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Josh Olins and styled by Alastair McKimm. Gucci coat, 
shirt, jeans and loafers, Eres bra, Louis Vuitton belt, 
Tasaki Collection by Thakoon necklace and Jennifer 
Fisher cuff and ring. For details see Sources, page 174.
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AUTUMN MAY BE a season of retreat for 
Mother Nature, but for fashion it’s a time of 
discovery, novelty and reinvention. Proving 
that the fall can be as full of vitality as a 

spring garden, our September women’s style issue 
celebrates creative renewal and second acts. 

Not content to be one of the most influential 
names on the runway, Saint Laurent creative director 
Hedi Slimane has for years enjoyed a second career as 
a photographer. As the Fondation Pierre Bergé–Yves 
Saint Laurent mounts an exhibition this September 
celebrating 15 years of Slimane’s iconic images of 
musicians such as Lou Reed and Keith Richards, we 
speak with the multitasking visionary about what 
has shaped his aesthetic. 

One thing that Vogue Italia editor in chief Franca 
Sozzani will never be accused of is having a lack of 
imagination—or boldness. As Tim Blanks details 
in his profile of the beloved editrix, Sozzani has 
overseen one of the fashion world’s most inventive 
publications—now celebrating its 50th anniversary—
by always giving her photographers license to be 
provocative, at times even outrageous. 

Our feature on the art dealer Marian Goodman, 
who opens a new gallery in London in October, shows 
that consistency and loyalty can be revolutionary 
qualities in a trend-oriented gallery system. By play-
ing the long game with artists like Gerhard Richter, 
Goodman has established a reputation as one of  
the field’s most forward-thinking minds.

We are lucky enough to have another forward-
thinker on our cover—supermodel Daria Werbowy. 
In 2008, Daria wasn’t afraid to step off the model-
ing treadmill when she realized she wasn’t entirely 
fulfilled. Now she’s back and more in demand than 
ever—and not just in front of the lens: She photo-
graphed the fall Equipment ads, the beginning of an 

amazing supermodel second act.

EDITOR ’S LET TER

ILLUSTRATION BY ALEJANDRO CARDENAS

MODEL BEHAVIOR  Anubis photographs Bast (both wearing Lanvin) for a fall fashion shoot, with a sly photobomb from Who.

STRIKE A POSE

Kristina O’Neill   
k.oneill@wsj.com
Instagram: kristina_oneill
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IN A FEW HOURS, Daria Werbowy will board a 
plane to Peru. She’s not bound for a shoot—
Mario Testino has already photographed her in 
the ancient Inca capital of Cuzco wearing haute-

trekker garb—but rather intends to spend a couple of 
weeks in the Amazonian jungle working with a local 
family to establish a school. “Peru is kind of like my 
second home,” says the Ukrainian-Canadian, who has 
been traveling regularly to the country for the past 
five years, in between starring in ad campaigns for 
Prada, Balenciaga, Salvatore Ferragamo, H&M and 
cosmetics giant Lancôme, where she has been on con-
tract for nearly a decade. 

In fact, Peru may be more like a fourth home, if one 
also considers Toronto (where she grew up and began 
modeling at age 14), New York City (where she spends 
two months a year working, never consecutively) and 
her current residence in bucolic West Cork, Ireland. 
And that’s not counting her many-months-long expe-
ditions to destinations such as India and Iceland. 
“If I’m not moving around I feel strange,” says the 
30-year-old model, who has appeared on the cover of 
international issues of Vogue over 50 times. In 2008, 
she stepped away from modeling full-time after 
realizing that its relentless schedule would never 
permit her the peripatetic existence she craved. “If 
you live a fast-paced life, it’s easy to lose touch with 
things that are important,” she says. “At the end of 
the day, I wasn’t happy, so I pressed the eject but-
ton.” Werbowy now uses her free time to surf, sail 
and practice yoga, as well as work on projects that 
make use of her art school education, such as the  
restoration of renowned Irish music venue Connolly’s 
of Leap. “If I’m working, I’ll work hard. When I take 
time off, I take time off hard.” 

Extended vanishing acts are risky for anyone who 
earns millions of dollars a year in an industry where 
visibility is tantamount to livelihood (and where 
most models see shorter career arcs than profes-
sional athletes). But Werbowy’s unavailability—as 
much as her fawnlike features, almond-shape eyes, 
and much-imitated tomboy style—has only cemented 
her status as a fashion favorite. In March, Kate Moss 
styled her for Moss’s first official story as British 
Vogue’s contributing fashion editor. And in recent 

Daria Werbowy spends as much  
time off the grid as she does  
modeling for the world’s top brands.  

ESCAPE 
ARTIST

ON THE COVER

seasons, Werbowy has acted as a kind of advertis-
ing proxy for cool-girl designers Isabel Marant and 
Phoebe Philo of Céline. She’s also unafraid to use 
her body as a canvas, whether lying on a bed of nails 
for one of Helmut Newton’s final shoots before his 
death in 2004 (she recalls him complaining she was 
“too skinny”) or posing nude for a 2011 French Vogue 
calendar. “I still get self-conscious in front of the 
camera,” she says, “and for some reason my coping 
mechanism is to take my clothes off.” 

Still, Werbowy doesn’t rely on risqué images to 
earn “likes” on her inscrutably named Dotwillow 
Instagram account. Instead, she uses social media 
as a platform to publish the artistically minded pho-
tographs she takes on her trips. She’s considering 
photography, initially a hobby, as her second career. 
And this September, she unveils her first profes-
sional assignment: eight images for French shirt 
company Equipment that she styled, modeled and 
shot. Evoking Cindy Sherman, the ads show her in a 
Joan Jett–style wig, as a platinum-blonde futuristic 
flower child and in six other guises. “I’m interested 
in our obsession with identity, so this was a way 
to challenge myself with my own,” Werbowy says. 
She’s also discovering that such projects satisfy 
her yen for adventure. “Photography scares me 
big time,” she says, before heading off to catch her 
plane to the South American rain forest. “I think it’s 
important to do the things that scare you the most.” 
—Elisa Lipsky-Karasz

EASY CHIC 
Clockwise from far  
left: Werbowy 
captured by street-
style lensman Tommy 
Ton, 2013; shot 
for American Vogue by 
Mert Alas and Marcus 
Piggott, 2011; as the 
face of Lancôme, 2014. 

COVER GIRL   
 Above: Shot by Patrick 
Demarchelier for Brit-
ish Vogue, 2013. Left: 
The Last Magazine, by 
Camilla Akrans, 2008.
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STYLED TO A TEE 
Above: On the runway 

for Balmain’s spring 
2010 collection. Above 

right: Werbowy  
in a 2011 ad for Céline, 

photographed by 
Juergen Teller.
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THE GRAY LADY  P. 122 
This month’s fashion portfolio on covetable gray pieces was produced by an ensemble cast, including photographer Lachlan Bailey (top), 

stylist Alastair McKimm (bottom), model Anna Jagodzińska and the undisputed diva of the bunch, Misha—a Russian Blue feline  
who arrived with three handlers. But the real star was the clothing, which needed no embellishment. Instead the team kept the lighting, set 

and makeup simple. “The fashion was so rich, the girl so beautiful, we didn’t want to throw off the balance with any artifice,” Bailey says. 
Jagodzińska found herself wanting every piece. “That’s Alastair’s genius,” she notes. “You feel like yourself in the clothes.” The atmosphere 

on set was easygoing, as Bailey and McKimm are longtime collaborators. “It was a great couple of days with friends,” McKimm says.  
Even Misha the cat, who was at times temperamental, found a comfortable spot—in layers of luxe cashmere. 

september 2014 
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AN UNLIKELY POWERHOUSE  P. 148 
Since 1977, Marian Goodman has run her eponymous art gallery in midtown Manhattan with an eye for talent “and a lot of guile,” says  

Carol Kino, the author who profiled her in this month’s issue. In order to capture Goodman’s world, Kino interviewed her in three locations: 
her Upper West Side apartment in New York City, Art Basel in Switzerland—where, Kino remarks, Goodman’s booth was one of the busiest—

and the Golden Square section of Soho in London, where Goodman is opening her third gallery this October. The photo above captures 
Goodman (right) in 1990, looking at her newest client’s work at the Renaissance Society in Chicago with its chief curator, Susanne Ghez.  

That client, Thomas Struth (left), is still with Goodman today and photographed the usually camera-shy gallerist for the article. 
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WSJ. asks six luminaries to weigh in on a single topic. This month: Memory.

NAN
GOLDIN

“My first and primary 
reason for photograph-
ing was all about 
memory, to record my 
life in a way that no one 
else could revise. Now I 
find that it’s the pictures 
I didn’t take that I 
remember the best—the 
film that came out black. 
I think now that photo-
graphs are not actually 
the best way to preserve 
a memory, because they 
start to exist as them-
selves. They’re like a 
story of a story, not nec-
essarily a real memory. I 
still want to believe that 
my own photos record 
my experience honestly. 
I no longer believe as I 
used to that pictures by 
nature are true, given 
what modern technology 
makes possible. That 
said, I took photographs 
of my father dying two 
years ago. We were very, 
very close, and he was 99 
years old. When I view 
those pictures, they’re 
too painful for me to 
look at. So there are still 
photos that evoke the 
same feelings I had when 
I took them. I can’t look 
at them, but I needed to 
take them.”

Goldin is an award-winning 
photographer.

“The kind of writing 
I’m most interested in 
is the James Joycean 
approach: intensely 
examining a shred of 
memory—what the light 
looked like in Dublin 
at a certain hour on a 
certain day—and then 
filtering it through the 
prism of a character’s 
consciousness, so it 
takes on the color-
ation of that mind. 
Our personalities are 
layers of memories. If 
you start to lose your 
memory, you lose your 
personality. It becomes 
cruder, a distillation 
of yourself. It’s now 
known that running 
and walking fast are the 
best exercises for the 
brain. Neurogenesis, the 
regeneration of brain 
cells, is stimulated by 
running and the excite-
ment you feel while 
running, which is very 
like the excitement of 
writing. I love running 
through a landscape—
you’re so alive. You’re 
just existentially 
thrilled to be running. 
And that’s why you 
always remember it.”

JOYCE
CAROL OATES

Oates is a National Book 
Award–winning author.

“When I write my own 
screenplays, they are 
based on my memories—
I can only describe what 
I’ve experienced. Events 
that touched me and 
gave me strong emotions 
I remember much more 
strongly. All my movies 
are attached more or less 
to stories of relation-
ships—either I’ve had 
a breakup while doing 
the movie or before-
hand. When I made The 
Science of Sleep, I was 
still very much in love 
with a woman, and I was 
hoping to get her to love 
me through the movie, 
which of course didn’t 
work. Making movies 
doesn’t make the pain 
of memories any easier, 
but at least I feel that 
I’m transforming the 
sadness into something 
constructive. Sometimes 
making the movie is 
even worse, because you 
get reminded of it all the 
time. But when actors do 
a good job of embrac-
ing their characters, it 
feels like they’re sharing 
my pain. Seeing them 
onscreen, I’m mocking 
myself a little, and that 
takes the weight off.”

MICHEL
GONDRY

Gondry is an Academy Award–
winning film director.

SOAPBOX

THE COLUMNISTS

Trebek has hosted the TV game 
show Jeopardy! since 1984. 

ALEX
TREBEK

“Jeopardy! is basically 
a memory game. It’s 
stuff you have learned 
in your life that you 
have to be able to recall 
quickly under pres-
sure. Not everyone is 
able to do it. People ask 
me all the time, do you 
remember the informa-
tion, the clues? Unless 
it’s an area of interest 
to me, it’s in one ear, 
out the other. It’s not 
so much the facts that I 
remember as the people: 
Ken Jennings losing on 
his 75th show; the first 
blind contestant, Eddie 
Timanus, winning on 
his fifth show; the staff 
I’ve worked with here. 
Emotionally, those 
memories just resonate, 
and those are the things 
that are most important. 
Having said all that, I 
think I’m a year and a 
half younger than Mark 
Twain was when he died. 
He had a great comment 
about that time in his life 
along the lines of, ‘I used 
to remember everything, 
but now I only remember 
the things that never 
happened.’ That’s kind  
of where I’m at.”

Foer is a journalist, a former 
“mental athlete” and the  
author of Moonwalking  
with Einstein.

JOSHUA
FOER

“At the bottom of all 
the ancient memory 
techniques is the notion 
of forced attention. I 
think it was Samuel 
Johnson who said the 
true art of memory is the 
art of attention. A lot of 
memory techniques are 
ultimately about trans-
forming information 
into the kind of infor-
mation that your brain 
naturally pays attention 
to. I think that’s some-
thing you can will into 
existence. We all know 
the experience of sitting 
in a boring talk and kind 
of dozing off and saying 
to ourselves, Okay, snap 
back into this, don’t fall 
asleep. That’s some-
thing that you can do in 
your life if you keep the 
importance of that at the 
front of your mind. It’s 
a kind of mindfulness. 
In the case of memory 
competitions, you’re 
applying it to these 
really circumscribed, 
discrete tasks, but the 
general principle can be 
broadened to the rest of 
your life, to make sure 
that you’re not zipping 
through it all with your 
eyes closed.”

“I live and work in 
Harlem, a place where 
my father was born in 
1926. We have conver-
sations now that are 
built on the foundation 
of his memories of this 
neighborhood that 
are matched with my 
dreams and aspirations 
for Harlem. So we exist 
in this kind of place 
together where he has 
an incredibly beautiful, 
vivid hold on the past 
but he also has experi-
ence of the potential 
future as I talk about the 
work that we are doing 
here at the museum. It’s 
interesting because it 
points to how someone 
else’s memories can 
become your own, even 
in small ways. There are 
many streets that have 
changed their names in 
Harlem. Generationally, 
I exist within those new 
names, but I speak the 
old ones often because 
that’s the memory that 
he lives in: That’s what 
this was, that’s what this 
is going to be. Memory 
is an active process of 
connection.”

THELMA
GOLDEN

Golden is the director and chief 
curator of the Studio Museum 
in Harlem.

Capture the legendary 
healing energies

of our Miracle Broth™.    
The Essentials, 
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serum and eye treatment, 

visibly transform 
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1. THE BRACELET
Lock in the perfect 

accessory with large 
pearls and a delicate 

gold chain. Chloé brass 
and pearl bracelet.

PHOTOGRAPHY BY MELANIE LYON & RAMON ESCOBOSA 
FASHION EDITOR DAVID THIELEBEULE

The season’s five best pieces set a 
new standard for the fundamentals 
of timeless chic. 

THE 
ELEMENTS 
OF STYLE

september 2014
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2. THE BAG
A suede bucket style 

only benefits from the 
addition of fringe.  

Saint Laurent by  
Hedi Slimane bag.
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3. THE WATCH 
The petite size of this 

sleek piece is part of  
its power. Hermès gold 

and diamond watch.
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4. THE SHOE
A surrealist approach 

lights up a black  
stiletto. Bottega  

Veneta suede pump.
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5. THE NECKLACE
Make an impact with  
a bold collar. Louis 
Vuitton gold necklace.

For details see  
Sources, page 174.
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BY ELISA LIPSKY-KARASZ    
PHOTOGRAPHY BY BILLY KIDD

The designer applies his  
theories on fashion to his newly 

expanded self-named line. 

MAIER’S  
NEXT MOVE

F OR THE PAST FEW MONTHS, designer Tomas 
Maier has played out a sartorial version 
of Upstairs, Downstairs, dashing between 
floors of Madison Avenue’s Fuller Building, 

in New York City. On the 15th floor is the design stu-
dio of Bottega Veneta, the Italian luxury-fashion 
house he has helmed for 13 years, while on the sixth 
floor is the recently established headquarters for his 
more gently priced, eponymous line. Upstairs, he 
might ponder a $5,600 printed cotton–poplin dress; 
downstairs, he works at his haute plywood desk on a 
$495 denim shirtdress, part of his recently expanded 
Tomas Maier collection, which launches this fall. 

Though the garments have very different price 
tags, Maier sees both as part of the same woman’s 
wardrobe. Tomas Maier “is more about what I call 
‘time off’—when you are at home, when you pick up 
your kids from school or when you go on holiday,” he 
says. “Bottega is for the more formal side of life.”  

It’s hard to imagine that Maier, 57, has any time off 
at all. The famously exacting German designer is as 
hands-on as ever at Bottega Veneta, where his vision 
of logo-less luxury generated $1.4 billion in sales last 
year. And he’s been able to expand his own cultish 
brand thanks to a recent influx of investment from 
Kering, Bottega Veneta’s parent company. Maier 
founded his line in 1997, specializing in structured 
swimwear and après-swim clothing. This fall, he’ll 
introduce a full collection of ready-to-wear, shoes, 
jewelry and bags for both men and women, as well as 
open his first store in New York City in October. 

Despite the tags bearing his own name, Maier 
is adamant that this is no vanity project. “Who >

MAIER IN THE MIDDLE 
Tomas Maier with models 

wearing clothes from  
his expanded collection. 
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WHAT ’S NEWS

needs another extremely expensive designer 
collection?” asks Maier. Nor will he be launch-
ing an ad campaign or hosting any fashion 
shows. “There are already too many,” he says. 
He speaks from experience, having attended 
fashion school in Paris before working at Sonia 
Rykiel, the fur company Révillon and Hermès, 
where he spent nine years as the designer of 
women’s ready-to-wear. “But I also worked 
at mail-order catalogs,” he points out, “and I 
always thought that was interesting because 
it’s more of a challenge to make everything as 
nice as possible at [a lower] price point.” 

The expanded Tomas Maier line takes into 
account varying body types as well as diff er-
ences in climate. It includes a raw-edged wool 
peacoat, a feather-light cotton dress, a blue silk 
pajama-style ensemble for his female clientele 
to wear during long fl ights and, for men, his 
ideal T-shirt, which retails for under $100, and 
moccasins. There’s also a unisex cross-body 
messenger bag in caramel calfskin. Rather than 
introducing new trends, Maier says, future col-
lections will complement the prior ones. “It’s like someone’s closet.”

Fittingly, his newest store (he has a long-standing shop in Palm Beach, Florida, and a 
seasonal outpost in the Hamptons) is more akin to a home than a fl ashy new boutique, with 
wood-plank fl oors and vintage chairs by Danish mid-century master Børge Mogensen. 
“I didn’t think the Upper East Side needed another precious store,” he says of the 
2,800-square-foot duplex space on upper Madison Avenue. It will feature glass vitrines 
with drawers inspired by the desk of Maier’s architect father alongside bookshelves Maier 
made to display a small library of favorite tomes, which will be for sale. He’ll also carry 
products from exclusive collaborations with a handful of companies, such as jewelry by 
Milanese designer Osanna Visconti di Modrone and mirrors by French furniture designer 
Christian Astuguevieille. Next year he hopes to open another New York store, in down-
town Manhattan, followed by another in Miami.

It’s all part of Maier’s goal to use fashion as a means to streamline and improve his custom-
ers’ lives. “I want to help you by giving you something that looks good and makes you happy,” 
he says before heading back upstairs to check on his other day job. “I hate frustration.” 

CLOSET CONFIDENTIAL
Clockwise from top left : An apron 
dress in supple leather; a drawing 
of the Tomas Maier boutique, 
by Maier himself; the collection’s 
espadrille sandals and men’s 
leather bomber jacket. For details 
see Sources, page 174. 

When Anike Tyrrell set out in 2011 to build a new hand-cut-crystal business in southern 
Ireland, she hired a pair of former master cutters from Waterford Crystal, the legendary 
brand that had recently gone into receivership. As CEO of a local small-business 
incubator, Tyrrell had watched as the company that once dominated the local economy 
wobbled and fell along with the market for Irish crystal itself. She was determined to 
make something more sustainable from the wreckage. Against that backdrop, J. Hill’s 
Standard launches this month. Tyrrell has collaborated with Martino Gamper and 
Scholten & Baijings, both stars of the global design circuit, on the debut collection 
of tumblers, stemware and decanters. Gamper in particular was moved by the stories 
of the aging craftsmen, both of whom are over 60. “The fact that knowledge could 
be lost—that caught my imagination,” he says. Tyrrell is racing to build the business 
in time to train the next generation. “We’re not really interested in making something 
that becomes inaccessible and irrelevant.” —Sarah Medford

INDUSTRY REVOLUTION 

COUNTY CRYSTAL 

Left: The debut collection from J. Hill’s Standard. The company’s name is derived from the story of John Hill, 
a crystal pioneer who joined the Waterford Glass House in 1783. For details see Sources, page 174.
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WHAT ’S NEWS

The statement-lip trend  
of seasons past has given 

way to a major eyeliner 
moment for fall. Here, three 

looks straight from the 
runways. —Celia Ellenberg

LINER 
NOTES

“The women’s shoes were the surprise for me, 
because I thought that Bally was a very masculine 
brand,” says 36-year-old Pablo Coppola, newly 
appointed design director of the Swiss luxury 
house, founded in 1851. Prepping for his first 
collection, in stores this fall, he found himself 
immersed in more than 35,000 pairs in the com-
pany archives. The collection includes leather 
goods, eyewear, sportswear and clothing, but foot-
wear remains the foundation of the ready-to-wear 
line. As he explains, “I start with accessories  
and work backwards. It’s my language.”  
For details see Sources, page 174. —Alice Cavanagh

BRAND REFRESH 

IF THE SHOE FITS

Young industrial designer Nika Zupanc was born in Slovenia, lives in London and has seen 
her share of movies filmed on Rome’s Cinecittà back lot—or so it seems from the throwback 

glamour of her Olympia dressing table and accessory pieces for the British company Sé.  
With its ceramic top (available in a range of colored glazes) and cleverly hinged mirror, Olympia 

looks ready for a little limelight of its own. —Sarah Medford RAG & BONE 
Floating feline flicks traced  
in crème liner topped with 

liquid and inspired by yé-yé 
girl groups of France’s Nouvelle 

Vague era. Revlon Colorstay 
Crème Gel in Black, $10.50.

