
GOAL
ORIENTED
neymar: breakout star  

of the world cup



C
H

A
N

E
L 

B
O

U
TI

Q
U

E
S

  
80

0.
55

0.
00

05
  

ch
an

el
.c

om
  

©
20

14
 C

H
A

N
EL

®
, I

nc
. B

®



















72

THIS PAGE  A sunny afternoon in Dakar, Senegal, 
photographed by Jamie Hawkesworth. 

ON THE COVER  Neymar photographed by Alasdair 
McLellan and styled by Max Pearmain. Calvin Klein 
Collection sweatshirt.
For details see sources, page 102.
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WHY DO WE COLLECT? Though the im-
pulse often boils down to a desire for 
pretty new things, as we discovered 
while putting together our second 

collectibles issue, the drive to collect is also tied to 
memory: We crave objects that help us preserve the 
present, or else serve as a reminder of the past.

It’s a theme especially poignant in our feature 
story about Lagos, Nigeria, a bustling city poised to 
become one of Africa’s key luxury markets. Senior 
editor Megan Conway immersed herself in the excit-
ing, chaotic metropolis alongside Reni Folawiyo, CEO 
of a new concept store that will place international 
fashion brands next to products sourced from across 
the continent. Her mission? To bring Africa’s nearly 

invisible culture of luxury artisans into the light.
Our profile of Italian culinary maverick Massimo 

Bottura reveals a slightly more compulsive approach: 
The chef trusts his gut, whether acquiring fine art-
work (such as Francesco Vezzoli’s La Vie en Rose) or 
more vinyl records (he already owns 12,000). “We’re 
not choosing the art,” he says of the pieces that deco-
rate his home and his Michelin-starred restaurant in 
Modena, “the art is choosing us.”

If you’re in the market for a new collectible, look 
no further than our feature on porcelain, which 
assembles some of the finest pieces available today—
snow-white animal figurines popularized in the 16th 
century, or an elegant bowl boasting a design origi-
nally made for a French king.

Of course, the things we love to collect aren’t 
always the most valuable. Among the possessions 
artist Ed Ruscha includes in his favorites on our 
back page is a trailer hitch. It may not be beautiful or 
expensive, but, in the words of Ruscha, “It’s just an 
honest piece of clunk.” Sometimes that’s all you need.

EDITOR ’S LET TER

ILLUSTRATION BY ALEJANDRO CARDENAS

FAST BREAK  Like our cover star Neymar, Bast blends style with athleticism, passing to Anubis while wearing Nike + R.T. kicks and a Givenchy by Riccardo Tisci dress.

PLAYING FOR KEEPS

Kristina O’Neill   
k.oneill@wsj.com
Instagram: kristina_oneill
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WSJ. asks six luminaries to weigh in on a single topic. This month: Confidence.

ANDY 
MURRAY

“Before I go to walk on  
a catwalk, I am nervous. 
I may not show it, but I 
am nervous, always. I say 
a little prayer and cross 
myself before I step out 
in front of people. It’s 
never planned what I’m 
going to do when I get 
out on the runway. I try 
to use my nerves to over-
come and to make me 
do a good job. I always 
say, ‘Fake it till you make 
it.’ You can use fear or 
insecurity to get you 
over. It’s a positive, actu-
ally; it’s not a negative 
at all. Once, I fell down 
in Vivienne Westwood. 
There’s a technique to 
walking in her big plat-
forms—you go in on your 
toe—but I was walk-
ing like I was wearing 
regular shoes, and I went 
down. I said, ‘OK, I’m 
down,’ I picked myself 
up and kept going. If you 
carry yourself like you 
have confidence, you 
could actually have it or 
you could not, but we’ll 
never know, will we?”

Campbell is a supermodel.

“The guys with the 
most success, they 
tend to have the most 
confidence. But success 
isn’t the only measure 
of confidence—a lot of it 
has to do with authen-
ticity and how you feel 
about yourself. When 
I was younger, I used 
to play against a lot of 
kids who were older 
and bigger than I was, 
especially my brother 
Jamie, who always used 
to beat me. I think that 
instilled determination 
in me to win. It’s often 
hard to explain a loss, 
and often even harder 
to take it, but it happens 
to everyone, and as long 
as you learn from it, the 
defeats can sometimes 
be beneficial. After 
I lost my first Grand 
Slam, I struggled with 
confidence. I was quite 
young and desperate to 
win a Grand Slam, and 
I fell short. But it didn’t 
affect my hunger to win, 
and despite losing a few 
more finals after that, 
I finally won through. 
Perseverance and  
determination are key.”

Murray is a world-ranked  
tennis player.

“About 95 percent of 
what I do is creating a 
false sense of confidence 
in people. The other five 
percent is technique.  
I identify what assump-
tions they’re making, 
what they feel are their 
strong points, and 
enhance those aspects. 
I give people’s confi-
dence a little steroid 
boost, and I prey on that. 
‘This would be impos-
sible to do to you, sir; 
you’re obviously more 
observant than most 
people here.’ I might be 
self-deprecating, so they 
think they understand 
me and know my intents, 
my goals. They now  
have a false confidence, 
and that’s what I use. 
Our intuition is our 
vulnerability. When  
we automate certain 
tasks, we become over-
confident in our ability 
to intuitively make 
decisions. If you look at 
Madoff, Kevin Trudeau, 
those types of folks,  
they didn’t come off as 
grimy car salesmen—
they had demeanors that 
empowered people’s 
confidence.”

APOLLO 
ROBBINS

Robbins is a sleight-of-hand 
artist and gentleman thief.

SOAPBOX

THE COLUMNISTS

Fisher is an actress and writer.

CARRIE 
FISHER

“Confidence is a bad 
thing to have as a drug 
addict. No drug addict 
deserves confidence.  
For me, taking drugs 
had to do with blurring 
sharp feelings and  
turning off the extrane-
ous areas of my mind 
that wanted to talk to  
me about stuff from my 
past. It was a nice way  
to turn it off. I was 
playing a person called 
Carrie Fisher and I  
was trying to get out  
of character. That was  
drug taking for me.  
Now I’m confident 
enough to stay in my 
mind without drugs. 
Though, weirdly, some  
of that was taught to  
me by taking LSD.  
You had to be confident  
that you could end up 
anywhere in your  
brain, even parts that 
could harm you. You  
had to learn to trust  
the instrument and feel 
that you had nothing  
to hide. But if you’re 
taking drugs for your 
emotions, to diminish 
them, then you should 
not have confidence. You 
should be very afraid.”

NAOMI 
CAMPBELL

PHILIPPE
PETIT

Petit is a high-wire artist.

“The confidence that 
I could walk between 
the Twin Towers never 
came. That it could 
actually be done never 
dawned on me from the 
moment I first got the 
idea to the moment I 
stepped out on the wire. 
I was preparing myself, 
but I knew from the 
beginning it was too  
big for a human being. 
But somehow I kept  
inching my way forward 
to make it happen.  
I never thought, Well, 
should I address the 
impossible? No, because 
it was clearly impossible. 
If I had asked myself 
that question, I probably 
would not have done it. 
It would have slowed me 
down. But each time I 
realized it was impos-
sible, I would shrug my 
shoulders like a poet, 
say, ‘Well, sure, but so 
what?’ I am a man who 
has done the impossible 
many times, but where 
the confidence comes 
from to do it—it’s a mys-
terious question to this 
day. I cannot answer it.”

“I think what I was so 
drawn to in punk was the 
idea that there’s nothing 
wrong with me—actu-
ally, it’s everyone else’s 
problem. If people have 
a problem with you, it’s 
because they’ve been 
conditioned to have a 
problem with you. And 
I feel like from a really 
young age I always 
had that view. I never 
understood body-image 
issues. It’s different from 
confidence in a way—it’s 
just clarity. When I did 
a nude cover for [British 
fashion magazine] Love, 
my friends were like, 
‘Did you know there’s 
a huge side of an entire 
building in London 
covered with your naked 
body?’ I was like, ‘Cool!’ 
I think it’s good. If it’s 
your personality or your 
body, it’s just who you 
are, it’s just how you 
look. Everyone’s differ-
ent, and people have 
confidence in completely 
different ways. But for 
me, if you want to be 
confident, it’s pretty 
simple: Don’t hang out 
with people if they make 
you feel like s—t.”

BETH
DITTO

Ditto is a singer-songwriter  
and the frontwoman for the 
band Gossip.
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what’s news.THE WORLD OF CULTURE & ST YLE JUNE 2014

BY JEN RENZI   PHOTOGRAPHY BY ADAM FRIEDBERG

Rodman Primack brings a diverse art-world résumé—and a passionate  
collector’s eye—to the task of reinventing Design Miami. 

MIX MASTER

FOR RODMAN PRIMACK, the collecting bug 
came early. His youthful obsession, at the age 
of 12: “Day of the Dead–themed folk art from 
Oaxaca, Mexico,” explains the new executive 

director of Design Miami, the biannual fair devoted 
to collectible furnishings that’s a sister show to blue-
chip stalwart Art Basel. Primack has since graduated 
to other passions and now lives among an eclectic 
array of 18th-century embroidered textiles, Latin 
American art, midcentury furniture, 1980s Memphis 
design and works by Charlotte Perriand and Jean 
Prouvé. “My interests are very broad,” Primack says 
with a laugh. “I am not nearly as focused a collector 
as I recommend that others be.”

Even so, Primack’s far-reaching enthusiasms are 
an asset to his new gig—as is his diverse background. 

His former titles include chairman of auction house 
Phillips de Pury’s office in London (now Phillips), direc-
tor of Gagosian Gallery’s Los Angeles outpost (where 
he sold everything from Calder mobiles to Gerhard 
Richter landscapes), founder of online auction 
site Blacklots and Latin American art specialist at 
Christie’s. For the past decade, Primack also helmed 
his own Manhattan-based interior- and textile-design 
firm, RP Miller, helping clients curate—and create 
surroundings for—their art collections.

Strengthening the bond between art, design and 
interiors is a mission he shares with the fair (this 
year’s Swiss edition of the event opens June 17; the 
Miami version falls in early December). “The idea that 
people can collect really seriously in one area, like art, 
but not also collect design and commission a great 

environment for that art, is so strange to me,” he says. “I 
mean, I even collect my socks!” Among his colleagues, 
the 39-year-old Primack is known as a connective tis-
sue between disciplines. “Rodman bridges what gaps 
still remain between art and design collectors with his 
deep knowledge, experience and connections in both 
worlds,” explains Evan Snyderman, cofounder of New 
York design gallery R & Company. That’s why he was 
hired in the first place: “His time at Phillips honed his 
understanding of how to engage collectors and grow 
the market,” adds fair founder Craig Robins. “And 
working with Larry Gagosian is a fantastic comple-
ment of art-market awareness. He’s a perfect choice 
for the next phase of Design Miami’s growth.”

Primack cites his six-year chairmanship of Phillips 
as most analogous to his current job. “My time there 

CREATURE 
COMFORT 
Primack, the new 
executive director  
of Design Miami, in  
his home in Miami. 
The hippo is by 
Renate Müller, the 
artwork on the wall  
by Florian Baudrexel. 

>
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WHAT ’S NEWS

was distinguished by a lot of flux, since our new building 
wasn’t ready and we had to do these pop-ups and guer-
rilla maneuvers,” he explains. “I love that scrappy energy, 
which is something Design Miami shares.” In terms of 
connoisseurship, however, Primack’s most formative 
experience was a stint at the studio of Peter Marino, go-to 
architect for Chanel and Louis Vuitton. “That’s where I 
began looking at design and furniture in a different way, 
not as simply tables and chairs to sit at, but also as impor-
tant and collectible,” says Primack.

He has since spent his career observing the emer-
gent design market, which he is now positioned to help 
mature. “The pricing and structure for contemporary 
design is different from that of contemporary art,” 
explains Primack. “There are areas that have coalesced 
into clearly demarcated markets—Prouvé, Perriand, 
Maria Pergay, midcentury French design, Art Deco fur-
niture—but otherwise it’s still a landscape in discovery, 
which leaves room for experimentation.”

That’s also how he sees Design Miami. In compari-
son to more staid, trade-focused events, the 10-year-old 
fair has always had a rakish vibe. Early installments 
were mounted in unexpected venues (a church, an old 
market). One of Primack’s ambitions is to preserve 
the show’s edgy, upstart spirit as it becomes more 
established. He’s also keen to bolster its Hispanic con-
stituency. Fluent in Spanish and Portuguese, Primack 
lives part-time in Guatemala, where his TV-executive 
husband, Rudy Weissenberg, is based. “Having traveled 
all over South America, my perspective is obviously 
Latincentric. That’s a collector base that we would like 
to see more of, in both Miami and Basel,” he says.

When Primack came on board in February, the lineup 
for the Swiss fair was all but finalized by his predeces-
sor, Marianne Goebl. And yet he has already begun 
lending his imprimatur. The Basel show will debut a 
program called Design at Large, high-concept instal-
lations—both historic and contemporary—curated by 
Barneys creative director Dennis Freedman. Primack 
is also attending to more mundane matters. “I started 
thinking about basic ways to make the fair experience 
more pleasant, from better Wi-Fi to having more—and 
more generous—table space for people to spread out 
and meet with clients,” he says. “And as someone who’s 
unfortunately ruled by my stomach, it’s important to 
have food you want to eat.”

Primack has an appetite for a wide swath of culture, 
waxing poetic about Paul Gauguin and the “Pina Bausch–
like choreography” of Audi’s assembly line in the same 
breath. “Rodman has depth of knowledge of the design 
field, from his art history education to his practical expe-
rience at all ends of the spectrum: designing, marketing 
and selling to the public,” says Primack’s former boss, 
Marino. “I particularly like his non-narrow vision of what 
constitutes interesting and valuable design.”

Although his role vis-à-vis the fair is to help expand 
the market for rare and limited-edition collectibles—
pieces that often walk the line between functional 
object and fine artwork—he’s unmoved by high-design 
navel gazing. “I’m interested in connecting what we 
exhibit at the fair to the bigger canvas of design and sci-
ence, technology and materials development,” he says. 
“The process of bringing better design to a bigger num-
ber of people—that improves life.” 

