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Breguet, the innovator.
Classique “Le Réveil du Tsar”

In April 1814, shortly after the allied armies had entered Paris, Tsar 
Alexander I of Russia paid a visit to Breguet and ordered several watches 
from his favorite horologer. Today, the Classique 5707 “Le Réveil du Tsar” 
equipped with an alarm-activation indicator and a dial featuring several 
hand-guilloché motifs pays tribute to one of Breguet’s most emblematic 
patrons. History is still being written ...

B R E G U E T  B O U T I Q U E S  –  N E W  Y O R K  F I F T H  A V E N U E   6 4 6  6 9 2 - 6 4 6 9  –  N E W  Y O R K  M A D I S O N  A V E N U E   2 12  2 8 8 - 4 0 14  

B E V E R L Y  H I L L S   3 10  8 6 0 - 9 9 11  –  B A L  H A R B O U R   3 0 5  8 6 6 - 10 6 1  –  L A S  V E G A S   7 0 2  7 3 3 - 74 3 5  –  T O L L  F R E E  8 7 7 - 8 9 1 - 12 7 2  –  W W W. B R E G U E T . C O M
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DRIVEN BY DESIRE

NEW. PURE COLOR ENVY
Sculpting Lipstick
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46 EDITOR’S LETTER 

50 CONTRIBUTORS

54 COLUMNISTS on Style

57 ThE wSj. fIvE
  The five hottest items from the runway.

 STILL LIfE  joan Rivers
  The sharp-tongued comedienne shares  

a few of her favorite things.  
 Photography by Benjamin Bouchet

What’s News.

67 Taavo Somer’s Latest Venture Shacks Up in Brooklyn

70 Spring Collections Get Sporty
 Uniqlo Recruits Inès de la Fressange for New Line

72 Sephora Brings on Makeup Maven Aaron de Mey
 A History of Madison Square Park’s Greatest Art Hits

74 Design Legend Barry Friedman Retires
 Fabulous Fashion Pets

76 Gipsstrasse: Berlin’s Hippest Thoroughfare

78 The Must-Have, Handcrafted Clutch
 Diptyque’s New Skincare Line
 Philadelphia’s Art-Inspired Flower Show

80 How Phaidon Refashioned Cookbook Publishing

THIS PAGE  Actress Emilia Clarke photographed by 
Lachlan Bailey and styled by Beth Fenton. Michael Kors 
cardigan and shell and Cartier earrings.

on THE covEr  Clarke wears a Burberry Prorsum top, 
Ralph Lauren Fine Jewelry ring and Ana Khouri necklace.

For details see Sources, page 154.
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GET WSJ. SATURDAY A Saturday-only subscription to The Wall Street Journal gives a weekly fix of 
smart style and culture. Includes OFF DUTY, a guide to your not-at-work life; REVIEW, the best in ideas, 
books and culture; and, of course, the monthly WSJ. Magazine. 1-888-681-9216 or www .subscribe.wsj 
.com/getweekend. Follow us on Twitter and Instagram @WSJMag.

Market report.

83 WHITE SHIRT ALERT
  Take a fresh look at the tried-and-

true staple by opting for a dress 
version that’s sweet or sleek. 

  Photography by Ben Weller   
Styling by Zara Zachrisson

the exchange.

89 TRACKED: Michel Gaubert
  The French DJ intuits how fashion 

should sound.
 By Derek Blasberg
 Photography by Dan Martensen

92 BREAD FOR SUCCESS 
  A maven of California cuisine,  

Suzanne Goin expands her L.A. empire.
 By Kitty Greenwald
 Photography by Jesse Chehak

women’s style issue.

98  ALTERED STATES
   This season offers a whole new 

universe of intoxicating colors,  
bold patterns and rich textures  
to explore.

  Photography by Daniel Jackson 
  Styling by Alastair McKimm

110   THE DREAM LIFE  
OF EMILIA CLARKE

   The Emmy-nominated British actress 
and Game of Thrones heartthrob 
prepares to storm Hollywood.

  By Brian Raftery
  Photography by Lachlan Bailey
  Styling by Beth Fenton

116   JOSEPH ALTUZARRA KNOWS  
WHAT WOMEN WANT 

   The young fashion designer is  
building the next American luxury 
brand by knowing his customer.

  By Meenal Mistry 
  Photography by Angelo Pennetta

C
L

O
C

K
W

IS
E

 F
R

O
M

 F
A

R
 L

E
F

T
: 

A
N

G
E

L
O

 P
E

N
N

E
T

T
A

; 
C

L
E

M
E

N
T

 P
A

S
C

A
L

; 
F

R
A

N
C

O
IS

 H
A

L
A

R
D

; 
JE

S
S

E
 C

H
E

H
A

K



 Clockwise from top left: Outside the State Museum of Azerbaijan Carpet and Applied Art; French DJ Michel 
Gaubert prepares for the Chanel show in Dallas, Texas; and Saks Fifth Avenue President Marigay McKee. 
 
Previous page, clockwise from left: Fashion designer Joseph Altuzarra; inside Taavo Somer’s new  
Crown Heights factory; the dining room in Michael Bruno’s Tuxedo Park mansion; and a fresh batch of 
Suzanne Goin’s rolls.

120  FIRST DIGS
   At his Tuxedo Park mansion,  

Michael Bruno, founder of 1stdibs, 
showcases one-of-a-kind objects.

  By Katherine Rosman  
  Photography by François Halard

130   WAIT UNTIL DARK
   Furnish a serious after-hours ward-

robe with elegantly draped pieces 
that evoke an air of indolent luxury.

  Photography by Gregory Harris
  Styling by Elin Svahn  

140   BAKU TO THE FUTURE
   Azerbaijan’s ancient capital city  

is experiencing warp-speed modern-
ization—and bringing its cultural 
heritage into the 21st century.

  By Megan Conway  
  Photography by Jamie Hawkesworth

146   THE NEW MASTER  
OF SAKS

   Saks Fifth Avenue’s new president, 
Marigay McKee, aims to return 
America’s iconic department store 
chain to glory.

  By J.J. Martin
  Photography by Robi Rodriguez

150   TRUE COLORS
   Raf Simons applies his architectural, 

color-saturated aesthetic to the home 
in collaboration with Danish textile 
company Kvadrat.

  By Jen Renzi
  Photography by Anne Collier

women’s style continued.
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A
S WE PUT THE PIECES of our March Women’s 
Style issue together, a theme emerged that 
seems appropriate for a year that still 
feels new: self-transformation. It’s a topic 

intimately familiar to our cover star Emilia Clarke, 
whose startling growth into an Emmy-nominated 
actress on HBO’s runaway hit Game of Thrones mir-
rored the evolution of her character on the show, 
from a passive naïf to a righteous queen and fierce 
Mother of Dragons. 

Sometimes deeper change can start on the sur-
face, an idea that our two fashion stories hint at. 
Whether inspired by the saturated colors and bold 
patterns of our dreamlike “Altered States” portfo-
lio, or the sumptuous fabrics and nocturnal tones of 

“Wait Until Dark,” finding a new perspective is some-
times as simple as trying on a new outfit. 

Senior Editor Megan Conway traveled halfway 
across the globe to investigate a city in the throes of 
whiplash-inducing change: Baku, the capital city of 
Azerbaijan, which is shedding traces of former Soviet 
rule and embracing its role as a cosmopolitan center 
of contemporary art and fashion. Meanwhile, Marigay 
McKee, the new president of Saks Fifth Avenue, is 
hoping to update the august institution with a fresh 
pair of eyes and a resolutely hands-on approach. 

Our feature story about 1stdibs founder Michael 
Bruno’s Tuxedo Park home presents yet another 
approach to reinvention. The gorgeously appointed 
mansion supports Bruno’s belief that collectors 

should simply buy whatever they are passionate 
about, and only later worry about how new pieces 
can be arranged to fit the design scheme of the home. 
No matter how you foresee change happening in the 
coming year, we hope these stories of places and peo-
ple seeking renewal will spark a desire to take your 
own aspirational leap.  

editor’s let ter

ILLUSTRATION BY ALEJANDRO CARDENAS

LONE STARS Outfitted in looks from Chanel’s pre-fall runway show in Dallas, Bast (carrying Who) and Anubis set forth on a Texas walkabout.

DON’T FENCE ME IN

Kristina O’Neill   
k.oneill@wsj.com
Instagram: kristina_oneill
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ZARA ZACHRISSON
Stylist

White shirt alert  p. 83

ANGELO PENNETTA
Photographer

JOseph altUZarra knOWs 
What WOmen Want  p. 116
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GREGORY HARRIS
Photographer

Wait Until Dark  p. 130

ELIN SVAHN
Stylist

Wait Until Dark  p. 130

march 2014

contributors

THE DREAM LIFE OF EMILIA CLARKE  P. 110 
Set on a breezy day in Venice Beach, March’s cover shoot of HBO’s Game of Thrones star Emilia Clarke drew on the combined talents 

of photographer Lachlan Bailey and stylist Beth Fenton, both of whom found the British actress beguiling. “She’s a beautiful girl 
with great energy,” Fenton says. “While she plays such a strong character on the show, we wanted to create a light and easy feeling.  
I looked at pictures of Marilyn Monroe on the beach and the images of supermodels in the ’90s.” Bailey adds, “The last shots of the 

day were spent running down a damp beach in Venice. I can openly admit that she is a faster runner than me!” Writer Brian Raftery,  
a devoted Thrones fan himself, marvels at Clarke’s presence on the series, saying, “For a show that you need an atlas and five 

Wikipedia pages to understand, and when you consider how relatively small her role is, it’s remarkable that she’s made the kind  
of impact she has. She is sort of the heart of the show.”
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DEREK BLASBERG
Writer

tracked: michel gaubert  p. 89

DAN MARTENSEN
Photographer

tracked: michel gaubert  p. 89

FRANÇOIS HALLARD
Photographer

first digs  p. 120

march 2014

contributors

KATHERINE ROSMAN
Writer

first digs  p. 120

BAKU TO THE FUTURE  P. 140 
A glittering skyline is swiftly emerging in Azerbaijan—specifically in its capital, Baku—and though WSJ. Senior Editor  

Megan Conway spent 14 hours traveling from New York to report the story Baku to the Future, she found a silver lining in the taxing 
journey. “Given the nine-hour time difference, I suffered from terrible jet lag. But it was a good excuse to get up early and watch the 

snow fall over beautiful Baku.” Photographer Jamie Hawkesworth discovered that even the most mundane things took on a glossier 
sheen in Baku. “Everything was so refined there. I would be driving along the motorway and come across the most considered petrol 

stations. Almost too considered and slightly over the top.” A magnificent cornerstone of Baku’s cultural resurgence includes the  
Yarat Contemporary Art Space, which supports artists like Nazrin Mammadova (whose studio is shown above), and the Zaha Hadid–

designed Heydar Aliyev Center, which left an indelible impression on Conway. “It’s an impressive structure. When I first saw it,  
I felt as though I’d stumbled across the palace of some alien overlord!” —Raveena Parmar
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WSJ. asks six luminaries to weigh in on a single topic. This month: STYLE.

CANDACE
BUSHNELL

“Style is a communica-
tion of your personality. 
It doesn’t matter what the 
type of style is, but it mat-
ters what you express. 
If you cannot express 
something, you do not 
have style. I like wild, 
violent style, so I don’t 
like when it has too much 
direction by outside influ-
ences. The best style is 
when you are a teenager, 
when you’re new and 
not too educated, before 
you’ve really entered 
society and the influence 
of the culture and the 
people around you. When 
I was a teenager, people 
made fun of me: Where 
are you going all dressed 
in yellow or pink or with 
that hat? My father used 
to say, ‘Go ahead, don’t 
care about other people.’ 
Luckily I made fashion my 
job and finally I can dress 
however I wish. I loved 
the Vogue editor Diana 
Vreeland. Rather than 
teach fashion advice, 
she would always say, 
why not? For me, that’s 
the right expression to 
educate people: Why not 
try? It’s important not 
to be afraid, to be bold. 
Otherwise it’s not style, 
it’s a cage.”

Dello Russo is the editor-at-
large for Vogue Japan.

“Most people associate 
fashion with style, but 
I think fashion is just a 
part of one’s style; style 
is bigger than fashion. 
Style is the impression 
you leave people with. 
Sarah Jessica Parker has 
something so innate to 
her style that you can’t 
copy her. Others may 
copy your fashion, but 
your style is unique. 
Though I don’t strive for 
it, it’s in my personality 
to be noticed—not all 
the time, only when I 
feel it’s necessary. I like 
things that are glittery 
and bright! I’ve worn 
some pretty outrageous 
Roberto Cavalli dresses, 
and I have this Michael 
Kors dress from the 
’80s, with long strings of 
green fringe and a tiny 
linen shift underneath—
it’s the ultimate party 
dress. Even my horse 
has a bridle made of 
patent leather and bling. 
I think it’s fun to dress 
up and put on something 
a bit outrageous—some-
times if you’re close to 
over the top it makes 
people feel comfortable, 
because it’s fun. It’s 
about an attitude.”

YVES
BÉHAR

Bushnell is an author.  

“I don’t design from the 
point of view of style.  
If you do, the work is 
quite repetitive. It ends  
up being more about 
the designer than the 
client, or the context. I 
don’t like uniforms, and 
I think that’s reflected 
in our design work. The 
way something looks 
is very important, and 
beauty does have a func-
tion, but I don’t separate 
those elements from 
one another. It often 
happens that the idea 
drives both the style 
and the function. Rather 
than saying, on one side 
there is function and on 
the other there is form 
or style, I see them as a 
single problem to solve. 
It’s how you integrate 
the product into your 
own life that’s the 
key criteria. Creating 
designs that people can 
integrate in their lives in 
a very personal way and 
that they can build their 
own fashion around is 
more important than 
delivering some dog-
matic style.”

ANNA DELLO
RUSSO

Béhar is the founder of  
Fuseproject, which designs 
products across a range  
of industries, including  
beauty, fashion, furniture  
and technology.

soapbox

THE COLUMNISTS

Lin is a novelist, short story 
writer and poet.

TAO LIN

“The writing style I’ve 
always been attracted 
to is one that is working 
completely in service 
of the content. There 
are some books that are 
very stylized—prose 
poetry, something like 
James Joyce’s Finnegans 
Wake—but often that 
style doesn’t seem to 
actually be tied to the 
meaning of the work. 
With a writer like 
Hemingway, it seemed 
like he was just trying to 
be as concise and direct 
as possible, and that 
resulted in a distinct 
style. That approach 
seems necessary to me—
I’m writing to convey 
meaning. Some have 
perceived an affectless-
ness in my work, but 
that’s a side effect of my 
style, which can be very 
literal. In some novels I 
don’t use any colloquial-
isms, so the characters 
almost sound like robots 
talking. I didn’t want 
to include myself as an 
author, writing lyrical 
passages about death 
or something, so that 
was left out. But to me, 
the characters still feel 
emotions, so in that 
sense I don’t view it as 
affectless.”

Cumming is an actor. 

ALAN
CUMMING

“I think it’s really 
important to have your 
own style as an actor. It 
has nothing to do with 
fashion—having an idio-
syncratic style is about 
self-knowledge, a level 
of comfort with yourself 
and how you project 
yourself to the world. It 
makes you identifiable 
and unique. Sometimes I 
wear things that I know 
are going to upset peo-
ple. I do it on purpose. 
I’m comfortable enough 
to be provocative and to 
sort of charge people not 
to take it too seriously. 
So as an actor, having 
a public identity and a 
unique sense of style 
makes it really interest-
ing, because when you 
add a character on top of 
yourself, it gets sort of 
Brechtian: You’re asking 
the audience to step 
outside the situation 
and see both you and the 
character you’re play-
ing. On The Good Wife, 
I think people like my 
character as much for 
what he does as for the 
fact that they know it’s 
me playing him. Good or 
bad, I am who I am.” 

“I don’t think I have style. 
You know those people 
that sell Christmas trees? 
That’s how I dress. I look 
like a beat-up scarecrow.  
I’m like, oh well. People 
are going to think I’m 
John Cougar Mellencamp 
walking down the 
street. I remember 
once I was going over to 
[actor] Justin Theroux’s 
house, and he said, ‘Oh 
God, there might be 
paparazzi,’ and I was 
like, ‘They’ll just think 
I’m Daniel Craig with 
a big coat on.’ No one’s 
taking a picture of me. I 
like performance wear, 
clothing where it feels 
like one size fits all, with 
a good sturdy zipper. 
Then when I have to go 
out and dress up, I feel 
special. I like it when kind 
of unattractive people go 
out of their way to look 
attractive. I love that. 
Jerri Blank, the charac-
ter I played on the show 
Strangers With Candy, 
had the hair of a profes-
sional golfer, an overbite, 
nicotine-stained teeth 
and below her waist was 
a problem area. But she 
had big fancy eyelashes 
and accessorized with 
pizzazz, so I think she 
had great style.”

AMY
SEDARIS

Sedaris is an actress, comedian 
and author.

SEA TO SKIN
a daily transformation

Born from the healing
 powers of the sea, 

Crème de la Mer is infused 
with potent, cell-renewing

 Miracle Broth.™ 

Carefully crafted from 
nutrient-rich sea kelp,

it immerses skin in moisture 
and energy. Radiance

 is restored,  ne lines fade, 
skin looks softer,  rmer, 

virtually ageless. Even
the driest complexions

are healed.

LaMer.com

BEBERRGRGR DORF GGOOOOOO DMDMDMANN -  NEIE MAN MAARCRCUSUSS - SSSAKAKSSS FIFIFF FTFTTTHHHH AVAVAVVENENENE UEUEUEUE



the wsj. fivekeepsakes march 2014

IMAGE CONTROl

photography by anthony cotsifas   
set design by michael reynolds

From the ready-for-anything sandal to  
the ultimate croc bag, the season’s top five 

accessories stand out from the crowd.

1. THE HERMÈS HEEl    
Liven spring staples with strappy sandals in hunter green.
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2. THE BalEnCiaga SUngl aSSES  
Channel a 1950s pinup with these retro rose-gold sunnies.
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3. THE CÉlinE CUff   
Crinkled and colorful metal bangles evoke John Chamberlain sculptures.

THE wSj. fivE
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4. THE lOUiS vUiT TOn nEO nOE HandBag   
This blue crocodile bucket bag with metal accents adds a sophisticated edge to any look.
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5. THE TOd’S Sandal   
A pretty putting green–style shoe for life off the links. 

For details, see Sources, page 154.

THE wSj. fivE

64 wSj. Maga zinE

0314A_WSJ_THEWSJ5_01.indd   64 1/13/14   12:20 PM
01132014113307



wsj. maga zine 67

what’s news.the world of culture & st yle march 2014

BY darrell hartman   photographY BY clement pascal

Taavo Somer and his New York collective of carpenters, tailors and branding pros have  
found a permanent home away from the hipster enclaves they helped create.

all in the family 

i
t’s a weekday winter morning in Crown 
Heights, Brooklyn. Snow envelops a block of 
warehouse-style buildings, a segment of elevated 
subway line adding to the pervasive atmosphere 

of outer-boroughness. And yet quietly chugging away 
on this seemingly neglected stretch is one of New 
York City’s major tastemaking engines: the nine-
person group of building and branding pros known as 
Friends & Family.