SAINT LAURENT 
Rock-inflected, thick-but-

precise gel liner wings sculpted 
from the inner corner of the lids, 
 through the crease and toward 

the temples (at top). YSL Eyeliner 
Effect in 01 Deep Black, $30.

! THE BRUSH
An angled edge allows 
for precision and easy 
glide-on application. 
Nars #47 Angled 
Eyeliner Brush, $28.

MARC BY MARC JACOBS 
Smudged, heavily traced inner 

and outer rims created with  
a cream pigment–dipped brush. 

Shiseido Accentuating Cream 
Eyeliner in Black, $26.

STUDY IN DESIGN

VANITY FLAIR

88 WSJ. MAGA ZINE

BALLY BOY 
Coppola,  
right, designs 
sumptuous 
knits and knee-
high boots. 



90 WSJ. MAGA ZINE

WHAT ’S NEWS

The fi rst and only time that Gabrielle “Coco” Chanel tried her 
hand at fi ne jewelry, in 1932, with an astral-themed collection called 
Bijoux de Diamants, she enraptured the press but so incensed 
jewelry’s old guard that they pressed her diamond supplier to take 
back its stones. What a diff erence 82 years makes. Today, Chanel 
Fine Jewelry, its own division since 1993, occupies a place of growing 
importance within the company. Now headquartered in an 18th-
century building on the Place Vendôme, Chanel amped up its jewelry 
output in 2009 with four collections per year (far greater than the industry 
standard of a single biennial collection). In 2012, production came in-house 
with the establishment of an atelier on the fl agship’s fi ft h fl oor. This fall’s Art 
Deco–inspired collection, dubbed Café Society in honor of the artistic beau 
monde in which Chanel herself traveled, is one of the fi rst to have been com-
pletely produced by the artisans there. (The group of 77 pieces includes classic 
Chanel motifs—camellias rendered in onyx and diamonds—alongside contem-
porary styles such as a pink-and-white-gold patchwork collar.) Quality control 
was a primary motivation for creating the atelier, where artisans combine 
time-honored skills with technologies such as modeling with 3-D printers. 
“We’ve tried to take the spirit of Gabrielle Chanel more than her designs,” 
says Chanel Fine Jewelry’s international director, Benjamin Colmar. 
“It’s what we think will be the future of jewelry.” —Alexandra Marshall

ALL THAT GLIT TERS

CHANEL PLUS 

ROCK STEADY
From left : An artisan 
sets a diamond at 
the atelier; a unique 
$2.3 million diamond 
and onyx pendant.

VERJUS WINE BAR
At this hip Parisian 

bistro, spicy, buttermilk-
battered fried chicken 

plays off  the creaminess 
of a glass of Champagne 

Vincent Charlot. 

DEL FRISCO’S
The famous New York 

outpost of this steakhouse 
knows that nothing pairs 

with a glass of Veuve 
Clicquot like a plate of crispy 

deep-fried onion rings. 

BLUE RIBBON BAKERY
The razor-sharp balance of 
Billecart-Salmon Brut Rosé 

rounds off  the sweetness 
of a cherry-topped hot fudge 
sundae at Manhattan’s West 

Village institution. 

++ +

BUBBLEDOGS
 Two Per Se alums match 
champers with hot dogs 
at their popular London 

eatery. Try the Pierre 
Péters Les Chétillons 2005 

with any frankfurter. 

+

Sparkling wines have long accompanied 
aristocratic bites such as foie gras and 
caviar. But now chefs and bartenders 

on both sides of the pond are discovering 
how perfectly bubbly mates with pub 

grub. “The acidity and eff ervescence cut 
through heaviness so well,” says Sandia 

Chang of London’s Bubbledogs. Here, four 
surprising match-ups that prove high-low 

is the way to go. —Jessica Colley

PAIRINGS THAT POP

DRY AND DUSTY  El Gran Garage, from Private, captures what 
was once a Greyhound lot in Winslow, AZ.

BUY THE BOOK 

LOOKING WEST
Fresh off  an exhibition of her celebrated 
nudes at the Louvre, Los Angeles–based 
Mona Kuhn debuts her latest monograph 
this month. Private (Steidl) documents 
the photographer’s literal vision quest in 
the American West: “I spent a lot of time, 
about two years, traveling and submerging 
myself in the desert,” she says. (Many 
of the starkly evocative images will be 
on display at the Grand Palais in Paris in 
November.) Kuhn will also show her series 
“Acido Dorado” at Edwynn Houk Gallery in 
New York in early September, following a 
successful run at London’s Flowers Gallery.
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WHAT ’S NEWS

THE BEAUT Y OF 

SCENT 
MEMORY

Violet-spiked Le Dix, 
herbaceous La Fuite 
des Heures, citrusy 
Quadrille. More than 
half a century after 
they were launched, 
Cristóbal Balenciaga’s 
fragrances remain 
the stuff of Internet-
search legend. Even after 
the Spanish couturier 
retired in 1968, it was the 
brand’s decade-spanning perfume hit 
parade—Cialenga and Michelle in the ’70s, Prélude and 
Rumba in the ’80s—that provided it with a lifeline to its revival as a 
high-fashion house in the new millennium. Following the success of Coty 
Prestige–helmed Balenciaga Paris and Florabotanica, the house introduces 
B. Balenciaga, creative director Alexander Wang’s first fragrance, this fall. 
The frosted-glass flacon echoes the marble tiling of the original Paris salon, 
but a throwback this is not—the unique green floral, stitched with traces of 
soft woods, is what 21st-century couture dreams are made of. —C.E.

From left: Diana Vreeland 
inspires Perfectly Marvelous; 
with Girl, Pharrell Williams 
does for unisex scents what 
he did for Buffalo hats; the 
bouquet of Oribe Canales’s 
hair-care line gets its own 
parfum, Côte d’Azur; Narciso 
Rodriguez releases another 
eponymous riff; coffee (not 
cognac) plays muse in Kilian 
Hennessy’s Intoxicated; 
and a desert flower inspires 
Byredo’s Mojave Ghost. For 
details see Sources, page 174. 

POP 
ROCKS

Atelier Swarovski 
introduces its first 

collection of one-of-a-
kind rings, bracelets and 
necklaces featuring gems 

set in 18-karat gold, 
designed by Matthew 

Campbell Laurenza and 
inspired by fantastical 

organic forms. (This 
lavish reptilian 
piece retails for 

$118,000.) 

SEASONAL OLFACTIVE DISORDER
As the annual fall fragrance deluge hits stores, these six standouts will help you sniff 

through the clutter (and minimize the chaos). 

This September, conceptual artist Allan McCollum 
brings The Shapes Project: Perfect Couples to Petzel 
Gallery in NYC, the latest iteration of his ongoing 
mathematically inspired series. McCollum, who 
is known for using methods of mass production to 
create unique objects, began The Shapes Project in 
2005 as an exploration of identity. Perfect Couples 
continues that line of inquiry, “displaying the 
idea of unique individuals forming relationships,” 
McCollum says. “All aspects between couples are 
possible to see when you look at the project.”  
The 300 parts are cut from New England maple and 
colored in acrylic paint—this is McCollum’s first 
use of color in the series—and can be put together 
in 30 billion combinations. —Sade Strehlke

ON DISPL AY 

TWO OF A KIND

Above: The Shapes Project: A Collection of 48 Perfect Couples 
(2005–2012).

- Hollywood, Los Angeles -

Piaget Limelight Gala,
White gold watch set with diamonds.
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WHAT ’S NEWS

ACCESSORIES REPORT  
BAGS ABROAD
The Belgian luxury leather goods 
brand Delvaux—founded in 1829 
and named the official purveyor 
to the court of Belgium since 
1883—has strong roots in the past. 
Come this fall, it will embrace the 
future with the launch of three new 
stores: in Paris’s historic Galeries 
du Palais-Royal, on London’s 
Old Bond Street and on Tokyo’s 
tree-lined Omotesand-o avenue. 
Artists Martine Feipel and Jean 
Bechameil, working with architect 
Tiziano Vudafieri, developed 
an elegant retail aesthetic that 
echoes the brand’s famous bags: 
A calm white-on-white palette 
and sinuously curving lines recall 
classical influences, while small 
boxes and hidden compartments 
in display cabinets lend an aura of 
Alice in Wonderland–like whimsy.
For details see Sources, page 174.

THE WILD RABBIT, OXFORDSHIRE  Nestled in the Cotswolds, the 12-bedroom Wild Rabbit is dotted with cozy 
fireplaces and dogs and housed in a stone building from 1750. The fine-dining restaurant and traditional pub bar 
proudly emphasize local produce. thewildrabbit.co.uk

CROMLIX, PERTHSHIRE  Close to his hometown of Dunblane in Scotland, tennis champion Andy Murray bought 
and restored this five-suite, 10-bedroom Victorian mansion, which reopened in April as a hotel. Guests can go 
fishing in the estate’s private loch or play tennis on the fittingly state-of-the-art court. cromlix.com

HECKFIELD PLACE, HAMPSHIRE  Set in an 18th-century manor house 
with 60 acres of gardens, Heckfield Place, with its large spa, is due to 
open this winter with Skye Gyngell, formerly of Petersham Nurseries, 
as its culinary director. heckfieldplace.com

LIME WOOD, LYNDHURST  Located inside a national park, this 29-room 
polished idyll has its own helipad, a three-story spa and a rooftop 
gym. The whitewashed scullery kitchen serves a breakfast buffet that 
includes salmon smoked on-site. limewoodhotel.co.uk

THE MANOR AT WESTON-ON-THE-GREEN, OXFORDSHIRE  An hour from 
London by car, this 12-acre escape dates to Norman times and now has 
a heated pool, tennis courts and a croquet lawn. The property has 25 en 
suite rooms and a fine-dining restaurant headed by Larry Jayasekara, 
a former chef at Le Manoir aux Quat’Saisons. themanorweston.com

HOT PROPERTIES 

MODERN PASTORAL 

HALE BRITANNIA  
From top: The Wild 
Rabbit, owned by  
Lady Carole Bamford, 
founder of Daylesford 
Organic; at Cromlix, 
celebrated chef Albert 
Roux oversees the 
restaurant; the Manor 
offers cooking lessons  
to its guests.  

Historically, the British country-house hotel was a holi-
day destination governed by stiff-upper-lipped service, 
strict dress codes and restrictive dining times. That 
began to change in 1998, when the Soho House group 
opened Babington House in Somerset to cater to city 
slickers, paving the way for the relaxed yet indulgent 
rural retreats—like the five below—that have cropped 
up in the past few years. “People want casual service,” 
says Lady Carole Bamford, whose staff at the Wild 
Rabbit wears Converse sneakers and jeans. “They don’t 
want formality anymore—it’s old hat.” —Alicia Kirby

WILD HEART
To benefit wildlife 

conservation groups, 
pearl producer Assael 

is launching a 
collection of pendants 
inspired by the animal 

kingdom (at left, a 
black bear with brown 
diamond eyes). Each 

piece will boast a 
baroque South Sea 

pearl and an 18-karat-
gold creature. From 
$5,600. For details  

see Sources, page 174.
FENDI.COM
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WHAT ’S NEWS

BY BREKKE FLETCHER   ILLUSTRATION BY THE HEADS OF STATE

THE CULT OF 

CH-CH-CH-CHIA!
With mass distribution, a sponsorship deal at this month’s  

U.S. Open—and an estimated $100 million in revenue by 2015— 
the Chia Co is poised to lead a global health-food revolution.

SITTING IN AN AIRY conference room inside the Chia 
Co’s SoHo offices in New York City, founder John Foss 
and his chief marketing officer and sister-in-law, April 
Helliwell, are spooning up some of the four newest fla-
vors of Chia Pod. The healthy breakfast snack comes 
in eight flavors, including strawberry, lemon and date, 
dark cacao and coffee, mixed with almond or coconut 
milk and—of course—chia seeds. The orange-hued, 
snappily packaged Pods are just one part of the com-
pany’s expanding range of chia-related products, 
including heat-and-eat Chia Pod Oats and Chia Pod 
Bircher Müesli. When faced with the inevitable ques-
tion about the relationship between his chia products 
and those kitschy terra-cotta planters known as Chia 
Pets, Foss shrugs and laughs. “It’s fine. If that’s how 
people first found out about chia, we don’t care.”

Foss, who hails from the Kimberley region of 
Western Australia, is first and foremost a farmer. It’s 
his agricultural expertise—along with a die-hard belief 
in the importance of sustainable crops with a high den-
sity of nutrients—that has helped make chia a dominant 
part of the current health-food market. He describes 
the Chia Co’s mission with the vigor of a Sunday-
morning preacher: “First, we identify the places that 
have the right latitude in the chia band—the crop grows 
best within 15 degrees of the equator, north or south—
as well as the right climate, the right access to water 
and irrigation and the right soil.” Using Google Maps, 
Foss locates farms around the globe, from Nicaragua to 
Tanzania and Kenya, for potential partnerships. “Then 
we travel to those farms to meet the farmers and under-
stand their vision,” he adds. “We partner with farmers 

who want to make a difference, who are passionate 
about growing a crop for the long term.” 

So what is chia, exactly? Simply put, it’s a flowering 
plant in the mint family. Since its recent identifica-
tion as a superfood, chia has soared in popularity. 
But Foss believes that chia has more staying power 
than paleo diets or the latest juice cleanse. According 
to nutrition expert Ashley Koff, chia is packed with 
fiber and omega-3 fatty acids, as well as amino acids 
and some antioxidants. Koff recommends chia to her 
clients, but only as part of a balanced diet. “If you add 
one serving of chia or a whole-food product contain-
ing chia at all three meals, you’ll do well digestively 
and see health benefits.” 

Chia seeds form a gel in liquid, absorbing 16 times 
their weight in water. The fiber helps clear waste out 
of the body, and, says Koff, “you can get full by eat-
ing less.” Not surprisingly, chia is a favorite among 
fashion models (including Doutzen Kroes, Lara 
Stone, Miranda Kerr and Karolína Kurková) as well as 
Gwyneth Paltrow, who has championed the wonders 
of chia on her website, Goop. That said, Koff warns, 
“Just because something has chia in it, it’s not neces-
sarily good for you.” Drizzling chia seeds on your ice 
cream sundae won’t make the calories evaporate.

Chef Seamus Mullen, owner of the restaurant 
Tertulia in lower Manhattan, swears by the seeds. 
“They’re neutral in flavor and very versatile. They 
don’t represent much more than texture. I’ve used 
them in crackers and in vinaigrettes to give an extra 
dose of good fat.” Mullen has battled rheumatoid 
arthritis, and though he doesn’t describe chia as a sil-
ver bullet, he believes that adding chia to his diet has 
helped his overall health immensely. “Hardly a day 
goes by that I don’t eat it myself,” Mullen says.

Back at the Chia Co, Foss and his team, which 
includes his wife, Kay, keep the focus on sustainable 
growth, hoping to capitalize on the expansion of the 
global chia market. (Founded in 2003, the company 
now has 45 employees and satellite offices in London 
and Melbourne.) “Part of the reason for the success and 
profitability of the company is that we are fully inte-
grated from the farm to the consumer,” Foss explains, 
“and we deliver as much profit as possible back to the 
farmers, so they can continue to grow chia.”

Reaching $100 million in revenue in 12 years is 
remarkable for any start-up, but Helliwell argues that 
it took even less time. “The first few years we were 
just farming”—not selling chia—“so it’s more accu-
rate to say we will have reached $100 million in five 
years.” With products currently sold in 36 countries 
(available at Whole Foods and Walmart in the U.S.), 
the Chia Co now is making its biggest marketing 
push ever as one of the sponsors of the U.S. Open. “I 
look at the truly global brands—Champagne brands, 
beverage brands—but there is no global health-food 
brand,” Helliwell says. 

Success has not changed the simple three-
pronged approach that Foss swears by. “I want it to 
be economically sustainable, socially sustainable 
and environmentally sustainable,” he says. “Now it 
is just managing the growth, people, resources, pro-
duction, tying it all together and making the most of 
this opportunity.” 
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Mary Helen Bowers, Esther Gauthier and Taryn Toomey have more in 
common than enviably toned bodies and innovative workout classes of 
their own creation. Whether it’s discovering art or decorating interiors, 
these three New York City-based fi tness gurus fi nd ways to balance 
body and mind, for their devoted clients and themselves. —Sade Strehlke

After dancing with the prestigious New 
York City Ballet for a decade, Mary Helen 

Bowers took her fi nal bow in order to 
pursue a bachelor’s degree in English liter-
ature at Columbia University. While there, 

the Charlotte, North Carolina, native 
searched for a way to regain her former 

physique. She wanted a routine that was 
not only challenging, but also emotion-

ally fulfi lling. After graduating, Bowers, 
35, created Ballet Beautiful, a program 

devised to give women the grace, strength 
and endurance of a professional ballerina 

by using highly targeted and repetitive 
moves. After Bowers trained Natalie 

Portman for her Oscar-winning role in the 
2010 fi lm Black Swan, the Ballet Beautiful 
program gained a cultlike following, and 

Bowers launched an interactive online 
class to keep up with her clients anywhere 

in the world. Bowers’s SoHo studio is a 
favorite of celebrities, models, fashion 

editors and busy New York City moms who 
crave a unique fi tness experience that 

involves no grunting, minimal sweating 
and lots of pirouettes. 

MARY HELEN 
BOWERS 

BALLET BEAUTIFUL

7. What’s your approach to decorating? 
I love white linens and walls mixed with antique Victorian 
furniture. Down pillows from Matouk are a favorite. 

8. What are your essential grooming products? 
I became completely obsessed with body oils while pregnant. 
Miranda Kerr’s line of Kora Organics makes a beautiful rose-hip 
oil. I also love Fresh’s Ancienne Honey face mask.

3. What inspires your 
fashion sense? 
 I love bringing my ballet 
style to the street. All of the 
vintage photos of Ballets 
Russes are so inspiring.

4. What’s your most 
cherished pair of shoes? 
My Ballet Beautiful fl ats 
in pink leather. They’re 
lightweight and made for 
dancing, but with a sole 
that you can take out onto 
the street.  

5. What is your favorite 
piece of artwork? 
I adore the tapestries at the 
Musée de Cluny in Paris!

6. Who’s your style icon?
Audrey Hepburn, who 
made ballet slippers look 
so chic.  

1. What is your preferred place 
to exercise?
The Ballet Beautiful studio in SoHo. It’s a 
big, airy loft fi lled with windows and fresh 
fl owers. It’s the perfect place to escape 
from the pressures of daily life in NYC.

2. What’s your favorite destination? 
Guana Island in the British Virgin Islands. 
Crystal-clear water, daily swims with sea 
turtles and endless tropical fruit.  
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7. How would you describe your decorating style? 
A mix of modern and vintage. I have a beautiful farm table mixed 
with a Montauk sofa [above] and an authentic Paul McCobb desk. 
My colors are wood, charcoal, white and a touch of dark blue. 
I adore the Atelier d’Art collection of hand-painted porcelain by 
my mother, Marie Gauthier. 

8. What museum do you most like to visit? 
I love the Museum of Arts and Design in New York.

9. What’s your go-to piece of workout equipment?
My yoga mat and my yoga block so I can lie in “fi sh pose” and 
relax. It’s such a good posture to open up and release stress. 
To me, fi tness is part of a whole healthy lifestyle. It’s not about
building the most perfect body but more about embracing 
your inner self. 

3. What’s your 
favorite restaurant in 
New York City? 
There are so many I love— 
Lovely Day on Elizabeth 
Street, Rosette on East 
Broadway [bottom left] 
and Edi & the Wolf [right] 
on Avenue C. 

4. What was a recent 
investment piece? 
Parme Marin jewelry. 
The designer is such an 
amazing artist. 

5. Who is your fashion 
icon?
I am a big fan of Lauren 
Hutton, and the Doillon-
Gainsbourg family [right, 
Jane Birkin]. They all 
look so fabulous to me. 

6. What’s your favorite 
outdoor exercise spot? 
The East River Park for 
a run. I live in the East 
Village, and the park is 
only two blocks away. 

1. What’s your preferred workout? 
I just love aquacycling, which was the 
reason I decided to bring the concept to 
New York. Our studio is gorgeous, and 
the classes make me feel so happy. 

2. What are your travel essentials? 
Tortoiseshell sunglasses by Ray-Ban, 
and a tiny travel kit including a tooth-
brush, moisturizer and Christian Dior 
rose lip balm. 

Introducing a new spinning class in 
a city as cycle obsessed as New York can 

be a delicate endeavor, but when Esther 
Gauthier opened AQUA studio in Tribeca 

last year, it immediately made waves. 
Now AQUA, which off ers underwater-
cycling classes, has waiting lists that 

rival its drier competitors. Gauthier, 31, 
who hails from France, arrived in NYC 

eight years ago and initially worked for a 
fashion photographer. However, with two 

degrees, from Paris Dauphine University 
and the Sorbonne, she was eager to start 

her own business. By chance, she took 
a water spinning class on vacation in 

Paris and immediately decided to import 
the idea stateside. Cycling in water 

minimizes pressure on joints but also 
provides additional resistance, making 

AQUA’s classes a great option for anyone 
with injuries or looking to get fi t in a 

gentler way. Gauthier, never one to rest 
on her pedals, is planning to expand 

AQUA soon, with more locations in New 
York City and in other states.

