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From the  Pre s ident’ s  Desk

6 Fall 2017

Dear Colleagues,
Is it only me? Or does time fly so fast that it
seems only yesterday that I was nominated to
become president of the ORIA.  They say that
when you enjoy what you do, time passes quick-
ly, and I certainly can say that
that’s what I’ve experienced as
president of this remarkable
organization. 
       The ORIA continues to
work vigorously on issues
important to our industry and
the list of their accomplishments
continues to grow. For example,
over the past few months, I’ve
had the opportunity to meet
with officials from the CEPC
(Carpet Export Promotion Council of India), the
PCMEA (Pakistan Carpet Manufacturing and
Exporting Association) and the IHIB (Istanbul
Carpet Exporters Association) to discuss ways in
which we can work together to promote the rug
trade to our mutual benefit.
       Closer to home, ORIA members just con-

cluded our annual summer markets in Atlanta and
Las Vegas. Again, the ORIA works to promote
and facilitate participation in these important
events through this magazine and the ORIA web-

site. Although the industry and
our businesses have changed
dramatically—especially over
the past decade—these markets
continue to play an important
role in keeping communication
open and our product fresh and
relevant to new, younger buyers
and more diverse channels of
distribution.  We hope you all
plan to attend the upcoming fall
markets, including the always

important High Point Market in October.
       Lastly, I would like to convey my deepest
condolences to our Executive Director Lucille
Laufer on the passing of her beloved mother.
May she rest in peace.
       Wishing you a prosperous, successful and
healthy fall selling season,

Ramin Kalaty
President - Oriental Rug Importers Association, Inc.
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In The News

10 Fall 2017

PRODUCT
CAPEL RUGS introduced three fashion-forward col-
lections at the recent summer markets, generating
strong placement among retailers: Laramie, a contem-
porary-casual collection of leather patchwork rugs;
Avanti, an innovative transitional offering with tribal
influences; and Peyton, a nature-inspired hand tufted
design. In addition, the company featured an assort-
ment of well-received designs introduced at the April
High Point Market that were new to many Atlanta and
Las Vegas buyers. To encourage retailers to visit its
showrooms, Capel Rugs offered several special pro-
motions, including a 20% discount on the purchase of
three or more new rugs sized 5’ x 8’ or larger. In addi-
tion, customers placing qualifying orders on both new
and existing models also had an opportunity to pop a
balloon for a cash reward of up to $100. 

JAIPUR LIVING has expanded their best-selling
Nikki Chu Home Collection of rugs, pillows, poufs
and throws. The collection features transitional pat-
terns on a neutral base with more of a unisex versus
overly masculine or feminine vibe. As well, Jaipur
Living has introduced three new collections centered
on Indoor-Outdoor and New Naturals. Jaipur Living's
new collections embody the best of the bleached nat-
urals, elevated natural-fiber designs, and modern
multi-functional elements. These include a diverse
collection of 11 pieces by Nikki Chu featuring flat
weaves that are made with washable, durable fibers
making them perfect for busy families or ardent enter-
tainers both inside and outside the home. The natural
yet eye-catching rugs pair perfectly with casual furni-
ture or bold pops of color from pillows or throws.

KALATY RUG CORPORATION has debuted four
new high-end hand-knotted area rug collections as
well as adding new designs to existing collections.
They have also launched a new collection of bespoke
hand-knotted decorative pillows based on motifs from

some of the company’s most popular high-end hand-
knotted rugs. The new bespoke pillow collection is
the second series of accent pillows the company has
produced, the first being flatweave Soumak pillows
first introduced in 2015. In recent years, not only has
Kalaty adopted a more modern approach to product
design but the company has also implemented a new
corporate brand image evident in its newly remodeled
website and in the clean graphics direction of its 440-
page comprehensive Kalaty catalog. 

NOURISON is exploring space trends by introducing
One-of-a-Kind galaxy-inspired area rugs. Space
trends are making their way from sci-fi movies to
home decor, in the form of area rugs, mirrors, lighting
and art prints. These One-of-a-Kind rugs have a
galactic feel, featuring 3D-like designs, shimmering
silk-like fibers and bold shades of blue, pink and red.
Nourison has previously introduced the space theme
with the Twilight Moon area rug (TWI17) and One-of-
a-Kind Odyssey rug. The space theme allows
Nourison to feature unique  designs with depth, detail
and texture that are truly out of this world.

SAMAD has introduced their first machine-made rug
collection. Wilton-loomed and hand-finished, their
new Nirvana Collection marries modern day technol-
ogy with traditional handcraft and artistry. As a coun-
terpart to Samad’s high-end selection, Nirvana offers
a moderately priced alternative, made from high qual-
ity wool and bamboo silk then washed and sheared
completely by hand. Through reviving the 500-year
tradition of Oushak carpet making, the company is
excited to present a new line of rugs that are both
beautiful and durable. The Nirvana Collection is
Wilton Loomed~Hand Finished in Oushak, Turkey.
They are fully programmed in sizes 2’ x 3’ to 9’ x 12’
with certain designs also available in 10’ x 14’ and 12’
x 15’ sizes. For more, see page 11.
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Loloi will feature dramatic new designs for October High Point including:
FAR RIGHT:  Power loomed in Turkey of polypropylene and polyester, Millenium is
not only durable and easy to care for, but boasts the
appearance of being a more fine rug made by hand.

The traditional details, luster of colors, and 
unbeatable price point establish the value of this 
collection.  NEAR RIGHT:  Hooked in India of

100% wool, the Remy Collection is designed to make
a big impact in small spaces. Available in 3 foot

rounds and accentuated by playful tassels, each piece
offers an instant style upgrade for entryways,

kitchens, laundry rooms, and bathrooms alike.
LOWER RIGHT: Timeless and classic, the Loren
Collection offers vintage hand-knotted looks at an

affordable price. Created in Turkey using the most advanced rug-making
technology, these printed designs provide a textured effect by portraying every

single individual knot on a soft polyester base.

LOLOI
www.loloi.com

AREA 11

New Product  Gal ler y

Through reviving the 500-year tradition of Oushak carpet making, Samad is 
excited to present a new line of rugs that are both beautiful and durable.Wilton-
loomed and hand-finished, the Nirvana Collection marries modern day technology

with handcraft and artistry. As a new counterpart to the
company’s high-end offerings, Nirvana offers a moderately
priced alternative, which remains uncompromising in
authenticity and style.The Nirvana Collection is a true
product of nature, made from high quality wool and 
bamboo silk. Each carpet is then washed and sheared 
completely by hand, sharing the same intricate finishing
process as Samad’s handmade carpets.  Nirvana is 
programmed in sizes from 2’0” x 3’0” to 9’0” x 12’0”. 
In addition, certain designs are also available in 10’0” x
14’0” and 12’0” x 15’0” sizes. TOP LEFT Peace Grey
CENTER LEFT Joy Pewter  BOTTOM LEFT Tranquility
Platinum

SAMAD
www.samad.com
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PEOPLE
COURISTAN has announced the appointment of
Marlys Giordano to the
position of Creative
Director for the compa-
ny’s area rug division.
Giordano, formerly the
Senior Trend Specialist-
Global Trend and Design
for Lifetime Brands,
Inc., will be reporting to
Mark Ferullo, V.P. Area
Rug Division. In her new position, Giordano, a 20-
year industry veteran, will be responsible for spear-
heading Couristan’s product development and sourc-
ing efforts. Giordano’s focus will be centered on
research and analysis of fashion, color and design
trends in the textile and home space and development
of fashion forward product focused on the company’s
key segments. 

NOURISON has appointed Mark Labadie and Susan
Cormier as Account Executives. In his new role

Labadie manages and
develops business in
Arkansas, Oklahoma, and
North Texas, while
Cormier’s territory
extends from Sarasota,
FL through the panhandle
including the gulf coast
of Alabama, Mississippi,
and Louisiana. Labadie

reports to William Barlage, Midwest Regional Sales
Manager, and Cormier reports to James McNally,
Southeast Regional Sales Manager. 

Labadie has a strong background in retail,
merchandising, and management. He has worked as
an Account Rep for Sherwin-Williams, servicing
Home Depot in an eight state territory with 200 stores,
and was also a 2015 Presidents Club Award Winner

for sales and service. “I am looking forward to provid-
ing service and learning all that I can about the needs
of my customers,” said Labadie. 

Cormier has more than 10 years of experi-
ence in floorcovering, ranging from builder sales to
retail sales as a manufacturers representative. She pre-
viously worked for Invista (Stainmaster) as an
Account Manager in
Atlanta, Georgia. “I am
originally from Florida
and excited to be back in
this beautiful market. I
am looking forward to
learning another side of
the industry. Nourison’s
products are amazing.
They are truly works of
art!” said Cormier. 

SAMAD is proud to introduce the newest member of
their team, Nicole Samad. Nicole will be working in
sales and will assist her father, David Samad working
with clients around the country. Having worked the
past six years in hospitality management, Nicole will
bring a fresh prospective and experience to Samad.
Her ability to interact and network with people comes
so naturally and makes her a perfect fit. She repre-
sents, together with her cousin, Jennifer Samad
(Malcolm’s daughter), the fifth generation of Samads
in the rug industry.
Nicole’s role will be to
develop and further client
relations as well as sales
and marketing. past 32
years. 

