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success,” says Christiane Nicolaus. “Today more than 
6,000 design-related companies are based in our state. 
They represent a workforce of 25,000 people and generate 
approx. €3bn of revenue.” The design sector’s success de-
pends on the success of its prosperous clients – and there 
are plenty of those in Baden-Württemberg: “Countless in-
dustrial companies have their headquarters in the region, 
many of them hidden champions in the global arena.” 
The Stuttgart administrative district ranks among the top 
five economic regions in the European Union. “As a re-
sult,” says Christiane Nicolaus, “a lot of the designers here 
have a strong affinity with industry.” To put it another way: 
in Stuttgart, designers are more likely to turn their atten-
tion to drills and car bonnets than to furniture. 

There are exceptions, of course. When you think of 
Markus Jehs and Jürgen Laub, for instance, it’s producers 
like Cassina, Fritz Hansen or Knoll International that 

spring to mind rather than the region’s industrial enter-
prises. The city also has some very committed furniture 
vendors, including Richard Lampert, Stadtnomaden or 
Magazin. The latter originated in 1971, when a few revo-
lutionary-minded design students based in the rear build-
ing of a courtyard block began repurposing products from 
the world of work for private interiors. All in all, however, 
it seems fair to say that the Swabian city is indeed the ide-
al ecotope for technology-savvy designers. While famous 
engineer-architects like Frei Otto, Jörg Schlaich or Werner 
Sobek are the first names that pop into your head, there 
are plenty of industrial designers who fit the description 
too, like Andreas Haug and Tom Schönherr of Phoenix 
Design – or Stefan Lippert and Wolf Leonhardt of ipdd.

In the 25 years since the two of them founded ipdd, the 
firm has won more than 60 design awards. The company 
owes its success not just to its designs for sports and medi-
cal equipment, capital goods and games, but also to spin-
off firms that produce and market the products it has de-
veloped – like the Elmoto e-bike or the Gibbon Slacklines. 
“We’ve been active in China, Russia, Sweden and Turkey,” 
says Wolf Leonhardt, “but in the meantime we’ve started 
focusing on the Stuttgart region more again.” That’s be-
cause direct communication with clients is becoming in-
creasingly important: rather than sticking rigidly to the 
briefing, today’s designers are more likely to develop prod-
uct concepts in collaboration with their customers. “It 
helps when you all speak the same language and have a 
similar mentality. And because we’ve got Swabian blood 
running through our veins, we often find we work more 
effectively with people from Stuttgart than with clients 
from somewhere like Hamburg.”  

Holy cow

So what exactly does it mean to be Swabian? In the past, 
this question would no doubt have been answered by cit-
ing a long list of poets and thinkers from the region: Schil-
ler, Hegel, Schelling, Hölderlin, Mörike or Uhland, to 
name but a few. Conventional wisdom has it that, apart 
from the Saxons, no other Germanic tribe has produced 
as many geniuses as the Swabians. On the other hand, the 
people of Württemberg are generally considered excep-
tionally thrifty, industrious and conscientious. Werner So-
bek agrees: “Swabians are extremely cautious,” he says. 
“It’s probably true to say that the widespread poverty that 
once prevailed in the region had a decisive impact on its 
people’s mentality. If you’re poor, you avoid taking risks 
and value reliable work. That probably goes some way to-
wards explaining why we’ve developed a special apprecia-
tion of meticulous engineering.” If you look at it like that, 
it’s no surprise that this is where the car was invented – by 
Swabian genius Gottlieb Daimler and Carl Benz, his op-
posite number from nearby Baden. The achievements of 
these two men and their successors can be admired at the 
Mercedes-Benz Museum. 

the Wölfert’s motorised airship of 1888. Even if you’re only 
a tiny bit interested in the history of technology and de-
sign, this museum is guaranteed to have you gaping in 
amazement from start to finish. And not just due to the 
exhibits themselves; the quality of the architectural setting 
and the exhibition design is no less stunning. The latter is 
the work of Stuttgart architectural practice HG Merz, the 
building itself was designed by Caroline Bos and Ben van 
Berkel’s UNStudio. It’s breathtaking: the exterior is 

  Design studio ipdd: managing director Wolf Leonhardt 
balances on a Gibbon Slackline.

