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general News

Costa Nova launches
hospitality website
Costa Nova has announced the launch of a new
website dedicated to HoReCa. The company
says its primary goal is to provide professionals a
dedicated channel with more focus on the brand’s
hospitality offering.
Speaking the same language as the HoReCa
professional, the new website offers a clean,
sophisticated design, easy navigation and
helpful tools.
“Costa Nova Professional: what an exciting
innovator to the world of tabletop! The look of

Costa Nova invites customers to dine with eclectic
presentations of mixed items or full place settings
within a single collection. An extensive product
selection will give chefs ideas for their many menu
creations. Costa Nova provides a much-needed
fresh look to hospitality,” says Julia Peters, USA
hospitality sales manager. The launch of the Costa
Nova Professional website aligns with the brand’s
vision for growth and expansion in the HoReCa
industry. Visit https://costanovaprofessional.com to
learn more.

Inspired by… metallics
Artěl is embracing a brand-new look for 2022 by offering select pieces
of maximalist glassware in what they describe as “a newly available,
outrageously iridescent colour” — metallic titanium green.
The new colourway will be offered exclusively on the iconic Double Old
Fashioned glass and available in four select hand-engraved motifs: Dinosaur
Collection I, Dinosaur Collection Ii, Jungle Deco, and Primeval Palms.
"The luminescent metallic really is unlike anything else on the market
– and while it doesn’t lend itself to our more traditional motifs, it creates
something absolutely special and bold for the ones we’ve chosen to
make it available on,” says Artěl's founder and director Karen Feldman.

Porcel
launches
new 2022
catalogue
Porcel has welcomed 2022 with the launch
of a new catalogue edition.
It complies all Porcel’s available porcelain
collections, including decorative pieces
and new developments. In total, Porcel
presents 60 tableware collections over the
catalogue's128 pages.
The catalogue was intended to be
presented during Ambiente but the
company is now planning on innovative
ways to deliver it to clients, and potential
clients, from over 50 markets in the coming
weeks. To request a digital or printed
version of Porcel’s All Collections 2022 visit
the link bellow and fill in the online form:
www.porcel.com/en/contacts.

New offices for
Beatriz Ball
Beatriz Ball is moving operations to a new
facility in New Orleans. Until recently,
the company has worked out of three
buildings but will now consolidate
operations in one.
The company’s warehouse will move in
January and the office in February, after
renovations are complete.
“We are very excited about this new
chapter of Beatriz Ball,”says David Rive,
general manager. "Beatriz Ball has been
very active in product development with
many new items and categories in the
pipeline for 2022."
The new address is: Beatriz Ball, 5740
Jarvis St, New Orleans, 70123 USA.

Territory China

Tapping into

China

The Chinese retail market is something everyone wants in on, the
world’s most populated country has money to spend – particularly in
large cities. But is there room for Western tableware companies?
In 2021, the per capita disposable
income of residents in China reached
35,128 yuan* (roughly £4,106), a
nominal increase of 9.1 percent over
the previous year.
Furthermore, the national per
capita consumption expenditure
on household goods and services
increased by 13 per cent*. And on top
of that, in 2021, the total retail sales
of social consumer goods reached
44,082.3 billion yuan, an increase of
12.5 percent over the previous year*.
In short, with a population of
upwards 1.4 billion, China’s retail
market is ripe for the picking, once
you can get over the steep urban and
rural divide and, of course, the small
matter of logistics.
Denby is one company who has
taken its desirable English heritage
brand and stepped into the
Chinese market, opening a flagship
store in September 2021 on the
TMall channel.
“We are seeing promising
early sales in China,” says global
marketing director Hayley Baddiley,
pointing out that Denby’s ceramics
have strong appeal in the Made
in England super-premium brand
space. “We are choosing to build
steadily and thoughtfully as China
is a long-term strategic market for

Denby and we have now set up our
own Denby China subsidiary with
a team of talented people in our
Shanghai offices, plus a network of
trusted partners.”
Ana Roque,
president, Porcel

Porcel is another high-end
brand name dipping its toes into
the Chinese market. President Ana
Luísa Roque says they have seen an
increase in orders from the Chinese
market. “The quality of our porcelain is
recognised and sought after by midsize, high-end businesses,” she tells us.
“As a European brand and
manufacturer we have seen an
increase in orders from the Chinese
market in recent years, our design
and quality is recognised, and sought
after, by HoReCa businesses and retail.”