TIME MACHINES 

WATCH THE GAME 
Hublot’s Big Bang Unico—the official timepiece 
of the 2014 FIFA World Cup—caters to the 
futebol fanatic who doesn’t want to miss a beat: 
Decorated in Brazil’s national colors (yellow 
and green), the watch has a chronograph that 
ticks through the 45-minute periods of a game, 
and a push button tells you when it’s halftime. 
For details see Sources, page 102.

Tucked between the West Hollywood branches of Chloé, Isabel Marant and the forthcoming  
flagship of The Row, the newly opened brick-and-mortar outpost of the shoppable beauty 
website violetgrey.com features seasonally curated products hand-picked by the celebrity-
makeup-artistry elite, all perched above ’30s-era French furniture and two Deco seats 
from the set of L.A. Confidential. Dean Martin’s makeup chair makes a cameo in the  
application studio toward the front of the gallery-like store, owned by 37-year-old 
Cassandra Huysentruyt Grey. According to the pixie-shorn brunette, the 1,100-square-
foot atelier fosters a “salon-type environment.” (Her company’s moniker is a play on  
the purported color of Elizabeth Taylor’s eyes and Grey’s married name, which she took 
after wedding Paramount Pictures chairman and CEO Brad Grey). “You don’t even see 
the product for the first 10 minutes,” she says of the Bill Sofield–designed makeup mecca.  
8452 Melrose Place, Los Angeles. For details see Sources, page 102. —Celia Ellenberg 

THE BEAUT Y OF 

VINTAGE CHIC

HOLLYWOOD 
GLAMOUR 

Clockwise from  
above: Grey, whose 

boutique offers cult-
favorite products 
by brands such as 

Lipstick Queen, Tom 
Ford and La Prairie. 



WHAT ’S NEWS

!

22.2 MILES

PARTS & LABOR  
Chef Spike Gjerde opened  
his fourth Baltimore restaurant 
(which doubles as a butcher 
shop) in April. “Our growth 
mirrors the capacity of our 
region, and we support these 
growers in a responsible way.” 

!

! EGGS AND POULTRY 
Andy’s Eggs and Poultry, Fallston, MD 
VEGETABLES
Hamilton Crop Circle, Baltimore
BEEF
Roseda Farm, Monkton, MD

16 .1 M
ILES

MAGGIE’S FARM 
Chef Andrew Weinzirl sources 

from the restaurant’s garden  
and works with organizations 

such as Maryland Farm-to-Table 
 Produce to keep ingredients 
local. “Having only 40 seats, 

we are limited in the number of 
farms we can support.”

!

!

EGGS AND PORK
Whitmore Farm, Emmitsburg, MD

GREENS AND PRODUCE
Carrollton Manor Farm,  

Frederick, MD
GOAT CHEESE

Cherry Glen, Montgomery County, MD

AGGIO 
Top Chef alum Bryan Voltaggio, 
a proud son of the Chesapeake, 
opens a spot near Baltimore 
Harbor this month. “I buy  
our pigs from Whitmore Farm. 
The eggs are incredible, with 
bright orange yolks.”

!

Baltimore’s best chefs are moving the city’s 
cultural reputation beyond the blight of The Wire, 
providing top-notch dining options and taking 
advantage of the many small, local growers who 

work the fertile region. The result puts a healthy 
limit on the distance between farm and table.

—Brekke Fletcher

CHARM CITY 
LOCAVORES

BEEF
Liberty Delight Farms,  

Reistertown, MD
PIGS AND MUTTON 

Whistle Pig Hollow, Reistertown, MD 
CHICKEN

Rettland Farm, Gettysburg, PA 

 HOT PROPERT Y

EL BLOK PARTY

DRAWN TOGETHER
Artist Gary Hume, known for 
his color-block paintings and 

cheeky line drawings, has 
partnered with fashion 

designer Stella McCartney for 
her pre-fall collection. “It 

became this really beautiful 
marriage between fashion and 

art,” says McCartney of the  
10 pieces that feature the 

Young British Artist’s gestural 
sketches, including the shirt 

at right. stellamcartney.com C
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56 .1 MILES

A photo torn from a glossy magazine showing a building facade perforated and suffused 
with light was all the inspiration would-be hotelier Simon Baeyertz needed. “It was 
modernist but had a lightness and airiness. I said, ‘If we can get that architect, we’ll 
build the hotel.’ ” Five years later, his dream has been realized in El Blok, a boutique 
property on the Puerto Rican island of Vieques designed by native architect Nataniel 
Fúster. Comprising just 22 rooms and affording spectacular rooftop views of the nearby 
bay (it’s the tallest building on the island), Fúster’s design—which relies on skylights 
and a latticework exterior to create Moorish-style ventilation and bewitching patterns 
of light—suggests a coral reef. “We want the place to share the attributes of a reef:  
a density of life, a layering of light,” Fúster says. “Solid from the outside, the inside 
open and permeable.” The LEED-certified building will also be home to a restaurant  
by San Juan chef Jose Enrique, whose subtle take on Puerto Rican cuisine is reason 
alone to check in. Rates from $195 to $400 per night; elblok.com

34

 T WO ROSES , BY 
GARY HUME , 2009
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WHEN FASHION DESIGNER Maria Cornejo decamped 
to Jamaica in March, she packed a few bottles of 
Shiseido Extra Smooth Sun Protection Cream SPF 38 
among her selection of warm-weather frocks. “It 
absorbs really easily into the skin, so you don’t have 
that horrible white sunblock face,” she says. 

Cornejo wasn’t the only one loading up on the 
sunblock this spring. Boasting an ultrafine blend 
of UV-absorbing, light-scattering titanium dioxide 
and zinc oxide particles, Shiseido’s sun care is in-  
 creasing in allure, thanks to its growing presence 
in the influential sports world. At the 32nd annual 
Burton U.S. Open Snowboarding Championships 
in Vail, Colorado, samples of Shiseido’s signature 
blue-and-orange sunscreens were as plentiful  
as the double corks and frontside 360s. Burton 
Snowboards founder Jake Burton Carpenter 
facilitated a corporate partnership with the 
Japanese brand seven years ago, after he and his 
wife, Donna, got hooked on its products—particu-
larly the Ultimate Sun Protection Broad-Spectrum 
Creams and Lotions. “What snowboarders are 
looking for is something that’s first and foremost 
going to do the job,” says the 60-year-old, noting 
the “wicked” burns from the glare off fresh powder.  

Founded in 1872, Shiseido developed Uviolin,  
its first sun product, in 1920. Ninety-four years 
later, its 16-strong product lineup has become the 
top prestige sun-care brand in America, according 
to market-research group NPD. 

“Not to say that we started it, but we really did,” 
claims pro surfer Benji Weatherly. In the early ’90s, 
along with legends like Kelly Slater, Weatherly 
surfed Oahu’s North Shore, where Shiseido Sun 
Protection Stick Foundation was king. “One of the  
professional surfers in Japan introduced it to us. 
There was nothing in the world that was even 
close,” the 37-year-old recalls of the tinted versions 
of the sticks, for which he made regular trips to  
the women’s cosmetics department at Nordstrom—
the only place to get a fix at the time. 

Twilight makeup-department head Jeanne Van 
Phue relied on the brand’s Ultimate Sun Protection 
Cream on the set of the 2008 blockbuster. “Vam-
pires having a little tan would not have worked,” 
the industry veteran jokes of shielding actors Rob-
ert Pattinson and Kristen Stewart from the sun.  

In April, Shiseido debuted a limited-edition 
design for its UV Protective Compact Foundation. 
It also updated its best-selling sticks and liquids 
with wrinkle-reducing ingredients—sunscreen that 
works as skin care. —Celia Ellenberg

 Snap Judgment  
Banana-infused gin lends  

a delicate hint of fruit  
to a complex blend of two 

postprandial classics—
Armagnac and Madeira—at 

this buzzy new  
Angeleno cocktail club.  

Honeycut, L.A.

 Mother’s Milk  
Thai coconut milk and 

fresh-squeezed lime juice 
combined with kaffir-lime-

leaf-and-oolong-tea-infused 
cachaça brings to mind  

an exquisite—if unortho-
dox—slice of Key lime pie.  

Wallflower, NYC 

 Orange Julius 
Heavy cream and Curaçao 
give body and rich texture 

to this bourbon-based 
cocktail, with orange juice 

adding a bright blast  
of citrus sweetness. 

Dover, NYC

 Grandpa’s Sweater 
This eccentric but delicious 
drink blends butter-infused 

rum and pineapple syrup 
with honey-flavored liqueur, 

lime juice and shoyu to  
comforting effect. 

Woodsman Tavern,  
Portland, OR

Forget Chocotinis and 
Mudslides. A new wave of 
sophisticated last-course 

cocktails is on the rise.  
To strike the perfect final 

note of the evening, 
bartenders are combining 

exotic fruits, classic 
after-dinner spirits and 
creative sweeteners for 

decadent dessert libations, 
such as the four below. 

—Christopher Ross

SWEET 
FINISH

THE CULT OF

SHISEIDO 
SUNSCREEN

 THIS LIQUID 
FOUNDATION 
COMES IN A 

VARIET Y OF TINTS . 
$36

 ZINC OXIDE 
PROTECTS 

AGAINST  
UVA /UVB RAYS .  

$32

SHISEIDO 
DEBUTED THIS 
SPF 50 SPRAY 

IN THE SPRING. 
$36
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WHAT ’S NEWS

Since chef Eric Ripert joined owner Maguy Le Coze’s  
Le Bernardin team in 1991, the two have poured 
decades into sustaining the seafood restaurant’s 

high standards rather than open offspring  
all over town. This summer, they’re branching out 
at last (about 30 steps away) with Aldo Sohm Wine 

Bar, named for the restaurant’s acclaimed chef 
sommelier. “The list will be tight, contrast-driven 
and entertaining,” says Sohm. For his part, Ripert 

promises a change of pace: salads, soups and 
panini for lunch, and convivial vegetable dishes, 
among other savories, at night. “You can wear a 
T-shirt,” Ripert says, relishing the updated atti-
tude. “And there will be no fish.” —Howie Kahn 

FOOD NETWORK 

WINE AND DANDY

Clockwise from top: Loafers by John Lobb, Louis Leeman Paris, Tod’s, Fratelli Rossetti, Salvatore Ferragamo, 
Grenson and Christian Louboutin. For details see Sources, page 102. 

Combining comfort and prep-school cool, tasseled loafers are this season’s 
smartest accompaniment to a suit. More supple than your grandfather’s 
pair and sporting an array of fabrics (calf leather, cotton raffia), these new 
models slip on to your feet and into your wardrobe effortlessly.

CLOSET CASE

LOAF ABOUT

Relaunching classic hits has become a steady 
backbeat in the contemporary furniture business. 
With its recent acquisition of Simon—a pioneer  
of 20th-century industrial design—Italian furniture 
giant Cassina has effectively bought the band, 
gaining reissue rights to more than two dozen 
masterpieces, from Marcel Breuer’s elegant Pecs 
desk of 1951 (left) to Carlo Scarpa’s steel-frame  
1968 Doge table. Says Cassina’s director Gianluca 
Armento, “The golden age of Italian furniture 
design was from the 1950s to the 1980s, and that 
legacy will only build. We are a sanctuary  
for heritage.” —Sarah Medford

WHAT’S OLD IS NEW
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TRUE TO ITS NAME, the word ephemerality—from the 
Greek ephēmeros, meaning “lasting only a day”—has 
crept into the modern technological lexicon, gaining 
traction as a buzzy catchphrase to describe a growing 
crowd of apps and services that are designed to render 
users traceless or anonymous online. The immensely 
popular erasable messaging service Snapchat, which 
makes text and images sent between parties dis-
appear after 10 seconds, has been the most visible 
incarnation of the trend. (The company rejected a  
$3 billion offer from Facebook at the end of last year.) 
Sites and apps such as Whisper and Secret, which 
allow participants to publicly share thoughts, ques-
tions and images anonymously, and even bitcoin, the 
crypto-currency that can be used to make purchases 
while protecting the identity of the buyer, have also 
caught on. And it’s not just privacy freaks and teens 
who are gravitating toward the trend—business 
executives have lately been taking a page out of the 
ephemeral playbook as well.  

Take Confide. Created by former AOL executive 
Jon Brod and Yext CEO Howard Lerman, the app 
is a variation on the impermanent-message con-
cept, oriented for Gordon Gekkos. To get around 
Snapchat’s primary weakness—that users can take 
screenshots of entire conversations and images 
before they disappear—text in Confide appears only 
as long as the user is running a finger directly over 
the words. “The digital permanent record has really 
taught us to write differently than we speak,” says 
Brod. “We thought, If we could create an off-the-
record system that included end-to-end encryption 
and messages that disappear, wouldn’t that foster 
more genuine, honest and unfiltered communica-
tion?” The app also notifies users if a recipient has 
taken a screenshot of words highlighted by touch, 

NEX T IN TECH

ANONYMOUS, INC.
From classrooms to boardrooms, the vogue for digital 
ephemerality has taken hold among the corporate set.

BY KEITH WAGSTAFF   ILLUSTRATION BY CHRIS GASH

and after the message is read, 
the company deletes it from its 
servers and wipes the message 
from the users’ devices, ensur-
ing its unrecoverability. 

While teens have embraced 
Snapchat to escape the eyes of 
parents and teachers, corporate 
leaders have found in it a pos-
sible antidote to hackers and Big 
Brother. In the wake of what Nico 
Sell, cofounder of the encrypted 
messaging app Wickr, calls the 
“Summer of Snowden,” concern 
over data privacy rose steeply in 
the business community. Businesses have always 
put a premium on privacy, and ephemerality can 
offer a way to share confidential information with 
less fear of being haunted by carbon copies—a valid 
concern, given that corporate email is generally 
archived and webmail services such as Gmail store 
messages on their servers. Telecom companies 
have different policies when it comes to how long  
they store text-message content, but some law 
enforcement officials have pushed for legislation 
that would force all of them to keep SMS informa-
tion for two years. 