Opened in 2006, the building stands before the gates 
of the Mercedes works in Untertürkheim. On its nine lev-
els, the pride and joy of Swabia presents 160 vehicles along 
with countless components, models and details. The tour 
begins with the Daimler Motorised Carriage from 1886 
and ends with contemporary design studies. In between 
you encounter famous saloons like the big 770 and the 
Adenauer Mercedes of the 1960s, but also convertibles, 
racing cars, buses, commercial vehicles and exotica like 

  In the spectacular building by UNStudio, two circuits lead through the extensive collection. 
The highlights include famous automobiles like the 300 SL Roadster from 1960.
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  (left) Killesberg Tower: the 40-metre-
high lookout tower was built to the design 
of Stuttgart engineering firm Schlaich, 
Bergermann und Partner in 2001.

  (right) The Weissenhof Museum: 
designed by Le Corbusier and Pierre Jean-
neret and built in 1927, the duplex building 
was designated a UNESCO World Heritage 
Site in July 2016.  

wrapped in aluminium and glass, while at its core the 
building contains a nine-storey hall with the presentation 
aisles and spaces wrapped around it in a double helix. 
Visitors take the lift to the top floor and wander back 
down to the starting point in sweeping curves. “All as-
pects of this architecture are in flow,” says Mercedes, 
“with no closed rooms or straight walls. Ceilings span 33 
metres without any supports whatsoever and each of the 
1,800 triangular window panes is unique.”

The same fruitful combination of engineering and 
design that manifests itself in the museum building is also 
the driving force behind an initiative founded by a group 
of Stuttgart design engineers and designers in 2004: the 
Verein zur Förderung von Architektur, Engineering und 
Design Stuttgart e.V., or aed for short. “Our goal is to pro-
mote the region’s design expertise and raise public aware-
ness of it,” says Silvia Olp, the society’s 
vice chairwoman. “That’s the guiding 
principle behind the approx. 20 events 
we hold every year. On top of that, 
there are various other activities like 
our Neuland competition for young-
sters – all of it initiated and organised 
by volunteers committed to the cause.” 
The diary for October includes a cura-
tor-guided tour of the prints, drawings 
and photographs collection at the 
Staatsgalerie (13.10), an architectural 
tour of the new Kärcher complex in 
Winnenden (19.10.) and a lecture on 
Digital Technologies in the Design 
Process at the Design Center (17.11).
Werner Sobek, chairman of aed, says 
of its origins: “After the New Econo-
my bubble burst, when everyone 
thought the end was nigh, we in Stutt-
gart said: let’s focus on our strengths. 
And that’s engineering in combina-
tion with design. We have to bring the 
two things together and show people 
what they’re all about. And that’s ex-
actly what aed does: it’s an unparal-
leled success story.”

Greatest hits  

The same goes for the Weissenhof Estate on Killesberg 
Hill. Built by the Deutscher Werkbund under the creative 
direction of Ludwig Mies van der Rohe in 1927, the en-
semble had a decisive impact on architecture’s develop-
ment in the 20th century. But as a manifesto of the Neues 
Bauen (New Building) movement, the estate also met with 
displeasure from some quarters. Threatened with demoli-
tion during the Nazi years and partially destroyed in the 
second world war, it was only saved from decay by a rede-
velopment project in the 1980s. Today its white houses are 
attracting the world’s attention again: in July, two of the 
buildings on the Werkbund estate were designated World 
Heritage Sites. One of them, the duplex by Le Corbusier 
and Pierre Jeanneret, houses the Weissenhof Museum. 
The small, sparsely furnished rooms are well worth a visit 
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Mini-Guide
Stuttgart hotspots for design enthusiasts 