ESTHER 
GAUTHIER

AQUA STUDIO
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Taryn Toomey’s “the class”—a blend 
of boot camp–style athleticism and yogic 

breathing techniques—gained traction 
almost immediately after it was launched 

in the fall of 2013. The 75-minute class, 
which aims to strengthen the body  

and clear the mind, started in Toomey’s 
apartment building but quickly migrated 
to a small Tribeca studio, where sessions 
sell out a week in advance (Naomi Watts 

is a fan). Toomey, 35, has taught fitness 
classes since she was 18 and gained  

her yoga certification at Yoga Union under 
 Alison West. After dabbling in fashion, 

she returned to fitness but yearned for 
something new and challenging. This led 

Toomey to conceive her minimally named 
fitness program, which forgoes tradi-

tional weights and props, employing only 
the body’s own resistance. Toomey takes 

clients through a litany of movements set 
to upbeat tempos, while focusing on one 

body part at a time. The result, she says, 
is that muscles ache, because change  

is happening. 

TARYN TOOMEY
THE CLASS

4. What’s the most deli-
cious cocktail you’ve 
tasted?  
A Tahitian Blush. It has 
rosé, Maurin Quina, Cocchi 
Americano, lemon, ginger 
and strawberry. I had  
it at Navy, and it was the 
perfect drink.  

5. What museum do you 
most like to visit? 
The Metropolitan Museum 
of Art. 

6. What is your favorite 
shop abroad?  
Alaïa, in Paris. I only visited 
it once, but it left a mark. 
When I worked at Dior,  
I was lucky enough to get to 
go to the shows in France. 

7. What is your favorite travel destination?  
Mustique island in the Caribbean. I once brought home a  
piece of driftwood that my husband and I found on the  
beach there. It’s huge and bizarre, but it makes me laugh. 

8. Do you have a fitness icon of the past or present? 
Jane freakin’ Fonda!
  
9. What’s your most cherished pair of shoes? 
It’s a tossup between No. 6 clogs and way-too-high,  
but oh-so-sexy Jerome C. Rousseau patent heels. 

1. What’s your favorite discovery? 
The bike trails in Martha’s Vineyard.  
You’re in the middle of a forest, no one in 
sight, streaming down paths—it’s magical. 
 
2. What is your preferred place to 
work out?  
It’s not about the place to work out. It’s the 
people who are creating the energy in  
the room together [below, Toomey’s studio].

3. What are your essential grooming 
products?  
Face products by SkinCeuticals.  
Mio Skincare for body and Bulgari au  
Thé Vert perfume. And coconut oil! 
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SHADES OF GRACE  A pastel palette lightens up even the heaviest topcoat. From left: 
Burberry Prorsum llama and wool coat and silk dress; Fendi wool coat and Dior dress; 
Chloé shearling coat and 3.1 Phillip Lim skirt; Hugo wool coat and Jil Sander dress.  
Jil Sander shoes (on all).

PHOTOGRAPHY BY DRIU & TIAGO   STYLING BY ZARA ZACHRISSON

Fall for outerwear—from the structured to the slouchy—that sweetens  
the season in a candy shop’s worth of colors.

TECHNICOLOR DREAM COATS

MARKET REPORT.fashion & design forecast september 2014
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FRESH MINT  An unexpected color makes every silhouette, from a cropped jacket to  
a belted overcoat, feel current. From left: Dolce & Gabbana cotton coat and Tome dress; 
Kenzo wool and alpaca jacket and Chanel wool tweed coat; Altuzarra wool coat and 
Dolce & Gabbana dress; Missoni wool coat and Gucci dress. Jil Sander shoes (on all).

WSJ. MAGA ZINE

FUZZY LOGIC  Break out of old habits by opting for outerwear in interesting  
textures. From left: Céline silk and wool coat and dress; Jil Sander wool coat and 
Altuzarra dress; Akris lambskin sleeveless jacket and Altuzarra dress; Bottega 
Veneta shearling lambskin coat. Stella McCartney shoes (on all).
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NEW HUE  Mid-length coats get an update with cool blues and platform brogues. 
From left: Givenchy by Riccardo Tisci wool coat and Marc Jacobs skirt; Tod’s 
cashmere coat and Trademark dress; Marc Jacobs alpaca and wool coat and dress; 
Dior angora and wool coat. Jil Sander shoes (on all).

UMBER ARMOR  Look collected but not conventional in a matching  
ensemble that’s anything but basic black. From left: Coach wool coat and  
Victoria Beckham dress; Donna Karan New York alpaca and silk coat and Sportmax 
dress; Stella McCartney wool coat and Trademark dress; Oscar de la Renta alpaca and 
silk coat and dress. Stella McCartney shoes (on all). 

Models, Iana Godnia at Major, Dasha Gold at Next, Carly Moore at The Society and Anna Piirainen at Wilhelmina;  
props, Lisa Gwilliam; hair, Shin Arima; makeup, Stevie Huynh; manicure, Michina Koide. For details see Sources, page 174.

WSJ. MAGA ZINE
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SPANX FOUNDER Sara Blakely, 43, stands atop 
a three-story construction site in Atlanta’s 
uptown Buckhead district, surveying the city’s 
skyline and blinking in the hot afternoon sun. 

By February, this will be the view from the company’s 
rooftop garden, and the cavernous floors below—com-
prising 86,000 square feet—will be the site of Spanx’s 
new offices, selected to accommodate Blakely’s staff 
of 160. Men in hard hats and yellow vests scale the 
scaffolding, consult blueprints, maneuver cranes. She 
turns and smiles. “All this because I didn’t like how my 
butt looked in white pants,” she says.

Blakely’s success story began in 1998, when, as 
a door-to-door fax-machine salesman fed up with 
bunching pantyhose, she created a proprietary slim-
ming version designed to lie smoothly under pants. 

Oprah hailed it as one of her favorite products of the 
year in 2000, causing demand to explode among 
middle-aged housewives and red-carpet starlets 
alike, and leading to the creation of a full line that 
now encompasses more than 200 garments, from 
body shapers and bras to menswear and, beginning 
this fall, jeans. 

Though she leads a company valued at more than 
a billion dollars, Blakely still primarily identifies 
as an inventor. Since she does her best thinking in 
the car (the idea to call her product Spanx came to 
her while she was stopped at a red light), she often 
extends her normal six-minute morning commute 
to an hour, driving aimlessly to allow her mind 
to wander. Wherever she goes, she carries a large  
spiral-bound Mead notebook, compulsively filling it 

with scribbles, notes and inspirations.
The mother of three has a salesman’s facility 

with first names and an almost clinical ease about 
assessing other women’s bodies, fixing an 
unabashed stare on the behind of a model as she 
walks by. “I look at butts all day,” she says. “That’s 
normal. I don’t get in trouble with HR.” The com-
pany channeled its founder’s easygoing relatability, 
leading customers to develop an emotional attach-
ment to the product and eliminating the need for 
advertising. Blakely estimates that roughly three 
times a day a woman on the street will recognize her 
and flash her Spanx, a gesture that has become a 
kind of secret handshake among the brand’s adher-
ents. It’s a testament to the fact that in America, a 
little winking vanity can go a long way. >

BY CHRISTOPHER ROSS   PHOTOGRAPHY BY AUDRA MELTON

The self-made billionaire behind Spanx, which launches a line of jeans this fall, is an inventor at heart.

TRACKED

SARA BLAKELY

COVER GIRL 
Spanx founder Sara 
Blakely in her office. 
Lining the wall  
behind her are 120  
Life magazine covers. 
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60
countries 

where Spanx are sold worldwide, including 
China, Italy and United Arab Emirates.

200
people 

waiting in line at 10 a.m. for the  
opening of the stand-alone Spanx store  

(of which there are eight nationally)  
in Tampa, FL, this summer.

$250 
to trademark the word Spanx in 2000.  

She changed the ks to an x at the last minute.

2
ideas 

for her next inventions: lipstick that stays 
on and comfortable high-heeled shoes. 

11
questions 

asked by her son’s prekindergarten class-
mates before they correctly guessed  

her identity (she was wearing a disguise).

8
minutes 

The typical length of Blakely’s stand-up 
routine when she was an aspiring comedian 

before she started Spanx.

93
Age of Blakely’s grandmother, who  

still wears Spanx and is especially a fan  
of the “Bra-llelujah.”

$24 million
Amount the Sara Blakely Foundation  

has donated to support education and  
female entrepreneurship.

4
days 

Time Blakely’s husband, the rapper and 
 entrepreneur Jesse Itzler, spent in a 

wheelchair after running more than 100 
consecutive miles for charity. 

5:24 p.m.
Drinks at Yebo

with a few of her best girlfriends; Blakely 
has a margarita. Chevy Arnold, on the  

far left, was Spanx’s first customer. 

12:12 p.m.
Queries a model

about the fit of the jeans the 
company is launching  

this fall. At left, doodling in 
her notebook.

1:05 p.m.
Inspects
the new office mascot,  
the affectionately nick-
named “Panty Lion”  
(held here by a colleague).

 11:03 a.m.
Hops into
her Toyota minivan to drive to the  
office. The vehicle is the object of some 
derision at work, but her son is a fan.

2:45 p.m.
Takes a tour
of the construction site  
for Spanx’s new Atlanta  
offices with project  
manager Robert Mills.

10:27 a.m.
Gets ready

to enter her 5-year-old son Lazer’s 
classroom at the Galloway School  

as a disguised “mystery reader.”
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OPEN KITCHENS are a standard feature 
of many fine-dining establishments. At 
n/naka, all the action takes place out 
of view. The only sign that something 

extraordinary is happening on this corner of the 
little-known Palms neighborhood in West Los 
Angeles is a small moat of rocks with several bonsai 
trees out front. 

Chef Niki Nakayama crafts 13-course tasting menus 
that feature exquisite, meticulously plated food, such 
as blue crab–stuffed zucchini blossoms accompanied 
by a quenelle of curry salt–dusted carrot sorbet, a dol-
lop of mirin-soy–rice vinegar jelly on the side and a 
purple nasturtium perched on top. Yet Nakayama, 40, 
makes a conscious choice to remain behind a parti-
tion, simply because she’s had trouble with customers 
noticing the obvious—that she’s a woman.

At a sushi bar where she worked before opening 
n/naka in 2011, a Japanese man once walked in, saw 
her behind the counter, did an about-face and left. 
“He thought, ‘This can’t be a real sushi restaurant—
or a good sushi restaurant,’"” says Nakayama, who is 
trim and compact at 5-foot-1. 

The style of Japanese food she serves at her 

26-seat restaurant—a spa-like space of wood panels 
and soft lighting—is even older and more traditional 
than sushi as we know it today. Called kaiseki, it is a 
formal procession of courses with roots in ancient 
Buddhist ritual. It is also prepared almost exclusively 
by men. In fact, Nakayama may be the only female 
kaiseki chef not just in America, where she was born, 
but in the world—which makes her pretty conspicu-
ous, the last thing she wants to be. 

“People should just come in, focus on the food, 
and then, after they’ve had their experience and 
decided what they think, I can go out and say hi,” 
Nakayama says. 

To fully absorb the kaiseki experience, focus is 
indeed required. The menu emphasizes seasonality, 
and the courses are structured to showcase ingredi-
ents using a sequence of preparations: A raw dish is 
followed by a grilled dish, then a braised or steamed 
dish, then a fried dish and so on, from light to heavy 
to light again. Designed to accompany tea ceremo-
nies in monasteries, kaiseki began in 16th-century 
Japan as beautifully presented yet austere vegetar-
ian fare. Over the centuries, the cuisine evolved to 
encompass a nearly opposite concept: food as luxury, 

a feast for a crowd. (There are actually two different 
ways of writing the word kaiseki in Japanese: One 
refers to the simple, monastic interpretation, while 
the other refers to a banquet.) Nakayama makes what 
she calls “modern kaiseki,” grounded in the Buddhist 
custom but open to interpretation. 

“The philosophy I take from the monks is that of 
appreciation, not to overindulge,” she says. “Some 
chefs think, ‘I want to use this ingredient, and if I can’t 
get this ingredient, my menu is ruined.’ It doesn’t 
work like that for me. I’ll take whatever’s good, avail-
able, in season—whatever says it wants to be cooked.” 

Nakayama’s simplest dishes are often her most 
memorable, such as dobin mushi, a traditional 
Japanese kelp broth served in individual teapots 
that contain a hunk of buttery sea bass and one large 
slice of maitake mushroom. On the other hand, some 
of her dishes are case studies in indulgence, such as 
unctuous, seared fatty tuna wrapped around uni with 
caviar and an Asian pear and soy glaze.

Despite such dynamic food, n/naka, like its chef, 
flies under the radar in Los Angeles. Though dinner 
can cost $165 per person (without wine pairings), 
you’re less likely to see A-list actors here than you are 

a family of four who have been following Nakayama 
since her sushi chef days—and who applaud when she 
arrives at the table post-meal to say hello. The people 
who know the restaurant are food lovers and, tell-
ingly, other chefs. 

“If you’re doing something interesting and dif-
ferent, word gets around industry-wise,” says 
Jessica Koslow, chef-owner of hot spot Sqirl in East 
Hollywood. For Koslow, the standout aspect of 
Nakayama’s cooking is her marriage of flavors: “She 
pairs things that are so different yet so amazing 
together. I had scallop with uni and strawberry,” she 

says. “There are very few places I go to eat and come 
back like, ‘Oh my God, it blew my mind.’"”

Michael Voltaggio, chef at L.A.’s critically 
acclaimed Ink (and Top Chef season-six winner), says 
n/naka has “a reputation among chefs.” He recently 
visited for the first time on the recommendation of 
his sous-chef and left with a phone full of photos—a 
piece of tuna carved to look like a rose, fish served in 
a hollowed-out tangerine—and a serious admiration 
for Nakayama. “One course was this tree leaf with 
beef on it, presented on a grill,” Voltaggio says. “At 
first, I thought the leaf must be ceramic. It wasn’t 
on fire, but the piece of meat was cooking. It was the 
most incredible thing I’ve ever seen in my life. 

“She’s playful with something traditional,” he 
continues. “She uses kaiseki as a foundation to do 
something different. And she’s not afraid to chal-
lenge you.”

Nakayama credits her background with giving her 
the tools to steer kaiseki in a contemporary direc-
tion. Born in what’s now considered Koreatown to 
Japanese parents who worked as fish distributors 
(they remained business partners even after divorc-
ing, when Niki was 12), Nakayama grew up with a love 

for food. At her mother’s suggestion, she attended culi-
nary school and, after graduating from the Southern 
California School of Culinary Arts in Pasadena (now 
Le Cordon Bleu College of Culinary Arts), landed a job 
right away at the celebrated sushi restaurant Takao,  
in Brentwood. She considers chef Takao Izumida a 
mentor, who “taught me so much about Japanese 
food.” But it wasn’t until she moved to Japan, at 23, 
that she learned about kaiseki, working in a ryokan—
a type of family-owned inn where kaiseki is typically 
served—run by her cousins. That experience served 
as the inspiration for n/naka, though Nakayama knew 

there were some elements of kaiseki that wouldn’t 
translate in America.

“Traditional kaiseki is a tough sell,” she says. 
“There may be a course where you just get one big 
radish. If you love radish, that’s great. If you’re not 
a fan of it, you’re like, ‘What the 
heck is this?’ Luckily, because I 
grew up here I understand and 
love American food. I’m fortu-
nate to be able to bridge those 
two worlds.”

The evolution and imple-
mentation of Nakayama’s ideas 
on kaiseki took nearly 20 years, 
during which time she ran two 
restaurants in Los Angeles: her 
sushi restaurant, Azami, and, 
later, Inaka, a casual takeout 
spot by day that offered omakase 
tasting menus at night. Despite her early successes, 
for many years her family assumed that her interest 
in cooking was nothing more than a hobby, thanks 
to persistent cultural mores. “They taught me the 
best that they could,” she says, “but they were not 

seriously thinking it would be a career for me.” 
Over Sunday brunch at Nakayama’s two-story 

home in suburban Arcadia (lobster claw, mushroom 
and jack-cheese omelets; thick-cut bacon; pancakes; 
greens; sunny-side-up eggs), with her sous-chef and 
life partner, Carole Iida, Nakayama tells a story about 
a big-time chef from Hawaii visiting the restau-
rant. After he discovered halfway through his meal 
that the chef was a woman, “the servers told me he 
started commenting, ‘Oh, this is so cute! This is what 
girls do! This is so feminine!’"” Nakayama says, smil-
ing but clearly still outraged. “I was like, ‘I’m going 
to go out and stab him!’ There’s nothing worse than 
when people know we’re female chefs and say, ‘This 
is cute.’ That word is so infuriating.” 

Her answer to such thinking has always been hard 
work. Nakayama doesn’t party after service; a 3 a.m. 
stop at a taco truck near her house is as wild as her 
nights get. She spends most of her time hanging out 
with Iida and their dogs, Sammi, Hailey and Miso. 
Her mother and siblings live close by, but they rarely 
visit. And her house looks barely lived in. While pre-
paring brunch, she and Iida had difficulty locating 
the measuring cups. 

“We spend so much time at the restaurant, there’s 
no furniture at the house,” she says. “Nobody ever 
has time to decorate.”

Nakayama even takes work home with her. In 
her modest backyard, with the help of Dan Allen of 
urban garden design outfit Farmscape, she cultivates 
Japanese vegetable and herb varietals, as well as other 
plants, to exacting specifications. These ingredients, 
which mimic what’s in season in Japan, drive the menu 
at n/naka—carrots, mitsuba (Japanese wild parsley) 
and nasturtium are all represented, along with vari-
ous microgreens and tiny, flowering cucumbers she 
uses as garnishes. Allen grows what Nakayama asks 
for: blueberries with eight percent versus four percent 
sugar; tomatoes with the most delicate skin possible; 
shiso with the appropriate softness (the leaves become 
rougher as they get larger). Though he is the main 
gardener, Allen says that Nakayama “likes to get her 
hands dirty” and describes her as uniquely collab-
orative. “The extent to which she views the work as a 
conversation is different,” he says. “She spends a lot of 

time listening.”
For Nakayama, there’s little 

ego in cooking. She’s a perfec-
tionist at work (she claims 
there’s a “kitchen Niki” who 
curses and gives staffers the 
finger when they mess up), yet 
she outlines a few scenarios in 
which she’d walk away from 
it altogether. “I see myself at 
n/naka for maybe 10 years, 
max,” she says. “And then, I 
don’t know. If anything, I’d 
probably just retire from cook-

ing. If there came a day when I didn’t enjoy this job 
anymore, it would be a clear sign to quit. That, or 
three Michelin stars.”

She adds with a laugh, “Michelin doesn’t even 
come to L.A. That’s why that joke is so funny to me.”  

“THERE’S 
NOTHING WORSE 

THAN WHEN 
PEOPLE KNOW 
WE’RE FEMALE 

CHEFS AND SAY, 
‘THIS IS CUTE.’ ”

–NIKI NAKAYAMA

BY MARIA FONTOURA   PHOTOGRAPHY BY AYA BRACKETT

At her Los Angeles restaurant, Niki Nakayama cooks modern 
dishes inspired by an ancient, multicourse Japanese meal—and 

she may be the only woman in the world doing it. 

FIRST IN HER CLASS
EPICUREAN TRAVEL

NAMING RIGHTS  
Nakayama (pictured 

here) says n/naka 
(below) is a play 

on her last name, 
which translates 

roughly to “inside 
the mountain.” 

CHANGE OF 
COURSE    

An updated take on 
sashimi featuring 

seared fatty tuna, 
uni, caviar  

and Asian pear.

HOMEGROWN  
Nakayama’s menu 
at n/naka features 

produce from the 
chef’s own backyard.
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I N A DARK STUDIO inside New York’s Chelsea 
Piers, model Edita Vilkeviciute, clad in lacy 
black lingerie, strikes a pose and aims a sultry 
look at the camera. “Chin up!” instructs pho-

tographer Daniel Jackson, who is shooting a holiday 
fashion campaign. She shifts her hips from side to 
side and drops her left shoulder. Out of the corner of 
her eye, she watches the edge of the shadows where 
the slinky, six-foot-four figure of choreographer 
Stephen Galloway, 47, mirrors her every move. When 
she brings one foot over the other, he brings one  

foot over the other. When she leans forward, he leans 
forward. When her arm drifts languidly at her side, 
fingers pinching a small decorative gift box, his arm 
does exactly the same. 

“More down here,” Galloway tells her in an urbane 
drawl, accentuating the bend at the hips even more, 
his hand delicately grasping an invisible box. “Hold it 
like it’s this really precious thing.”

When Jackson signals that he’s got the shot, 
Vilkeviciute turns to Galloway and giggles, sidling 
up next to him in her towering heels. With arms 

around each other’s shoulders, they walk off set like 
two performers who have just completed a success-
ful pas de deux.

Galloway, a self-described “creative movement 
director” who has worked with top brands like 
Yves Saint Laurent and Gucci and photographers 
such as Juergen Teller and Inez van Lamsweerde 
and Vinoodh Matadin, occupies a unique place 
in the fashion world. Drawing on two decades of 
experience as the principal dancer for Germany’s 
Ballet Frankfurt, he imbues the physical tableaux 
of glossy ads and fashion editorials with a stylized 
language of movement—a turn of a wrist, a 
cocked head, an extended leg—that’s equal parts 
Balanchine and voguing. 

