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TH E M ON EY S I N lustration by New York Times News Service

THE MA]TRESS

Why buy that new Porsche when you can have an Italian bed?

By PENELOPE GREEN
New York Times News Service

ne hot morning in late June, I was lying flat on

my back on a bed in lower SoHo, my eyelids

struggling to stay aloft, when Henry Burney, a

gentle guy with a borscht belt sense of humor,
leaned over and asked, “So, would you rather sleep
with an Italian or Ed?”

Burney is the U.S. sales representative for Magniflex,
the Italian mattress company that makes the $24,000
foam mattress I was lying on in the Casa Poggesi bed-
ding store on Crosby Street. His little dig was aimed
at a Swedish mattress maker, Hastens, which stuffs
its versions with horsehair and charges as much as
$60,000 for them. But his focus in this seduction scene

was less on trashing the competition than on winning
me over, not just to his product but to the seemingly
absurd notion of the multithousand-dollar mattress.
And he was not alone.

All spring and summer, Hastens has been running
an ad in magazines like Elle Decor: a photograph of
the blue-and-white-checked Vividus bed topped with
a puffy white down comforter, one corner pulled back
invitingly, with a pair of sharp-toed stiletto shoes on
the floor beside it. The come-on reads: “Who would
spend $59,750 on a bed?”

Who indeed? And what is the calculus — economic
or otherwise — that brings a mattress to that par-
ticular figure? Or to $24,000, in Magniflex's case? Or
$50,000, which is the sticker price of a bed being made
by Hollandia, an Israeli company that opened a show-

room in the Marketplace Design Center in Philadel-
phia last fall and a flagship store in the Mall at Short
Hills, N.J., last Thursday. I mean, what the heck? Why
would anybody pay that much for a mattress?

“What did that guy say when he was asked why he
climbed Mount Everest?” said Pamela N. Danziger, a
marketing consultant and the author of “Let Them Eat
Cake: Marketing Luxury to the Masses — as Well as
the Classes” and “Why People Buy Things They Don’t
Need.”

“Because it’s there!” she exclaimed. “I would be very
interested in how many they sell at that price. I would
suggest the price is more of a positioning tool, though
it is true that there are a lot of rich folks.
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Those making over $250,000
a year are the fastest-growing
households by income in the
country. We know that from our
survey.” (Danziger’s company,
Unity Marketing, tracks the luxu-
ry market in an annual survey of
the spending habits and behav-
iors of affluent Americans.)

Like nature, the luxury market
abhors a vacuum. But certain lux-
ury items are selling better these
days than others, Danziger said.
Driven, still, by inexorably aging
baby boomers, all 78 million or
so of them, the luxury market is
most active right now, she said,
with things that can be described
as “experiential” and restorative,
like a huge new spa bathroom or
an exotic vacation. Further, some
boomers are suffering the after-
effects of those exotic vacations
— some may even have mounted
Everest themselves. Their rotator
cuffs are torn, their knees and hips
are shot. They are, in fact, more
achy and tired than ever — and
are sleeping less, as a raft of sleep
studies will attest.

“They don’t want to put their
money on a new handbag any-
more,” Danziger continued. “They
aren’t buying that Kelly bag. A
mattress really does deliver an

experience to the consumer. And
as you get older, sleep doesn't
come like it used to.”

After the craze over Ambien,
the boomers’ last deep love, was
derailed by a flurry of bad press
about its potentially bizarre side
effects, including sleep-eating
and sleep-driving (a state that
Rep. Patrick J. Kennedy, D-R.I,,
may have experienced late
one night in Washington last
year), the mattress industry is
cheerfully hurling itself into the
breach, marketing mattresses to
cure every ill, claiming even to
put the brakes on time itself.

The narrator of a Hastens promo-
tional video states, in a charming
Swedish accent, that its beds, which
start at $4,375, will give you fewer
wrinkles and can slow aging.

(Hollandia turns out to be a
maker of adjustable “sleep sys-
tems,” priced from about $15,000
to $50,000, that look and feel like
nothing so much as high-end hos-
pital beds. With their German mo-
tors and 12 massage programs,
they seem to acknowledge that a
body ravaged by time can be only
soothed, not remade. Its marketers
also claim its beds cure snoring.)

Tempur-Pedic, the foam-mat-
tress maker whose beds range
from $1,200 to $7,299 (chump
change on planet Hastens),
sponsored a study recently
that claimed, straight-faced,

that Americans would rather
sleep than exercise as part of
their “wellness regimen,” that
three out of four Americans say
a good night’s sleep makes them
feel younger and that a good pil-
low is a better “sleep accessory”
— nine times better — than a
“sleep partner.” More than a
third of them spend as much
money on their mattresses as
they do on their sofas or their

televisions, and 17 percent as

much as on their vacations.

At the low end of the luxury
mattress market, at least, things
have been heating up. Six years
ago, barely 2 percent of the mat-
tresses sold cost more than $2,000,
according to the International
Sleep Products Association, atrade
group for the industry, which had
$6.7 billion in sales last year. By
2006 about 5 percent of purchases
had crossed the $2,000 line. (The
median price of a queen-size mat-
tress was $650 last year, according
to a survey by Furniture Today, a
trade magazine.)

“I think it’s about time that
Americans place the value on
sleep that they place on other
aspects of their life,” said Rick
Anderson, president of Tempur-
Pedic North America, adding, as
every good mattress executive
is wont to do, that “after all,
we spend a third of our lives
in bed.”



	bonita_daily_news_7.17.07
	bonita_daily_news_pg2_final

