for the
European economy has been downgrad-
ed this year to a –0.3% reduction. 
Largest decreases are expected for
Portugal, Spain, Italy and the
Netherlands, general stagnation is pre-
dicted for France, Belgium and Finland,
while Germany will increase slowly
together with Austria, Switzerland, the
United Kingdom and Northern Europe 
Reflections of the above described envi-
ronment are evident on the office furni-
ture business which started 2013 with a
slowdown of exports activities.
According to the last available figures

from Eurostat: just +1% exports growth
in January-February 2013 (compared to
the same period of 2012). The first two
months of 2012 experienced +5% (on
2011).
Due to the reported conditions, the
European office furniture output at con-
stant prices is expected to reduce again
in the current year.

MARKETS
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THE EUROPEAN MARKET FOR OFFICE FURNITURE
Publisher: CSIL Publication 
date: June 2013, XXV Edition. 
Language: English 
Available for online purchase and immediate download at
www.worldfurnitureonline.com
This report offers a comprehensive picture of the office
furniture market in 16 Western European countries,
providing office furniture industry statistics (production
and consumption, imports exports), office furniture
prices, marketing policies and distribution. 
Market evolution (2002-2012) and figures by country.
The report analyses sales data and market shares of top
European manufacturers. Company sales are broken
down by country, by product (seating, desking systems,
executive office furniture, filing systems/storage, wall to
wall units, meeting rooms and communal areas).
NEW!! This edition contains a brand new analysis on
office seating quantities and brand positioning. 
The number of swivel chairs sold and brand positioning
by average “net price”, is given for six major countries
(Germany, France, United Kingdom, Italy, Spain and
Sweden). 
Values include both products manufactured in Europe
and products imported from Extra European countries.

EUROPE. OFFICE FURNITURE PRODUCTION. MARKET SHARE OF TOP 20 COMPANIES,
2009-2012. PERCENTAGE SHARES

Source: CSIL processing
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STRATEGIES

uring the last months, at CSIL we
have been using new models
and methods for designing,
implementing, and analyzing

trade satisfaction surveys.
Founded upon the same principles as
consumer satisfaction, trade satisfac-
tion measures the attitudes of trade
customer. Trade is the link between the
marketer and the user. In a competitive
marketplace where businesses have to
compete for customers, satisfaction of
trade with the company is an increas-
ingly critical item to the success of busi-
ness strategy. Especially for medium
sized companies, enough structured
but without a real bargaining power
(especially for oligopolistic markets),
trade satisfaction is a very useful tool to
monitoring a business. 
Implementing and aggregating new
approaches to survey data analysis, may
prove to be effective in increasing the
information quality derived from a trade
satisfaction survey, particularly when it
comes to identify the drivers of satisfac-
tion and to decide how and where
improvement initiatives should be
launched. New tools for the analysis of
survey data include: 
- Bayesian networks;
- CUB models for explaining feeling and
uncertainty; 
- Rasch models; 
- Decision trees; 
- Non-linear principal component analysis; 
- Multi-dimensional scaling;
- Control charts applied to customer
surveys. 

A first example regards the distribution of
a design oriented group of furniture com-
panies. The score of satisfaction is par-
ticularly high, but a statistical analysis
shows that this is just a pre-condition for
success. Retailers ask for service, and
the level of satisfaction is not particularly
high there.
A second example comes from a group
of built-in appliance manufacturers. For
some players, the satisfaction with sales
force is quite high but an in-deep analy-
sis shows how this is really not a dis-
criminant and the poor score on mer-
chandising is just a false problem (low
priority). You need to keep up the good
work (your strong points) and concen-

trate on the weakness points. Statistical
analysis can show how sometimes retail-
ers ask for design and brand, but what
they really want is service, loyalty and
high margins. 
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epresenting 40% of total EU
energy consumption and 36% of
CO2 emissions in the European
Union, energy efficiency in the

building sector is identified as a top prior-
ity. A comprehensive framework of direc-
tives and regulations to improve energy
efficiency in the building sector is in
force in Community law. Among these,
the Energy Performance of Buildings
Directive (EPBD) is the main European
legislative driver affecting energy use in
buildings. Originally formulated in 2002
(2002/91/EC), the EPBD set out the fol-
lowing key requirements for Member
States:
• Minimum standards for the energy per-
formance of new buildings and large
(>1,000 m2) existing buildings undergo-
ing “major renovation”; 