If the name of this company doesn’t ring a bell, 

then perhaps that of its founder might: Taavo Somer, 
creator of a handful of trend-driving downtown 
Manhattan restaurants, bars, boutiques and bar-
bershops. Along with his old-school men’s clothing 
line, Freemans Sporting Club (F.S.C.), Somer’s care-
fully crafted hangout spots have, for some time now, 
steered citywide—and, indeed, worldwide—trendset-
ters toward his aesthetic. His environments are warm, 
witty, lived-in—the opposite of ultra-polished cool.

But, of course, they are cool. Game-changingly 

so—starting with Freemans, the colonial-style tav-
ern Somer opened in 2004 in a Lower East Side alley. 
A decade later, his hit restaurant anchors a com-
pound that includes the recently expanded F.S.C. 
barbershop, an F.S.C. boutique and a second-floor tai-
loring workshop. (Last April, Somer opened a similar 
complex in Tokyo.) A saloon was in progress at press 
time, Canadian whiskey the purported specialty.

Somer, who grew up in rural Pennsylvania, the 
son of Estonian immigrants, has spearheaded a 

GROUP DYNAMIC  
The members of 

Somer’s building and 
branding outfit in their 

new Crown Heights 
location. From left: 

Eren Atmaca, Bailey 
Beckstead, Susie Park, 
Roland Tiangco, Taavo 

Somer, Ian Knight, 
Justin Allen, Josh Dunn 

and Michael Piderit.

>
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what’s news

number of unmissable trends. Notice that it’s con-
sidered desirable in certain circles to look like a 
lumberjack? Feel free to credit (or blame) him for 
that. If the mid-aughts moment for taxidermy decor 
had a ground zero, it was Freemans. 

And yet even as Somer, 40, has provided a template 
ripe for co-opting, he has remained creatively a step 
ahead. His clothes now come in perfectly distressed 
dead-stock fabrics, not just flannel. The suits billed as 
“bespoke” truly are that. Moreover, his design range 
has broadened to include the bamboo-clad nautical 
kitsch of his West Village watering hole, The Rusty 
Knot, and the upscale-artisanal dressings of Peels and 
Gemma, two restaurants in the revitalized Bowery dis-
trict. Meanwhile, Somer remains tight-lipped about a 
hotel project in the works. Reportedly 11 stories and 
100 rooms, it’s a 10-minute walk from Freemans.

But the effort currently underway in Crown 
Heights is arguably Somer’s biggest project to date. 
After years of working separately, the carpenters and 
in-house creatives of Friends & Family now function 
under the same roof. Rather than merely maintain-
ing the image and furnishings at his properties, they 
will, he hopes, become a streamlined force that han-
dles everything “from branding to doorknobs”—not 
only for his own projects but for outside clients, too.

Somer explains this with the entire Friends & 
Family team (two women, seven men) gathered around 
a table—the only table, for the moment—in the brand-
new headquarters. The boss defers often to Roland 
Tiangco, his senior art director, and to shop manager 
Justin Allen, who took the lead in transforming the 
7,500-square-foot space from an abandoned metal-
working shop to a woodworking one that’s bursting 
with potential. The new workshop is outfitted (to the 
carpenters’ evident delight) with a lathe, band saw 
and 38-inch belt sander. Allen gamely describes the 
dirty job of sandblasting layers of sticky creosote off 
the end-grain floors. The office is in the front, eventu-
ally to be joined by a showroom, while the sawdust and 
noise are relegated to the sprawling back. 

The heat and electricity weren’t up and running 
when we met—the team was bundling up and keep-
ing early hours. Still, everyone agreed it was better 
to have a permanent home. Their operation had been 
moving from one temporary workspace to another 
for so long that one of their hosts had taken to calling 
them “Friends & Squatters.” 

What sparked the company’s new push in many 
ways was Isa, the home-style restaurant Somer 
opened in 2011 in Williamsburg. The neighborhood 
is almost synonymous with his stylings, and yet he’d 
never done a project there—or anywhere in Brooklyn. 

Isa’s design draws on Scandinavian and Pacific 
Northwest hippiedom, like folk-inspired blankets, 
piles of logs feeding the oven and a pair of heating 
stoves. It is cozy and rustic, and Somer loved the way 
it came together: The woodworkers built the furniture 
by hand, either on-site or in a rented warehouse space 
nearby. He also loved how most of the design for Isa 
emerged during the building stage.

Somer’s mantra is: “Make more, think less.” The 
sentiment helps explain the Friends & Family venture 
into retail furniture, a “micro-collection” that will 

debut in March. A wooden bed in the middle of the 
Crown Heights workshop, its headboard a neat row of 
Brancusi-esque spools, hints at what the pieces might 
look like.

Despite the emphasis on making, Somer has also 
been doing plenty of thinking lately—about how 
a truly handmade outfit can grow at a time when 
words like “bespoke” and “authenticity” are starting 
to sound cliché. Besides, Somer worries, these days, 
“Instagram stars can design hotels.”

And yet even celebrity designers might also dream 
of being Friends & Family. “A lot of people at design 
studios are sitting in front of a computer for eight or 
10 hours a day,” Tiangco says. “But I think the majority 
of them want to make something with their hands.” 
They would probably also dig a boss who encour-
ages his employees to tinker on their motorcycles at 
work—or to be in an office where meetings might take 
place in an indoor treehouse. Somer is considering 
building one.

For the building size Somer wanted, he said he 
found nothing that Friends & Family could afford in 
the Lower East Side or Brooklyn neighborhoods like 
Greenpoint or Red Hook that was within his price 
range. Inevitably, though, the latest neighborhood 
in which he’s set up shop is already starting to feel 
hot. The old Studebaker factory across the street is 
being turned into chic housing. “We thought we were 
going to be in the middle of nowhere,” Somer says, 
referring to the spreading gentrification of Brooklyn. 
“Then we learned all these other people were coming 
out here, too.” 

URBan pastoRal  
clockwise from top left: 
workbenches inside 
the friends & family 
space in crown heights; 
the newly expanded 
f.s.c. barbershop; a 
new, made-in-america, 
tailored-to-fit freeman’s 
suit, sold at the f.s.c. 
boutique; the woodsy 
scandinavian interior of 
isa in williamsburg.
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A handful of spring 
collections channeled 
a sportif sensibility 
tempered by touches 
of techno futurism—a 
computer-geek-meets-
jock hybrid that feels 
right for warmer weather. 
Designers like Miuccia 
Prada and Alexander 
Wang at Balenciaga sent 
out offerings such as 
rubberized, bejeweled 
sandals, athletic 
backpacks in candy 
hues and high-waisted 
shorts that look as if they 
should come with a gym 
membership. 

RUNWAY REPORT

GOOD 
SPORT

1. Christopher Kane sweatshirt, 
$3,045, Neiman Marcus 2. Balenciaga 
spring/summer runway 3. Marni  
visor, $860, Marni boutiques 4. Rochas 
backpack, $1,645, forwardforward.com  
5. Prada shoes, price upon request, 
prada.com 6. Bally tote, $1,250,  
212-751-9082 7. Emilio Pucci spring/
summer runway 8. Nicholas Kirkwood 
sandals, $820, 646-559-5239

Uniqlo has had great success teaming up with top designers like Jil Sander and 

Michael Bastian, who imbue the Japanese retailer’s affordable basics with a bit of 

high-fashion daring. The company’s newest collaborator is the former model and 

perennial muse Inès de la Fressange, considered by many to be the living embodi-

ment of French glamour. Inspired by her best-selling book Parisian Chic, Uniqlo 

founder Tadashi Yanai asked de la Fressange to help create a 70-piece spring-

summer LifeWear collection, including mix-and-matchable floral dresses, jeans, 

blazers and T-shirts, in stores this March. “It’s about classic items, things you can 

keep,” says de la Fressange, who turned to her own wardrobe for inspiration during 

the research process. “In France, we keep our clothes forever.” —Alice Cavanagh

PARTNERSHIP 

UNIQLO’S PARISIENNE CHIC  

1
3

4

5

7

6

2
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Since 2004, following a $6 million 
restoration, Madison Square Park’s 
landscape has become a preeminent 

spot to mount large-scale art 
installations. Here, a time line  

of some of the New York City park’s 
greatest hits. —Deborah Wilk

ART PARK

2005–2006
Conceptual artist Sol 

LeWitt created one  
of the park’s first site-
specific installations, 
including an 85-foot-

long, 14-foot-high 
serpentine form  

of concrete block. 

2007
New York native 

Roxy Paine, long 
interested in arboreal 

forms rendered in 
gleaming stainless 

steel, brought home 
his exploration of  
the natural world.  

2009
Manipulating the 

pictorial plane, 
Jessica Stockholder 
built an interactive 

platform that 
extended onto the 
park’s walkways. 

2010
Turner Prize–winner  

Antony Gormley went  
beyond park bound-

aries to place 31 cast-
iron forms on nearby 

rooftops, creating  
a playful I-spy game  

for visitors.

2011
Spanish sculptor 

Jaume Plensa’s long-
time investigations 

into identity politics 
led to the park’s 

 largest monolithic 
work, at 44 feet, ever 

to be installed.

2013
Consisting of 

1.4-million feet of 
nautical rope nearly 
20 times the length 
of Manhattan, Orly 

Genger’s Red, Yellow  
and Blue earned 

serious attention.

2014
This month through 

April, Brooklyn-based 
Chilean artist Iván 

Navarro presents This 
Land Is Your Land, 
three water towers 

constructed in neon 
that appear to move 

and change.  

the beaut y of

 RUNWAY GOING RETAIL 
When it comes to dreaming up photo-ready makeup ideas for the runway, there 
are few who do it better than Aaron de Mey. The New Zealander with surfer-
blond streaks has worked with some of fashion’s biggest brands, painting 
brows pink for Comme des Garçons; smoking out lids for Giorgio Armani; and 
painstakingly applying bejeweled face masks for Riccardo Tisci’s fall 2009 
Givenchy couture show. De Mey also created nouveau grunge soot-stained  
lids for Hedi Slimane’s Saint Laurent revamp. But his latest appointment  
harnesses that pigment power for public consumption. “It’s nice for me to have 
a connection to the consumer now,” de Mey says of his new role as Sephora’s 
first-ever Artistry Ambassador, which follows a four-year stint at Lancôme.  
His first task: putting his stamp on the beauty behemoth’s new nine-piece 
Pantone Color of the Year Collection, with Radiant Orchid. Having wrangled 
heavy-hitters like photographer David Sims and hairstylist Guido Palau for  
the campaign, de Mey seems plenty up to the challenge. —Celia Ellenberg 

Radiant Orchid isn’t exactly a neutral. How do you make it appeal to a cross-section of makeup lovers?
Aaron de Mey: The textures allowed me to bring it—I hope—to a lot more people. If you don’t want to wear the 
orchid essence–enriched Radiant Rush Matte Lipstick that’s strong and pigmented, than there’s the Venus Lure 
Lip Balm, which is a lot more gentle. And the same with the cheeks. There are different formulas and different 
things to play with, like the Flash Dew Luminizer, which is kind of my favorite. I love multiuse products.   
How might you give the color an editorial edge?
AdM: If I were going for something dramatic, I’d go for the blacks or the chocolate browns in the Radiant Femme 
Artistry Set eye palette around the lash line: First contour the eye to give it an Andy Warhol or a Debbie Harry kind of 
application, then use the pink on the eyelid as a sweep of color that’s going to make it pop and give it a twist of newness. 
What would you say is happening in the beauty world at the moment?
AdM: We’re at a really open point right now, because there’s just so much information, and I think that’s what’s 
really exciting. There are so many blogs, there’s so much writing about beauty—there are even bloggers doing 
makeup tutorials on YouTube. The more education people can get, the better. It’s offering [them] the chance to 
know how to use makeup. It’s setting them free!

BLUSHING 
BEAUTY 

Makeup artist 
Aaron de Mey, 
below, applies 

Sephora’s Pantone 
Color of the Year 

Collection in 
Radiant Orchid. 
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what’s news

FASHION’S FURRY AND FEATHERED FRIENDS

CLARA 
This floppy-eared bunny’s cute 

mien conceals a mischievous 
spirit: She’s been known to chew 

holes in owner Katie Grand’s sofa. 

MIMMO 
On his personal Instagram 

account, Stefano Gabbana’s lab 
takes flattering “selfies” and shows 

off his cool friends and travels. 

ORO 
Roberto Cavalli returned from 

Paris in 2012 with this charming 
macaw in tow, noting that they 

shared similar noses.

CHOUPETTE 
Karl Lagerfeld’s snow-white 

Siamese has two maids, a Twitter 
feed and, according to Czar Karl, 

“an attitude like a princess.” 

NEVILLE 
With his buddy Marc Jacobs, this 
lucky bull terrier lives in the West 

Village, vacations in St. Barths 
and parties with models.

Collector first, dealer second—that’s how  
Barry Friedman would like to be 
remembered. Retiring next month after 
nearly 50 years in business, the gallery  
owner and fixture in New York’s design 
scene is ensuring his legacy by consigning 
over 350 lots of fine and decorative art  
to the auction house Christie’s, which will 
conduct three sales (March 25-27) under  
the title “Barry Friedman: The Eclectic  
Eye.” A restless autodidact, Friedman, 70, 
has cycled through hundreds of obsessions 
since opening his first gallery in 1969, from 
Man Ray photographs to contemporary  
work by Ron Arad and Nendo. Art Deco was 
a career high point; he sold to Barbra Streisand, Michael Chow and Andy 
Warhol, among others. “I ran around to galleries with Andy,” Friedman 
recalls. “He bought Deco mostly, but really everything—Lawrence Alma-
Tadema paintings, Indian silver boxes, Bakelite jewelry.” But variety was 
Friedman’s specialty, as demonstrated in auction lots like a pearwood and 
leather chair by Art Nouveau master Hector Guimard (estimated between 
$20,000 and $30,000); a 1940s architectural French fruitwood and 
sycamore cabinet from Jacques Adnet (estimated between $8,000 and 
$12,000); and several nested vases by the Japanese designer Yoichi Ohira 
(estimated between $8,000–$30,000), who Friedman calls “the most 
innovative glass artist since Emile Gallé.” —Sarah Medford 

on the block 

THE MIX 
MASTER

Thanks to Instagram and Twitter, we now know that the style elite shares the rest of the world’s weakness for obsessing over  
and posting pictures of their beloved pets. Below, five animals as photogenic as their fashionista owners. 

CABBAGE CHAIR  
(2008) BY NENDO
Made of paper discarded 
from the fashion pattern- 
making process, the Cabbage 
Chair is a commentary on 
sustainability that can be 
summed up, says Friedman, 
as “beautiful waste.”
Estimated $12,000–$18,000

GLASS CHAIR (1976)  
BY SHIRO KURAMATA
The increasingly revered 
Japanese designer 
(1934–1991) rethinks the 
relationship between form 
and function, introducing 
Surrealist concepts that 
question our assumptions 
about utility.  
Estimated $30,000–$50,000
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WHAT’S NEWS

 Kuchi
A sushi bar that shares the same building and owners 

as the Japanese restaurant Cocolo, where you can 
enjoy one of Berlin’s best bowls of Tonkotsu Ramen.  

Gipsstrasse 3, +49 30 28386622

 Sammlung Hoffmann
The oldest private art collection in Berlin Mitte, 

Sammlung Hoffman opens two floors to the  
public on Saturdays for guided tours of contemporary 

art hung in an erstwhile sewing-machine factory 
turned private residence.   

*Sophienstrasse 21, +49 30 28499120

Gestalten Space  
The storefront of the publisher Gestalten is a one-
stop shop for both the newest Picasso monograph 
and the latest Aēsop face masque. You’ll probably 

stumble upon an art opening or a book launch, too.   
*Sophienstrasse 21, +49 30 20215821 

Barcomi’s  
A coffee roaster, bakery and deli popular among the 

lingering brunch set and, later in the day, flocks  
of moms and daughters who fly to the capital from 

Munich and Düsseldorf for the galleries but get 
weighed down with shopping bags along the way.  

*Sophienstrasse 21, +49 30 28598363

 Altes Europa
A warm, candle-lit bistro serving authentic German fare 

that’s always filled with the neighborhood’s hip deni-
zens yet manages to feel welcoming at the same time. 

Gipsstrasse 11, +49 30 28093840

 Polly Paper
Imagine the children from the Waldorf school down 

the street skipping into this store to stock up on 
substantial-feeling, environmentally friendly pens, 

pencils and school supplies. 
Gipsstrasse 23b, +49 30 22435555

 Stickabush (STAB) 
In a city where the right Nikes are appropriate for any 

occasion, this streetwear style and sneaker store in  
a landmarked building from 1845 is a true monument.  

Gipsstrasse 23, +49 30 20215445 

*Sophienstrasse 21 is in a double courtyard between buildings on 
Sophienstrasse and Gipsstrasse, with entrances on both streets.

BY ZEKE TURNER

TOP BLOCK

GIPSSTRASSE, BERLIN
Named for a gypsum distillery that stood there three centuries ago, the busy thoroughfare of Gipsstrasse  

today runs through the heart of Berlin Mitte, a onetime section of East Germany that has become  
the capital’s downtown gallery district, showcasing the relaxed cool that Berlin does best. 

NIKE  
AIR MA X 

LUNAR 90

A–ESOP’S 
CHAMOMILE 

CONCENTRATE 
ANTI-BLEMISH 

MASQUE

A COLL AGE  
BOOK 

PUBLISHED BY 
GESTALTEN
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WHAT’S NEWS

BLOOMING BEAUTY
The annual Philadelphia Flower 

Show (March 1–9) playfully blends 
horticulture and high culture  
with floral installations that 

approximate great works of art. 
On display are indoor gardens 
flush with blossoms designed  

to resemble Matisse’s leaf cutouts 
and Alexander Calder’s 

sculptures, and new varieties like 
a Viola Hip Hop (left).  

Coming of age in the ’80s, in 
what she describes as the “gray 
landscape” of communist East 
Germany, the designer Katrin Langer 
dreamed of ornate, colorful handbags. 
Two decades after the Wall came down, with her 
four children enrolled in school, she decided to create those handbags 
herself. She knew she wanted to make an elegant clutch from lacquered, 
sustainable, exotic wood. For centuries, the towns of Saxony, where 
she now lives, were renowned for their skilled musical instrument 
makers, but since the mid-1900s the trade has slowly been dying off. 
Langer, who is passionate about manufacturing locally and inspired 
by traditional craft, worked with classic violin and cello builders for 
almost two years to build a prototype that appealed to her perfectionist 
eye. (She even had a strip of leather inserted into the closure so that 
the sound of the bag snapping shut was just right.) She then found 
craftspeople to work on the designs that are embedded into the wood, 
from a puzzle made from mother-of-pearl to silver-embroidered bubbles 
on thick silk. Her bags come in 46 different patterns, many of which, 
almost like wooden Fabergé eggs, change with the light. “They start 
to sparkle at night or change a bit with what color you wear,” she says. 
Only recently launched in Europe, the bags have already been snatched 
up by trendsetters like the Paris-based stylist Elisa Nalin and Italian 
concept store owner Eleonora Carisi. Retailing at an average of $4,500, 
Katrin Langer bags are available at katrinlanger.com. —Gisela Williams

STUDY IN DESIGN

THE ARTISAN CLUTCH

Even fragrance fanatics may be surprised to learn 

that the Parisian perfumier Diptyque began, in 1961,  

as a stylish home goods shop. It wasn’t until seven 

years later that the brand debuted its first eau de 

toilette—the spice-laden floral L’Eau—at its shop 

on Boulevard Saint-Germain. A bath line and home 

fragrance followed—as did a devoted fan base that 

now includes Jane Birkin and Catherine Deneuve. 

