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THE KITCHEN BRAND THAT IS SYNONYMOUS WITH THE ITALIAN DOMESTIC
HEARTH CELEBRATES ITS 60TH ANNIVERSARY. A CAREER OF CONSTANT
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From a small crafts workshop to an inter-
national industrial reality. In 60 years you
have become Italy's most popular brand.
What is the key to this success?

The secret lies in a combination of things:

maximum focus on |Tl|'l3l{l]l'[', extreme atten-

tion to de

I, and a constant tendency to
Is. It is

pursue increasingly ambitious gos
certainly important to be able to offer the

¢ of Made in Italy —a c

ctive fac-

(
tor, coveted all over the world - as a com-
petitive advantage to meet the challenges
of the global ma

ket. The work on product,
however, has to be accompanied by forceful
strategies of expansion of our rerail chan-

in Iraly and elsewhere, with operations

on five continents.

have been able to keep pace with demand.
So we decided to focus on research and de-
velopment of new collections, assembly and
o This strategry was a winner, and it
allowed us to devote major resources

ship

has
o marketing and communication, which
was an innovative approach in our sector,
The focus on the role of technology in
kitchen design, the space par excellence for
innovation, has always been a central factor
for us. This was the starting point for our
collaboration with Fabio Novembre, We
were able to formulate an intelligent solu-
tion, also using the Amazon voice assistant
Alexa in the Dandy Plus series.

Over time, how have foreign and retail
markets grown?

Qur main markets of reference are the Unit-
ed States, Russia, the Far East, China, as well
as Europe and France. Recent new openings
in Australia and Japan have further expand-
ed our network, consolidating a project of in-
ternational growth launched some time ago.
Today Sl is one of the leading ex-
porters of component kitchens, relying on a
distribution network of over 1200 points of
sale in Ttaly and abroad. This success strat-
egy is based on constant boosting of retail
channels, and the developrment of products
in tune with the needs of different countries.
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Adv campaign "60 years together"

What have been the decisive steps,
starting in 1961, the year of the
company's founding?

My father Valter and my uncle

transformed a small crafts workshop f
the production of kitchens into one of our
country’s most important industrial play
just a few years. Today ESESGHIR
no longer only about kitchens: the intro-
duction of offerings for the bathroom be-

€rs, In

gan in 2012, followed by the living area in

15, and we have recently diversified into

wardrobes. These are the steps of our evo-

lution. Furthermore, for over 30 years we
have been one of the leading Italian pro-
ducers in this sector, and one of the main
exporters of kitchen components: an ex-
tremely important achievement, thanks to
astrategy of internationalization thar led to
the creation of [SENONRRLISA in 2007, the
opening of an office in Shanghai in 2014,
a UK branch in 2015, and the company
Seaeling France in 2018,

Fabiana Scavolini, CED Scavolini

The big breakthrough came with some of
the best known ad campaigns in Italy, with
the slogan “the one Italians love best,”
accompanied by a very popular celebrity.
We were the fir
television adverti

st in our sector to approach

ng, in 1973, but it was
in 1984 that we reached the apex of suc-
m with Raffaella

» collective imagination

cess, thanks to the ¢
Carri
with !

entering t

it slogan. We wanted a high-im-

pact ad campaign. My father saw the three

most popular person in Iraly, at the
the cover of a famous magazine.

Raf

chose her as our testimon

time, on

One of them v la Carri, so we

l. The mess:

wils t e time:

an immediate hit. Then we did the same
th

mple and evocati

ng with Lorella Cucearini, the face of
PEANRIENsince 1987, in a relationship that
lasted until 2004. The returns in terms of
visibility and brand loy

¢ were rapid and

constant, but we have always appros
the ma

cet by listening to people’s ne

What is the most iconic product?

Is there one favorite that continues to be in
demand today?
It’s hard to pi

just one, but we can defi
nitely men
tion: launched in 1986, it becs

on the famous Dandy collec

me a big suc-
cess and a SENSERRbestseller. In 2020 we

decided to reinvent it with the Dandy Plus

series, designed by Fabio Novembre.

When did you start working with well-
known international designers, and why?
We began in 1975 with Agostino Ber-
tani, who created one of our iconic mod-
els of that period, Llsola della Melarosa,
In the 20005 we began to work with
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How have you been able to

diversify production?

The choice of expanding the range of our
collections t e items for the bath-

room, the liv nd the wardrobe, more

gareas
recently, has been the natural evolution of
ket demand,

the desire to ru-apsmd to m

coming to terms with a total
Until 2012 we made almost only kitchens,
but then = also stimulated by the contract

g project.

market which called for combinations of
furnishings for the kitchen and the bath
ed to diversify. The ps

we d sage to the
living area in 2015, with a structured collec-

tion, was the next step towards the creation

DIESEL SOCIAL KITCHEN, design Diesel Creative Team (2013)
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THE THREE ‘CS’ OF THE

SCAVOLINI COLLECTIONS

COMMUNICATION, CHANGE AND C
M UP THE EVOLUTIONARY PROCESS
LATEST GENERATION OF PROD

COMPAN

ANIONSHIP
OF THE
BY THE

Y, CREATED IN COLLABORATION WITH

DESIGNER OR THE IN-HOUSE STYLING DIVISION

GYM SPACE

Personal care and physical fitness come together in Gym Space, the system designed by Mattia Pareschi
that combines bathroom and fitness room. The designer reinterprets the Swedis|
which to organize other exercise gear — benches, elastics and TRX — and various bath furnishings — lights,
soap dishes, shelves, cabinets, mirrors. A modular program available in different formats and finishes.