• A general framework for calculating the
integrated energy performance of build-
ings;
• Energy certification for both new and
existing buildings whenever they are
constructed, sold or rented out;
• Implement an inspection and assess-
ment regime for air-conditioning and
medium-sized and large heating systems

or, in the case of the latter, develop infor-
mation campaigns on the subject.
Enormous energy savings can be
achieved through implementing practi-
cal energy-saving measures in new
and existing buildings. Directive
2006/32/EC on Energy End-Use
Efficiency and Energy Services (known
as the Energy Efficiency Directive,
ESD) provides a framework for ensuring
that when energy is finally consumed, it
is done so in a more efficient and eco-
nomic way. The Directive applies to
providers of energy-efficiency improve-
ment measures, energy distributors,
distribution system operators and retail
energy sales companies, as well as
end-consumers. It defines and sets an
energy savings target of 9% at a nation-
al level and requires actions by each
Member State of the European Union to
achieve this target by the ninth year in
the period from 2008 to 2016. Most
importantly, the Directive provides an
indicative list of energy-efficiency
improvement measures distinguishing
by residential and tertiary sectors,
industrial sector, transport sector,
cross-sectorial measures and horizontal
measures. 
The energy-efficiency measures identi-
fied for the residential and tertiary sec-
tors involve the following elements:
• Heating and cooling systems (e.g.
heat pumps, new efficient boilers, etc.);
• Insulation and ventilation systems (e.g.
wall cavity and roof insulation,
double/triple glazing windows, passive
heating and cooling);
• Hot water (e.g. installation of new
devices, direct and efficient use in space
heating, washing machines);
• Lighting (e.g. efficient bulbs, control
systems);
• Cooking and refrigeration (e.g. new
efficient devices);
• Other equipment and appliances (e.g.
combined heat and power appliances,
transformers with low losses, etc.);
• Domestic generation of renewable
energy sources (e.g. solar thermal appli-
cations, domestic hot water, and solar-
assisted space heating and cooling). 

R

WINDOWS, GLASS AND ENERGY
PERFORMANCE OF BUILDINGS

by Aurelio Volpe  
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Now let’s focus on the Italian market for
windows and see how it is coping with
technological trends and the overall neg-
ative mood affecting building activities.

WINDOW MARKET IN ITALY: -27% 
CSIL estimates that the Italian market
for windows amounts to roughly 7.2 mil-
lion units. This is just less than 10% of
annual window consumption in Europe
(EU 27), estimated to be 75 million
units. Between 2006 and 2012 produc-
tion throughout the whole construction
chain declined by around 27% and the
contraction in window production was
the same. The 15% drop in 2012 was
due especially to the decline in the mar-
ket for curtain walls and in large proj-
ects. About 30% of firms in the sector
have reduced their prices and/or work-
forces. 
Distribution is a definite weakness of the
window and door frame sector.
According to a sample survey, 50% of
sector operators work with architectural
studios and 70% of firms prefer to use
their own fitters. However, there are very
few organised distribution systems.
Over the past year one company in five
has strengthened its presence on the
Internet.

QUALITY GLASS FOR QUALITY
WINDOWS
The window sector absorbs roughly 30
million square metres of glass. Recent
technological trends lead to demand for
increasingly higher quality and better
performing glass, such as:
- low emission, double or triple glass, 

with possible gas-filled cavities;
- very large glazed surfaces;
- photocromic glass;
- solar control glass; 
- high-performing glass in terms of
soundproofing, safety and resistance to
wind and rain.
These types of glass are offered by five
multinationals (the leader of the Italian

market is probably Saint Gobain) and
processed by firms such as Mueller, La
Tecnica nel Vetro, Bizzotto Vetri, Predani,
Termovetro, VetroDomus, E-Control,
Isolar, Habitat Lab and SAV 2000.
Different types of glass can allow for lev-
els of light transmission that vary from 9%
to 55%.
About 40% of the heat lost in a home is
through the windows. In 2004 Italy intro-
duced a system of Titoli di Efficienza
Energetica (TEE) or Certificati Bianchi
(Energy Efficiency or White Certificates),
which made it possible to certify the sav-
ings achieved through interventions to
improve energy efficiency. One type of
intervention recognised for the issue of a
TEE is the replacement of single glass
windows with double glazing. The eco-

nomic return on the replacement is
somewhere between EUR 4 and EUR
50 per square metre of glass replaced,
taken over a period of eight years. The
turnover generated thanks to interven-
tions involving the energy retrofìitting of
buildings - with 55% tax relief – amount-
ed to as much as 33% of the total
turnover for each firm in 2012.
Also worthy of mention is the production
of integrated solar panels (in windows
and attics), solar tunnels, solar curtains
and modules with thin films. 
Windows that are high-performing from
the energy point of view generally cost
about “EUR 150 more” (roughly EUR
1,000 additional expense per home
compared to the cost of seven windows
offering a standard performance).
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VELUX CARBON LIGHT HOMES
With manufacturing companies in 11 countries and sales networks in
almost 40 countries worldwide, the Velux Group (Ventilation and Lux, the
Latin word for light) is one of the strongest brands in the global building
materials sector. The Velux Group has about 10,000 employees. Its head
office is in Hørsholm, north of Copenhagen, Denmark. 