Considering how much business is done on smart-
phones these days, it’s no surprise that the devices 
themselves are starting to be designed with stealthy 
communication in mind. Blackphone ($629), a new 
device from Silent Circle and Geeksphone that’s 
billed as the first mass-market encrypted smart-
phone, will be released in June. A sleek black affair 
you can imagine Bruce Wayne using, the Blackphone 
features a virtual private network (VPN) for secure, 

anonymous Web browsing and includes a modified 
version of Android called PrivatOS, which gives users 
more control over how much information third-party 
apps collect. Users can also employ privacy apps for 
sending encrypted texts, files and video and voice 
calls, protecting the messages from anybody who 
doesn’t have the electronic key.

According to Toby Weir-Jones, CEO of the joint 
venture that created the Blackphone, owning an 
encrypted smartphone could become a competitive  
advantage. “We anticipate that bankers will high-
light that they have a Blackphone, as a mark of 
distinction,” he says. “It will be printed on their 
business cards.” 

The distinction conferred on adopters of ephem-
eral messaging is one of the unanticipated benefits. 
Jon Steinberg, president and chief operating officer 
of BuzzFeed, uses Confide for everything from dis-
cussing potential promotions to chatting with his 
wife. As an added bonus, he says, employees and 
business partners don’t ignore a Confide message 
from him: “When they look at it, they tend to treat it 
with a certain amount of seriousness because they 
know I don’t want it floating around.” 

But ephemeral technology is far from a security 
panacea. Every message, even if encrypted, leaves a 
mark on the flash memory used by smartphones and 
most modern laptops—if somebody can get his hands 
on that, he can probably retrieve what’s inside. “Deep 
enough forensics can usually uncover the paper 
trail,” says Chester Wisniewski, senior adviser at the  
security-software developer Sophos. “My advice 
would be: If you have genuine secrets, you are better 
off not communicating electronically.”

Secret  
Wildly popular in 
Silicon Valley, this 
app enables users 
to share text and 

images anonymously 
among friends.

Confide  
To guard against 
indiscreet screen-

shots, text in Confide 
messages is visible 

only when swiped over 
with a finger.

Younity  
Like an ephemeral 
Dropbox, Younity 
enables people to 
have temporary 

access to files shared 
in the cloud.

Gliph  
This app can be used 
to exchange secure 

messages and is  
one of the first to 

be able to send and 
receive bitcoins.

Wickr  
Missives sent on 
Wickr—popular 
for its real-time 

messaging capabili-
ties—can also be set 

to self-destruct.
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PHOTOGRAPHY BY ADRIAN GAUT   STYLING BY JOJO LI   FASHION EDITOR DAVID THIELEBEULE

Pack the perfect valise for any expedition with this season’s adventurous offerings.
ESCAPE PLANS

WORLD PIECES  Brighten up for summer with exotic accents. Clockwise from top left: Aquazzura flats,  
Prada embellished cuffs, Devi Kroell python pochettes, Akong London tassel earrings, Jimmy Choo sandal, Dior python clutch and Fendi sunglasses.

WSJ. MAGA ZINE

MAKING WAVES 
All aboard for high style, whether on deck or off. Clockwise from top left: Oscar de la Renta silk embroidered pumps, Lele Sadoughi bangles, Bally two-tone loafer,  

Hervé Van Der Straeten necklace, Olympia Le-Tan Sailing Craft clutch, Jenni Kayne flat, Aurélie Bidermann necklace, Mawi drop earrings and Mulberry haircalf clutch.

MarketReport [PU];22.indd   43 5/1/14   11:43 AM
��������������



MARKET REPORT

4 4

URBAN LEGENDS  
Get ready to hit the streets in the classic combination of black and white. Clockwise from top left: Coach pump, Tod’s leather and chain flat, Saint Laurent by Hedi Slimane  

handbag, Roberto Cavalli earrings, Dolce & Gabbana coin handbag, Marc Jacobs woodblock-print handbag, Emilio Pucci brass visor and Kenzo necklace.

MarketReport [PU];22.indd   44 5/1/14   11:43 AM
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INTO THE WILD  
Prints, skins and bold gemstones are the natural selection to enliven a warm-weather wardrobe. Clockwise from top left: Tod’s leather and metal bracelet,  

Salvatore Ferragamo python and lucite minaudière, Donna Karan New York leopard-print clutch, Oliver Peoples tortoise sunglasses, Ralph Lauren Collection suede sandals,  
Ben-Amun by Isaac Manevitz earrings, Gucci python clutch, Valentino Garavani pump and Marc Alary double monkey necklace. For details see Sources, page 102.
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the exchange.leading the conversation june 2014

AS A BACKROOM consigliere to a powerful  
nexus of clients in the Los Angeles art 
world, Joshua Roth, 36, is surprisingly self- 
deprecating about his profession. Art law 

is still “not really a thing,” he says. “The art world is a 
bit casual.” While this may be true, it only underscores 
the need for someone of Roth’s talents: A savvy collec-
tor and member of the firm Glaser Weil Fink Howard 
Avchen & Shapiro, he handles delicate negotiations 
between art galleries, collectors and artists. As prices 
for artwork continue to skyrocket, even while the rules 
and regulations governing its transfer remain as arcane 
as ever, his legal know-how is increasingly in demand.

In addition to teaming up with his firm’s litigators 
to handle high-stakes cases—like a recent Salvador 

Dalí fraud lawsuit—Roth advises artists such as Mark 
Grotjahn and Sterling Ruby; galleries, including Regen 
Projects, Andrea Rosen and Venus Over Manhattan; 
and wealthy collectors. In the course of a typical day, he 
tackles contracts and purchase agreements at the office 
before dashing around the city to meet with clients 
about everything from contemporary art auctions in 
Hong Kong to one artist’s potential collaboration with 
Beats by Dre. At home, he and his wife, Sonya, a deputy 
attorney general for the State of California, host dinner 
parties with artist friends whose work lines their walls. 

Art law is a specialty Roth was primed to take 
on. The son of Steven Roth, a cofounder of the talent 
agency CAA, and the grandson of major Los Angeles 
philanthropist Bernard Roth, Josh was immersed in 

the world of museums and galleries from a young age. 
“I look forward to taking my kids to all kinds of crazy 
places, like my parents did with me,” Roth says. “It 
changed the way I perceived the world.” 

As the recently appointed chair of the inaugural 
Director’s Council at the Museum of Contemporary 
Art (MOCA), Roth has joined forces with the new 
director, Philippe Vergne—formerly director of the 
Dia Art Foundation in New York—to cultivate the city’s 
next generation of art philanthropists. Though Roth is 
still perfecting the elevator pitch of his job descrip-
tion, Los Angeles’s vibrant art scene, which now rivals 
those of New York and London, gives him confidence. 
“Everything is happening here right now,” Roth says. 
“This is a great moment for art in L.A.” >

BY CLAIRE MARTIN   PHOTOGRAPHY BY AMI SIOUX

If this lawyer’s specialty didn’t exist, Los Angeles’s thriving art scene would have to invent it. 

TRACKED

JOSHUA ROTH

WELL SUITED 
Roth takes an Uber 
car to the first of the 
day’s eight meetings. 
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60
minutes

spent walking Anabel to school  
each morning.

2
daughters

in the Roth family: Anabel, 4,  
and Colette, 11 months.

45
artworks

in his current collection, including pieces  
by Mike Kelley, multimedia artist  

Sam Durant, ceramicist Shio Kusaka and 
painter Jonas Wood.

12
disciplines 

of the law in which Roth (who got his  
degree from Loyola) must be conversant, 

including mergers and acquisitions,  
tax planning and real estate. 

13
Age when Roth started drinking coffee.  

Last year, his wife secretly switched  
him to decaf.

90
emails

received by lunchtime.

1
family heirloom

hanging in his office: a leather  
sign given to him by his grandfather  

that reads “It CAN Be Done.”

$1,500
Price Roth paid for his first piece of  

art, a drawing by Raymond Pettibon, 
bought at age 21.

5
trips

a year to New York to meet with clients  
and check out auctions.

8:03 p.m. 
Awaits guests
for that night’s dinner party; attendees 
include artists Shio Kusaka and Jonas Wood. 
The painting on the wall is by Joe Bradley.

9:05 a.m. 
Strategizes with 
Philippe Vergne, 
new director of the Museum of 
Contemporary Art, about  
initiatives for courting patrons. 

3:09 p.m. 
Pops by the office
of Glaser Weil’s chief  
operating officer, Allen 
Gilbert. Left: Chats with  
Andrea Fiuczynski,  
chairman for West Coast 
operations for Sotheby’s, 
about auctions in New York. 

6:32 p.m. 
Carries a painting
by German artist David Ostrowski upstairs to the 
bedroom (where nine pieces of art already hang).

7:35 a.m. 
On a morning walk

through his neighborhood, 
Hancock Park, while  

on the phone with Merrill 
Lynch’s Mark Varo. 

6:15 p.m. 
Arrives at home,
where he is greeted at the door of their  
1919 Mediterranean Revival house  
by his daughter Anabel and wife, Sonya.
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THE E XCHANGE

ON A BRILLIANTLY SUNNY morning, the 
architect Peter McMahon is taking me on a 
tour of a subject dear to his heart: Cape Cod’s 
endangered modernist houses. We’ve spent 

the past three days driving up winding dirt roads in 
his all-wheel-drive SUV, getting out and tromping on 
foot when the trail thins out, to see dozens of glass-
fronted summer homes raised on stilts in the woods, 
often soaring above ponds and coves. Now, having 
visited houses designed by everyone from self-taught 
bohemian woodsmen to modernist masters such as 
Marcel Breuer, we have arrived at the place where, in 
2006, McMahon figured out how to draw attention to 
this overlooked moment in American cultural history 
and preserve it for the future.

As we pull into the driveway—this time, luckily, 
the road reaches the house—McMahon reminisces 
about the day he first saw the building.  Uninhabited 
for almost a decade, and “all covered with mold,” he 
says, it “looked like an electrical substation” from the 
driveway.   But as soon as he’d rounded the side and 
spotted the dramatically cantilevered deck and the 

long, uninterrupted glass walls, he could see clearly 
that it was a midcentury modern home—a poignant 
souvenir of the avant-garde architectural scene that 
started springing up on the Outer Cape during the 
Second World War.

For nearly four decades, the area was a haven 
where two different sets of designers—European 
modernists and local nonconformists—found com-
mon ground, working hard during the daytime, then 
repairing to each other’s houses for cocktails and 
bonfires at night.

Although the decks of this particular home had 
rotted through, the floors had buckled and the roof 
had failed, McMahon knew it could be saved. It was 
owned by the Cape Cod National Seashore, and 
“everyone in the Park Service thought it should be 
torn down,” McMahon says. Called Kugel/Gips House, 
after the former owners, it had been designed by 
Charles Zehnder, an American with no formal archi-
tectural training who between 1957 and 1985 put up 
more than 50 houses on the Cape (including one for 
McMahon’s parents). Built like a series of jaggedly 

stacked boxes made of cement, glass and wood, with 
wooden beams and clapboard siding that recall the 
strong horizontals of Frank Lloyd Wright, it was not 
only historically important but structurally sound. 

Today, the home is the flagship project of the 
Cape Cod Modernist House Trust, the nonprofit 
McMahon founded in 2007, after his visit, to raise 
awareness of the area’s 100 or so midcentury modern 
homes. Sleekly restored and outfitted with Bertoia 
and Noguchi furniture, Kugel/Gips House also has 
a starring role in Cape Cod Modern: Midcentury 
Architecture and Community on the Outer Cape, by 
McMahon and the architectural journalist Christine 
Cipriani, to be published by Metropolis Books in 
June. Full of fascinating primary research, archival 
photographs and lavish color pictures of the houses 
today—well-preserved and not—it opens a window 
onto a part of Cape life that has been secreted away 
in the woods for years, partly because that’s what its 
creators intended.

Think about Cape Cod and the picture that comes 
to mind likely involves “sand dunes and salty air,” 

BY CAROL KINO  

For nearly 40 years, Cape Cod was a melting pot of innovative architectural thought and practice.  
Now an effort is underway to preserve its modernist homes from the threat of demolition. 

ARCHITECTURE

MODERNISM ON THE CAPE

BAY WINDOWS  
 Hatch House, 
designed by Jack Hall 
for The Nation editor 
Robert Hatch and his 
wife, Ruth.

>
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THE E XCHANGE

as the song goes, or families that have lived and  
lobster fished there since the Mayflower dropped 
anchor.   If you’re culturally inclined, you might also 
think of the Provincetown plein-air painters of the 
early 20th century, or the theatrical and literary bohe-
mia that flocked there soon after. But Cape Cod was 
also a stronghold of architectural experimentation, 
where the aesthetics of Europe’s progressive-thinking 
designers dovetailed surprisingly well with the casu-
ally built oyster shacks, saltbox houses and seaside 
piers that dotted the woods and dunes.

It all began in 1937, just after Walter Gropius, the 
founder of the Bauhaus, decamped from Europe for 
Harvard. (The Nazis pressured the legendary German 
design school to close in 1933, by which point many of 
its teachers and alumni had fled elsewhere.) That sum-
mer, Gropius and his wife rented a house on Planting 
Island, near the base of the Cape, and hosted a reunion 
of Bauhausler refugees, including László Moholy-
Nagy, soon to found the New Bauhaus in Chicago; the 
painter Xanti Schawinsky, already teaching with Josef 
Albers at Black Mountain College; and the designer 
Herbert Bayer, who would curate the Museum of 
Modern Art’s landmark “Bauhaus 1919–1928” show 
the next year.   Breuer, then living in London, enjoyed 
his visit so much that he decided to join Gropius at 
Harvard’s new Graduate School of Design.

“He said to my dad, ‘We’ve found Nirvana here on 
the Cape,’"” recalls Juliet Kepes Stone, whose father, 

the Hungarian artist Gyorgy Kepes, was Breuer’s 
close friend and a member of the New Bauhaus. 