While he sometimes dictates specific actions, 
usually the process is subtler: Triangulating 
between photographer, model and himself, he cre-
ates a physical feedback loop that is informed by 
the brand’s vision for the campaign. He shadows the 

model, who in turn shadows him as he introduces 
new motions, amplifications and alterations—
an operation that can sometimes seem to verge 
on reflexive telepathy. Once, while working with 
Christy Turlington for YSL, Galloway wanted her 
index finger to move down a few inches on a frame 
she was holding. They caught eyes and made a  
connection, and Turlington winked at him as her 
index finger dropped, just as he’d desired.

For non–fashion insiders, his vocation might 
seem to strain credulity—a job so nuanced and spe-
cific to the world of appearances that it seems like 
something dreamed up by a Zoolander character. 
Yet he is in constant demand from the top names 
in the business. “Stephen is a pioneer in his field,” 
emails model Raquel Zimmermann. “He works like a 
magic mirror, seeing how the clothes will move best 
for me. He makes the process delightful.”

Though he’s best known for his unique dance-
meets-fashion synthesis, Galloway has found 
countless applications for his theatrical and bal-
letic expertise: He has designed iconic costumes for 
numerous ballet houses, done art direction for the 
discerning Issey Miyake, recorded two music albums 
and served as the choreographer on multiple Rolling 
Stones tours, which may make him the only man to 
quite literally have moves like Jagger.

Whether he’s massaging Kate Moss’s stance or 
blocking steps for a new performance, Galloway 
defines his mission as one of locating and elevating 
instances of true expression in motion. Tattooed on 
the inside of his left arm are the words Stay Focused. 
“You’re trying to capture that magical moment of 

BY CHRISTOPHER ROSS

Stephen Galloway has carved out a singular niche in the  
world of high fashion by coaching models (and the occasional 

rock legend) in the art of physical expression.  

MOTION REFLECTOR
SUI GENERIS

“WE SPENT WEEKS 
TRYING OUT 

DIFFERENT MOVES. 
I HOPE SOME  
OF HIS GREAT  

STYLE RUBBED  
OFF ON ME.”   
–MICK JAGGER
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elegance,” he says. “When it’s there, you 
know it. When they get it, you can feel it. 
And when you see it, you have to catch it. 
Because when that works, it sells every-
thing—the hair, the makeup, the dream.” 

That aspirational dream was one he 
voraciously pursued as a child. Raised in Erie, 
Pennsylvania, by his mother, he was studying 
copies of Vogue by the sixth grade. At age 10 he 
discovered the arts at the Martin Luther King Jr. 
Memorial Center, a local cultural institution, and 
fell into dance mostly by accident, when a produc-
tion needed boys with the strength to lift young 
female dancers. (“I was always the tallest,” he says. 
“I was like, I’m built for this.”) Seduced by the stage 
and the physicality of the medium, he thrived on 
the rigorous discipline required by classical bal-
let training and soaked in trips to Pittsburgh and 
Chicago to see the New York City Ballet troupe and 
Merce Cunningham shows. 

By the time he was a teenager, Galloway was an 
accomplished dancer. With the help of a National 
Foundation for Advancement in the Arts grant, 
he traveled to Europe and auditioned at the Ballet 
Frankfurt, where he was accepted at the age of 17. 
Under the tutelage of the company’s new direc-
tor, William Forsythe, one of the most influential 
figures in modern ballet, Galloway became the prin-
cipal dancer and developed the improvisational, 
flowing style that has become his trademark in a 
variety of fields. 

“Even at a young age, the refinement of his épaule-
ment—a complex set of coordinations that high-end 
ballet dancers have to know—was very sophisti-
cated,” says Forsythe. “It was clear that he was a star. 
He was daring and fearless. Anyone who saw him on 
stage could not deny it.”

Van Lamsweerde and Matadin, who were also 
starting their careers in Germany at the time, took 
note of Galloway. The photographers invited him 
to join them on shoots to consult on the framing 
of the models’ bodies. “We started out working 
with Stephen on developing a body language with 
the model Jessica Miller for a Calvin Klein ad cam-
paign,” van Lamsweerde says. “To this day, when 
other people work with [Miller], they say, ‘Give me 
a Galloway.’ We call him the third brain on shoots—
he really understands what it takes to make a great 
fashion image, and he has an incredible ability to 
connect with whomever he meets.”

Between his burgeoning career in the fash-
ion world and his duties at the Ballet Frankfurt, 
Galloway had his hands full. But then came a call 
during rehearsal one day that he couldn’t ignore: 
Would he be interested in coming to London to meet 
Mick Jagger? Recommended to the Rolling Stones 
by a friend, he was eventually invited to help cho-
reograph steps for Jagger to perform along to the 
music. “I set up a whole series of movements which 
I felt were, essentially, him doing him: a vocabulary 
of movement which he could then use at any point 
he wanted,” says Galloway. “I took what was already 
Mick and turned it up 500 percent.” For “Bridges to 
Babylon,” their first tour together in 1996, he and 

BODY POSTURE  
Galloway instructs 

many of the world’s top 
models on set. Clockwise 

from above: Raquel 
Zimmermann strikes  

a pose for French Vogue, 
2011; Daria Werbowy in 
French Vogue, 2009; an 

acrobatic 2009 Jean Paul 
Gaultier ad featuring 

Lara Stone; Zimmermann 
strides along a balcony  

for Nina Ricci, 2012. 

Jagger holed up in a tiny dance studio in Amboise, 
France, freestyling as they listened to everything 
from Prince to the Egyptian singer Oum Kalsoum. 
“His enthusiasm was so infectious,” Jagger emails. 
“I would always go out on stage and have fun when 
we were working together. We spent weeks trying 
out different moves. I hope some of his great style 
rubbed off on me.”

This year, for the first time, Galloway opted not 
to go on tour with the Stones as he retrains his 
attention on other projects. He resides primarily in 

Frankfurt, but like a good dancer, he doesn’t keep 
his feet on the ground for long. Romantically unat-
tached, he jet-sets between Los Angeles and New 
York for shoots. He is also working with his old 
mentor, William Forsythe, at the Boston Ballet and 
with a theater in São Paulo, and is helping to design 
productions for opera houses in Paris and Zurich. 
Galloway is hoping to break into film, too, where he 
sees an opening for the same kind of physical chore-
ography that he’s plied in fashion. “I feel like it’s the 
beginning of my second act,” he says.

LIVE-ACTION PLAY 
Clockwise from above left: 

Dree Hemingway aims 
high for French Vogue, 
2009; Mick Jagger on 

stage in 1998; Galloway 
and Gisele Bündchen. 

“HE WORKS LIKE A MAGIC 
MIRROR, SEEING HOW  

THE CLOTHES WILL MOVE 
BEST FOR ME.”

–RAQUEL ZIMMERMANN



the Hammer Museum; gallery owners; and artists of 
every generation. (Korek is also on the Los Angeles 
County Arts Commission.) Like a latter-day Peggy 
Guggenheim under the palm trees, Korek is the 
source of her organization’s strength, particularly 
when it comes to boosting local talent.

“We have this incredible asset in L.A.: the art-
ists,” she says when she pauses for a scoop of Dirty 
Mint Chip at ice cream shop Coolhaus. “Imagine the 
amount of money spent here on TV pilots—within 
that context, it’s exciting to conceive of new struc-
tures to produce and promote art.” 

FYA’s small headquarters functions in just that 
way, as a venue for free events like a public conver-
sation featuring Danny Hillis, designer of the Clock 
of the Long Now, a 200-foot-tall mechanical clock 
being constructed with funding from Amazon CEO 
Jeff  Bezos. In 2012, Korek kept the FYA space open 
for 24 hours to hand out doughnuts while LACMA 
screened Christian Marclay’s 24-hour art fi lm, The 
Clock, a hit at the 2011 Venice Biennale. Cheekier 
still, FYA sponsored a retail pop-up last December 
called Give Good Art, which sold artist’s editions 
including sculptor Lisa Sitko’s banana-shaped pipe. 
A similar retail project this fall features sunglasses 
designed by the artist Raymond Pettibon and man-
ufactured by fellow artist Alex Israel’s company, 
Freeway Eyewear. And in September, she’ll be in 
Beijing distributing an FYA-produced map of L.A. 
in Chinese, commissioned by the Ullens Center for 
Contemporary Art for the opening of its exhibition 
“The Los Angeles Project.”

As a Los Angeles native, Korek has seen the city 
evolve into a contemporary art capital fi rsthand. She 
migrated east briefl y to study art history at Princeton 
University, returning after graduation to work in 
LACMA’s prints and drawings department. Initially, 
she launched FYA as an informal email bulletin for 
friends that suggested exhibitions worth seeing, but 
it quickly morphed into an offi  cial business, funded 
at fi rst with family support (Korek’s father is a land 
broker). FYA continues to operate by plowing back 
any profi ts into the organization. 

Over the past seven years, FYA has grown into 
Korek’s all-purpose platform to support what she calls 
“social and public practice that isn’t so connected to 
the market.” It creates the “there” in a scattered art 
scene otherwise defi ned by the city’s decentralized 
sprawl, according to painter Mary Weatherford, who 
says, “Bettina ties it all together.” 
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ON A SATURDAY AFTERNOON in Los Angeles’s 
Culver City gallery district, a statuesque 
woman nearly six feet tall walks into 
the contemporary art gallery Cherry 

and Martin. She’s dressed in summertime black—
a pleated skirt and sleeveless cotton blouse—and 
young sculptor Katy Cowan, whose work is on dis-
play, takes notice. She shyly approaches and asks, 
“Are you Bettina?”

The woman is, in fact, Bettina Korek, the 35-year-
old founder of an independent arts organization 
called For Your Art (FYA). Korek may not be famous 
to most Tinseltown residents, but since founding 
FYA in 2007, she has created a niche for herself as an 
advocate and ambassador for what she calls the L.A. 
“art ecosystem.” It’s an environment that is home 
to charismatic mega-fauna such as the artists John 
Baldessari, Ed Ruscha, Sterling Ruby, Laura Owens 
and Ryan Trecartin, as well as super-collectors Eli 
Broad and Michael Ovitz and a host of blue-chip 
galleries, from Blum & Poe and Regen Projects to 
New York transplants Matthew Marks and Hauser 
Wirth & Schimmel.

“You have a great space,” Cowan says, referring 
to FYA’s current headquarters and de facto event 
space across the street from the Los Angeles County 
Museum of Art (LACMA). “Everyone loves For 
Your Art.” Korek thanks her before heading out to 
the next of the four galleries on her list that after-
noon, part of a seemingly endless circuit taking her 
to nearly every event listed on her organization’s 
weekly email newsletter. In addition to the mailing, 
FYA runs a website that has become the city’s pre-
mier clearinghouse for information about what to 
see at museums, galleries and nonprofi t arts spaces. 
Her audience is like-minded about active participa-
tion: When Korek invited curator Hans-Ulrich Obrist 
to interview Baldessari this spring at downtown 
L.A.’s Ace Hotel theater and promoted it via FYA, a 
thousand people showed up to watch.

It’s that kind of motivating power, combined with 
her fresh ideas about the transformative possibilities 
of public art and her vision of a new, more democratic 
patronage, that has won her a singular network of 
elite contacts. Among them are museum directors 
at LACMA, the Museum of Contemporary Art and 

BY KEVIN WEST

Neophytes and cognoscenti alike rely on Bettina Korek’s 
guide to know what to see and where to go.  

L.A.’S ART INSIDER
UPSTART

GALLERY GIRL 
Through her organization, 

For Your Art, Bettina 
Korek (above) produces 

exhibits, books and 
limited editions, including 

sunglasses with artist 
Barbara Kruger (below).

WSJ. MAGA ZINE



SIMPLE PLAN 
Exchange stiff tailoring for elliptical 

lines. Giorgio Armani jackets (one tied 
around waist).

THE  
NEW COOL



PHOTOGRAPHY BY LACHLAN BAILEY  STYLING BY ALASTAIR McKIMM

For a cold-weather look that is the cat’s meow, bundle up in cozy, oversize layers 
and warm woolens in the color of the season. 

THE GRAY 
LADY

HERE, KITTY, KITTY  
The proportions  
of this overcoat won’t 
overwhelm when 
balanced with lace-
ups and ankle socks, 
schoolgirl style. Hermès 
wool coat, Prada 
cashmere knit and The 
Row crocodile derby 
shoes and socks (worn 
throughout).
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UNDER WRAPS  
Stop icy winds with 
scarves that make a  

statement against 
prissiness. The Row 

cashmere coat, 
jacket and scarf, and 

Prada cashmere knit. 
Opposite: Michael 

Kors alpaca hand-knit 
pullover, scarf and  

silk sequined culotte.



ON THE PROWL  
Monochromatic 
tailoring or layered 
sweaters take the simple 
to the sublime. Haider 
Ackermann wool coat 
and trousers, and Dolce 
& Gabbana cotton gloves.  
Opposite: Bottega 
Veneta wool sweater and 
Prada cashmere knit.
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GATHERING WOOL 
Unexpected twists such 
as cable-knit jeans and 

an overcoat casually 
tied around the waist 

make these looks 
must-have rather than 

musty. Balenciaga wool 
asymmetric sweater, 
Prada cashmere knit 

and Haider Ackermann 
wool coat (tied around 

waist). Opposite: 
Salvatore Ferragamo 

mohair turtleneck and 
Chanel jeans.



COAT ROOM  
An overcoat in rich 
materials is a chic 
counterbalance to a 
dress or a pantsuit. Max 
Mara wool-tweed trench 
vest, camel-hair wool 
herringbone jacket and 
mohair sweater, and 
Calvin Klein Collection 
wool dress (worn 
underneath). Opposite: 
Dior astrakhan coat, 
wool coat, vest and 
pants, and Dolce & 
Gabbana cotton gloves.
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TWO WAYS OUT   
Warm up with an 

oversize cape or opt for 
a tightly tailored jacket. 

Valentino double felt 
mélange cape, cashmere 

turtleneck and flannel 
pants. Opposite: 

Saint Laurent by Hedi 
Slimane wool blazer, 

Valentino flannel pants 
and Dolce & Gabbana 

cotton gloves.

Model, Anna 
Jagodzińska at Women; 

 hair, Rudi Lewis; 
makeup, Romy 

Soleimani; manicure, 
Elisa Ferri.

For details see Sources, 
page 174.



BY LYNN YAEGER   PHOTOGRAPHY BY ADRIAN GAUT

Linda Dresner, whose Manhattan boutique became  
a showcase for avant-garde fashion in the ’80s, built a minimalist  

concrete home in the Detroit suburbs where her singular aesthetic reigns supreme.   

THE FORTRESS      OF MODERNISM

HEAVEN’S GATE  Dresner’s 
home in Birmingham, MI, 
designed by architect Steven 
Sivak. The entry court, 
accessed by the vertical slit  
at far right, is open to the sky.
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I 
DIDN’T DO THIS to shock. I did it for how I want 
to live,” says Linda Dresner, shaking her raven 
tresses—held back, today and every day, by a 
trademark navy bandanna. The shock she is 
referring to is the stunned, frankly furious 
reaction on the part of some of her neighbors 

in Birmingham, Michigan, when Dresner and her 
husband, Ed Levy, filed plans to level two houses on 
conjoining lots and erect Dresner’s dream home, 
a 7,200-square-foot postmodern poured-concrete 
extravaganza that has nothing in common with the 
staid colonials and rarefied ranches surrounding it.

That was three and a half years ago. Now the neigh-
bors in this leafy suburb 20 miles from Detroit, whose 
attempts at architectural NIMBY were spectacularly 
unsuccessful, can, if they so choose, bury the hatchet 
and knock on Dresner’s front door—assuming they 
can locate the almost-impossible-to-spot portal. If 
the house looks to the untrained eye like an haute-
intellectual fortress, and if the guy who drives you 
from the airport says, “I’m going to ask to pick you 
up tomorrow; I want to hear about what it’s like 
inside this place!” (this happened), Dresner doesn’t 
much care. She is impervious to the wide range of 

reactions: “People can stick up their noses; it’s all 
right,” she says with a shrug.

It isn’t the first time that Dresner, who has a throaty 
no-nonsense voice that puts one in mind of Cher, has 
been what might be called an aesthetic maverick. 
Her name is hallowed by generations of adventur-
ous dressers. For 25 years, she owned an eponymous 
fashion boutique on Park Avenue in Manhattan, along 
with a shop in Michigan, still in operation not far from 
her home in Birmingham. Brands such as Dries Van 
Noten and Junya Watanabe are available in designer 
department stores all over the country today—not 
to mention on the Internet—but back when Dresner 
began in the business, in the late 1970s, she startled 
her Midwestern clientele with astonishing clothes by 
such designers, brought back from Milan and Paris. “I 
was one of the first to have Saint Laurent. I still have 
some of my original clients.”

Dresner married young (at 17; Levy is her third hus-
band), had children young and says that even back then 
she was always interested in film and beautiful things. 
She worked as a model but found she had an affinity for 
clothes, and also a sensitivity to what she calls “wom-
en’s vulnerabilities. I still enjoy dressing women.”

Her first store, opened in 1979, was a mere 700 
square feet on the second floor of the Somerset 
mall in Troy, Michigan; in 1984 she launched the 
Manhattan shop, which featured avant-garde 
lines, obscure high-fashion labels and an entire Jil 
Sander store-in-store. “We were early with Dries 
Van Noten, Rick Owens, Galliano,” Dresner recounts 
proudly. “We had Chloé when Karl Lagerfeld was 
the designer.” She also stocked iconic labels of the 
British new wave: Jean Muir, Thea Porter and Zandra 
Rhodes. “I am still wearing some of those clothes,” 
she says. In addition to being a place where you could 
find obscure designers and experience an extraordi-
nary level of personal service, the boutique was such 
an oasis of calm that, Dresner says, Jackie Kennedy 
Onassis, in search of a quiet place to eat lunch away 
from prying eyes, used to come in and have her tuna 
sandwich in one of the fitting rooms.

The New York store, dramatically minimal and 
monochromatic, was designed by J.W. Fred Smith 
(and Michael Gabellini, who did the Sander store-in-
store), from whom Dresner says she learned a “whole 
different way of looking at things.” All of Manhattan’s 
fashion elite mourned when the shop shuttered in the 
shaky-economy days of December 2008. “The lease 
was up,” Dresner explains. “It seemed like the perfect 
time to exit.” She may have closed her Manhattan out-
post, but she didn’t lose her touch: Her Michigan friend 
and customer Marsha Miro, a former arts writer for 
the Detroit Free Press, says that Dresner’s secret is the 
way she gradually convinces you to be more adventur-
ous in your fashion choices. “She nurtures her clients’ 
eyes,” Miro says, “and develops their tastes.”

D
RESNER MET THE ARCHITECT for the 
new house, Steven Sivak, whom she 
describes as “a young fella from Ann 
Arbor,” years ago. “He’s a modernist, 
and he loved our old house,” she says. 
(The former residence was similarly 

stark, sort of a baby sister to the current abode.) 
“First we were going to redo it. It took two years to 

CONVERSATION PIT 
Dresner has owned 
the leather couches in 
the living room for 40 
years. The artwork on 
the wall at left is by 
Neil Jenney; the top of 
the square table was 
originally in Dresner’s 
New York store. 

DRESSED TO THRILL  
Top, from left: Dresner 
wearing her trademark 
bandanna; under the 
staircase, a Shaker bench 
and wood sculpture 
by Barbara Cooper; 
Dresner’s closet.

OBJETS D’ART   
Bottom, from far left:  
The master bathroom 
features a Greystone 
marble tub and artwork 
by Gina Ferrari; a piece 
by Ettore Sottsass atop 
a built-in oak bench; 
a painted aluminum 
sculpture by Scott Reeder. 

DREAMSCAPE   
Left: The master 
bedroom. Below: An 
Indian piece from Elliott 
& Elliott gallery in 
Harbor Springs, MI, 
hanging on a horn chair.
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its better days. “I grew up in the city of Detroit. Back 
then I would go downtown on a bus by myself, even 
when I was quite young.”

If her new home is imposing in scale, it is para-
doxically full of delightfully homey furniture, much 
of it vintage and collected by Dresner over the past 
several decades. You might not think that a Shaker 
bench, found in northern Michigan years ago, would 
be happy sitting beneath the cast-in-place open 
staircase, or that two tables from Africa that she 
found in a New York gallery would nestle content-
edly next to a sofa Dresner has owned for 40 years, 
but it all blends quite congenially. A patchwork 
quilt is folded on the bed in the master bedroom; 
well-worn Shaker rugs, the more charming for their 
frayed condition, cheer up the granite floors; a col-
lection of brightly hued Art Deco Clarice Cliff urns 
from the 1930s lines a high ledge in the kitchen. 
These items might be considered wildly discordant 
in such rigorously spare surroundings, but Dresner 
says, simply, “I like whatever talks to me.” 

Which means that the hall outside her room-size 
closet boasts a stained-glass Tiffany-style lamp (it 
may not be signed Tiffany, Dresner concedes, but 
it talks to her) and a vast Arts and Crafts dresser. 
The wardrobe room itself offers a living history of 
fashion. Dresner is certainly no slave to this year’s 
models—in fact, she often prefers garments from 
back seasons. In any case, there is plenty to pick 
from. The racks mix greatest hits with current 

favorites: vintage Comme des Garçons 
and Yohji Yamamoto next to newer 
labels such as Haider Ackermann and 
Greg Lauren. “You can’t go wrong 
with Margiela,” she says, showing 
off a blazer from that most elusive 
of designers. “Stand back!” Dresner 
commands as she presses a button 
and the shoe shelves glide toward 
you, revealing a cavalcade of clutches, 
hobos and satchels.