The Velux product portfolio offers a wide range of roof windows and
skylights, along with solutions for flat roofs. In addition, the Velux Group
offers many types of decoration and sun screening, roller shutters,
installation products, products for remote control and thermal solar
collectors for installation on roofs. Velux is owned by VKR Holdings
(turnover DKK 17.6 billion in 2011), active in roof windows and skylights
(Velux), vertical windows, solar thermal energy, ventilation and air
conditioning.
Velux windows are designed to keep heat loss to a minimum, to make the
most of solar thermal gain and to let in natural daylight and fresh air. Used
on their own, or in tandem with Solar Collectors, they can play a key role in
helping to reduce fuel bills and CO2 emissions. 
The Group’s strategy for realising this vision is to play an active part. Velux
Model Home 2020 project is one of its initiatives. Six experimental demo-
houses have been built across six different locations in five countries. 2011
saw the launch of the UK version - Velux Carbon Light Homes, two semi-
detached homes in Rothwell, Kettering, which have been designed and
built to deliver a 70% reduction in carbon emissions with the remaining
30% of carbon offset by allowable solutions. The design for the two Carbon
Light Homes, as supplied by HTA Architects, won the Innovation Award for
Building Technology at the British Home Awards 2010.
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ou would think that operating a
winery that has been constructed
beneath the ground, would be a
damp, dark and unpleasant place

to work or visit. Not, however, if that win-
ery has been cleverly constructed to
blend in with the Italian hills of Chianti
and includes NSG Group glass that
allows maximum light and the highest
safety specifications.

Cantina Antinori is a unique underground
project designed by Arch. Marco
Casamonti, from Studio Archea and situ-
ated in the village of Bargino between
Florence and Siena. According to Arch.
Casamonti, "A good architecture is a
sustainable one". Unexpensive materials
like the sun and the ground, light and
shadows, natural green and water are
also a part of it. Although extending to
530,000 square feet, the building is
hardly noticeable, as it is fully integrated
into the landscape. It has been con-
structed in the hillside through two ‘cuts’
that follow angular contour lines so that
its roof is a series of vineyards from
which the wine is made.

The construction contains a winery, the
company's offices, a wine museum, a
workshop, an art gallery, restaurant,
auditorium and library. Circular windows
in the roof flood the building below with
natural light – the glass chosen was
Pilkington Optiwhite™ and Pilkington
Optilam™ Therm OW to provide maxi-
mum light and safety for workers and vis-
itors alike.

The windows were constructed using
sheets of Pilkington Optiwhite™ to allow
as much natural light as possible without
altering the colour or light transmission.
Laminated versions of the product were
used for safety railings and partitions.
The large external windows were made
of safety laminated extra clear and low-
emission glass from the Pilkington
Optilam™ Therm OW range for its very
high thermal insulation properties that
give greater indoor comfort.

Y

GLASS SHEDS LIGHT 
ON UNDERGROUND WINERY
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General view to the hillside

The Gallery

Circular windows
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Q: Mr. Frost, LINAK is a manufacturer of
electrical linear actuators. You make pro-
ducts for the medical market, for the
industrial market and for the furniture
market. How big a part does the furnitu-
re market play?
A: The furniture sector, which we serve
with our DESKLINE division, plays quite
a significant role for us. We achieve
about a third of our turnover in this sec-
tor, where business is increasing world-
wide. The demand for ergonomic and
comfortable workstations is on the rise.

Q: Are there differences between the
various countries? 
A: Let me start by describing the differ-
ent situations in Europe. In
Scandinavia, the market share of elec-
trically height-adjustable desks is
something like 90 percent. The further
south you go, the more sharply this
share drops. In Italy and France, for
example, the height-adjustable work-
station plays next to no role at all. In
Germany, by contrast, the share has
been steadily growing in recent years
and, according to the Association of
the Office Furniture Industry, is about
18 percent. We are seeing a rising
demand in America as well, where well-
ness and health at the workplace is a
dominant topic. 

Q: How is LINAK responding to this
demand?
A: We have developed a special table
control panel called the “Wellness
Switch”, for example. Working in alter-
nately standing and sitting positions is
very healthy for the body. The “Wellness
Switch” keeps a count of how often you
raised the table, how long you stood for
and finally how many calories you have
consumed. It is something like a person-
al trainer integrated into your own desk.

Q: Did it take a lot of effort to develop?
A: Our major advantage is that we are a
systems manufacturer. Our core compe-
tence also lies in electronics. LINAK
develops and produces not only lifting
columns, but also electronic control

boxes and table control panels. This
works to our advantage when developing
such special solutions. But it also works
to our customers’ advantage, in that they
receive a system from a single source.
Everything is tuned to work together; all
parts are compatible with one another.
Plug and Play.

Q: What is more important for marketing
sit-to-stand workstations: ergonomics or
wellness?
A: Ergonomics and wellness are not so
very different, really. The point of

ergonomics is to adapt the workplace
optimally to the body’s needs. The body
does not want to sit all day long; it also
wants to stand and move about. The
motorized sit-to-stand desk makes that
possible. Circulation is improved and
back muscles are worked. That is well-
ness for the body, at any rate.

