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THE CUT WAS CREATED TO BE A
VOICE OUTSIDE OF THE CHORUS.
TO PROMOTE A NEW IDEA OF A
BESPOKE, TIMELESS, ITALIAN-MADE
KITCHEN, FAR REMOVED FROM
STEREOTYPES.

Adaptable beyond all limits and
customisable to suit all needs. Every
model proposed can be reconfigured
precisely to cater for different
requirements.






The value of manufacturing tradition in
the Veneto region joins forces with design
and its countless details to give rise to @
cosy, authentic kitchen environment able
to kindle emotions and reawaken the
pleasure of spending time together and
the value of sharing. A kitchen project that
does not respond to market rationales
and trends in style, but reflects a desire for
uniqueness.




ldeas, gestures and know-how are the fruit of the passion,
dedication and enthusiasm that the brand seeks to convey
by reawakening the senses and connecting with nature to
reach the essence, the attention to detail that sparks our
enthusiasm and accompanies our pleasurable moments
of everyday life.






AT THE CENTRE IS THE DESIRE TO
INTERPRET DIFFERENT REQUIREMENTS
BY PLAYING WITH THE SOPHISTICATION
OF THE MATERIALS, WITH THE TEXTURES
OF THE WOOD, THE METALS THAT

IN CONTACT WITH LIGHT ENHANCE

THE CHANGING COLOURS, WITH THE
DEMATERIALISATION AND LIGHTNESS
OF GLASS COMBINED WITH ALUMINIUM,
ALL BLENDING ELEGANT AESTHETICS
WITH HIGH TECHNOLOGICAL
PERFORMANCE.

The Cut perceives needs across the board, embracing
different styles and international markets. Traditional
craftsman’s quality interprets the creative project and
gives depth to a corporate vision centred around authentic
[talian excellence and an attentive interpretation of
attitudes, customs and lifestyles.




The Company, with its 85 employees and a 20,000 sgm
manufacturing facility not far from Venice, moves within the
sphere of Operational Excellence, following the principles of
lean management. It has developed an integrated cycle, total
quality model: study, R&D and prototyping result in direct
production, where new ideas take shape.
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A GLOBAL SALES NETWORK

IS BUILT ON A NETWORK OF
DISTRIBUTORS AND DEALERS
OPERATING IN VARIOUS
COUNTRIES WORLDWIDE, WITH
AN EXPORT TURNOVER THAT
EXCEEDS 70% OF TOTAL.



THE CUT FLAGSHIP STORES
ARE SPACES FOR MAKING
IDEAS CONCRETE.

HERE THE BRAND CAN SHOW
ITS ABILITY TO INTERPRET
TIME.
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Situated in the centre of Milan, in the Brera district,

the The Cut flagship is a chance to live a different
preset.
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DESIGN IS NOT SIMPLY
FURNISHING ELEMENTS BUT THE
SEARCH FOR STATE-OF-THE-ART
TECHNICAL SOLUTIONS.

The Cut reinterprets the meaning of the kitchen environment, designing
spaces laden with symbolic elements as well as functions essential to
the dynamics of residential living. Each arrangement proposed has a
tailored cut and creates a symbiotic relationship between the vital areas
of the home, which penetrate each other through a co-ordinated image
based on clean-cut, essential lines.






Movement, space and interaction are the project’s
three philosophica
the place that changes most often over the course
of the day - a fluid environment to reflect different
lifesty
shared moments, which change with the time of day,
situations and peop
space and address the needs, helping to enhance

prerequisites, making the kitchen

es. The space thus becomes a f(’)(l(’?pt(](’l e of

e present. The shapes clothe the

contacts and communication between people so that
the p

easures of everyday life can be enjoyed.




THE AESTHETIC ENVIRONMENT
BRINGS THE NATURAL WORLD
CLOSER TO HOME BY CENTRING
THE PROJECT AROUND THE
ORIENTAL PHILOSOPHY OF WABI-
SABI, WHICH IS FOUNDED ON THE
ACCEPTANCE THAT THINGS ARE
TRANSITORY AND IMPERFECT.



In a globalised world, where everything tends to become standardised,
The Cut embodies a lifestyle that interprets a wealth of diversity in terms
of desires, preferences and aspirations, rendering these tangible in a
physical setting that connects with people’s emotional dimension.







THE FRUIT OF FABIO SETTEN'’S
ENTREPRENEURIAL EXPERIENCE
IN THE INDUSTRY AND THE VISION
OF ARCHITECT ALESSANDRO
ISOLA, THE BRAND’S ART
DIRECTOR, THE CUT ALLOWS
MAXIMUM DESIGN FREEDOM BY
GUARANTEEING FLEXIBILITY AND
MULTI-FUNCTIONALITY.



The vision is to promote, in Italy and elsewhere, an idea of a
kitchen devoid of constraints that interprets contemporary
requirements. A genuine ltalian excellence that brings with it a
new vision of the future shaped by the desire to experience the
kitchen environment as a time for sharing.
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Minimalism, beauty in imperfection, pure lines and
versatility are placed at the service of people.
The Cut proposes architecture made into a kitchen

a pronounced tailored profile and an innate vocation
for customisation aimed at the premium end of the
market.
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THE CUT WAS CREATED FROM
FREE, EXCITING RESEARCH THAT
TAKES US BEYOND THE PRESENT...
IN ORDER TO IMPRESS!

lhe proj<’zc;t features "V'\J\Hp\(‘, configurations and

inte Fr ts the contemporary xg 2ssion o!' seamless
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the cut I

Via Pacinotti 54

30020 Pramaggiore (VE) ITALY
T.+39 04212026
info@thecutkitchen.com

www.thecutkitchen.com







