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THE TALE OF MURANO'S FAMIGLIA SEGUSO IS THE\ N

-| stuff of which Italian cinema is made. Fractured. fractious, and \
feuding families over the course of 600 years beginning with Fran-
cesco Seguso inspired this glassmaking dynasty to untapped levels of
creativity in a game of one-uprmanship. Now two branches of this prolifi-
cally talented fapuly bee coverling 19 generations have entwined. The 15-
year-old Seguso Viro — available stateside for the past 11 years and known
for its gorgeausly colortul artglass vases and bowls — has acquared Sepuso
Vetn d'Ane, the 75-year-old operation founded by Antomo Scguse, but not
in the control of the Seguso family for more than 30 years,

f For Seguso Viro patriarch Giampaolo Seguso, the procurement is & home-

coming of sorts, “We're so happy that on the cve of Seguso Vetri d’ Ane’s 75th

anniversary, the company is returning to the hands of the family,” Gianpaolo

says. "Omne could suy that the Seguse family has come home.”

The Seguso Vetri d"Arte purchase was son Gianluca Segoso’s idea originally.
The eldest of Ginmpaolo’s children — he spearheads L1 S. operations - Gianluca
says there’s a certain simputico symmetey in buying the business. “Its
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something that's par of us that we were missing for u long time,”

he savs, ¥ felt personally it would be nice 1o bring us together. |

was imnterested in this company for awhile and this year, just in ime
for the 75th anniversary, the time was right."”
For decades Sepuso Vetri d"Are operated within minutes of
the Seguso Viro factory on the tny isle of Murano. A bittle fumily his-
tory goes # long way explainmg why the linking of these two operations
18 significant in the Seguso saga. It was Antonio Scguso who founded
Segnso Vetri d"Arte, in 1933, In time his sons joined be operation, the
most talented of which were glass macstros (as they are called in Mumno)
Archimede and Angelo. The ambitious Architnede quickly broke off to start
his own operation in 942 wikle Angelo continued on as the design vision
behind Seguso Vetn d'Arc. Eventually Archimede’s own son Giampaolo joined
hix business, but like his father before him he departed to make his own name with
Seguso Viro. It was Giampaolo™s intént to take his operation to n global level and he
enlisted the help of his three sons, Gianluca, Prerpaclo, and GianAndrea.
Meanwhile back at Seguso Vem d”Arte, Angelo Seguso sold the company in 1972 to
soms employees who after a few years sold it to Cenedese, a 62-year, family-owned Murano glass
manufacturer. The story comes full circle when Cencedese sold to Antonio Seguso's progeny
earlier this year. “For me," begins a proud Gianluca, it was the opportunity 10 reconnect with
a company we didn’t live with firsthand and which my grandfather lefl in the 19405, It's an
honer (o acquire n company that belonged fo our family just in tme 10 be part of the generation
that celebrates the company's T5th anniversary. 1t's like getting back 2 part of your own DMA"
The Seguso DNA is chockful of the glassmaking gene sirelching back a remarkable
Bix centuries (o 1397, Over the last century, Seguso Vetn d"Arte gamered its share of ac-
claim for lavish chandeliers produced for huxury hotels throughout Evrope as well as
sinieiment decorative accessories. This all staried in 1931 with Antonio Seguso;

it was his good foriune to meet the skilled artisan Flavio Poli just o few months

SEGUSO
VETRI D°ARTE
COLLECTIONS
RANGE FROM
$300 TO §1,400.

“WE'LL FINDTHE

BEST HOMES
FORTHEM,"
SAYS GIANLUCA

SEGUSO. “THEY'D

WORK WONDER-
FULLY WELL AT
NEIMAN MARCUS."

102 TABLEWARE TODIAY




after starung his enterprise. Poli, a glass desipner as well
a8 potier, was the creative director antil 1963, During this
time — particularly the post-wur years — both Seguso and
Poli's technical mastery was legendary. “Seguso Velri
d"Arte quickly became the cenler of cfeative energy,” says
Picrpaclo Seguso, “svnonymous with the hiphest quality
There was pregtigious distribution frowm the beginning, des-
tined for roval families, grand hotels, theatres, nuseuwms,
and luxurious private houses.” Even Pope John XXIII had

i sunning Seguso Vet o "Arfe chandefier

he productive, prolific, and fecund post-war

epoch had Seguso Ve ' Arfe on the winning end
of several world fair prizes. “These are the years in
which the company,” Gianluca notes, “through its ar-
tistic direction explores the relation between objects

m gloss and the hight

It incorporates, re-
flects, and transforms. This results in graceful objects wath strong, seductive, and pure
personalities ™ Once Poli left the company though things weten't quite the same, The
Segusos soldiered on for another decade before selling m 1972 Smce
then business never fully recovered, as the business rested on old
laurels, mostly recreating archival designs as innovation was con-
siderably acaled back And that's where the relatives come in

“We all felt —my Tather, my

brothers, and 1 - that something
was missing,” Manluca informs.
“The company is different enough

from Seguso Viro that we thought
it would be o nice AL Seguso Viro
bought the Seguso Vetri d”Arte trade-
mark, prodnct, and archive. The prod-

uct will be made ot Seguso Viro's fac-
tory by its own 30 employees, “We've
increased productuon capacity,”  savs
Granluca, “and we're large enough fo
mauitain production of both operatgons.™
{Still, other lecal factories are being seouted
for purchase as business grows.} The Segnsos
have high hopes of tking Seguso Vetn d'Ane

global just as they did Sepuso Viro o decade
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ago. “We have a philosophy that localizes production and globalizes sales,” continues

Chanluca, who forecasts a doubling of sales in four years by focusing heavily on the
hospitality sector. “We'll find the best home for these products,” Gianluca says. “They’ll u
work wonderfully at Neiman Marcus, for instance.” Retail price points range from $300 to

51,400 for the decorative accessories; statement lighting pieces can top $100,000, but average
$3,000 to $5,000. “There’s an elegant subtleness to these pieces,” Gianluca avers, “with wider cus-
torer potential thay Seguso Vire, 1t's easy to explain this line to retailers because of its
sophisticated and subdued color palette that works well in many environments,”
Praduct development will intensify with up to five new collections annually.
Currently 30 collections of vases, bowls, and candlesticks represent a bit less

than half the offerings; the majority of the line 15 lighting related.

hile the brand is in its U.S. infancy, the _
Sepusos are providing pleoty ‘

of branding, marketing, and
product development attention.
“We intend to be one of Murano’s top
businesses within a couple of years.” exclaims
Glanluea, "It's exeitng that we get to do that
with both Seguso companies now.” O



