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~ Hizabeth Choppin

Happy to talk about bits of the industry that no one else wants to talk about,
the Venetian designer’s take on workplace furniture is no less refreshing

. Luca Nichetto strikes a formidable figure at
the SaloneUthcio, the bustling office section of the
Milan furnimre fair. The burly Venetan designer 1=
surrounded by salesmen in suits, huddled together
waiting for the next punter to step into their lair.
Nichetto, on the other hand, 12 perched on a small
sofa from his newly launched range for the Italian
brand Emmegi. He locks confident. Maybe because
he knows hiz collaborations with the company —
lowely little numbers called Mertro and Elle — stand
cut from the mountain of other office chairs, desks

and breakout furniture prezently being flogged up
and down the aizsles of the fair. »
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*What [ don't understand i1z why the office
needs 1o be g0 boring,” he 2ays, with hiz forehead
crinkled up m a way that suggests he 18 gennimnzly
perplexed. “The affice needs to be a ceally nice

place — I spend more nme there chan in my home,
The fanctionality s important buric’s not the

firet thing. The people nesd to smile!™ With this,
Michetto leans in clossr, 3z ifto share a secret.
*If I opened the door of my office and found some
of this™ — he wav=g his arm oat roswards the sea of
gtands — “T'd start to cry®

It'e a blunt statement, and 1o be fair, it comes
from a designer who doesn’t specialiss in workplace
productz. The partnership with Emmegi i one of
Micheto's firer forays into the office arena. Bur
what the Merro and Elle ranges have that perhaps
gome of the competition lacks, i3 the combort and
gvelte charm of furnare that people would want
in their homes — not just at woek. And thizizs a
aquality that’s actually quite rare.

Michetto, 34, haz besn toiling eway in the design
indugiey for over a decade after graduating from
the Unimversity Institute of Architecrare of Venice
n 1299, bat it wasn’t until recently that he tealy
eztablmhed hime=lf among the top ranks, working
with premier brands in Italy and Scandinseia,

The stackable, lar-packed Robo chair for ffeoct,
launched lagt vear 1n Stockholm, 12 what geeme

to have catapulied the designer ro the nexr lewel,
Az we=l] ag the Emmeg project, this vear m Milan
he also turned onr pisces for Herablizshed&Sons,
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Formazarig, among others — and in the past he's
worked with the likes of Skirech, Venini. Moroea,
Kristalia and Boga. Cleary, the induztry has a lot of
titme for what he does, Bat far from coming scrose
a5 @ diva designer, slagging off office Rarniture for
the hecle of it, he actually just s=ems honest.

*It's impottant for designers 1o eay what we
really think and oot always be polincally core=ct. [F
| don’ like something, it shoaldn't be a problem,”
he zays, shrugging hiz shoulders. But the difficulty
ign't just with designees, he poincs out: “Magazines
need to be mors critical of cur work, otherwiae we
continue tohear “these pieces are 9o nice’ becange
the company paid for advertsing, We need critice.”

Michetto's story 1z slightly difberent from the
usunal tmyectoey of a desipoee, He's from Murane,
the small island near Venice that specializes 1n glass
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production, His grandfather had been a master
plaseblower and i1 ez by obesrving him that
Michetta became interested 1n the relatonship
beraeen designees and craftsmen. ¥ was really
curions 1o know who these people wers arrmving
with dravings that the company had to produce,”
he explains. *I asked many umes to my grandfather,
“who are thess peopler” and be'd zav, " Aah, thewv are
the designers.”™ Murano iz also the first places hs
abzerved how the production processz works, “Tt
Was normal to see thar from one sketch vou could
daosomething really guickly with the glazs. Itz the
gane thing for rapid prototyping, moa way”

Afrer gradoaring, Micheto began designing glass
prodacte For Milan-based company Salwan — whoses
art director at the ume, Simon Moeoore, cecognized
talent 1n some sketches he was tryving 1o 26l for
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extra money. Moore didn’t produce any of his

designe right off the bat but instead offered to teach
Miccherno how o work from a chenrt brisf, “It was a
tantestic ume bor me becaunse a lot of big designers
that [ knew az a student = Ingo Mauarer, Ross
Lesregronves, Tom Dixon — were working thers ar the
tume,” saye Michetra, *I obaerved that Ross arrived
at meenngs with fantastc sketches, Ingo arrived
with a small mobile, Tom arrived with amazing
renders — 8o it wae aleo grear for me 1o gee in which
ways these designers work.”

In 2006, he opened hie studio, Nicheto &
FPartnere, back on home toref in Venice, which has
gept him cloge to the manafacturing centres in
[raly, But his work with Nordic companies and his
awedish gieliriend have prompted a second stodio
in Srockholm, meaning he spende two weels a
month in each city. It's an arrangement that has
clearly had an mfloence. Whls hiz whole collection
back through the years is cohesive and shows a
wallingness to experiment with materials and
processes, it zn't quite identhable a8 sither
Scandingvian or [talian. “We are now in a global
degign world, 2o the influence & everywhere, it's
g big mix,"” says Nichertto.

Having said that, the main differences beraesn
[ralian and Scandinavian manufacturers 12 not loat
on MNichetwo, For example, he says that Offecct are
very structured, with a2 clear ime schedule for
product development, from first sketches through
o final provorypes. “It's an inter=gtng way for
designers to Enow what's going on within the
process,” he save. " Bat it can also be limiting
because if you don't find the 2olauon [within the
allotred window of time], they swop the product”

Italian manubacturers are a different story:

We are really, really quick w do everything,” says
Michetto. The lamp that he made for Foscarini
this year, called Plass, was only in development
for amx months. But thiz approach has itz downtallz
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more time there than my home,
so it needs to be a nice place’

too. “The [talian companies are someumes totally
wrong 1n the distribution side of the pieces. In
Scandinawa, that wounld be impossible: they are
super focused on the commercial side, so the
prodoct 18 developed together with the marketing.
They grow up together.”

Michetto is happy discuss the nitry-gritoy of the
industry, and was one of the fow high-profhle
designers to get involved in the [ssitter conversation
Milan Uncuat, which delved into the realitiez of the
royalty system whereby designers are often not pad
bor ther time during development and prototyping,
but recerve royalues gomewhere in the range of
three percent once a product goss 1o market.

“When the old masters decaded together with
the old companiez that it would be nice 1o have
three percent, 1t was another market - 1t wag 50
vears ago. | here were probably ten designers and
the three percent was perfect. But now, we are 2 lot

of designers and companies, and svery vear thers
are a loa of praducts, 2o thres percent ig nothing,”
gaye Michero, “An agent would normally rake six
orf seven percent. Bat without us, he doesn't sell
anything. 5o the balance 1 totally wrong.”™

Michetto 12 doing well for himeell, and 2o he
might be one of the lucky ones who can negouare
a better deal. But he thinks vounger designers are
in a tough position because, for a sare, there are
g0 many of them. A core frustearion 13 that new
graduares are more than happy w work for nothing,
he zayve, which makes 1t dibhcalt for people hles him,
with larger studios and employees to paw. "1 need
1o get padd for my time, it's very simple,” he says.

In the end, Nichetto believes he's worked out
the best approach = three types of products svery
year: one commercial, one advertising and one
other that he mst really wants to do. “If | mix the
thres, it works out, and | am happvy”" B
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