Great lunch menu & deli
Epicerie Fine
Olgastrasse 136
epiceriefine.de

Great food – in the same complex 
as Magazin and Manufactum
Brot & Butter
Lautenschlagerstrasse 16

Fantastic pizza, 
the world’s best croissants 
La Bruschetta
Weberstrasse 108

Insiders’ tip for the evening
Weinstube Vetter (restaurant)
Bopserstrasse 18

Highlight in the red-light district
Weinstube Fröhlich (wine tavern)
Leonhardstrasse 5
weinstube-froehlich.de

Beautiful things
Eckhaus Design
Hölderlinstrasse 40
eckhaus-design.de

Designer fashions
Horst Wanschura
Kronprinzenstrasse 28
horstwanschura.de

Mercedes-Benz isn’t the 
only top-class car museum
Porsche Museum
Porscheplatz 1
Stuttgart-Zuffenhausen
porsche.com/museum/de

Cool for an outing
Die Milchbar
Thomastrasse 111
Stuttgart Killesberg
die-milchbar.de

  (left) Purism: there is an austere, monastic 
feel to Le Corbusier’s interiors in the Weissenhof 
Museum. 

  (right) Smart: the impressive B10 Aktivhaus in 
the midst of the Weissenhof Estate is based on 
an ingenious energy concept.

– because you come away inspired. The un-
pretentious, almost austere ambience is the 
essence of classical modernism. The de-
signers of these monastic cells evidently be-
lieved the future should belong not to the 
insensate, consumption-obsessed material-
ists of our era but to the prudent ascetics of 
primeval times. 

Just around the corner, there is a con-
temporary vision of how we might live to-
morrow. Opposite Mies van der Rohe’s 
apartment house stands the B10 Aktivhaus, 
built by Werner Sobek as part of an initia-
tive by the non-profit Stuttgart Institute of 
Sustainability. Thanks to an ingenious en-
ergy concept and a self-learning building 
control system, the house generates twice as 
much energy as it actually needs for its own 
requirements – purely from sustainable 

sources (photovoltaic panels in combination with a heat 
pump that extracts warmth from ice). 

The excess energy the house generates is enough to 
power two electric cars and the Weissenhof Museum. The 
initiators hope the project will demonstrate how energy 
production and energy consumption can be optimally co-
ordinated at local level. “We haven’t got an energy prob-
lem, we’ve got a problem with fossil fuels and certain re-
sources,” explains Werner Sobek. “In that respect, B10 rep-
resents a new approach to finding a solution: interaction 
between the car and the house. It’s one approach. Perhaps 
there are others. But this one definitely works.”

Stuttgart works too. The city is full of life, it’s design 
scene diverse, interesting and unpretentious. You feel wel-
come, it’s easy to strike up a conversation and there’s plen-
ty of information to be had. And the station? For a while, 
the ambitious project split the people of Stuttgart into two 
camps. But in the meantime, Stuttgart 21 is coming along 
nicely. And there’s no question that the city will master 
whatever the future brings – with a little help from the 
Swabian virtues of its citizens. l
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8
Warming switches 
from Mini to Borgward

Danish designer Anders Warming (43) 
will be the first design director at Borg-
ward, the automotive brand that has been 
revived with the help of Chinese investors. 
Warming was wooed away from the BMW 
Group, where he was head designer for 
the Mini. 
The Mini Cooper Hatch, the Mini Cab-
rio and Mini Clubman were just some of 
the products created under his leadership.
re. Warming worked at Volkswagen De-
sign from 2003 to 2005. He studied at the 
Art Center College of Design in Pasadena 
from 1992 to 1996. At Borgward, which re-
cently moved its headquarters to automo-
tive hub Stuttgart, Warming is following 
in the footsteps of former Saab designer 
Einar Hareide. His design for the Borg-
ward BX7 SUV is the first model of the 
new era slated for sale in Europe from 
2017 onwards.

