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Louis Vuitton and Cindy Sherman celebrate the Monogram

2014, Six Iconoclasts, One Icon: CHRISTIAN LOUBOUTIN, CINDY SHERMAN, FRANK GEHRY,
KARL LAGERFELD, MARC NEWSON and REI KAWAKUBO take inspiration from the iconic LOUIS VUITTON Monogram. #CelebratingMonogram
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Reine de Naples Collection
in every woman is a queen
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SKILlFULLY CRAFTED. ENJOY RESPONSIBLY. Glenfiddich Single Malt Scotch Whisky ©2014 Imported by William Grant & Sons, Inc. New York, NY.SKILlFULLY CRAFTED. ENJOY RESPONSIBLY. Glenfi ddich Single Malt Scotch Whisky ©2014 Imported by William Grant & Sons, Inc. New York, NY. SKILlFULLY CRAFTED. ENJOY RESPONSIBLY. Glenfiddich Single Malt Scotch Whisky ©2014 Imported by William Grant & Sons, Inc. New York, NY.

The Original

Discover the
whisky that

CHANGED history.
196 3

Following in the footsteps of his pioneering family, Sandy Gordon
was the first to actively promote our Glenfiddich Straight Malt
beyond the UK, effectively starting the entire single malt category.

Today
Our Malt Master, Brian Kinsman, has faithfully reproduced the
historic taste using our unrivalled collection of aged whiskies,
exactly recreating the celebrated fresh and fruity taste.
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Clockwise from top left: Art Innovator Kara Walker, photographed by Tina Barney; an ashtray and papers 
at artist Frank Stella’s studio, photographed by Adrian Gaut; pastry chef Dominique Ansel’s in-demand 
Cronuts, photographed by Martine Fougeron.
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Over 20 million kids in America lack access to healthy food. So, a company called

Revolution Foods came up with a solution: affordable, nutritious, kid-inspired meals,

available in schools and stores.

To make an impact, they needed capital, financial advice and guidance. With Citi’s

support, they went from a small kitchen to employing more than 1,000 people, serving

a million meals a week nationwide. Now Citi is helping the company expand, as they

continue their mission to make nourishing food accessible to all.

For over 200 years, Citi’s job has been to believe in people and to help make their ideas a reality.

citi.com/progress

© 2014 Citibank, N.A. Member FDIC. Equal Opportunity Lender. Citi and Citi with Arc Design are registered service marks of Citigroup Inc.
The World’s Citi is a service mark of Citigroup Inc.
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O
UR 2014 INNOVATORS AWARDS—and this 
fourth annual issue, honoring outstand-
ing individuals who are transforming their 
respective fields—represent the culmina-

tion of nearly a year’s worth of planning. Beginning 
in January, we searched high and low for the most 
groundbreaking talents in several disciplines before 
narrowing our list to the eight creative minds featured 
here. Together, they make up one of the most diverse 
groups we’ve ever assembled.

If these pioneers have one thing in common, 
it’s that their paths to success have been anything 
but predictable. Our Performing Arts Innovator 
and cover star, Lil Buck, fused two divergent dance 
idioms—Memphis’s street-style jookin’ and classi-
cal ballet—to create a new language of movement. 

Entrepreneurship Innovators Dr. Dre and Jimmy 
Iovine overcame obstacles in their early music 
careers, and now, having launched an academy at USC 
dedicated to innovation, they’re equipping the next 
generation to do the same. Both our Architecture 
Innovator, Sou Fujimoto, and Food Innovator, René 
Redzepi, have seamlessly blended natural, at times 
primitive elements with an avant-garde approach to 
their professions. Reshma Saujani, our Technology 
Innovator, is closing the tech-world gender gap 
with her nonprofit Girls Who Code, drawing inspira-
tion from her own aversion to math and science as a 
youth. As the new artistic director at Louis Vuitton, 
Fashion Innovator Nicolas Ghesquière is applying his 
famously cutting-edge style to the historic brand by 
looking to its past, while Art Innovator Kara Walker 

dominated the conversation this year with a jaw-
dropping oversize installation made from a perfectly 
ordinary material: sugar.

One of the Columnists featured in this issue, Neil 
deGrasse Tyson, urges us to recall the big dreams that 
once inspired the world to think about the future. The 
extraordinary talents in this issue are doing just that—
by living out their dreams and pointing us toward a 

brighter tomorrow.   

editor’s let ter

ILLUSTRATION BY ALEJANDRO CARDENAS

WILD BOUQUET  Bast, wearing Louis Vuitton, and Anubis, in Ermenegildo Zegna Couture, toast this year’s WSJ. Innovators as Who looks on, wide-eyed.

ALL TOMORROW’S PARTIES

Kristina O’Neill   
k.oneill@wsj.com
Instagram: kristina_oneill 87
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D
ANCER AND CHOREOGRAPHER Lil Buck 
found a worthy partner during the ani-
mated photo shoot for this month’s cover 
of WSJ. Magazine: model Joan Smalls, who 

held her ground next to Buck’s gravity-defying foot-
work. “Where I’m from, you come out of the womb 
dancing,” she says. While on set she playfully chal-
lenged Buck, “I’d like to see you try it in these heels.” 
(He declined, conceding that her catwalk strut is as 
impressive as his stagecraft.)

Smalls, 25, currently dashes between her home in 
Brooklyn and fashion capitals like London and Paris 
for commitments such as ad campaigns for Givenchy 
and Gucci—a jet-setting life that is distant from her 
Caribbean roots. Her childhood home in Hatillo, a 
coastal town about 60 miles east of San Juan, was a 
six-acre working farm. Her father is an accountant, 
and her mother was an elementary school social 
worker, but the family also raised a menagerie, 
including  chickens, pigs, ducks and dogs, with the 
odd peacock roving through the orchards of banana, 
avocado, mango and orange trees. The youngest of 
three, Smalls was a tomboy, never shying away from 
picking fights with the boys in the neighborhood 
who teased her for being thin and lanky. One day, as 
a teenager, she caught a TV show on ’90s supermod-
els, including Cindy Crawford, Linda Evangelista and 
Naomi Campbell. Something clicked: Smalls sud-
denly realized that the same attributes that brought 
her so much grief might be ideal for a career in front 
of the camera lens. But first, she had to convince her 
traditional parents. 

“Education was always the primary focus in my 
family, and my dad wasn’t impressed with fashion 
aspirations,” Smalls explains. She was determined to 
make it into the pages of fashion magazines, so after 
graduating from high school, she compressed a psy-
chology degree into two years at the InterAmerican 
University of Puerto Rico—and immediately bought 
a ticket to New York. “I gave myself a year to make 
it [as a model],” she recalls. “When I first got to New 
York [in 2007], it was a dream. Fashion seemed so 
fabulous. But, I soon realized, it ain’t always!”

Smalls was not an overnight success. She toiled 
as a catalog model until Givenchy designer Riccardo 
Tisci plucked her from a group casting call and booked 

Thanks to her determination and 
dramatic talent, the Puerto Rican 

beauty has ascended to the top  
of the fashion world.

SMALLS 
WORLD

on the cover

her exclusively for his spring/summer 2010 haute 
couture show in Paris. That short trip down a run-
way was a turning point, transforming Smalls into 
one of the most in-demand models in the industry: 
In 2011 she quickly became the first Latina face of 
Estée Lauder cosmetics and the first woman of color 
in decades to appear in a Chanel campaign when 
she fronted its spring 2012 advertisements. Steven 
Meisel shot her for the March 2012 cover of Italian 
Vogue, and she appeared alongside Kate Moss in 
a 2013 Versace campaign. “She is so versatile,” 
explains Tisci, who has become one of her closest 
friends. “She is almost like an actress; she can turn 
into different people.”

This fall, she appeared on the cover of the 
September issue of American Vogue, a significant 
moment in any model’s career, and for Smalls the 
realization of a long-held ambition. “I once read 
the book The Secret, which said visualizing things 
will make them come true,” she says. “So, one day, I 
cut out a picture of myself and glued it into an issue 
of Vogue. I closed it and put it up on the shelf. I’ve 
always been a little wary of The Secret, but hey, it 
worked, didn’t it?” —Derek Blasberg

SUPERMODEL  
 Clockwise from 

right: Shot by Steven 
Meisel for W, 2012; 

photographed by Craig 
McDean for an Estée 

Lauder ad, 2014; in  
a 2014 Gucci ad  

shot by Mert Alas and 
Marcus Piggott. 

PICTURE PERFECT  
From top: Smalls at age 10;  
on the runway at (from left) 
Balmain, spring 2015, Gucci, 
fall 2011, and Chanel, spring 
2015; with Bruno Mars, shot in 
Puerto Rico by Peter Lindbergh 
for American Vogue, 2011.
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DESIGNER GIRL  
Posing with Riccardo 
Tisci at a 2013 Paris 
Fashion Week party.
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lil buck   P. 90 
If you’ve ever seen Lil Buck (left) perform, you’ll understand why everyone on the set of our November cover shoot was a little awestruck  

by his moves and charisma. It’s also easy to grasp why he’s the cover star of our annual Innovators issue. Accompanied by supermodel  
Joan Smalls (center), Lil Buck jumped into the outfits selected by stylist George Cortina and floated for photographer Daniel Jackson’s lens. 

Cortina, mindful of the dancer’s kinetic expertise, says, “I picked pieces for Lil Buck that would have been training clothes for Bob Fosse or 
Willi Ninja.” For Smalls, Cortina chose lightweight, dramatic pieces, such as the silver Chanel gown featured on the cover. (“Weighs less  

than a pound,” Cortina notes, “as couture should.”) Shay Normann (right), who choreographed the shoot at Lil Buck’s request, says he tried  
to create a fluid connection between dancer and model through emotional directions, such as telling Lil Buck to leap away from Smalls as  

if “you’re trying to hold onto an angel.” Jason Gay, who profiled the dancer, says, “He has a very compelling mix of confidence and humility.” 
Gay also marveled at how Lil Buck’s style and presence “translate across generations,” and how his extraordinary grace is helping to 

reinvigorate the art of dance.  —Sade Strehlke

PAMELA HANSON
Photographer

ResHma saujani  p. 124

NOBUYOSHI ARAKI
Photographer

sOu FujimOtO  p. 112

JOSH EELLS
Writer

DR. DRe anD jimmy iOvine  p. 118

TINA BARNEY
Photographer

KaRa walKeR  p. 108
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WSJ. asks six luminaries to weigh in on a single topic. This month: The Future.

DOLORES 
CARDELUCCI

“I have read people 
ever since I was a young 
person. I just auto-
matically did it. I hear 
voices—that’s how I 
read. I hear the voice 
that people hear when 
they sit down to medi-
tate and listen to their 
own answers. I read 
the mental atmosphere 
around the person, and 
I predict. You know that 
expression, ‘We saw 
each other and knew 
instantly it was love’? 
It’s the same thing in 
a reading. People who 
are not readers do this 
all the time. You have a 
friend who advises you: 
‘I’ve got a feeling about 
this.’ I do workshops 
with big groups, and 
it’s based on their own 
intuition. I teach them 
how to read each other, 
how to see this as just 
a matter of life. I’m not 
talking about walking 
around in la-la land. Just 
to be still—to know that 
we can all hear what we 
should do.”