Did you know?

Denby opened a flagship store in
September 2021 on the TMall channel.
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It’s an exciting market for UK,
US and European brands, Hayley
agrees. “There are many unique
paths to navigate in terms of set up,
understanding the retail landscape
and consumer dynamics and
logistics but with a strong team,
patience, the will to fully understand
the market and a strong brand,
China clearly has lots of potential for
overseas brands.”
And as long as you have a
valid point of difference, the retail
landscape is open to you. From
Denby’s perspective, Hayley says:
“The market is still open to nonChinese brands which have a point
of difference, quality and provenance.
Research is necessary to ensure there
is demand for your product and that
your brand meets the specific needs
of the Chinese consumer.”
Meanwhile, Porcel is just
beginning its burgeoning exploration
of the high-end Chinese market, with
Ana Luísa stating: “For now it is still
small portion of our export market
and not very representative, but we
are noticing slow upwards curve
going into that direction.”
In terms of what is going down
well with the Chinese consumer,
Porcel are finding that generally it is
collections with precious metals and
unique handmade techniques which
are exciting the retail scene.
China’s growing middle class are
the ones buying into the Denby
brand story, Hayley tells us: “With a
growing middle class in all regions

Hayley Baddiley,
global marketing
director, Denby

“We are choosing
to build steadily
and thoughtfully
as China is a longterm strategic
market”
Hayley Baddiley, global
marketing director, Denby
with high levels of disposable
income, there is definitely demand
for high quality, interesting brands
and this demand with strong
stories to tell has moved into
homewares as much as in the
previously high growth categories
of fashion and beauty.”
But, like everything, there are
challenges, some of the more
notable for Porcel are, according to
Ana Luísa “language barriers and
difficulty in gaining an accurate
understanding of the market and
its potential”.
Denby, meanwhile, have found
that staying true to their brand values
has served them well thus far.
“We have, of course, ensured our
items are tailored for the needs of
the market in terms of cultural and
drinking or dining needs, packaging
and messaging, and we are
constantly looking for new items and
designs which we believe will work
well in China,” Hayley says.

*source: National Bureau of
Statistics, China

We also offer a trade team
- LuxDeco Pro - that works on
large scale hospitality projects
plus an interior design studio
that completes private residential
projects all over the world, most
recently in Dubai and France.
What is beneficial across all
aspects of the business is how each
department continuously evolves
the other. For example, there have
been numerous times where a
bespoke furniture piece has been
commissioned by the interior
design studio with a certain vendor
or brand, and the buying team then
in turn discover and stock their
retail collections on the site. Equally,
clients from the LuxDeco Pro side
are often recommended pieces
from the website to be installed
into their project. All departments

are constantly working in this way
as one cohesive team.

Give us an overview of
the types of products you
supply.
Our core areas are furniture,
homeware and lighting but we aim
to provide everything luxury for the
home. Our most popular areas with
shoppers tend to be our exclusive
international furniture brands,
LuxDeco branded homewares and
tableware and our interior designer
collaborations - we recently
launched a collection with Laura
Hammett that did very well.

Describe the typical LuxDeco
client – who are they?
Our customers are design conscious
and focused on quality that will

Did you know?

To date, LuxDeco has delivered over
100,000 products to clients in 70 countries,
from places across Europe to further afield
in Dubai, Ghana, Japan and Hong Kong.
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“We have our own LuxDeco line, but also
stock the biggest names in interior design there really is something for every taste”
stand the test of time. They are
always looking for something new
and keep up with the latest trends.
Some are confident in designing
their own homes while others
work in collaboration with interior
designers. The majority are living in
the world’s major design/business
capitals or have holiday homes in
areas of outstanding natural beauty.

Where do you find you
have most traction with
your customers base
– Europe, Middle East
perhaps?
We have large customer groups in
London and the Home Counties,
the Middle East, the East and
West coasts of the US and spread
all over Europe, that are growing
rapidly. Our breadth of range and
personalised approach means we
can easily adapt for each market’s
unique requirements. Next year
we are expanding our logistics
network to support this growth,

with white glove delivery hubs
in Central Europe and the US in
addition to our existing sales and
design team based in Dubai.