“Nicole will be a
tremendous addition to
Samad,” said David
Samad “and she looks
forward to making her debut at The Rug Show at the
Javits Center this September.”

Susan Cormier

Marlys Giordano

Nicole Samad

Mark Labadie
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New Product  Gal ler y

LEFT Corsica Collection: These new ‘trendy traditionals’ from KAS are
machine woven in Turkey of 100% polypropylene frisée yarn. A rich 1/2”
pile height adds to their elegance. Shown here: Corsica 7852.

LEFT Sparta Collection: Fun tropical foliage in a
sophisticated palette characterize these densely hand-
tufted, 1/2” pile wool designs. Their vegetable-dyed
look and abrash effect are created in China. 
Shown here: Sparta 3104.

KAS RUGS
www.kasrugs.com

New from Momeni: Matrix, a collection of
machine-made 100% polypropylene designs.

Plush and durable, they feature dramatic
abstracts in clean neutrals and metallics. 

Shown here: Matrix 04 Grey

MOMENI
www.momeni.com
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NOTEWORTHY
ATIYEH INTERNATIONAL, LTD. is taking its
own corporate action for environmentally responsible
sustainable energy by
powering its operations
with a ground-mounted
solar array that offsets
nearly 90 percent of the
annual electrical needs
of its warehouse and
office. Tom Atiyeh com-
mented, “Our hand-spun
vegetal dyed wool rugs
are the epitome of sustainability so it is natural that
we power our Oregon operations using photo-voltaic
solar modules behind our warehouse. We not only
provide enough electrical energy for Atiyeh
International, the system also feeds excess power
back into the grid of our local utility.”

The 9.9-kilowatt solar array also feeds an 8-
kilowatt and 19.2-kilowatt-hour battery backup sys-
tem for powering the office during a power outage to
provide resilience during emergency situations. An
electric vehicle charging station at the office entrance
is available for visiting clients. Tom and Leslie Atiyeh
are both FCC licensed ham radio operators and pro-
vide emergency communications for their community.
Financial assistance for the project was provided by
Energy Trust of Oregon, the USDA Rural
Development and Bank of the West. Elemental
Energy engineered and installed the solar array and
battery backup.

INTERNATIONAL MARKET CENTERS (IMC)
has entered into a definitive agreement to be acquired
by Blackstone Real Estate Partners and Blackstone
Tactical Opportunities. “This marks an exciting time
for International Market Centers,” said Robert
Maricich, Chief Executive Officer of IMC. “While
Bain Capital and Oaktree have been great partners for

the past six years, we look forward to this new rela-
tionship and our next phase of growth. Blackstone is
a firm with a strong track record of enabling transfor-
mational change and shares our long-term vision for
the business.” “IMC has an excellent management
team that has built a high-quality business and leader
in the furniture, showroom, and gift industry exhibi-
tion space,” continued Andrea Serra, a Managing
Director in Blackstone’s Tactical Opportunities group.

“By leveraging the scale of Blackstone’s
platform and expertise in real estate investing, we
look forward to partnering with IMC to help drive the
company’s continued growth in the years ahead,” said
Tyler Henritze, a Senior Managing Director in
Blackstone’s Real Estate group. 

In other news, IMC announced the addition
of Joseph A. Magliarditi as Senior Vice President of
Operations and member of the company’s executive
leadership team and Cindy Hodnett as Director of
Public Relations and Communications. Magliarditi
has more than 20 years of experience in operations,
design & construction and finance. His prior leader-
ship roles include President & CEO of Gila River
Business Development Authority, President & CEO
of Palms Casino Resort, Divisional President & CEO
of Morgans Hotel Group, and Executive Vice
President & COO of TRIRIGA Inc.

Prior to joining IMC, Hodnett was previously
the upholstery and style editor for Furniture Today
and editor in chief for Designers Today. In her new
role, Hodnett will be responsible for planning, devel-
opment and implementation of IMC’s marketing com-
munications content and public relations activities
and will develop annual content strategies and calen-
dars to support corporate marketing initiatives and
goals. She will also oversee social media initiatives
and market programming in conjunction with market-
ing team members. Hodnett will be based in the High
Point corporate offices, reporting to Renee Loper-
Boyd, Vice President of Marketing.

Leslie Atiyeh
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New Product  Gal ler y

From Nourison’s new Lucent Collection:

LEFT: LCN04 COAL Enticing transitional tones in gleaming 
variations of deepest grey create color excitement in the Lucent
Collection. These hand-knotted beauties combine traditional Tibetan

floral designs with an artfully faded vintage look.

LEFT: LCN01 SKY Hand craftsmanship shines
through in the rich abrash color effects on hand-
knotted natural fibers, blending the vintage allure 
of a Tibetan rug with contemporary patterns that
complement any interior design.

NOURISON
www.nourison.com

NEAR RIGHT Delicately distressed in all the right
places, Capel Rugs’ new Astbury Collection features

calming, cool colorways including grey /multi,
blue/multi and beige/slate, shown here. Hand 
knotted in India of 100% New Zealand wool.

FAR RIGHT A timeless look with a twist, Capel
Rugs’ new Makrana Collection features a

distressed, traditional pattern in four fashionable col-
orways, grey, charcoal, natural and slate, shown here.

Hand knotted in India of a wool and viscose blend.
LOWER RIGHT A colorful transitional collection

with a distinctive ombre look, Capel Rugs’ Pinnacle
Collection features a unique pattern in varying shades of agate and coral

shown here. Hand knotted in India of 100% wool.

CAPEL
www.capel.com
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I would like address something very near and dear to
you all—your good name. For many of you, your
family name is the name that your customers and col-
leagues use to identify the source of your company’s
products. In today’s business world, we call a name a
“brand” and the results of successful marketing
“branding.” In the legal context, the brands are
“trademarks.” Let’s take a look at how we can protect
your family name as a trademark.

A trademark is a word, group of words, sign
or symbol, or combination of any of these which
identifies the origin of goods or services. In order to
properly function as a trademark, it must be used on
the goods, on labels or packaging for the goods or at
point of sale displays. In this way, the mark becomes
associated with the goods so that a person perceiving
it will put the two together, i.e., that the goods come
from the owner of the trademark. 

In the world of trademarks, there is a hierar-
chy of marks from strong to weak. First, we have
“fanciful” marks which are made up words which
have no meaning except as a trademark. These are the
strongest marks, such as XEROX or EXXON. Next,
are the “arbitrary” marks which may be commonly
used words which can be found in the dictionary but
are used in a way that is incongruous and not tied to
their meanings, such as “Camel” for cigarettes.
Arbitrary marks are also very strong.

Third on the list are “suggestive” marks
which give you a sense of what the goods are by sug-
gesting the product or giving a hint at something
about them, i.e., “Park ‘n Fly” for a place that allows
you to leave your car near the airport, or “The
Uncola” for soda. Suggestive marks are inherently
weak but are still protectable. 

Last on the
list are descriptive
marks which are words or symbols which describe
the goods, the nature of the goods, or a characteristic
of the goods or, sometimes, the target consumer of
the goods. Descriptive marks are not allowed regis-
tration in the U.S. Patent and Trademark Office
unless they have become distinctive of the goods sold
through widespread and substantially exclusive use
over a number of years. In that way, consumers will
have learned to associate the goods with their source
through the substantial sales and marketing efforts of
the owner of the mark.

Family names are treated in the same manner
as descriptive marks since they are likely to be per-
ceived merely as names rather than as trademarks.
Since family names are shared by many different
people, it would not be fair to allow one person to
monopolize the use of the name unless it had
acquired distinctiveness through use (also known as
“secondary meaning”). Unless it is a rare surname or
one which does not have the look and feel of a sur-
name, your family name will not be registrable at the
U.S. Patent and Trademark Office without proof of
secondary meaning. Fortunately, those in the rug
business who have been using their names with suc-
cess should have no problem proving secondary
meaning and obtaining a trademark registration, thus
facilitating enforcement of their trademark rights
when necessary.

Mr. Mandel is Senior Partner and head of the
Intellectual Property Practice Group at Gertner
Mandel, LLC, an Associate Member of the ORIA.

Protecting Your Good Name
HOW TRADEMARK LAW 
APPLIES TO FAMILY BUSINESSES

by Lawrence Mandel
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For more information regarding the 

fine products offered in our

ANTIQUES & NEW 
PRODUCTS GALLERY

please consult the Members Directory 

in this issue of AREA Magazine.

LEFT Rorschach PW Blue Dusk – PW.  All wool, quiet and cool, this transitional “Newshak” design ticks all the
right boxes for those looking to capture the look in a new way. The Phoenix weave texture teases sparkle and

movement from every angle and ensures generations of interest. CENTER Armand VN Red – VN. As the market
slowly allows rugs to reveal themselves from the shadows of neutrality, we are reminded of the power and 

beauty of bold color and dramatic scale. Balanced with the soft hand of Tamarian’s unique VN quality that uses
50% pure Chinese silk with 50% Himalayan wool, Armand remains elegant while not shy in an interior.

