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If a child’s imagination can be infinite, Cir-
cu’s purpose is also similar: materialize the 
dreams of the little ones into magical piec-
es of furniture.
A luxury brand, created by the Portuguese 
designer André Oliveira, where the eccen-
tricity and exclusivity of the pieces are the 
brand’s strengths.
Shell-shaped beds, airplanes that also 
serve to sleep or even a Van that can be 
transformed into a complete children’s 
room. These are some of the most iconic 
pieces of Circu, the brand that is leaving 
children and adults in love with her.
André Oliveira opens the game and speaks 
now about the history, the inspirations, the 
present and the future of the most magical 
brand of Childrens furniture.

1. Circu was born in 2015. Despite being a 
recent brand, has a very different concept. 
What made you create Circu?
My academic and professional background 
has brought me to this sector. I have a back-
ground in Product Design and Interiors, 
coupled with a 13-years’ experience in Cre-
ative Design in the field of Child Care, I one 
of the world’s leading brands. All this made 
me have contact with all kinds of design for 
babies and children.
In the meantime, the invitation to join the 
COVET design group came up, and there 
was the born of Circu. The junction of this 
invitation to join the company with my proj-
ect, culminated in a happy consequence of 
the two courses.
But to create the essence and identity of 
Circu, my sources of inspiration had to be 
very varied. I drank from memories of my 
childhood, from games, movies, short sto-

ries and cartoons, to the present day, with 
trends evolving, such as games, movies 
and characters.

2. Circu is located in the segment of luxury 
children’s furniture, whose inspiration comes 
from the Disney universe and the children’s 
imagination, as we can read on the website 
of the brand. In your opinion, is it a constant 
challenge to create pieces within this seg-
ment? Do the children still have the same in-
terests they had a few years ago?
CIRCU is a brand passionate for the beauty, 
importance and ingenuity of the world of 
children, a magical world that is constant-
ly innovating, just like every other market. 
It is a constant challenge to develop piec-
es that meet these dreams, from the am-
bitions of the imaginary world of children. 
There are inspirations that do not change. 
We recently launched Kings & Queens Cas-
tle and castles have always been a source 
of imagination and joy to children. There are 
timeless inspirations.

3. What is Circu’s main collection and what 
are these pieces inspired by?
Circu’s main collection is “Magical furniture” 
as it is the one that brings together the most 
emblematic and charismatic pieces of the 
brand. These are eccentric products, which 
are mostly inspired by Disney films like “The 
Little Mermaid,” “Toy Story,” “Up,” “Plans,” or 
“Pocahontas.”
At the moment we have 4 other collections, 
including “illusion collection”, “sky collec-
tion”, “fantasy air Collection” and “Animals 
Collection”.
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4. Which are the best-selling and most wanted pieces of 
the brand? 
Our best seller are the Cloud Lamps, followed by Fanta-
sy Air Balloon and Bun Van. They are truly emblematic 
pieces, which demonstrate well what is the essence and 
identity of Circu.
Cloud Lamps have the function of lighting, in the form of 
a cloud, as the name itself indicates. They contain LED 
bulbs with integrated speakers, being able to be con-
trolled remotely with a command or via smartphone, and 
also change and coordinate the light color with light and 
sound effects.
They are a decorative and interactive piece, a great help 
in the sleep of the little ones.
Fantasy Air Balloon is a unique and large piece with a 
strong visual impact. It is a piece in which the base is in 
traditional basketry and whose versatility allows, at an 
early stage, to be used as a bed, and as the child grows, 
to be later transformed into a sofa. Still complements with 
a 360º storage by drawers.
All materials are of high quality, from gold leaf, synthetic 
fur and leather, silk and gold plated metal parts. The Fan-
tasy Air Balloon is a piece that no one can be indifferent 
to.
Bun Van is an iconic piece. Inspired by one of the most 
emblematic symbols of the automobile industry, few 
other vehicles have the ability to turn heads and evoke 
a spirit of freedom and adventure. It’s a perfect piece to 
bring fun and imagination to any room.
In addition to its aesthetic aspect that immediately stands 
out from the view, this piece has a strong component of 
comfort, whose interior is composed of bed, desk, tv, 
minibar, sofa, wardrobe and plenty of storage. A fully 
equipped room in one piece.
In this product we also think about the conciliation be-
tween the leisure and the intellectual development of the 
child.

5. Circu is part of one of the largest European Design groups, 
the Covet Group. What does Circu add to this Group?
The Covet Group is, in fact, one of the largest Design 
groups in Europe and it makes perfect sense to have in 
it the best brand of children’s furniture. CIRCU reinforc-
es the authenticity, exclusivity and irreverence of the 
group’s design. We are a unique brand that has opened 
new doors to Covet, and this is something no other brand 
has dared to do.
Circu adds to the group prestige, notoriety and above all, 
creativity.

6. Circu uses techniques of craftsmanship in the elabora-
tion of its pieces. How does this technique bring value to 
the brand?
The specialization of the human hand is one of the foun-
dations of our brand, which we do not give up.
By informing our customers that the parts are handmade 
and that this allows them to be customized, we notice 
that they really value this factor. They perceive the impor-
tance of this art, the exclusivity that guarantees the piece, 
and the need to keep this technique alive.

7. Although still a young brand, when a customer thinks 
about Circu, what word or phrase do you want them to 
think?
“Magical Furniture”. That we are the best in the world in 
children’s furniture, that we turn the dreams of children 
into reality, through our pieces. We want customers to 
see us as the best and most exclusive luxury brand for 
children.