The furnishings are only part of 
what makes the home so compelling. 
There is also the world-class art col-
lection, an exquisite, highly personal 
assemblage that stirs a palpitation 
of jealousy in even the least envious 
heart. High above an Italian carbon-
fiber dining room table that can seat 24 
and is balanced on a mere four legs (“a 
feat of engineering,” Dresner says) is a 
spectacular Calder mobile. “I’ve had it 
for 45 years,” she recalls. “I remember 
when I bought it, I was nervous about 
the price! I feel lucky to have it. Art is 
very pleasurable in its way.”

The pleasure is everywhere appar-
ent. One wall offers a haunting Joseph 
Cornell oil; near the kitchen is a 
poign ant Alice Neel portrait; another 
corner features a surprisingly 
jaunty purple-and-green abstract Ad 
Reinhardt painting from his pre-black 
days. A huge picnic table sculpture 
laid vertically is by Forrest W. Myers; 
hanging above a built-in oak bench in 

come to a decision, and he seemed to understand.”
At least part of the reason she built the current 

house was to have a fresh place for her and Levy, 
the president of a private construction materials 
company (they married nine years ago), where nei-
ther of them had lived with anyone else. “I thought 
the stone should have soul,” Dresner declares; lucky 
for her, Levy knows all about that sort of thing. “We 
used a self-consolidating concrete,” he explains. 
“Additional chemicals allow the concrete to flow 
against the form without any vibration. The result is 
a highly polished, very soft, glossy surface.” In other 
words, his wife says, “It’s strong, but it doesn’t make 
you feel overpowered.” Levy may have the technical 
mastery, but he readily admits that the vision was 
all Dresner’s. “It’s Linda’s house, her conception, her 
ideas. I just enjoy living here with her.”

The massive interior space still daunts a bit—
Dresner confesses that she is in the process of 
making friends with the living room, preferring at 
this point to curl up on a Mission chair or read in bed 
rather than tackle one of the two humongous sofas. 
(For his part, Levy, who has a putative office on the 
second floor, can usually be found at the kitchen 
table.) Dresner told me the place would be warmed up 
when she staged her first party, a benefit for Detroit’s 
Museum of Contemporary Art (MOCAD), where she is 
on the board. “Curators love Detroit; they think it’s 
like early Berlin,” she says. Though she is very opti-
mistic about the future of the city, she remembers 

the living room is a panoramic work by Neil Jenney 
emblazoned with the words North America.

The artworks may overwhelm with impres-
sive  provenances, but a bit of sleight of hand has 
been employed when it comes to decorating the 
grounds. The imposing oxidized sculptures—
inspired by the work of artist Chris Burden—were 
made by a local firm from Corten steel to give them 
an aged, rusty character.

Dresner worked closely with landscape architect 
Andrea Cochran to make the grounds “more sculp-
tural, and edgy,” Cochran says. “We wanted to create 
a layer, or scrim, to allow the building walls to also 
be a dynamic surface that would reflect the shadow 
pattern of the river birch trees at various times of 
day. The trees are planted in a formal grid, which is 
in keeping with the geometry of the house—but not 
too formal, as you might find with allées of trees in 
a French garden,” she explains. “I prefer greenery 
to flowers,” Dresner adds. The garage is currently a 
gray box, but Dresner is looking forward to the day 
it will be covered with ivy, transforming it into “a 
green box.”

The design on the exterior facade looks a lit-
tle like polka dots, and Dresner says, chuckling, 
“I pay attention to that sort of thing—I’m visual! 
Since Ed’s in the concrete business, I thought, why 
not?” Indeed, though her house may be a temple of 
neo-minimalism, Dresner refuses to be labeled, to 
be put in a box, green or otherwise. “Things can mix 
together, as long as you think they’re all beautiful. In 
the beginning I would ask myself, is this or that thing 
the right thing for the house? Now I don’t ask.” 

“I DIDN’T DO THIS 
TO SHOCK. I DID 
IT FOR HOW I 
WANT TO LIVE.”

–LINDA DRESNER

HIGH TIMES 
In the dining room, a 
mobile by Alexander 

Calder hangs above an 
Italian carbon-fiber 

table that seats 24. The 
painting on the wall 

at right is by Al Held. 
Opposite page: A table 

by Maria Pergay and 
sculpture by Barbara 

Cooper (top) and, in the 
living room (bottom), 

a painting by Jonathan 
Lasker, World of Mutual 

Exclusion.



URBAN 
LEGEND

Effortless cool is elusive, but supermodel Daria Werbowy captures it in 
extravagant furs, silk shirts and perfectly worn-in blue jeans.

PHOTOGRAPHY BY JOSH OLINS   STYLING BY ALASTAIR McKIMM

WILDCAT 
 Leave pedestrian 
style behind with 

this rainbow-tufted 
fur. Chloé coyote- 

and fox-fur coat.140



JUST LIKE A WOMAN   
A pair of shearling coats, one in dramatic leopard print and the other a ’60s-inspired A-line version, show that romance  

isn’t dead. Ralph Lauren Black Label shearling coat, Equipment silk shirt, Eres triangle sheer bra and Tasaki  
Collection by Thakoon lock-and-key necklace (worn throughout). Opposite: Louis Vuitton coated shearling coat, monogram  

canvas belt and earring and Eres triangle sheer bra.
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HIT THE ROOF   
Escape the trend 
treadmill by opting for 
the classic combination 
of a casually sexy shirt 
and tried-and-true 
denim. Christopher 
Kane fox-fur jacket, 
Gucci silk satin georgette 
shirt, Levi’s jeans, Eres 
triangle sheer bra  
and Louis Vuitton belt.



BARE GAME   
Less makeup is more, especially when choosing a sultry silk dress or a statement coat. Prada silk dress and scarf. Opposite: Givenchy 

by Riccardo Tisci sable coat with lambskin patchwork and cashmere-and-silk ribbed tank top, Levi’s jeans, Louis Vuitton  
belt and Jennifer Fisher ID bracelet. Model, Daria Werbowy at IMG; hair, Shon; makeup, Sally Branka; manicure, Michina Koide; set 

design, Max Bellhouse. For details see Sources, page 174.



QUEENLY MANNER   
Goodman photographed 
in Basel, Switzerland,  
by Thomas Struth, whom 
she has represented  
since 1989. 
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BY CAROL KINO   PORTRAIT BY THOMAS STRUTH

Diminutive and demure, Marian Goodman has made a career of bucking trends, rising to the  
top of the art world on the strength of the artists she represents. Yet this fall, she becomes the latest  

in a string of dealers to open an outpost in London. What’s behind her decision?

An Unlikely Powerhouse

N
EW YORK GALLERIST Marian Goodman 
is one of the most powerful art deal-
ers in the world, and also perhaps the 
most enigmatic. On a glorious sum-
mer day in London, her inscrutability 
is on full display as she stands amid 

a noisy Soho construction site, casting a careful eye 
over the Victorian warehouse that will soon contain 
her third gallery.

At 86, Goodman has been involved in the art busi-
ness for nearly half a century. Yet she possesses few 
of the hallmarks that signify great dealers today—
multiple outposts, such as Larry Gagosian, with 15 
galleries in seven countries; palatial, starchitect-
designed spaces like the ones David Zwirner and 
Hauser & Wirth operate in New York’s Chelsea neigh-
borhood; or entire departments dedicated to making 
money by peddling secondary market, or resale, work. 
Instead, Goodman is renowned for her artists, who 
span multiple continents and eras, among them 
conceptual icons John Baldessari, Dan Graham and 
Lawrence Weiner; photographers Jeff Wall, Rineke 
Dijkstra and Thomas Struth; installation artists such 
as Annette Messager and Danh Vō; and painters Julie 
Mehretu and Gerhard Richter, possibly her most illus-
trious talent.  

In many ways, Goodman made her name by buck-
ing trends—opting for anti-market conceptualism 
when market-friendly Neo-Expressionist paintings 
were the rage, and refusing to relocate from uptown 
to SoHo or Chelsea when everyone else was doing 
it. But with her London gallery, designed by the in-
demand London-based architect David Adjaye and set 
just off Golden Square, Goodman seems to be falling in 
line with the other New York lodestars who also have 
branches there, including Zwirner, Hauser & Wirth, 
Pace and Gagosian. As with most of her decisions, her 

reasons for doing so are not immediately apparent.
Weeks of cleaning have transformed the build-

ing’s formerly grim facade into a glowing expanse of 
sandstone-colored brick. Sunlight streams through 
its newly refurbished windows and skylights, light-
ing up the cast-iron columns, the sinuously curving 
staircase and the vaulted ceiling of the upper floor. 
But as Goodman, wearing a cream Chanel-style jacket, 
surveys her new 11,000-square-foot domain, she con-
cedes few clues about her impressions. 

At first she mostly frets over details others have 
missed, such as the prominence of a ledge beneath 
the windows or a sign of moisture on a northern wall. 
Andrew Leslie Heyward, who directs Goodman’s 
small Paris gallery and will run this one, too, 
walks alongside her, taking note. “So is it what you 
expected?” he asks. Poker-faced, Goodman responds, 
“I didn’t know what I expected.” 

It’s only when Leslie Heyward talks about art that 
Goodman softens. He points through a corner window 
to the park outside, where a sculpture by South Africa’s 
William Kentridge, a longtime gallery artist, will be 
installed, and her face brightens. He explains that art 
movers will be able to drive a forklift straight through 
the front doors. “Enough room to lift a Jeff Wall in a 
crate 15 feet in the air!” Goodman says, relishing the 
possibilities for the Canadian photographer, whose 
work must be hoisted by crane into the windows of her 
fourth-floor gallery in New York. 

Finally, passing by a generously windowed room 
on the upper floor, Goodman remarks that “Gerhard 
likes a lot of space,” referring to the German painter 
Richter, whose show of new and recent work will 
inaugurate the gallery when it opens on October 14. 
(She consulted Richter, and many of her other artists, 
throughout the gallery’s planning and design.)

By the time Leslie Heyward finally blurts out, “It 

looks so great,” Goodman is smiling broadly. And even 
though the space is already drenched with light, the 
power of Goodman’s approval is so strong that it’s as 
though a second sun is shining. 

Two days earlier, Goodman and I were talking over 
coffee in an empty dining room at her hotel in Basel, 
Switzerland. It was the day after Art Basel’s VIP 
opening (Goodman has participated in the fair since 
1970, its first year), and I asked her how she trans-
formed herself into an art-world powerhouse. After 
all, she entered adulthood as a housewife—albeit a 
well-educated, progressive one—and now she stands 
at No. 14, and fourth among dealers, on ArtReview’s 
“Power 100” list. Goodman gazed at me awkwardly 
then ducked her head and said, “I don’t know.”

For the nearly 50 years she’s been in the business, 
Goodman has been renowned for her counterintui-
tive shyness, seriousness and reserve. In an article 
for the New Yorker, Peter Schjeldahl once reported an 
acquaintance describing her as someone “who backs 
away while saying ‘hello.’#” She’s about the last person 
you’d expect to become a dealer, a profession normally 
associated with glad-handing salesmanship.

Yet by now, Goodman’s standing is such that even 
her competitors sing her praises. “What’s so extraor-
dinary about Marian is, number one, the sure head 
with which she picks great artists,” says dealer David 
Zwirner, “and again and again in different decades. 
And number two, the loyalty she has brought to those 
careers” by making sure “the artist is noticed through 
institutions and letting the market follow.” When he 
opened his first gallery in New York in 1993, Zwirner 
adds, Goodman’s was “a model that I aspired to.”

“If you’d only bought work from Marian Goodman 
over the last 40 years,” says Tom Eccles, the executive 
director of the Center for Curatorial Studies at Bard 
College, “you would have one of the best museums in 
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“ONCE SHE’S MADE A COMMITMENT, THAT’S IT. 
SHE SUPPORTS YOU 110 PERCENT.  

WITHOUT HER, I WOULDN’T HAVE A FILM LIFE.” 
–STEVE MCQUEEN

the world today. I don’t know if there’s any other gal-
lerist you could say that of. Every one is a winner.” 

At a time when the role of museums is changing 
drastically, from scholarly repository to social-gath-
ering spot, Goodman still regards public institutions 
as the most important home for her artists’ work. 
(During the fair, her artists aren’t on view only in her 
booth, but in exhibitions all over town.) Goodman’s 
annual Basel dinner, held this year in a 14th-century 
castle just outside the city, is thick with directors and 
curators, including Neal Benezra, director of the San 
Francisco Museum of Modern Art, and Sir Nicholas 
Serota, who runs Britain’s Tate museums. Because 
of Goodman’s pint-size stature—she’s barely five feet 
tall—all must stoop to talk, and throughout the eve-
ning she is often referred to, only half-jokingly, as “the 
queen.” With her blend of grandmotherliness—she 
often arrives at meetings bearing cake and beams 
indulgently when a toddler crosses her path—and 
imposing authority, the comparison is not far off. 

Yet because Goodman and her employees routinely 
refuse to discuss sales, the gallery is hardly mentioned 
in press about the fair. (The hot Art Basel news was the 
sale of a 1986 Andy Warhol self-portrait for more than 
$30 million by Skarstedt, another New York gallery 
with a London branch.) Goodman herself is also noto-
riously chary of interviews, rarely agreeing to them 
and often regretting her cooperation. “Everyone at 
the gallery, including Marian, tries to tone it down,” 
explains Roger Tatley, who was recently hired as 
a director for Goodman’s London branch. “Artists 
should get the press.” 

G
OODMAN DIDN’T open her first full-
fledged gallery until 1977, less than 
a year before she turned 50, though 
her engagement with art began 
much earlier. Raised on Manhattan’s 
Upper West Side, and educated at 

the Little Red School House, one of the city’s first 
progressive schools, she grew up visiting galleries 
with her father, Maurice P. Geller, a first-generation 
Hungarian-American accountant who avidly col-
lected the work of the mid-century American 
modernist Milton Avery. “When my father first 
started collecting, I thought he was mad,” Goodman 

says. “But I came to really appreciate his passion.” 
Married at 20 (“or 21,” Goodman says, “I can’t 

remember anymore”) to civil engineer William 
Goodman, she organized her first show in about 1962, 
as part of a PTA fundraising drive for the Walden 
School, where her two young children were students. 
(Michael is now a heavy-construction photographer 
based in Los Angeles, and Amy is an herbalist in 
Vermont. “She’s a very green girl,” Goodman says 
proudly.) The show included work by Avery, as well 
as Stuart Davis and Franz Kline, and Goodman later 
published a portfolio of related prints. “I found that I 
just loved it, and that was that,” says Goodman, who 
has lived since the early ’70s in a Central Park West 
penthouse, not far from where she grew up. The mini-
malist, art-filled aerie can be accessed only by taking 
the elevator to the building’s top floor, and then climb-
ing a back staircase that doubles as a fire exit. 

Goodman entered Columbia University as a gradu-
ate student to study art history, focusing primarily on 
African and pre-Columbian cultures—an education 
that later helped her “shape my attitude about tak-
ing a more long-term view,” she says. She dreamed of 
working in a museum, but “it wasn’t an easy time for 
women to become curators in New York.” So in 1965, 
she joined forces with friends and founded Multiples 
(later incorporated as Multiples, Inc.), a publishing 
company that produced editioned prints and objects, 
otherwise known as “multiples.” Pop Art was on 
the rise, and a handful of progressive publishers in 
America and Europe were similarly aflame with the 
idea of bringing art to the masses. After trying unsuc-
cessfully to persuade the Museum of Modern Art to 
run a similar program, Goodman had decided to do 
it herself, starting a pattern that would define her 
career. “It was the ’60s,” she says. “There was a strong 
urge to do the right thing.”

Although she had no business experience—or 
her own checkbook, either, until her divorce in 
1968—Goodman soon became a preeminent editions 
publisher, working with Americans such as Claes 
Oldenburg, Roy Lichtenstein, Robert Rauschenberg 
and Larry Rivers. In 1970, the year Multiples exhib-
ited for the first time at Art Basel, Goodman published 
Artists and Photographs, a 19-piece portfolio that’s 
now seen as seminal. Based on a show of the same 

name, it explored the way artists such as Ed Ruscha, 
Christo and Bruce Nauman were incorporating pho-
tography into their work. 

Yet Goodman had sensed even broader vistas in 
1968, when she visited West Germany for the first time 
to see the art exposition Documenta. “I realized there 
was a fully formed art world in Europe with major art-
ists we didn’t know much about,” Goodman says. “It 
changed everything for me.” 

On that trip, she discovered Joseph Beuys, the sha-
manistic godfather of conceptual art, with whom she 
published several multiples. On another, she became 
enchanted by Marcel Broodthaers, a Belgian surrealist 
poet-turned-artist whose installations often critiqued 
museum displays. Her efforts to find him a New York 
gallery led to “a strikeout,” Goodman says. So she did 
“the most irrational thing in my professional life for 
sure.” In 1977, a year after Broodthaers’s death, she 
opened the Marian Goodman Gallery with a show of 
his work. She was bent on exhibiting Europeans who 
might otherwise not be seen in New York. 

At first Goodman, who supported the business with 
sales of editions, found it hard going. But “Marian 
was remarkably farsighted,” says Serota, “in choos-
ing to work with artists who would have the potential 
for a long career, to evolve and develop. And then she 
stuck with them.” By 1985, the year after she moved 
into the building on West 57th Street that still houses 
her gallery, her program was strongly focused around 
post-minimalist, conceptual work, with Italian Arte 
Povera sculptors such as Giuseppe Penone and Giulio 
Paolini, and a lot of young Germans, including the 
installation artist Lothar Baumgarten, a former stu-
dent of Beuys, and the then little-known painters 
Anselm Kiefer and Gerhard Richter. 

“If I had to say I have one gift,” Goodman admits 
over tea in London, “it would be choosing well.” 

Goodman often talks about the struggles she 
encountered building a business as a woman in a man’s 
world, and she didn’t find much inspiration in the nota-
ble female dealers who had come before, like Martha 
Jackson and Betty Parsons, or even her relative con-
temporary Ileana Sonnabend. Instead, her model 
was Sonnabend’s ex, Leo Castelli. “He was a very ele-
gant man, and he conducted himself that way, too,” 
Goodman says. “I learned about standards from him. 
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GALLERY GIANTS  This page, 
from left: Steve McQueen’s Static, 
2009; Joseph Beuys’s Mirror Object, 
1975; Gerhard Richter’s 919 Strip, 
2011; Rineke Dijkstra’s Parque de la 
Ciudadela Barcelona, June 4, 2005.

CONCEPTUAL FRAMEWORK 
Opposite page, from left: A rendering 
of the upper floor of Goodman’s new 
London gallery; Lothar Baumgarten’s Los 
Aristócratas de la Selva y la Reina de Castilla, 
2011–2012; Lawrence Weiner’s Scattered 
Matter Brought to a Known Density, With the 
Weight of the World, Cusped, 2007.

I liked his kindness.” (Indeed, Goodman is also known 
for being straightforward in her business dealings.) 

During the 1980s market boom, when New York 
went crazy for Neo-Expressionist painting, Goodman 
set her sights on cooler, more conceptual work—pre-
ferring the multifaceted abstraction of Richter, for 
instance, whom she describes as “a modern man.” 
When other dealers moved downtown, she stood 
fast on 57th Street. “I was watching people in SoHo 
proceed with great confidence and then choose the 
wrong artists,” Goodman says. They would fight 
“over who was the best new find, and the winner 
would get the show. Then the next year, there was a 
new group and they’d start all over again. I didn’t like 
it, I didn’t respect it and I was always worried that it 
could be contagious.” 

In the late 1980s, she challenged herself by 
expanding her program. “There were new artists 
coming on the horizon, and I was terrified of mak-
ing a choice. I finally said to myself, ‘You have to do 
it.’ Much to my amazement, I was lucky again”—
this time with two new Germans, Struth and his 
Kunstakademie Düsseldorf classmate, the sculptor 
Thomas Schütte. Her winning streak continued even 
through the art market crash, with Gabriel Orozco, 
then a relative unknown from Mexico, and Kentridge, 
who focused on film made from drawings. Goodman 
soon realized that “for me, many of the best artists 
of the ’90s generation were filmmakers”—a decision 
that led her to Pierre Huyghe and, more recently, Anri 
Sala and Yang Fudong.

Goodman also represents the British artist and 
filmmaker Steve McQueen, whose 12 Years a Slave 
took the 2014 Oscar for best picture. “Without her, I 
wouldn’t have a film life,” McQueen says. He likens his 
early encounters with Goodman—when she visited his 
shows and watched his work develop for more than a 
year—to a courtship. “I think her work is done right at 
the beginning,” he says. “It’s to choose the artists she 
really wants to work with, and she takes it very, very 
seriously. Once she’s made a commitment, that’s it. 
She supports you 110 percent.” 

Her management style, at least where artists are 
concerned, is surprisingly laissez faire. She doesn’t 
micromanage or pressure them to contribute work 
to fairs. She speaks to them regularly by phone 

and spends much of her time on the road attend-
ing shows, making studio visits and just generally 
catching up. Weiner calls her “a family friend” and 
“part of one’s existence.” Wall, who has shown with 
her since 1989, says, “We’re married. She’s had about 
20 other marriages, too.” 

