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Global Home’s exclusives include the photographic work of John Delaney, who documented the life and ancient traditions of the Kazakh “golden 
eagle” nomads of Mongolia. Delaney’s gelatin-silver print of a young female falconer adds color and interest to this contemporary furniture grouping.
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GLOBAL HOME IS A RETAIL AND INTERIOR 
design operation that began as a small business 
in upstate New York, grew its brand and home 
décor sales online, and six months ago opened 
a 1,600-sq.-ft . showroom in Manhatt an’s Flatiron 
District. The owners are husband-and-wife Joe 
Giamarese and Vivian Hung, whose retail path 
took root in 2000 – the year they put their corpo-
rate careers on hold, sold their belongings and 
embarked on a 16-month journey that took them 
to 21 countries across six continents.  

What they took away from that journey is 
beautifully summed up on their website’s home 
page: “From January 2000 to April 2001, the 
places we saw, the adventures we had and the 
people we met taught us one important les-
son: We are all the same. Regardless of culture, 
religion, or economic status, we all want love and 
happiness for ourselves, family and friends as 
well as the opportunity to lead productive impor-
tant lives.”

They also brought back lasting impressions 
of artisan craft s and home décor from diff erent 
cultures, and how they’re made and distributed 
to the world. “The experience pulled us out of our 
comfortable existence as corporate denizens and 
opened our eyes to a world of exotic cultures, 

beauty and craft smanship,” Hung told Home Ac-
cents Today.

Upon returning to New York, Giamarese and 
Hung found jobs right away and resumed their 
careers – he as executive marketing director at 

Vogue magazine, and she as an art director for 
Assouline Publishing and Martha Stewart Living 
Omnimedia – but the seed for Global Home had 
been planted. 

“We returned from our voyage and sett led 
back into our high-stress corporate life in early 
2001, but this time it just didn’t feel right,” Hung 
said. “Our mindset was not geared to corporate 
thinking … our hearts were not in it. We quickly 
got back into the pace of city life but our drive to 
climb the ladder had died.”

Then, 9/11 happened. “As with many New 
Yorkers, the September 11th att acks really helped 
crystalize unfulfi lled desires,” Giamarese said. 
“So, in 2004 we shed our urban surroundings 
and moved to the bucolic Catskill region of up-
state New York. We bought an old country house 
in Jeff ersonville, fi xed it up and got married 
there.” 

They fell in love with country living and saw an 
opportunity to follow through with their dream of 
selling imported furniture and home décor from 
around the world. “While living a quiet life in the 
country, we could hop around the world and cu-
rate the best and most interesting items in home 
design as a way to make a living.”

They started by traveling to Southeast Asia 

GLOBAL HOME OPENS IN NYC 
Vivian Hung and Joe Giamarese bring their world view 

and modern exoticism to the Flatiron District

B Y  S U S A N  D I C K E N S O N

“ALMOST 70% OF OUR BUSINESS WAS 

COMING FROM THE CITY, SO IT MADE 

SENSE FOR US TO TAP INTO THAT 

MARKET MORE HEAVILY WITH A 

PHYSICAL PRESENCE.”

Also exclusive to Global Home are spalted maple mirrors 
created by New York woodworker Joncy Bennett, made 

to order.
Owners Vivian Hung and Joe Giamarese mix global treasures with contemporary, high design for a sophisticated, 

modern-exotic look. 
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A 2000-2001 global backpacking trip inspired 
spouses Joe Giamarese and Vivian Hung to eventually 
trade their corporate careers for the world of retail and 

interior design.

The couple’s businesses include a shop in Jeffersonville, N.Y., the new store in Manhattan, an online store and an 
interior design business. Shown here, a completed design project in a Tribeca loft. Photo by Brendon Stuart.

where they fi lled shipping containers with 
antiques. Eventually, the couple began mixing 
their international fi nds with contemporary, 
high-end design. In 2006 they launched a web-
site and began selling what had developed into 
a unique “modern exotic” aesthetic online. 