Meanwhile, the Cape had its own contingent of 
well-born, artistically inclined New Englanders 
who liked designing buildings themselves. Dubbed 
“Brahmin Bohemians” in the book, they were 
motivated by the same back-to-the-land, arts and 
crafts–inspired impulses that had prompted Gropius 
to found the Bauhaus in 1919. Among them was Jack 
Hall, who, after his family lost almost everything in 
the Depression, supported himself as a carpenter (he 
later became an accomplished industrial designer).   
Hayden Walling, a wealthy Quaker pacifist who gave 
much of his money away, was a builder in Wellfleet.

But most important was Jack Phillips, whose 
vast land holdings were the linchpin for the Cape’s 
reinvention as a melting pot for the architectural 
vanguard.   The scion of an old Massachusetts fam-
ily that had founded the Phillips and Phillips Exeter 
academies, he had inherited 800 acres of mosquito-
ridden scrubland on the relatively deserted Outer 
Cape at the start of the Depression.   In the 1930s, 
while studying painting in Paris, he became inter-
ested in modern architecture and returned to his 
land, which included parts of Truro and Wellfleet, to 
try his hand at building.   He put up the Cape’s first 
modernist house in Wellfleet in 1938, known as the 
Paper Palace because it was covered with pressed-
paper wallboard. The design recalled Le Corbusier’s 

private villas, with cubelike volumes, stepped-back 
terraces and white walls.

Phillips, aiming to create a like-minded com-
munity, rented out his place to friends, including 
the Chilean Surrealist Roberto Matta, who brought 
along Peggy Guggenheim, Robert Motherwell, Max 
Ernst and Arshile Gorky (whose wife Phillips later 
married). A subsequent tenant invited Russian 
émigré architect Serge Chermayeff, a colleague of 
Gropius and Breuer’s.  Chermayeff rented a cabin 
from Phillips, finally buying it in 1944. Breuer, the 
Kepes family and the Hungarian structural engi-
neer Paul Weidlinger soon acquired land, too, and 
a miniature building boom began. Gropius usually 
rented a cabin across the pond from the Kepeses, 
the better to swim over for cocktails. Nearby was 
the Viennese design polymath Bernard Rudofsky, 
who favored a shack without electricity or running 
water, where he did much of his reading and rumi-
nating outdoors in the nude.

“Within a few years,” McMahon and Cipriani write 
in the book, “the woods were thick with designers 
from Central and Northern Europe and gentlemen  
artist–woodsmen like Phillips. Avant-garde homes 
began to appear amid the pitch pines and sand dunes.” 

Those homes were usually built on the cheap, 
with plywood and plate glass, or salvaged bricks and 
lumber. Improvisation was a key principle: If an old 
shack stood on the land already, the new house often 

went up around it. Walling was known for inventing 
a building’s design and layout as he put it up. Among 
the Americans especially, the prevailing attitude, 
McMahon said, was “Someone’s coming for the week-
end, let’s build another room.”  

Many of the Europeans treated their homes on the 
Cape like living laboratories, where they developed 
conceptual ideas for inexpensive, easily expandable 
modular buildings. Chermayeff, who taught genera-
tions of architects (including Richard Rogers and 
Norman Foster) at Brooklyn College and Harvard 
before ending up at Yale, eventually turned his 
one-room, kerosene lamp–lit cottage into a snaking 
eight-bedroom modern compound painted with pri-
mary colors. “Each piece was an experiment in form, 
function or construction methods,” Cipriani says.

Breuer’s own home, built on Williams Pond in 1949, 
became the prototype for a summer cottage that he 
constructed three more times nearby, with minor 
variations. A long box on stilts, it has plywood walls, 
a freestanding hearth and a cantilevered porch, and 
it seems to hover above the trees “like a camera on 
a tripod,” as Breuer wrote in his 1955 book Sun and 
Shadow: The Philosophy of an Architect. He continued 
expanding and revising the building until his death 
in 1981. (Both he and Chermayeff, who died in 1996, 
are buried with their wives beside their homes.)

The Americans, by contrast, were usually 
untrained and less concerned with grand ideas.   Yet 

because they tended to build their own designs, 
experimentation was rampant. After the war, 
Phillips used prefab military barracks to rig up a 
slew of houses. Many of the others also have a breezy, 
thrown-together air, like Hall’s 1962 Hatch House, 

the very structure of which suggests the joys of sum-
mer. All its parts—living room, bedrooms, studio and 
bath—are freestanding, linked by an open-slatted 
deck that brings to mind a boardwalk.

BECAUSE MANY OF THESE houses are hidden 
in the woods or present a modest face to the 
world, they aren’t immediately conspicuous.  
To spot them, you need to know what you’re 

looking for, and you have to know the Cape. Both 
McMahon and Cipriani—who grew up summering 
there—remember being fascinated by the few mod-
ernist homes they saw as children.  

But McMahon didn’t start to put the larger story 
together until 2005, after he relocated to the Cape 
from Manhattan and was offered the chance to co-
curate a show on the area’s modernist architecture 
for the Provincetown Art Association and Museum.   

While researching, he became obsessed. He made it 
his mission to explore every road in Wellfleet he didn’t 
already know; if he found an appropriate house at the 
end, he’d track down the owners and start doing inter-
views. (He met Metropolis’s publisher, Diana Murphy, 
when she caught him peeking through her windows 
in Wellfleet one winter, thinking nobody was home.   
Exploring houses is “a wonderful off-season activity 
out here,” says Murphy, who invited him in.)

McMahon’s interest came at a crucial moment. 
Several modernist houses had been condemned, 
part of a shift in policy that dates back decades. In 
1961, to forestall the development sweeping the 
Cape, much of Phillips’s original 800 acres was 
absorbed into the Cape Cod National Seashore under 
legislation cosponsored by President Kennedy.  
Houses built before 1959 stayed in private hands, but 
anything constructed between then and 1961 had to be 
sold to the park, which let some owners stay and lease.  

By the 1990s, most of those houses were slated for 
demolition, including Kugel/Gips and Hatch. Luckily, 
“budget constraints delayed the inevitable,” says 
William Burke, the park’s historian. And by the early 
2000s, “the preservation community was starting to 
wrap their heads around the fact that some of these 
houses were significant.”

Still, when Burke took McMahon to see Zehnder’s 
Kugel/Gips House in 2006, it was the first time a visi-
tor hadn’t wanted to leave the premises immediately.  
“The overgrown vines, the mildewed walls and the 
broken windows—that didn’t seem to bother Peter 
at all,” Burke says. “I remember seeing his eyes light 
up.” Burke even found himself suggesting a way to 
save it: If McMahon had a nonprofit, he could lease 
the house from the park and raise funds to restore it. 

Since then, working through the Trust, McMahon 
has helped get six endangered houses listed on the 
National Register of Historic Places. He has also taken 
on two more restoration projects: Hatch House, com-
pleted last June, and the Weidlinger Home, a 1953 aerie 

with a 16-foot-wide sliding-glass window, which should  
be completed by July. (All the Trust’s houses are 
available to rent.) McMahon also has his sights on 
the 1960 Kuhn House, by Boston modernist Nathaniel 
Saltonstall, currently so compromised by mold that it 
may not survive much longer.

As for houses in private hands, market forces have 
rendered their fate only slightly less tenuous. “The 
change of generations is a really vulnerable point,” 
says McMahon, who’s seen heirs or new owners install 
granite countertops and replace fireplaces with TVs. 

Yet at the same time, “a lot of people are becoming 
prouder of their modern houses, and less embar-
rassed by the plywood,” says McMahon. Writers and 
artists regularly rent there, and brokers now use 
architects’ names as a selling point. “There was once 
this amazing convergence of people here, and these 
houses are the only artifacts that remain.” 

WSJ. MAGA ZINE
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SUMMER LIVING 
Opposite page, clockwise 
from top left: a Breuer-
designed house; the  
living room of the 
Kepes House, designed 
by Breuer; Gropius, 
Schawinsky, Breuer and 
others imitating the 
sculpture Laocoön and 
His Sons in 1937. This 
page, clockwise from top: 
Zehnder’s Kugel/Gips 
House; Saltonstall’s  
Kuhn House; part of the 
Chermayeff compound, 
painted in colors that 
recall nautical flags.

“AVANT-GARDE HOMES BEGAN TO APPEAR AMID THE 
PITCH PINES AND SAND DUNES.” – FROM CAPE COD MODERN
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FEVER PITCH   
At the World Cup, all eyes will  

be on Brazil’s star player,  
Neymar, seen here in a Prada  

jacket and silk shirt.

GOOD 
SPORT



BY JASON GAY   PHOTOGRAPHY BY ALASDAIR McLELLAN   STYLING BY MAX PEARMAIN

THE WEIGHT  

OF THE 

WORLD CUP

This summer, 22-year-old soccer sensation Neymar has an opportunity that eluded even Pelé:

To lead Brazil in a match at home, in front of an audience of more than half a billion. 

Could the stakes be any higher? 
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fabulously wealthy, to the point that it’s hard for 
them to go to the mall. But international soccer fame 
is a different species. It’s cartoonish fame, seven- 
continent stuff. No Kardashian can keep up with a 
David Beckham or a Messi or a Ronaldo. “It’s really 
hard to overstate how famous the most famous soccer 
players are on a global scale,” says George Quraishi, 
co-editor of the U.S. soccer magazine Howler. 

This attention reaches absurd extremes amid a 
World Cup—a fervent, tribal, maniacal event, one 
month of worldwide obsession, held every four years. 
“If you think about human history, how many truly 
great global shared experiences we have—maybe 
going back to the dinosaurs going extinct—I’m hard 
pressed to think of an event more people are pay-
ing attention to,” Quraishi says, and he is being only 
slightly hyperbolic. The last World Cup final, in 2010 
between Spain and the Netherlands, was watched by 
an estimated 700 million people, which makes the 
Super Bowl seem like open-mike night at a coffee shop.

If Neymar is feeling the strain of what’s before 
him in the World Cup, he has yet to reveal it in pub-
lic. “We suffer pressure in all of the things we do,” he 
says in an interview conducted over email. “It’s nor-
mal in life, but if you’re an athlete, this pressure is 
bigger because you are an example for many people. 
I suffer pressure since I decided to become a player, 
but it’s a pleasure for me to play a World Cup in my 
country to my people.”

This upbeat attitude is quintessential Neymar: 
optimistic, playful, openhearted. He is hardly an 
unknown, but his fame seems to be in its opening 
stage—shiny and fresh, like a new car in the driveway. 
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had: to lead Brazil in a World Cup played at home. It 
is a launchpad almost comical in its exuberance and 
expectation, a stirring chance for Neymar to bring 
glory to his country and elevate himself from young 
sensation to soccer legend. As if to underline the 
stakes, Neymar has been assigned the No. 10 jersey, 
Pelé’s old number, typically given to Brazil’s best 
playmaker. The pressure on the host team is intense, 
almost overbearing, and much of it will land upon 
the lithe shoulders of a dynamic young forward who 
tugs his socks above his knees and owns a head of 
fantastic, malleable hair.

Here in New York, I ask Pelé the question of the 
moment: Is Neymar ready for this massive assign-
ment, leading Brazil in Brazil? The King pauses. He 
begins by recalling his own experience in his first 
World Cup, in 1958 in Sweden, when he was only 17. 
Back then Brazil had yet to win the global tournament 
(they would go on to win five) and Pelé (who would get 
three of them) wasn’t a household name; he was just a 
youngster on a roster. “We didn’t have this pressure,” 
Pelé says. “It was not my responsibility to win the 
World Cup.”

It is different for Neymar, Pelé says. He is being 
tasked with this responsibility. He is being asked 
to bring Brazil a World Cup at home. It is a heavy 
request, surely unfair. But it’s being asked. Because 
this is soccer. 

W
E GET IT and we don’t get it. 
The United States hasn’t been 
a soccer backwater for a long 
time—international games are  
plentiful on the Internet and  
live television, Major League 

Soccer offers a healthy domestic option, Messi’s 
10 is easy to find on youth soccer fields—but some-
times it’s as if we can’t comprehend how big the 
sport is on the rest of the planet. We have our own 
sports idols here. We have LeBron and Peyton 
and Jeter and Serena, and they are famous and 

P
ELÉ WAS LATE, then very late, but now 
Pelé is here, at the Apple store in New 
York’s SoHo neighborhood, on a warm 
spring night. The Brazilian soccer  
legend is 73 but still looks fit, or at 
least close to fit, cutting through the 

room in a slick gray suit and black turtleneck, a gold 
crucifix settled in the middle of his chest. Back in 
the 1970s, when Pelé was putting an epilogue to his 
brilliant international career with a stint on the New 
York Cosmos, he was no stranger to the dance floor at 
Studio 54. Pelé may no longer compete in soccer, but 
he looks ready for Studio 54. 

He is here at the Apple store to talk about his new 
app (of course), called King of Football (of course), 
but the futebol-heads are here, rows deep near the 
Genius Bar, because they want to hear O Rei talk 
about his soccer life and what he thinks of the state 
of the game today. They want to know Pelé’s opin-
ions about the great Lionel Messi of Barcelona and 
Cristiano Ronaldo of Real Madrid. They want to hear 
what Pelé will say about the World Cup being played 
this summer in soccer-mad Brazil for the first time 
in 64 years. And because of who Pelé is and where 
he’s from, the conversation will inevitably turn to 
another name: Neymar. 

As in Neymar da Silva Santos Júnior, the 22-year-
old prince of Brazilian soccer, one of the most electric 
and creative players in the modern game, first a star 
at Pelé’s former club, Brazil’s Santos, now in his debut 
year at fabled powerhouse Barcelona. It is an occupa-
tional hazard of Brazilian soccer that the country’s 
young goal-scoring sensations will no doubt be com-
pared to Pelé—a standard of excellence that seems 
unreachable, if not borderline cruel, and causes many 
phenoms to shrink. Neymar himself is wise enough to 
leave it alone. “For me it is a pleasure to be compared 
to a great player like Pelé,” he says. “But he is the King 
of Football. I am just a boy who wants to play soccer.”

