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Understanding the global design furniture customer 

evolution:  
• What are the existing attitudes and new behaviors? 

• What is the expected evolution of customers in the next 5-10 

years? 

• What is the role of Millennials? 

Building the ideal Customer Journey: 
• Understanding how the company is approaching the physical, 

human and digital touchpoints within the customer journey 

• How are companies personalizing the customer journey according 

to the brand identity? 

• How are companies engaging existing customers and how are they 

attracting new ones? 

Understanding the evolution of digital communication:  
• How are digital tools helping to better deliver information and 

content? 

• Are digital tools facilitating emotional customer engagement? 

Research is based on three objectives: 

 
Research objectives and methodology 
 

Methodology: 

Desk Research 

 

Field Mystery Shopping 

 

Interviews 

Ms. Nadal, B&B 

Mr. Alessi, Alessi 

Prof. Salviotti, Bocconi 

Mr. Tamburi, TIP 

Ms. Marina Lanfranconi, 

Milegal law firm 

 

Benchmark Analysis 

 

Focus Group 
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Defining what Digital Transformation 

means and what is the impact on the 

furniture industry 
Defining 



Digital transformation 
Evolution of the furniture industry 
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Source: data collected on each of the brand’s website 

From an industry with few specialized players to a highly competitive 

environment with a wider range of product offer and price range   



Digital Transformation 
General definition 

Source: definition given by Prof. Gianluca Salviotti during the interview held on September 8th, 2016 (for further details see the Appendix);  

IBM – Digital transformation: creating new business models where digital meets physical (2011) 

Transforming the Customer Experience 

• Transforming the way companies understand customers (CRM) 

• Creating new touchpoints to improve relationship with customers 

• Having a better interaction with customers (new digital tools, social media, etc.) 

Transforming Operating 

Processes 

• Digitalizing processes of the 

supply chain to improve 

efficiency and flexibility 

• Changing the way people 

works 

• Improving performance 

management (collecting data 

and better decision making – 

data analytics)  

• Proposing new development 

processes and innovative 

products (e.g. 3D printing) 

 

Transforming existing 

Business Models 

• New revenue streams  

• New digital business 

models: new distribution 

channels (e-commerce, 

Apps or hybrid models)  

• Adding new digital features 

to products (smart 

connected products) 

Digital technology impacts how companies work and is transforming the following three 

main areas: 
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Digital Transformation 
Definition applied to the furniture industry 

7 Source: made.com website (http://www.made.com/about-us) 

Note: for further information about the interviews with Ms. Nadal and Mr. Alessi, see the Appendix 

Transforming the Customer Experience 

“Companies need to be closer to consumers, understand their needs and 

desires. Digital is a very important tool that helps creating stronger 

relationships with customers, personalize the offer in terms of process 

and contextualize it.” Mr. Matteo Alessi, September 2016  

Transforming Operating 

Processes 

B&B Italia is leveraging the in-store 

sales process by adding digital 

touchpoints (e.g. interior decoration 

consultancy service for free) 

 

 

 

 

“Consumers are more concerned about 

industrial goods customization than 

craft made products” Ms. Lucia Nadal, 

B&B, July 2016 

 

Transforming existing 

Business Models 

Made.com is offering bespoke or 

designer furniture directly from 

manufacturers at affordable prices. 

Moreover, they invite users to vote 

and choose what  designs should be 

manufactured. 

“New way to buy furniture: 

cutting out the fuss so you can 

get beautifully made pieces at 

affordable prices” 
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http://www.made.com/about-us
http://www.made.com/about-us
http://www.made.com/about-us


Digital transformation 
The impact on the furniture industry 
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Digital transformation is still frail in design based companies and there is room 

for development in the following areas: 

Source: Interviews with Prof. Salviotti (Bocconi), Ms. Lucia Nadal (B&B) and Mr. Alessi (Alessi); Bain & Company Worldwide Design Market Monitor for Altagamma (2015) 

Opportunities Obstacles 

Empower the e-commerce: online sales are still 

marginal but strongly growing  

Traditional business made out of a wide network 

of distributors  

New innovative and successful online models 

(e.g. full price or flash-sales platforms) 

E-commerce is easy to be adopted by companies 

selling small design products (e.g. Alessi) 

Create an entertaining in-store experience 

through digital tools and high level of service 

High end brands are more reticent to install 

digital tools as quality is not optimized or at the 

level of luxury companies 

Enhance storytelling and generate editorial 

content to make brands visible through social 

media and website 

Majority of Italian design companies where 

founded by entrepreneurs belonging to 

previous generations and thus are less sensitive 

to new digital tools 

Build a CRM strategy to better understand 

customers 

Improving performance management by 

collecting data to meet customers needs 

Industrial companies are afraid of digitalization 

as it requires high investments 

New manufacturing technologies: robotics, 3D 

printing, etc. 

Luxury furniture industry is based on artisanal 

processes and usually do not have the latest 

digital competencies 

New 

Business 

Models 

Customer 

Experience 

Operating 

Processes 



Customer journey in the furniture industry 
A new complex customer journey 

The new digital reality has dramatically changed the customers’ journey in the furniture industry. 

Today, the majority of furniture buyers start their buying process online, browsing products, 

reading blogs and social media before going to a physical store. 