Diptyque extends its reach this March with L’Art 

du Soin, handcrafted facial products that evoke 

Japanese skin-care rituals. The range is anchored 

by the Damask rose–enriched Infused Facial Water, 

which has a surprisingly substantial texture that 

serves as a base for the other four products in the 

line. The Radiance Boosting Powder (a clay-based 

cleanser that transforms into a rich foam) and the 

Nourishing Cleansing Balm (a geranium and rose-

tinged flower balm that morphs into a detoxifying 

oil) are noteworthy for their complexion-enhancing 

properties and, of course, their intoxicating aro-

mas. —Celia Ellenberg

THE CULT OF  

DIPTYQUE 

78
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WHAT’S NEWS

SHELF LIFE 

QUEEN OF 
COOKBOOKS
THE PUBLISHING HOUSE Phaidon’s recent 
ascent in the food world began with a 
cold call to Spain’s Ferran Adrià, perhaps 
the world’s most important chef. The 
year was 2006. Then Editorial Director 
Emilia Terragni had just overseen her 
first cookbook, the English-language 
edition of the Italian classic The Silver 
Spoon, and it had become a surprise best 
seller. Though the company had been 
focused on the visual arts, suddenly food 
held great promise. 

“If we were going to enter this 
extremely competitive segment,” 
Terragni recalls, surrounded by art 
books at her London office, “we thought 
we should start at the top.” And so 
Adrià received a pair of proposals, 
for both a cookbook and restaurant 
deal—Phaidon’s owner at the time had 
purchased a Tokyo sushi bar and was 
looking to hire a marquee chef to run 
it. Never mind that Adrià never, ever 
cooked outside of his restaurant, El Bulli, 
or that he self-published all his own 
cookbooks. “He laughed a lot and was 
quite amused by our call,” she says, “but 
then he invited us to come and see him.”

Phaidon has since become a prandial 
powerhouse, matching top photogra-
phers and designers with some of the 
biggest names in modern gastronomy.

Adrià signed on to do a book with the 
company, A Day at El Bulli— following 
20 hours in the life of the restaurant—
and then another, The Family Meal, 
chronicling the food served to his vast 
crew of stagiaires. This spring, he’ll 
headline Phaidon’s most ambitious food 
project yet, a $500 seven-volume set 
breaking down every single dish served 
at El Bulli in the last six seasons it was 
open (the restaurant shuttered in 2011). 

FLAVOR PROFILES 
Terragni (far left), now Phaidon’s copublisher, 
is responsible for the company’s growing library 
of art books on cutting-edge chefs, including, 
clockwise from left, the seven-volume El Bulli 
2005–2011; René Redzepi: A Work in Progress; 
Ferran Adrià’s The Family Meal; the English-
language issue of the Italian classic The Silver 
Spoon; California chef Daniel Patterson’s Coi; 
and the dining guide Where Chefs Eat. 

Terragni knew virtually nothing 
about high-end dining before diving into 
that first El Bulli book. “I had never been 
to a Michelin-starred restaurant,” she 
says. Adrià helped make introductions to 
his peers and suggested up-and-coming 
talent. “ ‘There’s this guy in Denmark 
named René Redzepi,’ ” she remembers 
him saying during one early discussion. 
“ ‘You might want to check him out.’ ” 

Redzepi had already begun work on 
a book. He presented the mock-up to 
Terragni. “I had to tell him it was really, 
really bad,” she says. “It didn’t reflect his 
personality. I said, ‘Let us have a go.’ ” 

Noma: Time and Place in Nordic 
Cuisine was published in 2010, the year 
Redzepi’s restaurant became number 
one in the world. By then Terragni was 
attending intimate chef confabs, like  
the annual forage-fest Cook It Raw— 
the subject, last year, of a Phaidon book. 
When she traveled, she found herself 
collecting restaurant suggestions. 
“That’s a book,” she thought, before 
turning it into one—Where Chefs Eat, 
also released last year.

Under her stewardship, Phaidon has 
signed Andoni Luis Aduriz, Alex Atala, 
Magnus Nilsson and Daniel Patterson. 
This fall, Italy’s Massimo Bottura joins 
the family with Never Trust a Skinny 
Italian Chef. In the spring of 2015, San 
Francisco chef Corey Lee will follow. 

“Its not only about their food, their 
restaurants,” says Terragni. “It’s the 
attitude, the story, what they bring to 
the industry.” —Jay Cheshes  J
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SPRING CLEAN  
Crisp, long tops do 

double-duty as dresses. 
Left: Nina Ricci top 

and skirt. Right: 
Alexander Wang dress.

PHOTOGRAPHY  BY 
BEN WELLER

STYLING BY  
ZARA ZACHRISSON

Take a fresh look  
at the tried-and-

true staple by 
opting for a dress 

version that’s either 
sweet or sleek.

WHITE
SHIRT 

ALERT

MARKET REPORT.fashion & design forecast march 2014
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market report

GRACIouS LACE 
Layers of white are 
sharp and sweet. 
Left: Louise Goldin 
shirt and Dolce & 
Gabbana dress. Right: 
Protagonist shirt and 
Max Mara dress.
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WAIST KNoT,  
WANT KNoT 
A tuxedo bib goes  
casual while an ivory 
dress adds an extra layer.  
Left: Giorgio Armani 
tuxedo shirt, Emporio 
Armani button-down 
(around waist) and 
Alexander Wang shoes 
(worn throughout). 
Below: Donna Karan 
New York dress.
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DouBLE VISIoN
Knee-grazing skirts and 
unfussy tops play well 
together. Left: Preen by 
Thornton Bregazzi top 
and Derek Lam shirt 
and skirt. Right: Prabal 
Gurung dress.

For details see Sources, 
page 154.

Models, Matilda 
Lowther and Charlotte 
Wiggins at Paul; hair, 
Chi Wong; makeup, 
Lotten Holmqvist; 
manicure, Lucy Karr.

wsj. maga zine
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GREAT PLAINS
Make it work in a 

shirtdress, whether 
short and A-line 
or long and lean. 

Right: Hermès 
shirt and Theory by 

Olivier Theyskens 
dress. Below: 

Balenciaga dress.
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I
N HIS NATIVE FRANCE, Michel Gaubert is an illus-
trateur sonore, or “sound illustrator”—a fitting 
term for the fashion industry’s most influen-
tial mix master. Among the 100 events Gaubert 

spun at last year were the runway shows for Céline, 
Christian Dior, Gucci and Fendi. This past December, 
Karl Lagerfeld, who calls Gaubert a “sound stylist,” 
brought him to Texas to DJ Chanel’s Paris-Dallas col-
lection—part of the house’s Métiers d’Art show that 
appears in a different city each year. 

“I like the idea of creating an aural image, a comple-
ment to the pictures with the use of sound,” Gaubert says 
from his perch in a nightclub created specially for the 
Dallas event, as the band Hot Chip rehearses for a post-
show performance. Tonight, Gaubert has set Lagerfeld’s 
designs—sweeping skirts, Texas-size furs—to an 
eclectic but apt mix including David Bowie, the cellist 

Okkyung Lee and the Italian composer Ennio Morricone. 
At a “drive-in theater” where Lagerfeld debuted his film 
about Coco Chanel, Gaubert played French versions of 
Dusty Springfield and Nancy Sinatra songs. 

Gaubert, 55, was raised in Paris, but he credits his 
lycée’s exchange program with inspiring his career. 
When the school sent Gaubert to San Francisco in the 
1970s, he delved into the live-music scene, catching 
acts like the Pointer Sisters and Led Zeppelin. Gaubert 
cites those groups and musicians like Bowie, Lou Reed 
and the Temptations as the foundation of his musical 
education, which he says is continuing. 

“You have to be self-taught,” Gaubert says, describing 
an unending quest for more references, more sources, 
more sounds. “I have my own network of managers, 
blogs; some people send me things. I never have enough, 
which is something I have in common with Karl.” 

Gaubert does the bulk of his work—searching, lis-
tening, mixing—at his Paris home. “I have a research 
center in my basement that I call the Batcave.” Like 
any illustrator, “I always need a visual reference, and 
I love a mood board,” he says, explaining that design-
ers usually show him the clothes or detail their own 
references before he sets to work.  “I used to be a col-
lage addict, when I had more time.” Instagram, where 
Gaubert posts thousands of photos for his 30,000-plus 
followers, serves as a sort of montage hub.   

“Sometimes I’m asked to give a track right away, 
as if I can get my crystal ball out,” says Gaubert. For 
the rare DJ-block, he relies on his extensive music 
library, which contains everything “from Bach to 
Beyoncé, from soft to sleaze,” as he puts it. “I think I 
have enough to last the rest of my life,” he sighs. “And 
the next generation too!”

BY DEREK BLASBERG   PHOTOGRAPHY BY DAN MARTENSEN

The French DJ and master of runway music intuits how fashion should sound.

tracked

MICHEL GAUBERT

>

SPIN DOCTOR  
For Chanel’s Paris-
Dallas collection, 
Gaubert’s day “started” 
at a 12:03 a.m. run-
through of the show. 
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2 
outfits 

On the day of the show, Gaubert wears Issey 
Miyake pants, Tom Ford sweaters, a red  

coat from YSL by Stefano Pilati by day—the 
black version for evening.

7 
computers  

are part of Gaubert’s technological needs; 
the list also includes 6 iPads, 12 iPods and  

16 hard drives.

200,000 
CDs

and 50,000 vinyl records fill Gaubert’s  
analog collection at his house and in storage.

498,660 
tracks 

live in Gaubert’s iTunes account, which 
amounts to 1,480 days of music. 

47 
models 

walk in the show.

49 
songs

are proposed for the show, which are then 
whittled down to a select 5.

7:17 p.m.
Karl Lagerfield watches

The Return, his film about Coco Chanel, 
from the seat of a vintage Cadillac,  

with Anna Wintour and André Leon Talley.

2:45 p.m.
A trip to Dallas

allows enough time to 
visit Dealey Plaza, the site 

of President Kennedy’s 
assassination.  

4:30 p.m.
Straw Man

Gaubert’s customized Nike 
Flyknits (“M.G.”) are  

one of 10 pairs he owns.

wsj. maga zine

tracked

4
hours 

of driving from Houston to Dallas, due to  
an unexpected Southern snowstorm.

132,018 
miles 

racked up traveling to DJ jobs last year.

900 
guests 

attend Chanel’s Dallas show. •

10:29 p.m.
The after-party
at the venue’s sprawling saloon, where, 
from left, Giovanna Battaglia, Leigh Lezark 
and Alexa Chung rock the night away.

10:06 p.m.
Insta-Party
Gaubert takes a break 
from the saloon festivities 
to post a few photos  
to @michelgaubert.

8:15 p.m.
From his perch
above the fairgrounds, Gaubert watches 
the 20-minute show unfold while he  
masterminds the preplanned soundtrack. 

8:35 p.m.
Hey, Monsieur DJ
A mere 20 minutes later,  
the show ends. But the evening  
of fun has only just begun. 

1:34 p.m.
Rise and Shine
The late-night rehearsal 
means a good morning’s 
sleep at the Joule hotel 
and a day that starts  
with afternoon coffee.
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L
os Angeles mAy be the gluten-free capital 
of the world, but that doesn’t mean body-
conscious Angelenos won’t break from their 
carb-free regimens if presented with a suf-

ficiently enticing offering. Chef Suzanne Goin, whose 
take on California cuisine reinvigorated the style 
when it first debuted in the ’90s, and her business part-
ner of 16 years, sommelier and restaurateur Caroline 
Styne, plan on supplying the people of their city with 
just that by way of their latest and most ambitious 
project to date: the Larder Baking Company. 

A 7,000-square-foot wholesale bakery based in 
Culver City, the Larder Baking Company opened 
in December of last year. It represents Goin and 
Styne’s eighth project together, the latest outpost of 
their empire of L.A. eateries, which comprises three 
restaurants and four takeaway cafes. The bakery 
operated under the radar until this February, when 
it began ratcheting up production. That means it 
will begin to increase sales of the company’s fresh 
breads and pastries within Los Angeles as well as 
ship par-baked, flash-frozen loaves across the coun-
try to select bakeries and restaurants. “The market 
is huge,” says the project’s master baker, Nathan 
Dakdouk, also a partner in the venture. “Now we are 
doing 2,000 loaves a day. We will soon do 10,000, and 
we will grow from there. Our goal is to have the best 
quality bread not just in California but in America.” 

As is the case at each of the establishments that 
Goin and Styne own and operate together, top-of-
the-line ingredients matched with expertly honed 
technique anchor this wholesale endeavor. “It 
relates to what we’ve been doing and to our brand,” 
explains Styne, 46. “All the loaves are hand-shaped, 
organic, artisanal.”

Goin, 47, and Styne hired Dakdouk in 2007 when, 
after months of searching for high-quality bread, 
they decided to employ an in-house baker at A.O.C., 
their small-plates restaurant. “Nathan sent in five 
bags of bread that looked like something out of the 
18th century,” says Goin. “There were all kinds of nut 
breads, fruit breads, levains. We were smitten.” The 
next day, Dakdouk came on board.

The decision to distribute their bread nationally 
wraps up a year of remarkable growth for Goin and 
Styne. “We have done more this year than we have in 
the past five,” says Goin, who has been nominated five 
times for Outstanding Chef of the Year by the James 
Beard Foundation. The frenzy began in February of 
2013, when the pair relocated A.O.C. to idyllic new digs 
in West Hollywood with a cloistered courtyard com-
plete with fruit trees and an outdoor fireplace. “There 
aren’t any buildings like it,” says Goin, an L.A. native, 
of the space, which has housed see-and-be-seen res-
taurants for over three decades. “I remember sitting 
there as a kid and having seeds from the fruit trees 
drop into my water glass.”

Last October, Knopf published Goin’s second cook-
book, The a.o.c. cookbook, for which Styne wrote the 
wine notes. (Her first, Sunday Suppers at Lucques, was 
published in late 2005.) And in December of last year, 
they opened a fourth Larder franchise—the umbrella 
name given to their mini-chain of marketplace res-
taurants—in the new Tom Bradley International 

staff of life  Goin, left, and Styne outside the Culver City headquarters of their latest venture, the Larder 
Baking Company—a wholesale operation selling both fresh and flash-frozen loaves across the country. 

BY kittY greenwald   photographY BY jesse chehak

Los Angeles–based chef Suzanne Goin and her longtime business 
partner, Caroline Styne, expand their culinary reach  

with an airport eatery and a new wholesale bakery operation.
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WSJ. Magazine cheer
neW York | 12.3.13
Publisher Anthony Cenname hosted
WSJ. Magazine’s annual holiday lunch
at Il Gattopardo in New York City.
The festivities kicked off the season and
toasted key luxury advertisers for their
business throughout the year.
Photos by Matteo Prandoni/BFAnyc.com

architecture oF FaShion
and art dinner
MiaMi | 12.5.13
WSJ. Magazine and Architizer came together
during Art Basel and Design Miami to fête the
intersection of fashion, art and architecture
with a dinner at Villa Allegra, the home of
Ilona and Chad Oppenheim. Notable gallerists,
architects, fashion and luxury executives – along
with exclusive event sponsor, BMW – joined for
the celebration.
Photos by Joe Schildhorn/BFAnyc.com
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the e xchange food net work

Terminal at Los Angeles International Airport. 
Through it all, Goin and Styne have overseen all 

operations at Lucques, their flagship restaurant, and 
Tavern in the city’s Brentwood neighborhood, their 
third upscale restaurant. They’ve also planned for and 
hosted their annual event, L.A. Loves Alex’s Lemonade, 
a culinary celebration emceed by Jimmy Kimmel that 
raises funds for children’s cancer research. Lucques, 
an ivy-covered eatery in West Hollywood, opened in 
1998 and is today an institution, frequented by the 
likes of Tom Cruise and Sandra Bullock. (Goin has 
catered the SAG awards for the last four years.)

Beyond their joint collaborations, Styne, who has 
two children with her husband, art dealer Michael 
Kohn, is involved in two wine businesses. Goin’s 
other ventures include several California seafood 
restaurants that she co-owns with her husband,  chef 
and restaurateur David Lentz—all of them called the 
Hungry Cat. The couple also has three children.

While most partnerships would have faltered 
under such pressure, Goin and Styne’s esteem for 
one another seems only to have grown. “We began as 
business partners and became best friends, sisters, 
who knows what we are,” says Goin.

A mutual friend who knew both women were look-
ing to open their own restaurant introduced the pair 

over 16 years ago. At the time, Goin was 29, a Brown 
University alumna who had risen through the ranks 
at such celebrated kitchens as Al Forno in Providence; 
Arpège in Paris; Chez Panisse in Berkeley; and Ma 
Maison and L’Orangerie in L.A. Styne, who was then 
also 29, had launched a baking business in her twen-
ties and was managing restaurants for hotelier Sean 
MacPherson. 

Goin’s meticulous take on California cuisine 
made an instant splash when Lucques first opened. 
Her dishes, in which Southern California’s pristine 
produce was elevated by the application of French 
technique and a bit of whimsy, came off as surprising 
and vibrant—a drizzle of nut dressing here, a tuck of 
cheese lashing there. 

While Goin’s work has consistently drawn in 
L.A.’s foodies, Styne has made the city’s well-heeled 
residents comfortable. “There is nothing forced or 
formal about our restaurants,” Styne explains. “We 
want them to feel like homes.” Plush and distinctly 
Californian, their restaurants are indeed inviting, 
with a combination of deep leather banquettes, over-
size fireplaces and French doors that give way to 
interior courtyards and atriums. 

As their holdings have grown, their responsibili-
ties have shifted. Nowadays, Goin oversees all things 

edible as Styne tends to the beverage programs and 
business affairs. According to Goin, Styne is the force 
propelling the duo forward, scaling the business and 
making sure they don’t expand too fast, too soon. 
“She is the one getting us to where we need to be,” 
says Goin. “I feel lucky to have her, because I don’t 
know if I could have done it without her.”  

As for their shared prospects with Dakdouk, Styne 
simply says, “We have the product. It’s the best bread 
in Los Angeles, no question. All those people who 
are gluten-free taste this bread and they are like, 
‘Ah, screw it.’ ”  In L.A., as Styne and Goin well know, 
that’s saying something. •

savoir fare  
Clockwise from right: 

the ivy-covered 
entrance of Lucques, a 

celebrity favorite in west 
hollywood; tavern in 

Brentwood; Goin’s second 
cookbook, published 

last october; Styne and 
Goin with their master 

baker and Larder Baking 
Company copartner, 

nathan dakdouk; the 
exterior of the Larder at 

Burton way, one of the 
duo’s four takeaway  

cafes in L.a.; a date and  
walnut batard. 

“there is nothing 
forced or  
formal about  
our restaurants.  
we want them  
to feel like homes.”

–caroline styne
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BODY ELECTRIC 
The future has arrived with daring 

cuts and textural details.  
Mary Katrantzou cropped jacket, 

dress, vest, belt and boots.