T
HE ARTISTS Goodman chooses are 
often viewed as subtly political, such 
as Mehretu, whose abstractions 
are inspired by current events. But 
Goodman doesn’t see it quite that way. 
“The humanity in the work is what’s 

important to me,” she says. “It’s art about life. And 
people need to be connected with something larger 
than themselves.” Still, her beliefs are obvious: 
Given half a chance, she’ll segue into a discussion of 
America’s financial and educational inequalities, and 
the excellence of France’s public health-care system. 
(Providing health care is “good business in the end,” 
she says.) In 1956, Goodman was one of a group of 
civically engaged mothers who successfully battled 
Robert Moses when he tried to expand the parking lot 
at Tavern on the Green, forcing him to build a play-
ground instead.  

“I think she sees her gallery as a gesture about what 
American culture needs to be,” Wall says. “How do you 
keep a serious notion of culture alive in an era where 
there are huge forces moving in the opposite direction? 
That has a lot to do with the choices she makes.”

Goodman’s choices are also motivated by concerns 
for her artists’ historical legacy. When the collector 
Mitchell P. Rales approached Goodman in the early 
2000s, hoping to acquire a Baldessari, she wouldn’t 
consider it until he’d agreed to buy six of the art-
ist’s works for the Hirshhorn Museum and Sculpture 
Garden in Washington, D.C., where the billionaire 
industrialist is a former board member, in addition 
to the six he purchased for Glenstone, his own private 
museum in Potomac, Maryland. “I had to convince 
Marian that we were worthy,” Rales says, “so that she 
understood that this just wasn’t somebody making a 
bet on whether John Baldessari’s value would go up.” 

“That sounds like Marian,” Baldessari says when 
he hears this story. “She’s very careful about who gets 
work.” But with Goodman, he adds, “artists come first. 

If she’s being assertive, she’s doing it for the artist.” 
That’s partly why Goodman’s artists are so loyal, 

remaining with her for decades. With his skyrocket-
ing resale market, Richter, 82, is perhaps her most 
hotly courted talent. (With a record of $37.1 million, 
he’s currently the second-most expensive living art-
ist at auction, just behind Jeff Koons.) Richter says 
he’d never consider going elsewhere. “In German, 
we say sympathisch,” he says of their first meeting, 
speaking in heavily accented English. “She was in 
her way of thinking close to me. I liked everything. 
For me she was wise, more than clever.” Although he 
is approached frequently, primarily by “this famous 
Gagosian, who showed me their interest many times,” 
Richter says, chuckling, “there is no hope.” 

Preserving this low defection rate has also fac-
tored into Goodman’s thinking about London. The 
idea began as a favor for Kentridge, who wanted a 
London office; Goodman set out to find him one, and 
before long, she and Leslie Heyward were looking 
for exhibition space. “If there has to be a center in 
Europe, it’s clearly London,” Goodman says. Earlier, 
she’d mentioned that some of her artists hadn’t been 
happy with their representation there. “I felt I should 
provide a showplace.” 

Some say Goodman represents the tail end of the 
more intimate galleries of the past, whose founders 
were moved more by aesthetic considerations than 
market opportunities. But Goodman, with her long, 
forward-thinking view, doesn’t really seem part of an 
older generation. She does seem jaundiced by the mar-
ket-happy, mega-gallery trend that’s ascendant, just 
as she was with the gallery competitions of the 1980s. 
“The whole system is bad for the art world,” she says. 
“These guys should pay a lot more attention to the 
quality of the artists that they’re running after, and a 
lot less attention to grabbing everything in sight.”

With many New York behemoths now operating 
branches in Mayfair, her new gallery is clearly also 
a defensive move designed to protect territory she’s 
staked out over decades. Many of her competitors “are 
all so famous for trying to poach everyone in sight,” 
Goodman says. “So it kills two birds with one stone.” 
And while the building she found was “more than we’d 
wanted,” she adds, “there comes a time when you just 
have to act.” 
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SHINE ON 
Potentially demure 

pocketbooks get 
 amped up with heavy 

 metal hardware  
and richly saturated  
skins. Dior crocodile 

bag. Opposite: Hermès 
crocodile clutch.

CROC ROCKS
The most coveted bags of the season combine ladylike structure with exotic 

leathers for an electrified take on the classics.

PHOTOGRAPHY BY MACIEK KOBIELSKI   FASHION EDITOR DAVID THIELEBEULE
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STAR TURN   
Whether it’s a sleek 

black clutch or an 
oversize gold shopper, 

the right bag can 
command center stage. 

Chanel alligator  
clutch. Opposite: 

Balenciaga alligator 
cable shopper bag.

For details see  
Sources, page 174.



BY WILLIAM VAN METER  
PHOTOGRAPHY BY HEDI SLIMANE

Photographer and Saint Laurent designer Hedi Slimane has spent years documenting both 
rock legends and newcomers. The result is “Sonic,” an exhibition of black-and-white 

photographs on view at the Fondation Pierre Bergé–Yves Saint Laurent this month.

Through Hedi’s Eyes

M
USIC IS CLEARLY, for me, the start-
ing point of anything,” says Hedi 
Slimane, whose Paris childhood 
in the ’70s and ’80s was spent 
worshiping David Bowie and the 
Rolling Stones. Decades later, not 

much has changed for the designer and photographer. 
Shy of picking up a guitar himself, Slimane, 46, 

has come closer than almost anyone else in the fash-
ion world to being a rock star—not least because of 
his ever-present weathered leather jacket and elu-
sive mystique. Music reverberates through all of 
his work: He channels it in his collections for Saint 
Laurent, where he was appointed creative director 
in 2012, and captures it in his black-and-white por-
traits of musicians. 

This month, “Sonic,” an exhibition of Slimane’s 
photographs taken over the past 15 years in London, 
New York and California, where he now lives, opens 
at Paris’s Fondation Pierre Bergé–Yves Saint Laurent. 
The show and accompanying book feature legends 
such as Keith Richards and Lou Reed (photographed 
just months before his death) alongside emerging 
stars including Sky Ferreira. “It’s more like a col-
laboration than a photo shoot,” Ferreira says. “He 
knows how to capture musicians so well because 
he’s a true music fan.” Slimane has an intimate, 

unscripted photographic style that’s as singular as 
his fashion design.

“He’s an artist whose vision comes from a connec-
tion with the world and his place in it,” says Jeffrey 
Deitch, who oversaw an exhibition of Slimane’s pho-
tographs at L.A.’s Museum of Contemporary Art in 
2011. “You can’t define him as a fashion designer. As 
his body of work gets larger, he gets more unique. 
Now it’s even more intriguing with Saint Laurent 
added to it.”

Like a punk band conquering a stadium without 
forsaking its ideals, Slimane has successfully estab-
lished his personal vision within the confines of the 
fashion world. His highly personal, idiosyncratic 
flourishes have added up to booming sales. 

Slimane began his design career in menswear 
at Yves Saint Laurent in 1996, before helming Dior 
Homme and redefining the male silhouette with his 
signature skinny suit. But in 2007, he left Dior and 
returned to his first love, photography. An autodidact 
of the art, Slimane has spent years documenting the 
independent music world from Berlin to Los Angeles 
in deeply textured black-and-white images. 

After a five-year hiatus from fashion, Slimane 
returned to Saint Laurent, and during his tenure 
he has transferred the rebellious, ineffable cool 
of rock  ’n’ roll to the house’s ultraluxe universe. 

SONIC TRUTH 
Photographer and Saint Laurent designer  

Hedi Slimane. Opposite: Lou Reed, shot in New 
York City on June 5, 2013. 
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Slimane’s schism-inducing shows have astounded 
the fashion establishment, populating the runway 
with looks inspired by grunge kids, punks and rock-
abillys, accompanied by specially commissioned 
soundtracks from his favorite garage and electronic 
bands. His self-shot campaigns feature the likes of 
Courtney Love, Marilyn Manson and Sonic Youth’s 
Kim Gordon and—in a world of slick images—are 
iconoclastic for their raw style. “There was no hair 
and makeup. Hedi was always behind the camera 
and moved the lighting himself,” says indie rocker 
Christopher Owens, a frequent Slimane subject, 
who appeared in the first series of ads for Saint 
Laurent. “He didn’t change who I naturally am.”

WSJ. spoke to Slimane over email about his life 
behind the lens. 

WSJ: What appeals to you about photography as 
a medium? What creative needs does it fulfill for you 
that other métiers don’t? 

Hedi Slimane: I started taking pictures when I 
was a kid, around 11 years old, and haven’t stopped 
taking photographs since. The sense of keeping a 
record, a memory of the time I am living in, was 
always a priority.

Furthermore, I am very attached emotionally to 
the subjects I photograph. I probably take photo-
graphs as much for them as I do for me, making sure 
something of their grace, a grace they mostly are 

unaware of, remains. 
WSJ: So many of your subjects are musicians. 

Besides being a fan, what else draws you to these 
individuals? 

HS: One of my strongest memories from when I 
was a kid is lying on my bed, bored to death, longing 
to grow up, listening to music on my lo-fi turntable 
and looking at album covers for hours. My birthdays 
were invariably about new LPs, either Bowie or the 
Stones, and the language of music, the visual and 
emotional language, was the one I could immediately 
understand, probably the only one I understood. 
I grew up surrounded by my music heroes—they 
made me feel alive; they helped me feel better about 
myself when I was a teenager. I also learned how to 
dress thanks to my music heroes. I never gave them 
up since then, and I therefore only feel in my ele-
ment around musicians. I never had the desire to play 
any instruments, though. As I figured out early on, 
my place was to document them, eventually create 
stagewear for them, sometimes try to help share my 
passion or interest with those who might be inter-
ested in emerging talents.

WSJ: What do you find inspiring about the music 

world, and what is significant about music for you 
personally? When approaching any creative project, 
do you always look to music first as a starting point?

HS: There is a sense of freedom in music, and 
a sentimental quality, which moves me and con-
stantly inspires me. It is all in one song. There is 
also an idea of community that draws me, particu-
larly in California today, in East L.A. or Orange 
County. This is something I felt in England in the 
early 2000s, when a generation of young indie 
musicians emerged (e.g., the Libertines, the Rakes, 
Arctic Monkeys, etc.). Music captures the vibra-
tion of a time, triggers popular culture and impacts 
other fields, in particular fashion. The sense of code 
and signs, the perfect semiotic of street culture 
and tribes, is constantly redefined or invented by 
emerging musical genres. Photography is an obser-
vatory if you are curious enough and spend enough 
time around music, searching and staying open to 
anything that might occur. Music is clearly, for me, 
the starting point of anything. Nothing else cap-
tures more accurately or creates precedent for what 
is about to happen. 

I am therefore always a little saddened by the 
lack of curiosity or openness to the new, and I feel, 
growing older, the urge and necessity to never feel 
jaded, analytic or patronizing towards new music. 
Music is a constant reinvention, a mutation of the 

ROCK ON  
James Bagshaw of Temples, photographed in  

New York City in 2014. 

past and present. I always share the enthusiasm of 
young musicians, and I value their sincerity more 
than anything else. 

WSJ: This book and exhibition are focused on 
London and L.A.—both seem like powerful muses to 
you. What draws you to both cities, which seem so 
different? And what do you love about L.A.? 

HS: I probably feel most at home in London out 
of the European cities, having spent most of my 
time there from 2003 to 2007, after a stint living in 
Berlin. A lot of my dearest friends are British, and 
there is musically or artistically always something 
there that draws me.

Perhaps Britain is a bad example of this at the 
moment, though, as I feel England is going through 
a pop and mainstream period, focusing a lot on 
American blockbusters. I presume there are still 
pockets of creativity and individuality, probably 
more so outside of London.

Saying that, I really like the Temples album that 
James Bagshaw and his friend created in their bed-
room. As Noel Gallagher pointed out, they certainly 
deserve more exposure, although they are starting 
to get more and more success. The album is quite 
classic, really, and consistent with what I have been 
listening to and documenting for a year now, a rein-
vention of psychedelia, happening at the same time 
in California, Texas, NY/Brooklyn, Great Britain and 
also Australia.

Again, it is interesting to see how this movement 
might affect other creative fields and popular cul-
ture in general. There is always a delay before those 
things make sense or become visible, and it is of 
course a necessity to ask those questions in photog-
raphy and in my case, by extension, design.

Now more specifically in California, the current 
cycle is prolific and very free-spirited. I am draw-
ing reference to the indie Southern and Northern 
California scenes, which exist alongside the global 
music industry based in Los Angeles that seems to 
have no interest whatsoever in what is happening on 
its doorstep (as always).

I feel very lucky to live in California at the moment 
and being able to observe what is happening both in 
Los Angeles and its suburbs but also San Francisco 
and the Bay Area. The influences of surf music, punk 
rock and garage and the strong scene of psyche-
delic rock are now evolving into a sound which is 
extremely specific to the Sun State and is starting to 
spread just like the U.K. generation did in the early 
2000s. This is really exciting.

I have been here for six or seven years now, and I 
have seen and photographed this community evolv-
ing and getting more confident and stronger. It is, of 
course, one of the main reasons for me to continue 
living here, although I have always felt California to 
be home. 

WSJ: Do you have a favorite band? If you had to 
choose the work of one group or musician to listen to 
for weeks on end, whom would you choose? And do 
you have a guilty-pleasure band?

HS: I listen to a lot of music, but I can go forever 
with the same album on loop, classic or new, which I 
have done many times, from Electric Mud, one of my 
favorite Muddy Waters albums, to the Girls’ Album, 
the Allah-Las’s first album, the Temples album, 

etc. I usually listen full blast in the car, my favorite 
place for music.

As for guilty pleasures, I couldn’t narrow it down 
to a specific band, but tracks from the ’80s or some-
times ’90s. I am a big admirer of John Hughes movies, 
so anything musically along those lines is always 
welcome on the radio. 

WSJ: The rest of the fashion industry seems 
obsessed with mainstream pop stars, who often 
seem like empty vessels—they have an armada of 

handlers, stylists, songwriters. The subjects of your 
photos seem to be the antithesis of that. What do you 
think about the current state of the music world, and 
do you actively seek out more-independent thinkers 
as your subjects? 

HS: It’s fine to be obsessed with mainstream pop 
or rap. I am not personally sensitive to it, to say the 
least, but I do understand it.

Mainstream pop seems to mirror this same obses-
sion with fashion and loves to see fashion and brands 
as a sort of validation, trying to obtain a sense of 
sophistication. It seems to be all about status and 
flamboyant success; it is quite codified at this point. 
The social networks have created this endless con-
nection between both worlds. I presume the fashion 
industry feels flattered. This is interesting but a dif-
ferent planet for me. 

 I am not really moved by it so far, or touched by 
it. I always liked independent subjects, and always 

admired people that are their own creation and consis-
tent on and off the stage. I was talking about sincerity 
before, which also means a sense of authenticity and 
individuality, and of course I can only presume this 
applies as well to some mainstream artists. 

WSJ: The one adjective I would always use to 
describe your photo work is intimate. As a viewer 
I get the feeling that there is no one in this room 
except the subject, and that’s why the images are so 

revelatory. What is your working process like? Do you 
always have a closed set, for example, and what kind 
of camera and film do you prefer to use? 

HS: I do prefer a closed set, but most of the time I 
take pictures on my own, as I mostly work in a docu-
mentary way. I am just around, and the subjects are 
usually forgetting about my presence, forgetting the 
camera. Intimacy is the only way to do it for me. This 
is why I only do a few commissions outside my own 
research or projects.

Besides, this is how I learned to take photographs, 
alone with two camera bodies and a few lenses. I also 
like photographs to be slightly off, and to forget the 
technique I learned as a kid.

As for the cameras, I am not that specific, but I 
have been using my imperfect old lenses for so long, 
they are familiar, and I am attached to them. I don’t 
really like new glass that’s overly coated. The tech-
nicality of a perfectly new lens or body is for me the 
enemy of the emotional quality of a photograph. The 
same applies to fashion with technology.

WSJ: Your black-and-white images are stark yet 
warm. What was the evolution in your work that 
allowed you to develop this visual language? Are you 
ever tempted to dabble in color?

HS: As a teen, I discovered the work of [Russian 
Constructivist] Alexander Rodchenko and 
[Hungarian Bauhaus artist] László Moholy-Nagy. 
Constructivist photography and abstract composi-
tion became my main influences, and I continued to 
experiment with those ideas until my mid-20s. My 
photography, both portraiture and still-lifes, became 
more and more abstract. Finally, around 2001, I lost 
faith in pure formality, and I wanted to break that 
mold. Up until that point, I had been carefully cutting 
up any unused negatives. But as my taste evolved, I 
found I needed the mistakes, so I desperately went 
back and tried to save whatever I could. I realized 
that what felt wrong today could be what finally 
works out. So I began to be interested in mistakes, 
imperfections, liveliness and recklessness instead 
of geometry and strict composition. As for the black-
and-white film, it’s what I know. I still prefer the 
sense of focus and the lack of distraction from your 
subject it gives you. I also think it gives you a differ-
ent perspective on time—an everlasting dimension. 

WSJ: Have you ever been concerned about the 
reception of your photos? There are few people who 
have been successful in two fields—or do you view 
photography and fashion as one creative process?

HS: I never really wanted to do anything with my 
photographs other than keep them carefully in draw-
ers for myself. This all changed when the Internet 
began to interest me in the mid-2000s. I started 
the diary, a silent photographic chronicle online, 
something like an archaism of Instagram. Some gal-
leries and museums commissioned exhibitions, and 
I started doing them when I stopped designing in 
2007. There was no precise plan for me to go back to 
fashion at that point, and so I just went back to what 
I do instinctively every day. Naturally, now having 
gone back to design, I try to keep the right balance 
between the two disciplines, which end up creating a 
form of interconnection. Photography informs fash-
ion and is somehow for me a step ahead of fashion. 
It is an observatory, outside any kind of subjectivity. 

“THERE IS A SENSE  
OF FREEDOM IN MUSIC,  

AND A SENTIMENTAL 
QUALITY, WHICH MOVES  

ME CONSTANTLY.”  
–HEDI SLIMANE

“I BEGAN TO BE 
INTERESTED IN MISTAKES, 

IMPERFECTIONS, 
LIVELINESS AND 

RECKLESSNESS INSTEAD 
OF GEOMETRY AND 

STRICT COMPOSITION.”  
–SLIMANE
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Moreover, I have changed my perspective on fashion, 
and in the same way I did with photography at the 
time. I completely lost interest in formality and pure 
construction. I did not believe in digitalized concep-
tual fashion. This is certainly the eternal question 
of modernity, contemporanéité. What is modern? 
What defines today? Technology, virtuality, digital 
industrial design, transposed into Photoshopped 
conceptual fashion or photography? Is it modern or 
the illusion of modernity? Is it a new form of con-
formism, an average convention? I presume the 
doubt is a necessity. 

WSJ: How did you select the work for this upcom-
ing book and for the exhibition at the Fondation 
Pierre Bergé–Yves Saint Laurent? Is it an emotional 
moment for you to be the first Saint Laurent designer 
besides Yves whose work will be exhibited at the 
Fondation? Are you planning to exhibit work that 
will resonate with his aesthetic and philosophy? 

HS: Pierre Bergé and Philippe Mugnier, the head 
of the Fondation, asked me to do a project with the 
Fondation a few years ago. It was already in discus-
sion prior to the Saint Laurent fashion project and 

is therefore unrelated. I guess this occurred when I 
did the California exhibition at Almine Rech some-
time in 2011. We finally chose a date last year, and by 
then, I had already started designing again, but we 
all wanted the show to be specific to the Fondation 
and about photography. It was for me a very moving 
gesture and project. We discussed the subject of the 
show all together, and we came out with the idea to 
show the music archives in an intimate way.

WSJ: What do you see as the unifying link 
between your Saint Laurent Music Project, the Saint 
Laurent campaigns and your ongoing personal work? 
Are they all part of one artistic endeavor?

HS: This is again quite fluid and spontaneous. 
Everything somehow is connected, everything is 
about who I meet or discover. The Saint Laurent Music 
Project is a natural evolution of what I do every day 
in photography and documentary, and it is also a 

memory of the early days of the fashion house and its 
distinct connection with music. The great opportunity 
we have is that everything is done within the house. 
Therefore a campaign can be done and launched from 
one day to another. It is a completely free format—no 
rules apply to it but immediacy and spontaneity.

I also commission all the soundtracks for my show, 
instead of going through sound illustration, which 
is something I can’t relate to. I feel creating music, 
producing it, is a substantial and defining part of the 
project, next to photography and design. Everything 
contributes to a single and open/collective project. It 
is an attempt, an experiment. It is difficult to do it, 
but we try things and we never know how they will 
end up, and we understand this is probably not going 
to be acknowledged as the usual industry format.

There are certainly, or hopefully, different ways to 
approach photography, music and design. 

WSJ: How do you remain plugged in to the newest 
bands, and how do you have time to devote to photog-
raphy now that you have so many other duties? Are 
you continually at shows, or do you pay attention to 
music blogs or word of mouth? 

SKYFALL 
Sky Ferreira, photographed in Malibu, CA, in 2012,  

is a frequent collaborator. Opposite: Frances Bean Cobain, 
photographed in Beverly Hills, CA, in 2011.



HS: Music is a vital necessity to me, and, of course, 
I cannot find my way through others—I have to 
be directly involved. It is a personal and intimate 
endeavor; otherwise I would lose interest. I also need 
to get to know the musicians, and this mostly starts 
with a friendship. This is therefore a 24/7 experi-
ment; this is predominantly all I do. I have somehow 
been very lucky to be in the right place at the right 
time, somehow accidentally, and so it happens I have 
always been around: in Paris in the late French touch 
’90s, Berlin in the early days of Berlin minimal elec-
tronica, in London during the birth of the London 
scene and California for almost a decade document-
ing emerging generations of musicians. 

