The Designers At FRED

Just Won’t Grow Up As They Encourage
Everyone To Have Fun At The Table

by Cynthia Ward Vesey

the designers a decortive accessory company FRED, being in
l"ﬁ;‘.:rh with their inner child is an important part of their job.

& '5'5-1.5!?«"-;.“|| completely immature, which seems 1o help a grea
" said Jasem Amenclolara, design director at FRED, a division of
imberland, Rl-based Easy Aces Ine. “When Umoat the dinner
e, T'm constantly Gidgeting with whatever s around me: silver-
re, shakers, anything. 1 think this "plaving with your food” men-
tality is what FRED is all about.”

The FRED line, featmning decorative accessories for the able,
kitchen and office, was fArst introduced at the New York
International Gilt Fair in January 2005, FREDs parent company,
Easy Aces, has been in business since the lae 19705,

The owner of Easv Aces, Frod Roses, started with fun enamel

pins and novelty jewelry, Throughowt the 80s, the line evolved
inte humorous seasonal novelties and  miscellaneous toys and
giftware, In the early 90s, the company launched the Club
Earth toy line,

Although the designers it FRED were new o ereating tabletop
and kitchenware products, they approached home accessories in
the sume way they approach designing children’s o

“We have heen creating toys for the specialty toy market uneler the
Club Earth mame for the last 15 vears,” noted Amendolara, who has
been with Easy Aces for more than 12 years, “The addition of the
FRED line [gavee us] an opportunity o bring the sane light-heare-
e atitnde o products for the home,”

He continued, “I'm diwn to the work that the European design-
ers have eveated for their markets in the past. The Europeans get

it— the irony, the humor and the sareasm, | think the US,

market is starting o embrace these pes of produces.”

The company focuses on creating tableware and
kitchenware items that are unexpected and often
reminiscent of childhood, The unigue product line

feamres designs with a fun owist, including the Sale &

Plaviime salt-and-pepper shakers shaped like alphabet blocks;
the FRED-o-Matic whirling kitchen timer; Hotheads potholders,
shaped like different o

-rs; Dinnersaurs silicone  utensils,
which channel prehistoric creatures; and Wiggli wivers, which
feature caterpillars,

“In meany cases, we're making items you already use in vour daily
lifer @ Bnelee more fun or interesting,” said Amendolas, “There are a
lot of wonderful, smart products out there that serve more as an
pieces, and their price tags reflect that, We oy 1o present clever
preslucts that are a litle more accessible,”

The line is designed 1o foster inwraction beween the consumers
and  the  products, and  serve  as  conversation  pieces.
“The abletop and kitchen items are based on play and interaction,”
explained Amendolar, “Interaction with the ftems themselves, as
well as interaction [between people] ar the mble, Our products ask
tix ber shared with others.” %
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