Cardelucci is a Los Angeles 
psychic.

“What excites me about 
the future is the same 
thing that overwhelms 
me. I love how computer 
technology has made  
it so much easier to con-
nect globally. Borders 
are broken down. 
Cultures find common 
connections. But the 
technology and the 
applications are expand-
ing exponentially, and 
it can seem daunting. I 
remember when I was 
about 16, my grandfather 
said: ‘Things will never 
be as good as you dream, 
but never as bad as you 
fear.’ Whether it’s true 
or not, it’s helped me 
step back from fear and 
be a bit more pragmatic 
about an issue or appar-
ent threat to the future. 
As an 11-year-old, I read 
A Wrinkle in Time and 
spent many a daydream 
and sleepless night 
imagining what it would 
be like to break free from 
the limitations of time. 
But through all that, 
time has marched on in a 
steady click. So, for now, 
I’ll only get to time-travel 
through my work.”

JENNIFER
LEE

Lee was the co-writer and  
co-director of Disney’s Frozen 
and is adapting A Wrinkle in  
Time for the screen.

“The reason we have a 
brain is to predict the 
future—so we can antici-
pate the consequences  
of actions and the con-
sequences of inaction. 
That became good for 
survival and hard-wired 
into our brains. The 
common wisdom is that 
you cannot really predict 
the future. It’s true for 
a lot of things but not 
about the capacity of 
information technology. 
I wrote an essay review-
ing all of my predictions, 
including 147 I made 
about the year 2009. 
They were 86 percent 
correct. I started making 
these predictions more 
than 30 years ago. That’s 
the power of exponential 
growth. I’m optimistic 
about the future because 
it’s different from what 
we see in science fiction 
films, where one evil 
individual gets ahold of 
a futuristic technology 
and threatens humanity. 
Artificial intelligence, in 
the form of devices like 
smartphones, is not in 
one person’s hands—it’s 
in one to two billion 
hands.”

RAY
KURZWEIL

Kurzweil is an inventor, futurist 
and author.

soapbox

THE COLUMNISTS

Tyson is an astrophysicist  
and the host of Fox’s Cosmos:  
A Spacetime Odyssey.

NEIL 
deGRASSE 

TYSON

Dufresne is the chef and owner 
of the New York City restaurants 
Alder and wd~50, the latter of 
which will close at the end of this 
month.

WYLIE 
DUFRESNE

“In food, I think in a way 
we’re coming to the  
end of the railroad track. 
We’ve ridden what’s 
been laid before us, and 
our duty is to continue 
laying more track. The 
track has to go on—it’s 
not going to end, but 
we’re not necessarily 
sure where it’s going 
to go. I hope that when 
the score is tallied up, 
we [at wd~50 and Alder] 
will have contributed a 
decent amount of track 
and been a part of the 
avant-garde. But I’ve 
never been much of a 
futurist—I’m not trying 
to channel my inner 
Buck Rogers. I’d say 
I’m more of a modern-
ist; we’re not trying to 
anticipate trends. My 
sense of the future  
is actually in some ways 
very short term. Life 
as a cook is about the 
immediate future. It’s 
not about next year; it’s 
about, ‘How am I going 
to get through these 12 
hours—and come out  
on the plus side?’ ”

“I was brought up with a 
scientific outlook on life. 
It’s the way my father 
deciphers the world—
whether it’s football, 
politics or hairstyles. So 
I don’t get anxious about 
the future, because I 
was raised to believe 
and accept that nothing 
stays the same, and the 
best way to survive is 
to adapt. I have faith in 
humanity that society 
will, over time, make 
the right decisions and 
evolve. I believe that 
we all have freedom to 
shape our own life and 
the world around us. One 
of the things that got  
me interested in genetics 
was the relationship 
between genes and envi-
ronment. We are all dealt 
a certain deck of cards, 
but our environment can 
influence the outcomes. 
The fact that my envi-
ronment influences my 
life so much—and that 
my environment is in 
my control—gives me a 
great sense of empower-
ment over my health  
and my life.”

ANNE 
WOJCICKI

Wojcicki is a biologist and the 
co-founder and CEO of the 
 personal genetic-testing com-
pany 23andMe.

“In the 1950s and ’60s, 
thinking about the 
future was a major pas-
time. We were headed  
to the moon, and every-
one knew it required 
advanced science and 
technology. Dreams were 
put on the table and then 
realized. Everything 
was ‘of tomorrow.’ That 
pastime has evaporated. 
We’re getting excited 
about the next app,  
but that’s different from 
awaiting revolutions in 
technology. I don’t tend 
to value-judge, but if  
we stop dreaming about 
the future, then tomor-
row is much more likely 
to be the same as today. 
In the 20th century, 
Americans led the world 
in major inventions.  
But the ambitions of  
the nation have flatlined. 
You go through the 
school system and come 
out on the other side, 
and there’s no grand 
vision to walk into. To 
get everyone thinking 
about the future again 
may require another big 
project where we dream 
the impossible dream 
and achieve the impos-
sible goal.”
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Mah Jong modular sofa system dressed by Jean Paul Gaultier, design Hans Hopfer

Manufactured in Europe.
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Complimentary 3D Interior Design Service*
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BY megan conwaY   photographY BY Leonora hamiLL

For its 10th anniversary, Performa—a New York nonprofit dedicated to performance art  —looks 
at the genre’s surprisingly long history, and the women who embody its spirit today.

renaissance women

i
f you ask RoseLee GoLdbeRG, performance 
isn’t the maverick art form it’s often made out 
to be, though she’ll happily agree it’s enjoying a 
moment in the sun. Since 2004, when Goldberg 

founded Performa—perhaps the world’s foremost 
organization dedicated to the genre—live artwork 
has earned top billing at museums and galleries, 
celebrated for its counter-market values, whiff of 
rebellion and sheer theatricality. “People have 
been won over,” says Goldberg, an art historian and 
curator, but “this live aspect of performance mak-
ing, really designing public spectacle, was there for 
hundreds of years,” from the fireworks displays at 

Versailles to the theme of this fall’s gala celebrating 
Performa’s 10th anniversary: the Renaissance.

Goldberg cites La Festa del Paradiso, an elabo-
rate showpiece conceived by Leonardo da Vinci on 
the occasion of the marriage of Isabella of Aragon 
and Gian Galeazzo Sforza in 1489, as one of the ear-
liest known examples of performance art in history. 
“Before there were movies, before there was mass 
entertainment, artists were responsible for creating 
entertainment for princes and the like,” she says. 

Scheduled for November 4 at the Weylin B. 
Seymour’s Williamsburgh Savings Bank, in 
Brooklyn, the gala will feature Fecunditas, an 

immersive food performance by artist Jennifer 
Rubell, and will honor what Goldberg has termed 
Performa’s “Renaissance women”—the artists and 
patrons (the da Vincis and Sforzas) who’ve worked 
with the nonprofit, many since its inception. 
“Performa alumni become part of our rich heri-
tage,” says Goldberg. “You take on ideas and you 
make them in all possible ways. Each of these women 
works with incredible generosity.” >

tableau vivant  Some of Performa’s Renaissance women 
at the gala venue. Clockwise from top left: Wendy Fisher, 
Cindy Sherman, RoseLee Goldberg, Shirin Neshat, Yvonne 
Rainer, Laurie Simmons, Toby Devan Lewis, Jennifer Rubell.
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Here, 12 women—Performa artists, board members, 
supporters and more—answer the question, What 
makes a modern Renaissance woman?

RoseLee GoLdbeRG | FoundinG diRectoR and 
cuRatoR oF PeRFoRma  
 “Renaissance men and women dramatically 
shaped our understanding of the world and gave 
us a vision of what it might be. They were explor-
ers in every sense—intellectually, philosophically, 
geographically. They changed ideas about perspec-
tive, mathematics, architecture, medicine, image 
making. In celebrating this group, I want us to 
acknowledge a group of women who have shaped 
late-20th-century culture and who continue to 
shape our new century in the most radical and 
far-reaching ways. Their work is inspiring, deeply 
considered, generous. Knowing them and their 
work makes us each more profoundly human and 
more deeply aware of the shifting values in our 
communities and how we might all contribute to 
them for the better.

“When I came to New York in the ’70s, I was met 
by extraordinary women in the art world—artists, 
writers, critics, curators, patrons—and, over the 
decades, their numbers have only grown. They are 
a solid block of sensibilities and power; they make 
the rich tapestry of culture that is New York as well 
as cultural institutions across the country. For our 
Renaissance celebration, I wished to bring together 
these women who have inspired, shaped, enabled 
and imagined a world of ideas and aesthetics for 
our time.”

LauRie simmons | aRtist 
“According to wikiHow, ‘A Renaissance person 
refers to a polymath—a person who is talented aca-
demically, athletically, in etiquette, well balanced 
and well educated in many different areas.’ That is 

definitely not me. I can do 
maybe one to three things 
really well (on a good 
day), and I prefer to leave 
the Renaissance to the 
15th and 16th centuries 
(though it might be fun to 
dress up in a costume for 
the Renaissance Faire). 
Wiki also says, ‘If you are 
called a Renaissance man 
or woman, it is a great 
compliment’—so I’m very 
flattered.”

maRia baibakova |  
PhiLanthRoPist and aRt 
coLLectoR
“I like to think that the Renaissance woman inte-
grates the learnings of the women who trailblazed 
before her, doesn’t get caught up in the race for 
perfection and instead enjoys the sometimes bumpy 
but always exciting ride that is her life.”

toby devan Lewis | PeRFoRma boaRd membeR
“For me, being a 21st-century Renaissance woman  
is to be very involved, not only in museums, but  
in galleries and organizations that support art.”

wanGechi mutu | aRtist
“A Renaissance woman of the 21st century has 
awoken and is self-aware and conscious of her rights 
and her ability to maneuver and operate at the high-
est level available to her. A woman this enlightened 
knows there’s no such thing as ‘You can’t do that,’ 
and so she’s doing it all. And doing it well. Performa 
is that cauldron that constantly stirs ‘it’ all up into 
one big delectable soup.” 

wendy FisheR | PeRFoRma boaRd membeR 
“For me, it means all boundaries are fluid and that 
one can create and innovate in any space that one  
is drawn to.”

JenniFeR RubeLL | aRtist
“All women have always been Renaissance women. 
We are never only one thing, one medium, one way of 
thinking. Being a 21st-century Renaissance woman 
is about rejecting the idea of a human as a brand and 
embracing the full complexity of our identity.” 

yvonne RaineR | choReoGRaPheR and FiLmmakeR
“I think you got the wrong woman.” 

