Two years ago Jolyon Fenwick and Marcus Husselby
were planning director and creative director |
respectively of London ad agency Cogent Elliot, They
had covetable clients but an unease with what they
Jdidand an itch to try something else. Fortunately,
they were expert in areas that it is useful to be expert
in.‘We knew that the internet was becoming far more
important when it came to luxury goods,’ says
Fenwick. 'and we thought it a pity that luxury goods
were only ever sold by identity marketing, the promise
that if you buy this, youwill he like this. It was also
becoming less effective, And we knew that people were
becoming more interested in the product staries.’
There was enough in that collision of ideas to bat a
new business on. *What if you created this space where
onlyavery limited amount of products were available?’
stggests Husselby. ‘and each product was only made in
limited editions and thare were anly ever 20 different
products available at one time, And that was constantly
being updated, so there was always a reason to return,’
This was the promise of what would become 201td.com.
The pair would become commercial curators,
wollectors of rare and fine things, exercises not just in
brand pulling power, but also in contemporary design
and timeless craftsmanship, The promise was of »
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