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HOME IS WHERE THE HEART IS

Tjitske Storm

RETAIL ENVIRONMENTS ARE TURNING INCREASINGLY DOMESTIC. WeAr DRIVES THE TREND HOME.

With the global migration problems and geopolitical changes, home ownership is becoming a luxury, especially in big cities. At the same time, mobile technology enables people to be ‘digital nomads’. The modern condition of longing for an intimate connection with a physical home is explored by fashion and lifestyle retailers who create retail spaces with cozy, domestic atmospheres.  

[bookmark: _GoBack]London retailer Selfridges is adopting the trend with their concept ‘Our House’, a retail environment inspired by traditional farmhouses. Customers are invited to participate in activities such as potato peeling, sourdough bread making and grain milling, while the in-store pop-up entitled ‘The General Store’ provides home decor products designed by fashion-turned-homeware labels such as Roksanda and Loewe. 

Dutch lifestyle brand Yaya creates concept stores and shop-in-shops around the globe with a true taste for home intimacy. Clothes and accessories are displayed in welcoming and comfortable settings that follow Yaya’s ‘there is no place like home’ philosophy. The Apartment by The Line stores, with locations in New York and LA, use a similar concept: the space resembles a house with bedrooms, a bathroom and a kitchen, and everything that’s on display, from furniture to clothes, is for sale. The multi-brand store L’Appartement in Tokyo takes another approach to the concept of home: high-end fashion designer collections are displayed in cozy nomadic dwellings, such as yurts and tents. The trend has lately been explored on the catwalk, too: at Prada’s A/W 2017 show, models walked between beds, sofas and ordinary lamps. So, when considering your next interior design theme, think about making your customers feel at home.