Joan Jonas | aRtist
“I didn’t see a major difference between a poem,  
a sculpture, a film or a dance. While I was studying 
art history I looked carefully at the space of paint-
ing, films and sculpture—how illusions are created 
within a framed space, and how to deal with a real 
physical space with depth and distance. When  
I switched from sculpture to performance, I just 
went to a space and looked at it. I would imagine 
how it would look to an audience, what they would 

be looking at, how they 
would perceive the 
ambiguities and illu-
sions of the space. An 
idea for a piece would 
come just from look-
ing until my vision was 
blurred. I also began 
with a prop such as a 
mirror, a cone, a story.”

cindy sheRman | aRtist 
 “I have no idea, but  
in the 21st century, all 

women should be considered Renaissance women 
because they’re juggling their lives, their families, 
keeping a home, plus jobs—they’re cooks, drivers, 
stylists, accountants, therapists, gardeners, house-
keepers, nannies, etc.” 

PameLa JoyneR | businesswoman and aRts PatRon
“Today’s Renaissance woman must have abundant 
curiosity and a willingness to take calculated risks. 
This vantage point will enable her to set visionary 
goals and achieve unprecedented successes. At her 
best, she is an inspiration to and a guiding light for 
future generations of Renaissance women.” 

shiRin neshat | aRtist  
 “A desire to constantly reinvent yourself, your  
body, your character and your art; to age gracefully 
and wisely; to look beautiful; to remain feminine; 
to be in love; to take risks; to remain a student; to 
be strong; to allow vulnerability; to be humble;  
to avoid overconfidence; to avoid competitiveness; 
and to embrace failure.”

Clockwise from left: Cindy 
Sherman, Shirin Neshat, 
RoseLee Goldberg.
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VJ Carbone,
Michael Trusnovec Amy Erbesfeld, Yvonne CheounBetsey Johnson, Troy Pade

Christine de Saint
Andrieu, Alberto Festa, Colleen Caslin, Maria Canale

The Surrey
roofTop Soirée
New york | 8.19.14
WSJ. Magazine and The Surrey hosted
a private reception to welcome newly
appointed General Manager Troy Pade to
Madison Avenue. Live music by guitarist
Andreas provided a lush soundtrack to the
scenic views of the New York City skyline.
Guests toured the exclusive penthouse
space and parted with gourmet sweets
compliments of Café Boulud.
Photos by Angela Pham/BFAnyc.com

Andreas

WSJ. Magazine Exhibit

phoTo ShaNghai
ShaNghai | 9.5-7.14
The inaugural edition of international photography-
dedicated art fair PHOTO SHANGHAI, was held at the
Shanghai Exhibition Centre and showcased over 40
galleries from 15 countries. It featured the best in vintage
and contemporary masterworks from around the world
and was a first for the Asia-Pacific region. WSJ. curated
an exhibition of travel images, sponsored by Executive Jet
Management China, a NetJets and Berkshire Hathaway
Company, from noted photographers Robert Polidari,
Jamie Hawkesworth, and Olaf Otto Becker, and co-
hosted the opening night reception for collectors and
gallery owners at Light + Salt on The Bund.
Photos by Gao Erqiang

Photo Shanghai at The Shanghai Exhibition CenterRemi Jarri & Roberto CrivelliniQuinn Pofahl, Cathy Campanile, Jaime JimenezKevin Dailey, Ken Wyse

Betsey Moser, Tatiana Sotiriou Alex Gobo, Olympia Rizzi

The Surrey-Mosphere

The Power of Creation

A LIMITED EDITION BY IRIS VAN HERPEN D
O
M

P
ÉR

IG
N
O
N
®

C
H
A
M
P
A
G
N
E,

©
20

14
IM

P
O
R
TE

D
B
Y
M
O
ËT

H
EN

N
ES

SY
U
SA

,I
N
C
.,
N
EW

YO
R
K
,N

Y.
EN

JO
Y
R
ES

P
O
N
SI
B
LY

.D
O
M
P
ER

IG
N
O
N
.C
O
M



THE INSPIRATION

FLORA IN FOCUS

46 WSJ. MAGA ZINE

F
R

O
M

 L
E

F
T

: 
C

O
U

R
T

E
S

Y
 O

F
 M

A
R

T
Y

N
 T

H
O

M
P

S
O

N
; 

F.
 M

A
R

T
IN

 R
A

M
IN

; 
N

B
C

 V
IA

 G
E

T
T

Y
 I

M
A

G
E

S

WHAT’S NEWS

FLORA IN FOCUS

THE CULT OF 

THE “IT SPOON”
In the early 1990s, chef Gray Kunz 

of New York’s now-shuttered 
Lespinasse designed a spoon with 

the demands of professional kitchens 
in mind, endowing it with a 

comfortable he�  for balance and a 
large, versatile bowl. It quickly 

became standard issue across the 
country for chefs at top restaurants 

like Per Se and Scarpetta. To 
celebrate its 20th anniversary, Kunz 

is releasing a limited-edition 
gold-fi nished version, which—thanks 

to fanboys like Mission Chinese 
Food’s Danny Bowien—has already 

attained cult status. $39; jbprince.com.

A SHORTER, 
NARROWER 

HANDLE 
IMPROVES 
CONTROL.

 THE GENTLY 
TAPERED 

EDGE ALLOWS 
FOR PRECISE 

PL ATING.

 Youth Mode 
“Traditional life scripts 
have broken down. Kids 

never leave the nest. 
Grandparents get addicted 

to Kim Kardashian. 
Experimentation with 

self-defi nition is no longer 
exclusively the province 
of young people—every-

one wants the freedom of 
adaptability.”

Advanced Consumers 
“Consumers defi ned 

not by geography or demog-
raphy but by atypical 

and experimental uses of 
traditional consumer 

products: YouTube makeup 
gurus, fast-food-menu hack-

ers, extreme couponers.”

Mass Indie
“The mainstream and coun-

terculture are no longer 
opposed. The mainstream 

is now made up of many 
countercultures. The desire 

to be special and di er-
ent is no longer a niche 

preoccupation.” 

Creative Leadership 
“A paradigm shift in which 
the role of the CEO increas-

ingly overlaps with or 
is superseded by the role of 
the creative director, who 
manages anxiety through 

vision and intuition.”

K-HOLE, a New York 
trendcasting group that 
issues playful forecasts, 

set the fashion world 
on fi re this year with its 

coinage of the term 
normcore—vanilla, mall-

brand style epitomized by 
the characters on Seinfeld 
and embraced by hipsters. 
Below, K-HOLE highlights 

four emerging trends.

THE NEXT 
NORMCORE

Fashion and interiors photographer Martyn Thompson 
has a knack for su� using his still lifes of fl owers with
the same overripe sensuality as the French 
postimpressionists. His new collection of textiles, called 
Cézanne’s Shadow, recognizes that artistic heritage 
while also suggesting that much has changed since plein-
air was all the rage. Each piece begins as a photograph 
before being translated into fabric—printed onto natural 
linen using digital technology or handworked methods, 
or woven on a Jacquard loom. “The digital age has made 
it possible to reproduce a photograph in so many ways, 
on so many di� erent materials,” says the Australian-born, 
New York–based Thompson, who has shot for brands 
such as Hermès and Ralph Lauren. “I love how the fabric 
looks old and new at the same time.” Fabric, wallpaper 
and custom furniture pieces are available to trade from 
martynthompsonstudio.com. 

FENDI CASA  LUXURY LIVING 
MIAMI  90 NE 39TH STREET  305-438-1660 • 4100 NE 2ND AVENUE SUITE  201  786-409-5558 
LOS ANGELES  308 N ROBERTSON BLVD  310-854-1008    NEW YORK  153 MADISON AVENUE  646-596-9610 
FENDI.COM
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WHAT’S NEWS

ON DISPL AY

TILE FILES
Adriana Varejão’s airy studio near Rio de Janeiro’s Jardim 

Botânico is brimming with books on porcelain, but her artwork 

isn’t exactly decorative. Varejão, 50, creates trompe l’oeil ceramic 

sculptures (like the one above), sometimes decorated with images 

of human viscera and inspired, she says, by her love of fi lm auteurs 

like David Cronenberg. This month, her fi rst solo museum show 

in the U.S. opens at Boston’s Institute of Contemporary Art. “I use 

parody and historical misrepresentation to reassign cultural sig-

nifi cance,” says Varejão. “I love the fake.” —Lauren van Straaten

VALEXTRA, VALEXTRA!

Tucked behind a hidden door 
is the latest in Le  Bank chic: 

members-only club Castel. 
Serge Gainsbourg and Françoise 

Sagan went there in the 
’60s, and regulars now include 

Mick Jagger and designer 
Nicolas Ghesquière, who 

celebrated his second Louis 
Vuitton collection with a dinner 

there in October. The four-
story space was overhauled—
save the piano Gainsbourg 
used to play—by nightlife 

impresario and artist André 
Saraiva and Thomas Lenthal. 
Now it boasts two restaurants, 

an expansive “living room” 
and art by Man Ray, Keith 
Haring and Jean-Philippe  

Delhomme. Membership will 
be capped at around 2,000; 

Saraiva himself purchased 100 
slots to give to his creative 
friends. “This isn’t about 

making money,” he says. “We 
just wanted to make a nice 

place where people can meet.” 
15 Rue Princesse.
—Elisa Lipsky-Karasz

HOT PROPERT Y 

PARIS NUIT

Milanese leather-goods company Valextra has a 
history of entertaining personal requests, like 
cra� ing a steamer trunk from the hide of a trophy kill 
or a one-of-a-kind hatbox for Maria Callas. 
So it’s fi tting that the brand is 
marking the launch of its fi rst 
American store, at 833 Madison 
Avenue in New York, with a bespoke 
service. For added fanfare, Valextra 
is unveiling a partnership with 
Italian designer Martino Gamper, 
who produced a capsule collection 
exclusive to the shop. 

DIVINE GEOMETRY 
Above: Fragmental 

dining table by Martino 
Gamper. Le� : The Isis 

clutch from his capsule 
collection. 

JUST OWN IT 
Parisian fashion brand 
A.P.C. is bringing its 

chic minimalism 
to Nike’s seemingly 
ubiquitous training 

sneaker, the Nike Free. 
It marks creative 

director Jean Touitou’s 
sixth collaboration 
with the footwear 

company, but his fi rst 
athletic shoe. Available 
in three subdued hues, 

including black 
(above), gray and 

beige, the shoe features 
the swoosh on the 

outside, with the Gallic 
brand’s label slipped 

discreetly inside. $150 
for men’s and women’s 

styles; apc.fr. 

WHAT’S NEWS

JUST OWN IT 
Parisian fashion brand 

N e w  Yo r k  -  B a l  H a r b o u r  S h o p s 
S o u t h  C o a s t  P l a z a  -  L a s  V e g a s 
1 . 8 0 0 . C H O PA R D 
E x p l o r e  t h e  c o l l e c t i o n  a t  U S . C H O PA R D . C O M

I M P E R I A L E 
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WHAT’S NEWS

Luxury river cruising is experiencing a surge in popularity. According to the Cruise Lines International Association, 27 new river 
cruisers will enter service in the next year alone. Below, fi ve of the best vessels and voyages, from a sumptuously appointed canal barge in 

bucolic France to a custom-built ship of  L’Occitane-stocked suites in tropical Myanmar. Come aboard; they’re expecting you. 