Available in standard rug sizes through over size 13x18 and limitless custom options. RIGHT Malta TK Grey
Orange – TK. The Malta design speaks to classic textile patterns that can be wielded in transitional settings and
adapt to the desired feel of the room. The newest “grey orange” palette, in all wool, uses harmonious tones of

both colors that blend with enough punch to attract attention.

TAMARIAN
www.tamarian.com
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ATLANTA • July 2017
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Around The Market

AREA 19
ATLANTA • July 2017

July 2017 Atlanta Market
This annual event continues to provide buyers with an opportunity to select from the best new product for the
fall selling season while replenishing inventories, exchanging ideas and building relationships. Among the
events were the mid-year General Membership meeting of the ORIA (below).

ABOVE, TOP ROW: Jenny Heizin-York of AmericasMart Atlanta addresses the members. CENTER ROW: Kami Navid 
(Vice President) and Ramin Kalaty (President) ORIA. Kevin Malkiewicz, V.P. Area Rug Center LeasingAmericasMart Atlanta.

BOTTOM ROW, L-R, ORIA Officers: Kami Navid (Vice President), Lucille Laufer (Executive Director), Ramin Kalaty
(President), David Harounian (Former President), Hari Tummala (Secretary) and Reza Momeni (Former President).
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ATLANTA • July 2017
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Design Focus

AREA 23

For as long as he can remember, Manhattan-based
interior designer Philip Gorrivan has been in love
with decorative rugs appreciating them for their
intrinsic esthetic characteristics. “Actually, I came
into interior design through my interest in rugs and
textiles,” states Mr. Gorrivan who founded his
Manhattan-based practice in 2001. Growing up in
Maine, he was exposed at an early age to oriental
rugs at flea markets and at private homes which
fueled his passion for collecting small antique pieces
and for the decorative arts at large. Today, together
with antique furniture and art, antique and contempo-
rary handmade rugs are an integral part of his interi-
ors located in the United States and Europe. “No inte-
rior is complete without a rug,” comments the
designer whose prior career included a background in
private equity, publishing, and internet startups. 

FOR MANHATTAN DESIGNER

Philip Gorrivan
NO INTERIOR IS COMPLETE 

WITHOUT A RUG

STORY BY ALIX G. PERRACHON

A brilliant red-and-white diamond-patterned carpet takes
center stage in this Connecticut country house. Courtesy of
Philip Gorrivan Design. Photography by Josh McHugh
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24 Fall 2017

      For the designer, handmade decorative rugs are
one with all elements featured in decorative arts, both
antique and modern, and a full understanding of them
is a prerequisite to designing interiors. “I consider
myself first and foremost a specialist in the decora-
tive arts and then an interior designer,” states Mr.
Gorrivan renowned for his bold, clean-lined opulent
interiors fusing the eclectic with the contemporary. “I
love history and my way of understanding the past is
through the decorative arts. I’ve studied it and lived
it—it’s my passion.” In his view, interior design is all
about the composition of the various objects and tex-
tures at play, including rugs, and how they relate to
each other in terms of scale and esthetics. “Homes tell
a story, with each and every object having something

to say, “ he continues. “How they speak to each other
and relate is what creates interest.”
      While in Mr. Gorrivan’s view machine-made
rugs definitely have an important role, the uniqueness
of handmade rugs is that “every piece tells its story.”
Indeed, the visual and tactile esthetics of handmade
pieces is key to creating rooms “where the rug
weaves a story” while exuding the contemporary sen-
sibility characteristic of his work. They are essential
to fulfilling his objective of crafting interiors that are
“all about narrative and authenticity.” The quest for
authenticity is more critical now than ever as the
designer’s role is no longer focused on being merely
a purchasing agent but on producing customized inte-
riors tailored to the clients’ individual needs. 

ABOVE A charming ivory-and-ebony Moroccan rug exhibiting an interplay of stylized floral repeats adds a whimsical note to
this architecturally classical London sitting room. Courtesy of Philip Gorrivan Design. Photography by Felipe Rossi.
OPPOSITE A madder ground Mahal carpet, whose medium blue hues are artfully played up in the blue-and-white china, is the
esthetic focus in this New England country dining room. Courtesy of Philip Gorrivan Design. Photography by Maura McAvoy.
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      Brought up by a French Moroccan mother, Mr.
Gorrivan was captivated at an early age by the daz-
zling striped Moroccan hanbels (blankets) leading
him to explore the world of antique rugs and amass
his own collection including Sarouks, Serapis, and
Agras. “I love the way a patterned rug can transform
the space,” he continues. While he has used boldly
colored antiques, such as Herizes, his clients largely
shy away from strong colors and thus leans more
toward tonal Oushaks and soft Moroccans. “I always
manage to weave a Moroccan piece into every pro-
ject, “ he adds. “I just love their ethnic appeal.” A
recent addition to his repertoire are Swedish rugs
which he appreciates for their rustic character remi-
niscent of Moroccans. 
      In the last decade, Mr. Gorrivan has increasingly
used custom Tibetans which he designs himself. True
to his heritage, his rugs often feature geometric pat-

terns that are not surprisingly inspired from
Moroccan rugs. The greater ease of custom ordering
handmade rugs has influenced the way the way he
decorates with them. “I used to design a room around
an oriental rug,” he notes. “Now, I show the client the
fabrics first and then design the rug around them.
Today, there is a lot more flexibility in the rug than in
the fabrics as you can easily modify the colors and
designs.” Key to his success in ordering rugs is edu-
cating his clients’ on the months-long custom produc-
tion timeline and thereby shaping their expectations.
      “I find myself using less wall-to-wall carpeting
now, notably in master bedrooms, than I used to,”
continues Mr. Gorrivan. Part of this change is due to
clients becoming more conscious of off-gassing and
allergies, not only from rugs but also from furniture.
In many cases, custom handknotted Tibetans have
essentially taken over wall-to-wall carpeting’s role as

ABOVE The mochas and chocolates in a cream-ground diamond-patterned rug are echoed in this Upper East Side Manhattan
living room’s window treatments, sofa, and ceiling. Courtesy of Philip Gorrivan Design. Photography by Crystal Jarret.
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he has shaped many pieces to suit the configuration
of the space, for instance around fireplaces. Lately,
however, he has had a change of heart: “I don’t do cut
outs anymore. I feel that doing it demeans the value
of the handcrafted piece and puts it in the category of
floor coverings. After all, a rug is a rectangle and
should be treated as an object in space.”
      While on a personal level Mr. Gorrivan enjoys
the look of several rugs placed in a single space, he
generally features one or two pieces in his clients’
installations, depending on the configuration of the
room. When connecting one rug to the next in a room
or from one space to the next, he remarks, “I don’t
believe that they should match; they should relate or
at the very least coexist.” 
      The designer voices a similar approach to coordi-
nating rugs with fabric including thick linens, velvets,
and mohair. “I don’t like patterns to be too matchy;

they just need to relate to each other in some way, “
he notes. “I love to mix patterns, playing with scale
and color. It’s fun to place patterns which are very
different in the same space too, to create a little fric-
tion!” As for floors, he likes to keep things simple
with wood having always been his preferred medium
for showcasing decorative rugs. “Wood floors are so
forgiving,” he adds. “I never have the rug relate to the
floor stain as I believe that wood is a neutral surface
material. In any case, I always use a narrow band of
stain color.” 
      Looking forward, Mr. Gorrivan sees the future of
decorative carpets in an increasingly positive light.
“Handmade rugs will only become more and more
important,” he notes. This is especially true as he
already foresees the rejection of the currently popular
mid-century furniture in favor of a revived interest in
antiques. “It will all circle back,” he concludes.