What is trending for
LuxDeco, specifically with
entertaining?
We are seeing a big resurgence in
mixed material or intricately detailed
items. Kim Seybert’s table ranges
are very popular this year alongside
more traditional glassware from
the likes of Waterford and Richard
Brendon. Luxury finishes like
shagreen are in massive demand
and our exclusive Laura Hammett
collaboration with a richly textured
surface offset with inlaid antique
brass sold out at record speeds.

In terms of trends, what
inspires your buyers when
it comes to choosing
tableware?
Fundamentally it’s about finding
something distinctive that will

Fact!

really impress guests and set
the right ambiance for an event.
Meeting at home has become an
increasingly important part of our
lives over the last couple of years
and our customers are willing to
invest in luxury to really make each
dinner party/Christmas /Sunday
lunch feel special.

Under the entertaining
bracket, which category
performs particularly well
for you and why would
you say that is?
Place settings and glassware are
always hugely popular as they
provide instant updates to people’s
homes and great gifts. We have
also seen a more recent surge in
barware and actual in-home bars/
drinks cabinets. The Aerin shaker is
particularly popular.

What is your relationship
like with manufacturers
and suppliers and are you
open to being approached
by other high-end
suppliers?
Absolutely, the buying team is
always on the lookout for new

industry. Equally our LuxDeco 100 is
an annual definitive list highlighting
the world’s 100 most inspirational
interior designers to help increase
their industry exposure.

LuxDeco also offers a trade
team - LuxDeco Pro - that works on large
scale hospitality projects plus an interior
design studio that completes private
residential projects all over the world, most
recently in Dubai and France.

Has supply & demand
been an issue for you
over the past year or so
as a direct result of Covid/
Brexit etc, how have you
approached the issue?
I’m sure I can talk collectively for
the homeware industry when I say
it has been a total nightmare. The
key has been working alongside
our brands to manage the many
challenges and also customer
expectation. We launched a page
on our website to offer a clearer
guide to current and prospective
clients and we also recently hired
a new chief customer officer,
Mike Massimi, to improve process
excellence, offer an optichannel
experience to our customers and
help streamline our lead time.

What elements would you
say have contributed to
LuxDeco’s success over
the years?

“Kim Seybert’s table ranges are very popular this year alongside more traditional
glassware from the likes of Waterford and
Richard Brendon”
suppliers and brands to excite our
customers. We tend to think of
our suppliers as if they are also our
customers. Their needs have to be
balanced against the requirements
of our actual shoppers so we can all
grow in partnership.
We tailor our approach
depending on the size of the
supplier. At one end, our industry
leading Think Big, Shop Small
campaign is designed to support
the small and independent artisans
who are the lifeblood of our

Our brand strength and unique
position in the industry has allowed
us to create a community of luxury
customers, interior designers and
high-end suppliers who grow in
partnership while everything we do
is underpinned by some of the best
tech in the industry.

Could you ever see
LuxDeco moving into a
permanent store?
It’s something we regularly
discuss but at the moment

Growing the business...
LuxDeco sees tabletop as one of its key
growth areas for 2022.
we are seeing bigger growth
opportunities through the
expansion of our international
white glove delivery network
and localised sales teams. When
we do move into that space it
will need to feel very different,
as I don’t believe you could
effectively capture the breadth

of LuxDeco’s range in a traditional
store format…but watch this space.

Finally, do you see
potential for the tabletop
side of your business to
grow more?
100 per cent, it’s one of our key
growth areas for 2022.
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Trends Colour

Meet Apricot, Matcha and Passion
From Porcel comes Apricot, Matcha and Passion – three sets of selected plates and platters in coral,
rose and green tones. Fully coloured and decorated by hand, these collections want to be the centre of
attention at a table. Colour is such a relevant part of preparing a table décor and with that in mind Porcel
have made sure to offer saturated options with versatile pieces that will add character and style to a
setting. Matcha is part of the three collections launched in 2021 by Porcel.

www.porcel.com

For the

Bright, bold and in your face – colour
drenched collections are in vogue

love of luminosity
Mini magic
After the success of Rosenthal’s anniversary collection
Sixty&Twelve, the most popular vases are available in miniature
format this year. Twelve shapes in six different colours will
make the hearts of design enthusiasts beat faster. Matt
porcelain look, silky touch - the minis lie well in the hand and
come in strong colours as soloists or ensembles in any interior.

www.rosenthal.de

Welcome back colour
Beatriz Ball is bringing us an array of vibrant new products
in glassware, ceramics, melamine, placemats and linens. The
exclusive linen tablecloth and napkins are quite in contrast to
the neutrals that have dominated the design world of late.

wholesale.beatrizball.com
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A374

Trends Brown

Rustic

aesthetic

Celebrate

in style
From Blue Pheasant comes the Bristol
bar collection, now available in a
must-have dusty rose. The supple
full-grain leather helps create a freshlooking — yet always classic — bar.