TRATTO

ladder sy

Based on a modular design concept, Tratto — created by

Vuesse — is a line of a
ing shelves in slim she

the wall or the floor. It can |

§

which it is possible to

stem: 4 Com pone nt

ceessories for the bathroom, includ-

and towel attached to

et m
-oordinated with the Line
structure with backs and sections on
attach objects in coated metal, such

as container ll‘i['l.'i_.(lp(_"l] L'l]l]l]‘;l'l"l[])t']][ﬁ lll]\l l|0|‘|ks.

FORMALIA

spaces, Among

structure that can be inse

BOXLIFE
Winner of the NYCxDESIGN Awa
al

age

1 the Stor-

DELINEA

| Creative
m Rashid,

Studio and Fabio

Neavembre, who have ¢

exclusive creations 1

design expert

What are the innovations that have
developed over the years, and the new
paths of production?

One d

that of outsour

isive choice, from the outset, was

a large portion of the
Durir

we had th

}II'(\liUlili.(!'l‘. proces

nomic boom yes : chance

grow rapidly, but if we h en prod

everything inside the company we would not

SVEDESE kitchen, design Vuesse (1962)

of a coordinated style for various rooms,
Today this is an established trend, which
after the pandemic implies that the entire

home to perform new functions, as in

of people who transform spaces for

thec
work or schooling.

This diversification has become the focus
of the new television ad campaign to
celebrate 60 years of history. Will there be
other initiatives?

Besides the ad campaign “60 Years Togeth-

be

er,” this year all the new products
supported, besides the current touchpoints
and available strs

s, by special offline
and online communication, as well as the
company’s social network accounts. To im-
prove engagement with clients and part-
ners, we have organized a series of virtual

activities and eve > lines of what

its, along th
was already being done in 2020. These ini-
tiatives are part of a wider-ranging project
to get increasingly close to people, not just
as a brand but also as a reference point on
ate

which the protagor

rial level. A strategic approach in

are the retail chan-

nel and our points of sale, which represent
counterparts csfg.rt-.ir importance for us.

As an island, a corner or a peninsula: there are many
compositional possibilities offered by the DeLin-
ea kitchen designed by Vuesse. They all share a door
without handle, opened directly from the aluminium
border, set at an angle of 40°, with two types of grip:

Flat and Round. The elegant finishes, also in contrast-

ing effects, are combined with open elements that add

variety to the compositions.

»m around

WALK-IN WARDROBE

An interpret

project designed by Vuesse is
made to measure. The system

basic

of accessories, including coat racks and extractable frar
justable racks, drawers for personal effects, trouser ha

ion of the Fluida wall sy

, with a depth of 61 cm, deve
dules, such as structures and doors, ent

tem, the Walk-in Wardrobe
't wardrobe space,

ready to create a perf

yps around

nced by a wide range

vertically ad

108,

1gers, shoe storage

units. All conceived to optimize available space.
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ssigned for extr

red in a kitchen project or

DANDY PLUS
Designed by F

the kitchen, livi

abio Novembre, Dandy Plus - for

¢ room and bathroom — returns

DIESEL MISFITS BATHROOM
Conceived for residential and contract applica-
tions, in the Diesel Misfits Bathroom the forms

of the trolley and the Misfits eredenza are rein-

terpreted to contain the washstan

a shelving system.

rations combine various mater

is completed by a mirror, hangi

The setting
sinets and

The many possible configu-

nd colors for

doors, counters, borders and glazing, to generate

from the others.

is 2 wall system with a modular open

ely installed as a divider.

personalized projects that are alws

DIESEL GET TOGETHER KITCHEN

of handles — one built-in, two external with titanium finish — many

Diesel Get Together Kitchen sends an inclusive message. Three original types

DANDY kitchen, design Vuesse (1986)

regory, BoxLife is an interior design scheme

s infinite functions to guarantee max

imum flexibility in the organization of spaces.

that coneceal I
Designed by the Rainlight Studio, BoxLife displays

or hides, depending on needs, in the kitchen (up to

four appliances), the bedroom zone, the livir
and even the laundry room. All with hideaw,

area

¢ Open-

ing systems, in folding, sliding or pivoting versions,

to a bestseller from the 1980s and incorporates

the functioning of Alexa, in parmership with
Amazon. On the Task Bar, an accessorized alu-
minium rod placed under the upper cabinets, an

intelligent device operates with BTicino 1

Now to control technol

cal systems, permitting
woice activation of home automation functions.
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of industrial style, and new worktops, to blur the boundaries between the

kitchen and the living area, for a fluid spatial layout. A dynamic mixtures

with the Misfits freestanding storage elements in coated metal, grafted into

the overall design.