BELOW A chocolate ground rug exhibiting a cream-colored chain link repeat pattern creates a contemporary ambiance in this
eclectically furnished Parisian living room. Courtesy of Philip Gorrivan Design. Photography by Francis Smith. 
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ABOVE This sophisticated Manhattan living room features a luscious silk tone-on-tone carpet whose gold hues are picked up in
the furnishings and lacquered ceiling. Courtesy of Philip Gorrivan Design. Photography by Read McKendree.
OPPOSITE The dynamic organic ivory pattern on a beige ground rug is in counterpoint to the stark linearity characterizing
another Manhattan living room. Courtesy of Philip Gorrivan Design. Photography by Read McKendree.
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About The DESIGNER

Since 2001 when he opened his Manhattan-based
designed firm, Philip Gorrivan has become renowned
worldwide for his stylish interiors that fuse elegant
historical references with sophisticated modernism.
From a gracious Park Avenue apartment or a sleek
downtown loft to a rambling country home, Mr.
Gorrivan creates spaces that effortlessly reflect his
clients’ needs and dreams.
      Raised in Maine by a French Moroccan mother
and a traditional New England father, the designer’s
taste was born of these two strands: exotic eclecti-
cism and classic elegance. His work takes him across
the globe with recent commissions including a New
York residence for members of the Kuwaiti royal
family, a townhouse in London’s South Kensington

neighborhood, an apartment in Paris’ 3rd arrondisse-
ment, and a large family home in San Francisco’s
Pacific Heights.
      Mr. Gorrivan’s work has been featured in a num-
ber of publications—including Elle Décor, House
Beautiful, The New York Times, and Luxe
Magazine—he has been a frequent guest on the Nate
Berkus show and LXTV’s Open House, and a con-
tributing editor for Connecticut Cottages & Gardens.
He has participated in the nation’s premier showcas-
es, including the Kips Bay Decorator Showhouse and
the Hampton Designer Showhouse.  
      In addition to his interiors, the designer has
designed a fabric collection for Duralee, a wallpaper
and rug collection for Holland & Sherry, lighting for
Best & Lloyd and beds for luxury sleep collection
Savoir Beds. 
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COMMUNITY EVENTS FOR YOUR STORE: 
A Win-Win Strategy for Retailers 

by Carol Milano

Reaching out to your surrounding community is a
worthwhile, smart way to help consumers realize that
your store is connected to their needs and concerns.
Community events are an excellent opportunity to
provide valuable assistance to local not-for-profit
causes, while attracting positive attention from near-
by residents. 
      For a retailer involved in home furnishings, a
major goal for these events, often, “is to attract cus-
tomers who are new to the area, or getting ready to

decorate,” says Jackie Pantaliano, president of
ImPRessions, LLC, a public relations firm in
Voorhees NJ. Ms. Pantaliano, a specialist in event
planning, notes that with the popularity of online
shopping, “It’s more important than ever for a retailer
to capture an audience and get them to come to your
store. Then, keep them coming back. People need to
know about your business and why they should
choose to come through the door.”
      A sale or a promotion may attract customers, but 

ABOVE A charity event sponsored by a pet supply store raised $700 to fund pet saving equipment for the local fire 
department. Courtesy Jackie Pantaliano, ImPRessions Public Relations.
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it doesn’t get much publicity. “I find that local media
won’t cover even a grand opening—unless something
special is going on. An event, especially if it benefits
a charity, is an excellent way to gain media attention
and get consumers into your store,” she’s learned.  
      
Choosing A Community Event  
      Select a charity with a cause that interests the
owner and staff of your store. Then, consider the kind
of program that would fit your merchandise and typi-
cal customer. For the grand opening of Idea Interiors,
a modern furniture store near Philadelphia, Ms.
Pantaliano’s firm planned a Friday night program, by
invitation only, to benefit the Comcast-Spectator
Foundation, which supports many local charities,
including Ronald McDonald House, the Moorestown
Youth Baseball Association, and the American Red
Cross. A jazz trio played in the store for a large crowd.
Cocktails were served, along with refreshments
donated by nearby restaurants. “The event fit well
with Idea Interiors’ high-end furniture,” says Ms.
Pantaliano.
      On Saturday afternoon, the public was invited to
the official ribbon-cutting and other festivities. In a
back room, with babysitters, kids were invited to play
games, use coloring books, and enjoy snacks while
their families appreciated another jazz group, and
explored the new store. Everyone over 21 who
entered the store received a raffle ticket. Additional
tickets were sold throughout the afternoon, and all
proceeds from ticket sales went to the foundation.
Representatives of the foundation were at the store to
share information about the charities and their upcom-
ing events. Local businesses donated gift cards that
were presented as prizes.
      At Earthwise Pet Supply & Grooming in
Turnersville, NJ, “The owners knew that the local Fire
Department used pet oxygen masks during fires, and
needed more masks in different sizes to accommodate
so many local homes with pets,” Ms. Pantaliano

recounts. “I arranged to have a fire truck in front of
the store, with the Fire Chief holding a pet’s oxygen
mask. Two additional firefighters stood next to the
husband-and-wife store owners, and their dog. It
made a very eye-catching photo, which I sent to all
the local press before the day of the store opening.”
Approximately 600 people visited Earthwise for its
Grand Opening. Several days later, a giant check was
presented to the local Fire Department, at a small cer-
emony.   
      Entering a new location or buying an existing
store is a good time to team up with an appropriate
charity. On the waterfront in Surfside SC, new owners
bought an ice cream store. A section of the town pier
had been damaged during the last hurricane, and
funds were being raised for its restoration. The own-
ers wanted to draw attention to their store, while also
signaling to residents that the new owners were com-
mitted to the community. The mayor was invited to
create his own ice cream flavor, and to come in just
before the grand opening to mix it himself. “All pro-
ceeds from the Mayor’s flavor will be donated to the
pier restoration, with a percentage of all the profits for
the store’s first season,” says Ms. Pantaliano. 

Types of Events
      All over the country, retailers choose a wide
range of causes, themes, and formats for their com-
munity events. 
      In Farmington CT, Bob’s Discount Furniture
holds an annual July golf tournament. It supports
carefully selected charities that benefit Connecticut
children. They include Big Brothers Big Sisters;
Family and Children’s Aid; and the Connecticut
Children’s Medical Center.
      The day’s activities begin with a round of golf at
a country club, followed by a dinner featuring an
awards ceremony and both live and silent auctions.
2016 emcees for the live auction were Bob’s Discount
Furniture co-founders Bob Kaufman and Gene
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Rosenberg. Guests included store employees, vendors
and partners. The 2016 tournament attracted 450 peo-
ple and raised $600,000. “I am so proud to see the
continued support for the golf outing. It’s grown
incredibly since when it first started,” says Mr.
Kaufman.  Over 30 years, the tournament has raised
over $6,000,000 for charity.
      In 2016, Belk Department Store in Little Rock
held a charity sale on a Saturday morning in
November, featuring live performances by the Little
Rock Central High School Drum Line. The private,
four-hour sale was intended to help local non-profit
organizations raise money. Customers at the sale
received 15% to 70% off Belk purchases storewide,
including special savings on rarely-discounted
brands. Tickets to the charity sale could be redeemed
for $5 off a shopper’s first purchase during sale hours.
Participating charities sold $5 tickets, and kept 100%
of the proceeds from each. Organizations spread word
of the event to potential ticket buyers. Purchasing a
ticket to the private sale allowed customers to support
a worthy cause while enjoying storewide discounts. 
      At 43 locations in seven states, Boscov’s
Departments Stores host a similar event each year.
They describe “Friends Helping Friends” as a ‘special
day filled with fun and fund-raising, to benefit area
non-profits.’ Tickets to “Friends Helping Friends” are
available from participating local organizations,
which are encouraged to take part.  Each group sells
$5 discount shopping passes to the event, and keeps
the full purchase price. Ticket buyers receive 25% off
their purchases on “Friends Helping Friends” day, and
an opportunity to win door prizes, while enjoying
refreshments and entertainment throughout the store. 
      Remaining involved year-round with charities in
each of its market areas, Boscov’s stores try to pro-
vide direct help to neighboring communities. Their
activities include food and clothing drives, bake sales,
and other fundraising events. 
      Hawks Prairie Home Furnishings in Lacey WA

has a tradition of contributing to community groups
and supporting local youth. To celebrate their eighth
anniversary and the first anniversary of their newer
store, Northwest Home Furnishings in Olympia, the
retailers planned a special event on March 17, in lieu
of more familiar St. Patrick’s Day observances. Other
local businesses were invited to make donations for
raffle prizes and an auction. Customers received spe-
cial discounts on furniture; proceeds were donated to
Big Brothers/Big Sisters of Southwest Washington,
and the Boys and Girls Clubs of Thurston County. 
      Shoppers were invited to take a leisurely tour of
each store, while viewing auction items and enjoying
a wine tasting from a Washington wine merchant.
Silent auction items included themed luxury home
décor baskets from each store, a champagne dinner,
gift cards from several local restaurants, and gift cer-
tificates from many nearby shops. For each $100 cus-
tomer donation, Hawks Prairie Home Furnishings
donated a mattress to underprivileged children in the
community. Northwest Home Furnishings offered
free local delivery for any purchase of $100 or more
during the charitable event. 
      
Do You Need An Event Planner?
      Can your store plan its own community event?
Many do. However, keep in mind that, “An event
takes a lot of work,” Ms. Pantaliano points out. “If an
event planner works with you, a staff person will not
have to spend time on things outside his or her area of
expertise.” New owners, or senior staff at an active
store, “are busy stocking and organizing. They won’t
know or have time for all the details. A professional
can seek and provide details you wouldn’t think of.”  
      A public relations person knows how to approach
the media before, and then after an event. For exam-
ple, an added round of publicity several days later is
gained by sending out photos of an owner or senior
staff member presenting a giant-sized check to an
executive from the charity that’s benefiting.  
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      If you prefer to plan your store’s next community
event, here are some important guidelines: 
•      Consider your budget, the size of your business,
and your areas of expertise.  
•      Which non-profit groups garner substantial local
attention? Choosing one that ties in with your store’s
location or focus, in some way, is “likely to get some
media coverage, even if your business isn’t new,” Ms.
Pantaliano advises.
•      When selecting a date, avoid the very beginning
of a month, she suggests. “If you get it listed in calen-
dars of monthly magazines, people still require lead
time to plan on what they’ll go to.  They need a
chance to put your event on their own calendars.” 
•      Think about the time of year. Are many of your
customers away on summer weekends? Is it baseball
season?  “Pick the right time of day,” she cautions.
Some events will draw more traffic on an evening;
others need daytime hours.  
•      Announce your event on all social media, and put

out attractive flyers.  
•      Invite a celebrity whenever you can. For one
client’s store opening, Ms. Pantaliano invited a beau-
tiful, nearby title-holder. “Everyone wanted to take
photos with Miss New Jersey,” she reports.
•      The charity you’re supporting will also promote
the event to its own mailing lists and supporters,
increasing the publicity. That’s added exposure for
your store. 
•      A potential bonus is garnering pre-event coverage
on local television. “Think about getting a good visual
image, in the most attractive spot. Have key people on
hand, like the store owner and a head of the charity.”