Specialized mag. and 

printed ads 

Visit furniture store 

Compare and evaluate 

options 

Select best option 

among offerings 

Purchase the product 

From a simple and linear 

process 
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Online  

research Explore social 

sources about 

brand/product  

Seek additional product 

interaction  
(videos, 3D, virtual 

experiences) 

To a non linear and multichannel 

process 

Read blogs & 

reviews 

Compare similar 

products with 

competitors’ sites 

Visit a store 

Purchase (either 

online or offline) 

Source: Suite Q - The changing world of furniture retail (http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-

_Furniture_Retailers_Visualization.pdf?t=1400008637109) 

 

http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
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Having defined the concept of Digital 

Transformation, our Analysis will be 

focusing on this new digital touchpoint 

dimension and its main trends 

Focus 



Customer journey in the furniture industry 
Touchpoints identification 
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Awareness Research Purchase Feedback 

Source: Bain - http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx (2014) 

Physical 

Digital 

Human 

Store windows 

Specialized  
magazines  & ads 

Catalogues 

Designers 

E-Catalogues 

Website 

Social Media 

Bloggers 

Digital Magazines 

Store visits 

Word of mouth 

Salespeople 

Online research 
(website, blogs)  

Apps 

Online Promotions 

Place order online 
(website, multibrand 

platform) 

Promotions 

Place order either in 
mono-brand store or 

multi-brand store 

 

Salespeople 

Share experience with 

friends 

Share experience with 

salespeople 

After sales service 

Opinion letters 

Product reviews online 

Posts and comments on 
social networks 

Online help center 

Technology has radically changed customers’ journeys adding a new touchpoint 

dimension thus adding more complexity to the customer journey: 

http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx
http://www.bain.com/publications/articles/retail-holiday-newsletter-2014-2015-issue-2.aspx


Customer journey in the furniture industry 
Luxury Design vs. High-end Fashion and Luxury Cars 
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Customer journey for design/durable goods is more complex and differs from other 

luxury goods:  

Notes: for luxury design we do not consider textile products; for high end fashion we only consider accesories. // Source: Adapted from Bain&Company Worldwide Design Market Monitor for 

Altagamma (2015); Car industry customer journey provided by Prof. Stefania Saviolo courses; “How digital is changing and enhancingthe car buying experience”, McKinsey (2013) 

Need / passion Self gifting / gift 
Status and emotional connections  / 

collectors 

Collective decision (couple, family) 

mediated – strong power of experts 

(e.g. Interior Designers, Architects) 

Personal items, experts opinion not 

essential 

Personal or collective decision -  requires 

high level of information gathering (online 

and offline) 

Purchases are planned Impulse purchases Rational and planned purchase 

Consumers (Europe) expect high level 

of customization 

Dominant vision of designers, 

customization is limited 

Consumers expect high level of 

customization 

Products require waiting time for 

production 

Ready to buy  

(except of MtM and Haute Couture) 

Products require waiting time for 

production; supercars have a  

limited production 

Not frequent purchases – difficult to 

engage (lifecycle) 
Recurring purchases (lifecycle) 

Not frequent purchases – consumers 

expect seamless experiences (lifecycle) 

http://www.mckinseyonmarketingandsales.com/racing-ahead-how-digital-is-changing-and-enhancing-the-car-buying-experience


Trends in the furniture industry 
Digital Touchpoints 
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• Relevant content: detailed product descriptions, 

creative videos, nice pictures to better visualize the 

product (13 of 15 furniture companies analyzed in our 

benchmark have relevant product descriptions) 

• Increasing number of online 

platforms: mono/multi-brand, full-

price or flash-sales stores1 

(e.g.Made.com or Dalani.it) 

• Furniture brands are starting to 

develop their own online stores 

(6 of 15 companies analyzed in our 

benchmark have an e-shop) 

  

• QR codes to download the 

catalogues,  product descriptions 

(e.g. Alessi) 

• Tablets and video walls showing 

the process of creation of the 

products (e.g. Poltrona Frau) 

• Virtual reality to visualize products2 

E-Commerce 

Source: 1) http://nova.ilsole24ore.com/esperienze/il-mercato-delle-flash-sales/ 

2) Deloitte Prediction 2016: http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html 

3) Suite Q - The changing world of furniture retail (http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-

_Furniture_Retailers_Visualization.pdf?t=1400008637109) 

 

Social Media & 

Design Blogs 

• Social media are a tool offering customer 
service, facilitating the collection 
insights, and enabling idea generation 
(Prof. Salviotti, Bocconi)  

• Brand’s online magazines with articles 
about collaborations, introducing designers 
and interior designs’ trends (8 of 15 
companies analyzed in our benchmark have 
an online magazine) 

• Room planning software to 

interact with products and 3D 

renders (e.g. Design Within 

Reach, Roche Bobois or 

Kettal) 

• Apps to virtually place 

items around the room or 

download digital versions 

of catalogues (e.g. Ikea, 

Artemide or B&B Italia) 

• Adapted version for all devices: printed and digital (13 of 15 companies analyzed in our benchmark have a digital version) 

• Relevant information about the creation process and designer improves engagement (e.g. Herman Miller, Kartell 

or Magis) 

• Insert QR codes linked to product content or to the e-shop landing page (e.g. Alessi or Ikea) 

http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
http://cdn2.hubspot.net/hub/327696/file-785740263-pdf/White_Papers/WHITE_PAPER_-_Furniture_Retailers_Visualization.pdf?t=1400008637109
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Testing how furniture brands are providing seamless in-store experiences 

regarding the customer journey. We analyzed how brands are leveraging their 

in-store “3D” touchpoints: human, digital and physical (Milan, July 2016) 
 

Note: the methodology used to run out this benchmark is based on BNP Paribas Research methodology; for further information about the research 

methodology, see Appendix 

Our analysis was conducted during July 2016 and is structured by the following 5 parts: 

Comparing digital performance among industries: furniture, cars, watches and 

fashion. We focused on 3 digital tools: website, social media and editorial 

content, and virtual product experience (online analysis, July 2016) 

Among the companies examined in the benchmark analysis, we highlighted the 

best practices in the furniture, watch and car industries 

Mystery 
Shopping 

Benchmark 

Analysis 

Best 
Practices 

Focus 
Group 

Conducted one focus group to better understand key drivers of Millennials 

consumer behavior in the luxury furniture industry: values and associations, 

consumption habits and attitudes towards design brands (September, 2016) 

Research Methodology (1/2)  
 

Take  
Aways 

15 

Delivering recommendations regarding the 3 objectives defined at the beginning 

of the project: understanding the global design furniture customer evolution; 

building the ideal customer journey; understanding the evolution of digital 

communication 
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Research Methodology (2/2) 
 