WORTH THE TRIP

MANY RIVERS TO CROSS

PRIME MEAT
It may strain credulity, 
but Paris’s haute société 

loves heading to the 
Boulevard Saint-Germain 

to devour juicy bacon 
cheeseburgers at the most 

American of locales—
Ralph Lauren’s chic 
restaurant. Another 

eatery opens  next to the 
brand’s NYC flagship this 

fall. 888 Madison Ave. 

TIME MACHINES

A BEAT OF ITS OWN
The escapement, a brass wheel with teeth 

beating against two synthetic rubies held by 

a T-shape steel lever—that’s what makes a 

traditional Swiss watch tick. The new Ulysse 

Nardin Anchor Escapement, made mostly from 

silicon parts, controls the fl ow of energy in a 

radically di� erent way. Gone are the jewels and 

the beating. Instead, the wheel and lever so� ly 

touch, surrounded by an imperceptibly vibrating 

circular structure. The strong, fl exible device 

conserves energy, which means it can run for 

longer. 212-257-4920. —Michael Clerizo

 THE NEW 
TECHNOLOGY TOOK 

SEVEN YE ARS TO 
DEVELOP.
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Outdoor heated plunge 
pools on deck; a visit to 

the Grey Poupon mustard 
factory in Dijon

Vandenesse-en-Auxois  to 
Dijon (7 days, 6 nights) 

on the Canal de Bourgogne 
and Canal du Centre, 

France 

$7,950 per person. From 
April to October 2015; 

belmond.com

In-room iPads with 
free Wi-Fi in all suites; 

excursion into the 
lush jungles of northern 

Myanmar 

Mandalay to Bhamo to
 Bagan (11 nights) on 

the Ayeyarwady River, 
Myanmar

From $5,200 per person. 
Sailing from November 

2014; sanctuaryretreats.com 

Onboard Egyptologists; 
unobstructed views of 

the Nile; visiting the Abu 
Simbel temples

Aswan to Luxor (8 days, 
7 nights) on the Nile, Egypt

$6,200 per person. 
Two excursions per month; 

oberoihotels.com

Two 445-square-foot 
Explorer suites with 

separate bedrooms and 
private wraparound 

verandas 

Bordeaux to Saint-Émilion 
and back (8 days, 

7 nights) on the Dordogne, 
Garonne and Gironde 

rivers, France

Explorer suites start 
at $6,156 per person. 

Sailing from March 2015; 
vikingrivercruises.com

All gratuities, shore 
excursions, onboard booze 

and airport transfers 
are built into the price.

London to Monte Carlo 
(23 days, including two 

9-day cruises on the Seine 
and Rhône rivers), Europe

$13,190 per person. 
Sailing from April to 

September 2015; tauck.com  

6 : 6 44 : 42 90 : 54 190 : 50 118 : 39

SANCTUARY 
ANANDA

OBEROI Z AHRA VIKING FORSETI TAUCK SWISS 
SAPPHIRE AND 

EMERALD

BELMOND 
FLEUR DE LYS
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WHAT’S NEWS

Knoll Luxe, the exclusive luxury arm of KnollTextiles, is releas-

ing its fourth fashion-based collection in November, this time 

with designer Maria Cornejo. Known for her eclectic prints, 

Cornejo was tapped for the project because of her “distinct point 

of view,” says Dorothy Cosonas, the creative director of both 

Textiles and Luxe. As with all of Cornejo’s designs for her label, 

Zero + Maria Cornejo, her jumping-o�  point was photography. 

The “Ita” pattern (above) was inspired by an iPhone snap of New 

York pavement. For her four upholstery and two drapery fabrics, 

available in 26 colorways, Cornejo worked with Cosonas to 

complement Knoll’s existing collections but maintains she wants 

customers to “express their personalities.” —Sade Strehlke

CREATIVE BRIEF 

GRAPHIC MATERIAL

FOREVER IN FASHION 
This fall marks 30 years since 
the restaurant Indochine, a 
longtime favorite of the art 
and fashion crowd, opened in 
New York—and more than 
20 since Jean-Marc Houmard, 
who also helms the city’s 
new Tijuana Picnic and Tribal 
Hotel in Nicaragua, became 
co-owner. While the old guard 
still attends, a new generation 
is staking a claim: Vito 
Schnabel instead of Julian, 
and Chiara Clemente instead 
of Francesco. 430 Lafayette St.

BUY THE BOOK 

GODS OF ROCK 
Limited to 1,150 numbered copies and 
clocking in at 522 pages, Taschen’s 
The Rolling Stones—comprising rare 
archival images, three new essays and, 
somehow fi ttingly, a foreword by Bill 
Clinton—was produced in collaboration 
with the band and comes signed by all 
four members. Available in December; 
for details, visit taschen.com.

GIMME SHELTER
Right: Images shot by 

Andee Nathanson in
 Joshua Tree Memorial 

Park, 1969. On this 
overnight outing, Jagger 
was joined by Marianne 

Faithfull and screen-
writer Tony Foutz.

ONLY ROCK ’N’ ROLL 
Above: Jagger in London, 
1967, moments a� er his 
sentence for possession 
of amphetamines was 
reduced to a conditional 
discharge. Le� : 
Photographer Anton 
Corbijn captured the band 
in Budapest, 1995.

MIDNIGHT RAMBLERS 
Le� : Michael Cooper took 
this picture during the 
New York cover shoot for 
the band’s Their Satanic 
Majesties Request, 1967. 
The person whose hand is 
resting on Charlie Watts’s 
head is unidentifi ed. 

GRAPHIC MATERIAL

writer Tony Foutz.

MIDNIGHT RAMBLERS 
Le� : Michael Cooper took 
this picture during the 
New York cover shoot for 
the band’s 
Majesties Request
The person whose hand is 
resting on Charlie Watts’s 
head is unidentifi ed. 
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GIMME SHELTER
shot by 

Andee Nathanson in
 Joshua Tree Memorial 

Park, 1969. On this 
overnight outing, Jagger 
was joined by Marianne 

Faithfull and screen-
writer Tony Foutz.

in Budapest, 1995.

writer Tony Foutz.

ONLY ROCK 
Above: Jagger in London, 
1967, moments a� er his 
sentence for possession 
of amphetamines was 
reduced to a conditional 
discharge. Le� : 
Photographer Anton 
Corbijn captured the band 
in Budapest, 1995.in Budapest, 1995.

for details, visit taschen.com.
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WHAT’S NEWS

Williams Advanced Engineering is a British company best known 

for creating components for Formula One race cars that rip around tracks 

at 220 mph while burning copious amounts of fossil fuels. In other words, 

not exactly where you’d expect the next great leap in eco-friendly energy 

storage to emerge, but innovation is a funny thing. In 2009, Williams 

developed a racing fl ywheel mechanism called a Kinetic Energy Recovery 

System, capable of capturing energy generated by Formula One cars dur-

ing high-speed braking, storing it, then delivering it back to the wheels 

when drivers needed an extra kick of acceleration. Using this innovative 

technology, Audi’s R18 e-tron   quattro became the fi rst hybrid car to win 

the world’s oldest sports car endurance race, 24 Hours of Le Mans, while 

Porsche incorporated it in its 911 GT3 R Hybrid.   Meanwhile, miles o�  

the coast of Scotland, Fair Isle and the Isle of Eigg were facing an energy 

problem. The isolated islands, far removed from any power grid, use wind 

turbines and solar power to generate their own electricity—e� ective on 

clear and blustery days, less so when it’s cloudy or the air is still. In order 

to supplement their power needs, residents run diesel generators, which 

harm the environment and are expensive to operate. Problem, meet solu-

tion: Starting this month, Williams will begin installing huge versions of 

its energy system at wind turbines around the islands. The units will store 

excess juice and channel it back to residents, stabilizing the power grid 

and eliminating the need for the generators, as well as limiting blackouts. 

And that’s not the only racing component Williams is adapting for wider 

use: The company is reverse-engineering the batteries from its Formula 

One cars to be used in solar panels in other countries, further proving that 

the best ideas can come from the unlikeliest places. —Daniel Dumas

NEX T IN TECH

WIND RACER

MILESTONES & MORE 

GOLDEN STATE DESIGN 

CASUAL LUXURY  
Clockwise from above: A residential interior 
by Commune; an Elder Statesman cashmere 
dyed sweater; Irene Neuwirth gold cu�  with 

tourmaline. For details see Sources, page 134. 

If “California living” connotes relaxed, beachy 
liberation, then no design fi rm represents it better 
than Commune, which this year celebrates a decade 
of projects like the new Heath Ceramics factory in 
San Francisco and two Ace hotels. “There’s a sense 
of freedom from convention here,” says Commune 
co-founder Roman Alonso. Also, this month two 
quintessentially SoCal brands open stores in West 
Hollywood designed by the fi rm: jeweler Irene 
Neuwirth’s fl agship will feature 250 one-of-a-kind 
pieces alongside a kitchen—“I wanted an environment 
that was more like a home than a store,” she says—
while knitwear line the Elder Statesman opens a 
boutique in a converted bungalow. “It’s a true indoor-
outdoor experience,” says founder Greg Chait.
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WHAT’S NEWS

In 1980, young Parisian artist Philippe Anthonioz received 

an unusual request. Diego Giacometti, a friend of his father’s, 

had taken a massive commission of furniture and lighting for 

the city’s new Picasso Museum, and the 78-year-old was hav-

ing trouble with his aging hands. Would Anthonioz help? “He 

asked me to work with him for a few weeks—I ended up stay-

ing three years,” says Anthonioz, then a student of carpentry 

who was soon inducted into the ancient practice of lost-

wax bronze casting. While the animal imagery Giacometti 

favored was not for him, Anthonioz fell hard for the scumbled, 

fi nger-marked surfaces of bronze and its ghostly opposite, 

plaster—both of which 

he’s employed ever since. A 

compact show of his recent 

sculpture and photography 

is on view at the Ralph 

Pucci gallery in New York 

through January 31, reveal-

ing Anthonioz to be de�  

in a variety of media—and 

consistent in his meth-

ods. “I’ve had the same 

Rolleifl ex since I was 14,” 

he says. “I don’t want to 

use a computer. I use my 

hands.” —Sarah Medford

STUDY IN DESIGN 

OUT OF THE MOLD

ON TREND 

FUTURE NEUTRAL
The words khaki and drab may have been interchangeable for 
the British Indian Army, but this season’s array of camel and 

cream staples—rendered in elevated materials such as supple 
leather and paired with warm metallics—is far from boring. 

Clockwise from top le� : Valentino wool and leather 
coat, Pierre Hardy suede cutout bootie, Tomas Maier 
dress, Chloé pendant necklace, Cartier rose-gold and 
diamond watch, Balenciaga calfskin parka, Max Mara 
calfskin handbag and J.W. Anderson wool polo combo 
cardigan. For details see Sources, page 134.