Summary
      A classic win/win situation is a retailer holding an
event that will benefit a local non-profit organization.
“It’s a chance to give back while getting the positive
attention of your community,” emphasizes Jackie
Pantaliano.

ABOVE Post-event publicity maximizes impact. A photo of a check presentation at a sold-out  fundraiser with a 
corresponding press release were sent to local media after a grand opening of the Royal Cracovia restaurant, in Magnolia, NJ.

The event raised $5,000 to support the work of non-profit Durand, a multi-service agency headquartered in Mt. Laurel, 
which serves special needs children and adults throughout Southern New Jersey. Photo by Lisa Pagano Photography/SQ

Productions. Courtesy Jackie Pantaliano, ImPRessions Public Relations.
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ABOVE Tabriz Meditation Carpet, Northwest Persia, late 19th century 18’2x14. 
Sold for $37,500 on May 23, 2012. Courtesy Sotheby’s.

OPPOSITE Millefleur Carpet, 18th century, Kashmir, India. 
Wool (probably pashmina) pile on cotton and silk foundation. Courtesy of The Metropolitan Museum of Art.
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Though it sounds like a million, in French it means a

thousand: Millefleur, where a thousand flowers flood

the fields of both tapestries and carpets. It is millefiori

in Italian, but in Italy the flowers grow only on the

exquisite glass pieces that they decorate.

      Of Turkic-Mongol origin, the Mughal dynasty

ruled a good bit of northern India very effectively

under a series of rulers from the 16th century to the

mid-18th century, after which its powers diminished.

It produced seven generations of exceptionally able

rulers who ‘grew’ the empire. By the time of Akbar’s

death in 1605, its span was from Afghanistan to the

Bay of Bengal and southward to the modern-day

Gujarat state and the northern Deccan region. 

      Skip a generation, and Shah Jahan becomes ruler

and rules from 1628-58. Not a long rule, but impor-

tant because Shah Jahan was passionate about art and

architecture and so were those rulers who immediate-

ly followed. This was the beginning of a carpet-mak-

ing era that to this day enthralls. 

      Included in this historic era of carpet making is

millefleur, the category of carpet, woven in northern

India during the late 17th century and 18th century,

that featured a strictly floral pattern. Often an abun-

dance of three, five or seven tiny blossoms grouped

together filled the field.

TAPESTRY
      But before Shah Jahan’s weavers worked their

floral magic, millefleur was found in tapestry created

in Europe in the late Middle Ages and Early

Renaissance, peaking in 1480 to 1520. Originally

made to protect from damp and cold weather, the

tapestries insulated big rooms and covered high castle

walls. They showed secular scenes or allegories and

were most popular in French and Flemish tapestry.

      The exceptional “The Hunters Enter the Woods”

tapestry is one of seven Unicorn Tapestries that hang

TRES BELLE 
MILLEFLEUR
Flowering Through 
The Centuries

by Ellyne Raeuber
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at The Cloisters in New York City. Differences in size

and composition may indicate that each is from a dif-

ferent set. 

      “The Hunters Enter the Woods” was probably

designed in Paris and woven in Brussels. Its field is

millefleur, with a dark green background indicative of

grass—known as

menues verdures in

French. Metallic thread

gives a shine to the

trees and flowers in

blossom. It shows 101

different kinds of

plants of which 85

have been identified:  a

cherry tree is behind

the hunter, while the

hound stands in front

of a date palm.

      Millefleur in tapes-

try differs from other

florals, like those fea-

turing the arabesque.

They predominantly

feature whole, individ-

ual plants set out in an

irregular pattern and do

not connect or signifi-

cantly overlap. Morris & Company in England

revived the form in the 19th century, at which time it

was also used in illustrations.

TWO TYPES
      Later, in India, two broad millefleur pattern types
emerge: either units of tiny flowers repeat in the field,
or flowers grow out of a vase or mound that is
enclosed above by a cusped arch, known as niche-
and-millefleur. In niche-millefleur carpets, the flow-

ers are same-directed
and are often whole
plants; while repeat-
pattern carpets can go
in any direction, and
show only stems and
flowers. Those carpets
with repeating flowers,
divide again into early-
production and later-
production groups. 

Carpet weavers

were influenced by

Mughal artists, who

had, in turn, been influ-

enced by European

herbal paintings done

in the Mannerist natu-

ralist style, and whose

subject matter included

acanthus as well as ser-

rated leaves. Mughal

artists began painting

Kashmiri flora that was slightly distorted with propor-

tions ignored and parts of one type of flower com-

bined with those of another. Carpets from Shah

ABOVE Pashmina Carpet with gateway-and-millefleur pattern, second half 18th century, Kashmir, India, 6’1x4.  
Cotton warp and weft, pashmina wool pile. Gift of Joseph V. McMullan. Courtesy of The Metropolitan Museum of Art.

OPPOSITE Woven Wall Hanging, 1820-30, India, Kashmir, 6x4.25.  Wool, metal wrapped thread; 
tapestry weave; embroidered. Courtesy of The Metropolitan Museum of Art.
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Jahan’s reign, especially for durbars

(a palatial hall or tent) featured brack-

ets or serrated leaves.

BANDS OF LOTUS, 
BUNCHES OF FLOWERS
      The finest carpets were made

toward the end of the Shah Jahan peri-

od. They featured different colored

silk warps, often noticeable in the

fringe; silk wefts; fine, pashmina goat-

hair pile; and a very high knot density.

The central panel is full with flora, as

rows of sometimes recognizable flow-

ers like roses, tulips, irises and pop-

pies fill the carpet. (In later rugs, the

size of the flower will be reduced,

while the number increases.) 

      Lotus blossoms and pods

arranged and connected by vine

scrolls appear, again influenced by

Mughal painters, these from Rajput

and the norther Deccan, who had

painted bands of lotus plants. Lotus

flowers, depicted in different stages of

development, represent a strong

Indian tradition. Deep red fields, dark

blue or blue green borders and white

minor borders may be said to charac-

terize these carpets. 

      By the end of the 1600s, the finer

pashmina rugs of Shah Jahan’s era

began to evolve into the later, greater

number, of millefleur produced from

the 1700s to the 1800s, and beyond.

ABOVE Millefleur Carpet with Flower-and-Trellis Pattern with lozenge 
pattern, late 18th-early 19th century, India, probably Kashmir.  Cotton warp

and weft, asymmetrically knotted wool pile. Gift of Joseph V. McMullan.
Courtesy of The Metropolitan Museum of Art. 

OPPOSITE A Kirman 'Millefleurs' Rug, Southeast Persia, circa 1900.
Sold for approx. $19,500 (15,000 GBP) on November 1, 2016. 

Courtesy of Sotheby’s.
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Mughal power declined during the early 18th century.

High quality, knotted pile carpets were still being

made in Kashmir and the Deccan, but the artistic

Mughal era that produced expertly made carpets came

to an end. 

      Artisans—now without their Mughal patron—

migrated to, among other places, Punjab, Bengal and

the Deccan. At that time, the Nizam’s court at

Hyderabad wanted to revive production in already-

existing weaving centers. Design variations include

repeated pattern units with small medallions and more

complex lattices that create a diagonal geometric grid. 

      Pashmina wool, the undercoat of the Himalayan

mountain goat, was often still used, but the quality of

the carpets, overall, had declined, including a decline

in knot count per inch. European traders who did not

appreciate the work of skilled artisans wanted cheaper

carpets, one reason for the decline in quality. Still,

millefleur carpets were in demand in Europe and the

commercial carpet industry in India, which lacked

vitality in the 1800s, rebounded late in the century. 

      Blossoms had evolved into real fantasies.

Repetitive, precise, small-scale floral patterns became

more formulaic, stylized and stiff. All surfaces in both

border and field were filled with clusters of blossoms.

The field is literally stuffed with tiny floral motifs. 

      A millefleur with a flower and trellis pattern that

hangs in Gallery 463 at The Metropolitan Museum of

Art in New York, was made somewhere between the

late 18th century and the early 19th century. A geo-

metric-like framework is made by a pattern of floral

stems that create a repetitive diamond shape with

flowers dense within. Each plant stem holds a five to

seven cluster of blossoms, like those carpets made in

the 17th century. 