Q: What other demands have you seen
on the market?
A: There are three major topics: environ-
ment, health and safety. Consider the
topic of the environment, for instance.
The increasing global energy consump-
tion and associated carbon dioxide emis-
sions should get us all thinking and
should motivate us to develop energy-
saving products. LINAK was one of the
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LINAK IMPROVES 
YOUR LIFE

Interview with John Frost, Vice
President and General Manager for
the DESK division at LINAK 

Wellness at the
workplace
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first to respond to this many years ago,
having developed a controlbox that con-
sumes only 0.1 watts of electricity in
standby mode. Considering that we sell
many hundreds of thousands of control
boxes a year in the furniture sector, this
is a huge savings potential. 

Q: And what of the two topics health and
safety?
A: Our lifting columns are especially
safe, being able to avoid collisions. This
is achieved by a piezo-electric crystal,
that we integrated directly into the col-
umn. This solution responds much more
sensitively to obstacles than other solu-
tions. Sometimes there will be things in
the way such as bags, chairs, open win-
dows or trolleys. If the table is raised or
lowered and encounters an obstacle,
then the PIEZO system immediately
stops it and retracts it a short way. All lift-
ing columns can be equipped with this
system. We presented another important
milestone at the furniture trade fair
Interzum in Cologne. In the new CBD6S
control box and in the new inline
columns DL12 and DL17, we use no
PVC-based materials at all. 

Q: LINAK is a pioneer in many branches?
A: Yes, and it will also remain so. We

focus on innovation and quality. And we
are consistent when it comes to safety,
health and the environment.

Q: What role does design play in all this?
A: We want to give our customers the
opportunity to design their products

entirely to their wishes. LINAK offers the
fitting column for every desire: square,
rectangular or round. Our job is to unite
function with design. Take our two new
inline columns DL12 and DL17 for exam-
ple. Thanks to invisible sliding blocks
and minimal spacing between the col-
umn profiles, these new three-part
columns come across as especially ele-
gant and harmonious. The small spacing
between profiles not only looks good,
but offers stability advantages as well.
The columns were designed specifically
for tables without a cross member, so as

to allow optimum freedom of design.

Q: Are DESKLINE systems only for use
in desks?
A: Our lifting columns ensure greater
comfort and better ergonomics in many
types of furniture. There are especially
interesting developments in the kitchen
market in Germany, for instance. The
first kitchen islands featuring electric
height adjustment are just being intro-
duced. Many German kitchen manufac-
turers are working on making their furni-
ture height adjustable. Ergonomics is a
very important issue in the kitchen.

Q: Just one last question: What products
can we expect from LINAK in the future?
A: LINAK will continue to focus on quali-
ty, environment and safety. Our mission
is to respond to the desires of the mar-
ket.  We have 26 branches worldwide.
That allows us to be close to the market
and to understand its needs. 
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DESKLINE inline
column family

LINAK system
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he process of laser bonding of
edgeband materials has become
part of almost all areas of the fur-
niture sector over the past few

years. Whether in the kitchen, bathroom
or office, components in "laser quality"
are setting new standards both in terms
of appearance and quality.  With the
newly developed radius processing in
the high gloss area, Rehau is now going
a step further - the appearance of total
seamless integration. The company
recognised the enormous potential of
laser technology and the advantages for
customers at a very early stage, develop-
ing a pure polymer solution especially for
laser processing. 

RADIUS PROCESSING WITHOUT
"FRAME EFFECT"
Radius milling presents a particular chal-
lenge in the case of high gloss fronts.
Raukanten edgeband materials continue
the gloss of the surface and edge to this
critical radii area thanks to a new innova-
tive production process.  By completely
doing away with adhesive, Rehau is set-
ting new standards in edgeband pro-
cessing. Using laser technology the
board and edgeband are fused to create
a front without a joint. The innovative high
gloss material combination was devel-
oped and brought into series production

in conjunction with Rehau's network
partners.
For a high gloss edge without "frame
effect" a precisely finished surface is a
must. To this end, Rehau developed the
duo scraper and an optimised polishing
unit with pilot customer Hunger and net-
work partners IMA, Riepe and Leitz. The
two scrapers made from special material
components have ideally matched
geometries. The finishing blade is set up
in such a way that it always removes a
uniform, wafer thin layer. It creates a
radius with minimal roughness, without
cracks.

