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=FACE TO FACE /

MONoAbIE AN3AUHEPLI

YOUNG DESIGNERS

,[LBA BOMPOCA W YETbIPE MHEHWA: TOBOPAT MONOAbIE AVN3AWHEPHI,
PABOTAIOLLME B VITANMWN, HO rOPOALLMECA TBOPEHMAMMU
MEXLAYHAPOOHOIO MACLUTABA.

Two questions, four points of view: those of
some young designers working in Italy, but
thinking internationally.

1.KaKkoBbl, MO-TBOEMY, OCHOBHbIE TEHAEHUMN B AN3aNHE NHTEpbepa
3a nocsegHmne rogbl?

2.B Mupe, KOoTopbiM BCE Boslee 3aBnaaeBaeT OMU3HEC - KaKOe 3HaYeHune
MMeeT ana Teba TBopyvecTBo? Kak MOMOYb UM B MX COBMECTHOM
CYLLIECTBOBAHUN?

ADELE ROTELLA

1. HacToawwit KPU3NC JAéT MakCUMasbHbIA MMMYNbC K aKTUBHLIM AENCTBUAM C MEHbLUUMU
3aTpaTamu. A Obl OTMETUNA [Be TEHAEHLUMN B AN3aiiHe: CTUAIMCTUYeCKas U yHKLMOHabHas.
MNepBasA HaueneHa Ha NPOM3BOLCTBO NPeLMETOB MHTepbepa BbIXOAALLME 33 BPEMEHHbIE paMKU,
BTOpas CBA3aHa C TaKUM MOHATUEM, KakK NOALEP>XKKa, 1N 3acTaBnAeT NepepucoBbIBaTD,
yJyyLlaTh, 3aHOBO CO3[aBaThb Yy>XXe CyLLeCTBYIOLLMe npeaMeThl.

2. Y>ke MHOTO NeT KOMMaHUU Mosb3yloTCA TBOPYECKUMI MAEAMY AV3aiHEPOB, 1A TOro,YTO6bI |
Nyylle NpeacTaBuTb CBOKO «JIMYHOCTbY» B OBLLMPHOM MOpE pbiHKa. Kpome Toro,coTpyaHuyecTsa
C UMEHUTBIMWN AM3aiHepaMu NpeacTaBastoT coOb0N rapaHTUO NPoAaX: HAMHOIoO CNoKonHee
fenaTb UHBECTULIMK, eC/TN MOXELLIb PacCHUTBLIBATb HA M3BECTHOE MMSA; a BOT MPUCTYNaTb K
HOBOMY COTPYAHMYECTBY C MOMOAbIMN AN3aHEPaMU, MHE KaXKETCA, CErOAHA HAMHOIO C/TOXHEN.

FERNANDO LONGO

1. B HaCTOALLMI NCTOPUYECKI MOMEHT, OFHON U3 OBLLMX TeHOEHLMI ABNACTCA CTPeMAeHe K KOHTP
TeHZEHLMM MO CHUXKEHMIO LIEH , 3a4aCTyHO BbICTYMNAKOLLIEE B POV MOKA3HOM 3KCMEPUMEHTANIbHON U Hay4YHO-
NCCNefoBaTeNbCKON AeATeNIbHOCTU. TakxKe CTaHOBUTCS MOMyNAPHbIM NepcoHann3npoBaHmne 06CTaHOBOK C

2. CKOpOCI'b, C KOTOpO|7| cerogHA MeHAeTCA noboe niaenne 3aCTtaBiAET 3ayMaTbCA
Ha[ B3aMMOOTHOLLEHEM MeXY TBOPHYECTBOM U 6I/|3HeCOM; OCHOBHbIM CBA3YHOLNM
3BEHOM MeXAYy 3TUMWN OBYMA NMOHATUAMK ABNAETCA OOJITOBEYHOCTb BeELW.
ﬂ'yMa}O,L-ITO B3aMOOTHOLUEHNA MeXay TBOPYECTBOM U Ou3HecoM HY>XHO
paccMaTpuBaTh C TOHKU 3PEHNA NX MaKCUMasbHOM 3KO-COBMECTUMOCTY; CTapaTbCA yooOB/IETBOPUTL ﬂOTpe6HOCTI/I
3aKa34uka, npennovymTan Haunbornee nonesHble peleHnA no OTHOLWIEHUIO K «CncTemMe 3emnay; nepecrpanBan
SHeprmm B Npom3BoaCTBE U ,EI,I/ICTpVI6bIOLLI/IVI 3cb|/||v|epr|x TOBapoOB.

MOMOLLIbIO MHTEPbEPOB UV €ro AeTanen, roBOPALLMX O UX NMPeHaO1eXHOCTH
onpeaenéHHo reorpadmyeckoi MecTHOCTY, Byab-TO faneko nnu 6amsKo. u
]
GUIDO GALLOVICH
1. C 0HOM CTOPOHbI, YCUAMBAIOTCA MOUCKM MO HaXOXAEHWIO 6oMee YUCTOM 1 YNPOLLEHHOM
hopMbl - CBOEOOPA3HOro CMMBOSA «3KCMPECCMBHOM MPOCTOTbI», C APYroi CTOPOHbI, NpeobpeTaeT
CUNY HOBbIN apT AM3aiiH, KOTOPbIA 0a3MpyeTca Ha KOMeKUMAX C OrpaHUYeHHbIM TUPaXKoM,
BHUMaHUN K UCTUHHOW LEHHOCTN MaTepuanos,

TEXHNYECKUM PEeLLEHNAM N peMeCc/IeHHOM Havane
npou3BOACTBaA.