If only the job were so simple and humble. In June 
Neymar is getting an opportunity even the King never 

KING AND PRINCE  
Neymar greets Pelé 
at the Santos club’s 
centenary celebration 
in 2012. Right: 
Neymar at a 2014 
Spanish league match 
between Barcelona 
and Rayo Vallecano.
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He has 10.4 million Twitter followers and 4.7 million 
followers on Instagram, where his feed is a steady 
stream of irreverent selfies and portraits from the 
soccer road. His digital presence also makes it easy 
to follow the spiky evolution of Neymar’s influen-
tial hairstyle, which has ranged from a dyed-blond 
Mohawk to its current restrained status, shaved 
tightly at the sides with sweeping bangs combed 
gently onto his forehead. (The Internet teems with 
“How to Cut Your Hair Like Neymar” tutorials.) 
Neymar describes his fashion style as comfortable. 
“I like to wear tennis shorts, T-shirts, caps,” he says. 
“But it depends on the occasion. I like a suit and tie 
in special moments.”

Roger Bennett, who covers soccer for ESPN and 
serves as cohost of the popular soccer podcast  
Men in Blazers, describes Neymar as “a footballer 
for the YouTube age” and argues that his soccer tal-
ent was “made for digital shorts.” Neymar began 
his professional career with Santos at age 17, and 
Bennett believes that his worldwide reputation grew 
principally through short video clips, perfect for dis-
semination on social media. (An essential Neymar 
YouTube moment features the player scoring a goal 
for Santos and then retrieving a Neymar mask from 
the crowd, affixing it to his own face and running 
around in celebration.) Far from the European soc-
cer hothouse, a mystique began to grow around this 
ethereal, willowy talent. “We didn’t see him week to 
week,” Bennett says. “We saw YouTube clips of him 
slaloming like an eel between defenders.” Elusiveness 
while dribbling is Neymar’s signature talent: The 
two-time NBA MVP and well-known soccer obsessive 
Steve Nash (a part owner of the MLS Vancouver fran-
chise) describes Neymar’s movement to me as “from 
another planet. Unparalleled fluidity combined with 
speed and creativity make him one of the most excit-
ing athletes there is, period.”

Neymar, who grew up idolizing his Santos prede-
cessor, Robinho, and the Brazilian-born tennis star 
Gustavo Kuerten, says that Brazilians “play with 

happiness, with emotion, and we 
have an expression—com o cora-
ção na ponta da chuteira,” which 
translates roughly to “with the 
heart at the tip of the cleat.” 
(Neymar communicates this to 
me in Portuguese, with the help 
of a translator.) His persuasive 
performance at the 2013 FIFA Confederations Cup 
in Brazil—where the host team won the title and 
Neymar was named the tournament’s best player—
fueled his homeland’s emotional connection to him. 
Last year also brought the move to Barcelona, for a 
reported 57 million–euro transfer fee (about $78.8 
million), a figure still in dispute and controversial, 
with Santos claiming it received only a fraction of 
that price and Neymar’s father, Neymar da Silva 
Sr., under siege for taking a substantial payment of 
his own. Neymar’s transition into Barcelona is con-
sidered a work in progress, as he tries to integrate 
himself into a club with many players who have 
practiced together since adolescence, and which 
already has an alpha superstar in Messi. “It’s like 
a move from being a famous child star to being an 
adult star,” says Bennett, who compares it to Justin 
Bieber’s trying to morph into Justin Timberlake. 
“He’s trying to do the Timberlake.”

As Neymar’s profile continues to expand, the World 
Cup has the potential to be transformative. Brazil has 
won five Cups, more than any other country, but not 
since 2002. This will be Neymar’s first World Cup. 
Brazilians engineered a petition to put him on the 
roster for the 2010 competition in South Africa, but 
the coach decided the 18-year-old was too inexpe-
rienced and held him off the team. At the moment, 
Neymar is featured in a Nike advertisement star-
ring Ronaldo and England’s Wayne Rooney. The spot 
is entitled “Risk Everything” and features Neymar 
riding in a bus surrounded by frantic countrymen. A 
radio announcer asks: “The question is, can Neymar 
live up to the No. 10 legend?” Neymar has been with 

Nike since 2007—the apparel company signed him 
when he was 15—and he now has relationships with 19 
other brands, including Volkswagen, Panasonic and 
Red Bull. “He’s just one of the most exciting young 
talents in the game,” says Dermott Cleary, Nike’s vice 
president and general manager of soccer.

He is still young. Given everything rushing toward 
Neymar, it’s essential to remember this. He is still 
young enough to have bad days and weeks and to 
make youthful mistakes—Pelé lately has hounded him 
about his tendency to take too many dives on the soc-
cer field. He likes to play cards, video games, hang out 
with friends. His favorite musical group is the samba 
band Grupo Revelação. His favorite movie is The 
Pursuit of Happyness, a 2006 film in which Will Smith 
plays a salesman lifting himself out of homelessness. 
Until earlier this year there was a girlfriend, Bruna 
Marquezine, a Brazilian actress and model. Neymar 
also has a son, age 2, from a previous relationship.

There is so much time left in his career. Neymar 
can afford to be patient. Can soccer be the same? 
Neymar’s nearest ambition is the World Cup, and 
there should be other chances after Brazil, but the 
opportunity before him is irresistible, even if the 
stakes feel ludicrous. Brazil’s coach, Luiz Felipe 
Scolari, recently accused the Spanish media cover-
ing Barcelona of trying to unsettle Neymar before the 
World Cup begins, in order to benefit reigning World 
Cup champion Spain. The pressure is pushing from 
all sides. Neymar understands it. This is the scale of 
the sport he has chosen. “Soccer is in the soul of the 
Brazilian people,” he says. This summer, Neymar 
hopes to find his own place in that soul. 

PLAYTIME   
Neymar holding his 
son, Davi Lucca, 
before a 2013 match. 
Right: In action  
the same year during 
a contest between 
Brazil and Zambia  
in Beijing. 

“IT’S A PLEASURE TO  
BE COMPARED TO PELÉ.  
BUT HE IS THE KING  
OF FOOTBALL. I’M JUST  
A BOY WHO WANTS  
TO PLAY SOCCER.”   

–NEYMAR DA SILVA SANTOS JÚNIOR
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ABOUT A BOY 
“He’s just one of the most exciting young talents in the game,” says Dermott Cleary, Nike’s vice president and general manager of soccer. 

Nike F.C. track jacket, Tom Ford shirt, Prada tie and his own jewelry. Opposite: Hermès sweater. For details see Sources, page 102.



TOP 
GEAR

PHOTOGRAPHY BY LACHLAN BAILEY   STYLING BY BETH FENTON

Leave convention in the dust by taking fine jewelry out for a daylight spin. 
ROCKING THE BLUES  
Sapphires, platinum 
and chambray work in 
perfect harmony.  
AYR shirt, Chanel 
jeans, Meredith Wendell 
denim belt and Cartier 
platinum and diamond 
earrings and ring, 
white-gold and diamond 
bracelet and white-
gold, aquamarine and 
diamond bracelet watch.
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ON THE ROAD  Nothing can shift casual denim into overdrive faster than miles of gold chains and layers of bracelets. Emporio Armani silk shirt, Levi’s jeans, Van Cleef & Arpels diamond hoop 
earrings, pendant necklace (top), diamond and mother-of-pearl clip (on jeans), diamond and gold bracelets (right wrist, top and middle) and rings (left hand), Leviev diamond necklace (bottom), 
Verdura gold chain cuff (right wrist, bottom), Pomellato gold and diamond chain bracelet (left wrist) and Chopard yellow diamond ring (right hand). Opposite: Burberry London cashmere jacket, 
A.P.C. jeans, de Grisogono blue sapphire and diamond necklace, Louis Vuitton gold and diamond earrings, Harry Winston sapphire and diamond cuff and diamond bracelet (right wrist), charm 
bracelet, small diamond link bracelet, sapphire and diamond bracelet and large diamond link bracelet (left wrist) and diamond ring (right hand, ring) and Graff diamond rings (right hand, index).



KICK BACK  
Oversize gems look  

just right with a plain 
T-shirt and sneakers.  

Rag & Bone T-shirt, Louis 
Vuitton jeans, Michael 

Kors sneakers (worn 
throughout), Meredith 

Wendell braided-denim 
belt, Verdura gold lace 

necklace (top) and caged 
ring (left hand), Pomellato 

topaz and diamond 
earrings and rock-crystal 

necklaces (middle  
and bottom), Roberto 

Coin quartz bracelet and 
David Webb turquoise, 

emerald and diamond ring 
(right hand).



DRIVE, SHE SAID  Long gold chains and a few charm bracelets can go anywhere, with anything. Greg Lauren shirt, Guess jeans, Elsa Peretti for Tiffany & Co. sterling-silver necklaces (middle 
and bottom) and cuffs, Tiffany & Co. aquamarine ring (right hand), Chopard diamond necklace (top), Van Cleef & Arpels diamond hoop earrings, and Graff diamond rings (left hand). Opposite: 
Max Mara silk blouse, Ralph Lauren Blue Label jeans, Louis Vuitton belt, Bulgari gold necklaces and coin pendant, coin bracelet (right wrist, bottom), citrine and diamond ring (right hand) 
and mother-of-pearl and sapphire ring (left hand), Roberto Coin quartz bracelet (right wrist, top) and diamond coin bracelet (left wrist, middle) and Van Cleef & Arpels diamond and sapphire 
bracelet (left wrist, top) and charm bracelet (left wrist, bottom). 
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LOOK AHEAD  A few statement pieces and a simple sweater are 
cozy companions for a dreamy road trip. Sportmax wool turtleneck, 
Chopard diamond, aquamarine and tanzanite earrings, Louis 
Vuitton white-gold and diamond bracelet (right wrist), Chanel Fine 
Jewelry diamond, emerald and sapphire cuff (left wrist) and Van 
Cleef & Arpels diamond, sapphire and emerald ring. Model: Kristine 
Froseth at Supreme Management; hair, Rudi Lewis; makeup, Marla 
Belt; manicure, Elisa Ferri; set design, Peter Klein. For details see 
Sources, page 102.



72

GLOBAL CITIZEN 
Folawiyo, an intrepid 
traveler, stopped 
practicing law several 
years ago to dedicate 
herself to art and design. 

BY MEGAN CONWAY   PHOTOGRAPHY BY JAMIE HAWKESWORTH

On Victoria Island in Lagos, Reni Folawiyo is building a concept 
store with celebrated architect David Adjaye. The mission?  

To redefine African luxury for Nigerians—and the rest of the world.  

From Lagos, With Love

A
S YOU DRIVE SOUTH from the Nigerian 
mainland toward the knot of islands 
at the historic core of the port city 
of Lagos, it’s difficult to single out 
just one yellow danfo bus amid the 
reliably heavy traffic, one street 

merchant among the stream of vendors hawking 
peanuts, soda, electronics and home goods. Almost 
every square inch of this megacity appears worked 
over by one of its 15 million residents (or 17 million, 
or 19 million, depending on which official estimate 
you believe), creating a panorama of jostling life set 
against a low gray sky.

Though it is still under construction, a building 
of imposing scale on Victoria Island’s Akin Olugbade 
Street already stands out from the rest of the city. Its 
peculiar boxy shape and imported design flourishes 
convey a level of access to resources and long-term 
planning that’s rare in Lagos, where many of the resi-
dents improvise a daily living. When the structure is 
completed later this year, a glass facade—covered with 
intricate metalwork inspired by traditional Yoruban 
adire textiles—will allow passersby to glimpse what’s 
inside: a retail space extending upward in levels, like 
a giant stairwell within a tall display case. The three-
story frame is the color of Nigeria’s red soil and cut 
through with geometric patterns fretted with scores 
of twinkling lights. Even the ceiling will sparkle. 

On a typically humid 90-degree day, Reni Folawiyo 
is touring the site in a voluminous printed-silk skirt, 
open-toe sandals and a yellow hard hat, as massive 
slabs of concrete dangle from cranes above. Folawiyo 
is the founder and CEO of the luxury concept store that 
will open here, which she named Alara—"wondrous 
performer" in Yoruba. It will stock both Western 
brands and pan-African design. “I felt that we needed 
something iconic that would change our city, change 
the way we see ourselves and also change the way 
the world sees us,” says Folawiyo, who turns 50 next 
year. She and the building’s designer—the interna-
tionally recognized Ghanaian-British architect David 
Adjaye, whose design for the National Museum of 
African American History and Culture on the Mall 
in Washington, D.C., broke ground in 2012—imag-
ined Alara as a multiphase project. It will eventually 
include two adjacent buildings, a restaurant and a 
landscaped garden that Folawiyo hopes will grow 
tangled in the equatorial sun, “busy and buzzing, like 
Central Lagos,” she says. Adjaye envisions a shaded 
space that will catch the breeze and create “a very 
nice microclimate.”

The shop’s offerings will include a mix of fashion, 
design and art, in the manner of Milan’s 10 Corso Como, 
Paris’s Colette and London’s Dover Street Market—
emporiums with sharply editorialized points of view. 
An area for menswear will be paneled in wenge wood. 

A glass-enclosed cubicle will display accessories. A 
terrace on the roof will double as an event space, while 
the first-floor will showcase design. Small movable 
stairways will allow the space to be reconfigured for 
exhibitions and to accommodate new products. Adjaye 
designed the large, open-plan interior with references 
to Nigerian architecture—“architecture that was not 
destroyed in the colonial period,” he says. 

Instead of flying thousands of miles to Europe or 
America to stock up on Western fashion—as Folawiyo 
and other members of Nigeria’s elite regularly do—
customers at Alara will be able to browse a selection 
of brands previously unavailable in West Africa, 
including Stella McCartney, Dries Van Noten, Marni 
and Valentino. There is certainly a market for them: 
Victoria Island has one of the highest concentrations 
of millionaires in the world. With the energy sector 
leading Nigeria’s fast-growing economy, the govern-
ment released new gross domestic product figures 
this year that placed the country well ahead of South 
Africa, the continent’s long-standing economic pow-
erhouse. Abundant natural resources; burgeoning 
telecom, banking and tech enterprises; and a lucrative 
“Nollywood” film industry put Nigeria’s GDP at $510 
billion—89 percent higher than previous projections.