POLISHED TO HIGH GLOSS - IN ONE
STROKE
The processed edge is polished to high
gloss on the top and bottom by oppos-
ing polishing units. A hard wax is used
as the polishing medium, which is
applied using a special feeder directly
onto the polishing disc. The laser
processed functional layer is strong
and thin. The polishing discs do not rub
it away and no wax residue is left
behind. A homogeneous gloss front is
created with the laser edge, and this
happens in one continuous processing
step.  
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NEW STANDARDS 
FOR LASER QUALITY

The appearance of total
seamless integration. 
Photo REHAU

Edgeband
processing using
laser technology and
edgeband materials.
Photo REHAU 

Finishing unit with polishing unit. Photo REHAU 
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owder coatings for metal furniture
are well established in the mar-
ket. The advantages of powder
coatings are generally recog-

nized: no VOC, good quality finish and
cost effective. As a result, over the last
decades it has replaced liquid coatings
for most part in metal furniture.  
In the early 2000, powder coating for
MDF was introduced in the market to
allow the industrial wood market to bene-
fit from all the advantages of powder
coating: unfortunately, with only moder-
ate success. 
The overlying reason for such limited suc-
cess was an underestimation by the
industry what it takes to switch powder
coatings from metal to MDF.  Not only the
paint and most MDF types were not suit-
able, but also the application lines were
not suitable, as they were still using con-
ventional ovens. As a result the board
became too hot , which resulted in a ten-
dency for cracking especially on the
edges. This all gave the first generation of
powder coatings on MDF a questionable
reputation in the industrial wood industry. 

In the recent past tremendous progress
has been made to make powder coating
on MDF a reliable alternative to liquid
coatings. Such progress was made pos-
sible by building new  dedicated powder
on MDF lines, using (gas catalytic) IR
ovens and the development of lower cur-
ing (3-5 min 150 °C) powder technology
applied in two layers. Commercial suc-
cess has been demonstrated by the
Kitchen and Office furniture Industry in
Belgium and Germany where powder
coatings have been successfully applied
for several years (fig. 1). This success
has been further expanded into other
market segments such as child furniture
(fig. 2), shop display, bathroom furniture
and domestic furniture. A large flat pack
company switched from liquid to powder
paint for some of their domestic and
bathroom furniture. Building on this initial
success, more lines were recently com-
missioned to build and to operate.

A recent technology development by
DSM not only further reduces the num-
bers of layers to one, it is also extreme-

ly fast curing (3 min 120 °C, IR), while
meeting all the requirements for kitchen
cabinets and bathroom and office furni-
ture. This recent development will fur-
ther allow the industrial wood coating
industry to realize the full set of benefits
of powder coatings on MDF.

SUSTAINABLE
Sustainability is becoming more and
more an topic in the office furniture
industry, but also in the domestic furni-
ture. Depletion of fossil fuels, haz-
ardous materials, land use, green
house gasses etc. are becoming more
important factors in the decision what
material to use. DSM, as a Life Science
and Performance Material company,
believes sustainability is the only way to
ensure prosperity for the future. DSM
has a dedicated department for calcu-
lating Life Cycle Assessments (LCA) in
order to provide information to demon-
strate which are most environmentally
friendly products or processes.
For several paint systems (liquid and
powder) for coating MDF the carbon

P

SUSTAINABLE POWDER
COATINGS FOR 

WOODEN FURNITURE
by Jos Verlaak

NBD Innovation Manager
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Figure 1.
Kitchen. Courtesy of Polylak
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and eco footprint were calculated and
compared. The result was that any pow-
der system and in particular our new
powder technology can reduce the
footprints per coated area by almost a
factor of 5! (fig. 3).

COST EFFECTIVE
As mentioned previously, powder coat-
ings are very cost effective vs any liquid
coatings. This is due to the same rea-
son why powder coating has a very low
carbon and eco footprint: it is very effi-
cient to use the paint with little to no
waste generation: up to 95% of the
powder paint can be used. This in con-
trast to most liquid coatings where only
app 30% of liquid paint ends up on the
substrate; the rest is evaporated (sol-
vent, water) or discarded (overspray,
sanding). Further cost reduction is
achieved by the very fast throughput;
less than 30 min from starting the coat-
ing process to finishing it. This allows a
reduction in Operating Working Capital
and increase in delivery speed.

FREEDOM OF DESIGN 
Powder coating MDF allows to coat any
shape, from flat material to intricate
shapes such as complex routed furni-
ture for child furniture, interior separa-
tion walls, shop displays etc. Often
such shapes would be too complex to
coat with a liquid system as it would
require complicated sanding in
between layers due to fibre raising. 
Powder coatings will open up cost

effective design furniture, unheard of or
too costly to coat with a liquid paint or
with any other finishing technology.

Of course some limitations for powder
coatings on wooden substrate still
applies especially with respect to type
of substrate; although most MDF types
are suitable, a challenge remains for
other boards such as particle board and
for solid wood (except for beech, which
can be powder coated).
Another limitation is still the appearance
of the finish. The paint industry was
able to come up with (ultra fine) tex-
tured coated finishes for MDF, which
was accepted in some market seg-
ments currently served by powder
coatings such as (some) kitchen cabi-

net manufacturers and office furniture. 
DSM and the paint industry are working
to develop smoother powder finishes.
However, the orange peel  effect is an
intrinsic phenomenon for all powder
coatings.  For metal this was accepted
by the furniture industry. The future will
learn whether the wood coating indus-
try and consumers are willing to accept
a light textured or light orange peel for
cost effective, excellent wood finish.