2. TBOPYECTBO HE COOTBETCTBYET KOMMEPYECKIM
noTpebHOCTSIM B 06e3M4MBaHN foxoha. Tem He
MeHee, HY>KHO cka3aTb, YTO B 06/1acTv An3aiiHa, Aaxe BO BpeMeHa Kpu3sunca, pacluvpsitoTcs
Te KOMMaHWUW, y KOTOPbIX XBaTaeT CMENOCTU UrpaTb pPOsib TPEHA-NULEPA, NpeanaraTb HOBble
3cTeTUYeCKME/NMPaKTUYECKMe KOHLENLUMW, «HaBSA3bIBaTb» CBOW HOBUHKW PbIHKY U «BINSATbY
Ha BKYCbl MOTPeOUTENS, MO3UTUBHO, pa3yMeeTcs.

DUNJA WEBER
1. MHe kaxeTca, YTo Ha CeroaHs rnaBHas TeHAEHUMA — 3TO eé OTCyTCTBIE, O AOMUHPYIOLLIMX
HanpaBfeHNAX y>XXe AaBHO HUYero He CJIbILHO. B Haly AHWM npekpacHO COCyLLeCTBYIOT AOM

MUHVMaNNCTa, STHUYECKUIA [OM, KNacCUYeckuii oM,
‘\ 3KJIeKTUYeCKUA [OM 1 LOM — NaHK. Bcé paspelueHo
|| N HUKaKWUX NpaBui.

2. TBOPYECTBO — 3TO BCErO NLLIb OAWH U3 MHOIVIX MHIPELVEHTOB,
HEOOXOAMMBIX A1t CO3AaHNS XOPOLIEro n3nenns. He MeHbLLYO BaXkKHOCTb
NpeacTaBASoOT 3HaHNE MaTePWanoB, TEXHOMOMUI, PbIHKA, XenaHus u
NOTPEeOHOCTM KOHEYHOro NOTPebuTens, HO B 0OCOOEHHOM CTeneHn,

[ | NCCNeNoBaHMA — CaMblii HEMPOCTORN 3NeMEHT, TPYAHO YXKMBAOLLMIACA C

[ | MUPOM BK13Heca, 3anHTepPeCcoBaHHOM B HeMeAJleHHbIX 3apaboTkax,
ObICTPOM BO3BpATE BAOXEHWA 1 KPAaTKOCPOYHOM MIaHNPOBaHNUM.

1.In your opinion, what have been the most
significant market trends in the last years?

2.What does creativity mean to you, in a more
and more business-oriented world?
How can you make them coexist?

ADELE ROTELLA

1.The recent crisis incites to create more with less. | can spot
out two main trends: the former aiming at producing timeless
interior design objects; the latter is connected to the idea of
sustainability and encourages to re-design and improve the
already-existing products, re-inventing them.

2.For many years, now, companies have taken advantage of the
creative intelligence of designers, to better highlight their identi-
ty, in a wider and wider market. Also, the collaboration with great
designers represent a guarantee in terms of sale: investing is
easier, if you can count on a big name. At the same time, it
seems to be harder to start working with new, young designers.

FERNANDO LONGO

1.In a political moment like this, the most common trend is the
ambition to low-cost counter-trend, sometimes showcased as
something looking experimental and refined. Customization is
also quite common, using furniture and interior design comple-
ments that talk about places, both close and far.

2.The speed any product is changed nowadays makes us think
of the relationship between creativity and business: the funda-
mental connection between these two entities is the “life” of an
object. | think the relation between creativity and business should
be researched in a more proper and environmentally friendly ful-
filment of needs, favoring those respecting the “Earth system*
most and scaling down ephemeral ones, being an end in them-
selves, in terms of manufacturing and distributing energies.

GUIDO GALLOVICH

1.From the one hand, the research of a purer and purer, as well
as more and more simplified shape is getting stronger, under a
sort of “essentiality of expression”. On the other hand, the new
art design is becoming popular and it’'s based on limited-edition
collections, care as for the intrinsic value of materials and techni-
cal solutions and handicraft.

2.Creativity does not suit the trade needs for profits standardi-
zation. However, we must say that, even in times of crises, the
companies increasing their business are those brave enough to
act as trend leaders, to propose new aesthetic/functional con-
cepts, to impose their news on the market and positively
impact on its tastes.

DUNJA WEBER

1.1 think today’s most marked trend is a sort of no-trend, i.e. there
are no dominant trends anymore. At present, the minimalist, the
ethnic, the classic, the eclectic and punk houses coexist in a
balanced way. Everything is allowed and there are no rules.

2.Creativity is just one of the many ingredients needed to design
a good product. As a matter of fact, the know-how in terms of
materials, technologies and market, as well as in terms of custo-
mer needs and desires is as important. And the most important
ingredient is research, which is also the hardest one to make
coexist with the business world, interested in immediate profits,
fast return on investment and short-term planning.