Denby Studio Craft tableware is inspired by the trend for an honest and rustic
aesthetic in the home featuring speckled wood-inspired shades — walnut, birch,
elm and chestnut — which can be mixed and matched to create a varied
yet cohesive look. The collection includes a characterful ridged bowl
which, like many pieces in the collection, can be mixed with existing
ceramics in the home.

www.bluepheasant.com

www.denbypottery.com

Did you know?

Dibbern’s Solid Color series
includes more than 50 colourways.

Natural
inspiration

Meditative living
The blush and clay shades in Dibbern’s Solid Color series help convey a
sense of secure calm in the home. The longing for warmth, grounding and
clarity, currently reflected in many interiors, is embodied in the shades with
Dibbern saying they are the perfect complement to a lifestyle and interior
design style that focuses on the essence of beautiful things and leaves
plenty of room for ease.
www.dibbern.de
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Tuareg is an amazing set inspired by natural elements and
sure to be an attention-grabber at the table. This collection
is a statement of Porcel’s determination to develop new
approaches to porcelain. Tuareg harmonises the raw
component of organic textures with the delicacy of handpainted golden edges for a refined look. The use of the reactive
ensures that each piece of the collection is one of a kind,
creating a stunning set of unique pieces.
www.porcel.com

Viewpoints Roundtable
Dibbern

Roundtable
talk

We bring together some of the industry’s brightest to
hear their thoughts on pressing issues – from market
growth to retail…

Tableware International: Are
you seeing growth in any
markets or sectors?

Martin van der Mei, proHeq: I do
see a return of growth in all sectors,
but of course, that always depends
heavily on the respective pandemic
situation in each country. The situation
will still be challenging in the first
quarter, but from then on we expect a
recovery, and even catch-up effects.

Ben Dibbern, Dibbern: Overall,
we have seen growth in the
retail, online and HoReCa sectors
over the past 18 months. It
remains to be seen whether
these trends will continue
during the course of this year,
but we believe that especially in
B2C markets tabletop products
will keep the momentum that
was initially ignited from the
stay-at-home trend.

Meet the panelists

Ben Dibbern
MD, Dibbern

Rich Brinkman
VP sales & marketing,
The Fiesta Tableware
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Rich Brinkman, Fiesta: We’ve seen
strong growth in the majority of US
department stores.
Ana Luísa Roque, Porcel: Our
catalogue products generate great
numbers in about 50 markets and
there’s also been a remarkable
growth in bespoke production with

clients owning brands and coming
to us with their specific projects
to develop detailed and intricate
porcelain pieces that challenge us to
innovate, namely in the USA.
Mads Ryder, Rosenthal: We see
satisfactory growth in the luxury and
high-end segment with a significant

“We have seen growth in the retail, online
and HoReCa sectors over the past 18 months”
Ben Dibbern, Dibbern

Ana Luísa Roque
President, Porcel

Mads Ryder
CEO, Rosenthal

Martin van der Mei
MD, proHeq GmbH

Fiesta

Porcel
increase in Rosenthal meets
Versace orders. Also, online sales
are exploding both in our own and
our online partners’ stores.

TI: What are the key changes
you are seeing in retail?
proHeq: We see some minor
consolidations in our industry, but

things in their stores that the
consumers want.
Porcel: Most of our retail clients
are still based on the traditional
physical model with shops and
chains but we notice an emerging
number of contacts and clients
with exclusively online storefronts.

“The future of retail has been the big
question for several years”
Mads Ryder, Rosenthal
overall, our partners, customers
and distributors are doing pretty
well and handling the difficult
situation with moderate steps
and confidence. Furthermore, we
continue to notice a clear trend
towards serviced apartments as
well as conceptual sales that cover
the fully laid table.

Rosenthal: The future of retail has
been the big question for several
years. Despite some years with
Covid-19 this question is still not
answered fundamentally. Generally
speaking Covid-19 has taught
us that survival for any retailer
without some kind of e-commerce
presence is extremely difficult.