DSM and the paint industry is commit-
ted to exploit and expand this technolo-
gy to other substrates and smoother fin-
ishes. The future has started and pow-
der coatings on wooden substrates can
create a revolution in the market for
industrial wood coatings.
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Figure 2. Child furniture

Figure 3. Carbon footprint

039_040_FOCUS_R&D_Coating:prova1  31/07/13  10.51  Pagina 40



FOCUS
STRATEGIES

ith the conclusion of an exclu-
sive development partnership
with the digital print specialist
Palis at the beginning of 2013,

Schattdecor, market leader in printed
decor paper, has gone ahead with its
digital development strategy.  Digital
printing opens up countless possibilities
in interior design, with no limits to the
creative power of themes and decors.
Schattdecor first digital Visions was pre-
sented at Interzum 2009, followed by the
official introduction and sales launch of
the first digital print collection at Euroshop
2011 in Düsseldorf. In 2012, the compa-
ny adopted rotogravure inks and base
paper into its digital printing work and then
was able to provide each of its worldwide
plants with a digital press for producing
160-cm-wide colour-accurate proofs with
rotogravure printing inks and paper stock
for their colour matching work.
In 2012 Schattdecor took also a further
step forward in industrial scale produc-
tion of high-quality, digital print decors by
taking a two-metre-wide multi-pass digital
printer into operation, in order to meet

customer requirements, particularly in
the flooring sector. 
The development partnership between
Schattdecor and Palis pools the compa-
nies' respective longstanding experience
in the fields of digital and rotogravure
decor printing. By entering into this col-
laboration, Schattdecor is again under-
scoring its willingness and determination
to drive forward the development of digi-
tal decor printing with its own resources,
and to step up the pace of progress in
inkjet technology.

DIGITAL VISIONS WEBSITE GOES
ONLINE   
At Schattdecor's Digital VISIONS booth
in Hall 4.2 at Interzum 2013, visitors
were able to see the creative and innova-
tive world of digital-print decors on show. 
Now, Schattdecor's new website

www.digitalvisions-schattdecor.de is
online. 
Fascinating design possibilities for use in
shop design, trade show booths and dis-
tinctive interior decoration can be seen
at the website in the form of over 120
digital-print decors. Ranging from repli-
cations of natural materials such as
Pepper, Blowball and Pebbles to inter-
pretations such as Broken Glass and
Reflections, Schattdecor's work offers
much of interest for designers and archi-
tects.  

Details of the Digital VISIONS team are
provided, to make it easier to contact the
right executive for realisation of ideas for
a decor.  
The new website also contains a portfolio
of reference projects realised to date by
the Schattdecor team, plus it features a
very useful FAQ section with answers to
all possible questions regarding digital
decor printing and the realisation of ideas.  
With its creative signature look, the new
website automatically recognises which
mobile device it is being accessed from,
thus aligning it perfectly to the world of
tablet PCs.  
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SCHATTDECOR GOES
AHEAD WITH DIGITAL
PRINT DEVELOPMENT

Digital Visions, Chairs

Greenworld decoration, Interzum 2009
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erona is home to the world's lead-
ing event for the promotion of
Made in Italy natural stone on the
global market, presenting every

sector of the stone industry: from
unprocessed to finished stones, machin-
ery and accessories through to innova-
tive design solutions. Next edition of
Marmomacc to take place from 25 to 28
September 2013 has an increasingly
international focus on business and will
confirm the central role of design, cul-
ture and innovation linked with the Italian
natural stone industry.
Marmomacc is the world's leading trade
fair in this field, with over 1,400
exhibitors from 57 countries at the 2012
event and almost 57,000 visitors (almost
half of which international from 137
countries). 
"The natural stone sector," said the
President of Veronafiere Ettore Riello,
"saw Italian exports of finished products
grow in 2012 by almost 10% for a value
in excess of EUR 1.7 billion. This is why
an international event such as
Marmomacc becomes fundamental for
the international business development
of our manufacturing fabric, renowned
worldwide for its unique excellence."  
Marmomacc mission continues through-
out the year on a truly international scale
through Marmomacc in the World, taking
in the most interesting areas for growth in
building and contract spheres using nat-
ural stone as well as processing machin-
ery. The United States with StonExpo
Marmomacc Americas, Saudi Arabia
with Saudi Stone Tech and India with
Floors&Walls-International Exhibition of
covering materials for the building indus-
try are the consolidated stages of

Marmomacc's foreign tour and will be
joined, as of this year, by Brazil with
Vitória Stone Fair and Cachoeiro Stone
Fair, Egypt with MS Africa and Middle
East and Morocco with Médinit Expo. 