WSJ: One particular band you have shot exten-
sively is Starred, which is one of my favorite groups. 
I saw them play the other night, and their new work 
and progression are staggering. Do you still follow 
them? Why the heck aren’t they famous? 

HS: Liza is very gifted and so lovely and bril-
liant. So is Matt. I met them in Los Angeles when 
they used to live there. I keep following them as I 
always do with the musicians I love. It is an ongoing 
project of documentation and memory. I don’t really 
know how people get or don’t get famous. It is quite 
a mystery to me. Fame is hardly enough of a certifi-
cate of relevance, if not the contrary at this point. 
It will be interesting to look back at the fascination 

of this decade of social-network selfie-fame factory. 
I believe the light-speed broadband world gives the 
wrong idea of the time frame needed for something 
truly significant to exist or to survive as “classic” 
in popular culture. Time is still of the essence, even 
when buried under instant self-publicity.

WSJ: Is there someone you haven’t yet photo-
graphed whom you would like to? 

HS: Bob Dylan and Leonard Cohen. 
WSJ: Is there a portrait of a musician that you 

wish you had taken?
HS: Elvis Presley, naturally; James Brown; Jimmy 

Hendrix; Kurt Cobain—the list is endless. 
WSJ: Do you have a different approach when 

shooting legends like Lou Reed and Keith Richards 
as opposed to up-and-comers, since you also work 
with artists who have yet to release their first single? 
In the faces of the famous rockers, are you very con-
scious of their previous portraits, and do you ever 
get nervous? What are you looking to portray in your 
subjects, no matter where they are in their careers? 

HS: It is quite similar, actually. There is still a 
sense in which music is defining them all. On the 

other hand, sometimes established musicians tend to 
have an idea of how they like to be portrayed, being 
aware of the mythology they are meant to represent, 
I presume. For me there is no difference between a 
legend or a future legend. If this were not the case, I 
wouldn’t have any desire to photograph them.

WSJ: The Lou Reed photo is so striking—you can 
see such emotion through the dark glasses. This was 
taken four months before he died. Do you think mor-
tality was evident in his emotional state? What was 
this shoot like? Do you have a favorite song by him 
from the Velvet Underground or his solo career? 

HS: I believe so. I believed I saw it when Lou 
arrived on set. It was heartbreaking. There was 
something in him that was resisting, as if he wanted 
to prove he was indeed alive. This was very emo-
tional. I felt so sad afterwards and admired his 
courage and strength. In some ways, the exhibition 
is dedicated to him. Not that I chose to do so—it is 
almost as if he had decided it for me that day. It is 
somehow a photograph that has obsessed me for 
the past year and imposed itself, as if Lou was at 
the origin of the show. Let’s not forget he was also 
a photographer and very specific about portraiture. 
I love a lot of his songs, but “Walk on the Wild Side,” 
written about “Little Joe” Dallesandro, whom I love 
very much and photographed many times, resonates 
particularly to me today.

YOUNG GUNS
Wyatt Shears from the Garden, photographed in 

Orange, CA, in 2013. Opposite: Clementine Creevy of 
Cherry Glazerr, photographed in Brooklyn in 2013.
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Feeling 
All the Feelings

Ilse Crawford’s design firm has grown from  
a boutique operation into a global force by valuing  
the normal over the spectacular—and by listening  

closely to how her clients want to live.

A
S I TOP the narrow staircase leading to 
the London headquarters of Studioilse, 
housed in a former tannery complex 
from the 19th century, suddenly there’s 
nowhere to go. Two workmen strain to 
wrap a moving blanket around a black 

leather chair obstructing my way. Elsewhere in the 
open-plan space, young designers sit at oak work-
tables, focusing intently on computer monitors as 
a Motown tune plays at low volume. Before she can 
apologize for the inconvenience, a studio assistant 
backs up to clear a path—and the bundle disappears 
down the staircase.

“Did you see The Chair?” is the first question Ilse 

Crawford poses to me when she arrives 15 minutes 
later from a meeting across town. It was hard not to, 
I answer, explaining the circumstances of my arrival. 
She lets out a ringing laugh, and I’m not sure what 
pleases her more: that I’ve seen a prototype the studio 
has been fiddling with for months or that I’ve already 
gotten a taste of the messy realities inside Studioilse, 
a design firm where ideas and projects flow as swiftly 
as the stream of radio cabs outside. 

Crawford has built her career as an interior 
designer by championing life’s messy realities. 
Having made her name as the founding editor of Elle 
Decoration, the British magazine launched in 1989 
that electrified the shelter category with images of 

IN THE MIX  
The open-plan London 
offices of Studioilse, 
in a 19th-century 
Bermondsey factory 
building. An upright 
piano coexists with  
a tribal rug and sample 
chairs from various 
projects the studio  
has under way.  



“IT’S SO 
REWARDING TO SEE 

A BUILDING OR 
INTERIOR FILLED 

WITH NOISY, HAPPY 
PEOPLE.”

–ILSE CRAWFORD
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real people reading the newspaper around soulfully 
modern kitchen tables, Crawford departed after 
almost a decade to launch Donna Karan Home in New 
York. Within two years she had returned to London, 
where she began consulting on design projects. 
Studioilse was born in 2001 and was soon engaged in 
creating high-profile interiors, including Babington 
House and the Electric Cinema, both part of the 
Soho House empire (Soho House New York followed 
in 2005). Public spaces have since become the firm’s 
signature and a proving ground for Crawford’s phi-
losophy of design as “a frame for life.”

Working for magazines, she says, convinced her 
that very few homes serve the activity going on 

inside them. Most of the places she scouted on the 
job were “about the spectacular over the normal,” 
she observes, “and I’m so interested in how you can 
upgrade the normal. You have to think of design as 
something that can evolve and change. That’s what’s 
interesting, knowing where to leave space for people. 
If people can’t adapt it, then we’ve failed.”

Crawford’s rooms are full of vintage furniture, 
enticingly dim corners, lightweight stools that can 
be plopped down wherever they’re needed and acres 
of mohair, a nearly indestructible fabric pleasing to 
humans and house pets alike. “We are certainly not 
original in our perspective,” she acknowledges, cit-
ing the socially attuned work of Alvar Aalto, Lina 

Bo Bardi, Peter Zumthor and Bijoy Jain of Studio 
Mumbai—all architects. “But we have developed 
our own design language over time, one that’s been 
tested in practice. It’s so rewarding to see a building 
or interior filled with noisy, happy people, especially 
when it was a sad and soulless place to begin with.”

Lately Studioilse has been studying one of the 
least soulful places on earth—the airport lounge—
and that’s where The Chair comes in. The sized-up 
seating, soon to fill the business-class lounges of 
Cathay Pacific Airways around the world, is just one 
aspect of a new project reshaping Crawford’s prac-
tice. The firm has been hired to conceptualize 16 
global lounges for the Hong Kong carrier with the 

SENSE OF PLACE 
A trio of chairs by 

Danish designer Niels 
Møller sits beneath 

a mood board for 
a current studio 

project. Opposite, 
clockwise from top 

left: Crawford in 
her office; a Paavo 

Tynell lamp atop a 
table from Larusi; 

Studioilse’s materials 
room; the office 

dining area.  



lofty goal of bringing air travel into the future. (“A 
plane is a plane is a plane,” Crawford says. “It’s on 
the ground that airlines know they can make a differ-
ence.”) The week of my visit, a Cathay executive had 
flown in for two days of comparative sitting, and the 
Goldilocks exercise was a huge success. “Renderings 
always look hard and cold,” Crawford says. “They 
explain space, but they don’t give any idea of what 
it will feel like. My strategy is to make people feel 
something first. Because what we touch is true.”

With her honey-colored chignon, her spidery heels 
and a weakness for Céline, the statuesque designer, 52, 
looks as if she could still be running a magazine or a 
global-retail division. Her connections to nearly every-
one with influence on the U.K. design scene help keep 
Studioilse in the public eye. Over the next few months, 
Crawford will mount an installation at the London 
Design Festival and publish a book of recent work enti-
tled A Frame for Life. Among the featured projects: a 
new Anya Hindmarch flagship store in Manhattan, the 
Ett Hem hotel and two Mathias Dahlgren restaurants 
in Stockholm, the TwoTwoSix luxury housing 
complex and Duddell’s arts club in Hong Kong 
and a collection for Georg Jensen.

 “The studio is at a turning point, and our 
current Asian projects are one illustration 
of that,” Crawford says. “But that makes it 
sound like there was a plan. There wasn’t. 
My endless fascination has been: What 
makes us feel at home in the world, and how 
can design play a meaningful role in that?”

S
TUDIOILSE’S  HEADQUARTERS 
seem more like a sunlit kitchen 
than an office, and when Crawford 
is in town, she makes her way to 
various desks in the manner of a 
chef tasting the day’s offerings. 

The kitchen metaphor isn’t much of a leap: 
In addition to a library, a materials room and 
Crawford’s glass-walled office, the year-old 
space contains a small cooking area where 
several times a month lunch is prepared for 
the staff of 25 and a few guests. Crawford’s 
space contains shelves heaving with books 
and objects, and a single table in what she 
calls a “sociable oval” for meetings. “We’re 
very physical in the studio,” she says, sipping 
water in which a few cucumber slices float. 
“That’s what we’re judged by—how people 
feel in a space. We try to create the conditions 
to start that discussion here.”

“We are like a family,” says architect Philip Joseph, 
the design director of Studioilse. “The office manager 
is the mom. Ilse is maybe the older sister.” 

Crawford has four siblings, in fact, a younger 
brother followed by triplet sisters who were born when 
she was seven. The family lived in London’s Shepherd’s 
Bush before moving to Kent, where they colonized a 
ramshackle house that never seemed warm enough, 
she recalls, but nonetheless became a social hub of 
the neighborhood. Her father, Malcolm Crawford, 
was an economist and an editor at the Sunday Times 
under Harold Evans; her Danish mother, Jill Rendall, 
was an artist and pianist who sometimes took her out 
on nighttime expeditions to chisel 19th-century tiles 

off the walls of terrace houses marked for demolition. 
When her mother died of cancer, 18-year-old Ilse took 
on bringing up her sisters as she navigated school. 
“Ilse has a huge sense of responsibility,” says design 
consultant Jane Withers, a close friend from their Elle 
Decoration days. “Her family life sounds chaotic and 
quite challenging. I’ve always imagined this is why 
she has such a keen sense of home—but home as a 
warm, relaxed place for sharing and conviviality, cre-
ativity and cooking.”

At university, Crawford studied the history 
of architecture. The empirical outlook her father 
instilled in her began to find expression in her thinking 
about the built world. “His big thing was, interrogate 
everything,” she says, “do not ever be complacent.” 
She developed a working style that was both forensic 
and collaborative, which has since become the founda-
tion of her practice. “What’s superinteresting to our 
clients is us asking questions, interrogating how what 
they do works with how people live today,” Crawford 
says. “But not even that—it’s how people feel.” 

From its earliest days, Studioilse considered 
behavioral science part of its tool kit. Investigating 
how consumers truly feel about a product or an expe-
rience resonates with several of the mass brands it 
has consulted for—Ikea, Marks & Spencer and Dulux 
paint—although design firms are so often called in 
to construct a fantasy, not tear one down. She is dis-
gusted by this practice, which in her view leads to 
catastrophic waste. “We all end up sometimes going 
for things that are our dream of ourselves rather than 
our reality,” she says, shaking her head.

Crawford believes that her down-to-earth perspec-
tive helped her win the Cathay project. The 68-year-old 
company, owned by the Swire Group and based at 

Norman Foster’s glittering Hong Kong International 
Airport, has a history of investing in British design. 
In the mid-nineties it hired minimalist architect John 
Pawson—not the most logical choice for a luxury 
lounge, but a provocative one—to create The Wing 
for first- and business-class passengers; a dozen years 
later it tapped Foster himself for an update.

“It was a beautiful thing, and it totally ticked 
the ‘wow factor’ box,” Crawford says of Foster’s 
54,000-square-foot lounge, with its cylindrical  
seating compartments and, above them, white- 
lacquered panels that faithfully reflected the glow 
of every passing gadget. “I’m sure they have an audi-
ence for that, but an awful lot of people felt it wasn’t 
ticking their own box.” Many of those people, it 
turned out, were women, a detail Crawford has kept 
in mind as she redesigns The Pier, a 42,000-square-
foot lounge adjacent to The Wing. “Why is the 
lounge still locked into the idea that all you want is 
a drink?” Crawford asks, incredulous. “Some people 
do, and that’s fine, but you also want to arrive feel-

ing better than when you left.”
Synesthesia is a word in constant rotation 

at Studioilse, and the materials for Cathay 
have been chosen to evoke restorative sen-
sual experiences: honed, waxy-green Chinese 
onyx; brass hardware; white linen; mohair, 
leather and other tactile fabrics. Fresh, 
healthy food will be a major part of the equa-
tion. The first lounge is scheduled to roll out 
in December at Tokyo’s Haneda Airport. “We 
have a prototype, but it must be scalable and 
translatable to other settings,” says Philip 
Joseph. “The architecture is sort of egoless. 
It doesn’t take a back seat, but it must allow 
for human moments to happen.”

The same thinking applies to the Cathay 
furnishings—not least to The Chair. The seat-
ing will not be the first thing travelers notice 
about the space. “It’s hard for us to find con-
temporary pieces that work,” Crawford says, 
issuing a blanket complaint. “So many are 
attention seeking! Performance masquerad-
ing as furniture.” Even so, she trawls Milan’s 
Salone del Mobile every spring in search 
of discoveries. More and more she opts for 
reproductions or vintage pieces—generally 
Nordic modern or British—whose ubiq-
uity renders them almost invisible. “Maybe 
their familiarity makes people more open 
to new ways of being together in public,” the 
designer adds hopefully.

Stretching Studioilse’s portfolio across four 
continents hasn’t been easy, and Crawford has 
borne most of the travel burden herself, often mak-
ing what are essentially day trips to Scandinavia 
or the Far East. “Ilse works extremely hard,” says 
Withers. “Nowadays, I think this is where Oscar 
really helps. He has brought perspective.” Oscar 
Peña, Crawford’s husband, is a creative director at 
the Dutch electronics giant Philips Design, and they 
met through Design Academy Eindhoven, where 
both lead departments (hers grandly titled “Man 
and Well-Being,” his “Man and Activity”). When 
they are at home together in their warehouse apart-
ment near the Tate Modern, he cooks for her, and 
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HOME ON 
THE RANGE 
A kitchen in the 
TwoTwoSix 
development in 
Hong Kong. 
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“WE ALL END 
UP SOMETIMES GOING 

FOR THINGS THAT 
ARE A DREAM OF 

OURSELVES RATHER 
THAN OUR REALITY.”

–CRAWFORD

she cleans up after him; together they shop the local 
market or catch up on exhibitions around town. 

The lure of Asia is inescapable for Crawford these 
days. She’s impressed with Hong Kong’s effi  ciency and 
the collaborative nature of doing business there. “My 
experience of Asian clients is that they really under-
stand where design adds value,” she says. “They live in 
a world that is in large part self-made—they don’t sit 
on a legacy.” She has a powerful patron in Alan Lo, the 
maverick developer and art-world fi xture who, with his 
partner Yenn Wong, a restaurateur, hired Studioilse 
to design the residential building TwoTwoSix in 2009 
and the Hong Kong arts club at Duddell’s, a restaurant 
and exhibition space for the local art scene, in 2013. 

“I love Ilse’s sense of materiality and that she strives 
to create something authentic,” says Lo, who saw 
Crawford’s work at Soho House and sought her out. 

Crawford’s latest venture arrived via Sweden, 
where Ikea hired Studioilse to develop a line of fur-
niture, lighting and objects inspired by Asian craft 
techniques. The goal is to use indigenous materials 
even in the face of the company’s stringent engineer-
ing processes. Researching the collection, which 
debuts in 2015, has been a joy, Crawford says. “Water 
hyacinth, rattan, cane, jute—there’s an extraordinary 
pattern language that hasn’t been given its due,” she 
says. “They’re often turned into place mats for Pottery 
Barn, but they’ve got far more expressive qualities.”

When one thinks about Crawford’s current work in 
Asia, it’s tempting to wonder how it will be received 
in countries that are racing toward the future and 
newly aware of design’s potential to speed the trip. 
Will it be seen as moving the conversation forward or 
dragging it back? She balks at the question. 

“That’s a big mistake in design thinking; it gets 
terribly obsessed with the idea that something is 
not modern,” she says, pulling her chair in tighter 
around the offi  ce’s sociable oval. “But modernity is 
not a look—it’s a state of mind. For me, design’s role 
is to create a background that supports that way of 
thinking. Design is one component of creating a big-
ger culture. And that, actually, is really modern.” 

CLEAN BREAK 
Clockwise from top 
left : An installation 
curated by Studioilse 
in collaboration with 
Vitra and Artek; a 
bathroom at the Ett 
Hem hotel; Borge 
Møgensen  armchair at 
Ett Hem; Crawford’s 
new book; Georg 
Jensen candlestick; 
a ceramic stove in 
one of the Ett Hem 
bedrooms.
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RANCA SOZZANI’S OFFICE is a complete 
mess. “It’s a disaster,” she agrees. 
“I don’t know how long I can sur-
vive in it.” Boxes wait to be packed 
or unpacked (it’s impossible to tell 
which), pictures are propped against 

walls and there are piles of books, piles of stuff. On 
top of one lies a VHS copy of Al Pacino’s Scent of a 
Woman. Sozzani has no clue why or how. “When we 
moved here from Piazza Castello, there were these 
long white corridors; it felt like a hospital, and we 
said, ‘Ugh, let’s get crazy.’!” She’s now working in 
the fallout and, against that backdrop, with her 
sensible sweater and skirt, flat shoes and flowing 
blond hair, she looks more like a doctoral student 
than the editor of one of the world’s most beautiful 
fashion magazines. 

Since she assumed her role as editor in chief in 
1988, Vogue Italia—which this fall celebrates its 
50th anniversary—has been home to some of the 
most inspiring and controversial photo shoots 
in fashion history. Sozzani has won the undying 
loyalty of a handful of the industry’s top photog-
raphers by giving them complete creative freedom, 
which they have used and abused to spectacular, 
often surreal, occasionally outrageous effect. On 
the wall of her office, there’s a picture by one of 
those photographers, with a scrawled encomium 
that probably speaks for all the others. “When I 
sent all these photos to you, I would write on the 
package ‘personal,’!” writes Bruce Weber. “I now 
realize that I took them for you because you would 
be the only one who would understand.”

For Sozzani, who is 64 and has known Weber for 
34 years, it’s always been personal. Her first editor-
ship, at the age of 29, was at the now-legendary Lei, 
an Italian fashion magazine for young women. “I 
was alone,” she remembers. “I didn’t have an assis-
tant, just one person—a writer—was traveling with 
me. I was doing the editing, I was the stylist; every-
thing was very naive in a way. And it was very easy 
because no one was a star. The hairstylist and the 
makeup artist were traveling economy, I was travel-
ing economy. It was not this kind of jet set of today.” 

When photographer Oliviero Toscani, her linch-
pin, left the magazine, Sozzani needed to find 
some new talent. “It was not like we could work 
with Arthur Elgort or Hiro,” she says. “They were 
working for Vogue. So I had to choose my own 
photographers.” Her friend Gabriella Forte, then 
doing PR for Armani in New York, made some 
introductions. Between March and June 1980, 
Sozzani began working with Peter Lindbergh, 
Paolo Roversi, Herb Ritts, Steven Meisel and Max 
Vadukul, all of whom went on to become hugely 
successful fashion photographers. “And suddenly 
it happened,” she says. “I came out with this issue 
that today it’s almost funny to think about. There 
was Meisel, Lindbergh—everyone was in the same 
issue. We grew up together in a way, because when 
I arrived at Vogue Italia eight years later, they were 
ready to start there.” 

When Sozzani graduated from the University 
of Mantua in 1973 with a degree in literature and 
philosophy, she imagined she’d work in academia. 
“But I also thought I would get married and have 

BY TIM BLANKS    
PHOTOGRAPHY BY ANGELO PENNETTA

THE 
FRANCA 

FILES
As Italian Vogue celebrates its 50th anniversary,  

its fearless editor is still producing fashion images that shock 
and awe. And still taking her critics in stride.  
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REBEL REBEL   
Franca Sozzani, editor 
in chief of Italian Vogue, 
in her home office in 
Milan. “You use the 
way you dress to give 
a message to someone 
else,” she says. “So I 
don’t understand why 
sometimes it becomes  
so controversial.” 



FRAME BY FRAME   
Covers of Italian Vogue 
spanning 1988 (top),  
the year Sozzani 
became editor, to 
2011—all photographed 
by Steven Meisel.

“BEFORE FASHION,  
I LOVE IMAGES. I USE  

THE FRAMES TO SEND 
MESSAGES, LIKE 

FRAMES OF AN OLD 
MOVIE.” –FRANCA SOZZANI

re-creation of iconic images from, among other 
fright-fests, The Shining, Scream and Audition. 
In fact, the portfolio was, according to Sozzani, 
intended as a comment on violence against women. 
Again, it was the presence of fashion and cosmetic 
credits that fueled critics. Gorgeous women reen-
acting a sadistic scenario in a fashion magazine 
to sell clothes? It seemed Sozzani was willfully 
leaving herself open to being misunderstood, even 
more so because “Horror Movie” was unhinged by 
a fundamental ambiguity. In all those films, it’s the 
woman who survives, the man who dies. “That’s 
not the reality,” Sozzani counters. “When the man 
dies in the movie, I don’t want to say it’s a happy 
ending, but it’s a way of saying women are stronger 
and they can survive. So in real life, they have to 
fight more. They have to fight.”