Dibbern: The key challenge, but
at the same time opportunity,
is to offer a unique experience
and service that will make the
consumer want to shop offline.
Interestingly, we observed that
after the lockdowns, there was a
strong demand for such interaction
in the retail sector.

TI: What product trends do
you see emerging over the
course of the coming year?

Fiesta: Independent retailers
are doing really well, especially
those who have pivoted to meet
the challenges of Covid such as
curbside pickup, online sales,
and other creative tactics. It’s
also important that they put

proHeq: Certainly, we see some
trends in the change of colours and
some shapes. In addition, there is
a trend towards premium, as the
guest wants to enjoy the stay in a
hotel or restaurant and is willing to
spend more money for a flawless and
qualitative event in every aspect.
Dibbern: The cocooning trend
and Covid-related supply chain
issues were accelerators for the
consumption of regional, high-

quality and sustainable products.
We believe that this development
will continue.
Fiesta: Multipurpose products, like
our Bowl Plate, continue to be a big
trend. People are looking to have
less clutter in their homes, which
means their looking for products
that serve multiple functions. Our
Bowl Plate continues to be one of
our top selling items.
We’re also seeing a big trend in
stacking items, such as our Stackable
Mugs. Again, consumers are looking
to downsize and declutter. Stackable
items perfectly fit that trend.
Porcel: We are expecting, once
restrictions vanish, that social
events will have a boost and
therefore we expect HoReCa to
make a huge comeback with the
return of needs for exclusive and
refined dinnerware in full swing.
Rosenthal: The world is becoming
more casual, but this is not new,
it has been the case for ten years.
It’s about bowls and tableware
for everyday use that reflects the
way modern people live today.
But anyway, it’s no longer primarily
about the singular product, but
about the stories you tell, the
inspiration you give and the values
of the company behind it.

a very early stage and set up a
warehouse in the UK. This served
as a temporary buffer until our
logistics teams could make the
necessary system adjustments. As
they developed very effective and
quick solutions, we did not have
any significant delivery, transport, or
customs problems due to the Brexit.
Dibbern: It mainly had an impact
on our deliveries to the UK. Lead
times are still very difficult to
forecast and we experience many
challenges regarding the exports of
our products to the UK.

“We anticipated
shipping
and customs
complications at a
very early stage”
Martin van der Mei, proHeq
Porcel: We have some direct
clients in the UK and also clients
that work within this market and
for now they notice no signs
that they will draw back because
of Brexit.
Rosenthal: The UK is not such a
big market for us. But what we see
is the UK became the most difficult
market to get products in.

TI: We are a year in, what impact
has Brexit had on your business?

TI: What are the biggest
challenges facing the
industry at the moment?

proHeq: We anticipated shipping
and customs complications at

proHeq: First of all, like the entire
industry and whole economy, we
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Viewpoints Roundtable

Rich Brinkman, Fiesta

Meet the panelists

Ben Dibbern
MD, Dibbern

are facing massive supply challenges.
Especially from the Asian regions. Most
of the factories have reopened, but
unfortunately, they are behind schedule
and have huge backlogs to deal with. This
will continue at least for the next couple
of months. On top of that, there are high
price increases for materials and in logistics.
We therefore cannot avoid raising prices.
But of course, we will do so with caution
and act with good judgment.

“We are expecting, once
restrictions vanish,
that social events
will have a boost and
therefore we expect
HoReCa to make a
huge comeback”
Ana Luísa Roque, Porcel

Rich Brinkman
VP sales & marketing,
The Fiesta Tableware
Company

Ana Luísa Roque
President, Porcel

“We can sell it but making it and getting it
out there are certainly challenging”

Dibbern: The increase of raw material and
gas prices are a huge challenge not only
for tabletop producers. Furthermore, the
Carbon Tax in the EU is new and significant
cost factor for all European producers
that rely on gas usage. Unfortunately, this
challenge cannot be mastered without any
energy alternatives for gas such as hydrogen
that are not available yet to the industry.
Fiesta: Our biggest challenges have to
do with supply chain issues as far as cost
and availability. Labour shortages and
the cost of freight are also challenging.
We can sell it but making it and getting it
out there are certainly challenging.
Porcel: As a manufacturer we had a
number of challenges related to the
pandemic. Related with our marketing
and sales I guess we can all agree

that the lack of international events
has been the most significant, not
only because those were relevant
moments to present new collections
and collect new contacts, it was
also the perfect moment to engage
with existing clients in meetings
happening in the same place. We
had to look up on new ways to
approach potential clients and
be creative with keeping in touch
with our existing ones. In 2021 we
launched three new collections – one
of which a completely new shape
– using digital platforms combined
with traditional channels – these
showed to be effective and, despite
the international landscape, have
proved very successful by showing
interesting numbers.
Rosenthal: Other than the above
mentioned, sustainability is the
biggest challenge we face in terms of
energy and water consumption in our
production. We have taken measures
to reduce this and we will proceed to
improve our carbon footprint.