9
Schmidt-Wulffen dean in Bozen
The faculty of design and arts at the Freie 
Universität Bozen has a new dean. The 
teaching staff elected Stephan A. 
Schmidt-Wulffen, the erstwhile chancel-
lor of the Academy of Fine Arts in Vien-
na, as the successor to cultural academic 
Gerhard Glüher, who had held the posi-
tion for the maximum six years allowed by 
the university statutes. Schmidt-Wulffen 
was born in Witten in 1951, studied lin-
guistics and philosophy and completed 
his doctorate in 1987.He was director of 
the Kunstverein Hamburg and visiting 
professor at Columbia University in New 
York. From 2002 to 2011 he presided over 
the Academy of Fine Arts in Vienna and 
subsequently over the New Design Uni-
versity. This summer he was called to 
South Tyrol.

10
Porsche Design minus Krutzke
After slightly more than a year, the Por-
sche Design Group in Ludwigsburg and 
CEO Christian Krutzke have gone their 
separate ways. His successor is to be Jan 
Becker, who has headed the operational 
side of the business to date. Porsche is not 
revealing the reasons for the split but does 
mention “the company’s successful repo-
sitioning and restructuring”. Krutzke is 
considered a well-connected expert on 
luxury brands, but was also a not uncon-
troversial figure during his time with his 
last employer, Meissener Porzellan. Unaf-
fected by the management reshuffle in the 
licensing and retail business, Roland 
Heiler will stay on as CEO of the Porsche 
Design Studio at Zell am See in Austria 
and as chief design officer of the Porsche 
Design Group.

11
Management reform at Stilwerk

A new, second management level at the 
Hamburg headquarters is to deal with 
overarching issues that affect all the 
Stilwerk design outlets. Cora Leyers will 
take over central coordination of the real 
estate and administrative centre manage-
ment and Gordon Zacharias will be in 
charge of coordinating marketing, online 
and PR activities, which are to incorporate 
local parameters and requirements. As 
creative director, Stefan Heyer will devel-
op corporate identity and Christian Rich­
ter will be in charge of all digital areas 
such as the website, online shop and retail 
management (pictured from left to right: 
Leyers, Heyer, Zacharias, Richter).

Markus Schwitzke 
joins the team
Düsseldorf’s Schwitzke & Partner retail 
empire is boosting its team with a family 
member. Markus Schwitzke (40) was pre-
viously managing partner of the Schwitz-
ke Graphics GmbH branding agency and 
became a member of the management 
board on 1 July. Alongside Richard 
Wörösch and Klaus Schwitzke, he is re-
sponsible for strategic and operational 
management in the affiliated company. A 
decade ago, the communications manag-
er started his career in the advertising de-
partment of the company belonging to his 
uncles Karl and Klaus Schwitzke. He lat-
er ran a branch in Dubai for five years, 
where he supervised projects in the Mid-
dle East. He returned to Düsseldorf in 
2010 and founded Schwitzke Graphics. 
With a workforce of 180, the group is one 
of the biggest design service providers for 
retailers and looks after respected brands 

like Tommy Hilfiger, Bose 
and Nivea worldwide.

Changes at 
Nya Nordiska
With effect from 1 July, the 
German supplier of home 
textiles with a Nordic flair 
has reshuffled its manage-
ment team. Remo Röntgen 
is now sole managing direc-
tor of the company – and 
the only one of founder 
Heinz Röntgen and his 

wife Diete Hansl’s four offspring to remain 
at this level of management. Sybilla Hansl 
isn’t just stepping down as managing direc-
tor, but will also quit her post as head of de-
sign at the end of the year. In future, her 
brother Marcus Hansl will be responsible 
for the commercial management of the 
company as sole authorised signatory. 
Bernhard Hansl had already ceased man-
aging the family-run company back in 
2012 so as to devote time to his own pro-
jects, such as the Edition Noto bags and ac-
cessories label. Röntgen aims to present the 
future head of product development by 
December.