NICHE-MILLEFLEUR
      Again, as proportions were ignored and one

flower combined with another, there was innovation.

Soon a small number of carpets began to feature a sin-

gle, large plant blossoming out of a hillock or vase at

the bottom of the field. These are the niche-millefleur

rugs that include the niche associated with Muslim

prayer rugs and mosques. 

      They, however, were decorative rather than utili-

tarian and, like full-field millefleur, owe a debt to

Mughal painters of the mid-17th century. Also setting

some of this subset of rugs apart is the shape of the

niche area, which may resemble an animal skin. A

second rug from the McMullan Collection at The Met

also hangs in Gallery 463. A niche-millefleur, its

pashmina wool pile and cotton warp and weft is finely

knotted. The central vase and the way the flowers are

geometrically placed, make this rug a stand out.

FLOOR IT, HANG IT, LOVE IT
      Yet another millefleur that is part of The Met’s

collection is a hanging, circa 1820-30, that gives a

nod to Kashmiri pashmina shawls. It uses the double-

interlocking tapestry weave that was also used to

make cushion covers and some clothing. Kashmiri

weavers commonly used floral motifs, including

botehs. Identified with the paisley pattern, botehs are

cone-like in shape and represent highly stylized flow-

ers or shrubs.

      Going full circle from the tapestries of the Middle

Ages, to the floor coverings of Mughal India, to

Kashmiri wall hangings, it is easy to imagine mille-

fleur everywhere. Indeed, these carpets offer a cele-

bration of nature and unsurpassed floral beauty right

in one’s home, a feast of flowers.
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ABOVE The Hunters Enter the Woods (from the Unicorn Tapestries), 1495-1505, South Netherlandish, 12’1x10’3.  
Wool warp, wool, silk, silver, and gilt wefts. Courtesy of The Metropolitan Museum of Art.
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800-536-6778/www.momeni.com

NOURISON .......................................................................IBC
800-223-1110/www.nourison.com

ORIENTAL WEAVERS..........................................................3
800-832-8020/www.owrugs.com

TAMARIAN..........................................................................48
410-377-7726/www.tamarian.com

TEPP TEAM USA ..................................................................8
201-863-8888/info@teppteamusa.com

SERVICES 
TO THE AREA RUG INDUSTRY

AMERICASMART-ATLANTA ...........................................BC
800-ATL-MART/www.americasmart.com

H.M. NABAVIAN & SONS .................................................43
212-213-2476/www.hmnabavian.com

INTERNATIONAL MARKET CENTERS............................4
888-416-8600/www.imcenters.com

MATERIAL CONCEPTS......................................................43
800-372-3366/info@materialconcepts.com

MARKETS & CONVENTIONS
RUG SHOW @ JAVITS.........................September 10-13
New York, NY/www.therugshow.com

NY HOME FASHIONS WEEK .............September 11-14
NYC - Various Showrooms
(212) 297-2122/www.homefashionproducts.com

INTERNATIONAL HOME 
FURNISHINGS MARKET ........................October 14-18
High Point, NC
(336) 888-3700/www.imcenters.com

ATLANTA INTERNATIONAL GIFT 
& HOME FURNISHINGS MARKET ..........January 9-16
Atlanta, GA
(800) ATL-MART/www.americasmart.com

ATLANTA INTERNATIONAL AREA RUG MARKET
featuring the National Oriental Rug Show
Permanent Showrooms...............................January 10-15
Atlanta, GA
(800) ATL-MART/www.americasmart.com

HEIMTEXTIL................................................January 9-12
Frankfort, GERMANY
(770) 984-8016/heimtextil.messe.frankfurt.com

DOMOTEX..................................................January 12-15
Frankfort, GERMANY
(770) 984-8016/www.domotex.de

LAS VEGAS MARKET.................January 28-February 1  
Las Vegas, NV
(888) 962-7469/www.imcenters.com

SURFACES.....................................January 30-February 1
Las Vegas, NV
(800) 547-3477/www.tisewest.com

AUCTIONS
CHRISTIE’S www.christies.com
London, ENGLAND
Interiors................................................................................November 28

Contributions to this calendar are welcome. Please send information to 
AREA Magazine, c/o ORIA, 400 Tenafly Rd., #699, Tenafly NJ 07670 

or email llaufer@oria.org
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Suppliers to the Carpet and Rug Industries:

KRAFT PAPERAND POLY TUBING
TAGGING SUPPLIES TWINEANDTAPE

RUGWRAP
made from your choice of
water-resistant and breathable

DuPont™ Tyvek®

or waterproof

Valéron® Strength Films

(215) 338-6515
(800) 372-3366
MaterialConcepts.com

Tyvek® is a registered trademark of DuPont™ for its brand of protectivematerial.

RUGWRAP
made from your choice of
water-resistant and breathable

DuPont™ Tyvek®

or waterproof

Valéron® Strength Films

Subscribe to 

AREA MAGAZINE

The official publication of the 
Oriental Rug Importers Association,

and the industry’s most 
comprehensive trade publication

for area rug professionals. For details,
contact ORIA Executive Director Lucille

Laufer at 201-866-5054 or email
llaufer@oria.org.
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MEMBERS
AMICI IMPORTS, INC. 
335 Centennial Ave., Suite 7
Cranford, NJ 07016
(908) 272-8300 
FAX (908) 272-8310
E-mail: amiciimports@amiciimports.com
URL: www.amiciimports.com
Jeffrey DeSantis, Pres.

AMINCO, INC. 
505 Winsor Drive
Secaucus, NJ 07094 
(201) 601-9200
(888) 501-9200
FAX (201) 601-4747
E-mail: mail@amincoinc.com
Mikel Banilevi, Partner.
David Banilevi, Partner 

ARIANA RUGS, INC.
666 N. Robertson Blvd.
Los Angeles , CA 90069
(310) 289-8800
(888) 696-4960
FAX (310) 289-8808
E-mail: sales@arianarugs.com
URL: www.arianarugs.com
Ahmad Ahmadi , Pres.
Alex Ahmadi, V.P.
Nadra Ahmadi, Sec’y

ASIA MINOR CARPETS, INC.
515 Depot Street
Manchester Center, VT 05255
(212) 447-9066
FAX (212) 447-1879
E-mail: info@asiaminorcarpets.com
Alp Basdogan, Pres.

ATIYEH INTERNATIONAL, LTD.
P.O. Box 3040
Newberg, OR 97132 
(503) 538-7560 
FAX (503) 538-8239 
URL: www.atiyeh.com 
E-mail: rugs@atiyeh.com 
Leslie Atiyeh, Pres.
Thomas J. Atiyeh, Exec. V.P.

BASHIAN
65 Railroad Ave.
Ridgefield, NJ 07657
(201) 330-1001
(800) 628-2167
FAX (201) 330-0878
E-mail: info@bashianrug.com
George G. Bashian, Jr., Pres.
Garo Bashian, V.P.
Ralph Bashian, V.P.

BOKARA RUG CO., INC.
50 Enterprise Ave. North
Secaucus, NJ 07094
(201) 601-0040
FAX (201) 601-0055
E-mail: info@bokara.com
URL: www.bokara.com
Jan Soleimani, Pres.
Gabriel Vaknin, V.P.

CAPEL, INC.
831 North Main St.
Troy, NC 27371
(910) 572-7000
FAX (910) 572-7040
E-mail: mail@capel.net
URL:www.capelrugs.com
John Magee, Pres. & CEO
Cameron Capel, VP-Nat’l Accts.
Jake Sweeters, Nat’l Sales Manager

CARAVAN RUG CORP.
8725 Wilshire Blvd.
Beverly Hills, CA 90254
(310) 358-1222
FAX (310) 358-1220
Mois Refoua, Pres.
Nabi Rahmati, Sales
Jay Nehouray, Sales
David Nehouray, Sales
Mario Cordero, Warehouse Mngr.

WILLIAM CHERKEZIAN & SON, INC.
/TAPIS INT’L
11835 Carmel Mountain Rd. Ste.1304
San Diego CA 92128
(818) 266-8383
William Cherkezian

COURISTAN, INC.
2 Executive Drive
Fort Lee, NJ 07024
(201) 585-8500
FAX (201) 585-0564
E-mail: info@couristan.com
URL: couristan.com
George Couri
Ron Couri

THE CREATIVE TOUCH
401 Penhorne Ave., Suite 4
Secaucus, NJ 07094
(201) 866-1933
FAX (201) 866-1935
E-mail: info@creativetouchrugs.com
URL: creativetouchrugs.com
Baki Ildiz, Pres.