Clockwise from top le� : Valentino wool and leather 
coat, Pierre Hardy suede cutout bootie, Tomas Maier 
dress, Chloé pendant necklace, Cartier rose-gold and 
diamond watch, Balenciaga calfskin parka, Max Mara 
calfskin handbag and J.W. Anderson wool polo combo 
cardigan. For details see Sources, page 134.

CRAFT MASTER 
A photograph by 
Anthonioz of his 
work in plaster. 

Below, new bronze 
sculptures for 
Ralph Pucci.
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Boldly Created. Boldly Worn.
Asia Chow
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what’s news

PHOTOGRAPHY BY JARREN VINK  
STYLING BY CHARLOTTE SIMS

HIT REFRESH
Three classic women’s accessories receive  
an overdue upgrade this fall. Introducing  

the new essentials in luxury.  

the aviator

This iconic eyewear silhouette reaches 
its most opulent form yet, with gold 
frames and top-of-the-line lenses. 
Clockwise from top left: Ralph Lauren, 
Oliver Peoples West, Illesteva, Robert 
Marc and Tom Ford.
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what’s news

the loafer

The season’s smartest footwear takes  
a classic style and adds unexpected hints 
of polish. Clockwise from top right: Rag 
& Bone, Saint Laurent by Hedi Slimane, 
Tod’s, Church’s and Gucci.



Spitfire Perpetual Calendar Digital

Date-Month. Ref. 3791: In the days when the Spit-

fire conquered the skies, there was no shortage of

heroes. And where there were heroes, there were

bad guys, too. Anyone up there without a wingman

could only rely on his instincts – and his IWC. Today,

the IWC Spitfire Perpetual Calendar Digital Date-

Month comes with up to 68 hours power reserve and

a glass secured against drops in air pressure, all de-

signed to give pilots a feeling of security. Which

thanks to the perpetual calendar will last for centuries

to come. iwc. engineered for men.

Mechanical chronograph movement, Self-winding, 68-hour

power reserve when fully wound, Stopwatch function

with hours, minutes and seconds, Hour and minute

counters combined in a totalizer at 12 o’clock, Flyback

function, Small hacking seconds, Digital perpetual

calendar (figure), Leap year display, Screw-in crown,

Sapphire glass, convex, antireflective coating

on both sides, Water-resistant 6 bar, 18 ct red gold

IWC PIlot.
EngInEErEd for avIators.

62 wsj. maga zine

what’s news

the bl ack belt

Metallic hardware enlivens any look  
with subtle gleam. Clockwise from 
top left: Oscar de la Renta, Tom Ford, 
Hermès, Dsquared and Louis Vuitton.  
For details see Sources, page 134. 
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what’s news

personal history

matisse and me

m
atisse was the king of color. I first met 
him in February 1946 with Picasso, when 
he was living at his house, Villa le Rêve, 
in Vence [France]. I expected his house to 

be bright, but the shutters were pulled shut so as to 
let in just the smallest amount of light. It was a com-
plete surprise, this darkness. In the first room, when 
we entered, there was a big cage of birds. I thought, 
“Poor little birds that are not allowed to see the sun.” 

The opposite of what you expect is always 
interesting. 

I began to understand. Matisse had been afraid at 
one point that he was going blind. He was therefore 
protecting his eyesight. And strangely enough, it is 
in almost complete darkness that you see things best 
because you see them one by one as they emerge. 

Matisse’s secretary and sometime model Lydia 
Delectorskaya led us in [to his room]. He was in bed. 
His sweater was green. It matched certain things 
on the wall behind him, such as a purple Chinese 
wooden objet. One of the things about Matisse is that 
whenever there is a green, a purple always goes with 
it. It was interesting to see that he lived the way he 
painted—when you entered the house, you were in 
his universe. 

Pablo introduced me as a young painter. What he 
neglected to say was that there was a relationship 
between us. Matisse, who was anything but stupid, 
said, “Oh, I can do your portrait. Your skin will be 
pale blue and your hair will be dark green.” When we 

left, Picasso said, “What nerve he has, to want to do 
your portrait. What about me?” At that time, Pablo 
had not yet done any paintings of me. I said, “How do 
you think Matisse could know you are interested in 
me, since you’ve never done my portrait?” It was a 
rather amusing beginning for the encounter. 

Later that year, Matisse did do my portrait. He took 
a small piece of green paper, then a reddish-purple 
one, and he cut a big arabesque and put it in the cen-
ter. Then he took some black paper and made other 
arabesques. Then he made a smaller one. He said, “And 
that is Françoise, and she is on her knees praying.” 

Pablo wondered, “Praying for what?” He was very 
much against religion. With his charming smile, 
Matisse knew exactly how to provoke Picasso. It was 
like a matador egging on a bull. Matisse knew that 
Picasso behind his back had said a few things against 
him. So there was a friendship between them, and 
there was also a little fight. 

It wasn’t a rivalry in terms of painting, but in 
human terms. It was the north against the south. 
After all, Picasso was from Andalusia, and Matisse 
was from the extreme north of France. It was funny; 
one day Matisse said, “We are like the North and 
South Poles.” Picasso answered, “Yes, you are right, 
because the South Pole is colder.” 

They had first met in about 1906 at Gertrude and 
Leo Stein’s open house on Saturdays in Paris. At that 
time, Picasso didn’t speak French well. He certainly 
couldn’t explain his paintings in theoretical terms. 

Painter Françoise Gilot first met Henri Matisse six decades ago.  
As a major exhibition of his cutouts opens at New York’s Museum  

of Modern Art, Gilot, 92, remembers her friend and mentor. 

Meanwhile, Matisse was at the peak of his powers. 
Picasso told me he had felt a bit overwhelmed by the 
ease with which Matisse explained his artistic choices. 

It was like two mountains facing off. Each knew 
that the other was doing the only thing that he could 
not do himself. 

For Matisse, color was fundamental—he used it 
to build space itself. For Picasso, color was simply 
an ornament, and form came first. His paintings are 
essentially black, gray and white. But for Matisse, 
color is what created space. Both approaches are 
fine, but it’s not the same thing. By exaggerating 
forms, Picasso would create perspective. Matisse’s 
approach had more to do with physics and the prin-
ciple of the prism. 

Matisse was mostly working on the cutouts when 
I knew him. After his operation for intestinal cancer 
in 1941, he had been very ill and expected to die. He 
didn’t and lived 13 more years. He called that time 
le sursis—the grace period. It was a fantastic conclu-
sion. He pushed his art further than ever before. 

With the cutouts, he liked to say that he was sculpt-
ing with color. The shapes were fairly sharp, and that 
made the colors even stronger. He worked in bed with 
big scissors. Lydia and other young girls would take 
the pieces he had cut. He would point with a bamboo 
cane and instruct the girls where to place them. 

Many times the cutouts were repositioned so that 
Matisse found a completely different answer to the 
initial question he had asked. 

The cutouts proved the apex of all his work. 
People always think meeting an artist will change 

everything. It doesn’t. The important dialogue is the 
one you entertain with the artist’s work. My relation-
ship to Matisse’s painting remained the same—it was 
simply more intense. 

After I left Pablo in 1953, I didn’t want to see 
Matisse again. I knew what he would tell me: that even 
if Picasso was disagreeable and impossible, I had to 
stay with him because I was a good influence. Influence 
is not power. It is what stands behind the power.  
—Edited from an interview with Robert Murphy

colorful life  above: Matisse’s studio in nice, 1951. 
Top left: Gilot stands in front of her own artwork, 1977.



At Bang & Olufsen, we strive to enhance your living space by seamlessly
integrating your systems and your home. The new BeoVision Avant

is an Ultra High-Definition, 4K Smart TV with iconic sound that is the
culmination of 89 years of fearless design and innovation. Experience it in

store today. Available in both 55” & 85” with multiple mounting options.

Starting MSRP: $8,890

Choreographed movement, cinematic sound.

For more information, please visit bang-olufsen.com/avant
To find your closest showroom please visit bang-olufsen.com/store-locator
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STREET STYLE
Turn even an errand run into an exotic trip by 
mixing prints, from sweet florals to graphic plaids.
PHOTOGRAPHY BY BEN WELLER   STYLING BY CELESTINE COONEY

CALL IT A CLASSIC   
Deliver a charming message in a trench with a literary bent.  
Burberry Prorsum crepe de Chine trench coat.
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MATCH GIRL   
Wearing pattern head  
to toe, as in this  
orange-hued ensemble, 
makes it unmistakably 
modern rather than 
retro. Marc Jacobs silk 
dress (worn as top) and 
leggings and Burberry 
Prorsum sandals.
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HIT THE SPOT   
The unexpected pairing 

of leopard and polka 
dots lends punch to each 

piece. Ralph Lauren 
Collection crepe de 

Chine dress and Gucci 
calf-hair boots.

*Available feature.

It’s 360 degrees of chaos out there. Be prepared.
2015 FUSION + HYBRID with Blind Spot Information System.*

An ice cream
truck in one
blind spot.

A taco truck
in the other
blind spot. An ambulance

racing by you.

An ambulance
chaser, chasing
the ambulance.
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GARDEN VARIETY
A bouquet of pretty  

silks blooms on an 
elegantly bohemian 

dress. Saint Laurent by 
Hedi Slimane dress.

NEW BR03-92 CERAMIC · Automatic · 42 mm · Bell & Ross Inc. +1.888.307.7887 · information@bellrossusa.com · e-Boutique: www.bellross.com
Download the BR SCAN app to reveal exclusive content
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FAIR LADY   
Tea-length dresses look 
anything but precious 
when paired with knee-
high boots. Gucci silk 
dress and python boots.

©2014 Marvin Windows and Doors. All rights reserved. ®Registered trademark of Marvin Windows and Doors.

See how Marvin can transform your home at MARVIN.COM

At Marvin, we take pride in the craftsmanship put into every window and door. We are committed to creating distinctive, beautiful

products that continually elevate the standard of quality and innovation. Built on a foundation of values passed on through four generations,

our windows and doors are an investment you will value for many years to come.

Ultimate Sliding French Door and Transom (IZ rated),
Bronze Exterior AAMA 2605 finish,
Rocky Mountain Solid Bronze door handle

SOME INVESTMENTS ARE

THAN OTHERS.

MORE STUNNING
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BOLD MOVE   
Forget the conventional 
wisdom about wearing 
patterns: In this case, 
more is more. Prada  
top, cashmere vest,  
belt and wool skirt and 
Gucci python boots.

wsj. maga zine 77

market report

URBAN JUNGLE   
Tame the wilder side 
of a daring dress by 
wearing it with casual 
aplomb. Rag & Bone  
silk dress.
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CROSSING THE LINES 
Upend the rules for 

daytime dressing by 
picking a multicolored 
leather dress. Bottega 

Veneta dress.

 Model, Kirstin Liljegren 
at Scoop; hair,  

Fernando Torrent; 
makeup, Stevie Huynh; 

manicure, Naomi 
Yasuda. For details see 

Sources, page 134.

It takes seven seconds to pick up a phone and dial 877.534.3003. In less than three minutes, you can learn why we 
believe The Sentient Jet Card is the best choice in the market. 