TI: How we communicate our
brand message has changed
immensely in recent years,
what key tools does your
company find most effective for
connecting with customers?
proHeq: Normally, our customers need
to touch our products. Since this is not
possible during the Corona crisis, we
have effectively switched to animations
and video as well as social media. In
addition, we launched our augmented
reality app StylAR, which, in combination
with our catalog, gives customers a great

experience around our products. Despite this,
we are very much looking forward to meeting
our customers, partners, distributors and fans
in person.
Dibbern: The usage of social media has helped
us enormously not only to engage and interact
with our customers, but also to find new ways
of storytelling and cooperating.
Fiesta: Social media is our biggest cheerleader;
it’s a two-way line of communication and
gives us a better understanding of what our
customer wants. As far as the tone of our
brand message, we’ve become much more
casual in recent years. We’ve found it makes
us more relatable to our followers, who in turn
are more understanding when we do run into
the unavoidable, more human side of business
that might cause shipping delays, product
launch delays or store closings… like supply
chain issues, winter storms, Covid setbacks,
etc. More often than not, our unofficial “brand
ambassadors” come our defence before we do!
Porcel: We have been keeping up with the
changes and engaging with the audiences
using different channels. We value and
believe in a proximity relationship with our
clients, we long to make long-lasting business
connections and be sure that there is a trusted
bond between us and our partners. If social
media and digital platforms allow us to be at
a “hands reach” we also make sure to keep in
touch using more personal and traditional
approaches as we believe in empathy and
humanization above all.
Rosenthal: We need to build a consistent
communication along the customer
journey. We need to be sharp on where
the touchpoints are and then we have
to place the right messages and content
throughout the relevant channels.

Rosenthal
proheq

Mads Ryder
CEO, Rosenthal

Martin van der Mei
MD, proHeq GmbH
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Rosenthal
meets
Versace

Category Wow pieces
Trends
Villeroy &
Boch

A moment of

WOW

Investing in stand-out pieces with
incredible decorative presence allows
for maximum impact – editor Mairead
Wilmot highlights some favourites
Beatrix Ball

Daniela
Poletti

Porcel
The art of table dressing demands
stand-out pieces which enliven
the room, we sought out just a
few ‘wow’ collections which make
tabletops look on trend and in
vogue – think unique, special,
something to talk about.
First up, Villeroy & Boch’s La
Boule – will we ever not talk about
it? It’s not just tableware, it’s an
iconic design object. What I love
is how V&B continue to elevate
La Boule with more and more
colourways, offering new visual
opportunities to restyle the dinner
set for two. La Boule is available
in matt black, white, pure beige,
a monochrome version and the
colourful Memphis décor.
Speaking of colour, Medusa
Amplified from Rosenthal meets
Versace is supremely bright and
beautiful. Versace‘s institutional
Medusa has been reimagined and
amplified in fresh pastel colours, it’s
bright, it’s bold and it’s a sure fire
talking point.
Next is the slightly different,
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but nonetheless impressive, Blue
Legacy and Adamastor from Porcel,
designed by Filipa Ricardo. A
sophisticated ode to Portugal’s sea
faring past, these complementary
collections include both table
and decorative pieces. Particularly
impressive is this set of five vases
featuring the Blue Legacy tile
pattern in three pieces and the
dramatic Adamastor texture on the
other two.
Another assortment worth
noting is Beatrix Ball’s luxe Sierra
Modern Thani Collection. A winning
combination of white surfaces
with brilliant gold married with
sculptural shapes as designed by
Beatriz really are impactful on the
table. Not only that, the finishes
are so sturdy they can go even in
commercial dishwashers. That’s a
win-win!
Finally, a nod to the breathtaking
Donne Fiorite plate from the ubertalented creative Daniela Poletti
(who will be at Maison & Objet,
Hall 7 — Stand F177).

