by Diane Capuano, Senior Contributing Editor

or years, the wallcovering indus-

try has hung its figurative hat on
traditional design. Even in a di-
minishing market, there was always
demand for traditional patterns. But,
now there is a word on an increasing
number of lips in wallcovering circles.
That word is: “"CONTEMPORARY.”
Ah, but this isn’t necessarily a con-
temporary “contemporary.” Rather, it’s
a “contemporary” that is frequently
cross-pollinated with a taste of “retro.”
Malcolm Cooper of Blue Mountain
Wallcoverings explained the trend this
way: “Moderme has bridged contempo-
rary with retro.” he said. adding that it
makes the look fresh. “The statement is
strong and bold. Moderne is also the per-

A retro version of confemporary

s spicing up the wallcovering market

fect answer for the feature wall or accent
area—the new interior direction.”

Ron Kushnier, senior stylist for the
Norwall Group, likewise sees contem-

porary making a comeback. “Much of

it is soft contemporary, but we're also
seeing bolder looks being used as an
accent wall,” he said. As an example.
he pointed to two new collections from
Norwall: “In the Groove.” which fea-
tures modern geometrics, fun florals,
expanded textures, metallic sidewalls
and a color palette that ranges from

@ Retro has been reinvented in Norwall's “The Look.”
This intermixable collection of bold designs and color-
ways includes curvy stripes, circle infusion, bold circles
and squares, free-formed strings and organic shapes.

fashion-forward to retro, and “The
Look,” which likewise goes retro with
bold circles and squares, free-formed
strings, curvy stripes and various or-
ganic shapes. A retro color palette, he
noted, includes such color combina-
tions as red, white and black.

Kushnier added that even kids’ col-
lections are featuring a contemporary

feel. For instance, the new Norwall
collection “Boys and Girls™ has
several contemporary patterns,
such as brightly colored rectangles
and other bold geometrics.

Paula Berberian, creative ser-
vices manager for Brewster Wall-
covering Co., observed that the
contemporary trend is hotter than
ever. “It’s like we are having a

to this look as the new contempo-
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sophisticated and full of
color. Once you see these
wallpapers, you are con-
vinced that minimalism
is a look of the past and
that pattern on the walls,
especially at the higher-
end of the market is back
in fashion.”

“You're seeing those
*‘Mod Squad’-type de-
signs everywhere in fash-
ion,” affirmed PJ Delaye.
director of marketing and
product development for
York
“Magazine editors have
picked up on this trend
and have been featuring
tons of retro geometric
wallpapers. It’s an inter-
esting trend for wallpaper
because it's certainly not
a look that you can dupli-
cate with paint. In order
to achieve the genuine look, you need
to go back to the genuine medium on
this one: which is wallpaper.”

In response to this trend, York has
introduced “Retro Metro.” produced by
its St. James Division and distributed
by Blonder Home Accents, “It’s got a
great number of those retro geometric

Wallcoverings.

© Chesapeake Wallcoverings' “Open ~—nuo__
Spaces,” is a new line of modern styles. Con-
*60s explosion in "05! Many refer taining a variety of textures in a varied color

palette, the collection is available on Chesa-

rary. The look is undeniably bold, peake’s non-woven substrate, Easy Walls™.

P D R September 2005 69



-

» “Retro Metro” is filled with hip designs and cool novelty borders. The Retro
Metro collection is produced by York's St. James Division and distributed by
Blonder Home Accents.

designs (including simple borders
made of horizontal color stripes). but
it’s also packed with novelty borders
(such as the TV Guide border made of
TV Guide covers),” said Delaye. “It’s a
fun and very young collection.” -

——p» Brian Murphy, Vice President of

Sales and Marketing for Blonder Home
Accents, also emphasized the contem-
porary trend. In addition to the previ-
ously mentioned “Retro-Metro™ collec-
tion, the company is launching several
new contemporary-themed collections,
including “Soho™ and “Modern Art,”
both from Wallquest's Fairwinds brand,
and “Open Spaces™ from Chesapeake
on the new Easy Walls™ pre-pasted
non-woven substrate.

“These collections offer the newest
in color and color options: spa colors,

@ The stylish “Stiletto,” from York's
Carey-Lind brand and distributed by
Seabrook, features designs that evoke
the pleasures in life: shoes, choco-
lates, roses, perfume, the theater,
topiaries and a Tuscan vacation home.
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the newest back to college "dorm
hues’ pinks. hot pinks and oranges and
everything that vou see in today’s
fashion such as pink and brown.”
Murphy reported.

Murphy pointed out that contempo-
rary design can be a way to win the
younger consumer that the wallcover-
ing industry so desperately needs.
“Working two shows the last few
weeks in Chicago and San Francisco, |
marveled at all the young female con-
sumers that gravitated to these books
with a newfound interest,” he said. “We
simply must engage a younger more
fashion-conscious consumer if we want
to see our businesses grow again.”

Suzanne Ashley. director ol prod-
uct development for Seabrook Wall-
covering Inc., also sees the clean, fresh
look of contemporary retro designs as
a draw for younger consumers. “This
trend is primarily supported by teens
and young adults who are first-time
homeowners and often first-time users
of wallcovering,” she said.

Even with all this talk about con-
temporary, traditional design remains in
the market, like an old but dear friend.
However, even the traditional trend is
experiencing a few updates. “Tradi-
tional has moved in a simpler, less
fussy direction,” Cooper reported.
“Classic Revival is clearly influencing
the way we look at traditional design—
pattern with historic *bones” but treated
in a cleaner, more modern way. The
distressing, crackling and texturizing is
minimal—cleaned up. Pattern scale is
changing, featuring more contrast—
large to small. Global design elements
are merging with traditional design.”

Lori Reagle, art director for Thibaut
Wallpaper & Fabrics, stressed that there

will always be a market for traditional
design. For instance, she sees damasks
as being as popular as ever, and it’s a
look that is being featured in several of
Thibaut’s latest collections. “Although
most homeowners like change, they
still require designs they can live with,”
she said. “For this reason, traditional
patterns like damask are en vogue. The
design is tried and true and has lasted
for centuries.”

© Kenneth James’ new “Grasscloth
Collection” features an assortment of
fabulous textures and weaves, includ-
ing a variety of hand-crafted, 100-per-
cent natural fibers, from sea grass to
bamboo, in a range of colorways.

However, Reagle did observe that
traditional designs will be rendered in
bold. vibrant colors. “Damask patterns
in periwinkle and Jacobean designs in
tangerine are what will sell well,” she
said. “Traditional designs that have been
rescaled and re-colored work well.”

Ashley noted that traditional styling
is shifting more to the formal end of
the spectrum. “This seems to be a re-
flection of the apparel market's move
back to a more formal style,” she re-
ported. “Business casual is stepping
aside for suits, and there’s an overall
trend to the “glamorous.”

In both contemporary and tradi-
tional collections, Kushnier is seeing
an emergence of larger-scale patterns.
Smaller-scale patterns, conversely, are






