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Ikea takes collectors to hoarding school with new line
BY TINA�MARIE O’NEILL 

Collectors, gather round. In keep -
ing with the idea of celebrating 
and collecting original design 
on our interiors page this week, 

how timely that Swedish powerhouse 
Ikea has just leased its Sammanhang 
collection for the autumn. 

Designed to alleviate the 
pressure on hoarders to 
declutter and have 
less, even when it’s 
“the more” that 
holds an emo -
tional value, 
the collection 
(which trans -
lates from 
the Swed-
ish word for 
“context”) , 
includes a great 
range of new 
open and closed 
units for displaying 
your belongings. 

“�e Sammanhang col -
lection is not here to judge you for 

loving to collect stu�, nor 
is it here to steal the spotlight 

from your collection,” reads the 
press release.  “It’s here to make it look 

better – to celebrate your personal pro -
cess of collecting.”

So, whether it’s miniature vintage 
car models, books, jewellery, �ne 

watches, special edition Lego mod -
els, model airplanes, cameras, hats, 
holiday sea shells, or whatever other 
rerum obscurum you may have collect -

ing dust on a shelf, Ikea now has a 
vast assortment of dedicated boxes 
with lids, glass domes, glass display 
tables and tray stands of all shapes 

and sizes to take the rub out of your 
hoarding habit. 

Visit ikea.com for more information

I
n this digital age, it’s more im -
portant than ever to focus on 
original design ideas and con -
cepts. With the ubiquity of visual 
media and so much access to 
endless streams of inspiration 
from the likes of Instagram and 
Pinterest, it is easy to get swept 

up recreating beautiful things that have 
already been seen. Design should have 
more depth than a pretty styled picture. 
Instagram and social media have enabled 
people to venture into a more creative 
sphere, but is there a risk that everything 

is becoming too similar?
What is good design? What impact 

can good and bad design have on peo-
ple, communities, cities and countries? 
I �rmly believe that design is central 
to the way societies interact with each 
other, and how behaviours, attitudes and 
perceptions are formed and develop. So 
many of the associations that we have 
with circumstances in our lives, both 
positive and negative experiences and 
relationships, are unwittingly in�uenced 
by our environment.

�is is not a new way of thinking. 

Many architects and designers of the past 
knew the important role design has in the 
world — the Swiss architect Le Corbusier 
wanted to be part of the reimagination of 
cities to change how di�erent classes in 
society were separated and to encourage 
equality across all people. 

�e furniture and interior designer 
Verner Panton believed in the power 
of imagination, and wanted to create 
all-encompassing environments that 
made people emotionally connect – both 
as individuals and with one another. 

Regardless of personal opinion, both 
these designers told their own stories. 
�ey had depth and creative integrity, 
and believed in design as something 
deeper than purely an aesthetic. �ey 
left their own individual marks on the 
design world and, as such, their work is 
still respected, appreciated and enjoyed 
today.

�e test of time
Trends are something I am always asked 
about. While I have discussed them a lot 

in the past, I am hesitant to talk about 
them too much. Obviously, there are 
trends that come and go. Because a trend, 
by its nature, is �eeting. 

�e great designers across all disci -
plines, from fashion to furniture and 
interiors, graphics to architecture, re -
main relevant regardless of era because 
their designs stem from a strong idea 
that transcends any given time. �ere is 
more thought and creativity in the design 
process and end result. 

Consider the high-end Spanish de -
signer Cristóbal Balenciaga, who bravely 
isolated himself from the standard way 
of creating collections, instead opting 
to show his sculptural inventive collec -
tions on his own terms. Or Coco Chanel, 
who deliberately went against society’s 
norms and associations to change the 
way women dressed for generations. 
Or Danish designer Hans Wegner’s ex -
quisitely handcrafted and considered 
mid-century furniture designs, which 
revolutionised how seating was designed 
and made. 

What these designers all share is the 

art of risk taking. �e risk of potentially 
failing, being laughed at, not being liked. 
But what they have all achieved is that 
they still inspire, their work is still rel -
evant today, it stands alone and tells its 
own story.

Creating a unique 
voice
We are a small island in the vastness of 
the wider creative world. Yet, we have 
managed to shine as a creative people 
in the world with much international 
recognition and respect for our contri -
bution to literature, music and the arts. 