But Folawiyo’s ambitions for Alara go far beyond 
filling a gap in Lagos’s luxury-retail landscape. She 
hopes to address a deeper issue—the fact that so little 



More than a half-century after Nigeria and many of its 
neighbors claimed independence from European pow-
ers, certain countries in the region are poised to surge 
ahead culturally and economically within a newly glo-
balized economy—accompanied by a renewed sense 
of what defines African culture. The conditions for 
change are right: Sub-Saharan Africa is the youngest 
region in the world, with 70 percent of the population 
under 30 years old. 

With this mission in mind, 
Folawiyo ranks fashion designer 
Amaka Osakwe among Alara’s 
most important brand ambas-
sadors. The 28-year-old Lagosian 
debuted her first collection in 2011 
under the name Maki Oh. Though 
her clothing is made in Nigeria 
using traditional techniques, it 
looks right at home alongside 
the other edgy designers at the 
Manhattan boutique Maryam 
Nassir Zadeh, where her line is 
stocked. (Michelle Obama wore 
one of her blouses when she vis-
ited Africa last year.) A sumptuous 
fringe dress is made from weft 
fibers used in aso-oke weaving, 
from the country’s south; a silk 
skirt of hand-printed polka dots 

made with dried gourds recalls the circular shape of an 
adire pattern that represents femininity. “Storytelling 
is a huge part of our culture,” says Osakwe, whose 
collections also draw on a range of non-African char-
acters and narratives, from Dante’s Inferno to Rosie 
the Riveter. “We try to tell a story with our clothing. It 
could be a warning, or a piece of cloth that says to your 
husband, ‘I’m sorry for annoying you.’ ” 

In her office, on the second floor of a building adja-
cent to the Alara construction site, Folawiyo sips 
bottled water and waits for a delivery of fresh banana 
bread. Her phone rings often. “Ciao, ciao!” she says to 
a friend calling from Europe. Her mouth turns down 
at the corners to express seriousness, but mostly 
she has a ready smile and a spirited sense of humor. 
Eventually, the rooms downstairs will be converted 
into personal shopping suites. “We need to convince 
clientele to buy European designs locally, not just to 
call it in or fly to Europe,” says Folawiyo, who hired 
a stylish retail manager from Benin named Sadiath 
Aminou to oversee this crucial aspect of her business. 
Femi Abodunde, Alara’s general manager, recently 
moved to Nigeria from Philadelphia—he’d been 
searching for a reason to relocate for years, and Alara 
felt like the right opportunity. 

MADE BY HAND 
Clockwise from left:  
A small python bag 
from the Nigerian 
leather accessories label 
Zashadu; the brand’s 
designer, Zainab Ashadu; 
a carved wooden baobab 
tree by the Senegalese 
sculptor Babacar M’Bodj 
Niang; the artist in his 
home-studio in the city  
of Rufisque. 

of what’s made in Africa is considered luxurious in the 
first place. Next to a Valentino dress, you might find a 
carved and embroidered Tuareg trunk from Mali—but 
updated, per Folawiyo’s instruction, in lemon-colored 
leather. A chaise longue discovered at Milan’s Salone 
Internazionale del Mobile might sit next to a chair 
with a Gothic arched back designed by Artlantique, a 
company that recycles the brightly painted wood of 
West African fishing boats in Senegal. “Just because 
we live in a country that has problems does not mean 
that we are excluded from the enjoyment of beautiful 
things,” she says.

“Reni wanted to create an African-inspired store 
that would be a destination for clients in Nigeria but 
also for pan-African travelers,” says Adjaye, describ-
ing Folawiyo’s initial pitch, “one that would curate 
the incredible talent pool on the continent that’s 
been invisible.”

Folawiyo is intent on establishing a contempo-
rary visual language for African luxury that doesn’t 
resort to cliché. She ruefully remembers attending a 
conference in Rome several years ago, at which a pre-
senter on Africa’s rising economies ascended to the 
podium wearing a crocodile jacket, accompanied by 
a soundtrack of tribal drums and a video tableau of 
dancing giraffes and elephants.

Tokini Peterside, Alara’s strategy and project man-
ager, explains that many African intellectuals feel that 
the responsibility for changing perceptions about the 
continent ultimately lies with Africans themselves. 

Gathered in corners and strewn across a large con-
ference table are products Folawiyo is considering 
for Alara: intricate fabric-jewelry pieces by Paris-
based designer Nadia Dafri and visual art by Kenya's 
Cyrus Kabiru, who fashions elaborate sculptural 
eyeglasses from found objects and then photographs 
himself wearing them.

Folawiyo lifts up a soft blue-leather satchel with red 
trim, an item she found in the north of Nigeria before 
incursions by the violent Islamist militant group 
Boko Haram made the area unsafe for travel. When 
Folawiyo first met the 80-year-old artisan who made 
the satchel, he’d largely stopped plying this craft and 
was reluctant to pick it up again. Each bag requires 
a week’s labor, and the mats he was selling instead 
could be made faster and cheaper. Folawiyo told him 
that Alara would celebrate his story, and that she was 
willing to pay top dollar for his work (she is still per-
fecting the prototype, and plans to set the price at 
around $200). She asked him to lengthen the fringe 
and increase the size slightly. He agreed and now also 
makes ottomans of vegetable-dyed leather for Alara. 
“We haven’t patronized our own craft enough,” says 
Folawiyo. “If you put African craft into a contemporary 
context, people will covet it. But it must be presented 
spectacularly. That way we can love it again.”

  

F
OLAWIYO IS FROM an upper-class Yoruba 
family. She was born in London, where 
her parents studied law, and raised in 
Abeokuta, in western Nigeria. Her father, 
Lateef Adegbite, was a prominent lawyer 
and Muslim leader who once engaged 

Nigerian author and Nobel laureate Wole Soyinka in 
a public dispute about religion. She now lives close to 
the Alara site, on a tree-lined street on Ikoyi Island. Her 
husband, Tunde Folawiyo, is the managing director of 
the Yinka Folawiyo Group of Companies, a conglom-
erate with interests in shipping, energy, banking, 

agriculture and construction. The 
couple’s 23-year-old son works 
for Bain & Company—the con-
sulting firm that once employed 
Mitt Romney—in Johannesburg. 
(The family has a second home in 
Cape Town.) Their daughter, 20, 
is studying French and Arabic at 
Princeton.

Where fashion and design are 
concerned, Folawiyo is both an 
autodidact and a voracious con-
sumer. She studied commercial 
law in England, at the University 
of Warwick, before returning to 
Nigeria to practice at her father’s 
firm. Once home, she also opened 
an interior-design business that 
produces custom furniture. 
And she never stopped travel-
ing abroad—to the usual stops 
in Europe and America to see 
friends and visit galleries and 
museums, but also across Africa, 
to explore the countries along the 
Atlantic with precolonial links to 
Nigeria, as well as those with cul-

tural heritages that were completely foreign to her. “I 
have quite a hunger for information,” she says.

After years of travel (and after amassing an 
impressive collection of souvenirs), she began host-
ing exhibitions at a studio space in Lagos. Her guests 
were other Nigerians who’d traveled to Spain, India 
and Brazil but perhaps never to Senegal, Cote d’Ivoire 
or Mali. Folawiyo and a team of young artists, fashion 
designers and traditional artisans that she’d assem-
bled through her interiors business began crafting 
“functional items,” she says, from what-
ever materials they had on hand—wood, 
leather, raffia, woven fabric, beads. “We 
found ourselves creating exciting, con-
temporary objects for the home.” After 
six successful shows, she quit law and, a 
few years later, opened Alara. 

Folawiyo’s personal style is 
eclectic. She has worn the same eyelash- 
skimming bangs for years and looks 
effortless in difficult-to-wear pieces 
like a peacock-blue kaftan, a saucerlike 
wooden cuff on one arm and chunky, 
bejeweled Marni sandals. “In Nigeria 
I would be regarded as quite quirky,” 
she says. Her favorite designer is Lagos-
born, London- and New York–based Duro 
Olowu, whom she met at law school and 
now counts among her closest friends. 
“I could wear Duro every day,” she says 
of his joyously colorful designs.

“My collections have always been 
based on this idea of international 
chic,” Olowu says, “people who know 
where they’re from but can move cul-
turally through different regions. I 
think Reni embodies that.” Laughing 
appreciatively, he adds, “You know, she 
is the sort that if she saw something 

for five dollars in Mexico or Bamako, she’d put it in 
Alara next to me or Marni or Dries.”

Leaving the Alara site, we bundle into the back 
of Folawiyo’s armored SUV. A driver and security 
guard sit up front (robberies are rampant in Lagos, 
particularly carjackings and attacks by “area boys,” 
or members of organized street gangs). The noise 
and frenetic pace is almost overwhelming as we head 
into Lagos’s teeming Balogun Market, but Folawiyo 
maintains a languid step as she gets out of the car to 
purchase a sparkly beige turban. She contemplates 
stall after stall of imported Austrian laces and wax 
fabrics—materials so assimilated by Nigeria over 
the decades that they’re now considered part of its 
national costume. “How did that come about?” she 
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SENEGAL SPECIALS 
Clockwise from top 
left: An artisan working 
on repurposed chairs 
for Artlantique; Aïssa 
Dione; a loom in Dione’s 
factory that has been 
widened to accommodate 
larger textiles. 
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SEA CHANGE  
A structure used for  

storing coal in 
Senegal, home to one 

of the fastest-growing 
economies in Africa  

and a source of textiles  
and designs for Alara. 

“JUST BECAUSE WE LIVE 
IN A COUNTRY THAT HAS 
PROBLEMS DOES NOT 
MEAN WE ARE EXCLUDED 
FROM THE ENJOYMENT 
OF BEAUTIFUL THINGS.” 

–RENI FOLAWIYO

muses, sucking the bittersweet juice from a star 
apple. “Was it made for us to give us an identity?”

Our next stop is the newly opened luxury 
Wheatbaker hotel on Ikoyi Island, where Folawiyo 
has scheduled two meetings. The lounge is filled with 
Westerners, many of whom are likely employed by 
the petroleum companies that have moved opera-
tions back to Lagos from Port Harcourt in the Niger 
Delta, where violence and oil theft have surged. 
One of Folawiyo’s meetings is with a confirmed 
Alara supplier: Zainab Ashadu, a serenely beautiful 
British-born Nigerian who designs a line of sustain-
able, handcrafted leather goods called Zashadu. Her 
bags sell online and at Wolf and Badger in London. 
The perfectly chubby TKO bag in dark green catches 
Folawiyo’s eye first, but Ashadu also shows her new 
pink-and-blue clutches with Nigerian semiprecious 
stones and her Justice bag in matte python, an under-
stated effect achieved by washing the snakeskin with 
detergent. (The larger version of the snakeskin bag 
retails for about $1,900.) The other appointment is 
with Karo Akpokiere, an artist and potential collabo-
rator Folawiyo is meeting for the first time.

Akpokiere appears nervous to meet Ms. F (as sev-
eral of her advisors affectionately call her). Though 
the 33-year-old artist is soft-spoken, a smirking sense 
of humor comes across in his work, which he displays 
on a laptop pulled from a messenger bag. “I’m fasci-
nated by things I was exposed to growing up,” he says, 
clicking open an energetic drawing of the noisy, ubiq-
uitous generators one hears sputtering to life across 
Lagos during the city’s frequent power outages. At 
the top of the piece, a jaunty script reads “High-Life 
Generator Orchestra.” Another drawing, Nigerian 
Mystic Visa Temple, winks at the difficulties Nigerians 
face securing foreign visas. The Annual Inter-Tribal, 
Inter-Faith Hawkathon takes up the country’s bifur-
cation between Islam and Christianity, as well as 
Lagos’s ethos of nonstop hustle. Each drawing elicits 
knowing laughter from Folawiyo. “We will definitely 
be in touch,” she says. “Great work.”

Folawiyo and Akpokiere seem to share a similar 
relation to the challenges of life in the infamous 
megalopolis. Lagos suffers from a near-complete 
lack of civil and social services. It has a vast infor-
mal economy that draws power from formal, 
government-level corruption. But there is also a 
growing sense of intellectual fatigue over perpetu-
ally bemoaning these shortcomings. “Lagos will 
never work as people understand cities convention-
ally,” says Folawiyo. “But it works. You just have to 
live here to understand it.”

 

S
INCE SHE DECIDED to open Alara, Folawiyo 
has quickened the pace of her travel. 
She spends at least as much time abroad 
sourcing ideas for the store as she does 
in Lagos. Her excursions fuel Alara’s mis-
sion: The store will not only introduce 

the world to contemporary African design but will 
demonstrate how that design takes place within a 
dense network of cross-cultural, multinational ties. 
Folawiyo wants to shed light on those connections, 
tracing a line from an Italian shopper who enters her 
store back to the 80-year-old man making leather 
bags in northern Nigeria. “Sometimes we look at 



luxury in a very shallow way,” she says. “The product 
of beauty is created by the person of beauty.”

Today, the search for beauty has taken her from 
Lagos to a baked-dirt street in the Senegalese city 
of Rufisque, where Folawiyo has at last located the 
younger brother of Baay Xaaly Sene. She has been 
looking for a relative of the deceased artisan for 
years, since she first saw his unconventional, muscu-
lar metalwork in Milan’s Spazio Rossana Orlandi, an 
avant-garde design store and gallery. Here, in a large 
open shed buzzing with mosquitoes, she finds exam-
ples of his elusive handiwork and a young man who 
bears a striking resemblance to his older brother.

As Folawiyo learns, Sene made the rough-hewn 
chairs from textured sheets of metal that French 
legionnaires, during colonial times, fastened to 
the sides of trucks and deployed whenever their 
tires got stuck in deep sand. “This is what we 
love,” says Folawiyo, running a finger over one of 
the chair’s circular grommets. “Can you imagine 
this in Alara?” Using her close friend Aïssa Dione 
as a French translator, she negotiates with the 
younger brother about bringing the chairs back 
into production. “Are these for sale now?” she asks, 

perhaps wishing she could pack 
one of the heavy pieces in her suit-
case to take home.