In July 2008, Sozzani had one of her greatest suc-
cesses when she addressed the fashion industry’s 
lack of diversity with Vogue Italia’s Black Issue. 
Every fashion shoot featured black models, and 
every article dealt with some aspect of black culture. 
“I was looking at the shows, and the only clothes I 
liked were on Liya Kebede, and then I realized she 
was the only black girl. This was just before Super 
Tuesday, during the primary fight between Obama 
and Hillary. I was in New York for the collections, 
and I thought, ‘We have to do this issue, because 
this guy is running for president.’!” The Black Issue 
went into a second printing and is Vogue Italia’s all-
time bestseller. As a wake-up call for more diversity, 
it worked for all of a fashion minute, but it remains 
one of Sozzani’s personal favorites. 

“Makeover Madness” is another. A prescient 
takedown of the modern mania for cosmetic re-
invention from July 2005, it is one of the best 
examples of the cinematic quality Sozzani has 
brought to Vogue Italia. It also illustrates why she 
couldn’t have succeeded without Steven Meisel, 
who photographed not only all the shoots singled 
out here, but every cover for the magazine since 
August 1988. “It’s great because you trust the per-
son, you trust the creativity, so you have nothing 
to worry about” is Sozzani’s take on a relation-
ship that has transcended even Vogue editor Diana 
Vreeland and Richard Avedon’s meeting of minds. 

Meisel’s pursuit of “a little more than just a 
beautiful woman in a beautiful dress” gelled per-
fectly with Sozzani’s ethos, but their creative 
collaborations revolved around three people: pro-
ducer, director and star. “I loved Steven Meisel 
photographing Linda Evangelista as Katharine 
Hepburn and Sophia Loren,” Sozzani says, recall-
ing a couple of her favorite shoots. “At that time 
there was no Internet, but I was getting letters 
asking me what would happen to the magazine 
if Linda got sick. Because it was all about Linda 
Evangelista. Her face had the most possibilities. 
Katharine Hepburn and Sophia Loren? Tell me two 
more different people. For me, she is the model, not 
only for her beauty, but her attitude, her intelli-
gence. Linda is like Veruschka, or Twiggy. Fashion 
has seen thousands of beautiful girls, but we will 
never forget her.”

Sozzani’s path has been determined by fash-
ion, and it clearly runs in the family: Her son, 

children,” she adds. “This was more the attitude 
of the time.” So that’s what Sozzani did. She mar-
ried. It lasted three months. Divorce was a practical 
impossibility in Italy at that time, so she got an 
annulment from the Catholic Church—something 
even Ingrid Bergman had difficulty pulling off. And 
then, to further disappoint her father, an engineer, 
Sozzani went to work for Vogue Bambini. “He asked 
me what I did, and I said I have to put clothes on the 
kids, you know, like a babysitter. I told him it’s like 
housekeeping. And he said, ‘Why do you want to be 
in housekeeping?’!” 

There were a few years of transcontinental drift, 
including some time learning English in London 
(where she fell in love with the Kensington fashion 
boutique Biba), a sojourn in India, a move to Berlin. 
Then she returned to Vogue Bambini, and things 
started to click, as if it were finally time to prove 
something, maybe to her father. “It was ’77, ’78; 
people were very politically oriented. I was coming 
to work dressed in Saint Laurent, and everyone else 
was a hippie with long hair, and they always said, 
‘Oh, she’s too bourgeois,’ and at a certain moment, I 
cut my hair and only wore jeans and I started a new 
approach. I said, ‘I am bourgeois, but I can do this, 
even me.’ So I started to take it very seriously, and 
I was working hard.” Then Lei came in 1980, with 
its equally remarkable men’s counterpart, Per Lui, 
following two years later. 

What stands out about Sozzani’s early editorial 
efforts is how fascinated she was by alternatives: 
not just new photographers, but new models, new 
subject matter. From the beginning, she sought an 
unusual narrative element, enough to make you 
wonder whether philosophy graduate Sozzani, 
always Jung at heart, approached her work as a 
project to see how much context and meaning it 
was possible to inject into fashion. “For me, I love 
images first, more than anything else,” she says. 
“Before fashion, I love images. I love to find a new 
way to make an interpretation of fashion. I use 
the frames to send messages, like frames of an old 
movie. Besides the culture of our past, Italy has 
cinema: Fellini, Visconti, Antonioni. You want it 
to be aesthetic but with meaning. Otherwise you 
get tired of even the most beautiful things. It’s not 
enough if there’s not a concept inside.” 

Those sentiments have translated into a mission 
of sorts. “Fashion can be used to send messages,” 
she says. “You use the way you dress to give a mes-
sage to someone else. So I don’t understand why 
sometimes it becomes so controversial.” Except, 
perhaps, when controversy is courted assiduously. 
Sozzani’s “issues” issues have generated the kind 
of furor that turns them into news items. How can 
you commission a slice of gothic Sturm und Drang 
inspired by the BP oil spill in the Gulf of Mexico, 
stick a load of clothing and makeup credits on it 
and not expect a tempest of commentary? Similar 
reactions have greeted elaborate scenarios that 
satirized cosmetic surgery, celebrity rehab, social 
media or the paparazzi. “Not Vogue,” critics wail. 
“So what?” answers Sozzani.

The most recent controversy swirled around 
a shoot called “Horror Movie,” which, on the sur-
face at least, looked like a stylist’s over-the-top F.
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Francesco, is a photographer, and her sister Carla 
is the founder of 10 Corso Como, Milan’s trail-
blazing fashion-art concept store. (Carla was the 
editor of Italian Elle before Franca took the reins 
at Vogue, which constitutes one of the best intrafa-
milial fashion media power duos on record.) 

Sozzani’s search for something “more than 
just a beautiful woman in a beautiful dress” has 
spilled over into a life rich with commitments. She 
is creative director of Convivio, the AIDS initiative 
launched by Gianni Versace in 1992. She helped 
found Child Priority with Condé Nast International 
CEO Jonathan Newhouse, to provide work oppor-
tunities for underprivileged kids. Four years ago, 
Sozzani began working in Africa with Fashion 
4 Development on behalf of the United Nations. 
In May, she was appointed global ambassador 
against hunger for the United Nations World Food 
Programme, with a particular focus on the empow-
erment and education of women and girls. “It’s 
stepping into another world,” she says. “But, no, I 
don’t think it will change my life. I will use the life 
that I already have, my relationships in the fashion 
world, the Internet and social net, everything, to 
bring awareness to different kinds of problems.” 

A more identifiable legacy for Sozzani will 
likely be the time she has been diligently putting 

in to foster a future for Italian fashion. With all 
the will—and superb artisanship—in the world, 
the graying of the local industry has left it looking 
a little moribund in light of the flaring creativity 
elsewhere. Her exasperation is palpable. “Even 
our ‘young’ designers are always about 34, 35, 
the ones who’ve already found a style,” she notes. 
“Otherwise, the factories don’t want to invest, 
business doesn’t want to invest. To invest, even in 
young people, takes time and money, and they’re 
all scared that their investment will not become 
the New Designer.” 

Sozzani is attempting to change this state of 
affairs with Who Is on Next?, a fashion talent 
contest that gives the winners an opportunity 
to expand their business with solid professional 
support, rather than a cash prize. “We give the 
winners a future,” says Sozzani, “introduce them 
to manufacturers, make the press aware of them.” 
Her initiative is also an implicit challenge to 
Italy’s fashion establishment. Giorgio Armani, for 
example, has risen to it by handing over his Milan 
catwalk to an up-and-comer each season. 

With Vogue Italia’s half-century looming, 
Sozzani has also initiated a project to digitize the 
magazine’s archives. “It will offer people—partic-
ularly young people—the possibility to go through 

the entire history of fashion in a fast and personal 
way,” she says. “It’s important for the young to 
learn. The history of fashion is so long, but the 
young are so ignorant. The point of view of the 
magazine—like my work with the U.N.—has always 
been about education.” (So, in a way, Sozzani has 
ended up in academia.) Easy access to 50 years of 
Vogue Italia will also contribute to shaping the kind 
of critical canon that is already well established in 
film, music, theater, literature and just about every 
other creative endeavor, but not in fashion.

 What is Sozzani’s place in that canon? She 
dodges the question. “Karl Lagerfeld said, ‘You 
never ask what will happen next in life.’ There is no 
before or after, there is just the moment.” If she has 
to say, she’ll concede this as the distillation of her 
career: “Franca Sozzani found the biggest photog-
raphers of today.” 

But today covers a lot of ground. In her decades 
in fashion, Sozzani has seen punk, grunge, Prada’s 
“bad taste” revolution, movements that tran-
scended trend to reshape society. “You don’t see 
that kind of spontaneity anymore,” she says. “Now 
it’s more about marketing.” That’s not to say that 
Sozzani has a nostalgic bone in her body. Besides, 
she adds, “You can always find something that can 
be made new again.” 

LET’S PLAY   
Sozzani’s dog, Lazlo,  
frolics on a Takashi 
Murakami pillow 
in Sozzani’s Milan 
home. Left: A charac-
teristically messy corner 
of her home office. 



COVER 
Gucci coat, $8,500, shirt, 
$2,800, jeans, $395, and 
loafers, $640, all gucci .com, 
Eres bra, $195, 888-656-
ERES, Louis Vuitton belt, 
$600, louisvuitton .com, 
Tasaki Collection by Thakoon 
necklace, $1,500, Jeffrey New 
York, and Jennifer Fisher 
cuff, $360, and ring, $185, 
both 888-255-0640

THE WSJ. FIVE
PAGE 71
Chloé bracelet, $490, Intermix

PAGE 72
Saint Laurent by  
Hedi Slimane bag, $1,990, 
212-980-2970

PAGE 74
Hermès watch, $15,200, 
Hermès boutiques nationwide

PAGE 78
Bottega Veneta pump, $730, 
bottegaveneta .com

PAGE 80
Louis Vuitton necklace, 
$2,475, louisvuitton .com

WHAT’S NEWS
PAGE 85
On female model: Tomas 
Maier jacket, $695, shirt, 
$395, pants, $425, and 
sandals, $395, all 956 
Madison Avenue, New York. 
On male model: Tomas Maier 
sweater, $460, oxford, $295, 
shorts, $285, and sandals, 
$415, all 561-650-1221 

PAGE 86
Tomas Maier dress, $2,790, 
espadrilles, $430, leather 
jacket, $3,100, T-shirt, $95, 
and pants, $310, all 956 
Madison Avenue, New York

PAGE 88
Bally turtleneck, $695, and 
boot, $1,795, both 212-751-
9082

PAGE 90
Chanel Fine Jewelry 
necklace, price upon 
request, Chanel Fine Jewelry 
boutiques

PAGE 92
Atelier Swarovski by 
Matthew Campbell Laurenza 
necklace, $118,000, Bergdorf 
Goodman

PAGE 94
Delvaux bag, $6,300, Barneys 
New York, and Endangered 
Species Collection by Julie 
Parker for Assael pendant, 
$18,500, assael .com

TECHNICOLOR DREAM 
COATS
PAGE 105
From left: Burberry Prorsum 
coat, $2,795, and dress, 
$1,595, both burberry .com; 
Fendi coat, $2,950, 212-759-
4646, and Dior dress, $2,300, 
800-929-DIOR; Chloé coat, 
$5,250, Chloé Madison 
Avenue, New York, and 3.1 
Phillip Lim skirt, $450, 48 
Great Jones Street, New York; 
Hugo coat, $745, Hugo stores, 
and Jil Sander dress, $1,410, 
Jil Sander boutiques; and  
Jil Sander shoes, $1,695 
(yellow and pink), $1,070 
(blue), all Jil Sander 
boutiques, and $1,695 (red), 
available upon request

PAGE 106
From left: Dolce & Gabbana 
coat, $3,175, select DG 
boutiques, and Tome dress, 
$1,975, tomenyc .com; Kenzo 
jacket (worn over), $1,780, 
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openingceremony.us, and 
Chanel coat, $8,800, 800-
550-0005; Altuzarra coat, 
$2,795, Elyse Walker, and 
Dolce & Gabbana dress, 
$4,495, select DG boutiques; 
Missoni coat, $4,165, 212-
517-9339, and Gucci dress, 
$3,650, gucci .com; and Jil 
Sander shoes, $1,695 (yellow 
and pink), $1,070 (blue), all Jil 
Sander boutiques, and $1,695 
(red), available upon request

PAGE 107
From left: Céline coat, 
$7,200, and dress, $2,250, 
both Céline boutiques;  
Jil Sander coat, $3,100, 
Barneys New York, and 
Altuzarra dress, $1,995, 
neimanmarcus .com; Akris 
sleeveless jacket, $5,990, 
Bergdorf Goodman, and 
Altuzarra dress, $2,495,  
The Room, Vancouver; 
Bottega Veneta coat, $10,500, 
800-845-6790; and Stella 
McCartney shoes, all $995, 
all 212-255-1556

PAGE 108
From left: Givenchy by 
Riccardo Tisci coat, $4,290, 
givenchy .com, and Marc 
Jacobs skirt, $925, Marc 
Jacobs stores; Tod’s coat, 
$5,325, 212-644-5945, and 
Trademark dress, $298,  
trade-mark .com; Marc Jacobs 
coat, $1,900, and dress, 
$1,500, both Marc Jacobs 
stores; Dior coat, $4,600, 
800-929-DIOR; and Jil 
Sander shoes, $1,695 (yellow 
and pink), $1,070 (blue), all Jil 
Sander boutiques, and  
$1,695 (red), available upon 
request

PAGE 109
From left: Coach coat, $1,395, 
coach .com, and Victoria 
Beckham dress, $2,795, Net-
a-Porter; Donna Karan New 
York coat, $3,495, Neiman 
Marcus, and Sportmax dress, 
$1,250, 212-674-1817; Stella 
McCartney coat, $2,260, 
212-255-1556, and Trademark 
dress, $328, trade-mark 
.com; Oscar de la Renta coat, 
$4,290, and dress, $4,590, 
both Oscar de la Renta 
Madison Avenue, New York; 
and Stella McCartney shoes, 
all $995, all 212-255-1556

WELL OPENER 
PAGE 121
Giorgio Armani jackets, 
$2,275 and $2,725 (tied 
around waist), both Giorgio 
Armani boutiques nationwide

THE GRAY LADY
PAGE 123
Hermès coat, $4,300, Hermès 
stores nationwide, Prada knit, 
$1,190, prada .com, and The 
Row socks and shoes (worn 
throughout), similar styles 
available at Neiman Marcus

PAGE 124
Michael Kors pullover,  
$795, culotte, $6,995,  
and scarf, $495, all select  
Michael Kors stores

PAGE 125
The Row coat, $23,500, 
Amaree’s, jacket and scarf, 
similar styles available at 
Neiman Marcus, and Prada 
knit, $1,190, prada .com

PAGE 126
Haider Ackermann coat, 
$2,469, and trousers, $912, 
both Nordstrom New York, 
and Dolce & Gabbana 
gloves, $525, select DG 
boutiques

PAGE 127
Bottega Veneta sweater, 
$770, 800-845-6790, and 
Prada knit, $1,190, prada .com

PAGE 128
Salvatore Ferragamo  
sweater, $870, 866-337-7242, 
and Chanel jeans, $3,600, 
800-550-0005

PAGE 129
Balenciaga sweater, $4,250, 
Barneys New York, Prada 
knit, $1,190, prada .com, 
and Haider Ackermann coat 
(tied around waist), $2,469, 
Nordstrom New York

PAGE 130
Max Mara trench vest, 
$3,250, jacket, $1,350,  
and sweater, $535, all  
212-879-6100, and Calvin 
Klein Collection dress, 
$2,995, 212-292-9000

PAGE 131
Dior astrakhan coat, 
$43,000, available by special 
order, wool coat, $5,300, 
vest, $3,600, and pants, 
$1,350, all 800-929-DIOR, 
and Dolce & Gabbana gloves, 
$525, select DG boutiques

PAGE 132
Saint Laurent by Hedi 
Slimane blazer, $3,100, 212-
980-2970, Valentino pants, 
$3,290, Valentino boutiques, 
and Dolce & Gabbana gloves, 
$525, select DG boutiques

PAGE 133
Valentino cape, $5,200, 
turtleneck, $1,650, and 

pants, $3,290, all Valentino 
boutiques

URBAN LEGEND
PAGE 140
Chloé coat, $15,250,  
Neiman Marcus

PAGE 142
Ralph Lauren Black Label 
coat, $5,995, select Ralph 
Lauren stores, Equipment 
shirt, $204, equipmentfr .com, 
Eres bra, $195, 888-656-
ERES, and Tasaki Collection 
by Thakoon necklace  
(worn throughout), $1,500, 
Jeffrey New York

PAGE 143
Louis Vuitton coat, price 
upon request, belt, $600, and 
earring, $895, all louisvuitton 
 .com, and Eres bra, $195, 
888-656-ERES

PAGE 144
Christopher Kane jacket, 
$13,355, Montaigne Market 
France, Gucci shirt, $950, 
gucci .com, Levi’s jeans, $78, 
levi .com, Eres bra, $195, 888-
656-ERES, and Louis Vuitton 
belt, $600, louisvuitton .com

PAGE 146
Givenchy by Riccardo Tisci 
coat, price upon request, 
and tank top, $1,550, both 
givenchy .com, Levi’s jeans, 
$78, levi .com, Louis Vuitton 
belt, $600, louisvuitton .com, 
and Jennifer Fisher bracelet, 
$1,500, 888-255-0640

PAGE 147
Prada dress, $3,170, and 
scarf, $275, both prada .com

CROC ROCKS
PAGE 152
Hermès clutch, $16,300, 
Hermès stores nationwide

PAGE 153
Dior bag, $34,000, available by 
special order, 800-929-DIOR

PAGE 154
Chanel clutch, $25,000,  
select Chanel boutiques

PAGE 155
Balenciaga bag, $14,650,  
212-206-0872BRIC-A-BRAC  The materials room at Studioilse, overflowing with samples.
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GOLDENGOOSEDELUXEBRAND.COM

GOLDEN GOOSE DELUXE BRAND

Barney’s - New York

Fred Segal Trend - Santa Monica

Neiman Marcus - Longview/Texas

James Perse - Los Angeles

OSCARDELARENTA.COM

OSCAR DE LA RENTA

Discover the latest collection of fashion 
jewelry handcrafted in America.

Follow @WSJnoted or visit us at wsjnoted.com © 2014 DOW JONES & COMPANY, INC. ALL RIGHTS RESERVED.  6AO1393

PHOTOSHANGHAI.ORG

INAUGURAL PHOTOGRAPHY FAIR

The first international ar t fair dedicated to 
photography in China, Photo Shanghai is 
delighted to welcome to world’s leading 
photography galleries from 5-7 September 
at the Shanghai Exhibition Centre.

LAVENDEMMIA.ORG

FINEST WINE TASTING EXPERIENCE

This October, over seventy Global Luxury 
Brands of Milan’s Via MonteNapoleone, Verri 
and Sant’Andrea, will host top sommeliers and 
seventy of the world’s most prestigious wineries.

By invitation only.

THEPOWEROFH.COM

LEXUS HYBRID DRIVE.  

Take the proven way forward with the 
latest Lexus Hybrid models, now in their 
6th generation of hybrid innovation.

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.
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“THE PHOTO OF THE DOGS was a gift from the Found-
ation for Art and Preservation in Embassies, shot by 
William Wegman. The two dogs on the left inside 
the crate are mine, Bronzino and Giotto. I think it’s 
just hysterical. Below that is a picture of my brother 
George, who passed away not quite two years ago. 
He loved the West and had a ranch in Elko, Nevada. 
His son has inherited it—it’s a working ranch with 
cattle and buffalo, right by a stream and mountains. 
Graeter’s ice cream comes from my home state, Ohio, 
and it’s one of my favorite ice creams. I especially like 

their peppermint-stick flavor, which has crunchy bits 
in it. I included my passport and global entry pass 
because I travel quite a bit—most recently, I was out-
side Frankfurt visiting the artist Wolfgang Laib. I 
once had a charm bracelet given to me by my mother, 
but it was stolen. A friend of mine got my children 
to give me this bracelet, which includes a heart that  
has a picture of my mother and father inside. The ani-
mal sculpture was made by a student at P.S. 139, in 
Brooklyn, as part of the Studio in a School program, 
which I love. The desk and chair are Ming dynasty 

furniture made from Huanghuali wood, a very old, 
rare type of wood. The two books are The Rise by 
Sarah Lewis, a fascinating look at the importance of 
failure and how necessary it is for achievement, and 
Letters from London by Marjorie Susman, a book 
based on her journal from when she was the wife of 
the ambassador to the Court of St. James’s. I love flow-
ers; I always have them around me. The ones here are 
from Ronaldo Maia, who has a real artist’s eye. I love 
peonies and also lilies of the valley, because they were 
my father’s favorite.” —As told to Christopher Ross

PHOTOGRAPHY BY GRANT CORNETT

STILL LIFE

AGNES GUND
The philanthropist and art patron shares a few of her favorite things.
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ANNIE LEIBOVITZ, JUERGEN TELLER and BRUCE WEBER

JUERGEN TELLER