BRAVE 
NEW 

WORLD
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There’s been a planetary shift in style this season, which means 
a whole new universe of intoxicating colors, bold patterns and 
rich textures to explore.

ALTERED STATES

VENUS IN FUR  
Make a statement in 
bright color-blocking 
from head to toe. 
Prada mink coat, 
jersey dress, wool skirt, 
crocodile bag and 
embellished sandals.



THE BIG BANG 
Broad patterns in jewel 

tones—plus some actual 
jewels—are stellar. 

Dior satin coat, silk 
shorts, earrings, crystal 
necklace, hand-painted 
python bag and pumps. 

Opposite: Miu Miu 
wool jacquard coat, 

skirt, top, plexiglass 
necklace, leather 

bracelet and patent 
leather bag.
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DROPS OF JUPITER   
Juxtapose graphic prints 
for maximum effect.  
Marc Jacobs wool coat, 
blouse, taffeta skirt, 
appliqué bootie and bag. 
Opposite: Céline top, 
skirt, tubular necklace, 
bracelet, bag and sneakers.



NEW DISCOVERY  
Flowing ostrich  

feathers give life to 
standard stripes. 

Alexander McQueen 
feather top and skirt,  

geometric leather bag 
and snake sandals. 
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DARK MATTER  
Just the right drape, 
short or long, frames  
a perfect silhouette. 

Calvin Klein Collection 
woven jacket and skirt, 

top and calf sandals. 
Opposite: Givenchy  

by Riccardo Tisci  
sequin dress and 

embellished sandals. 
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GRAVITATIONAL 
FORCE  
High necklines hit a 
dramatic note. Valentino 
cotton blouse, sweater, 
embroidered skirt,  
gold necklace and 
bracelet and leopard 
fringe clutch. Opposite:  
Dolce & Gabbana 
laminated dress, coin 
belt, raffia handbag  
and gold lace heels. 
 
For details see Sources, 
page 154. 
 
Model, Irene Hiemstra 
at DNA; hair, Shon; 
makeup, Francelle Daly; 
manicure, Rica; set 
design, Gerard Santos.  



television series is that you’re dealing with people’s 
imaginations. It’s impossible to please everyone.”

That may be true, but during Clarke’s three-year 
stint on the fantasy series—adapted from George R.R. 
Martin’s gargantuan-size novels—she’s done a good 
job of keeping Thrones-watchers happy: Last year, 
Clarke was the first female cast member (and the sec-
ond ever, after Peter Dinklage) to be nominated for an 
Emmy, and by the time the show kicks off its fourth 
season this spring, Dany will have earned her place as 
one of Thrones’s best-loved figures, commemorated 
on everything from Tumblr-page .GIFs to homemade 
Etsy pillows.

Still, on this mid-fall afternoon in Los Angeles, 
as Clarke sits in an upscale yet unpretentious West 
Hollywood hotel café, no one seems to recognize her. 
In fact, despite the occasional run-in with English riff-
raff, Clarke is seldom spotted in public, in part because 
she bears little resemblance to her on-screen war-
rior-queen alter ego: Whereas her Thrones persona 
is known for her golden-white hair and sand-strewn 
costumes, Clarke is a brunette and dressed today in 
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The Dream Life of

EMILIA CLARKE
As Daenerys Targaryen, the Emmy-nominated British actress has  

created one of the most beloved characters on HBO’s Game of Thrones.  
Now the Mother of Dragons is preparing to storm Hollywood.  
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LEADING LADY  
“I spent season one just 
hoping I was doing it 
right,” Clarke says of her 
breakout role on Game  
of Thrones. Chloé sweater 
and Cartier ring.

I
F YOU’RE GOING TO WORK with dragons, once 
in a while you’re going to get burned. Emilia 
Clarke found this out not too long ago in 
London while on break from filming the cul-
ture-conquering HBO series Game of Thrones. 
On the show, Clarke plays Daenerys “Dany” 

Targaryen, an exiled royal trying to win back her place 
on the throne, and the steel-willed mother of a trio of 
fire-belching beasts. She’s one of the toughest tele-
vision matriarchs since Carmela Soprano, and it’s a 
character (and a performance) that demands respect. 
But on this particular night, there was this one guy. 

“It was his birthday, and he was drunk,” the 
26-year-old actress says. “And he said, ‘Please, Mother 
of Dragons, sing me “Happy Birthday.” ’ ” After Clarke 
obliged, the tipsy stranger offered an impromptu cri-
tique of her Thrones work: ‘You’re doing it all wrong, 
you know? You’re f—kin’ it up,’ ” Clarke recounts, mim-
icking the carouser’s gruff-bloke tone, before breaking 
out in a laugh. “I kind of wanted to pursue him and ask 
for notes: ‘What exactly did you mean?’ ” she says. 
“But the reality of taking a book and turning it into a 

cream-colored jeans and a sleeveless white-tufted 
Topshop sweater.

But the biggest difference between Clarke and the 
character that’s made her famous is that, unlike the 
long-suffering, oft-forlorn Dany—who had to eat a 
horse heart, watch her lover die and tame a horde of 
desert brutes, all in the first season—Clarke herself is 
a bit of a goof. A very dignified goof, mind you, but a 
goof nonetheless. After all, this is a woman who sealed 
the deal at her final Thrones callback by busting out 
her dance moves in front of HBO executives. “She’s 
effing funny,” say Thrones showrunners David Benioff 
and D.B. Weiss in a jointly composed e-mail. “Does that 
mean we’ve written hilarious scenes for her? No. But 
someone should.”

Clarke was barely out of drama school when she 
landed the job on Thrones. At the time, most of her 
experience had been on the stage, and her on-screen 
experience consisted of an episode of a British soap 
and a Syfy network movie called Triassic Attack. 
Playing Dany, who goes from timid naïf to self-assured 
survivor, was daunting, especially given that Martin’s 
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ON THE WATERFRONT 
Clarke, seen here 
wearing a Rag & Bone 
sweater, Oscar de la 
Renta bodysuit (worn 
underneath) and Chanel 
shorts says her time at 
acting school made her 
“humble to the work.  
You realize you are just  
a part of the thing  
you’re creating.” 
Opposite: Calvin Klein 
Collection sweater, 
Isabel Marant shorts  
and Hermès sandals.

creativity—and constant rejection—of life in the 
theater. “The training definitely breaks you down, 
in a way that’s fundamentally good,” Clarke says. “It 
makes you humble to the work. You realize you are just 
a part of the thing that you’re creating.”

“She didn’t find it a breeze at all,” recalls Annie 
Tyson, one of her former instructors. “She was chal-
lenged, and at times she found it tough, but she had 
courage and determination. What emerged was an 
actress of imagination and real instinct.”

One of Clarke’s toughest days came during her 
third and final year at the school—a time when 
professional agents come to the school and seek out 
new talent. She’d been cast in Hamlet as Rosie—a 
female Rosencrantz—and as an audience of profes-
sionals watched in judgment, Clarke attempted to 
turn the character into a comedic foil. “It failed mis-
erably,” she says with a laugh. “There just isn’t space 
for that in Hamlet, apparently. That might’ve been 
one of the worst days. But every horrible day just 
made me want it even more.”

N
OT LONG AFTER graduating from the 
Drama Centre, Clarke embarked on a 
string of time-killing jobs—bartend-
ing, catering, waitressing—none of 
which she did particularly well. (A 
telemarketing gig ended after Clarke 

proved more interested in chatting with customers 
about their day than trying to sell them something.) 
It was at one of these drudgery-inducing day jobs that 
Clarke got a call from her agent, asking if she’d be able 
to try out for Thrones. Realizing she could get in trou-
ble for talking business at work, she “ran to the loo and 
stood on top—in case my manager came in and looked 
underneath the stall doors—and whispered on the 
phone,” Clarke says.

A few weeks later, after a series of auditions, Clarke 
was on a plane, making her first trip to Los Angeles. “I 
stole all the tea from the hotel lounge because I never 
thought I would come back again,” she says. “I walked 
around L.A. and swiftly got stopped by the police, 
checking to see if I was okay. I didn’t realize you didn’t 
walk in certain areas.” Eventually, Clarke was brought 
into a giant room filled with HBO execs—where, on a 
joking dare from Benioff, she demonstrated her afore-
mentioned dance skills. “I did the robot, followed by 
the funky chicken,” she says. “I think it sealed the deal.”

In truth, she’d won the part long before she busted 
out the robot. “We needed an actress who could con-
vincingly embody both the timid, voiceless Dany 
we first meet, and the Mother of Dragons she later 
becomes,” say Benioff and Weiss, who made each audi-
tioning actress read from both the pilot and the season 
finale. “Some of the young women could do fearful but 
not fearsome—one or two could do the reverse. Only 
Emilia nailed both.”

Thrones debuted in April 2011, a mix of blood-
spewing violence, jiggly sex and the sort of backroom 
backstabbing and malevolent power grabs that are 
normally limited to U.S. congressional caucuses. The 
series became an instant hit for HBO—last year’s sea-
son finale drew more than 5 million viewers—and it 
turned Martin’s books into a multiplatform pop-cul-
ture phenom akin to The Hunger Games or Harry Potter.

While much of Thrones’s story lines revolve around 

a performance. And with the way you’re all creating 
something together.”

After she announced her intention to become an 
actress, her father took a 10-year-old Clarke to an open 
audition for a show on London’s West End. But they 
were unaware that she’d be required to both act and 
perform a song, and when the producers called upon 
her to sing, she improvised. “I was learning a folk song 
in school about a donkey, so I decided to sing that,” she 
says. “They said, ‘Do you know anything more cur-
rent?’ I then gave them my best rendition of the Spice 
Girls, complete with dance moves—that’s where my 
musical career ended. It made me realize that I wasn’t 
quite ready. I think my parents were trying to give me 
a healthy dose of realism early on.”

Clarke spent her teens at a boarding school in 
Oxford, with the sole goal of getting into the esteemed 
Royal Academy of Dramatic Art—which promptly 
rejected her. Chagrined, she traveled abroad before 
returning to the U.K. and applying to every school 
she could, including the infamous Drama Centre 
London, whose alumni include Michael Fassbender 
and Colin Firth, and whose nickname is the Trauma 
Center. There, she was taught to drill deeply into 
her characters, and to prepare for the communal 

fans would scrutinize her every move. “I spent sea-
son one just hoping I was doing it right,” she says. 
Eventually, she realized that she and her character 
had more in common than she could have guessed: 
Dany’s an untested unknown who’s been kicked into 
a vicious world and tasked with winning over hordes 
of doubting savages. What young TV actress couldn’t 
relate to that?

C
LARKE GREW UP in Oxfordshire, England, 
about an hour outside London, where 
her father worked as a theatrical sound 
designer. When she was still a toddler, 
her parents took her to see a production 
of Show Boat; she sat in quiet awe for the 

entire performance. “I think somewhere in my par-
ents’ minds, they thought, Ah, we’ll just keep taking 
her to shows. She’ll be quiet!” Clarke remembers.

She also accompanied her father to many of his 
jobs, and the older she got, the more intrigued she 
became by the sight of an empty theater. Clarke would 
find herself running around barren stages, imagining 
how they’d soon be transformed. “It’s a kind of magic,” 
she says now. “I became fascinated with what it was 
like to fill that space—not just with people, but with 
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ON THE WATERFRONT 
Clarke, seen here 
wearing a Rag & Bone 
sweater, Oscar de la 
Renta bodysuit (worn 
underneath) and Chanel 
shorts says her time at 
acting school made her 
“humble to the work.  
You realize you are just  
a part of the thing  
you’re creating.” 
Opposite: Calvin Klein 
Collection sweater, 
Isabel Marant shorts  
and Hermès sandals.
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FACe tIMe 
Clarke sees parallels 

between her own life and 
her Thrones character. 

“It’s the growth of a 
girl into a woman. She’s 

thrown into the deep end, 
to see if she can sink or 

swim, and she decides to  
do it her way.” Burberry 

Prorsum sweater and 
Ralph Lauren Fine Jewelry 

ring. Opposite: Dior 
dress, David Yurman 

earrings, Ana Khouri ring 
and Pomellato bracelet. 

 
Hair, Rita Marmor; 

makeup, Marla Belt; 
manicure, Elisa Wishan.

For details see Sources, 
page 154.
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several interconnected, constantly at-odds families 
and fiefdoms, Dany is a bit of an outlier: Throughout 
the series, she’s wandering the desert, away from 
the main action, as she accumulates power and confi-
dence, all in preparation for an inevitable showdown 
for the throne. As a result, Clarke has yet to share a 
scene with many of her top-billed costars. “We’re 
[often] in totally different locations,” says Clarke, who 
filmed season four in Ireland and Croatia, and often 
sees the main Thrones cast only at photo shoots or 
industry shows. “You’re at an awards show, saying 
‘Lovely to meet you. We’re in a show together, appar-
ently. You’re really good!’ ”

Clarke was reunited with many of her long-dis-
tance coworkers last September, when she was up 
for an Emmy for Outstanding Supporting Actress 
in a Drama Series (she lost to Breaking Bad’s Anna 
Gunn). The nomination wasn’t surprising: By the 
show’s third season, Clarke had shaped Dany into a 
character capable of both common-touch compas-
sion and scorched-earth fury (in one of the series’ 
most giddily cathartic moments, she punishes a vile 
misogynist by turning him into a dragon-scorched 
corpse). “Watching her perform in season one showed 
us that she could handle anything we threw at her,” 
say Benioff and Weiss.

Indeed, just as Dany was growing more comfortable 
with her ascent, so was Clarke. When she first began 
working on the series, she consulted a dog-eared copy 
of Martin’s original book. “It was like having a cheat 
sheet,” she says. “I took it everywhere with me and 
kept referring to it, looking for more clues.” Now, she 
says, she sees more of Dany in herself, and vice versa. 
“It’s the growth of a girl into a woman,” she says. 
“She’s being thrown into the deep end, to see if she can 
sink or swim, and she decides to do it her way. It was 
wonderful to see a character with such humble begin-
nings, and such low self-esteem, beginning to trust 
herself. So my feelings within filming it were echoed—
in a much more dramatic way, obviously.”

So, no dining on horse hearts, then?
“Not really, no,” she says, with a bright smile.  

“I tried a robin heart once. It wasn’t very good.”

l
ast year, just as season three of 
Thrones was debuting, Clarke was on 
Broadway, playing the role of another 
drama-plagued queen: Holly Golightly, 
the troubled heroine of Truman Capote’s 
Breakfast at Tiffany’s, and a role made 

famous by Audrey Hepburn. Considering that Clarke 
had watched Hepburn’s My Fair Lady “obsessively” as 
a young girl, the job was particularly exciting—and 
intimidating. “At first, everyone was telling me how 
brave I was,” she says, “and I kept thinking, What are 
you talking about? Who would turn this down? This 
is a once-in-a-lifetime opportunity, to be on Broadway 
playing this iconic role. And then you get on Broadway, 
and you go,”—here she adopts a what-was-I-thinking 
voice—I’m on Broadway playing an iconic role! It all 
dawns on you.”

Unlike her days at the Drama Centre, when she’d 
worry whether the agents in the audience would even 
notice her, Clarke didn’t have to fret about getting 
anybody’s attention. “Every night, there was a big 
gathering of Game of Thrones fans outside the stage 

door,” says Tiffany’s director, Sean Mathias. “You 
could tell they were there for Emilia.”

Clarke was dealing with some offstage drama as 
well: She’d recently broken up with her boyfriend, 
Family Guy creator Seth MacFarlane—the two had 
dated for about six months—and tabloid reports later 
claimed she was rushed to the hospital for an aneurysm 
toward the end of the show’s run. (Clarke declines to 
elaborate, except to note that “it was a routine thing” 
and that she’s totally healthy; as for her private life, she 
says she’s single.) “She had a lot of stuff coming at her,” 
says Mathias. “But she handled it really splendidly.”

Tiffany’s only ran for a month, but for Clarke, it was 
a reminder of why she loved theater in the first place. 
“It was like going back to drama school,” she says. “My 
indulgent actor side was having a ball.”

Still, as Clarke finishes her coffee, it’s clear she 
won’t have time to return to Broadway any time soon. 
In a few days, she’ll head back to Belfast to finish season 

four, which finds Dany adjusting to her newfound role 
as leader. (“You start to see her struggle with the reali-
ties,” Clarke says, avoiding even the mere hint of a 
spoiler.) After that, she’ll move on to her biggest film 
yet, playing warrior-mom Sarah Connor in the next 
Terminator film, due out in 2015. It’s a role literally and 
figuratively light-years away from Holly Golightly—
but one that, to some fans, is equally iconic. Adding 
more movies to her résumé will require Clarke to spend 
more time shuttling between London and L.A., a city 
she’s still getting to know. 

“One of my best friends has come out with me for 
this trip, and she reminded me of something rather 
embarrassing,” Clarke says. “I’ve known her for 
almost two decades, and she said, ‘When I first met 
you, you said, “Hi, my name’s Millie, and I want to be 
an actress.” I was like, ‘God, that’s cringe-worthy.’ But 
I was always determined.” With that, the Mother of 
Dragons smiles, clearly ready for her next conquest. •
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The young fashion designer 
is building the next 
American luxury brand on 
the strength of a recent 
investment from European 
conglomerate Kering—and 
by knowing his customer.
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W
HAT MAKES YOU buy a bag?” 
asks Joseph Altuzarra, near 
the end of our interview. We’re 
sitting in his downtown New 
York studio housed on the 
4th  floor of a narrow build-

ing on a quietly gritty street at the edges of SoHo. 
This is not a rhetorical question, asked before pon-
tificating about the whys and wherefores of a new 
accessory. The Altuzarra bag doesn’t yet exist, 
and the designer really wants an answer. Both his 
mother, Karen Altuzarra, who helped her son found 
the business and now has an advisory role, and his 
CEO, Karis Durmer, separately tell me that he likes 
asking questions. “Joseph is good at talking with 
people,” says Karen. “He’s interested, and he makes 
a decision based on all that feedback.” 

By one measure, however, the Altuzarra bag is 
overdue. Many of his peers have already planted a 
flag in that potentially lucrative ground. His good 
friend Alexander Wang has made and sold moun-
tains of them. Wang also has a lower-priced line and 
a menswear collection. Altuzarra has neither. But 
that doesn’t matter to the designer and his team, 
who have consciously chosen a slow-and-steady 
pace. Karen recalls turning down orders from major 
department stores in the brand’s earliest days so as 
not to strain their production capabilities. The pre-
fall collection he debuted a few months ago was put 
on hold for a year for the same reason, even though 
all of his retailers had been clamoring for it.  

“We try to put blinders on when it comes to where 
we are versus everyone else who launched the same 
year,” says Durmer, who at 35 is the oldest employee 
at the company. “We say it out loud often because 
we want to remember: We want to make sure this 
brand is around 40, 50 years from now.”