Three years later Hung and Giamarese built 
an interior design business servicing clients’ 
weekend homes in the Catskills and, increas-
ingly, their primary residences in the city, where 
things really began to take off . “We found that 
almost 70% of our business was coming from 
the city, so it made sense for us to tap into that 
market more heavily with a physical presence,” 
Hung said. 

Earlier this year, they saw an opportunity to 
acquire space in the Flatiron District. In April, 
they celebrated the grand opening of Global 
Home at 25 E. 20th St. 

“We are excited to see our vision come to 
life and for people to have the ability to touch 
and see it,” the couple said of the new venture, 
which operates in addition to their interior 
design business, the shop in Jeff ersonville and 
the online store. 

“Because of the luxury nature of the mer-
chandise we sell, a physical location is very im-
portant to enable customers to get a true sense 
of the quality. It’s also helpful in immersing 
customers in a complete environment similar to 
what they may experience in their homes, or in 
their idealized homes. It’s theater.”

How’s business? Our business has remained 
stable over the past few years. However, with 
the launch of our new location, we’ve naturally 
seen a boost in sales volume.

Where is home? We now live in Princeton, N.J., 
a town we love. It’s really not very close to 
either of our retail operations – the Jeff erson-
ville location is about two hours northwest of 
the city. When we decided to move here about 
a year ago, one of our friends asked, “Have you 
guys looked at a map?” But that’s kind of how 
we do things – the heart usually wins over the 
head. The NYC store is really our base of opera-
tion now, but we are active on all three fronts.

How much of your overall business is retail and 
how much is interior design? It’s about 50/50. 

What do you enjoy most about retail? The 
best part about retail is creating an immersive 
environment for the customer so they can expe-
rience our merchandise in the way we envision. 
This, and developing relationships with our 
customers face-to-face, is so much more re-
warding than a click-to-buy relationship on our 
website. In the end, business is about people 
and relationships. Despite the rise of the virtual 
world, we are all still physical beings who crave 
real interpersonal relationships.

Describe your merchandising: We love con-
trasts. We love juxtaposing dissimilar styles and 
creating harmony from chaos. When we display 
products in our showroom, we’re keenly aware 
that many people would never mix together the 
items we do, in the way we do. This is also a key 
tenet in our interior design. Playing with scale, 
patt ern, texture, color. Oft en our clients are 
incredulous of our plans, but come around when 
they see everything together. The composition is 
critical. It takes a keen eye. 

Where does your inspiration and color aes-
thetic come from? We are continuously inspired 
from our travels. Our color aesthetic draws from 
the saturated palett es common in some of our 
favorite destinations – India, Morocco and Latin 
America – combined with the more restrained 
palett es of Paris, Sicily and Japan. We’re also 
inspired by the disco era and the 1980s. 

Describe your average retail customer: Our av-
erage retail customer is someone who follows 
home design trends and wants to bring some-
thing exciting into his or her home.

Describe your average interior design project/
client: Someone with high-design aspirations 
but litt le time and/or know-how in this arena. 
They are accustomed to hiring professionals to 
handle things and would no sooner represent 
themselves in a legal proceeding, cut their own 
hair or landscape their property themselves 
than tackle furnishing their home.

How do you reach your customer? We rely 
heavily on Google Adwords which are great for 
making tactical internet sales happen, but do 
litt le to build our image. They do, however, bring 
people to our website which is an excellent way 
to give potential customers a more complete 
fl avor of our brand. We have also used strategic 
print, outdoor and direct mail to promote our 
brand’s image.

Best store event you’ve ever hosted: Our open-
ing party for our NYC location was epic. Packed 
to the raft ers with friends, customers, vendors, 
designers… and some design celebrities, too!
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What home accents categories do you carry? 
Accent furniture, lamps, rugs, art, decorative 
pillows, throws, mirrors, tabletop, sculpture, 
decorative accessories and candles.

Home accents make up about what percentage 
of your merchandise? It’s about half home ac-
cents, half furniture.