Selected brands: we gathered 19 companies from the 4 different industries. We have chosen 

the above mentioned industries because watch and car industry customer journey is similar to 

furniture; fashion is becoming a leader in terms of digital 

Fondazione Altagamma Partners Others 

Alessi Home accesories Burberry Fashion 

Artemide Lighting Magis Furniture 

B&B Italia Furniture Ikea Furniture 

Boffi Kitchen Tom Dixon Furniture 

Ferrari Automotive Roche-Bobois Furniture 

Kartell Furniture Rolex Watches 

Poltrona Frau Furniture Vitra Furniture 

Kettal Furniture 

Arper Furniture 

Knoll Furniture 

Herman Miller Furniture 

Design Within Reach Furniture, lightening & 

home accessories 



17 

Category 

Welcoming and 

sell-oriented 

approach of 

sales people 

Collection 

of data for 

CRM  

Digital presence 

(iPads, digital 

screens, 

configurators) 

Virtual 

experience 

Attractive product 

display and 

interaction 

Window 

attractiveness 

Alessi 
Home 

accessories 
✓ ✗ ✓ ✗ ✓ ✓ 

Artemide Lightening ✗ ✗ ✗ ✗ ✗ ✗ 

B&B Italia Furniture ✓ ✗ ✗ ✗ ✓ ✗ 

Boffi Kitchen ✓ ✓ ✗ ✗ ✓ ✓ 

Cassina Furniture ✓ ✗ ✗ ✗ ✓ ✓ 

Flou – Natevo Furniture ✓ ✗ ✗ ✗ ✗ ✗ 

Flos Lightening ✗ ✗ ✓ ✗ ✗ ✗ 

Fontana Arte Lightening ✗ ✗ ✗ ✗ ✓ ✓ 

Kartell Furniture ✗ ✗ ✗ ✗ ✗ ✓ 

Magis Furniture ✗ ✗ ✗ ✗ ✗ ✗ 

Meritalia Furniture ✓ ✗ ✗ ✗ ✗ ✗ 

Poltrona Frau Furniture ✗ ✗ ✓ ✗ ✓ ✗ 

Roche-Bobois 

Furniture/ 

Home 

accessories 

✓ ✗ ✗ ✗ ✓ ✗ 

  

     Altagamma group 

Mystery Shopping* 
Results 

Mystery 
Shopping 

Mystery shopping conducted by the MAFED team in Milan’s stores in July 2016 



• Welcoming salespeople able to enhance the 

store experience by guiding the customer and 

providing useful information like available in-

store services, distribution, etc. (e.g. Alessi, 

Poltrona Frau, Boffi, Flou- Natevo) 

• In-store customization service (e.g. Poltrona 

Frau, B&B Italia, Cassina) 

• Low level of interaction between potential 

customers and salespeople who are not sell-

oriented and welcoming (e.g. Kartell, Artemide, 

Flos, B&B Italia) 

• Lack of initiative in collecting customers’ 

data for CRM purposes 

• Few of them offer the possibility of buying 

directly online from the store (e.g. Alessi) 

• Digital devices showing videos about the 

manufacturing process and/or telling the brand 

storytelling (e.g. Poltona Frau, Flos, B&B) 

• Good level of interaction between the 

website and the store (omnichannel approach). 

e.g. Alessi, Roche-Bobois 

• Very few in-store digital interactions (e.g. lack 

of  references to download apps or visiting the 

website)  

• Scarcity of digital tools and basic 

technology: iPads,TV’s with videos and 

catalogues (e.g. Magis, Roche-Bobois, Boffi) 

• Configurators or virtual experiences are not yet 

in-store 

• Low Interaction between the website and the 

store 

• All the stores have printed catalogues and 

product brochures 

• Attractive products display creating real interior 

spaces (e.g. Boffi, Kartell, Poltrona Frau, B&B 

Italia, Roche-Bobois) 

• Weak in-store storytelling (e.g. Meritalia, 

Magis or Boffi) 

• Not so creative in products display (e.g. Flos, 

Artemide, Magis) 
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Mystery Shopping 
Results 

Physical 

Human 

Digital 

Mystery 
Shopping 
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Digital transformation is still frail in design based companies and there is room 

for development in the following areas: 

Website 

Social Media 

& Editorial 

Content 

Virtual 

Product 

Experience 

• User friendly: smart and intuitive navigation, convenient content illustration 

• E-shop: ability to products on the website of the company 

• Brand heritage and storytelling: dedicated area on the website providing information regarding the 

essence, mission and values of the company 

• Relevant product descriptions: detailed  product descriptions (materials, dimensions, maintenance 

instructions, etc.), information about the designer and information about the manufacturing process 

• Digital content: aesthetics, presence of videos, images, music, and interactive content 

• Number of followers: number of followers by July 10th, 2016 

• Frequency of posts: daily (“d”), weekly (“w”: 1-7 July 2016), monthly (“m”: June 2016), or yearly (“y”: 

2015)  

• Editorial content: presence of a dedicated section with articles and inspirational ideas provided by the 

company 

• 3D configurators: software that allows customers to obtain 3D product illustrations and room layout 

blueprints 

• Customization: option to customize (from minor alterations to a made-to-order logic) 

• Apps: option to download brand apps in order to enhance experience or more detailed info regarding 

products 

• Online catalogue: presence of digital catalogue (interactive - link to product pages, save products, 

highlight contents – or not) 

 

Digital Benchmarking Analysis  
Definition of parameters 
 

Note: the methodology used to run out this benchmark is based on BNP Paribas Research methodology  

 