 1 

Hans Theo Baumann (1924–2016)
Although he was 
Swiss, Hans Theo 
Baumann was one 
of those designers 
who played a major 
role in shaping 
product design in 
Germany in the 

postwar period. His Berlin tableware was 
a common feature of millions of German 
homes, his stackable crockery was a pio-
neering development for hotels and res-
taurants and even Lufthansa used stacka-
ble crockery based on his design in the 
1970s. Whether it was glass, china, furni-
ture or fabrics, Baumann excelled in 
working with all materials and in all prod-
uct areas. And he stood up for the design-
er profession too. Together with Günter 
Kupetz, Peter Raacke, Arno Votteler and 
Hans Erich Slany he founded the Ver-
band Deutscher Industrie-Designer 
(VDID - The Association of German In-
dustrial Designers) in 1959. Hans Theo 
Bauman passed away in Schopfheim in 
the south of Germany on 6 August.

2
Roth becomes ifa president
The Stuttgart-based Institut für Auslands-
beziehungen (ifa) has appointed cultural 
scientist and museum manager Martin 
Roth as its president. Roth, director of the 
Victoria and Albert Museum in London, 
will take up his (honorary) post in mid-
2017. He was born in Stuttgart in 1955 
and, after studying empirical cultural sci-
ences and obtaining a doctorate, served as 
director of the German Hygiene Museum 
Dresden and general director of Dresden’s 
State Art Collection before heading for 
London in 2011. He succeeds Ursula 
Seiler-Albring, who is giving up the posi-
tion for personal reasons, as president of 
the renowned ifa (Institute of Foreign Cul-
ture and Educational Policy).

3

Margarete Jahny (1923–2016)
Günter Höhne, an authority on GDR de-
sign, described Margarete Jahny as “a pot-
ter, heart and soul, who was never happi-
er than when she was at the traditional pot-
ter’s wheel.” But that didn’t stop the 
institutions of socialist design from oblig-
ing Margarete Jahny to get involved with 

industrial production processes. And with 
enormous success too, if the praise and 
widespread popularity of her work are an-
ything to go by. Jahny’s designs such as the 
Type 750 thermal flask or the Rationell 
crockery she created for Mitropa in collab-
oration with Erich Müller were common 
sights in east-German life. But because of 
the system she lived in, her work remained 
anonymous and was long threatened by 
the political reproach of formalism be-
cause of its links with Bauhaus modern-
ism. Jahny was born in Mittenwalde in 
1923 and studied at the University of the 
Arts in Dresden from 1948 to 1953, where 
her teachers included Bauhaus lecturers 
Marianne Brandt and Mart Stam. After-
wards she worked at the Institute of Ap-
plied Art in Berlin, the Central Institute of 
Design in Berlin and the Office for Indus-
trial Design. As a lecturer at the Kun-
sthochschule Weissensee, she passed her 
knowledge on to younger generations. 
Margarete Jahny died in Ralbitz, Saxony, 
on 31 July. She was 93.

5
Peter Maly turns 80 
Peter Maly, one of the longstanding con-
stants of German furniture design, turned 
80 on 19 August. Maly is a trained cabinet 
maker and qualified interior designer and 
started his career at what was probably the 
most influential medium of aesthetic ed-
ucation in postwar Germany. From 1960 
to 1970 he was editor of German interiors 
magazine Schöner Wohnen in Hamburg. 
He then founded his own studio and has 
been working for prestigious manufactur-
ers like Behr International, Cor, Ligne Ro-
set and JAB Anstoetz ever since. Thanks to 
their crisp, geometric forms, many of his 
designs such as the Zyklus chair for Cor 
have become icons. The tireless designer 
is currently planning an exhibition that is 
to take place at Hamburg’s designxport de-
sign centre at the end of the year.

6
Widdershoven leaves 
Eindhoven
Eindhoven’s Design Academy will have to 
start looking for a new chairman and cre-
ative director. Thomas Widdershoven, 
who has held the position since 2013, sud-
denly announced his decision to stand 
down from 15 October. After taking over 
as head of the respected educational cen-
tre in turbulent times, the graphic design-

er from Amsterdam now wants to focus on 
work in his Thonik studio again. After the 
resignation of Li Edelkoort as director in 
2009, no other successor stayed long after-
wards. Under the stewardship of Widder-
shoven, the academy worked on its profile 
and introduced new courses such as food 
design or design writing.