D & K WHOLESALE
div. Dilmaghani (Medhi Dilmaghani & Co., Inc.)
540 Central Park Ave.
Scarsdale, NY 10583
(914) 472-1700
FAX (914) 472-5154
(800) 545-5422 & (877) DIL-RUGS
E-mail: sales@dkwh.com
URL: www.dkwh.com
Dennis A. Dilmaghani
Essy Kashanian

EBISONS HAROUNIAN IMPORTS
389 Fifth Avenue, Ste. 508
New York, NY 10016
(212) 686-4262
(800) 966-6666
FAX (212) 779-4262
E-mail: info@ebisons.com
URL: www.ebisons.com
Ebi Harounian, Partner
Michael Harounian, Partner
Maurice Harounian, Partner
Melissa McMee, Designer

ELIKO ORIENTAL RUGS, INC.
102 Madison Ave., 4th Floor
New York, NY 10016
(212) 725-1600
(800) 733-5456
FAX (212) 725-1885
E-mail: elikorugs@aol.com
URL: www.ElikoRugs.com
Babadjian Bassalali, Pres
David Basalely, Partner
Soloman Bassalely, Partner
Richard Garrad, Sales
Mahtab Etessami, Sales

FEIZY IMPORT & EXPORT CO.
Feizy Center
13800 Diplomat Drive
Dallas, TX 75234
(214) 747-6000
(800) 779-0877
FAX (214) 760-0521
E-mail: salesinfo@feizy.com
URL: www.feizy.com
John Feizy, Pres./Founder/Owner
Cameron Feizy, V.P. Sales
Nasser Garroussi, V.P.-Finance

FRENCH ACCENT RUGS & TAPESTRIES
36 East 31st St., Ground Floor
New York, NY 10016
(212) 686-6097
(888) 700-7847
FAX (212) 937-3928
URL: www.farugs.com
Kevin Rahmanan, Principal
Khosrow Banilivi, CEO
Bijan Nabavian, Treas.
Danny Shafian, Operations Mngr.

G.A. GERTMENIAN & SONS
300 West Avenue 33
Los Angeles, CA 90031
(213) 250-7777
(800) 874-1236
FAX (213) 250-7776
E-mail: Gertmenian@gertmenian.com
URL: www.gertmenian.com
Tom Gertmenian, Partner
Don Gertmenian, Partner
Peter Gertmenian, Partner

HAROUNIAN RUGS
INTERNATIONAL CO.
104 West 29th St.
New York, NY 10001
(212) 213-3330
(800) 682-3330
FAX (212) 545-0657
E-mail: info@HRIRUGS.com
URL: www.HRIRUGS.com
David Harounian, Partner
Lee Harounian, Partner

JAIPUR RUGS, INC.
1800 Cherokee Parkway
Acworth, GA 30102
(404) 351-2360
(800) 678-7330
FAX (678) 551-6677
E-mail: info@jaipurrugs.com
URL: www.jaipurrugs.com
Asha Chaudhary, Pres.
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JAUNTY CO. INC.
13535 S. Figueroa St.
Los Angeles, CA 90061
(213) 413-3333
(800) 323-3342
FAX (213) 413-0828
E-mail: info@jauntyinc.com
URL: www.jauntyinc.com
Mike Navid, Pres.
Kami Navid, V.P.

KALATY RUG CORP.
156 Duffy Avenue
Hicksville, NY 11801
(212) 683-7222
(800) ALL-RUGS (800-255-7847)
FAX (212) 689-2705
E-mail: info@kalaty.com
URL: www.kalaty.com
Mirza Kalaty, Pres.
Ramin Kalaty, V.P.
Soheil (Mike) Kalaty, V.P.-Sales
Farshad Kalaty, V.P. Client Relations
Ariel & Kamran Kalaty, Mktg. & Promotions

KALEEN RUGS
1013 Bonny Oaks Drive
Dalton, GA 30722
(888) 452-5336
FAX (877) 452-5336
E-mail: monty.rathi@kaleen.com
URL: www.kaleen.com
Monty Rathi, COO

KAS ORIENTAL RUGS, INC.
62 Veronica Ave.
Somerset, NJ 08873
(732) 545-1900
(800) 967-4254
FAX (732) 545-5836
E-mail: info@kasrugs.com
URL: www.kasrugs.com
Rao Yarlagadda, Pres.
Hari Tummala, Exec. V.P.
Kranthi Yarlagadda, V.P. Operations
Santhi Yarlagadda, V.P. Business Dev.

LOLOI RUGS 
4501 Spring Valley Rd.
Dallas, TX 75244
(972) 503-5656
FAX (972) 387-0436
E-mail: aloloi@loloirugs.com
URL: www.loloirugs.com
Amir Loloi, Pres.
Greg O’Connell, G.M.

LOTFY & SONS INC. 
3901 Liberty Ave.
North Bergen, NJ 07047
(201) 867-7733
FAX (201) 867-0766
E-mail: lotfysons@aol.com
URL: www.Lotfyandsons.com
Marty Banilevi, Pres.
Lotfollah Banilevi, V.P.
Sheila Rahmanan, V.P.

MARCELLA FINE RUGS
6899 Peachtree Industrial Blvd, Suite K
Norcorss, GA 30092
(770) 582-1800
(800) 786-7847
FAX (770) 582-1807
E-mail: mail@marcellafinerugs.com
URL: marcellafinerugs.com
Firooz Nahai, Pres.
Fereydoun Nahai, Principal

MARJAN INTERNATIONAL CORP.
41 East 31st St.
New York, NY 10016
(212) 686-8488
(800) 862-7526
FAX (212) 576-1511
Morad Ghadamian Moradi, Pres.
Khalil Ghadamian Moradi, V.P.

MASTERLOOMS, INC.
295 Fifth Ave., Ste. 114
New York, New York 10016
(201) 556-9444
E-mail: masterlooms@aol.com
Nasser Rahmanan, CEO

MER CORP.
(201) 783-8563
TOLL-FREE: (800) 341-4176
FAX (201) 783-8561
E-mail: mercorp@att.net
URL: merrugs.com
Albert Moomjy
Robert Moomjy

MERRIFIELD ORIENTAL RUGS
8501 Tyco Rd.
Vienna, Virginia 22182
(703) 876-4000
FAX (703) 876-9819
E-mail: merrifieldorientalruginc@yahoo.com
Sayeed Hasanzadah, Pres.
Lili McDonald, Store Mgr. & Marketing Dir.

MICHAELIAN & KOHLBERG, INC.
315B Springfield Ave.
Summit, NJ 07901
(908) 522-1004
URL: www.michaelian.com
FAX (908) 522-1006
Teddy Sumner, Principal

MOHAWK HOME
3032 Sugar Valley Rd, NW
Sugar Valley, GA 30746
(706) 624-4624
Toll-Free: (800) 843-4473
FAX: (706) 625-9329
E-mail: customer_care@mohawkind.com
URL: www.mohawkind.com
Rocky Casteel, Pres. 

MODREN RUGS
505 Windsor Dr.
Secaucus, NJ 07094
(201) 866-0909
E-mail: RenRugs@gmail.com
URL: ModRenRugs.com
Jeffrey Soleimani

ABRAHAM MOHEBAN 
& SON, INC.
2-8 Haven Ave., Ste. 216
Port Washington, NY 11050
(516) 883-1522
FAX (516) 883-1523
E-mail: mohebancarpets@gmail.com
URL: www.moheban.com
Abraham Moheban, Pres.
David J. Moheban, V.P.

MOMENI, INC.
60 Broad St.
Carlstadt NJ 07072
(201) 549-7220
(800) 536-6778
FAX (201) 549-7221
E-mail: info@momeni.com
URL: www.momeni.com
Reza Momeni, Pres.
Aria Momeni, V.P.
Ali R. Momeni, V.P.

NEJAD ORIENTAL RUGS
Main & State Sts.
Doylestown, PA 18901
(800) 245-RUGS
FAX (215) 348-9056
E-mail: info@nejad.com
URL: www.nejad.com
Ali R. Nejad, Pres.
Theresa M. Nejad, V.P.

NEMAN INTERNATIONAL INC.
501 Penhorn Avenue - Unit 8
Secaucus, NJ  07094
(212) 686-6262 
(201) 590-0000
FAX (201) 590-0099
E-mail: nemaninc@aol.com
URL: www.nemanintl.com
Said Neman
Dan Neman

NOURISON
5 Sampson St.
Saddle Brook, NJ 07662
(201) 368-6900
(800) 223-1110
FAX (201) 368-0739
E-mail: info@Nourison.com
URL: www.Nourison.com
Alexander Peykar, Pres.
Paul Peykar, V.P.
Steven Peykar, V.P.

OBEETEE, INC.
137 West 25th St. - 12th Floor
New York, NY 10001
(212) 633-9744
FAX (212) 633-9745
Vimal Kumar, V.P.

ORIENTAL WEAVERS USA
3252 Dug Gap Rd. SW
Dalton, GA 30720
(800) 832-8020
FAX (706) 277-9665
E-mail: orders@owrugs.com
URL: www.owrugs.com
Ahmed Salama, CEO
Jonathan Witt, Pres.
Pat Muschamp, V.P.-Sales
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RADICI USA, INC.
400 Herald Journal Blvd.
Spartanburg, NC 29303
(864) 583-5504
FAX (864) 583-5765
E-mail: ppegorari@radiciusa.com
URL: www.radiciusa.com
Paolo Pegorari, Gen’l Manager

ROMANI, INC. 
455 Barell Ave.
Carlstadt, NJ 07072
(800) 448-4244
(201) 392-0400
FAX (201) 392-9782
Cyrus Kashi, Pres.
Saiyd Nagim, NP
Ali Samadi, Sls Mngr.
Taghi Hojreh, Buyer

SAFAVIEH 
40 Harbor Park Drive North
Port Washington, NY 11050
(516) 945-1900
(212) 683-8399
(888) SAFAVIEH
FAX (516) 945-1938
E-mail: info@safavieh.com
URL: safavieh.com
Ahmad Yaraghi, Pres.
Cyrus Yaraghi, V.P.
Arash Yaraghi, V.P.
Dairus Yaraghi, Treas.