Who are some of your key vendors? Made 
Goods, Laura Kirar for Arteriors, Kelly Wearstler 
and Aerin for Visual Comfort, John Robshaw, 
Nathan Anthony, Mr. Brown. We’re lucky to be 
able to carry all of these and more, including a 
host of exclusive artists and artisans. 

What’s hot? We made a commitment in the NYC 
showroom to carry a variety of abstract sculpture 
made from marble, iron, horn and brass. It’s a 
very masculine vibe that’s been well received by 
… well, men. Conversely, we temper these with 
a lot of brightly colored decorative pillows and 
throws with an ethnic feel. These are very hot 
with our female customers.

Do you have any exclusives or licensed collec-
tions? Over the past 11 years of the business, 
we have been lucky enough to meet some very 
talented artisans with whom we’ve recently 
collaborated on a variety of exclusives. Local 
woodworker Joncy Bennett  has created a line of 
beautiful spalted maple mirrors for us, and John 
Delaney showcases his cinematic photography 
of Kazakh falconers in our store. We collaborated 
with the ladies at The Soap and Paper Factory in 
Congers, N.Y., and Oregon-based pott er Thomas 

Renaud on our Global Home limited-edition 
candle. The result is intoxicating: cherry blos-
soms from Kyoto, cardamom from India, citrus 
from Sicily and, somehow, the very air in Bali.

They’re all beautiful items, and the Delaney 
photographs are so striking. What’s the story 
behind them? They document Mongolia’s 
Kazakh nomads, known also as “Golden Eagle 
Riders” for their taming of majestic eagles with 
over 7-foot wingspans. John stayed with these 
families several times over 10 years. The Kazakhs 
capture their eagles while young, oft en directly 
from their cliff side nests. Only the females are 
taken because they are large and more aggres-
sive hunters. Aft er about seven years of training 
and living together, the hunter and the eagle are 
bound in survival. Their way of life is in danger 
of being eradicated, so these incredible photos 
capture a dying tradition where the hunting rela-
tionship between man and eagle is essential to 
the survival of the entire tribe through the harsh 
Siberian winters.

What is the biggest challenge aff ecting the 
success of your retail and interior design busi-
nesses? Like with any brick-and-mortar retail 
operation, showrooming has become a major 
encumbrance to the sale of product. The inter-
net creates a sense that you can always fi nd the 
same thing for a few dollars less, or something 
“bett er” for the same price. Because of this, 
customers are not willing to commit to something 
that they fall in love with in the store until they’ve 
searched and searched online for a bett er deal 
or something bett er. In our opinion, this oft en re-

sults in not making a commitment at all. We liken 
it to online dating.

Trade shows/markets you att end: We shop for 
home accents at the High Point Market, NY Now 
and ICFF. We would love to shop the Paris and 
Milan shows in the future. 

What kind of interior design projects are you 
working on right now? We’re involved in a few 
projects near our Jeff ersonville location. They are 
all weekend houses with comfortable, laid-back 
aesthetics. It’s prett y common that our summer 
projects are in the Catskills. In the winter, the 
focus shift s to NYC-based projects with a more 
sophisticated and glamorous vibe.

What are your hopes and plans for the future? 
Our aim is to really embed ourselves in the 
community here in the Flatiron District and the 
surrounding neighborhoods in New York. We’d 
love to work toward being a “must” destination 
when people are making decisions about furnish-
ing their homes. Further down the line, we’d love 
to develop (or at least inspire) our own product 
line. We’d also love to bring Global Home to other 
markets in the U.S. Princeton is almost equidis-
tant to New York and Philadelphia, so Philly would 
make a lot of sense. But we also see our brand 
doing well in Dallas, Los Angeles, Chicago and a 
host of other cities that have proven to be good 
e-commerce markets for us over the years. 

Address: 25 E. 20th St., New York, N.Y. and 4929 
Main St., Jeff ersonville, N.Y.
Website: globalhomeny.com

Tassel lamps by Laura Kirar for Arteriors Home share space with whalebone sculptures and a John Delaney print 
atop a wood and brass inlay console.

Global Home’s merchandising combines different 
styles, materials and textures to achieve “harmony 

from chaos.” 