STONE & DESIGN
One of the reasons for the success of
Marmomacc lies in the decision to com-
bine business with design and product
culture thereby also turning the event
today into one of the most important
occasions for comparison, innovation
and training for companies and profes-
sionals working with stone. 
Design is acknowledged as a universal
added value for all "made in Italy" prod-
ucts. And this is why Marmomacc has
decided to focus on this unique and inim-
itable competitive advantage even in the
natural stone system field. 
'Inside Marmomacc' features an impres-
sive programme of conferences, work-
shops, exhibitions and installations
exploring the creative use of natural
stone. Other initiatives in the programme
include the XIII edition of the International

Stone Award Architecture, the Marble
Forum, the Best Communicator Award,
Marmomacc Lab and Marmomacc & the
City. 
Architects, engineers and designers will
benefit from the educational meetings
organised by Stone Academy, a project
headed by Marmomacc involving 17
Italian and international universities to
organise seminars and second level
master degrees in stone design. 

V

MORE STONE FOR MORE 
DESIGN
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Stone working
process

Marmomacc & The City

Marmomacc & The City 2013
Returning after a huge success last year, Marmomacc & the City is an
exhibition of stone sculptures and installations set up in the centre of Verona
and reserved to companies taking part in the main trade fair. From the
opening day (25 September) until the end of October, squares and gardens of
the city will become an open-air museum, where nine companies involved in
the project will each exhibit one work in stone, thereby extending the
perimeter of the event from the fair into the city, through highly original items.
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NATIONAL INDUSTRY ECONOMIC
DATA 
Italy is the 5th country in the world as
regards production and processing of
marble and granite, with a global share of
14%. While facing a domestic market at a
standstill because of the crisis in the
building and construction sector, the
Made in Italy natural stone sector contin-
ues to grow abroad. In 2012, Italian
stone sector exports achieved a total
value of EUR 1 billion 761 million (+9.7%
over 2011). Exports of finished and
semi-finished products came to EUR 1
billion 405 million (+10.9%), while the
remaining 356 million (+5%) came from
unprocessed materials.
Good performances were achieved
especially in the United States (+28%),
Canada (+25.9%), Saudi Arabia (+70%),
North Africa (+11%) and China (+19.9%). 
This positive trend was confirmed in the
first quarter of 2013, with exports
increasing again by 10%.

EXHIBITING COUNTRIES & NEW
ENTRIES 
53 countries are taking part as direct
international exhibitors at the 48th
Edition of Marmomacc. 
This year, new participating countries
with respect to the 2012 edition are
Singapore and Slovenia. 
There are many groups on show involv-
ing international companies representing
Argentina, Belgium, Brazil, China, South
Korea, Croatia, Egypt, India, Oman,
Pakistan, Palestine, Portugal, Spain,
Taiwan, Tunisia and Turkey. The total
area occupied by international groups
exceeds 8,000 sq.m.  
The 2013 edition marks the debut of
Tunisia and the return of Palestine with 8
companies.

MARMOMACC IN THE WORLD
Marmomacc is active throughout the
year with a series of initiatives supervis-
ing consolidated and emerging foreign
markets. In the United States, partner-
ship with Hanley Wood Exhibitions sees
the organisation of StonExpo
Marmomacc Americas (Las Vegas, 28-
30 January 2014) while in Saudi Arabia
co-organisation continues for the third
time for Saudi Stone Tech (Riyadh, 4-7
November 2013). With the aim of
expanding its business areas,
Marmomacc in 2012 signed important
agreements also ensuring penetration
into other strategic areas for the stone
industry such as Brazil with Vitória Stone
Fair and Cachoeiro Stone Fair (Vitória
and Cachoeiro, 18-21 February 2014),
Egypt, with MS Africa and Middle East
(Cairo, 9-12 December 2013) and
Morocco, with Médinit Expo
(Casablanca, 13-16 November 2013).
Marmomacc is also present in India at
Floors&Walls-International exhibition of
covering materials for building industry in
New Delhi (P.G.). 
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Inside Marmomacc_LITHIC
TREE
The "Lithic Tree" prototype is
the outcome of the Stereotomy,
new and old practices stage
scheduled in Troyes at the
S.N.B.R. company. The stage
will see the production of the
trunk of the structural stone
tree using integrated
CAD/CAM/CNC systems and
parametric infographic
modelling, followed by
assembly of the structure and
related load testing. The "tree"
structure, comprising the
trunk/pillar and overhanging
branches, will be created
thanks to specific and
innovative active and passive
structural pre-stressing
techniques. 
Company: S.N.B.R. - ZI Savipol
10300 Sainte Savine (Troyes) –
www.snbr-stone.com
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04-07 Sept FURTEX Algeria Algiers Algeria