Benchmark 
Analysis 



User friendly e-shop 
Brand Heritage / 

storytelling 

Relevant 

product 

descriptions 

Digital Content 

Alessi ✓ ✓ ✓ ✓ ✓ 

Artemide ✗ ✗ ✓ ✓ ✓ 

B&B Italia ✗ ✗ ✓ ✓ ✓ 

Boffi ✗ ✗ ✓ ✓ ✓ 

Kartell ✓ ✓ ✓ ✓ ✓ 

Poltrona Frau ✓ ✗ ✓ ✓ ✓ 

Roche Bobois ✓ ✗ ✓ ✗ ✓ 

Magis ✓ ✗ ✓ ✓ ✓ 

Arper ✓ ✗ ✓ ✓ ✓ 

Kettal ✓ ✗ ✓ ✓ ✓ 

Tom Dixon ✓ ✓ ✓ ✓ ✓ 

Vitra ✓ ✓ * ✓ ✓ ✓ 

Knoll ✓ ✓ * ✓ ✓ ✓ 

Herman Miller ✓ ✓ * ✓ ✓ ✓ 

Design Within Reach ✗ ✓ * ✗ ✗ ✓ 

Burberry ✓ ✓ ✓ ✓ ✓ 

Ferrari ✓ ✓ ✓ ✓ ✓ 

Rolex ✓ ✗ ✓ ✓ ✓ 

Ikea ✓ ✓ ✓ ✓ ✓ 

*not available in Italy 

★ 

★ 
★ 

★ 

★ 

★they meet all parameters 

★ 

Benchmark of Digital tools 
Brand Website  

     Altagamma group 

Benchmark 
Analysis 
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Benchmark of Digital tools 
Brand Website conclusions  

The majority of furniture 

websites have detailed and 

complete product descriptions 

and e-catalogues 

 

Fashion brands or design 

companies selling more 

“affordable” products usually 

have e-shops 

 

Overall, companies 

are well 

communicating 

their brand image 

through their 

websites 

Furniture brands’ 

websites adopt the 

role of a showroom 

(usually not user-

friendly) rather than a 

site where customers 

can live a seamless 

experience 

E-shops are rarely available for furniture, 

luxury watches and cars due to the 

peculiarity of the product and the level of 

service required 

Benchmark 
Analysis 



Benchmark of Digital tools 
Social media and blogs 

Facebook Instagram Pinterest Twitter Google + Youtube Editorial 

Content # ✓/✗ # ✓/✗ # ✓/✗ # ✓/✗ # ✓/✗ # ✓/✗ 

Alessi 86k ✗ 49k ✗ 2,3k ✗ n.a n.a. 237 ✓ 1k ✓ ✗ 

Artemide 76k ✗ 42,8k ✗ 751 ✗ 7,1k ✗ 18 ✗ 500 ✗ ✓ 

B&B Italia 72k ✗ 78,7k ✗ 9k ✓ 9,9k ✗ 34 ✗ 1,3k ✓ ✗ 

Boffi 4k ✗ 3k ✗ 302 ✗ n.a n.a 43 ✗ n.a. n.a. ✗ 

Kartell 453k ✓ 104k ✓ 10,4k ✓ 32k ✗ 3 ✗ 1k ✓ ✗ 

Poltrona Frau 70k ✗ 18k ✗ 2,4k ✗ 7,6k ✗ 17 ✗ 500 ✗ ✗ 

Roche Bobois 76k ✗ 18,7k ✗ 1,4k ✗ 1,5k ✗ 56 ✗ 1,2k ✓ ✓ 

Magis 357k ✓ 53,6k ✗ 830 ✗ 5k ✗ n.a. n.a. 353 ✗ ✗ 

Arper 16k ✗ 6k ✗ 2,3k ✗ 6,4k ✗ n.a. n.a. 251 ✗ ✓ 

Kettal 10,4k ✗ 166k ✓ 1k ✗ 13,2k ✗ n.a. n.a. 86 ✗ ✗ 

Tom Dixon 83,4k ✗ 191k ✓ 17,5k ✓ 41,2k ✗ 167 ✓ n.a. n.a. ✓ 

Vitra 228k ✓ 166k ✓ 15,4k ✓ 55k ✓ n.a. n.a. 1,8k ✓ ✓ 

Knoll 40k ✗ 122k ✓ 18,5k ✓ 48k ✗ 275 ✓ 623 ✗ ✓ 

Herman Miller 287k1) ✓ 173k ✓ 13k ✓ 392k ✓ n.a. n.a. 4,5k ✓ ✓ 

Design Within Reach 195k ✓ 236k ✓ 38,3k ✓ 41,6k ✗ n.a. n.a. 373 ✗ ✓ 

Burberry 17m ✓ 7,1m ✓ 175k ✓ 6,8m ✓ 5,2m ✓ 262k ✓ ✗ 

Ferrari 16,2m ✓ 139k ✓ n.a. n.a. 229k ✓ 6m ✓ 280k ✓ ✓ 

Rolex 5,5m ✓ 1,3m ✓ 16,7k ✓ n.a. n.a. 0 ✗ 45k ✓ ✓ 

Ikea 1,2m2) ✓ 180k ✓ 352k ✓ 583k ✓ 166 ✓ 15k ✓ ✓ 

Average1 137k 95k 9k 51k 94 1k 

     Altagamma group 

Benchmark 
Analysis 

★ 

1 The average has been calculated among the furniture, lightening and home accessories companies 

✓ If over the average ; ✗ If under the average 
22 

★they meet all parameters 
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Benchmark of Digital tools 
Social media and blogs conclusions 