 Inventor of the jet card model and first to establish an independent safety advisory board

 All-inclusive pricing with rates and fuel locked-in for 12 months

 Often 20% less than other jet cards

One thousand one, one thousand two… Call 877.534.3003.

The Sentient Jet Card is a program of Sentient Jet, LLC (“Sentient”).  Sentient arranges fl ights on behalf of jet card clients with FAR Part 135 direct air carriers that exercise full operational control of charter fl ights at all times. Flights 
will be operated by FAR Part 135 direct air carriers that have been certifi ed to provide service for Sentient jet card clients and that meet all FAA safety standards and additional safety standards established by Sentient.  (Refer to www.
sentient.com/standards for details.)

The Sentient Jet Card
Sensible, intelligent private aviation
sentient.com

One call, 
   and it all makes sense.



S
HORTLY BEFORE OPENING at 8 a.m., Dominique 
Ansel Bakery in SoHo has the charged mood of 
a TV show that’s about to go live. “Nine min-
utes!” chef Ansel shouts as he stalks across the 

floor, head swiveling. Brisk, white-aproned employ-
ees move even more briskly. When a security guard 
entrusted with keeping order among the customers 
waiting outside pops in, Ansel asks how many people 
are in line; “103,” he answers before hurrying on his 
way. At 7:58 a.m. Ansel calls out, “Two minutes!” And 
then, moments before the crowd descends: “You guys 
ready?” “Ready, chef!” the staff replies in unison. 
At eight on the dot, Ansel opens the doors. The cus-
tomers, some of whom have been waiting nearly two 
hours, file inside, wide-eyed, chatty and sniffing the 
air, which is fragrant with butter and caramel.

With his invention last year of the Cronut—a 

croissant-doughnut hybrid that has acquired a rabid 
global cult following—the James Beard Award–
winning Ansel, 36, quickly found his place in New York 
City’s gastronomic firmament. Like a pastrami sand-
wich from Katz’s or the oyster pan roast at the Grand 
Central Oyster Bar, his pastries have joined the foodie 
tourist’s bucket list as customers from as far afield as 
Zimbabwe and the Philippines come to sample and 
Instagram them. With the highly anticipated release 
of his debut cookbook, Dominique Ansel: The Secret 
Recipes, and a second location planned for Tokyo, his 
reach is set to extend even further.

For a man who makes his living filling bellies, as 
a child his own was sometimes empty. He grew up 
north of Paris in a poor neighborhood of Beauvais and 
dropped out of school at 16 to help support his fam-
ily by working in kitchens. After traveling the world 

opening locations for the legendary French patisserie 
Fauchon, he came to New York to spend six years as the 
pastry chef at Daniel. In 2011 he opened his own store 
and within months was being hailed by critics as the 
best pastry chef in the city.

The popularity of the Cronut sometimes overshad-
ows his other, equally innovative creations, such as the 
DKA, a crispy, caramelized variation on a kouign-
amann; a chewy “frozen s’more” inspired by Turkish 
ice cream; or his chocolate chip cookies shaped like 
shot glasses and filled with milk. Even in a business of 
workaholics, his drive to innovate stands out: On his 
feet 17 hours a day, seven days a week, Ansel keeps a 
pace that assistants, staff and the occasional journalist 
struggle to match. His dreamy-eyed expression may 
suggest a boyish wonder, but his stiff posture reflects 
the intensity of a strict disciplinarian. >

BY CHRISTOPHER ROSS   PHOTOGRAPHY BY MARTINE FOUGERON 

The chef who turned the Cronut into a fetish object refuses to rest on his laurels.  
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GOING, GOING, GONE 
Ansel holds up a tray of 
yellow peach and black 
tea Cronuts. 



5
apples 

go into his homemade blended  
morning juice, along with pineapple  

and a bunch of grapes.

2
Cronuts 

per walk-in customer. Apart from  
preorders made weeks in advance, everyone 

must wait in line. No exceptions.

4
pairs 

of Birkenstock clogs that Ansel typically 
burns through in a year. 

28,000
meals 

bought with funds raised by the Cronut 
Project for the Food Bank for New York City, 

by auctioning 12 Cronuts over the course  
of six days. •

24
hours 

a day that the bakery is in operation.  
The ovens never shut off.

3:58:15 
Ansel’s marathon time. He trained for it  

while working at Daniel and got three 
hours of sleep the night before the race.

8
weddings 

Ansel catered last year. He agrees to 
work with a couple only if he believes the 

marriage will last.

30
employees 

at the bakery. The kitchen, at 10 by 12 feet,  
is the smallest he’s worked in.

600
percent  

Markup of Cronut prices on the black  
market at the height of the pastry’s  

popularity—$35 apiece as opposed to  
the retail price, $5.

8:00 a.m.
Open for business
Weekday-morning lines are reliably 
more than a hundred people  
long. Weekend lines are even longer.

3:36 p.m.
Back at the shop,
Ansel samples flavors for next 
month’s Cronut, tidies up the  
store and holds a staff meeting.

5:11 p.m.
En route
to London with Cronut 
dough for a few lucky 
overseas fans.

6:18 a.m.
Makes espresso,
his second caffeinated bever-
age of the day. Ansel typically 
awakens between three and 
four in the morning.

the e xchange tracked
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12:40 p.m.
Poses for pictures
with model Chrissy Teigen 
and his pretzels at a DKNY 

event in Madison Square Park.

6:52 a.m.
Live on WPIX
Ansel shows off heart-shaped pretzels 
paired with raspberry butter,  
debuting at an event later that day.

OTHER TEQUILA MAKERS
DON’T HAVE THE STONES.

The perfect way to enjoy Patrón is responsibly. © 2014 Handcrafted and Imported exclusively from Mexico by the Patrón Spirits Company, Las Vegas, NV, 42-45% abv.

PATRÓN IS ONE OF JUST A HANDFUL OF ARTISANAL TEQUILA MAKERS STILL USING A TAHONA

STONE WHEEL TO CRUSH COOKED AGAVE, AN ANCIENT, LABOR-INTENSIVE PROCESS. THE AGAVE

IS THEN FERMENTED AND DISTILLED WITH THE FIBER, GIVING NEW ROCA PATRÓN A COMPLEX,

EARTHY TASTE. EXPLORE THE PROCESS AT PATRONTEQUILA.COM. TASTE HOW IT’S MADE.
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F
RANK STELLA HAS BEEN around a long time: 
a working artist in New York since 1958 and 
a part of the conversation, albeit in vary-
ing degrees, since the following year, when 

his sober “Black Paintings,” with their wide black 
stripes alternating with unpainted lines of raw can-
vas, first shocked the art world. His cool, seemingly 
unemotional approach teamed with his Andover-
Princeton pedigree to make him an intellectual of the 
downtown scene. As he has aggressively, continually 
reinvented himself, from pared down and rational 
to flamboyant and sensual, from two dimensions to 
three—eventually producing a massive, if uneven, 
body of work—Stella has championed art as a cere-
bral endeavor. He can be a polarizing figure, but no 
one has ever challenged his mental rigor.

Today, at 78, a white-haired, unshaven, yet spry-
looking Stella is blunt about the other requirement 
for his art making: physicality. After two back opera-
tions, two knee replacements and a new hip—“That’s 
probably why I like titanium,” he quips—his body 
has lost some of its strength over the past decade, 
changing the direction of his practice the way his 
nimble mind once did. His days of painting immense 
canvases, which stretched up to 50 feet long and 
10 feet tall, are behind him. Now he looks to less ath-
letic techniques such as computer-aided design. “It’s 
hard to paint,” he says on a sunny September morn-
ing in Chelsea, not far from the Greenwich Village 
townhouse where he’s lived since 1967. “Some people 
are good at painting with their hands, but I need my 
whole body. You have to have balance and control, 
and you have to be able to move fast—I don’t have that 
anymore. You have to be able to think, and I can’t con-
centrate for more than two or three hours.”

Nor does he make his giant sculptures by cast-
ing molten metal—the strain is too much. Pointing 
to a picture of Fishkill, a hulking steel 1995 piece 
assembled from castings around his studio, he notes, 
“Physically, I’m not really capable of doing this any-
more.” Even with the cranes he has in his studio in 
upstate Newburgh, where he spends a few days a 
week, “it’s hands-on.” Age has also cramped his 
notorious love of speed. Though a sometime passen-
ger says Stella still drives with a lead foot—he was 
once arrested for doing 105 mph on the Taconic State 
Parkway and sentenced to deliver art lectures—
Stella claims his stomach can’t take it, and he’s 
traded in his Ferrari for a Volkswagen. What hasn’t 
slowed down is his drive to make art.

New and old Stella is on view in concurrent shows 
now open at Dominique Lévy in London and New 
York and at Marianne Boesky Gallery in New York. 
Boesky is presenting Fishkill, alongside newly fab-
ricated works. (After insisting for decades that his 
three-dimensional works were just another form 
of painting, Stella is finally relenting and using the 
S-word to describe his latest series.) With a process 
called rapid prototyping, he imagines a piece on the 
computer, digitally inserting and deleting elements 
before sending the specs to a fabricator, which manu-
factures the finished product, often in aluminum or 
titanium. Puffed Star II (2014), one of a group of five 
variations, is bright and shiny and seems to teeter 

BY JULIE L. BELCOVE   PHOTOGRAPHY BY ADRIAN GAUT

Artist Frank Stella has been provoking controversy for  
almost six decades. He continues apace, opening new gallery  

shows while readying a 2015 retrospective at the Whitney.

ABSTRACT IDEAS
art talk
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on the edge of minimalism while also evoking the 
slick, reflective surfaces of artists such as Jeff Koons 
and Anish Kapoor. “They’re maximal sculpture but 
reductive at the same time,” Boesky says. “The same 
forms [from his early works] are there, but now 
they’re on steroids.” Lévy’s two-venue group show, 
which inaugurates her London space, features early 
work like Stella’s 5 Eldridge Street (Blue Horizon), a 
1958 canvas named for conceptualist godfather Sol 
LeWitt’s old address.

For much of his career, Stella was represented by 
the late Leo Castelli and the now-defunct Knoedler 
Gallery. When he began discussing joining Boesky’s 
gallery last year, “I said, ‘It’s such a huge undertak-
ing,’ ” Boesky recalls. “He said, ‘Aw, c’mon.’ ” Since 
her forte is new work, Boesky approached Lévy, 
whose specialty is scholarly shows and shrewd deals 
in the postwar market, to co-represent Stella in an 
unusual joint venture. It’s a partnership that could 

prove particularly profitable, since Stella is still ener-
getically producing work and is said to own a sizable 
amount of his oeuvre. His early work remains the most 
in demand: Stella’s auction record, $6.66 million last 
May at Christie’s, is for a 1964 painting, Abajo. Lévy 
and Boesky are young enough to be Stella’s daughters. 
Boesky jokes that his good-natured banter makes her 
feel more like his third wife—Stella has been married 
to Harriet McGurk, a pediatrician, since 1978; his first 
wife was art historian Barbara Rose.