It is wonderful to think that our small 
voice plays a signi�cant part in this large, 
highly competitive world. Design should 
be part of this, and the more originality 
we imbue and boundaries we collec -
tively continue to push, the more this 
will evolve.

�e renowned conceptual photogra -
pher Tim Walker argues that there is no 
such thing as true originality: “I don’t 
believe in originality. You take inspi -
ration from whatever moves you and 
you �nd your voice in those things.” He 
points out that everything in�uences 
everything. 

With design, it can often be di�cult to 
pinpoint the original idea. However, he 
is still speaking of artistic integrity. �ere 
is a huge di�erence between taking in -
spiration from the world around you and 
expressing that inspiration in a unique 
way to create something original and 

just recreating exactly what you have 
already seen. 

What we must be careful of is not for -
getting that translation process. It is the 
interpretation of concepts and ideas and 
the individual stamp and expression of 
these, that makes a design authentically 
yours. 

It is easy to recreate a beautiful styled 
image. It is not easy to recreate the feeling 
and atmosphere of a truly well-consid -
ered and designed space. 

Design to genuinely 
re�ect the client
Not only does original design stand out 
within a saturated market and in an in -
ternational design world, it also adds a 
point of di�erence to the businesses and 
brands that are investing in it. Genuinely 
original ideas and concepts add signi� -
cant value to the associated organisation 
that they are linked with. It also re�ects 
a level of trust, openness and risk-taking 
from the businesses and brands investing 
and trusting the creatives to best repre -
sent their brands.

As a small nation, it is even more im -
portant that we retain design and artistic 
integrity in order to establish ourselves 
as genuine creatives in the wider world. 
We are small, but mighty.

 
Roisin La�erty is founder and director of 
Kingston La�erty Design, or KLD. For more 
details, visit kld.com or follow her on  
Instagram: @roisinla�ertykld 

Authenticity in design 
is vital, so make it count

Figures as in�uential as 
Le Corbusier and Verner 
Panton knew instinctively 
that design has the power 
to change the world, 
writes Róisín La�erty  

Suffolk Larder in Old Rose (€4,160)The Henley bi-fold counter top  
(from €1,660)

Suffolk Larder in charcoal (€4,160)

�e larder they come . . .
When home cooks are pressed as to 
what they wish for in their kitchen, 
most put a generous, well-organised  
larder in their top three most sought-  
after �xtures.

�ese large storage solutions, which 
were introduced in the Victorian era, 
are fast becoming the stylish storage 
option for busy homes today.

And it is easy to see why more and 
more people are falling in love with 
larders. �eir Tardis-like depth is one 
of their particular attractions.

According to designers at leading 
interiors house Neptune, the best lar -
ders are those that go back and back – 
so much so it feels like you can almost 
climb in. 

Plus, having a space where all your 
kitchen supplies and condiments 

are in one place makes them really 
useful.

Larders which have storage racks 
on the inside of the cabinet doors are 
brilliant at allowing you to group like-
things together.

You can put all your spices on them 
so you have everything close at hand 
when your are cooking.

Or you could turn one of the racks 
into a breakfast pantry with teas at 
the top, jams and preserves in a row 
beneath and boxes of cereal below 
that.

Instead of having to rummage in 
the depths of dark cupboard, you can 
see all your ingredients neatly laid out 
before you.

Shelves are a given, but when, as 
in Neptune’s Su�olk, Limehouse and 

Henley larders, they are on zig-zag 
brackets, it gives users the maximum 
amount of �exibility.

Oak zigzags are an age-old system 
and are also a nice nod to tradition.

�ere is another reason why those 
who have fallen in larder love are 
keen to spread the word: they say 
having shelves of ingredients to hand 
in gleaming glass jars and bottles, 
encourages people to become more 
adventurous cooks and more accom -
plished impromptu hosts.

Perhaps that is so, but one thing is 
for sure: it’s lots of little things, and 
having one place to put them, that 
have earned larders space in our 
hearts and homes. 

See neptune.com for Irish stockists

Put things into ‘Sammonhang’ with Ikea’s new display-friendly productsCharcoal-edged tempered glass display 
box (€30)

Create your own personal still life with this display stand 
(€20); inset: birch and glass display case (€40)

The Vaults: a new tourist attraction in Dublin city KLD’s Alice in Wonderland-inspired café at the Vaults on Thomas Street, a new theatrical museum that depicts Irish history