Our research confirms 

that furniture companies 

are “late comers” in the 

field of social media 

compared to companies 

of other industries 

Companies like Kartell 

and Vitra have been 

able to create a strong 

community of followers 

by generating original 

messages and 

contents 

Companies like Rolex, Ferrari 

or Burberry are posting 

content that enhances their 

storytelling and heritage in 

almost all social media 

channels 

Benchmark 
Analysis 



Benchmark of Digital tools 
Virtual product experience 

3D configurators Customization App 
Online catalogue 

Yes/No Interactive 

Alessi ✗ ✓ ✓ ✓ ✗ 

Artemide ✓* ✗ ✓ ✓ ✓ 

B&B Italia ✗ ✗ ✓ ✓ ✗ 

Boffi ✗ ✗ ✗ ✓ ✗ 

Kartell ✗ ✗ ✓ ✓ ✗ 

Poltrona Frau ✗ ✗ ✓ ✓ ✗ 

Roche Bobois ✓ ✓ ✓ ✓ ✓ 

Magis ✗ ✗ ✗ ✓ ✗ 

Arper ✓ ✗ ✗ ✓ ✗ 

Kettal ✓ ✓ ✗ ✗ ✗ 

Tom Dixon ✗ ✗ ✗ ✗ ✗ 

Vitra ✓ ✗ ✓ ✓ ✗ 

Knoll ✗ ✓ ✗ ✓ ✗ 

Herman Miller ✓ ✗ ✓ ✓ ✗ 

Design Within Reach ✓ ✗ ✗ ✓ ✓ 

Burberry ✗ ✓ ✓ ✓ ✓ 

Ferrari ✓ ✓ ✓ ✗ ✗ 

Rolex ✗ ✗ ✓ ✓ ✗ 

Ikea ✓ ✗ ✓ ✓ ✓ 

*not available in Italy      Altagamma group 

Benchmark 
Analysis 
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Benchmark of Digital tools 
Overall Conclusions 

The benchmark 

analysis revealed that 

luxury furniture 

companies are less 

digitalized compared 

to other high-end 

industries 

There is great 

opportunity of growth 

for luxury furniture 

companies to leverage 

on their deep and solid 

roots: know-how, 

superior quality, 

heritage and Made-in-

Italy 

The main question is how to deliver these values 

digitally:  

•Reaching a good coverage on social media 

•Adopting user-friendly website/apps interfaces  

• Including more editorial content 

•Enriching the dialogue with the customers: 

understanding their needs and customizing not 

only products but also services 

Benchmark 
Analysis 



• Overall, companies are well 

communicating their brand 

image through their websites. 

• The majority of furniture 

websites have detailed and 

complete product 

descriptions and e-

catalogues. 

• Fashion brands or design 

companies selling more 

“affordable” products usually 

have e-shops. 

• Furniture brands’ websites are 

not offering seamless 

experiences to customers. 

They are simple showrooms 

lacking interactivity. 

• E-shops are rarely available 

for furniture, luxury watches 

and cars due to the peculiarity 

of the product and the level of 

service required. 

 

• Companies like Kartell and 

Vitra have build a strong 

community by sharing 

original content. 

• Companies like Rolex, Ferrari 

or Burberry are posting content 

that enhances their 

storytelling and heritage. 

• Furniture companies are “late 

comers” in the field of social 

media compared to 

companies of other industries. 
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Benchmark of Digital tools 
Conclusions 

Brand 

Website 

Social Media  

& Blog 

Examples of Best 

Practices 

Benchmark 
Analysis 



Focus group 
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We conducted a focus group to better understand key drivers of Millennials’ consumer behavior in the luxury 

furniture industry. We invited participants to discuss about their values and associations to high end design 

furniture brands and their consumption habits and attitudes regarding their customer journey.  

 

Focus Group 
Research methodology 

Focus 
Group 

28 

Participants 

Age range [ 23 – 31 ] 

Status:  
2 single 

2 married 

1 in a relationship 

Results 

Note: a complete version of the methodology and results is available in the Appendix 

“From a luxury design brand I would buy pieces that have a long life cycle” 

(e.g. sofas, kitchen furniture, beds, dining tables) 

“I like to have a look at multi-brand furniture stores to get informed 

about the latest trends. I will probably not enter but instead check 

the windows and if feel attracted I would enter.” 

Most of Millennials would 

appreciate guidance and 

advice related to interior 

design as well as augmented 

reality tools. 

Online research  (website, social 

media and blogs) is the first step 

followed by visiting the store or 

showroom. “Attractive websites are 

an incentive to visit the store” 

Millennials consider themselves as not loyal customers towards 

furniture brands: they prefer to mix and match according to their 

personal style. 

Millennials are constantly seeking inspiration and ideas from blogs, 

design magazines, freelance interior designers or new trendy brands.  
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Physical Human 

Focus Group  
Conclusions 

Focus 
Group 

Digital 

In the luxury furniture industry, physical stores still remain the main 

point of sale for Millennials. Customers want to see and touch the 

product and feel the quality of materials. Therefore, retail experience 

needs to transmit/highlight the brand identity and values. 

However, websites is the first touchpoint of the furniture customer 

journey and thus they need to be appealing and with relevant content in 

order to increase customers that visit the stores.   

Luxury furniture brands 

should focus on their 

social media strategies 

and increase editorial 

content since Millennials 

are looking for 

inspiration through these 

channels.  

Brands’ communication 

strategies have to shift 

from a product-focus 

perspective to a more 

lifestyle-focus. Brands 

need to invest more in 

collaborations with blogs 

and influencers. Millennials 

are looking for fascinating 

and alluring storytelling, 

consistent to their own 

personal lifestyle and 

aesthetics, that will make 

them get emotionally 

attached to their home 

environment. 

Millennials are not loyal to furniture brands and when furnishing 

their homes they follow their own style by simultaneously gathering 

inspiration from social media (Instagram and Pinterest), design 

magazines and blogs. Brands should collaborate with young interior 

designers as they are the main influencers for new young customers. 



Take aways 
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Take-Aways  
Understanding the global design furniture customer evolution  

Take 
Aways 

Facts Recommendations 

Customers still consider the store as the place where 

they can touch/feel and experience products and 

eventually proceed to a purchase. 

 

 

 

 

- Millennial are more likely to be influenced by social 

media channels such as Instagram, Pinterest and 

interior designers’ blogs. 

- Millennials do not consider themselves notably loyal 

to a specific brand opposed to Baby Boomers.  

- When furnishing their own interiors they mix and 

match according to their personal taste. 

To meet the mix and match 

trend, brands could benefit from 

partnerships or collaborations 

with other brands that are 

consistent to their stylistic identity 

and culture in order to complete 

the product offer.  