8. By the number of followers of the brand, in various social 
networks, you can see that you are betting on a strong on-
line strategy. How do Circu use Instagram, as well as other 
social networks, to achieve sales? What strategy do you 
use?
Circu uses its social networking portfolio to captivate new 
stakeholders and maintain existing ones in a proximity ap-
proach. Use inspirational tools to keep your audience faith-
ful and try to captivate them to the fullest, making them 
yearn for upcoming news and publications. We enhance 
our platforms through the show of products and news, to 
show the quality of production, details and finishes, as well 
as inspirations. We know that we have an appealing visual 
identity, and we try to make the best of the possibilities that 
the digital world opens up.

9. Circu has been present in the main tradeshows of the 
market. What added value did these presences bring to the 
brand?
Our presence on international stages brings several ad-
vantages, but the main one is the validation of our De-
sign. At the beginning, many people did not perceive our 
pieces well, did not understand the concept, because 
we were pioneers, we created a trend in the market. We 
conceived something that did not exist, that people were 
not used to. The constant presence in fairs allows us to 
reinforce our concept of “magical furniture”.
Another advantage is being able to attest to the quality 
of the pieces. It is an opportunity to be able to show the 
customer, or potential customer, the live products. The 
generalized Feedback we get is of a surprise, for the real 
quality of the pieces.
It is also a way to show news and reach those who still do 
not know us, always reinforcing the brand identity with 
our real buyers.

10. I know that Circu were recently present at Isaloni in Mi-
lan, one of the world’s leading trade fairs. What did the 
brand bring from there?
In addition to what may seem the most important, which 
are sales, has brought, above all, a greater notoriety for 

the brand. In a very strong market event like Isaloni, hav-
ing people who go to Circu’s stand in the middle of that 
immensity of options, means a lot about the brand’s no-
toriety. The enthusiasm of the people when they see the 
new pieces, and the way they leave there anxious for the 
next news, is something that strengthens the brand, fair 
after fair.
We brought in the luggage something that we also con-
sider very important, which are the relations, based on the 
concept “Do not make a sale, make a friend”. It is some-
thing that brings advantages at all levels to the brand.

11. Since Circu is a niche brand, what are the main markets 
where it operates? There are any markets where you al-
ready liked to be implemented but have encountered some 
adversity?
Circu is effectively a niche brand and not all profession-
als work with kids projects but we are present in a global 
market, with a strong presence in countries like China, 
Germany, France, Mexico and the United Kingdom.
However, there are 3 very important markets where I feel 
we could be better implemented. They are the Middle 
East, Russia and USA. There are 3 strong markets where 
we need to have a person dedicated to each. One of our 
focus for 2018 is increase the brand share in these coun-
tries.

12. Who are the main competitors of Circu?
When we talk about competition, we have to look at two 
distinct forms, product and market.
At the product level, we do not have a real competitor, 
but there are already some that make parts similar to Cir-
cu. In the Luxury Kids market, we have several competi-
tors such as RH Baby & Child, AFK Furniture, Dragons of 
Walton, among others. CIRCU recently lost a competitor 
in segment luxury kids, Gigi Brooks, which shows how 
competitive this segment is.
However, our pieces continue to be objects of desire and 
greed, both by Top Architects and Designers worldwide 
and by the general public.
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13. In what stage is Circu? Both creatively and at the level of 
brand recognition.
I think that at the level of brand recognition, we are already 
conquering our market space. We are already seen as one 
of the main players in the luxury kids market, we are con-
sidered as one of the best brands in the world to operate in 
this segment. Creatively, we have received great feedback 
from those who knows our products.

14. How did you achieve this level of success and excel-
lence, within the short time that the brand exists? What is 
the secret?
The secret is constant innovation, combined with the ex-
clusivity of design, quality of materials and a lot of passion 
for what we do. We are a brand with sensorial and emo-
tional concerns, that wants the child to create a bond with 
the space that surrounds it. This is really differentiating.

15. In view of the previous years, how is the number of sales 
of the brand in these first months of 2018?
We are clearly better than the first 2 years of the brand. 
This is due to the work that is done daily. We have cus-
tomers repeating purchases, something that has not 
happened in the past. We are also daily cementing re-
lationships, not only with the real buyers, but also with 
prospects and potential customers.

16. What is the sales target for 2018, and what strategy 
have you set out to achieve this number?
The annual sales target is around € 700,000. To reach this 
value we have well defined target clients that we want to 
achieve. The results are made with perseverance, com-
mitment, focus, discipline, but for this to happen we have 
to have people. In this way, our strategy also involves the 
increase of the sales team, more specifically, by hiring an 
element that ensures the Russian market, one of the best 
markets of the group.
Our plan is also to move through the big international 
stages, such as fairs, to increase our production capac-
ity, to guarantee stock of pieces and, mainly, to continue 
to create new products in order to guarantee the interest 

and enthusiasm, both customers, and the press, in our 
brand.

17. Where do you see Circu in 10 years?
I see CIRCU as the best and most exclusive brand of chil-
dren’s furniture in the world, established in the strongest 
markets worldwide.

ABOUT CIRCU

Circu was built under a dream! The dream is to allow 
children to dream their own dreams and really give them 
space to be and live their fantasies and magical world.

Our hand- crafted and hand-tailored pieces are made in 
Portugal with the finest materials, combined with a lot of 
passion, so we can deliver only the highest quality fur-
nishings.
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