In fact, bringing the many trea-
sures she discovers across the 
continent back to Lagos is a riddle 
she hasn’t quite solved. Inter-African 
travel is rare, in part because it is 
difficult and often harrowing. In 
Nigeria, where only a small percent-
age of the population can afford 
to fly, departure times are erratic 
and the aircraft are often outdated. 
(Folawiyo arrived in Senegal’s 
coastal capital city, Dakar, the night 
before on a carrier that left Lagos 
several hours late, without explana-
tion, and failed to make a scheduled 
stop in Cotonou, Benin.) She explains 
that the Economic Community of 
West African States  (ECOWAS)—

established in 1975 to promote economic trade and 
the free movement of people and services between 
West African countries, rather like the region’s ver-
sion of NAFTA—should make the shipping of products 
to Alara easy. In reality, underdeveloped trade infra-
structure and the high cost of aviation make shipping 
difficult. She has considered renting a truck and hiring 
a driver to chart a giant loop, stopping at the studios of 
every artisan she hopes to represent at Alara.

Rufisque would be an important stop on the itin-
erary. Several miles east of Dakar, it is a town of 
horse-drawn buggies and dusty palms. Just a few 
streets over from Sene’s brother, we enter the home 
studio of a sculptor, Babacar M’Bodj Niang, who makes 
pieces such as polished benches with ebony detailing, 
high-backed chairs of translucent horn and a seat with 
a gently curved back and long cloven feet. Alara will 
carry all these items. Another chair features twisted 
leather straps and cowrie shells. “People in my coun-
try, when they see these, they get nervous,” says 
Niang, who notes that the materials are considered 
gris-gris, or talismans invested with spiritual mean-
ing. “But non-Africans just see aesthetics.”

Folawiyo was introduced to Niang through Dione, 

who has a large weaving factory just around the cor-
ner. Dione began her career as a visual artist, before 
she became passionate about textiles about a decade 
ago. More recently, she’s taken commissions from 
European and American clients: raffia for Hermès, 
handmade fabrics for Peter Marino and upholstery 
for the Barnes Foundation. She’s currently creating a 
new pattern for the French interior designer Jacques 
Grange. Folawiyo calls Dione a visionary. Alara will 
carry clothes, bags, luggage and fabrics made here, 
in a building that once belonged to the French army, 
then became a bakery, then sat idle for many years.

In July of 2013, Dione gave the first TED talk in 
Senegal, called “Le Grand Paradoxe,” examining 
the country’s struggling cotton industry. In it, she 
spoke about how high-quality cotton grown locally is 
exported to Europe; what gets sent back is mixed with 
polyester or other cheap filler. Charitable donations 
from abroad make matters worse, flooding markets 
with flimsy jeans and tank tops and further discour-
aging Africans from making their own clothing, 
inevitably a more expensive proposition under the 
circumstances. An 18 percent tax on imports places 
an additional stranglehold on small businesses. 
Total dedication to craftsmanship is a noble goal, but 
Dione acknowledges there is plenty of room to update 
and modernize. She proposes joining artisanal work 
to light industry, which would help African cotton 
workers make a living and become competitive on a 
global scale. “[Dione] is the only one keeping the cot-
ton industry in Senegal alive,” says Folawiyo.

Sunlight streams through rafters in the ceiling 
of Dione’s factory. At one end are weavers hand-
knotting threads to be shuttled through traditional 
looms, while at the far end sit several industrial 
weaving machines. “I think luxury today is really 
different from the way we used to look at luxury,” 
Folawiyo says, walking between spools of brightly 
colored thread. “Alara is a shop that has expensive 
items. But it also has woven fabric from these people, 
and that is the essence of the way I read luxury. If by 
the time it gets to the Alara store it’s a hundred dol-
lars, that’s a luxurious product, and it will enrich 
somebody’s life—the person who has made it and the 
person who uses it.” 

ARTFUL VISION  This page: Renderings of Alara’s back patio (above), which will host a restaurant  
by former Iron Chef contestant Pierre Thiam, and of the store’s interior (lower left); a sketch of the space 
by architect David Adjaye (left). Opposite page: A translucent, hand-carved horn chair by Niang. 
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The pre-fall collections make a  
case for lighter coats that are just  

as appealing on their own as they  
are in elegantly slouchy layers.   

SOFT  
TOUCH

TWEEDY AFFAIR   
A sturdy stalwart 
becomes sultry this 
season. Calvin Klein 
Collection wool jacquard 
coat and silk dress and 
Céline shoes. Opposite: 
Chanel lambskin coat. 81



OVER THE TOP  
Create a dramatic 
situation by throwing  
on an ample,  
menswear-inspired 
evening coat. Céline 
wool-cashmere coat  
and trousers and  
Giorgio Armani boots.  
Opposite: J.W.  
Anderson wool coat, 
Lanvin jacket, Bottega 
Veneta cashmere 
sweater, Marni skirt, 
Céline handbag and 
Givenchy by Riccardo 
Tisci boots. 
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VESTED INTERESTS 
Side with a minimal,  
skin-baring piece, 
or double down for 
maximum effect.  
Reed Krakoff cashmere 
vest. Above: Michael 
Kors cashgora coat, 
The Row wool angora 
jacket and crepe pants, 
Givenchy by Riccardo 
Tisci boots, Stella 
McCartney handbag  
and Irit Design diamond  
and pearl earring.
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ENTRENCHED STYLE 
Rev up a classic look  
by playing with oversize 
proportions. The Row 
coat and Reed Krakoff 
cashmere vest. Opposite: 
Maison Martin Margiela 
coat, The Row wool 
jacket, Stella McCartney 
turtleneck, J.W. Anderson 
wool trousers, Givenchy 
by Riccardo Tisci boots 
and Erickson Beamon 
earring.
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DRESS REHEARSAL  
Win rave reviews  

for tempering attention-
getting flourishes  

with serious outerwear. 
Bottega Veneta wool-

cashmere coat and 
jacquard dress, Stella 
McCartney turtleneck 

and skirt and Alexander 
McQueen boots. 

Opposite: Alexander 
McQueen wool  

jacquard coat and Irit 
 Design diamond  

and pearl earring. 

Model, Amanda Murphy; 
hair, Rudi Lewis; makeup, 

Sally Branka; manicure, 
Michina Koide;  

set design, Max Bellhouse.

For details  
see Sources, page 102.
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The delicate art of porcelain can transform  
a tabletop into a vivid tableau. From wildlife  

figurines to gilded bowls, here are the  
most covetable pieces still produced today. 

Breaking  
Tradition

91

The venerable  
Austrian house has 
 been crafting hand  - 

made masterworks at 
a palatial Viennese 

factory since 1923 and 
 frequently commissions 

pieces by artists, 
including these deer, 

 based on a 1930 
sculpture by Robert 
Ullmann. Augarten 

Group of Stags figurine.

AUGARTEN

HERMÈS

The storied brand first delved into tableware in 1984. This whimsical tea set, introduced in 2010,  is inspired by the drawings of the landscape designer  
François Houtin and features a playful mélange of stylistic details, like a watering can–inspired spout and faux-bois handles, as well as sepia-toned engravings.  

Hermès Les Maisons Enchantées tea pot, sugar bowl, creamer, bread-and-butter plate and tart platter.
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Founded in porcelain 
capital Limoges in  

1863, this family-run 
French company still 
produces dinnerware 

originally designed 
for monarchs such as 

Marie Antoinette.  
This regal pattern  

was created for Louis-
Philippe’s personal 
dishes. Bernardaud 
Elysee salad bowl.

BERNARDAUD

WEDGWOOD 

The quintessential British brand began making luxe pottery in 1759, eventually including fine bone china such as this neoclassically  
inspired blue, white and gold service. The pieces, which feature elements like laurels and columns, are hand-produced in Barlaston, England.  

Wedgwood & Bentley Anthemion Blue creamer, teacup and saucer, salad plate, dinner plate and bread-and-butter plate.
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One of the most famous pieces produced by this centuries-old Bavarian manufacturer is this rhinoceros figurine, which dates from 1758.  
Known as Clara, after the original Bengalese rhinoceros who toured Europe in the 18th century, the porcelain miniature is based on a sculpture by  

Peter Anton von Verschaffelt. Nymphenburg bisque white Rhinoceros sculpture, and bisque porcelain Kingfisher and Titmouse sculptures.

NYMPHENBURG

The renowned Blue 
Fluted Plain design 
was the first pattern 

produced by the 
Danish house in 

1775 and references 
traditional Japanese 

and Chinese blue-and-
white ware. Royal 

Copenhagen blue fluted 
full-lace saucer and 

teacup, gargoyle cup 
and saucer, cake plate 

with pierced border, 
oval platter and teapot, 

and Libeco Napoli 
Vintage Belgian linen 
tablecloth in sky blue.

For details see Sources, 
page 102.

ROYAL 
COPENHAGEN
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Chef Massimo Bottura finds inspiration for Osteria Francescana’s  
Michelin-starred menu by blowing up traditions of Italian cuisine—and in his own 

world-class collection of contemporary art. 

THE EYE HAS TO FEAST
LOVE ACTUALLY 
The drawing room of 
Bottura’s home fea-
tures a rug by Robert 
Indiana. The pigeons on 
the bookcase are from 
Maurizio Cattelan’s 
Tourists series (1997). 
Opposite: The chef  
in front of a recent  
addition to his collec-
tion, a painting by Ugo 
Rondinone (2000). 97
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I
TALIAN CHEF MASSIMO BOTTURA is putting 
the finishing touches on one of his new-
est creations—“Beautiful Psychedelic Veal 
Not Flame-Grilled,” as he calls it—the meat 
cooked sous-vide, encrusted in ash and show-
ered in a riot of sauces. “The plating is ‘fake 

casual,’” he says. “We use color like Damien Hirst in 
his spin paintings.”

A pioneer of modern Italian cooking, Bottura, who 
has worked with Ferran Adrià and Alain Ducasse, 
possesses both a deep respect for local traditions 
and a drive to keep blowing them up. The names of 

his dishes—“Memory of a Mortadella Sandwich,” 
“All the Tongues of the World”—read like placards 
in a surreal gallery show, which makes a lot more 
sense when you understand just how immersed he is 
in fine art. With his American wife, Lara Gilmore—a 
former Hampshire College semantics student and 
aspiring artist, now her husband’s collaborator—
he’s built a rich cultural life in his hometown of 
Modena, a city in Italy’s Emilia-Romagna region, 90 
miles north of Florence. Along with its much-lauded 
avant-garde cooking, his flagship restaurant—Osteria 
Francescana, tucked away on one of the city’s quiet 

cobblestone blocks—also boasts one of the finest 
contemporary art collections in the gastronomic uni-
verse. “We built our restaurant to feel like our home, 
Massimo and Lara’s place,” says the chef. “Twelve 
tables, small rooms where I can talk with my guests 
and show my respect.”

Just inside the entrance hangs a dramatic work by 
the late Mario Schifano, his Technicolor World Map, 
with borderless continents bleeding into each other. 
Jonathan Borofsky’s Half a Sailboat Painting—liter-
ally half a framed painting—leans on the floor near 
the front door, a sly jab at the prosaic seascapes that 
adorn so many tourist trattorias. The chef’s bisected 
homage, his “Half a Cheesecake” dessert, emerges 
from the kitchen and travels down a corridor past 
a pair of Ólafur Elíasson landscapes and a trio of 
stuffed pigeons by Maurizio Cattelan, which are 
perched above a trompe l’oeil trash bag cast in bronze 
by British artist Gavin Turk. A Matthew Barney print 
hides in the bathroom nearby, around the corner 
from Francesco Vezzoli’s La Vie en Rose series, 19 
black-and-white stills of Edith Piaf with embroidered 
tears—bought 14 years ago for $16,000 and now 
worth roughly 10 times that. 

The art—the stuffed birds and Turk bag, in par-
ticular—is a perennial conversation starter, and for 
Bottura, that’s exactly the point. “There are people 
who don’t get it,” he says. “I’ve heard them whisper-
ing, ‘Can you believe it, they left the garbage on the 
floor.’” The chef gravitates toward pieces that hit you 
in the gut and, like his best dishes, get you thinking—
and, hopefully, smiling. “We are not in a location where 
nature can inspire us,” he says. “We are in the middle 
of a medieval city. Art became our landscape of ideas.”

While the rotating work at the restaurant is 
impressive, it’s just the beginning of Bottura’s collec-
tion. “Massimo likes big pieces,” says his wife at their 
home one evening, surrounded by a Platner table and 

a Cone chair—and by monumental tableaux by David 
Salle, Robert Longo and Vik Muniz, among other con-
temporary art stars. A newly arrived rug by Robert 
Indiana covers the marble floor in the living room, 
where more Cattelan pigeons stand watch atop book-
cases lined with art folios. Down in the basement 
hangs another recent purchase, a target painting by 
Ugo Rondinone, so large they had to carve out a sec-
tion of the ceiling to accommodate it. “We’d been 
looking for one of these for 15 years,” says the chef. 
“When I saw it come up for auction I didn’t even think 
whether or not it would fit.”

Bottura and Gilmore are as comfortable navigating 
the Venice Bienniale as they are the London awards 
for the World’s 50 Best Restaurants. (Osteria, which 
earned its third Michelin star in 2012, took third place 
last year.) In their conservative, affluent hometown, 
the couple inhabit a cosmopolitan bubble of artists, 
collectors and gallery owners—a surprising number 
of them childhood friends of the chef’s.

The original Osteria Francescana—Bottura kept 
the name when he took over the space in 1995—was 
a casual tavern popular with artists who had studios 
nearby. Bottura inherited that crowd as he began 
chasing fine-dining glory. “The first people we met 
were local artists,” says Gilmore, who moved from 
New York shortly before the opening. 

As the restaurant’s reputation grew, so did the 
artistic caliber of its clientele. Emilio Mazzoli, whose 
contemporary gallery is down the street, adopted 
the place as his entertaining canteen, bringing in an 
A-list roster of Italian and American photographers, 
painters and sculptors. He encouraged Bottura to 
start collecting, first with some of his less exorbitant 
pieces. Soon the artists were bringing friends. Cindy 
Sherman showed up with David Byrne one night—he’d 
been playing a concert nearby. Bottura, as obsessive 
about music as visual art, ran home to get a stack of 
albums for the musician to sign.

