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“Jeffrey Seaman, the President and
CEO of Rooms to Go saw photos of
my home and the idea came to him,”
remarked Crawford during a one-onone conversation we were privileged
to have in Miami. “It was his idea, and
after visiting several of his stores and
looking at his products, it made me realize that I was living in a warped world
concerning furniture. You didn’t need
to spend a month’s salary on a chair! I
became a believer!” she laughed.
Thinking that perhaps she and her lifestyle might be a disconnect to people, Simon convinced her that “style
was style”, and the fact that she was
a mother, a working mother, with little ones running around spilling things
in their wake, was the connection she
could give to the product. But how involved does she actually, really, honestly get in the design of her line of
Cindy Crawford Home furniture?
“I see every single thing. Our first design meeting took place at my home.
I wanted them to see what I like, how
I lived, and we had to develop a common vocabulary,” she explained. “The
mommy in me came out, and hard or
sharp edges that could poke a child
in the eye were replaced by curves
and rounded edges. Fabrics had to

be washable, and impervious to crayons and strawberries. I loved microfiber and learned about how technology had improved its ability to be
cleaned and resistant to stains. And
leather was the most versatile fabric
we found! It’s cool, stylish, practical
and gets better looking as it ages, so
yes, I am an involved editor of all the
furniture!”
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We read all the time about
high-fashion models and
their transition from the
runway to the world of
marketing. Usually that
means they promote cosmetics, fashions, jewelry
and other high-end products. Yet Cindy Crawford, the highly successful
model who made it BIG,
took her skills and, while
promoting all the above,
launched a collection of
furniture that is decidedly
mid-market and available
to the masses.

At HOME 21

cation was a given in their expansion
plans. “We go where the people are,
and they certainly are here!” Kornblum
laughed.
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How does Cindy Crawford live when
at home? “Just like everyone else,”
she smiled. “Our kitchen and great
room are the hub and the living room
hardly ever gets used, yet that’s
where the ocean view is!” And just
like in the homes of the rest of us,
her 3-year old living room will soon
undergo a change-out. “My husband
(Rande Gerber, a designer of highend cocktail lounges and bars) understands how people socialize and mingle, and he’ll organize the arrangement of our new living room. He likes
soft modernism and I often use him
as a sounding board when discussing the Rooms to Go line.”
“The Wellington market and the second home market are ideal for me,”
Crawford remarked. “Brown leathers, dining room chairs with textured
fabrics or colored leather, and slip
covers are what I do, and what these
markets use best. Camouflage is the
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name of the game!” It also helps that
the Rooms to Go furniture is reasonably priced, enabling frequent changes to décor as the children grow and
the family needs change.
With her Rooms to Go line taking on
a life of its own, Cindy Crawford is
highly involved in its marketing, making personal appearances, print ads,
television commercials and talking
about her furnishings at every opportunity. And while still promoting
her skin care line, Meaningful Beauty, she acknowledges that the idea
of home furnishings appealed to her
because “It’s not contingent on me
being a hot young model on the cover of Vogue!” For the rest of us, Cindy Crawford will always be that cover girl – the one with the brains,
beauty, and a sense of home fashion who continues to reinvent herself successfully at every stage of
her life.

First the beauty, now the beast! Actually, Warren Kornblum, Rooms to Go’s
strategist and head of their marketing
team, is a doll, and values his company’s partnership with Cindy Crawford.
“The ownership of the designs goes
back to Cindy. She inspired it all and
approves of every piece. She’s a true
partner.”
While Rooms to Go is the number
one retailer of her line, their stores are
in only nine states at this time. With
soaring sales numbers in the United
States and internationally, that fact led
to the decision to allow the Rooms to
Go/Cindy Crawford branding to be extended into other stores that are also
the best in their class in their specific
locations, giving the line a higher national profile.
Rooms to Go has strong Florida roots,
having incorporated in the state in
1990. Their real estate strategists
study every market to spot logical
growth markets, and a Wellington lo-

The company slogan “Buy a piece,
save a little. Buy the room, save a lot!”
was the backbone of the store’s philosophy, as pronounced by Jeffrey
Seaman, son of Morty Seaman, owner of the popular Northeastern furniture chain, Seaman’s Home Furnishings, before they were bought out in
1988. Affordable locations and an environment that promoted a “good life”
brought the fledgling retailer to establish its first store in Tampa in 1991.
Good value, a light and bright showroom, sales people who shun the
“shark attack” often found in retail establishments when first entering the
doors, and rooms that are already put
together and ready to go set Rooms to
Go apart from any other furnishings retailers. The Florida lifestyle of its snowbirds did not lend itself to a season
spent shopping for furniture. The retirees wanted to buy their condo, fill it
up with furniture and accessories, and
head to the pool or golf course within a
week of crossing the border!
With a background in branding, Kornblum recognized the “seamless and
appetizing” link between Cindy Crawford and the proposal of her line of furniture. “We needed to be sure that the
brand was represented well, he remarked, “And we certainly got the ideal person to forge a relationship with in
Cindy Crawford.”
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