Altuzarra, who will turn 31 in July, is diminu-
tive but darkly handsome, with a thick shock of 
jet-black hair and liquid eyes. Since he launched his 
label in 2008, his reputation has rapidly ascended 
from promising newcomer to one of the most excit-
ing names in New York fashion, known for his sexy, 
sophisticated clothes that feel more French than 
American. He’s won a number of major industry 
awards, including the CFDA/Vogue Fashion Fund, 
which comes with a $300,000 prize. Last year, the 
knee-high gladiator sandals from his spring collec-
tion were the sole illustration on the cover of The 
New Yorker’s spring style issue. Though he’s not 
a fixture on the party scene, he is charming, well-
spoken and counts many fashion insiders as close 
friends. French fashion editor Carine Roitfeld was 
one of his earliest and staunchest supporters; they 
communicate frequently by text message. But all 
that youth, gloss and glamour can obscure the fact 
that Altuzarra is dead serious about his business.

His goal of building a global luxury brand got 
a serious boost last September when a European 
conglomerate—Kering, which owns Gucci, Saint 
Laurent, Balenciaga and Bottega Veneta, among 
others—took a minority stake in his company. 
(Aside from Donna Karan and Marc Jacobs—both 
in which LVMH has invested—it’s something no 
other New York designer can boast.) Since Kering is 
a minority partner, Altuzarra doesn’t run the risk 
of being forced out and losing his name, a fate that 
has befallen many young New York designers. And 
Kering is by no means a casual investor looking to flip 
a brand for a quick profit. Alexis Babeau, the manag-
ing director of Kering’s luxury division, points out 
that more than a decade ago the company invested 
in two other young designers, Stella McCartney and 
Alexander McQueen, whose businesses they have 

BY MEENAL MISTRY  
PHOTOGRAPHY BY ANGELO PENNETTA

Joseph Altuzarra Knows 
What Women Want

FEMININE TOUCH 
The designer, 
photographed at his 
studio in New York 
City. “We have such  
a clear idea of who 
the Altuzarra woman 
is,” he says.
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expanded. “We have a bit of experience in this,” says 
Babeau with typical French dryness, on the phone 
from his office in Switzerland. “And we intend to 
use it to help Joseph and his team.” Altuzarra says 
he hasn’t been issued any directives from on high. 
“There’s never been a moment when they’ve been 
like, ‘We want to see this,’ ” he says. “Of course they 
want us to grow, but we want us to grow.”

When the initial approach from Kering came 
about a year and a half ago, Altuzarra and Durmer 
weren’t actively seeking an investor. Altuzarra, 
who grew up in Paris, has the luck of being the 
son of two savvy and sensible bankers. Karen, 
who is from a Chinese family but born in America, 
worked at J.P. Morgan for 20 years, and his French-
Basque father, Philippe, is an advisory director for 
Goldman Sachs in Europe. “We were a very self-
sufficient and family-funded company,” he says. 
“We started the company during the recession, so 
we were just very fiscally responsible.” Altuzarra 
opened the doors of his showroom to sell his first 
collection on September 14, 2008, the day before 
Lehman Brothers filed for bankruptcy and Merrill 
Lynch sold itself to Bank of America. It was not an 
ideal moment to try to convince retailers—tasked 
with predicting which dresses women would be 
willing to spend $2,000 on in six months—to take 
a gamble on an unknown high-end designer. “I was 

like, ‘Oh s--t, this is a horrible moment to start a 
company,’ ” recalls Altuzarra. Nevertheless, three 
stores—Ikram in Chicago, Dover Street Market in 
London and Barneys New York—placed orders.

Though they may not have been in dire straits, 
Altuzarra and Durmer knew they would eventually 
need capital to take the business to what Durmer 
calls its “adolescent phase.” “It was probably the 
beginning of when we started talking about our 
capital needs for the future, about where we wanted 
to be in three to five years and what that would 
actually take,” says Altuzarra, recalling the day 
he received an email from Kering’s U.S. office. The 
Kering deal turned out to be exactly what Altuzarra 
and Durmer were looking for: a partner with deep 
pockets, experience and connections. Both designer 
and CEO say they speak with representatives from 
the conglomerate several times a week. “They make 
people available, they make factory lists available, 
they give advice,” says Altuzarra. “I can ask about 
big things. We want to do bags and we don’t know 
where to start. Or not very glamorous things, like 
advice about taxes. I could call them 17 times a day.” 
So far the biggest change has been a number of key 
hires, including a director of sales and a logistics 
manager. The staff now numbers 10 people. 

Back to that phantom accessory: What will the 
Altuzarra bag look like when it finally makes its 

debut? The designer has been mulling it over for 
some time. “I don’t know yet,” he admits. “But we 
have such a clear idea of who the Altuzarra woman 
is, it makes the extensions of what other categories 
would look like or function as more defined.” The 
“Altuzarra woman” is crucial to what the designer 
does. He refers to her often, usually as if she’s a flesh-
and-blood person instead of a design or marketing 
concept. She is actually somewhere in the middle—
a very stylish exquisite corpse pieced together from 
the women in his life. There’s a lot of Carine Roitfeld 
in the mix, as well as his mother, who is bright-eyed 
with a birdlike physique and particularly favors her 
son’s knitwear and coats. Stylists Vanessa Traina 
and Melanie Huynh, who have both worked closely 
with him since his first collection, are also in there 
somewhere. Strictly defined, the Altuzarra woman 
might be 45 or 55—or even 60—and she’s taken 
care of herself through nutrition, exercise and per-
haps even a little plastic surgery. She isn’t remotely 
interested in looking grandmotherly. 

“I think women as they’re aging still want to 
be the lead character in their own romantic com-
edy,” says Altuzarra. “They still want to be sexual 
and they still want to be beautiful. When I started, 
I felt there were these women who weren’t really 
being spoken to.” He also sees his idealized woman 
as neither French nor American but—much like his 

easy PIeCes  
Photos of models 
and muses 
wearing his early 
collections. 
left: two looks 
from altuzarra 
pre-fall.  
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own past and his own aesthetic—a little of both.
But it’s women in general—and what they want 

to wear—that are most important to Altuzarra, as 
opposed to his own aesthetic wishes. When a sample 
comes in, Traina says, if he can’t picture any woman 
he knows wanting to wear one, it’s usually cut from 
the collection. “Everything about what he designs 
is based on how you feel,” she says. “He really wants 
a woman to want to wear something and feel great 
in it and comfortable.” Though Altuzarra has pro-
fessed a youthful admiration for Tom Ford, when 
asked which designers he admires his only answer 
is Azzedine Alaïa—the press-shy Parisian who built 
a cult following by making clothes that women love 
to wear because they’re flattering and feel good.

Altuzarra regularly solicits feedback. He lines 
his peacoats with Thinsulate because Traina told 
him she wanted a fashionable coat that was also 
warm. Last spring, it was all about pockets. “I 
wasn’t anti-pocket, but as a male designer you 
think that pockets are going to add bulk to a silhou-
ette,” Altuzarra explains. “I think about practical 
considerations a lot. A lot of times it’s the really 
little things that make you not buy something, like 
an itchy lining or because there’s no pockets.” He 
figured out a way to design them without ruining 
the body’s line.   

Possibly the best description for what Altuzarra 
does well is a neologism coined by Durmer: “wear-
itorial.” It’s a hybrid of “wearable” and “editorial,” 
the latter term used by the fashion industry for 
clothes that are better suited to a photo shoot than 
a store rack. He doesn’t design strictly commer-
cial pieces and, chez Altuzarra, using the c-word 
is discouraged. “I never like to think of something 
as purely commercial, because I feel like I don’t 
put as much passion into it,” he says. “Most pieces 
are things I think have value and I would want to 
show on a runway.” While he prizes various parts 
of the American wardrobe, like a Carhartt jacket or 
a military parka, “Joseph finds a way to add a sexy 
femininity to everything,” says Barneys fashion 

director Tomoko Ogura. You’ll never find a basic 
black sweater in his range.

His spring collection was possibly his most 
lauded yet. “Everyone at Barneys unanimously 
loved it,” says Ogura. Altuzarra explains that it was 
about clothing as opposed to capital-f Fashion. “It’s 
a shirt and a skirt. It’s a sweater and a dress,” he 
says. “It wasn’t super complicated. It felt modern to 
just wear a sweater and a skirt.” In truth, it wasn’t 
quite that simple. He turned buttoned-up, striped 
shirting into silky blouses and slinky pencil skirts, 
slit almost dangerously high on one side. But that 
sweater and skirt is actually an expertly engineered 
trompe l’oeil dress that only looks like a thin-gauge 
navy knit and side-slit silk pencil skirt with delicate 
curving leaves of crystal beading here and there. It 
was one of the best sellers of the season. Simple? 
Not really at all. He did, however, make it feel easy—
and easy-to-wear.

Altuzarra doesn’t have a formal design education. 

Instead, he cobbled together his own curriculum from 
real-life experience, which included interning for a 
major brand (Marc Jacobs), working at a small but 
growing brand (Proenza Schouler) and a venerable 
French house (Givenchy). Most importantly, he spent 
almost a year working with French patternmaker 
Nicolas Caito in New York. “It was a really incredible 
time in my life. It was when I learned a lot about being 
a designer,” says Altuzarra of his apprenticeship with 
Caito. “The technical side came into focus.”  

In a way, the brand itself is now doing exactly that 
with the new investment—becoming a bit sharper 
in its vision of the future, instead of making drastic 
changes. There are no fancy studios and office spaces 
being scouted, no high-production theatrics planned 
for fashion shows. “We’re really just very long-term-
thinking people and a very long-term goal-oriented 
company,” says Altuzarra. “The way we do almost 
everything, it’s never really been about the gim-
micks. I’ve always made it about the clothing.” 

2009 2010 2011

ANNE 
HATHAWAY
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MICHELLE 
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ALTUZARRA AT A GLANCE
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BY KATHERINE ROSMAN  
PHOTOGRAPHY BY FRANÇOIS HALARD

BIG GAME 
In the gallery, a pair of 
resin-formed tusks sit 

atop an early 19th-
century French cabinet 
purchased from Roark 

Antiques, in front of  
a collection of antique 

Egyptian photographs. 
The wood floors 

throughout the house 
are original. 
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Michael Bruno, founder of the online  
art and antiques emporium 1stdibs,  
has transformed his Tuxedo Park  

mansion into a stunning showcase for  
his one-of-a-kind objects. 

FIRST 
DIGS
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former antique dealer Alexander Jakowec, await 
lunch guests.

The mansion, built in 1900 on nearly 14 acres, over-
looks a lake in Tuxedo Park, New York, about an hour’s 
drive and a million miles away from Manhattan. The 
first time they saw the house in 2012, Bruno and 
Jakowec were in the market for an apartment in New 
York City. But the couple had heard about the area from 
designer friends and decided to check out a listing 
that had caught their eye. “We came to Tuxedo Park 
on a gloomy, damp February day and it still looked gor-
geous,” Bruno says.

The house that captivated them online failed to 
impress, but they stayed to look at six other houses. 
They loved one—a turn-of-the-century Regency-
style mansion built by architect Bruce Price, with 
help from John Russell Pope, who codesigned the 
Jefferson Memorial—and returned to see it three 
days later. “When we were driving back to the city, 
I said to Alexander, ‘We need to be cool and think 
this through.’ ” Twenty minutes later, Bruno called 
the agent and made an offer ($3.25 million) that was 
quickly accepted.

If you suddenly find yourself with a 14,000-square-
foot home to furnish, it helps to know a few antique 
furniture and art dealers. Bruno and Jakowec know 
more than a few. Bruno launched 1stdibs—an online 
marketplace for dealers of high-end art and furniture 

and rare antiques—in 2000. He had moved to Paris in 
1999 and during a walk through the flea market real-
ized the potential opportunities for French dealers if 
they could easily reach American buyers. “We learned 
early on that people were willing to buy online and 
have pieces shipped all over the world,” Bruno says. 
In a broad sense, 1stdibs helped transform the rarified 
world of unusual art objects into an open marketplace. 
But perhaps more notably, Bruno says, “1stdibs is a 
place where collections are born.”

This was the case for Bruno himself. Even after 
1stdibs launched, he didn’t think of himself as a col-
lector. Once the company became well known in the 
design world, a reporter asked him what he collected. 
Unsure how to answer, he looked around his house 
and noted all the animal-inspired items. “I thought, 
Whoa, it’s Noah’s Ark in here!” he says. Now he 
believes that this is the most organic way for collec-
tions to be born. “You buy things you love and don’t 
need,” he says. “Natural collectors don’t even think 
about it, they just collect.”

The interiors of his new house have come together 
in the same vein: Bruno didn’t have a vision when he 
bought it. He simply bought things he loved and used 
his eye to put them where they belonged. Upon moving 
into the house in the spring of 2012, his sole certainty 
was that he wanted to redo the kitchen and the first-
floor library. For the kitchen, Bruno and Jakowec 
wanted a more contemporary space that would serve 
as the informal heart of the house. The library had 
beautiful woodwork, but a former owner had covered 
the tops of some of the arched windows with panels. 
“It was oppressive,” says Bruno. He and Jakowec dis-
mantled it in favor of light.

Completed last summer, the first floor is spare and 
airy—with a kitchen that is all-white subway tile and 
wainscoting. (“I don’t like refrigerators that stick out,” 
Bruno says, as he sips a malt-shop glass of just-blended 
kale juice.) Behind the kitchen is an anteroom where a 

M
ichael Bruno likes things to be 
where he likes them to be. This 
can be said of many people, but 
it’s especially true of the 50-year-
old founder of 1stdibs, the online 
marketplace for one-of-a-kind 

antiques, furniture, jewelry, vintage clothing and 
fine art. (To the point: Bruno thought the Paris flea 
market should be on the Internet, so he effectively 
put it there.) 

In his newly renovated seven-bedroom home, the 
towels belong (folded in thirds) in the second-floor 
linen closet where Bruno added wood paneling to 
give the space the airy feel of an Alpine villa pantry. 
A collection of walking sticks (about 30 in total, many 
bought in Antwerp, Belgium, and nearly all with a 
special feature like a hidden pillbox or gun) rests 
in a stand in what has to be the world’s least muddy 
mudroom. The felt-covered, velvet-embroidered 19th-
century ottoman belongs an inch to the right of the 
contemporary Windsor Smith armchair in the sit-
ting room—not next to the chair that was bought as 
a set with the ottoman from a dealer in Madrid. The 
dogs (Natasha and Boris, both cream-colored retriev-
ers) belong in the kitchen and other tiled rooms. “If 
everything is where I want it and the way I want it, 
it lets me focus on other things,” says Bruno, as he 
puts champagne on ice while he and his partner, the 
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GRAND ENTRANCE 
The chandelier above  
the main staircase  
is original to the home. 
The busts were found  
at the Paris flea market. 
Opposite, left: Bruno, 
seated on a chair  
by Windsor Smith and, 
right, the exterior of  
the mansion, which was 
built in 1900.
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WILD KINGDOM 
In the gallery, the  
table at left is an edition 
of a late 20th-century 
design by Jean-Michel 
Frank. The view into 
the dining room reveals 
an oceanscape by Dutch 
artist Paul Kuhstoss. 
Opposite: A collection  
of animal dioramas  
found on 1stdibs  
by Bruno’s partner, 
Alexander Jakowec.
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CONVERSATION PIECE 
Bruno found the kitchen table 

in a warehouse in Antwerp. 
Opposite, left: In the summer 

master bedroom, the 19th-
century Portuguese four-

poster bed was purchased at 
Tod Donobedian Antiques in 
San Francisco and, right, in 

the coatroom, a faux ceramic 
bear’s head mounted among 

shed antlers.  
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massive armoire Bruno found in Atlanta (sourced via 
1stdibs, as was nearly everything in the house) sits 
opposite a long countertop and a deep marble sink. 

After buying the mansion, Bruno and Jakowec 
bought the house next door, bringing their contiguous 
land to almost 20 acres. This is now their guesthouse, 
and its lawn is a croquet court. Bruno also bought a 
nearby dilapidated boathouse that he says will be fixed 
up this spring. “We are putting it back to its original 
design,” says Bruno. “I’m more of a restorer. I’ll only 
redo things if they weren’t done well in the first place.”

Across the way from the kitchen is Bruno’s office, 
with a large wooden desk bought from a dealer in 
Bruges, Belgium. Near the fireplace is a 1940s leather 
coach found many years ago at a Paris flea market and 
a 1970s smoked mirror coffee table with bronze edging 
from a dealer in Amsterdam. “You can imagine what 
people did with a mirrored table in the ’70s,” he says 
wryly. “Since I’ve owned it, the most exciting thing 
that’s been on it is handblown glass candlesticks.”

To the right of the desk is a small armoire with a 
large nick visible on a front panel. Nicks happen, even 
to Bruno’s things—especially to Bruno’s things. He 
likes to reimagine his spaces constantly, moving 
items from room to room—or from house to house. 
He and Jakowec own four houses in all, including two 
in Southampton, New York. “I rent a U-Haul at least 
once a month,” he says. All this decorative rethink-
ing causes wear and tear, but the nicks are one of the 
many subtleties that make this otherwise imposing 
mansion feel comfortable and unfussy. (He has rear-
ranged the house since I toured it. The office is now a 
den; his desk is now on the second-floor landing.)

As you work your way back toward the kitchen, you 
arrive at a gallery with high ceilings and large, arched 
windows. On one wall hangs Bruno’s prized collection 
of nine turn-of-the-century photos taken of landmarks 
and monuments in Egypt. Mounted on the opposite 
wall are two plastic busts of camels, their necks out-
stretched. Bruno bought these from a dealer in Miami 

and believes they were 
originally used as props in 
a theatrical production. “I 
like to hang them very high 
because they’re not of noble 
material, as the French like 
to say,” he adds.

The camels are some 
of the many animal tro-
phies in the house. Bruno 
has chandeliers and wall 
hangings made of shed antlers, faux-carved animal 
skulls and a set of wildlife dioramas that Jakowec 
found on 1stdibs. “Back in the day in Tuxedo Park, 
they would have had real trophies, but I’m not into 
that,” Bruno says.

A piece that Bruno says gets lots of attention from 
visitors is found in the kitchen: an oval wooden table 
on white legs. Standing counter height, it functions 
as a kitchen island, making it easy to stand around 
while in conversation and eating, Italian-style. The 
table itself often becomes a conversation piece. Bruno 
found it last year in Antwerp while roaming around 
a 20,000-square-foot warehouse with a flashlight, he 
says. “I saw one of the legs and I said, ‘What is this? 
I’ll take it!’ ”

“When I travel for work,” he adds, “I like to shop. 
Our rooms are very collected, not decorated. A decora-
tor looks at a space and then imagines what should be 
bought to go in it. I buy things I love and then I find a 
place to put them.”

B
runo was Born into a collection: He 
is the fourth of six children. “Things 
would get ruined, so my parents had 
only a few good pieces—things that 
were very robust,” he says. Raised in 
Larchmont, New York, a quaint town on 

the Long Island Sound, Bruno learned an apprecia-
tion for old houses. After attending San Diego State 

University, he moved to San Francisco. During the 
first dot-com boom, he became a real estate agent 
and had many “IPO millionaires,” as he calls them, 
for clients. He started to get the entrepreneurial bug. 
“I thought, I want in on this!” he says.

He decided to move to Paris to avoid the distrac-
tions of his real-estate career and to focus on ideas 
for a start-up. He’d bought the URL “1stdibs” a few 
years before, during the domain-name gold rush. 
Walking through the Clignancourt flea market in the 
18th arrondissement, he came up with an idea to pair 
with it. Bruno had just begun to date Jakowec, whom 
he met when Bruno happened into his antique store in 
Sagaponack about a year prior. He asked Jakowec to 
join him in Paris. Initially, the business plan called for 
dealers to pay a fee to 1stdibs to list their items on the 
site. Final sales between buyers and sellers could be 
negotiated and settled off-line or through the site.