The dual shows serve as an amuse-bouche to the 
major Stella retrospective the Whitney Museum of 
American Art is mounting next year, his third in New 
York. The previous two were at the Museum of Modern 
Art, in 1970, when Stella was 33, making him the 
youngest artist ever given a retrospective there, and 
in 1987. Michael Auping, chief curator at the Modern 
Art Museum of Fort Worth, which is co-organizing the 
exhibition, thought the prospect of a re-examination 

of Stella was a “no-brainer”—until he calculated that 
Stella has made more than 55 series over the course 
of his career, each with approximately 50 pieces, pro-
ducing in the vicinity of 3,000 artworks, which Auping 
will need to whittle down to 85.

S
TELLA WASN’T one of those kids who always 
knew they wanted to be artists. He grew up 
in Malden, Massachusetts, where half of his 
left pointer finger and part of a thumb were 

lopped off in a childhood accident. Stella’s father was 
a gynecologist. His mother enjoyed painting con-
ventional landscapes and portraits. Together they 
painted Santa Claus on their windows at Christmas. 
She had attended fashion school, and Stella credits 
a Vogue layout, featuring models posed in front of 
Franz Kline’s graphic smears of black on a white 
canvas, for his eureka moment about abstraction. 
“I said, ‘I could do that,’ ” Stella recalls. He’d never 
been a whiz at figuration anyway, and at Andover, 
abstraction in the European vein reigned. Perhaps 
even more important to his education there, the art 
studio was always open. “Elitism has its big advan-
tages: The paint was free,” he says.

At Princeton, he played lacrosse and wrestled, 
majored in history and fell under the art tutelage of 
William Seitz, who would become a curator at MoMA, 
and painter Stephen Greene. After graduating in 1958, 
with the summer to kill before being drafted, he came 
to New York, where brushy, loose and improvisational 
abstract expressionism, then into its so-called second 
generation, was the dominant force. “I wanted to 

“i would look at my 
paintings and say,  
‘ok, where does that 
stand next to a 
de kooning or a kline?’ ”

—Frank stella

UPWARD SPIRAL 
K.27 (large version), 
2007. Right: Stella’s 
2008 piece K.37  
(lattice variation)  
protogen RTP (full size). 

>

MAN AT WORK 
Stella in his studio 
in Newburgh, NY, 

where he creates 
massive sculptures.



to hand out images of his work to the press.
“The Black Paintings,” created from 1958 to 1959, 

remain Stella’s most famed works, and Auping says 
that a section of the retrospective will be devoted 
to them—whether Stella likes it or not. “Frank is 
always looking forward,” he says. “He loves the ‘Black 
Paintings,’  but he’s over it. I keep saying, ‘Frank, it’s 
like the Rolling Stones having a concert and not play-
ing “Satisfaction.” You can’t do that.’ ”

To this day, Stella insists he doesn’t see what all 
the fuss was about. The dark canvases had clear prec-
edent, he says. “I knew what was going on. They fit in. 
It wasn’t like it was all my idea,” Stella says, reeling 
off works by Kazimir Malevich, Rauschenberg and Ad 
Reinhardt. The art historian Irving Sandler recalls 
seeing the show, and panning Stella’s paintings in 
his review. “It was very shocking to people reared in 
abstract expressionism, as I was,” Sandler explains. “I 
really thought that if Frank’s painting was art, every-
thing I thought was art wasn’t and vice versa. There 
was nothing like it.” (Sandler quickly came around 
and now describes Stella as “one of the most influen-
tial artists of the 1960s, if not the most influential.”)

In Stella’s mind, though, his art was not a nega-
tion of abstract expressionism—in his heart he was 
an abstract expressionist. “I would look at my paint-
ings and say, ‘OK, where does that stand next to a 
de Kooning or a Kline?’ ” he says. “I wouldn’t have 
been an artist if it weren’t for abstract expression-
ism. That’s what I wanted to be. In the end, you can’t 
be an abstract expressionist if you’re born 20 or 30 
years too late. It’s over by the time you get there.”

F
or Stella, being an artiSt was never sup-
posed to be about finding one thing and 
sticking with it. “You expected that your 
work would evolve,” he says. “More than 

now, people were quite critical of somebody that was 
repetitive.” The first inklings that he would upend the 
boundary between painting and sculpture were his 
“Aluminum Paintings,” which he showed at Castelli 
in 1960. In these “shaped canvases,” the geometry 
depicted in each painting governed its form, as if it 
were continuing into space. Downplaying the move, 
Stella says, “I’m not trying to be a wiseguy, but a rect-
angle is a shape, too.” Though he may not have been 
the first to liberate painting in this way, his angled 
canvases were attention-grabbers, particularly the 
letter-shaped “Copper Paintings.” “I was interested 
in the limit—how much could you take away and still 
have it read as a painting, not as an object?” he says. 
“Of course, Barney [Newman] did that painting that 
was one inch wide [The Wild], which he was very proud 
of, but I didn’t think it was very pictorial.”

Stella had created a pathway to minimalism; his 
1964 proclamation that, in his paintings, “what you 
see is what you see” had become a rallying cry for the 
movement. But by the ’70s, as his works grew increas-
ingly baroque, protruding from the wall in a riot of 
form and color, there was an uproar from Donald 
Judd, the high priest of minimalism, and his acolytes.

Stella was unbowed. He persevered in his explo-
ration, using his 1982–’83 residency at the American 
Academy in Rome to delve into the dramatic legacy 

86 wsj. maga zine

c
l

o
c

k
w

is
e

 f
r

o
m

 t
o

p
 r

ig
h

t
: 

©
20

14
 f

r
a

n
k

 s
t

e
l

l
a

/a
r

s
, 

n
y

; 
t

o
m

 p
o

w
e

l
l

 i
m

a
g

in
g

/c
o

u
r

t
e

s
y

 o
f

 D
o

m
in

iq
u

e
 l

é
v

y
 

g
a

l
l

e
r

y
, 

n
e

w
 y

o
r

k
 (

c
o

n
c

e
n

t
r

ic
 S

q
u

a
r

e
 a

n
D

 B
a

f
t

);
 t

it
z

e
 c

o
l

l
e

c
t

io
n

, 
c

o
u

r
t

e
s

y
 o

f
 l

in
n

 p
r

e
s

s
 a

r
t

 a
D

v
is

o
r

y
 

s
e

r
v

ic
e

s
 (

il
e

a
n

a
 S

o
n

n
a

B
e

n
d

)

the e xchange art talk

paint for a couple of months,” he says. Failing his army 
physical, he was obligation-free, so he kept at the can-
vases, experimenting with paintings of stripes, which 
owed an obvious debt to Jasper Johns’s Flags, when 
he foundered. “The painting wasn’t going anywhere, 
and I painted it out in black,” he recalls. “The next 
morning, it didn’t look all that bad.”

The accidental invention was Delta, Stella’s 
first “Black Painting,” and its stark simplic-
ity would roil the art world in the 1959 MoMA 
exhibition Sixteen Americans. Stella was 23. His par-
ticipation in the group show, alongside Johns, Robert 
Rauschenberg, Ellsworth Kelly and Louise Nevelson, 
was also pretty much an accident, Stella says, though 
one senses a certain revisionist self-deprecation in 
his version: MoMA had previously produced Fourteen 
Americans and Fifteen Americans, and Dorothy 
Miller, the revered curator, simply needed one more 
artist for her latest lineup. “She was stuck at 15 again. 
I was, in fact, the 16th American,” he says. “That was 
the real reason she put me in the show.”

The reaction was intense and unusually vitri-
olic: One among many aghast critics singled out 
Stella’s canvases as “unspeakably boring,” while the 
museum, reportedly out of embarrassment, declined 

of Caravaggio, Rubens and Velázquez. Stella’s ambi-
tious 135-work “Moby-Dick” series, begun in 1986 and 
continuing until 1998, considered abstraction’s abil-
ity to illustrate narratives, with silhouettes alluding 
to waves, ships and sea creatures. The ’90s and early 
aughts were critically and commercially tough on 
Stella’s loud, crumpled and swirling forms, which 
sometimes looked as though the contents of a candy 
store had exploded. Some suggest Stella should have 
been more discriminating about what he allowed 
to leave his studio. Now, Auping says, with abstrac-
tion on an upswing again, contemporary artists have 
absorbed the many lessons of Stella: Wade Guyton’s 
digital paintings hark back to Stella’s geometry, for 
instance, and Sarah Morris’s bands of intense color 
are dead ringers for Stella’s “Protractor” series.

For Stella, his third major American retrospective 
is “a lot of pressure.” Being out of favor, he admits, was 
not easy. “You just feel old,” he says. “You don’t know 
if you belong.” He can be snide about the 21st-century 
art world, sniffing that in his day the Venice Biennale 
and Documenta often had “ideas, which are hard to 
come by now.” He can also be nostalgic, noting that 
he never got to see his paintings hanging in the 1966 
Biennale because “I didn’t have the money to go to 
Venice.” And he can be surprisingly unpretentious 
about the oft-presumed supremacy of art. “A lot of 
smart and gifted people can do other things,” he says. 
“There are plenty of people that can go beyond art.”

As for himself, Stella says, “I always liked making 
things. I find it embarrassing to be an artist.” •

Drawing  
the Line   
three works on  
show now at 
Dominique lévy 
gallery. from  
top: Baft (1965); 
ileana Sonnabend 
(1963); concentric 
Square (1961).

StuDio tiMe  stella contemplates his work, including  
K.150 (back left), on view now at marianne Boesky gallery. 



DANCING QUEEN 
Joan Smalls is ready for her solo after going toe-to-toe with this year’s Performing Arts  

Innovator, Lil Buck. Giorgio Armani Privé organza overcoat.

IN THE AIR
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BY JASON GAY  
PHOTOGRAPHY BY DANIEL JACKSON

STYLING BY GEORGE CORTINA

TWO TO TANGO 
“I try to feel like, ‘How 
would I want the beat to 
go?’ ” says Lil Buck, seen 
here in a pas de deux 
with model Joan Smalls. 
On him: Dries Van Noten 
vest and pants and Nike 
sneakers. On her: Atelier 
Versace silk cady dress 
and Christian Louboutin 
satin pumps.

performing arts innoVator

A pioneer of the Memphis jookin’ scene, Charles Riley fashioned  
a style of movement so breathtakingly original, it’s best  

summed up by his nom de dance—the one and only Lil Buck. 

LIL BUCK
2014
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I
T WAS MORNING, breakfast time, in the Bowery 
Hotel in downtown New York City, and in the 
plush, low-lit lobby, a hushed crowd in expen-
sive-looking T-shirts and denim huddled over 
laptops and lingered over cappuccinos. In 
the middle of the room, the dancer Lil Buck 

was talking about music and anticipation—how he’s 
learned in his 26 years to not just feel a rhythm but to 
predict what’s coming next, staying one step ahead, 
as if he, not the musician, were in control of the song. 
“I try to feel like, ‘How would I want the beat to go?’ ” 
Lil Buck said. He began to elaborate further, but then 
stopped. “I can give you a visual.”