SAMAD
419 Murray Hill Parkway
East Rutherford, NJ 07073
(201)372-0909
FAX (201) 842-0077
E-mail: mail@samad.com
URL: www.samad.com
David Samad, Pres.
Malcolm Samad, C.O.O.
Rao Siriki, Exec. V.P.

SHALOM BROTHERS, INC.
284 Fifth Ave., Ground Floor
New York, NY 10001
(212) 695-3000
(800) 3-SHALOM
FAX (212) 695-0022
E-mail: info@shalombrothers.com
URL: www.shalombrothers.com
Nader Shalom, Pres.
Fred Shalom, Exec. V.P.
Rafi Amirian, V.P.

SURYA
140 Executive Drive
Calhoun, GA 30701
(706) 625-4823
E-mail: satya.tiwari@surya.com
URL: www.surya.com
Satya Tiwari

TAMARIAN CARPETS
1407 Shoemaker Rd.
Baltimore, MD 21209
(410) 321-6222
FAX (410) 321-6122
E-mail: info@tamarian.com
URL: www.tamarian.com
Steve Cibor, Pres.
Ryan Higgins, V.P.
Geoff Duckworth, Sr. Designer
Ayo Akintilo, Multimedia Director
Fred Lomax, Operations Mngr.

TEPP TEAM USA
3901 Liberty Ave.
North Bergen, NJ 07047
(201) 863-8888
FAX (201) 863-8898
E-mail: info@teppteamusa.com
URL: teppteamusa.com
Djalal Mohammadi
Parviz Roubeni

TIBET RUG COMPANY
1460 Foothill Dr.
Salt Lake City, UT 84108
(801) 582-3334
FAX (801) 582-3501
URL: www.tibetrugcompany.com
Jim Webber, President
Brian Mehl, Director of Sales
Tsultrim Lama, Mng. Partner
TUFAN 
10551 Miller Rd., Ste 200
Dallas, TX 75238
(713) 988-7779
FAX (214) 377-9376
URL: tufanrugs.com
Fariborz Alavi, CEO
Sina Sadri, COO

TUFENKIAN
919 Third Ave., Ground Floor
New York, NY 10022
(212) 475-2475
FAX (212) 475-2629
E-mail: info@tufenkiancarpets.com
www.Tufenkiancarpets.com
James Tufenkian, Pres.
Eric Jacobson, C.F.O.

WOVEN CONCEPTS
PO Box 234261
Great Neck, NY 11023
(201) 617-7600
FAX (201) 617-7755
Behrooz Hakimian, Product Development
Halleh Hakimian, Int’l Operations
Jasmine Hakimian, Customer Relations
URL: www.wovenconcepts.com

ZOLLANVARI, LTD
600 Meadowlands Parkway, Suite 130
Secaucus, NJ 07094
(201) 330-3344
FAX (201) 330-7728
E-mail: info@zollanvariusa.com
URL: www.Zollanvariusa.com
Reza Zollanvari, Pres.
Sanjay Purohit , CEO
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ASSOCIATE
MEMBERS
AMERICASMART ATLANTA
240 Peachtree St., NW
Suite 2200
Atlanta, GA 30303
(404) 220-2330
(800) ATL-MART
FAX (404) 220-3030
URL: www.americasmart.com
Jeff Portman, Pres. Vice Chmn, COO
Mike Turnbull, Sr. V.P. Mktg
Kevin Malkiewicz,V.P. Area Rug Center Leasing

ARTISTIC COLOR GRAPHICS
3400 Dodds Ave.
Chattanooga, TN 37407
(423) 698-7360
FAX (423) 698-1862
E-mail: chris@printacg.com
URL: www.printacg.com
Chris Burton, Principal

C-Air
181 S. Franklin Ave.
Valley Stream, NY 11581
(516) 394-0400
FAX (516) 394-0471
E-mail: johnm@c-air.com
URL: www.c-air.com
John Maser, Director of Imports

EXPLORE AIRTRANS SERVICES (EAS)
5 Logistics Drive 
South Kearny, NJ 07032
(973) 474-5336
FAX (973) 474-5348
www.exploreair.com
Brian Galik, V.P.

GERTNER MANDEL, LLC
1215 East Veterans Highway
Jackson, NJ 08527
(732) 363-3333
FAX (732) 534-0328
E-mail: lmandel@gmplaw.net
URL: www.iplaw-gmp.net
Lawrence Mandel

H.M. NABAVIAN & SONS, INC.
36 E. 31st St.
New York, NY 10016
(212) 213-2476
FAX (212) 213-4276
E-mail: sales@hmnabavian.com
URL: www.hmnabavian.com
Massoud Nabavian Pres.

INTERNATIONAL MARKET CENTERS
495 South Grand Central Parkway
Las Vegas, NV 89106
(702) 380-0919
(888) 416-8600
FAX (702) 380-4002
E-mail: info@imcenters.com
URL: www.imcenters.com

JADE INDUSTRIES, INC.
101 West Washington St.
Conshohocken, PA 19428
(610) 828-4830 (local)
(888) RUG-PADS (888-784-7237)
FAX (610) 828-1028
E-mail: jade@rugpads.com
URL: www.rugpads.com
Aram K. Jerrehian, Jr., CEO
Dean Jerrehian, Pres.
Patricia Mullen, Administrator
Amy K. Jerrehian, Marketing Director

MATERIAL CONCEPTS, INC.
11620 Caroline Rd.
Philadelphia, PA 19154
(215) 338-6515
(800) 372-3366
FAX (215) 338-0199
E-mail: info@materialconcepts.com
Geoffrey Kohn, Pres.
Douglas Kohn, G.M.

NEW YORK INT’L CARPET SHOW
408 N. Robertson Blvd.
West Hollywood, CA 90048
(323) 274-8636
E-mail: murtaza@nyics.com
URL: www.nyics.com
Murtaza Ahmadi Pres.

NOONOO RUG 
CONSULTING GROUP, LTD.
16001 Collins Ave., Ste 2002
Sunny Isles Beach, FL 33160
(917) 648-7322
E-mail: edncpw@gmail.com
Gene Newman, Pres.
Stephanie A. Diehl, Tres./Sec’y

REVITA RUGS
10 Horizon Blvd.
S. Hackensack, NJ 07606
(201) 641-1100
FAX (201) 641-1150
E-mail: hzarei@revitarugs.com
URL: www.revitarugs.com
Hamid Zarei, Pres.

RUG INSIDER MAGAZINE
4 Fortsalong Rd.
Meredith, NH 03253
(603) 279-4938
FAX (603) 279-4838
E-mail: peter@ruginsider.com
URL: www.ruginsider.com
Peter Woodaman, Publisher

RUGNEWS.COM
P.O. Box 18207
Sarasota, FL 18207
(941) 929-9430
E-mail: ctisch@rugnews.com
URL: www.rugnews.com
Carol Tisch, Editor & Publisher
Howard Tisch, Executive Editor

ANDREW SCHLAFLY, ESQ.
521 Fifth Ave., 17th Floor
New York, NY 10175
(908) 719-8608
FAX (212) 214-0354
Andrew Schlafly, Esq.
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WWW.NOURISON.COM  |  1.800.223.1110

MAKE US YOUR
PREMIER RUG PARTNER

OUR UNRIVALED SELECTION  
SERVICE AND COMMITMENT WILL

 HELP YOU GROW YOUR BUSINESS.

VISIT US AT HIGH POINT MARKET
IHFC Building, IH101 | October 14-18, 2017



IT’S ALL 
HERE
ATLANTA  |   JANUARY 2018

PHOTO: LOLOI

AmericasMart® is the nation’s leading home and rug marketplace, 
where global design trends and buying opportunities await you in 
one convenient destination. To the trade.

VISIT YOUR COMPLETE HOME, RUG, AND GIFT
DESTINATION THIS JANUARY 2018.

RUGS  |  FURNITURE  |  DECORATIVE ACCESSORIES
GIFTS  |  TABLETOP  |  HOME TEXTILES 

The Atlanta International Gift 
& Home Furnishings Market®

Showrooms: January 9 –16, 2018
Temporaries: January 11–15, 2018

The Atlanta International Area Rug Market®

Featuring the National Oriental Rug Show

Showrooms: January 10 –14, 2018
Temporaries: January 11–15, 2018

Select Showrooms Open Year Round
Monday – Friday  •  10 a.m.– 4 p.m.

800.ATL.MART   |   © 2017 AMC Inc.

AmericasMart.com/January  |  @AmericasMartATL  |  #AtlMkt