Customers purchase design 

furniture when there is need and/or 

emotional connection to the 

products.  

Millennials are more concerned about their 

personal taste: brands should offer customized 

services in order to meet their expectations. 

Design brands need to understand consumers in 

order to better meet their needs and offer them a 

personalized experience through appropriate CRM 

tools.  

Stores: customers are more educated and aware of 

trends, thus salesforce should be able to provide a 

higher level of expertise and support, giving direction 

and solutions to clients requests (an interior designer 

approach). 
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Take-Aways  
Building the ideal customer journey  

Take 
Aways 

Facts Recommendations 

 

 

 

 

 

Awareness Research Purchase Feedback 

ONLINE 

OFFLINE 

Online  

research 

Specialized mag. & printed 

ads 

Explore social sources 

about brand/product  

Seek additional product 

interaction  

(videos, 3D, virtual experiences) 

Catalogue 

Read blogs & reviews 

Visit a store 

Digital interaction 

in-store 

Compare similar products 

with competitors’ sites 

In-store purchase 

Online 

purchase 

Word of mouth 

Comments on 

social media 

Luxury furniture brands have complex and long customer 

journeys that need to consider many different touchpoints 

(human, digital and physical dimensions)  

 

E-commerce and digital tools are not exploited by design 

furniture companies mainly because of the nature of 

products (e.g. Boffi and kitchens or Poltrona Frau and 

sofas) 

Physical touchpoint is essential in the design furniture 

customer journey. Brands need to provide a superior 

experience in-store and pursue an omnichannel approach 

connecting the digital, human and physical touchpoints. 

 

Design customer journey needs to be coherent and aligned 

with all existing touchpoints: same tone of voice and 

messages through all the available channels. 
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Awareness Research Purchase Feedback 

Physical 

Digital 

Human 

Salespeople collecting feedback 

in order to make sure clients are 

satisfied 

 Contact clients 

 once a year: new 

products, special offers, 

maintenance service, etc. 

Invite them to visit the store 

Attractive and interactive 

website 

Building strong  

social media  

community 

Collaboration with design 

blogs 

Collaboration with design 

magazines 

Outstanding / attractive 

window stores 

Interactive printed 

catalogues: QR codes 

linked to more details about 

the product (e.g. creation/ 

manufacturing process) or 

augmented reality software 

Virtual product experience: 

room planning tools, 

customization configurators, 

etc. 
Apps with 

catalogues,  

product brochures, 

designers info. 

Problem solving approach 

of salesforce as clients are 

already well informed. 

Social Media can be used as 

a channel to exchange 

opinions with customers 

After sales e-mail contact 

Option to place 

orders online  

Online store  

Option to purchase online 

from the store 

Define a buying 

ceremony in store  

Collect clients information 

to build a data base for CRM 

purposes 

Take-Aways  
Building the ideal customer journey  

Take 
Aways 

e
-s

h
o

p
 

Mail newsletters with the latest 

products and collaborations 



Take-Aways 
Evolution of Digital Communication 
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Facts 

Design furniture companies still offer a 

basic in-store customer experience. 

Companies can take advantage  of 

appealing digital tools that provide 

attractive and seamless in store 

customer experiences. 

Take 
Aways 

Recommendations 

- QR codes that are linked to videos or editorials of a 

specific product 

- Developing apps with exclusive information about 

the brand, products and designers 

- Offering virtual product experiences, both in store 

and website, where customers can design their own 

products and rooms 

Design brands have frail social 

media strategies and not enough 

editorial content to engage 

followers. Millennials follow design 

blogs and interior designers since 

they are sources of inspiration. 

Websites need to be appealing enough to attract the 

customers into stores. They need to make an impactful 

first impression. 

- User friendly, appealing visuals, consistent content 

- Detailed information about product features, 

designers and manufacturing process 

- Highlight all available services: customization, store 

location, customer service, etc. 

Websites are among the initial touchpoints of the 

customer journey. Customers visit websites to gather 

information about the products and the brand. 

However, buying online is not yet a priority for luxury 

design customers as they want to feel and touch the 

products in store. 

Brands should shift from a product focus 

perspective to a lifestyle focus posting content 

with inspiring and attractive visuals that will 

emotionally connect with followers. 

Collaborations with interior designers and 

blogs would help increase the relevance and 

visibility of design brands.  



Annex - Best practices 
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Best Practices 
Definition of parameters and selected companies 

     Altagamma group 

Parameter Definition of Parameter Best Practice 

Website 

User friendly1 Features that make websites easier to navigate (e.g. menu driven 

programs, graphic interfaces, or online help systems) 
Kartell, Kettal, Tom Dixon, Alessi 

E-shop1 Ability for customers to shop through online stores Alessi, Kartell, Tom Dixon 

Brand Heritage2 
Brands that have built a legend/track record around a name, place, 

iconic product and logo 

Alessi, Boffi, Poltrona Frau, Rolex, 

Ferrari 

Brand Storytelling3 
Brands having a narrative built around a strong unifying idea, plot, 

intriguing characters and a strong implementation strategy 
Alessi, Tom Dixon, Vitra 

Relevant product 

descriptions 

Detailed  product descriptions (materials, dimensions, maintenance 

instructions, etc.), information about the designer and information 

about the manufacturing process 

Alessi, Magis, Arper, Kettal, Kartell 

Digital Content Aesthetics, presence of videos, images, music, and interactive content Magis, Arper, Kettal 

Social Media & Editorial Content 

Social Media Strong social media coverage with appealing content 
Kartell, Vitra, Jaeger-LeCoultre, Mini, 

Land Rover, Ikea, Knoll 

Editorial Content 
Presence of a dedicated section with articles and inspirational ideas 

provided by the company 
Vitra, Arper, Tom Dixon, Artemide 

Virtual Product Experience 

3D Configurator1 
Offering computer graphics generating three dimensional product 

illustrations and room layout blueprints in the display screen 

Roche Bobois , Kettal, Ikea, B&B 

Italia, Design Within Reach, Ferrari 

Apps 
Option to download brand apps in order to enhance experience or 

more detailed info regarding products 
Artemide, Alessi, Herman Miller 

Catalogues 
Presence of digital catalogue (interactive - link to product pages, save 

products, highlight contents – or not) 