7
Tõnis Käo (1940–2016)

Just a few months ago, the Red Dot De-
sign Museum in Essen paid tribute to 
Käo’s life’s work in an exhibition. He took 
pleasure in the honour with a contented 
smile, wearing his horn-rimmed glasses 
and dressed superbly in a suit with bowtie 
– he was both a designer and a gentleman. 
The design world is now mourning the 
death of Tõnis Käo and the loss of one of 
the protagonists of German postwar indus-
trial design. Born in Estonia, he studied at 
the Folkwangschule school in Essen and 
arrived at the Siemens design department 
in 1969, where he worked on such popu-
lar and trendsetting designs as the Bunde-
spost’s first press-button phone. He spear-
headed design at Siemens from 1983 to 
1991 and taught at the Bergische Univer-
sität Wuppertal as professor of industrial 
design until 2005. Tõnis Käo died on 3 
July at the age of 76.

4
Bernstein takes over 
the reins at Lübke
Another change at furniture manufactur-
er Interlübke: Swedish-born Patrik Bern­
stein took over the reins in Rheda-Wieden-
brück on 23 August. The 59-year-old is the 
successor to Johannes Schulte, who had 
only been in the position since early June 
and is now leaving the company “for per-
sonal reasons”, according to Interlübke. In 
the past Bernstein held executive positions 
at Hasbro, Unilever, Thule and Noblesse. 
His remit at Interlübke is to step up inter-
national business.

By Martin Krautter  l

People People Bulletin
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 For a long time it looked as if the advance of digi-
talisation would turn everything we know about 
economics upside down. And yet a few laws of the 

Old Economy continue to enjoy grandfather rights. This 
one, for example: mass customisation doesn’t work. When 
Levi Strauss & Co. included bespoke jeans in its product 
range at the start of the millennium, they were a flop. The 
tradition-steeped company seemed to have forgotten its 
brand essence: the promise that a pair of jeans straight 
from the factory isn’t actually meant to fit. The legendary 
campaigns of the mid-1980s advertising the “shrink-to-fit” 
properties of the 501 model are unforgotten: the jeans only 
take on the unique shape of their wearer after being worn 
in a hot bath. Back then, everything was a perfect fit: the 
unfinished, standardised, mass-produced product, the Le-
vi’s 501, acquired mythical status and reached huge num-
bers of people all over the world. Rather than being aimed 
at a precisely delineated group of people, the advertising 
– whether on television or at the cinema – told tales of 
youthful rebellion in blue jeans, atmospherically under-
pinned by a cleverly masterminded 1960s soul revival. The 
fact that the denim trousers were actually more of a prod-
uct for taming the headstrong – just think of Marilyn Mon-
roe in her last film, The Misfits, – is beside the point. What 
matters is that the ads wove emotional stories that worked 
for a large group of consumers all over the world, just like 
the Marlboro cowboy or the Coca-Cola Santa Claus. 

Back then, a witticism attributed to Henry Ford was 
viewed as an unwritten law: 50% of all money spent on 
advertising is superfluous, the only trouble is knowing 
which half can be dispensed with. But digitalisation 
brought us the algorithm, it brought us Google and even-
tually Facebook, and suddenly there was a way to narrow 
target audiences down so precisely – by age, gender, loca-
tion, preferences and needs – that it looked as if the prom-
ise of achieving a 100% hit rate with 50% of the input 
could in fact become reality.

To the ears of Procter & Gamble, a highly diversified 
giant of the consumer goods industry and also the com-
pany with the biggest advertising spend in the world, this 
promise sounded so, well, promising that, for a while, it 

 Taking aim in vain
Is this the paradigm shift of the digital age? Consumer goods 

manufacturer Procter & Gamble is reviewing its Facebook 
advertising strategy: the desired effects on carefully defined 

target audiences have failed to materialise.

poured a large part of its advertising budget into social net-
working platform Facebook. From now on, if a priority 
target audience in a certain market failed to yield the ex-
pected sales, communications could be tailored to ensure 
a perfect fit with this particular group of consumers and 
influence them accordingly. Facebook promised the abil-
ity to differentiate advertising’s appeal – and, above all else, 
an incredible degree of efficiency.

