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LG Signature is  teaming up with interior des igners , including Stefan Diez. Image courtesy of LG Signature

 
By SARAH JONES

Creators and retailers of home furnishings have been responding to consumers' increasing interests in ecommerce
and self expression.

In the first half of 2018, a number of marketers turned to online channels to showcase or sell merchandise, opening
up rare items to a more international audience. Partnerships with brands in other categories and customization
programs offered consumers the opportunity to better represent their personal style through interior design.

Here are the top 10 home furnishings efforts of the first half of 2018, in alphabetical order:

Claremont Rug Company is  seeing an increas ing portion of sales  and research taking place online. Image courtesy of Claremont Rug Company

Claremont Rug Company responded to the growing online audience for its rare Oriental carpets by hosting an
ecommerce exhibit.

The 50 rugs featured in the digital showcase were considered museum-level or high-collectible, dating from the 19th
century. With a single physical gallery in Oakland, CA, this online event provided an international audience with a
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chance to view highlights, and last year's exhibition drew visitors from 55 different countries (see story).

JennAir's  "Bound by Nothing" campaign aims  to tear down luxury conventions . Image credit: JennAir

Appliance maker JennAir aimed to differentiate itself through a rebranding campaign that took on preexisting
notions of luxury.

"Bound by Nothing" followed in JennAir founder Lou Jenn's rebellious footsteps, speaking to the spirit of artists and
innovators with product releases that focused on providing the means for self-expression. Launching concurrently
with the Architectural Digest Design Show, the campaign reflected consumers' growing interests in unique,
individual design (see story).

Christofle's Mood Collection, which Karl Lagerfeld's limited edition will be a part of. Image credit:
ChristofleDesigner Karl Lagerfeld added another category to his resume through a partnership with French silver
manufacturer Christofle.

Mr. Lagerfeld is working with the brand to design a set of cutlery for its Mood collection to be released in the fall.
According to Women's Wear Daily, customers can preorder the set during New York Fashion Week in September at
various locations (see story).

Appliance and electronics brand LG Signature associated its products with a "metro classy lifestyle" through an
influencer effort.

Through global partnerships with interior designers, architects and those in other design-related fields, LG Signature
looked to present its creations as part of a broader luxury home environment. In addition to touting the functional
purposes of its  products, LG Signature also put the focus on the technologies' designs (see story).
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Louis  XIII tapped Baccarat to create its  decanter. Image credit: Louis  XIII

Cognac maker Louis XIII de Rmy Martin celebrated craftsmanship through the production of a 9-liter crystal
decanter.

Louis XIII Le Salmanazar was realized by 20 artisans from Baccarat. According to Louis XIII, to its knowledge, this is
the largest cognac decanter ever created, making it a rare collector's item likely to attract attention from enthusiasts
(see story).

Matouk's  focus  on data allowed it to respond to changing consumer trends . Image credit: Matouk

Luxury linen maker Matouk experienced a more than 200 percent increase in ROI over six months after increasing
its use of data analytics.

According to Matouk, a comprehensive view of sales and ROI data has led the brand to make stronger decisions
and have a better understand of how it should invest resources. This is yet another example of how data analytics
can be immensely helpful for luxury brands as they seek to gain an advantage over competitors (see story).

Royal Copenhagen is  celebrating the his tory of its  Lace des ign. Image credit: Royal Copenhagen

Danish porcelain maker Royal Copenhagen marked the 130th anniversary of its  Lace design with stories centered
on heritage, culture and craft.

The brand's Blue Fluted Half Lace originally debuted in 1888, and more than a century later, the design is still a part
of Royal Copenhagen's collections. Pointing to the enduring nature of Lace, the brand tapped creatives to tell their
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own tales of honoring history and bringing the past into the present, communicating the message that "our stories
live through what we pass on" (see story).

Sotheby's  acquis ition makes  it an even s tronger ecommerce contender. Image credit: Sotheby's

International auction house Sotheby's continued to develop its fixed-price digital purchasing capabilities with the
acquisition of high-end interior design ecommerce platform Viyet.

Viyet, an online marketplace for luxury furniture, accessories and other design elements of home dcor, was taken
over by Sotheby's, thereby expanding the auction house's inventory of fixed-price products available for purchase
online. Sotheby's has been increasingly growing its presence outside of auctions into ecommerce, becoming a
major player in online luxury shopping (see story).

Wedgwood is  showing its  green thumb. Image credit: Wedgwood

British home and lifestyle brand Wedgwood honored its roots through a partnership with the Royal Horticultural
Society.

Wedgwood had a presence at three of the organization's flower shows this year, presenting conceptual garden
installations or hosting attendees for tea. Along with inspiring consumers to embrace nature and gardening,
Wedgwood took this as an opportunity to champion sustainable living (see story).

Yves  Delorme has  teamed with Adam Lippes  on a bedding collection. Image courtesy of Yves  Delorme

French linen maker Yves Delorme linked with designer Adam Lippes to launch a collection that drew on its
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customization capabilities.

The New York-based designer used options available within Yves Delorme's Couture program and fabrics from his
spring/summer 2018 collection to add his own aesthetic to the bedding. This collaboration enabled Yves Delorme to
showcase the possibilities of its  made to measure linens (see story).
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