05-08 Sept Macef Milano Italy

06-10 Sept Maison & Objet Paris France

07-10 Sept CIFF-China Int Furniture Fair Guangzhou China

08-10 Sept Spoga Cologne Germany

10-12 Sept MoOD Bruxelles Belgium

10-13 Sept TECHNODREV Siberia Novosibirsk Russia

11-14 Sept FMC Furniture Manufacturing China Shanghai China

11-15 Sept FURNITURE CHINA Shanghai China

12-15 Sept Macef Milano Italy

14-16 Sept Buildint Kenya Nairobi Kenya

18-21 Sept 100% Design London UK

24-27 Sept Lisderevmasch Kiev Ukraine

23-27 Sept Cersaie Bologna Italia

24-27 Sept EEM Euro Expo Furniture Urals Yekaterinburg Russia

25-27 Sept Interior Lifestyle China Shanghai China

25-28 Sept Vietnamewood Saigon Vietnam

26-27 Sept IIDEX Canada Toronto Canada

28-30 Sept The Hotel Show Dubai UAE

01-04 Oct Furniture, Design, Components Minsk Belarus

01-04 Oct Woodworking Minsk Belarus

01-04 Oct OFITEC Madrid Spain

02-05 Oct MADE expo Milano Italy

05-08 Oct Wood Processing Machinery Istanbul Turkey

05-09 Oct Intermob Istanbul Turkey

05-13 Oct INTERCASA CONCEPT Lisbona Portugal

06-08 Oct SUN Rimini Italy

09-13 Oct Lisboa Design Show Lisbona Portugal

13-15 Oct Abitare il Tempo 100% Project Verona Italy

15-18 Oct SICAM Pordenone Italy

16-19 Oct SibFurniture Woodex Siberia Novosibirsk Russia

16-19 Oct I Saloni WorldWide Moscow Russia

17-20 Oct DESIGN Philippines Manila Philippines

18-22 Oct HOST Milan Italy

19-24 Oct High Point Market – Fall High Point USA

22-25 Oct WOODtec Brno Czech Republic

24-26 Oct WMS Toronto Canada

24-27 Oct INTERCASA ANGOLA Luanda Angola

03-06 Nov Furniture Fair Brussels Bruxelles Belgium

04-08 Nov Batimat+Ideo Bain et Interclima+Elec Paris France

05-08 Nov Interlight Moscow Russia

06-08 Nov IFFT Interior Lifestyle Living Tokyo Japan

12-14 Nov INDEX/Office KSA Jeddah Saudi Arabia

16-19 Nov Espritmeuble Paris France

17-20 Nov Saudi Furniture Show Riyadh Saudi Arabia

18-22 Nov Mebel & ZOW Moscow Moscow Russia

20-22 Nov HOREQ Madrid Spain

26-29 Nov Woodex Moscow Russia

27-30 Nov FURTEX Nigeria Lagos Nigeria

DATE FAIR CITY COUNTRY DATE FAIR CITY COUNTRY

World
Furniture
International Markets Review

Mr / Mrs

PositionCompany

Address Country

FaxTel

PAYMENT METHODS

bank transfer to

CSIL scrl

CARIPARMA Crédit Agricole - branch Milano 229

Account: 000043504471 - Swift Code: CRPPIT2P229

IBAN Code: IT23 Q 06230 01629 000043504471

credit card

VISA n° MasterCard n°

Expiry date

Signature

AmEx n°

CVV/CVC (Secure Code)

Holder’s name

EURO 100 for 4 issues in print copy: 57/March, 58/June, 59/September, 60/December
Print and complete in capital letters this form and send it to: Alessandra Cavada - Fax +39 02 780703

CSIL Milano scrl
15 corso Monforte - 20122 Milano, Italy - tel. +39 02 796630 - fax +39 02 780703 - csil@csilmilano.com - www.csilmilano.com

FAIRS CALENDAR 2013 

CONCEPT & CONTENTS World Furniture is a quarterly review of eco-
nomic information and market analysis published by CSIL, Centre for
Industrial Studies, based in Milan. The magazine is issued in English
and offers contributions on international furniture and furnishing mar-
kets, case studies, R & D, business trade, country profiles, competiti-
ve systems, interviews, international events, fairs and exhibitions.
SPECIAL REPORTS AND FOCUS Each issue contains a Special
Report and a Focus offering in-depth analyses of main productive and
trade segments with their markets of reference, trends and perspecti-
ves on the global competitive scenario.
FREQUENCY & SUBSCRIPTION FEE 4 issues/year in: 
MARCH • JUNE • SEPTEMBER • DECEMBER. Euro 100/year

CIRCULATION Each issue is circulated to a qualified target of opera-
tors selected from CSIL’s database containing sectors’ manufacturers
and suppliers in 70 world leading producing, exporting and consu-
ming countries. The magazine is also distributed at major international
sector fairs. Online issue at: www.worldfurnitureonline.com

EDITORIAL PROGRAMME, YEAR 15:
WORLD FURNITURE 57/MARCH 2013•
WORLD FURNITURE 58/JUNE 2013•
WORLD FURNITURE 59/SEPTEMBER 2013•
WORLD FURNITURE 60/DECEMBER 2013•

ANNUAL SUBSCRIPTION 2013
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