To create the marketplace and build inventory, he 
and Jakowec would visit dealers, make a pitch and 
photograph their goods, often on the spot. French 
dealers were initially skeptical, but once a few deal-
ers got on board, word-of-mouth spread quickly. By 
2003, Bruno and Jakowec had turned their attention 
stateside: first to the Hamptons, where both men were 
well connected in the art world, then to dealers in New 
York City, San Francisco, Miami, Houston, Los Angeles 
and so on. A watershed moment came in 2003 when 
the late Vogue photographer and antique dealer Roger 
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Prigent invited Bruno to his town house for a catch-
up and then called half a dozen of the most important 
dealers in Manhattan to urge them to sign up. For 
more than a decade, Bruno oversaw every aspect of 
the company, which now also sells jewelry and vin-
tage clothing. By 2011, 1stdibs had a network of 1,200 
dealers who were selling 6,000 items a month, at an 
average price of $5,000.

In 2011, Bruno started talking to investors. He 
wanted to buy out a partner, which would require 
cash, and also knew he needed help expanding the 
business. He accepted an investment of $60 million 

from Benchmark, a venture capital firm, and stepped 
aside to make way for a new chief executive—David 
Rosenblatt, former chief executive of DoubleClick, an 
Internet ad service that he sold to Google for north of 
$3 billion—while remaining the largest single share-
holder. Bruno now focuses on signing new dealers 
in international markets and in helping to promote 
the brand. “The biggest challenge for me has been to 
create the space people need to do their jobs without 
being micromanaged by me,” he says.

When Rosenblatt was first approached by 
Benchmark about the prospect of running 1stdibs, 

he says he had never heard of the 
brand. He and his wife had recently 
renovated an apartment. He called 
the designer they worked with to 
get his impression. “He said, ‘Sixty 
percent of your apartment is from 
1stdibs,’ ” Rosenblatt recalls. Two 
years into the job, Rosenblatt is 
expanding the scale of the com-
pany. The focus is on enlarging the 
site’s inventory and the technology 
to enable its customers to search by 
any number of tags and keywords. 
In 2013, 1stdibs dealers sold nearly 
$1 billion in goods, up 54 percent 
from $650 million in 2012.

Now that Bruno has given the 
world a place to buy one-of-a-
kind furniture, his latest venture 
is an app to manage it all. Called 
HousePadApp, it allows the user to 
map out the precise configuration 
of an entire house, with photos and 
notes that show staff exactly where 
a side table should sit and how beds 
should be made. For people who own 
multiple homes or for those oversee-
ing renovations, the app connects 
homeowners, architects, designers, 
contractors and cleaners. “It’s for 
people like me,” Bruno says. “I like 
everything in its right place.” The 
app will be available via iTunes in 
mid-March, Bruno says.

And of course he continues to cre-
ate and re-create his living spaces. 
The second and third floors of his 
Tuxedo Park home have been kept 
deliberately spare—one large room 

is nearly empty, apart from a portrait of Bruno painted 
by a 1stdibs employee propped on a desk; in front of it, 
a yoga mat unfurls on the painted white floor. One of 
the most inviting areas in the house is the second-floor 
landing, just off the main staircase: A white chaise 
longue and a solitary sheep stand quietly together, 
framed on either side by windows with views of the 
surrounding landscape.

Bruno and Jakowec’s mansion may have many 
rooms, but it’s been decorated to draw people out, into 
the common spaces. “We have many houses,” Bruno 
acknowledges, “but this is home.” •

GILT TRIP  
Left: Swivel chairs by 
Eero Saarinen surround 
the dining room table. 
The gilded grapevine 
was purchased in Paris. 
Opposite: In the kitchen, 
Bruno’s retrievers, 
Boris, left, and Natasha, 
place paws on a 1970s 
table by Jules Wabbes, 
beneath a chandelier 
found on 1stdibs.  
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PHOTOGRAPHY BY GREGORY HARRIS  STYLING BY ELIN SVAHN

Furnish a serious after-hours wardrobe with elegantly draped  
and intricately detailed pieces that evoke an air of indolent luxury. 

WAIT UNTIL DARK

131

9 TO 5, AND BEYOND 
Take day into evening in 

a one-shouldered dress 
and lanky wool trousers. 
Ralph Lauren Collection 

dress and wool pants 
and Lynn Ban silver and 

diamond cuff.

131



LOUCHE LIFE 
Refinement looks  

relaxed in high waists 
and posh fabrics. 

Lanvin neoprene and 
silk jumpsuit and 

satin belt, Balenciaga 
bracelet and Proenza 

Schouler clutch. 
Opposite: Salvatore 

Ferragamo wool jacket 
and trousers, Alexander 
Wang top, Georg Jensen 

silver choker and 
Balenciaga pumps.
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INTO THE FOLD 
Macro or micro,  

pleats give straight 
shapes some contrast.  
Proenza Schouler silk  
crepe tops and pants 

and Balenciaga  
bracelet and pumps.  

Opposite: Bottega 
Veneta crepe jacket  
and skirt and Georg 

Jensen silver choker. 
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INTO THE FOLD 
Macro or micro,  

pleats give straight 
shapes some contrast.  
Proenza Schouler silk  
crepe tops and pants 

and Balenciaga  
bracelet and pumps.  

Opposite: Bottega 
Veneta crepe jacket  
and skirt and Georg 

Jensen silver choker. 



OFFICE SPACE  
Satin trim adds a 

flounce, while a crepe 
skirt speaks volumes. 

Céline top, skirt and 
collar and Balenciaga 
bracelet and sandals. 

Opposite: Gucci satin 
and leather coat, 

Balenciaga bracelet 
and Georg Jensen 

silver choker. 



EXECUTIVE 
DECISIONS 
An intricately cut top 
and bottom pair well, 
and black organza 
means serious business. 
Balenciaga silk top, 
wool pants, bracelet  
and sandals. Opposite:  
Fendi leather and 
organza dress, top and 
shorts and Balenciaga 
bracelets.
 
For details see Sources, 
page 154. 
 
Model, Caroline Brasch 
Nielsen at The Society 
Management; hair, Tomo 
Jidai; makeup, Marla 
Belt; manicure, Gina 
Edwards; set design,  
Lou Asaro.
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BY MEGAN CONWAY  PHOTOGRAPHY BY JAMIE HAWKESWORTH

After decades of repressive Soviet rule, Azerbaijan’s 
ancient capital city is experiencing warp-speed 

modernization—and translating its rich cultural heritage 
into the language of the 21st century. 

BAKU TO THE 
FUTURE

O
N THE SECOND FLOOR of Yay con-
temporary art gallery, a two-story 
sandstone structure in Baku, the art-
ist Faig Ahmed is peeling bubble wrap 
off several medium-size carpets hung 
in frames. The top half of one rug 

resembles the centuries-old weaving tradition that’s 
helped make his native country, Azerbaijan, famous 
across the Caucasus. Outside, vendors are hawking 
similar patterns to tourists in the Ichari Shahar, or 
Old City, a nest of cobbled streets, mosques and cara-
van stops at the capital’s medieval center. In 2000, the 
entire walled area was designated a UNESCO World 
Heritage Site, though gazing toward the palace of the 
Islamic Shirvanshah dynasty—the gallery’s terrace 
overlooks the ruin of the royal hammam—one can 
also see the 600-foot Flame Towers arcing up from the 
hills ringing the city, three curvilinear structures out-
fitted with 10,000 LED lights that blaze, at night, like 
enormous licks of fire.

Ahmed, 31, has a pointy beard and almond-
shaped eyes. Scanning down the carpet, something 
interesting begins to happen. Each decorative flour-
ish—ancient symbols, he explains, for horses, birds, 
dragons—begins to pixilate and then dissolve into 
blurred blocks of color. The artwork turns out to be 
a clever deconstruction of traditional craft, incor-
porating digital disruption into the literal fabric of 

its design. (Ahmed spent months finding artisans 
who would undertake the laborious process of hand-
weaving his tradition-meets-tech designs.) With 
its provocative blend of rich historicism and hyper 
modernity, the carpet is also a potent symbol of  
Baku itself.   Pointing at the rug, he says, “There are 
some things we are used to seeing, and when they 
change you can feel how strange it is—suddenly, 
change is here.”

Azerbaijan’s ancient capital curves along a cres-
cent-shaped bay on the Caspian Sea. If the country 
has a single defining characteristic, it’s an ability to 
harmoniously absorb diverse cultural influences. Its 
tangled traffic is comprised of Soviet-make Ladas, 
Mercedes S-Classes and purple London-style taxis 
nicknamed “aubergines.” Women like to wear their 
hair waist-length while men opt for western jeans 
paired with traditional flourishes: a beard, a skullcap, 
prayer beads. (Like its southerly neighbor, Iran, the 
country is predominately Shia Muslim.) Baku’s spate 
of recently opened luxury shops—Céline, Dior, Tom 
Ford—are clustered along a waterfront byway called 
Neftchilar Avenue that’s also home to fin de siècle oil-
boom mansions, Soviet government buildings and an 
imposing 12th-century stone landmark known as the 
Maiden Tower.

Situated at the base of the Caucasus Mountains, 
Azerbaijan has been conquered over the millennia 

HISTORY LESSON  
A typically Bakuvian 

view: the 15th-century 
Shirvanshah’s Palace, 

with communist 
housing blocks beyond 

and the city’s Flame 
Towers, completed in 
2012, in the distance.



(Other potentially hostile neighbors are Iran and 
Russia, which has become increasingly assertive in its 
sphere of influence.) Azerbaijan has taken several con-
crete steps toward democratic reform, such as joining 
the Extractive Industries Transparency Initiative, a 
global coalition of governments, companies and NGOs 
working to create accountability for revenues stem-
ming from natural resources. 

It’s impossible to overstate the importance of oil 
to Azerbaijan. At the turn of the last century, when 
Baku’s population growth outpaced that of London 
and New York, the city was a heady blend of European 
metropolis and Wild West frontier. It was known for 
its Philharmonic Hall, inspired by Monte Carlo’s grand 
casinos, which housed the first opera house in the 
Muslim world. The Rothschilds and the Nobel broth-
ers built opulent mansions underwritten by fortunes 
made from Azeri oil, as did dozens of Muslim “oil bar-
ons,” who aspired to transform Baku into the grandest 
city in the Islamic world through civic philanthropy. 
As the writer Tom Reiss details in The Orientalist, 
Azerbaijan thought of itself as Europe’s easternmost 
outpost—even if the rest of Europe didn’t necessarily 
know it. “Even today it is possible to imagine that one 
has wandered into some unusually sooty Right Bank 
neighborhood in Paris, mysteriously abandoned by its 
inhabitants,” writes Reiss.

Though efforts to restore the country to its pre-
Soviet stature began immediately after the Iron 
Curtain lifted, the pace of regeneration has hit warp 
speed in the last few years. On the one hand, the 
government is pouring millions of dollars into civic 
improvements, much of it tellingly centered on cul-
tural infrastructure like the recently opened Zaha 
Hadid–designed Heydar Aliyev Center. The concert 
hall and exhibition space resembles a swooping space-
age Bedouin tent perched on a hill, its sinuous design a 
reference to Islamic calligraphy. There’s also the soon-
to-open relocation of the State Museum of Azerbaijan 
Carpet and Applied Art, the design of which evokes a 
massive rolled-up rug. 

While architectural pyrotechnics like the HOK-
designed Flame Towers and the Heydar Aliyev 
Center—both completed in 2012—serve as bids 
for international attention, the not-for-profit arts 
organization Yarat is the force behind the city’s 
nascent but fast-growing contemporary art scene. 
Since its founding in September 2011, Yarat has pro-
duced an astounding 42 projects, from “Love Me, 
Love Me Not”—a special pavilion at the 55th Venice 
Biennale of art from countries that share a border 
with Azerbaijan, including Iran, Turkey, Russia and 
Georgia—to a site-specific exhibition of 29 emerging 
artists housed inside the Baku Air Condition Plant. 
It has produced a pop-up film festival; collaborations 
with galleries in New York, Paris and London; and an 
annual Public Art Festival that last year brought the 
Dutch artist Florentijn Hofman’s giant globe-trotting 
rubber ducky, previously moored in Hong Kong’s 
Victoria Harbour, to Baku.

“The idea was to have a group of artists who support 
each other, a platform that puts everyone together,” 
says Yarat’s founder, Aida Mahmudova, who plans to 
move Yarat’s current headquarters in the Old City to 
a multistory former Soviet naval base in 2015. “You 
gather, and it’s power already.” 

by Alexander the Great, the Mongols, the Ottomans, 
the Persians and the Russians. It has been squeezed 
between East and West, old and new, Islam and 
Christianity, Europe and Asia for so long that to say 
it exists at a cultural crossroads—as people have for 
centuries—is to resort to cliché.

Only during its very recent history has 
Azerbaijan’s cross-cultural flourishing been put on 
hold. In 1991, along with most of the former USSR, 
Baku emerged from more than 50 years of repres-
sive communist rule, an era that replaced the city’s 
syncretic broadmindedness with monolithic totali-
tarianism. Since the thaw—and for the second time 
in its long history—Azerbaijan has been applying its 
petro dollars to become an economic engine for the 

region. Its cultural capital is rising, too. 
Ruled for the past decade by President Ilham 

Aliyev, who inherited the presidency from his father 
and one-time KGB general Heydar Aliyev, the cur-
rent government has been accused of corruption, 
holding unfair elections and limiting free speech. 
“Unfortunately, corruption exists in every society 
around the world and the government of Azerbaijan 
is making every effort to address this problem in 
Azerbaijan,” says Fakhraddin Ismayilov, press attaché 
at the Embassy of the Republic of Azerbaijan. Rights 
groups and analysts say that much of the country’s 
corruption is related to revenues from the state-run oil 
industry—some of which Aliyev uses to fund the ongo-
ing Nagorno-Karabakh War with bordering Armenia. 
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NEW TRADITION  Counterclockwise  
from top: Aida Mahmudova, founder of Yarat, 
an organization dedicated to the support and 

promotion of Azerbaijani artists; the artist Faig 
Ahmed; one of Ahmed’s artworks, based on 

traditional carpet design. Opposite page: The 
State Museum of Azerbaijan Carpet and  

Applied Art’s new building, set to open soon.
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Part of Yarat’s mandate is to promote Azerbaijani 
artists internationally as well as at home. In 
September 2012, it helped organize the first Christie’s 
exhibition in Baku. “It was a combined exercise which 
showcased international art alongside a very vibrant 
local art scene,” says Paul Hewitt, managing direc-
tor of growth markets at the auction house. “It was 
an important first step of a developing relationship.” 
Held at the Four Seasons, one of several brand-new 
five-star hotels in the capital, the show featured works 
by Picasso, Warhol and DeLempicka and was attended 
by a troop of high-powered collectors from Mexico, 
China, Switzerland and India—a bellwether for a city 
on the verge of becoming an art-world destination for 
the private jet set. At the same time, Yarat opened the 
exhibition “Commonist,” with works by its artists, 
including Ahmed and 18 others. 

A
t the center of this transformation 
is Mahmudova, a 32-year-old with a 
slight gym-toned frame and a broad 
smile who has become the link between 
official culture and subculture in Baku. 
Her aunt Mehriban Aliyeva is the coun-

try’s first lady. Her cousin Leyla Aliyeva (Mehriban’s 
daughter) is the editor-in-chief of the Condé Nast–
owned Baku magazine, a glossy dedicated to all things 
luxurious in the capital. “The idea [for Yarat] came to 
me a long time ago, way before I founded the organiza-
tion,” she says. With her familial wealth and desire to 
help artists of all generations, she approximates a very 
young, very glamorous godmother of art.

Mahmudova is herself a commercially successful 
artist. After earning a degree in fashion merchandis-
ing from the American InterContinental University, 
she studied painting at London’s prestigious Central 
Saint Martins. She says her time in the British capital 
shaped her sense of how an arts organization in Baku 
might be structured. But it wasn’t until after she’d 
finished school in London, married an Iranian entre-
preneur and had a daughter, now 3 years old, that she 
focused her energies on getting the organization off 
the ground. 

Moving back to Baku in 2010, she became close 
with other young artists—such as Ahmed and Farid 
Rasulov, who creates life-size installations out of 
carpets and surreal plastic animals. Together, they 
realized there was no single organization in Baku for 
artists looking to show work or collaborate—much 
less gain international traction. Furthermore, any 
such organization would have to actively gener-
ate a homegrown audience for the kinds of abstract 
or conceptual art they make, which looks radically 
unfamiliar to most Azerbaijani eyes. “I wouldn’t 
call it a plan,” she says of Yarat’s early days. “It was 
a dream and a passion and then it turned into a real-
ity. It was spontaneous, based on an emotional level. 
Now, of course, we make plans two or three years 
ahead of time.”

“I think I’m really at the right place at the right 
time,” she adds.  “The whole country is emerging, for 
the West especially. It’s opening up and it’s growing, 
and Yarat is growing at the same time.” 

Though she surely benefits from her family con-
nections, Mahmudova is not involved in politics—and 
given the controversy surrounding her aunt’s husband, 
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Azerbaijan—is now funding artistic patronage.
In 2012, for the Public Art Festival, Mahmudova 

made an artwork installed in the Seaside Boulevard, a 
landscaped promenade that runs between the Caspian 
Sea and Neftchilar Avenue. The work is derived from 
the ornate window frames of an abandoned building 
across the avenue. Mahmudova rescued the frames 
and repurposed them in a fragmented, paisley-like 
pattern, replacing the glass with reflective material. 
The artwork, called Recycled, now shows a splintered 
version of the new Baku. “Four years ago, I wasn’t 
changing as fast as I’m changing now. Everything was 
slower. It’s crazy. And it’s difficult,” says Mahmudova. 
“Sometimes I don’t like the fast changes, even inside 
myself—but I can’t help it because I change my sur-
roundings and my surroundings change me.”

In 2013, Mahmudova was appointed curatorial 
director of the four-year-old Baku Museum of Modern 
Art. Next year, she plans to narrow the scope of its 

she has every reason to downplay her political connec-
tions. She structured Yarat as a not-for-profit, with a 
creative board made up of artists. Money is raised 
by petitioning local businesses like banks and tele-
communications companies for support, typically 
for specific projects, like the Public Art Festival, a 
citywide event that lasts six months and showcases 
several dozen works of art. Yay gallery serves as the 
commercial wing of the organization, with half of the 
profits going to the artist and the other half to Yarat, 
which employs seven people full time. 

Last December, Yarat held its first general fund-
raiser, a presentation followed by cocktails at the 
JW Marriott Absheron hotel. According to Davud 
Gambarzade, Yarat’s international program director, 
Azerbaijani companies are beginning to recognize 
that being associated with the arts can have a positive 
branding effect. Money that once went to chess com-
petitions or sports like wrestling—both popular in 

import a kind of rootless western architecture, Baku’s 
structures reference the country’s cultural heritage. 
Even the glittering Flame Towers are a nod to the 
country’s past as a spiritual center for Zoroastrians—
practitioners of Persia’s pre-Muslim religion, who 
were drawn to the flames that still spontaneously 
erupt from the landscape thanks to natural gas leaks.

