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The Strand Hotel Rooftop Bar, originally designed by Lydia
Marks, now gets a seasonal redesign twice yearly by Marks
& Frantz. Fireplaces, in lieu of plants in a few select.spots,
give this rooftop a warm cozy Aspen aprés-ski vibe.
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g ANTZ AND LYDI MﬁRKS BRING A FLAIR FOR THE
©QACH TO INTERIOR DESIGN.
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Since officiall ) a Frantz Interior Design about ﬂ#ﬁﬁyears ago,
Lydia Marks a%- isa Frantz h: v? seen their clientibase triple. Yat just this

spring, Marks was out doingthe set decoration foran ABC T¥pilot, and
"4 Frantz had just returned from Atlanta where's egﬁd the set design for
a national commerecial.
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The designers then regrouped at their New York City office where the bulk
of their current projects are centered on homes in and around the Tri-State
area—though their work can be found in Los Angeles, Houston, and Aspen
as well. It's an impressive balancing act, which is uniquely grounded by their
roots in the entertainment industry.

Brooklyn native Marks is probably best known for her work on The Devil
Wears Prada (featuring Runway magazine's spectacular closet!) and the Sex
and the City films (including Carrie Bradshaw and company’s realistically
nonspacious apartments—and, of course, that fantasy home closet!). Upon
graduating from Tufts University, she focused on documentary photography,
working at the Ansel Adams Center for Photography in San Francisco and
the Museum of Modern Art in New York.

Houston native Frantz was a journalist who headed to New York City after
graduating from the University of Colorado to work at Cosmopolitan maga-
zine. She most loved the part of her job that involved pulling together all
the visual elements for a layout. So, on the suggestion of a makeup artist,
she decided to become an art director. “| hadn't actually realized you could
make a career out of working in the art department on a film set,” she says.

Both designers actually got their start in the entertainment business in the
once-thriving trial-by-fire world of music videos before moving on to com-
mercials where they eventually met.

Their skills, combined with a fantastic network of resources, have given the
designers the ability to assemble a crew of painters and carpenters at a
moment’s notice, know who to call to find a place to build a set, and where
to find lumber available 24 hours a day. “We know things like where to get
Plexiglas and glass cut in three hours,” Franz says. “| feel this gives us an
edge when it comes to speed, and we brought those resources from film
into interior design.”

So, when Marks needed help completing her design for the Strand Hotel’s
rooftop bar, she called Frantz. “Lydia was pregnant with her son and also
about to start on Sex and City 2,” Frantz says. “So we did it together and we
had a really good time—it was such fun to collaborate with her.”

By this point, Frantz's ever-evolving career had moved into print photog-
raphy and prop styling, which had led her into launching her own interior
design company. “A photographer asked me to design a loft in SoHo, then
an agent asked me to do her penthouse in Chinatown, and a makeup artist
who had just bought a house in Sag Harbor asked me to design that,” Frantz
says. “So through the industry, my interior design career sort of evolved, and
it spread by word of mouth and then expanded beyond industry people.”

At first, the designers began working under the umbrella of Frantz's com-
pany name. “| already had all the accounts set up, and we started out so
busy that it took us a while to set up the actual company,” she says. “It's in-
teresting that we tapped into this other outlet for our clients. That's how we
formed our business.
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CAN INCORPORATE BOLD COLORS IN THEIR LIFE—EVEN IF IT'S IN A
SMALL WAY.”

LISA
AND | BOTH FEEL IT'S REALLY IMPORTANT THAT WE HELP OUR CLIENTS
EXPRESS WHO THEY ARE—WE TAKE OUR CUES FROM WHO THEY ARE,
NOT WHO WE ARE. OF COURSE, WE CHOOSE WHAT WE LOVE. BUT WE
EXCEEDINGLY TRY TO GEAR EVERY CHOICE TOWARD THEM, SO THEY CAN
EXPRESS THEMSELVES THROUGH THEIR HOMES AND FEEL REALLY COM-
FORTABLE IN THEM.”
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