Artemide, Poltrona Frau, Ikea, 

Roche Bobois 

Sources: 1) definitions provided by Webopedia (dictionary of  tech terms)  

2) 3): definitions provided by Prof. Stefania Saviolo, SDA Bocconi 

Best 
Practices 
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http://www.webopedia.com/
http://www.webopedia.com/
http://www.webopedia.com/
http://www.webopedia.com/
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Furniture industry – best practices 
Website: User friendly 

We based the 

evaluation of 

websites’ user-

friendliness on the 

presence of: 

•Easily modifiable, 

detailed product 

research 

•Clear and self 

explanatory 

navigation path 

•Visible, relevant 

easily understood 

graphics 

Clear navigation path 

Modifiable detailed product research 
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Furniture industry – best practices 
Website: User friendly 

Modifiable detailed product research 

Visible, 

easily 

understood 

graphics 
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Furniture industry – best practices 
Website: e-shop 

We based our e-shop evaluation on the 

following criteria: 

 

•User friendliness 

•Detailed product description 

•Sales assistance 

•Ease in finding shipping & return policies 

•Ease in finding and comparing prices 

 

Easy to find and compare prices, 

detailed product description 

Sales assistance, easy 

to find shipping & 

return policies 
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Furniture industry – best practices 
Website: e-shop 

Detailed product 

description, sales 

assistance, shipping 

policies 

User-friendly 
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Furniture industry – best practices 
Website: Brand Heritage 

• Clear mission statement 

 

• “Immensity of Creative 

Potential” is the engine that 

is creating the brand legend 

 

• Icon products 

 

 

Brand heritage is about track 

record, longevity, core values 
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Furniture industry – best practices 
Website: Brand Heritage  

Detailed brand history, 

beautiful illustration, easy 

to navigate 
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Furniture industry – best practices 
Website: Brand Heritage  

Detailed brand history, 

beautiful illustration, easy 

to navigate 
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Stories narrated through 

beautiful illustrations, easy 

to navigate 

Furniture industry – best practices 
Website: Storytelling 

Campaign with a series 

of short films, showing 

people actually living 

with their furniture 

Storytelling was evaluated 

based on the presence of 

dedicated areas on websites 

communicating the brand’s 

essence and emotionally 

engaging users 

Emotional engagement 



45 

Furniture industry – best practices 
Website: Product description 

The evaluation was based on the quality and 

completeness of descriptions provided (content, 

illustrations, technical specifications, materials, 

maintenance, design and manufacturing process 

Illustration of several  different options, dimensions and use information 
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Furniture industry – best practices 
Website: Product description 

Videos on the 

manufacturing 

process 

Information 

regarding the 

designer 

Design sketches 

Clear, concise and complete product descriptions  
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Furniture industry – best practices 
Website: Product description Technical specifications, design 

related information, beautiful 

illustration 

Clear, concise and complete product 

descriptions  

Downloads, 

Materials & 

finishes and 

Awards 

sections  

Technical 

specifications, 

download technical 

files section  
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Furniture industry – best practices 
Website: Digital content / Aesthetics 

A Brand’s website is a window display. The Website is a significant mean that allows a Brand to 

communicate it’s core essence all over the world. The evaluation was based on aesthetics 

(illustrations, photography, videos, website design) 

Pictures: 

Excellent visuals. 

Emotional connection with 

products 

Beautiful website design consistent 

with brand’s stylistic identity  

Videos: 

Well made, creative and inspiring 

videos 
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Furniture industry – best practices 
Website: Digital content / Aesthetics 

Well made, creative and 

inspiring videos 

Beautiful 

graphics 

Digitalized design 

sketches 
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Furniture industry – best practices 
Website: Digital content / Aesthetics 

“Architectural layout” design 

(grid) 

Well made, creative and 

inspiring videos 

Beautiful website design 

consistent with brand’s 

stylistic identity  



Furniture industry – best practices  
Editorial Content 
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Some brands have a dedicated section in websites for editorial content in the form of 

magazines or blogs can enhance storytelling and engage customers by providing 

them relevant information about the company, designers or the creation of products. 

Vitra Magazine includes 

articles classified in different 

categories such as interviews 

of designers or retailers, 

architecture, design, culture 

and exhibitions, or about Vitra 

History. 

 

Including this digital tool 

allows Vitra to better spread 

its values and roots, and offer 

a deeper knowledge to 

customers about the creation 

and manufacturing process of 

products (e.g. anecdotes or 

designer’s explanations)  



Furniture industry – best practices 
Editorial Content 
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Arper’s dedicated section is 

called Stories organized in four 

categories:  

• News: including articles about 

the company, new products/ 

designers, or openings of new 

showrooms 

• Events: posts about fairs or in-

store events 

• Case studies: examples of 

spaces that contain Arper’s 

products (e.g. open offices) 

• Ideas: from interviews to posts 

of collaborations  

Arper’s section is packed with 

nice pictures and inspiring 

content to enhance their 

products and offer lots of room 

inspiration. 



Furniture industry – best practices 
Editorial Content 
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Tom Dixon’s Inspiration section contains a wide 

variety of articles with decoration tips, spaces like 

restaurants or hotels where their products are 

displayed, or recipes that includes accessories 

designed by the brand.  

 

Their articles invite customers to explore the brand 

and take inspirations to design their own spaces.  

Artemide has a basic blog section where the 

brand posts awards, exhibitions or they 

introduce the opening of new showrooms.  

 

This kind of content is more focused on giving 

information than inspiring customers with 

Artemide’s lamps.  
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Furniture industry – best practices 
Social Media 

For design brands social media is as important as traditional media as they engage users at a 

more emotional level. Social networks are used by consumers to search information, comment 

products and share their level of satisfaction. Moreover, users better trust brands that have a 

well established presence and credibility on social media. 