Gas is unavoidable in Azerbaijan. The world’s first 
mechanized rig struck big here in 1871, and by 1901 
the country’s fields pumped half the world’s crude. 
The most powerful gushers were given names, such 
as Wet Nurse and Golden Bazaar. During Soviet rule, 
the industry languished, but in 1994, Heydar Aliyev 
signed the so-called Contract of the Century, a series 
of deals with multinational energy companies that 
paved the way for Azerbaijan’s offshore oil fields to 
be developed, and returned vast, if unevenly dis-
tributed, wealth to the county. The opening of the 
Baku-Tbilisi-Ceyhan pipeline in 2006 and a gradual 

rotating exhibition space to focus on Azerbaijani 
artists, particularly emerging ones, like the 34-year-
old painter Rashad Babayev.   Babayev’s large-scale 
canvases use color and shadow to create powerful 
abstract forms. Schooled as a lawyer, he considers 
himself “street educated” by an older generation of 
artists such as Rasim Babayev (no relation), a Soviet-
era painter whose politically provocative work 
became nationally recognized only after his death. 
“I spent a lot of time speaking with the artistic com-
munity, talking with other artists, so I have a kind of 
training,” says Rashad Babayev. He has been working 
with Yarat since its inaugural group exhibition, “On 
Soz”—meaning “forward” in Azeri.

The museum is perhaps the least ostentatious 
example of Baku’s drive to build blue-chip architec-
ture. Though the city’s construction frenzy draws 
comparisons to Dubai and Abu Dhabi, Bakuvians recoil 
at the implications: Where those Emirate cities often 

shift in resources from oil to natural gas are helping to 
keep the industry strong. Early this year, Yay gallery 
showed a series of paintings called Girls Prefer Oilmen 
by the Russian-born painter Irina Eldarova. The works 
depict candy-colored versions of Marilyn Monroe 
demurely flirting with Azerbaijani rig workers.

T
HE AVERAGE ART STUDENT in Baku 
will graduate with excellent technical 
skills, learning to sculpt from life or 
paint in the Soviet Realist style that 
still dominates academic art. What’s 
not on offer, however, is the kind 

of conceptual art that most western schools have 
favored over the last 50 or so years—art that consid-
ers process and ideas and may not even look like art 
to someone outside the field.

Yarat tries to address some of these gaps through 
its educational initiative, Artim (“progress” in Azeri). 

Artim offers workshops, lectures and master classes 
that are open to the public. “We try to add something 
that’s missing,” says Mahmudova. “Photographers 
have to take workshops outside of university, so we 
teach that.” Yarat also hosts international artists 
residencies, luring working artists and professors 
from institutions like the Wimbledon College of 
Art and the Royal College of Art in London. Last 
November, Mark Dunhill, the dean of art at Central 
Saint Martins, held a four-day sculpture workshop at 
the arts academy with his partner, Tamiko O’Brien. 
“What I think is good about the Yarat foundation is 
that they are really serious about education and try-
ing to bring about change through changing the way 
people think about things,” says Dunhill. “Culture 
is a powerful force, and while it may not be overtly 
political, I think that encouraging people to open 
their eyes to different ways of seeing things is good, 
and I’m keen to support that.”

There have been unmistakable successes for Yarat: 
The Venice pavilion; “Fly to Baku,” a traveling exhibition 
of Azerbaijani artists’ work co-organized by the high-

profile Swiss auctioneer Simon de 
Pury; “Merging Bridges,” a 2012 
show at the Baku MoMA of work 
by Yarat-supported artists and 
international names like James 
Turrell, Idris Khan and Olympia 
Scarry; and Ahmed, who last year 
was short-listed for the Victoria 
and Albert Museum’s Jameel 
Prize 3 for artists inspired by the 
Islamic tradition. This month, 
the exhibition “Love Me, Love Me 
Not,” which includes work by New 
York–based Ali Banisadr and the 
international collective Slavs and 
Tatars, travels from Venice to 
the Heydar Aliyev Center’s tiered 
galleries. At the same time, Yarat 
will travel to Art Dubai as part 
of its Marker section, focused 
this year on Central Asia and  
the Caucasus. 

One chilly afternoon, Mahmu-
dova visits the crumbling three-
story studio space she shares 

with Ahmed, Rasulov and other friends. “I’m just 
very tired constantly because we’ve been working so 
hard for the past two years,” she says. There are dark 
stains on the floor where rainwater has overflowed 
from wineglasses placed beneath leaks in the sky-
light. Canvases tilt against the graffiti-covered walls. 
The voice of a man reciting passages of the Koran 
drifts up from the street outside, where a Muslim 
funeral is taking place.

This is an older, less gentrified section of Baku, 
where the streets are narrow and difficult to navigate. 
Mahmudova doesn’t come here very often anymore. 
She’s set up a studio in her apartment across town, 
where she can paint in the evenings when the mood 
strikes her and see her daughter anytime. It’s just as 
well. Soon, much of the neighborhood will succumb 
to modernization, making way for a new highway or 
parkland or gleaming office towers—monuments to 
Azerbaijan’s future. •

MODERN MARVEL 
The Heydar Aliyev 

Center, designed 
by Zaha Hadid and 
completed in 2012.

CREATIVE TIME  Clockwise from top: A sculpture 
by the Yarat artist Mammad Mustafayev; a bus 

stop featuring a photo of the Maiden Tower; Nazrin 
Mammadova, an artist employed at Yay gallery;  

the studio of Irina Eldarova. 
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W
HEN MARIGAY MCKEE needed 
to recharge between top gigs at 
Harrods and Saks Fifth Avenue, 
where she recently took over as 
president, she did something 
unusual: She climbed more than 

17,000 feet, to Mount Everest’s base camp. Yet even on 
her Himalayan sabbatical, McKee couldn’t resist con-
ducting an on-site focus group. 

In Kathmandu, among the bustling chowks, cash-
mere goats and Buddhist temples were eight American 
women also adventuring. When McKee noticed one of 
them carried a Saks handbag, she saw an opportunity 
and pounced. “I didn’t tell them what position I was 
going to go into at Saks, but I was like, ‘Oh, you’ve got a 
Saks bag, tell me about Saks,’ ” McKee says, settling in 
to an evening cup of tea at her four-story town house in 
London’s Ealing district.  

To another ear, the ladies’ conversation may have 
sounded as thin as the high-altitude air, but for McKee, 

BY J.J. MARTIN  PHOTOGRAPHY BY ROBI RODRIGUEZ

Marigay McKee, the new president of Saks Fifth Avenue,  
has arrived from London with a single-minded goal: to return America’s 

iconic department store chain to glory.

The New Master of Saks

it was rich research. The women, from all over the U.S., 
talked for hours, and they helped McKee realize a key 
piece of strategy: Each Saks storefront must appeal 
to a distinct customer. “The woman from Seattle has 
a completely different set of wants from the woman 
in Palm Beach,” explains McKee, who came on board 
after Hudson’s Bay Co., a Canadian retail conglomer-
ate, bought Saks last July for $2.4 billion. Geographical 
sensitivity is just one part of the overall goal to change 
the course of Saks and resurrect its prestige.

In her almost 15 years at Harrods, McKee helped 
expand the London landmark into a billion-dollar-
plus sales machine, while working her way up from a 
beauty director to the store’s chief merchant, oversee-
ing most retail offerings. McKee is a saleswoman at 
heart, and she’s bringing that approach to Saks: Know 
your customer, know your merchandise and know 
your market results.

McKee recalls the surprised reaction to her fash-
ion-department promotion at Harrods years ago. 

“ ‘What’s the lipstick girl going to teach us about frocks 
and designers?’ ” she says, mocking the horror of some 
colleague. “I remember going to my first fashion week 
12 years ago and people being like, ‘There’s no gift 
with purchase here!’ It surprises me that most fashion 
buyers know everything there is to know about which 
trend and hemline we’ll be wearing in six months but 
can’t tell me what the density of their sales floor is, 
what the return is, what the dollars per square foot is, 
what their top-selling stock-keeping unit is and how 
many times they’ve reordered it in the season,” McKee 
continues. “However fashionable the brand, we always 
start and finish with the numbers—the sell-throughs, 
the margins, the returns, the contributions—and then 
we talk about the pleasantries.”

McKee was hired at Saks in September, recruited 
by Hudson’s Bay CEO Richard Baker. In the deal, the 
company—which owns an eponymous chain of 90 
stores in Canada as well as Lord & Taylor—picked 
up Saks’s trophy Manhattan flagship, which flanks 

MCKEE TO THE 
CASTLE 

The executive is 
leaving behind the 

London gardens 
she tends herself 
for an apartment 

overlooking the Met.
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“when i visit 
stores around 
the world, no  
one takes the 
viewpoint of 
‘what would the 
consumer like?’ 
but marigay does.”

–leonard lauder

STREET STYLE
“Live the part” 
was Estée Lauder’s 
business advice to 
McKee. Clockwise, 
from top: McKee  
with Michael Kors; 
outside a Donna Karan 
show; hugging her  
dear pal Leonard 
Lauder; having fun 
with Lady Gaga; 
hanging with Manolo 
Blahnik; and hosting  
a Harrods luncheon. 

St. Patrick’s Cathedral and faces Rockefeller Center. 
Baker says he has pledged $200 million to renovate 
that location. He also plans to install Lord & Taylors 
in some of Saks’s less profitable locations and extend 
both stores’ reach into Canada. (Saks also owns 72 
outposts of Off Fifth, a discount operation, which does 
not fall under McKee’s purview.) “We have an oppor-
tunity to create the single most fabulous department 
store in the world,” Baker declares. 

Before starting her job in January, McKee vis-
ited each of Saks’s 41 storefronts in 22 states. She 
envisions the Beverly Hills Saks transformed into 
a hub for Hollywood stylists and actresses, while 
Miami’s Bal Harbour outpost should cater more to 
its Hispanic clientele. South Florida will shed the all-
black clothing that’s better shopped by New Yorkers 
and Bostonians, and California will cut down on 
overcoats and heavy tweeds. 

A
S A COMPANY, Saks has run into the 
same problems that many retail out-
lets have faced over the past few 
years, with a return to a pre-2008 
clip proving sluggish and unsteady. 
With $3.28 billion in sales, 2007 was 

a record-breaker for Saks. But 2008 was abysmal: 
Sales dropped to $3.04 billion, and the company 
posted a net loss of $158.8 million. The next year was 
bad too, with only $2.63 billion in sales and a net loss 
of $57.9 million. Since 2010 sales  have inched back up 
year after year—Saks closed 2012 with sales of $3.15 
billion and earnings of $63 million—but the third 
quarter of fiscal 2013 showed a $19.6 million loss, 
which is significantly bigger than the $12.3 million 
loss in the same period in 2012.

Back in 1924, when Horace Saks and Bernard 
Gimbel opened their store on the tony, primarily  

residential stretch of Fifth Avenue, it was a jewel box 
of rare merchandise. “Saks was the only act in town,” 
recalls Leonard Lauder, chairman emeritus of Estée 
Lauder and a longtime friend of McKee. He remembers 
stuffing envelopes for his mother Estée’s highly antici-
pated cosmetic launch at Saks in 1947. “It was the gold 
standard as far as fashion went.”

In those early days, Saks carried European stars 
such as Chanel, Vionnet and Schiaparelli, and by 
the 1970s it had become the go-to store for leading 
American designers like Bill Blass, Geoffrey Beene and 
Oscar de la Renta. The premium product and presenta-
tion attracted celebrity clients such as Grace Kelly and 
Jackie Kennedy. But by the ’80s, despite having blos-
somed into a national chain, the retailer had lost some 
of its luster.  Amid more retail competition and increas-
ingly faster fashion, Saks began to focus on midstream 
brands like Ellen Tracy, which targeted a mass audi-
ence. The company also went through a succession of 
corporate owners starting in the ’70s, shifting market 
focus or selling off stores with each change of hands.

“When I joined, Liz Claiborne was the number one 
brand at Saks,” says Rosemarie Bravo, who was presi-
dent of Saks from 1992 to 1997. “It was a fight to bring 
back luxury product.”

Under Bravo’s tenure, brands like Jil Sander, Gucci 
and Prada came onto the floor for the first time. When 
Bravo left to lead Burberry, where she hired designer 
Christopher Bailey (now Burberry’s CEO), Christina 
Johnson was groomed to replace her and took over 
as president and CEO in 2000. After Johnson left in 
2003, there were several years of rapid executive 
turnover, until Steve Sadove became CEO in 2006. 
Ron Frasch joined as president in 2007, plucked 
from his job at Bergdorf Goodman. They executed an 
impressive gimmick with a new shoe floor so big it 
qualified for its own zip code: 10022-SHOE. But after 
taking a punch from the financial crisis during the 
all-important holiday season in 2008, the retailer 
resorted to drastic promotional tactics—sales that 
offered up to 70 percent off, for instance—that hurt 
its upscale image. Sadove and Frasch tried to regain 
ground by closing unprofitable stores, but when 
Hudson’s Bay closed the deal last November, the two 
men were out, along with many of the other high-
ranking executives from their reign. (Sadove could 
not be reached and Frasch declined to comment for 
this article.)

Baker says he was looking for someone “unusual” 
to lead in the new era, and that McKee’s enthusiasm 
for the simple retail experience won him over after 
the two walked the sales floor together. “Additionally, 
I was enamored with the idea of having a sophisti-
cated, stylish woman run the business,” says Baker, 
“because, of course, we are a store for women.”

To draw in those women, Saks must compete with 
a 21st-century proliferation of retailers outside the 
realm of traditional department stores. “It’s a new 
day with the way the Internet works and the way shop-
pers work,” says Bravo. “Saks competed with Neiman 
Marcus, and Macy’s was against Bloomingdale’s. Now 
the old formulas don’t apply. Exclusives like ‘You can 
only get it at Saks’ used to be our calling card. Now, 
you push a button and get it anywhere.”

The blurred lines of distribution and a dizzying 
mix of high- and low-end merchandise spread across 

stores that formerly sold either one or the other, are 
roiling Saks and its competitors, such as Barneys and 
Neiman Marcus, which also operates 41 stores in the 
United States, as well as two Bergdorf Goodmans 
in Manhattan. (Last year, before the Hudson’s Bay 
purchase, Saks reportedly considered a merger with 
Neiman Marcus, whose spokesperson declined to 
comment for this story.) McKee’s challenge will be 
to generate a fresh, personal conversation with Saks 
customers, both online and off—which is what she 
had done for Harrods. 

When Mohamed al-Fayed and his brother, Ali, 
bought Harrods for almost $850 million in 1985, the 
Brompton Road store had already been a London 
mainstay for 136 years. But its cachet flagged over the 
next decade: The only top American brand on offer 
was Ralph Lauren, and the store lacked a consolidated 
high-fashion cool factor. “We were very luxurious but 
a bit old-fashioned. A little bit staid, a little bit aloof,” 
McKee recalls of starting there in 1999. When McKee 
became fashion director in 2004, she immediately set 
about luring names like Céline, Givenchy, Tom Ford, 
Lanvin and Christopher Kane through the doors for 
the first time. “I remember inheriting a group of buy-
ers who felt that because they were Harrods the world 
owed them,” she says, “but that’s not the way the 
world works.” The early aughts saw sales in the mid-
hundreds of millions, hitting $1.37 billion (converted 
figures have been adjusted at historical exchange 
rates) in 2007. Harrods did not face the volatility that 
the American market was suffering, nor the ensu-
ing consumer hangover. In 2010, the al-Fayeds sold 
Harrods to Qatar Holding for a rumored $2.46 billion. 
Shortly thereafter, McKee became chief merchant.

“Beauty is about new product launches, exclusivity, 
margins, volumes, seasonal periods, opportunities, 
offers,” McKee says, ticking each item on her fingers. 
“So I kind of approached fashion in the same way, 
and they all thought I was crazy.” But her tactics lit 
a fire under sales. McKee filled the floor with cool, 
more affordable fashion from Rag & Bone, Alexander 
Wang and Theyskens’s Theory while also raising price 
thresholds on the other end. The most expensive dress 
on the floor rocketed from $7,200 to almost $100,000.  

“She is one of the most creatively driven and imag-
inative retailers I’ve ever come into contact with,” 
remarks Lauder. He remembers her from her beauty 
director days when she would personally rearrange 
the MAC cosmetics counter at Harrods so customers 
could better see the range of eye shadows. “When I 
go visit stores around the world, no one takes a view-
point of ‘What would the consumer like?’ ” Lauder 
adds. “But she does.”

McKee never had a formal business-school edu-
cation. She grew up in London as a fashion-loving 
teenager who took ballet and rode horses. “I didn’t 
like anything that got me too dirty or muddy,” she 
says. She studied history and languages at Middlesex 
University and learned financials in the field at her 
first job as sales trainer for Estée Lauder in Madrid, 
her mother’s hometown. (She speaks Spanish fluently, 
as well as French and Italian.) In 1999 she returned to 
London as a beauty director at Harrods.

“The minute I enter any store, I feel at home,” 
McKee says, eyes sparkling. “When I walk through 
the cosmetics department that all my friends hate, 

I love it. You either have that buzz or you don’t. I’ve 
definitely got the buzz.”  

Michael Kors saw that firsthand. “The one time I 
stopped by Harrods on a Saturday afternoon unan-
nounced to take a look at my shop, within 15 minutes 
Marigay appeared, even though she was off for the 
day and actually at the hairdresser when she got the 
call I was there,” says the designer. “Even just walk-
ing through the store with her, Marigay’s eyes light up 
and you see she’s truly fashion and beauty obsessed.”

Her personal handbag collection includes the croc-
odile-skin “Marigay,” made exclusively for Harrods 
by the young British designer Ethan Koh.  For clothes, 
it’s Alaïa by day, Valentino, Michael Kors and Donna 
Karan, Oscar de la Renta for evening and any number 
of the up-and-coming designers she has championed 
through her mentoring post with the British Fashion 
Council. (She plans to “embrace” the Council of 
Fashion Designers of America now that she’s in 
the U.S.) As Estée Lauder once told her, “You know, 
Marigay, to really be the part, you can’t just look the 
part, you have to act the part and live the part.” 

Living the part means 67-hour workweeks and still 
finding enough time to be a “hands-on mum” to Alex, 
17, and Lydia, 15. (McKee and their father, a public-
relations man, divorced several years ago.) McKee’s 
mother divided the year between her native Spain and 
London, so she was often around London to help care 
for them. Alex, Lydia and the family’s three dogs—Jack 
Daniels (a disabled miniature Chihuahua who was 
half-priced at Harrods), Coco Chan and Suzy Wong 
(both Shih Tzus)—will finish making the move to New 
York by the end of the school year, into a Fifth Avenue 
apartment overlooking the Met. Next year, Alex plans 
to attend NYU to help look after his little sister while 
mom runs Saks. “Then, of course, I found out that his 
girlfriend has applied to NYU,” McKee adds, laughing. 
“So it wasn’t as humanitarian as I had thought.” 