But now the company has done an about-face. Because 
P&G has realised that targeted communication on Face-
book doesn’t work. What triggered this insight was the 
quantifiable result that P&G’s Febreze air freshener did 
not yield additional sales in the intended target group – 
dog owners and households with several children – despite 
the fact that the company had concentrated its carefully 
dosed advertising efforts on precisely this audience. After 
it flopped on the online friends network, P&G used the 
same campaign that had failed to produce the desired re-
sults on Facebook in classic media, but adopted a different 
perspective: now the company just wanted to reach every-
one over 18 – like in the old days – and, astonishingly, did 
just that with considerable success. Because after this 
change of direction, sales of the air freshener did indeed 
show a significant increase. Now, we were told, P&G 
would set about conducting analyses and reallocating 
budgets. Of course they would remain loyal to Facebook 
in future, just not to the same degree as before.

Evidently there continues to be a discrepancy between 
size and quality. Facebook is an attractive advertising me-
dium because 1.7 billion people are part of it. At the same 
time, the network knows so much about every single one 
of its members that a personalised campaign is feasible – at 
least in theory. But what kind of mass-produced product 
needs this kind of direct marketing? An air freshener, it 
would seem, does not. And it’s probably a fair bet that 
toothpaste, washing powder and nappies don’t either. 
Some things never change, even in the digital age: custom-
ised advertising remains the preserve of customisable prod-
ucts.

Andrej Kupetz,
General Manager German Design Council

   
Überall schießen Designmessen wie Pilze aus dem  

Boden. Leider ist nicht immer drin, was drauf steht: Oft wird  

Design schlicht als handgemacht übersetzt, Gestaltungsqualität  

ist Nebensache. Anders bei der blickfang: An fünf Standorten  

erwartet Sie ein kuratiertes Portfolio an internationalen  

Möbel-, Mode- und Schmuckdesignern. Eine Jury sorgt dafür, 

dass Hobby-Gestaltung gar nicht erst präsentiert werden darf.

 

„Ich finde es total wichtig, dass nicht nur die  

großen Stars der Designszene was zu sagen  

haben, sondern auch junge Talente.“

NILS HOLGER MOORMANN | KURATOR DER BLICKFANG

Auf der blickfang steht immer der Denker und Macher des  

Entwurfs am Stand. Ansprechen ist erwünscht, denn im  

Gegensatz zu ähnlich konzeptstarken Designfestivals können  

Sie auf der blickfang alles, was gefällt, direkt kaufen. Und  

wer nicht bis zur Messe warten kann, schaut heute schon  

im blickfang Onlineshop vorbei! 

GUTES 
DESIGN
KAUFEN.

TICKETS AUCH IM BLICKFANG ONLINESHOP ERHÄLTLICH!  

WWW.BLICKFANG-ONLINESHOP.COM

Garderobe  
MINILENAH & LENAH

kommod
ab 145 €

BLICKFANG 
HAMBURG, 

WIEN & ZÜRICH

Beistelltisch loop
bonpart
ab 350 €

BLICKFANG WIEN

Regalsystem YU Set
KONSTANTIN 

SLAWINSKI
ab 179,90 €

BLICKFANG 
ONLINESHOP

SAVE THE DATE!

21. - 23. April 2017
BLICKFANG BASEL
Messe Basel

Herbst 2017
BLICKFANG HAMBURG
Deichtorhallen

28. - 30. Oktober 2016
BLICKFANG WIEN
MAK

25. - 27. November 2016
BLICKFANG ZÜRICH
Kongresshaus

17. - 19. März 2017
BLICKFANG STUTTGART
Liederhalle
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