The brand has created a 

strong community also 

thanks to initiatives such 

as   # Credit2You where 

users were invited to share 

their own Kartell pieces. 

Source: http://www.ilsole24ore.com/art/impresa-e-territori/2015-04-18/quanto-e-social-made-italy-ecco-brand-design-piu-attivi-facebook-e-twitter-

204616.shtml?uuid=ABCRguRD 

 

“Among the Italian furniture 

design brands Kartell is one 

of the best performer in the 

social media channels”  

April 2015, Il Sole 24 Ore  
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Furniture industry – best practices 
Social Media 

•Vitra has the ability to convey original messages in a  

consistent manner throughout all its social platforms:  

•Pinterest and Instagram: showing products in 

living  environments leveraging on high quality visual 

contents and extraordinary settings 

•Facebook is more about educating users, telling 

inspirational stories and promoting cultural events 
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Ikea has, for every social media channel, a different account 

for each country. The brand posts almost every day pictures 

of its products in live contexts using a familiar tone of 

message.  

 

Ikea also uses social networks to answer all the doubts and 

questions of their customers, thus leading to an active and 

dynamic dialogue. 

Furniture industry – best practices 
Social Media 

The brand also represents 

through their posts daily life 

scenes and funny situations 

who allows followers to identify 

themselves. 
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Knoll posts on an every day basis pictures of its products 

from  homes, hotels, restaurants etc. 

 

The brand also launched the hashtag #myknoll to encourage 

customers to share pictures of their purchases and inspire 

others on how to display them. The result of this initiative is a 

brilliant gallery of cult pieces set in very different 

environments around the world. 

Furniture industry – best practices 
Social Media 



Furniture industry – best practices 
Virtual product experience: 3D configurators 
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3D configurators, room planning or augmented reality software allow customers 

visualize better and interact with products. For furniture industries these engaging 

tools are only available online or through apps. 

Roche Bobois’ 3D Studio gives customers the opportunity to display furniture and see how it 

looks in a 3D render. You can start from scratch or select pre-designed rooms and modified them 

as you like. These configurators help to visualize brand’s products and dream about your ideal 

room.     



Furniture industry – best practices 
Virtual product experience: 3D configurators 
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Kettal has different digital tools 

with the aim of helping 

customers and designers to 

better visualize their ideas: 

• Room planner: easy-to-use 

planner that helps to create 

ideal set-ups. The software 

allows to save, email and print 

designs 

• 2D/3D: to see products from a 

2D / 3D perspective (only 

available for registered users) 

• Mood Board creation: to 

develop and illustrate 

concepts; to create a panel 

with all the ideas that are 

inspiring 



Furniture industry – best practices 
Virtual product experience: 3D configurators 
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IKEA’s Place in your Room augmented reality tool  

B&B Italia offers the possibility to visit 

their showroom from their website 

through a virtual showroom.  

https://www.youtube.com/watch?v=vDNzTasuYEw
https://www.youtube.com/watch?v=vDNzTasuYEw


Furniture industry – best practices 
Virtual product experience: 3D configurators 
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Design Within Reach offers a 

3D room planner allowing 

customers to design their 

spaces starting from scratch 

or using a furnished room.  

Users can also upload their 

floor plan in order to make it 

more realistic. 

The software includes a video 

tutorial helping users to design 

their ideal room. 

Clients can also save their 

interior designs and take 3D 

pictures. 



Furniture industry– best practices 
Virtual Product Experience: Apps 
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Apps are more frequently used by furniture brands to offer new services to 

customers: newest catalogues, virtual product experiences (augmented reality 

or 3D visualization), or extra product content (e.g. videos, brochures, etc.) 

Artemide app allows users to experiment 

with products: from 3D visualization to 

virtually placing lamps in spaces helping 

customers to take better decisions before 

buying. 



Furniture industry– best practices 
Virtual Product Experience: Apps 
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Alessi launched and App, Alessi Encyclopedia, to provide new tools and offer 

the possibility to interact with products: pictures, videos, thoughts of designers, 

full catalogue. The app also allows users to find the nearest store or where  



Furniture industry– best practices 
Virtual Product Experience: Apps 

64 

Herman Miller Installation Guide has been designed to 

help dealers and install partners to facilitate the 

installation of products by providing instructions, videos 

and other services.  

The app also provides a contact product service in case 

further help or additional questions are required.   
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Catalogues 

With this new digital era, printed catalogues have lost power in front of digital versions. 

Today most of customers are first checking websites and then going to the store. 

Thus, digital catalogues are an important touchpoint that can be improved by adding 

interactive tools that will help to enhance customers experience with products.   

Artemide has 4 different catalogues: design, 

architectural, outdoor and led. All catalogues are 

packed with technical information,  designers’ brief 

description, and other information (e.g. innovations 

or sustainable practices) 

Some versions (Pocket 2015) contain interactive 

content to see products through augmented reality 

software.  

Poltrona Frau instead of having one 

catalogue has individual product 

brochures. Each brochures includes 

detailed information about technical 

information and product variations.  
24 



Furniture industry – best practices 
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IKEA catalogue has three different versions that can 

be adapted to all kind of devices: 

• Interactive printed catalogue: with your 

smartphone you can have access to extra content 

by scanning available codes 

• Online catalogue: the digital version 

contains interactive and extended 

content such as how-to-guides, videos 

and ideas 

• Ikea Catalogue app: contains the 

catalogue and a Place in your Room 

software that allows you to see how 

furniture looks in your room   
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Roche Bobois’ digital catalogue is available in their 

website and app. 

The app allows access to all catalogues and brochures 

containing latest collections. It also includes videos  of 

products and interviews with designers. 

Roche Bobois’ catalogue pictures capture the 

collections’ essence by showing nice settings and 

complete product descriptions. Detailed technical data 

is also available for each product. 
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