“I don’t like my children to use the word ‘bor-
ing’—ever. I don’t think we can live in a world where 
anything can be boring,” McKee says, translating 
her parenting rule into career terms. “Retail is about 
fun, it’s about theater, it’s about activity. My favorite 
saying is, ‘Fear of failure is the biggest impediment 
to success.’ ” 

McKee has allotted herself exactly 2,000 days to 
accomplish her plan, right in time for Saks’s 95th 
birthday in 2019. (The store is basing the anniversary 
on the opening of Saks Fifth Avenue in 1924.) “I think 
we’ll shock some people, please others, and I think it 
will be great.” •

SAKS AND THE CITY 
 Manhattan’s flagship 

store, which opened in 
1924, will undergo a $200 

million renovation. 
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BY Jen Renzi  
photogRaphY BY anne collieR

Fans of Raf Simons’s architectural looks for Dior 
can now dress up their homes in his color-saturated 
designs, courtesy of an inspired collaboration with 
Danish textile company Kvadrat.

true 
colors
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SOLID STATE Simons’s new line of home textiles includes a Vidar 2 wool-polyamide blend (as seen on Isamu Noguchi’s 1946 Freeform sofa, opposite page) and a short-pile  
cotton velour, an archival textile designed for Kvadrat by the late Fanny Aronsen, now updated in yellow by Simons (and as seen on a Walter Gropius F51 chair). 

“My task is partly  
to respect and partly 

to innovate. it’s a 
Matter of finding  

a beautiful balance.”  
–raf siMons
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F
abrics have always held a strong 
 fascination for Belgian fashion 
designer Raf Simons. Recent couture 
and ready-to-wear collections for 
Dior—whose creative directorship 
he assumed two years ago—have 

featured futuristic organzas and duchess satins 
printed with gestural abstractions inspired by the 
painter Sterling Ruby. His eponymous menswear 
collection has made surprisingly masculine use of 
silken florals. And in 2011, as head designer of Jil 
Sander, Simons fashioned men’s suits and coats 
from Kvadrat’s Divina upholstery—the same fabric 
that dresses seats in Microsoft’s Amsterdam head-
quarters and Skype’s Stockholm hub. (Talk about 
office-appropriate attire.)

Little did Simons know that sourcing the Danish 
label’s richly hued wools—which he chose for their 
“somewhat industrial, somewhat Amish” quality—
would ultimately spark a high-end home-textile 
collaboration. Launching in March, the Kvadrat/
Raf Simons Collection encompasses 11 luminous, 
textural solids and variegated mélanges as well as 
coordinating ombré throws and cushions in ethi-
cally sourced mohair—everything you need to outfit 
a lounge chair and accessorize it too.

The new venture was two years in the mak-
ing. Around the time Simons trotted Divina down 
the runway, Kvadrat CEO Anders Byriel was grap-
pling with a personal and professional tragedy: the 
death of celebrated Swedish textile designer Fanny 
Aronsen, who spearheaded a residential line for 
the otherwise commercially focused label. Byriel 
wanted to somehow reinvent that line in a manner 
that would respect Aronsen’s legacy and push it for-
ward, and Simons came to mind. A mutual friend, 

152

British graphics guru Peter Saville, connected the 
two men, who met over tea in Simons’s Antwerp 
apartment. “We did discuss design, but we primar-
ily talked about contemporary art,” Byriel recalls.

A shared affinity for Ólafur Elíasson and Mike 
Kelley may have cemented their friendship, but 
Simons was already sold on the idea of working 
together. “When Anders approached me about col-
laborating, I was immediately convinced,” he says. 
“I was quite in love with their fabrics—the quality, 
the uniqueness. There’s something very old-school, 
very traditionalist in Kvadrat’s approach.”

There was also the matter of Simons’s back-
ground: Before stepping into fashion, he studied 
industrial and furniture design and even sold vin-
tage ceramics in Belgian flea markets. A collector 
of mid-century modern pieces by Pierre Jeanneret, 
Pierre Chapo and George Nakashima, Simons also 
held passionate opinions about upholstery fabrics—
especially vis-à-vis color, “something I’m very, very 
obsessed with.” He saw an opportunity to fulfill a 
market need for bold hues with verve—but shades 
that weren’t too wacky. “Classic colors on a clas-
sic design piece can just look too ‘design,’ ” he says. 
“If you are a modern person, your fabric should be 
a little more challenging. But a lot of what’s chal-
lenging is usually rendered in the weirdest colors, 
which can be a bit like having a discotheque in your 
house.” Simons wanted to get the balance right, “so 
people can take risks with color without taking it a 
step too far.”

The seductive (and often electric) palette is sig-
nature Simons, ranging from the moody green of a 
Scandinavian forest to an insistent yellow just this 
side of acid. The fabrics read like lush color-field 
paintings for the couch, an impression augmented 

“if you are a 
Modern person, 
your fabric 
should be  
a little More 
challenging.”  

–siMons
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by brushwork-inspired textures. Simons largely 
eschewed pattern to ensure the collection was as 
multifunctional and versatile as possible. “For this 
first collection, which needs to function as a base, I 
wanted to do something very abstract, to make fab-
rics that anyone could work with. I didn’t want to 
put too specific a stamp on them.” Hence an empha-
sis on monochromes and mélanges and quietly 
luxurious fabrics like ersatz sheepskin, cashmere 
and baby alpaca.

Among them are four of Aronsen’s original 
designs in new colors, including light velours and 
tweedy wool-viscose blends now in lit-from-within 
lavender and hot pink. Simons paid tribute to her 
work with the same sensitivity and intellectual 
grounding that he brings to his reinvention of 
Dior and, previously, Jil Sander. “My task is partly 
to respect and partly to innovate, to change some 
things in order and keep certain qualities that I 
think are still relevant and beautiful,” he says. “It’s 
a matter of finding a beautiful balance that both 
parties believe in.”

Though in many ways an organic continuation of 
the Kvadrat (pronounced kwahDROT) brand, the line 
is also something of a departure. A favorite of mod-
ern-leaning architects and interior designers, the 
label has, until now, been distributed by to-the-trade 
showrooms and has introduced new products at the 
Salone Internazionale del Mobile in Milan. Changing 
tactics, the Kvadrat/Raf Simons line will be sold at 
20 upscale retailers in the U.S. and around the world. 
“We are going somewhere new with this collection: 
more fashion-y, more rarified, up, up, up in material-
ity, not so driven by furniture manufacturers,” Byriel 
says. “We’re introducing a whole new category for 
the interior textile industry”—something he’s done 

again and again at the helm of the privately held com-
pany his father cofounded in 1968. Kvadrat’s bottom 
line reflects Byriel’s prescience: In the last four years 
alone, revenue has grown 68 percent, he says. 

The company has gained an edge through col-
laborations with product designers (the Bouroullec 
brothers, Hella Jongerius) and by pushing the 
technical envelope. Here that has meant devis-
ing unusually thick velvets and high-pile mohairs. 

“The higher the pile, the more difficult it is to keep 
straight; it starts to bend,” Simons explains. “Most 
of the high-pile mohairs in the business are six or 
eight millimeters, whereas Kvadrat succeeded in 
producing ones for the collection that are 12 milli-
meters.” Developing new yarns—speckled bouclés, 
faux furs, subdued patterns with sartorial flair—
necessitated finding new resources and mills, 
including some that previously worked only with 
the fashion industry.

Byriel credits the hands-on involvement of 
Simons and his inner circle. “Raf’s team not only 
has a deep and cutting-edge knowledge of textiles—
about printing and structures and types of raw 
materials—but also very impressive speed.” Simons 
elaborates: “When we design fabric for fashion, very 
often it’s done in a couple of weeks or less. It always 
needs to be faster, faster! Also, it is not so beauti-
ful to say, but fashion needs to function for only 
that moment in time.” Designing for the furniture 
industry, in contrast, demands a completely dif-
ferent mind-set to create something that endures 
both functionally and aesthetically—that can sur-
vive the test of time. “More and more with fashion, 
and now also with this collection, my satisfaction 
comes from longevity, from people living with my 
designs,” says Simons.

He’s spent the last few months doing just that, 
testing out the fabrics on a range of furniture pro-
files, genres and eras. Two are pieces from his own 
Antwerp home, including a sofa he bought at a flea 
market with an eye to swapping out its “odd, ugly” 
leather for something more au courant. “I have to 
say, since I’ve been working with Kvadrat, I look at 
my furniture and think, Hmm, maybe it’s time to 
change all the fabrics!” 

RENAISSANCE MAN Simons studied furniture 
design before launching a fashion career.

MAD ABOUT HUE  The Haakon 2, opposite page, a short-pile mohair in signature colors that reflect Simons’s vivid runway palette—as seen in the above looks from Dior Women,  
where he is creative director of couture and ready-to-wear; Jil Sander, where he was artistic director from 2005 to 2012; and his eponymous menswear label, established in 1995.

C
O

U
R

T
E

S
Y

 O
F

 K
V

A
D

R
A

T

P
H

O
T

O
G

R
A

P
H

Y
 B

Y
 W

IL
LY

 V
A

N
D

E
R

P
E

R
R

E
 (

P
O

R
T

R
A

IT
);

 C
O

U
R

T
E

S
Y

 O
F

 D
IO

R
 (

W
O

M
E

N
’S

 R
U

N
W

A
Y

);
 C

O
U

R
T

E
S

Y
 R

A
F

 S
IM

O
N

S
 (

M
E

N
’S

 R
U

N
W

A
Y

)

0314A_WSJ_RafKvadrat_02.indd   153 1/16/14   12:51 PM



COVER
Burberry Prorsum sweater, 
$995, burberry .com, Ana 
Khouri necklace, $21,014, 
Barneys New York, and Ralph 
Lauren Fine Jewelry ring, 
$1,900, ralphlaurenjewelry .com

TABLE OF CONTENTS 
page 41
Michael Kors cardigan, 
$1,495, and shell, $675, both 
michaelkors .com, and Cartier 
earrings, $12,700, cartier.us

WSJ. FIVE 
page 57
Hermès sandals, $5,500, 
hermes .com

page 58
Balenciaga sunglasses, $600, 
212-206-0872

page 60
Céline cuffs, all $1,300, Céline 
Madison Ave.

page 62
Louis Vuitton Neo Noe 
bag, price upon request, 
louisvuitton   .com

page 64
Tod’s sandals, $725, tods .com 

WHITE SHIRT ALERT 
page 83
Left: Nina Ricci top,  
$1,290, and skirt, $1,335,  
both shopbop .com.  
Right: Alexander Wang dress, 
$695, alexanderwang .com

page 84
Left: Louise Goldin shirt, 
$495, sales@louisegoldin .com, 
and Dolce & Gabbana dress, 
$4,995, select DG boutiques. 
Right: Protagonist shirt, $360, 
theline .com, and Max Mara 
dress, $650, 212-879-6100

page 85
Left: Giorgio Armani shirt, 

$395, 212-988-9191, Emporio 
Armani shirt (around waist), 
$295, 212-317-0800, and 
Alexander Wang shoes, $795, 
alexanderwang .com (worn 
throughout). Right: Donna 
Karan New York shirtdress, 
$1,895, Donna Karan New 
York locations

page 86
Top: Hermès shirt, $1,075, 
hermes .com, Theory by 
Olivier Theyskens dress,  
price upon request, 
availability upon request. 
Bottom: Balenciaga dress, 
$1,695, 800-558-1855

page 87
Left: Preen by Thornton 
Bregazzi top, $663, 212-473-
9200, Derek Lam shirt, $790, 
and skirt, $1,190, both Saks 
Fifth Avenue. Right: Prabal 
Gurung shirtdress, $1,725, 
Neiman Marcus to order

WELL OPENER 
page 97
Mary Katrantzou cropped 
jacket, $3,970, Neiman Marcus, 
dress, $37,200, Saks Fifth 
Avenue, vest, $5,210, belt 
$2,235, both Neiman Marcus, 
and boots, $790, saks .com

ALTERED STATES 
page 98-99
Prada mink coat, price upon 
request, jersey dress, $2,530, 
wool skirt, $2,840, crocodile 
bag, price upon request, and 
embellished sandals, price 
upon request, all prada .com

page 100
Miu Miu wool jacquard coat, 
$3,195, skirt, $760, top,  
$730, plexiglass necklace, 
$390, leather bracelet, $380, 
all miumiu .com, and patent 
leather bag, $1,520, select  
Miu Miu boutiques

page 101
Dior satin coat, $5,700, silk 
shorts, $1,950, earrings, $470, 
crystal necklace, $4,900, hand-
painted python bag, $11,800, 
and pumps, $1,300,  
all 800-929-DIOR

page 102
Céline top, $2,900, skirt, 
$2,800, tubular necklace, 
$1,300, bracelet, $620,  
bag, $3,250, and sneakers,  
$750, Céline Madison Ave.

page 103
Marc Jacobs wool coat, $4,200, 
blouse, $1,200, taffeta skirt, 
$1,400, appliqué booties, 
$1,750, all 212-343-1490, and 
bag, $2,495, similar styles 
available at Marc Jacobs 
boutiques

page 104-105
Alexander McQueen feather 
top and skirt, both made to 
order, geometric leather bag, 
$1,945, and snake sandals, 
$4,345, all Alexander McQueen 
New York boutique

page 106
Calvin Klein Collection woven 
jacket, $24,500, skirt, $14,995, 
top, $650, and calf sandals, 
$1,295, all Calvin Klein 
Collection Madison Ave.

page 107
Givenchy by Riccardo Tisci 
sequined dress, price upon 
request, givenchy .com, and 
embellished sandals, $795, 
Barneys New York

page 108
Valentino cotton blouse, $990, 
sweater, $3,290, embroidered 
skirt, $5,980, all 212-772- 
6969, gold necklace, $795,  
and bracelet, $645, and leopard 
fringe clutch, $2,445, all 
Valentino boutiques

page 109
Dolce & Gabbana laminated 

dress, $2,745, coin belt, $3,590, 
raffia handbag, 1,895, and gold 
lace heels, $745, all select DG 
boutiques

THE DREAM LIFE OF  
EMILIA CLARKE 
page 111
Chloé sweater, $1,750, Net-
a-Porter, and Cartier ring, 
$4,050, cartier.us

page 112
Calvin Klein Collection 
sweater, $575, 212-292-9000, 
Isabel Marant shorts, $615, 
212-219-2284, and Hermès 
sandals, $490, hermes .com

page 113
Rag & Bone sweater, $255, 
available in similar colors 
at Neiman Marcus, Oscar 
de la Renta bodysuit (worn 
underneath), $1,090, 
oscardelarenta .com, and 
Chanel shorts, $1,900,  
800-550-0005

page 114
Burberry Prorsum sweater, 
$995, burberry .com, and Ralph 
Lauren Fine Jewelry ring, 
$1,900, ralphlaurenjewelry.com

page 115
Dior dress, $3,700, 800-
929-DIOR, David Yurman 
earrings, $925, 212-752-4255, 
Ana Khouri ring, $1,790, 
Barneys New York, and 
Pomellato bracelet, $3,850, 
pomellato .com

WAIT UNTIL DARK 
page 130-131
Ralph Lauren Collection 
dress, $3,195, and wool pants, 
$795, both ralphlauren .com, 
and Lynn Ban silver and 
diamond cuff, $2,825, newyork.
doverstreetmarket .com

page 132
Salvatore Ferragamo wool 
jacket, $2,450, and trousers, 
$850, both 866-337-7242, 
Alexander Wang top, $650, 
alexanderwang .com, Georg 
Jensen silver choker, $1,900, 

212-759-6457, and Balenciaga 
pumps, $895, barneys .com

page 133
Lanvin neoprene and silk 
jumpsuit, $3,625, and satin 
belt, $745, both 646-439-0380, 
Balenciaga bracelet, $495, 
barneys .com, and Proenza 
Schouler clutch, $795, 212-
585-3200

page 134
Proenza Schouler silk crepe 
tops, $1,150 and $890, and 
pants, $1,850, all 212-420-
7300, and Balenciaga bracelet, 
$495, and pumps, $895, both 
barneys .com

page 135
Bottega Veneta crepe jacket, 
$4,550, and skirt, $2,950, 
bottegaveneta.com, and Georg 
Jensen silver choker, $1,900, 
212-759-6457

page 136
Gucci satin and leather coat,  
$3,900, gucci .com, Balenciaga 
bracelet, $495, barneys .com, 
and Georg Jensen silver choker, 
$1,900, 212-759-6457

page 137
Céline top, $4,800, skirt, 
$4,900, and collar, price upon 
request, all Céline Madison 
Ave., and Balenciaga bracelet, 
$1,275, and sandals, $845, 
both barneys .com

page 138
Balenciaga silk top, $3,150, 212-
206-0872, wool pants, $2,150, 
Bergdorf Goodman, bracelets, 
$1,275 each, and sandals, $845, 
both barneys .com

page 139
Fendi leather and organza 
dress, $7,350, top, $600, 
and shorts, $2,650, all 212-
759-4646, and Balenciaga 
bracelets, $1,275 each, 
barneys .com

SOURCES
Tod’s cotton blouse, $895, 
Tod’s boutiques nationwide 

in the nex t  
wsj. maga zine

MEN’S
STYLE

on sale  
maRCh 8, 2014

WHITE LIGHT  
The simplest turn 

sometimes makes the 
boldest statement. 

Tod’s blouse.  
 

For details see below. 

154 wsj. maga zine

souRCes

PRESENTED BY

MED IA SPONSORS

RECOGNIZ ING THE BEST IN ADVERT I S ING AND COMMUNICAT IONS
CREATED FOR THE LUXURY INDUSTR I ES

COMING JUNE 20 14

WWW.LEBOOK.COM/ THEHONORS



156 wsj. maga zine

“Only when yOu lOve dOgs very much do you let 
them sit on $300-per-yard French fabric. Samantha 
is the little black-haired one and Teegan is my newest 
rescue. I’ve never been one of those Fifth Avenue ladies 
that have to have dogs that match. I am the Angelina 
Jolie of barkers. The Al Hirschfeld drawing is beyond 
meaningful to me: It’s from when I was doing the show 
Broadway Bound. This was right after I was fired from 
Fox and my husband committed suicide. I went into the 
show, got amazing reviews, and it re-kick-started my 
career. So I look at that and it says to me, life goes on. In 

the photo of my daughter, Melissa, and my grandson, 
Cooper, you are looking at a very cold Jewess at a Jets 
game on Thanksgiving. It was a great game, but I was 
thinking, Could the cheerleaders here do a Sondheim 
number? The monkey figurine Cooper made when he 
was about 6 or 7. I hate when you go in a house and you 
have to comment, Oh, look what your stupid child did, 
but in this case it happens to be a work of art! He’s a 
very precocious talent. The other photo of Melissa and 
me is in a Fabergé frame that my husband and I bought 
in England—our first piece of Fabergé. The box set, A 

History of the Plantagenets, is the best series of his-
tory books. They read like novels. You’re thinking, I 
really want to know how Edward II dies! The boy play-
ing the flute is a decorative fireplace piece I bought at 
the Duchess of Windsor’s estate sale. She had exquisite 
taste. The tin I got from Duchess Camilla and Prince 
Charles’s wedding, which contained a bit of cake. I kept 
it and went to open it two years ago, and it was eaten. 
My cleaning lady had been kind of hungry I guess, and 
she ate it! One man’s treasure is another man’s gar-
bage—or dessert.” —As told to Christopher Ross

photography by bENJaMIN boUChEt

still life

JoAN RIVERS
The sharp-tongued comedienne shares a few of her favorite things. 
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