“My first passion was soccer and then music,” 
says Bottura, at home in the study where he 
stores his record collection, some 12,000 indexed 
albums. At one end there is the raw Southern rock 
of his youth—the Nitty Gritty Dirt Band and Lynyrd 
Skynyrd, LPs he spun as a teen when he deejayed 
house parties in Modena; at the other, the classic 
jazz—such as Billie Holiday and Charlie Parker—
that he now plays at the restaurant.

“I never, ever throw anything away,” says the chef, 
who turns 52 in September, grabbing a new album 
off the shelf—Ella Fitzgerald’s 1958 birthday concert 
in Rome, remastered on 180-gram vinyl. He breaks 
the cellophane seal, slides the record onto his 1972 
Transcriptor turntable, the same kind displayed at 
New York’s Museum of Modern Art. As jazz impresa-
rio Norman Granz introduces Fitzgerald to her fans 
in halting Italian—“Buongiorno, signore e signori”—
Bottura flicks through a stack of albums signed by 
other idols who have dined at his restaurant: Lou 
Reed, Jackson Browne, Michael Stipe.

Gilmore, meanwhile, is in front of her laptop at 
the dining room table, channeling her husband’s 
voice as the unofficial ghostwriter of his upcoming 
cookbook, Never Trust a Skinny Italian Chef, coming 
from Phaidon this fall. “Massimo will have a sleepless 
night, get up, write all these ideas down,” she says. 

“It’s my job to make sense of them all.” For inspira-
tion, she’s been thumbing through the pile of books 
stacked beside her, among them the first volume of 
Bob Dylan’s memoirs, recounting his early years in 
New York. “Massimo loves Dylan,” she says before 
reading a passage aloud, capturing the mood—if not 
exactly the era—of their first meeting in the city.

I
T WAS THE EARLY ’90s. Bottura had come to 
New  York in search of himself. He was tem-
porarily disillusioned with cooking, having 
closed his first restaurant, a modest trattoria 
on a country road just outside Modena. Gilmore 
had been dabbling in acting and painting and 

gallery work. Circumstance brought them together 
at Caffe di Nonna, a low-key Italian restaurant in 
Soho where he eventually cooked for a time and she 
tended bar.

That period will figure prominently in their hybrid 
book—a combination memoir, cookbook and coffee-
table art object. Though food is the focus, there will 
be few recipes—just 50. Instead of using a food pho-
tographer, they persuaded two serious artists to 
contribute: Stefano Graziani, best known for his taxo-
nomic groupings of trees, flowers, museum dioramas 
and other quotidian images, will supply atmospheric 

shots, while the dishes will be captured by Carlo 
Benvenuto, who shoots minimalist still lifes with an 
old Hasselblad.

Benvenuto was among the first of Mazzoli’s artists 
that the couple collected together. Their latest acqui-
sition from him, an enormous double-exposed shot of 
fruit on a supersaturated red table, hangs in the res-
taurant foyer. In an intimate dining room around the 
corner, one of the artist’s rare forays into sculptural 
work sits on a pedestal: three solid Murano crystal 
drinking glasses. “It’s a 25-cent glass that wants to be 
a piece of art,” whispers Bottura during lunch service 
one day. “It’s about light, vision, silence.”

The chef has been serving me dishes from 
his culinary canon, riffs on classic fare from the 
Emilia-Romagna region, along with some of the 
edgier creations that first put his restaurant on the 
gastronomic map. There is his famous “Five Ages 
of Parmigiano Reggiano in Different Temperatures 
and Textures,” an almost-20-year-old dish featur-
ing a single ingredient in a variety of hot, cold, 
crunchy or fluffy preparations. His “Eel Swimming 
Up the Po River” comes lacquered in saba with burnt-
onion-powder “mud”—and plays off the blue-tinged 
aerial image of Rome by Grazia Toderi that hangs 
on the wall near my table. A sweet-and-savory dish 

PAINT IT BLACK   
Bottura’s “Black on 

Black” dish is an 
homage to Thelonious 
Monk: ash-encrusted 

black cod in a  
sauce of squid ink.

ON THE MENU   
In Osteria Francescana’s 

front dining room,  
a series by Ceal Floyer, 

Ink on Paper, and, in 
the next room, Carlo 

Benvenuto’s Table with 
Fruit—Red. Right: 

Cattelan’s pigeons cast 
shadows above Gavin 

Turk’s Bin Bag.  



“WE’RE NOT 
CHOOSING  

THE ART,  
THE ART IS 

CHOOSING US. 
THE PIECES 

ARE CHOOSING 
THE WALLS 

WHERE  
THEY HANG.”  

–MASSIMO BOTTURA
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of Lambrusco-steamed cotechino sausage follows, 
with an airy wisp of zabaglione on top. The meal fin-
ishes with “A Potato Waiting to Become a Truffle,” 
its crunchy skin filled with sweet custard showered 
in black-truffle shavings, elevating the modest tuber, 
he says, as Benvenuto has those everyday glasses. 
Bottura’s food and plating go through stylistic phases, 
like Picasso moving to Cubism after his Blue Period. “I 
think I’m in a very straight period now, the minimalist 
look,” he says. “We make everything look simple, but 
actually there are three days of work behind it.”

On an excursion later, we drive out to Hombre 
Organic Farm, a dairy run by a childhood friend, 
Marco Panini, who supplies wheels of Parmesan to 
the restaurant. When they were in their early 20s, 
the two men ran the events program at a Modena 
nightclub that Bottura co-owned with a few other 
pals from the town. They called it the Harley Club, 
telegraphing their passion for American motorcy-
cles. Panini booked live acts—cabaret and comedy 
shows—while Bottura worked the decks late-night 
as the DJ. “It was like a Village Vanguard, the same 
spirit,” says Panini, as we wander the grounds. 

If he hadn’t become a chef, says Bottura, he might 
have easily fallen into another creative field. Lately 
he’s been channeling his energies into designing 
his own watch, part of a series commissioned from 
chefs by a Swiss company. Bottura’s design will 
be black on black—in tribute to Thelonious Monk 
(whose sessions for the Black Lion label are leg-
endary) and to his own monochrome dish inspired 
by the jazz pianist, featuring black cod served in a 
puddle of squid ink. “It’s a watch inspired by a dish 
inspired by jazz,” says Bottura.

The next day, artist Giuliano Della Casa, an early 
fan of Osteria Francescana, welcomes us into his 
studio. For years he’s been painting the menus with 
whimsical watercolors in exchange for food and 

drink. Bottura embraces a barter economy. As we 
explore the cluttered space, full of works in progress, 
he trades dinner at the restaurant for an illustrated 
book a visiting collector brought in for Della Casa to 
sign. Then he makes another impetuous purchase: a 
“golden tortellini” table, with a polished wood slab 
in luxurious walnut, which the artist designed back 
in 1968. “I’m going to put it in the restaurant—bravo, 
bravo!” says the chef, barely able to contain his excite-
ment. “We’ll put a gold tortellini on top.” 

Bottura, a restless soul and compulsive collec-
tor, is constantly moving his artwork around as new 

additions arrive, shifting pieces from restaurant to 
home and back again. He dreams of one day stumbling 
on a Lucio Fontana painting he can actually afford. 
“For me, he’s the perfect expression of the northern 
Italian mind,” he says of the artist, whose biggest 
pieces fetch many millions. “With a simple gesture he 
tells you everything.”

In the meantime, Bottura will continue collecting 
as he always has—with specific locations in mind. 
“We’re not choosing the art,” he says, “the art is 
choosing us. The pieces are choosing the walls where 
they hang.” 

WHAT’S COOKING   
A view into Bottura’s 
home kitchen. Above 
left: The music room 
has a 1972 Transcriptor 
turntable. Opposite: The 
entrance foyer is lined 
with art, including works 
by George Condo and 
Wolfgang Tillmans.  
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McCartney handbag, $1,230, 
212-255-1556, Givenchy by 
Riccardo Tisci boots, $1,650, 
Bergdorf Goodman, and  
Irit Design earring, $4,000, 
310-383-5566

PAGE 86
Maison Martin Margiela coat, 
$1,890, 212-989-7612, The 
Row jacket, $2,190, Saks Fifth 
Avenue, Stella McCartney 
turtleneck, $965, 212-255-1556, 
J.W. Anderson trousers, $1,770, 
saksdirect .com, Givenchy by 
Riccardo Tisci boots, $1,650, 
Bergdorf Goodman, and 
Erickson Beamon earring, $502, 
646-619-6857

PAGE 87
The Row coat, $2,190, Neiman 
Marcus, and Reed Krakoff vest, 
$3,990, reedkrakoff .com

PAGE 88
Bottega Veneta coat, $3,250, 
and dress, $2,400, both 800-
845-6790, Stella McCartney 
turtleneck, $965, and skirt, 
$1,045, both 212-255-1556, and 
Alexander McQueen boots, 
$1,925, Alexander McQueen 
New York boutique

PAGE 89
Alexander McQueen coat,  
made to order, +44 207 318 
2222, and Irit Design earring, 
$4,000, 310-383-5566

BREAKING TRADITION
PAGE 90
Hermès Les Maisons 
Enchantées tea pot, $895,  
sugar bowl, $320, creamer, 
$240, bread-and-butter plate, 
$75, and tart platter, $335,  
all Hermès stores nationwide

PAGE 91
Augarten Group of 
Stags figurine, $3,950, 
theporcelainroom .com

PAGE 92
Bernardaud Elysee salad bowl, 
$947, bernardaud .com

PAGE 93
Wedgwood & Bentley 
Anthemion Blue creamer, $420, 
teacup and saucer, $370, salad 
plate, $180, dinner plate, $280, 
and bread-and-butter plate, 
$170, all wedgwood .com

PAGE 94
Nymphenburg bisque white 
Rhinoceros sculpture, $4,430, 
theporcelainroom .com, and 
Nymphenburg bisque porcelain 
Kingfisher and Titmouse 
sculptures, both price upon 
request, both nymphenburg 
.com

PAGE 95
Royal Copenhagen blue 
fluted full-lace saucer and 
teacup, price upon request, 
theporcelainroom .com,  
Royal Copenhagen blue fluted 
full-lace gargoyle cup and 
saucer, $365, cake plate with 
pierced border, $615, oval 
platter, $890, and teapot, $920,  
all royalcopenhagen.us

THIS PAGE
Hella Jongerius for 
Nymphenburg bowl with 
fawn figurine, $2,780, 
theporcelainroom.com
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FAWN OVER IT 
Designer Hella Jongerius 

created this bowl 
for Nymphenburg. 

For details, see right 
(“Breaking Tradition”).

Advertisement

WARDVILLAGE.COM

ESCAPE HOME TO OAHU

Ward Village is Honolulu’s newest coastal 
community: a cosmopolitan setting, a 
fresh, modern attitude that embraces the 
Hawaiian experience, the perfect mix of 
urban and island living. 

AUDEMARSPIGUET.COM

GO OFFSHORE

Royal Oak Offshore 44mm beautifully 
crafted in white ceramic with titanium 
and ceramic pushers and rubber strap.

PENINSULA.COM

INTRODUCING THE NEW 
PENINSULA.COM

Discover why The Peninsula Hotels continue to 
inspire and delight travelers around the world.
Book online until July 31 and enjoy a guaranteed 
room upgrade and a special amenity.

Follow @WSJnoted or visit us at wsjnoted.com © 2014 DOW JONES & COMPANY, INC. ALL RIGHTS RESERVED.  6AO1386

FATHER’S DAY CHIC

Vilebrequin offers the perfect Father’s Day 
gif t – matching Father & Son chalkboard 
drawing inspired swim trunks.

VILEBREQUIN.COM 

ZEGNA.COM

ERMENEGILDO ZEGNA

Ideal for today’s modern business man, 
the hammered calfskin briefcase brings 
style and function to everyday dressing.

WSJNOTED.COM/WOMENOFNOTE

FOSTERING SUCCESS

WSJ.noted is now accepting nominations 
for Women of Note, a global network 
designed to recognize and foster the 
continued success of innovative women.



104 WSJ. MAGA ZINE

“THE FRAMED PIECE of paper is a chart of tiny parcels 
of land in New York City that were purchased by the 
late artist Gordon Matta-Clark. Below that is a Texas 
Native inertia nutcracker. It’s totally functional and 
especially good with pecans. To the left is a beau-
tifully shaped transmission-gear ring to an old 
Rolls-Royce. Next to it is a trailer hitch, which I like 
for its dumbness. It’s just an honest piece of clunk. 
The pipe is a section of cast-off plumbing—I like the 
feel of corroded copper. The wristwatch is a hand-
less Benrus from the ’40s or ’50s; it’s goofy but very 

dependable. The artist KAWS gave me the tiny green 
head with the baseball cap. The little scrap is half 
of a tortoiseshell bookmark. I can’t toss it because 
it’s so delicate and so very razor thin. The block of 
walnut is just a noble little piece of wood that stands 
proud. I have a collection of about 800 steel pennies 
from 1943, which were made during the war because 
of the rarity of copper. I hoarded them during my 
paper route as a boy. My daughter-in-law did the very 
meticulous paper collage depicting a building site. 
To the right is a sculpture of twisted plastic by the 

artist George Herms; it weighs half an ounce. I keep 
that James McNeill Whistler etching of a wineglass 
so I don’t forget what art history is all about. When 
I was 10, in Oklahoma City, I got the photo of pitcher 
Bob Feller of the Cleveland Indians autographed in 
person. That’s my hand holding the stopwatch—I 
use it to time the duration of traffic lights. Above is a 
piece of railroad track from southern Missouri from 
the 1880s that my grandpappy employed as an anvil. 
I’ve often wondered if the Jesse James gang ever 
used it.” —As told to Christopher Ross

STILL LIFE

ED RUSCHA
The American pop artist shares a few of his favorite things.
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