Lil Buck reached for his smartphone and, with 
a magician’s flair, began flicking a thumb through 
his playlist, keeping the screen pointed directly at 
me, away from his eyes. After scrolling for a few sec-
onds, he dialed up a random song—it turned out to be 
“Forbidden Love” by the composer Abel Korzeniowski, 
off the soundtrack to the 2013 film Romeo and Juliet. 
As a piano melody began, Lil Buck lifted himself out 
of his chair in his baseball cap and T-shirt and black 
pants and started to move, curling his neck and unrav-
eling his long arms. “I jump inside of the music,” he 
said, lifting his toes off the floor. “I mess with the 
tempo. You know how with an equalizer, you can see 
the music go up and down? That’s what I do.” He bent 
his knees and glided in small squares on the carpet, 
appearing to levitate. “Being a vessel for sound. You 
see it in my body.” 

Behind him, a handful of hotel guests looked over 
at the man suddenly dancing in the lobby. This was 
jaded New York City, where everybody thinks they 
have already seen everything, but it was hard not to be 
entranced. This elegant ripple of movement and foot-
work, exuberant and seemingly gravity resistant—this 
is why people around the planet have clamored to 
watch Lil Buck, why in just a few years he has pro-
gressed from street performances and open auditions 
to ovations in New York and China and collabora-
tions with the likes of Yo-Yo Ma and Madonna at the 
Super Bowl. “Lil Buck is one of a kind,” said Benjamin 
Millepied, the director of dance at the Paris Opera 
Ballet. He could dance like this anywhere. He could do 
this in a concert hall, on the Great Wall of China or in a 
TV commercial (that was Lil Buck dancing as the lead 
hamster in that endlessly played KIA ad)—or here, in 
a boutique hotel, over morning coffee. He was a step 
ahead of the music, as if occupying a new kind of body. 

“I still haven’t seen anybody do a lot of the things 
that I do,” Lil Buck said. “I’m my own entity. I’m my 
own alien.”

L
IL BUCK ROSE TO FAME, as so many 
people do these days, with an Internet 
moment. If you go to YouTube, you can 
find it: a 2011 performance with Yo-Yo 
Ma at an arts benefit in Los Angeles. It is 
a breezy outdoor setting, and as the cel-

list begins to play Camille Saint-Saëns’s “The Swan,” 
Lil Buck flutters his arms and glides around the con-
crete on his sneakers. As he arcs his back, angles his 
neck and fully inhabits the song, it becomes obvious 
that the audience has never seen anything quite like 
him before. A few times, you can hear someone gasp. 

This was not the first time Lil Buck had performed 

“The Swan”—he’d developed the piece in 2007, back 
in his home city of Memphis, Tennessee, with one of 
his early dance mentors, Katie Smythe. But among 
the audience members this time was the film director 
Spike Jonze (Being John Malkovich, Her), who cap-
tured the performance on his phone and uploaded it. 
To date “The Swan” has more than 2.7 million views—
not a massive number compared to, say, a Katy Perry 
video, but still extraordinary for what is essentially a 
home video of a dance collaboration. 

The video made Lil Buck an Internet sensation, 
but his success had hardly arrived overnight. Born 
Charles Riley in Chicago in 1988, Lil Buck—a child-
hood nickname that stuck—was raised in Memphis, 
where in his early adolescence he became fascinated 
by jookin’, a locally grown dance movement rooted 
in hip-hop and earlier forms of street dancing, such 
as the Gangsta Walk. Memphis jookin’ emphasized 
fluidity and footwork, sometimes on tiptoes; at its 
best, it offered the illusion of floating in slow motion. 
Lil Buck became obsessed. He practiced religiously, 
wearing out sneakers and competing in “battles” 
against young Memphis talent. “He started doing a lot 
of stuff with his ankles, balancing on his toe as long 
as he could,” said Craten “Jai” Armmer Jr., a musician 
and filmmaker who was chronicling the jookin’ scene 
at the time and is now Lil Buck’s manager. “Buck has 
always been an extreme style dancer.”

“I didn’t really have that natural feel when I first 
got into it,” Lil Buck recalled. “I just jumped into it, 
trying crazy things.”

In his teens, Lil Buck began dancing at Memphis’s 
New Ballet Ensemble and School, where his jookin’ was 
interjected with a dose of the discipline and rigor of 
ballet. From the start, his talent appeared undeniable, 
and the school took him under its wing, providing him 
with a scholarship and a job. “His charisma as a per-
former, it’s magic,” said Smythe, New Ballet’s CEO and 
artistic director. She believes the ballet instruction Lil 
Buck received helped with his turns, his balance and 
what Smythe called his verticality, giving his jookin’ a 
new height and posture. “He started to adopt elements 
from each form into his improvisation, trying things 
out and playing with them,” Smythe said. “All of a sud-
den, his jookin’ was different from everyone else’s.”

At 19, Lil Buck set out for Los Angeles, where he 
encountered Damian Woetzel, an acclaimed direc-
tor and former principal dancer for the New York City 
Ballet. Woetzel’s wife, the former NYCB prima bal-
lerina Heather Watts, had been an early admirer of 
Lil Buck’s talent—“Buck makes you want to cry,” she 
told me—and Woetzel was similarly taken. Lil Buck 
had already experienced some professional break-
throughs—he’d choreographed a rollicking music 
video, “Tightrope,” for the singer Janelle Monáe—but 
the well-connected Woetzel introduced him to a new 
wave of admirers, including Yo-Yo Ma. “When I met 
him, [his success] was very much built on astonish-
ment at his dancing ability,” Woetzel said. “But there 
was a whole other side, his ability to fuse worlds.”

That fusing ability may be Lil Buck’s signature gift, 
his apparent ease at moving between artistic settings 
and collaborators, picking up pieces and techniques 
and translating them into something original. Lil Buck 
has often been described as a 21st-century dancer, and 
like a viral phenomenon, there is something modern 

KICKSTARTER 
“All of a sudden,  
his jookin’ was different 
from everyone else’s,” 
says New Ballet 
Ensemble artistic 
director Katie Smythe. 
On him: Givenchy wool 
jacket, bermudas  
and jersey tank top and 
Nike sneakers. On her: 
Valentino Haute  
Couture tulle and leather 
dress and Christian  
Louboutin for Alexandre  
Vauthier sandals.



“i jump inside of the music. i mess with the tempo. 
you know how with an equalizer, you can see  

the music go up and down? that’s what i do.  
Being a Vessel for sound. you see it in my Body.”

—lil Buck

LEAN IN   
“I’m my own entity,”  
Lil Buck says. “I’m  
my own alien.” Rick 
Owens T-shirt, T 
by Alexander Wang 
cotton nylon neoprene 
sweatshorts, Nike 
sneakers and Lil Buck’s 
own spandex tights.
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and platform-agnostic about his style; it works before 
an art-world audience or among school kids or on TV. 
In the past few years, Lil Buck has tried a little bit of 
everything. He’s been an artist in residence at the Vail 
International Dance Festival and the Aspen Institute; 
he traveled to Beijing with Yo-Yo Ma (and Meryl 
Streep) for a U.S.–China cultural summit; he served 
as a judge on the show So You Think You Can Dance; 
he made his debut with the New York City Ballet in a 
piece choreographed in collaboration with the French 
artist JR. A year ago, he performed with Cirque du 
Soleil in a Michael Jackson–inspired show; before 

that, Lil Buck went out on the road with Madonna. You 
can find video of him in Madonna’s Cleopatra-themed 
2012 Super Bowl halftime show, performing a nimble 
backflip before an audience of hundreds of millions. 
(“Pressure,” Lil Buck said, smiling.) Not long ago, he 
said, Madonna had sent him a pair of Riccardo Tisci–
designed Nikes as a birthday gift. “He adapts to the 
environment he’s in,” said the filmmaker Ole Schell, 
who made a short film about Lil Buck’s trip to China. 

This fluidity has elevated Lil Buck to a rare posi-
tion: the dancer as emerging pop star. Over the past 
generation and a half, mainstream culture has rel-
egated dancers mostly to backup ornamentation; the 
familiar scene is the artist singing with a cluster of 
choreographed bodies, their faces often obscured, 
names seldom promoted. Lil Buck, conversely, has 
been the solo star of his own Gap commercial; he has 
chatted about jookin’ with Stephen Colbert on The 
Colbert Report. “I think he’s going to make dance more 
important,” said Watts. “He is making dance more 
important. Young people know who Lil Buck is.” 

Lil Buck is polite about this type of praise but doesn’t 
take his growing celebrity for granted. He is not so far 
removed from humbler days of L.A. auditions and real-
izes there are many extraordinary talents who would 
crave such opportunities. “I strongly believe dance 
has its own power,” he said. “It’s not for background. I 
believe you can be just as entertained watching danc-
ers without other artists in front of them.” (Madonna, 
he said, has been a real advocate: “She started off as 
a dancer and really understands dancers. She gets to 
know you as an individual artist.”) Already Lil Buck 
has been described as the Baryshnikov of jookin’, 

and he speaks reverentially of Fred Astaire and Gene 
Kelly. But at a certain point the comparisons stop, and 
he occupies his own individual orbit. “I want to be Lil 
Buck,” he said. “I want to be known for Lil Buck.”

“He’s very much his own guy,” said Woetzel. “He’s 
sui generis. It’s not been done.”

As his profile has grown, Lil Buck’s schedule has 
become even more hectic—though he’s based in Las 
Vegas, more and more of his life unfolds on airplanes 
and in hotels. “It still feels nonstop,” he said. He 
admitted there are moments when he wakes up and 
isn’t certain where he is. “It’s happened a few times.” 

Maintaining relationships is difficult. “I am very 
single right now,” Lil Buck said. He leaned over the 
table and spoke directly into my tape recorder, as if to 
emphasize the point. “Single ladies, you know what I 
am saying? You want to come to a show?” He laughed. 
“I’m single, but it’s working for me. It’s hard to have a 
relationship when you’re traveling so much.”

Artistically, these are important years. Watts 
believes most dancers enter their physical prime in 
their late 20s and early 30s; Lil Buck is still develop-
ing, pushing the boundaries of his body, which has 
grown leaner partly as the result of a vegan diet. 
(In September, Lil Buck was taking a rare rest after 
spraining an ankle.) Earlier in the summer, before a 
residency in Aspen, he had traveled to Paris to make a 
short film with the artist JR. “He likes to say yes,” said 
Woetzel. “But you can’t do everything.” Smythe hopes 
he will return to Memphis for additional ballet work; 
she sounded a bit like Yoda hoping Luke Skywalker 
would return for more Jedi training.

Lil Buck feels he is just getting started, but he has 
visions for his post-performing future, including 
building his own company and serving as its artistic 
director. “I know my body won’t be able to do all this 
crazy stuff forever,” he said. He knows there will soon 
be other great dancers chasing after him. They already 
are, especially back in Memphis, where Lil Buck’s bril-
liant and improbable journey started. “I love it,” Lil 
Buck said. “I want the younger guys to come up to me 
and say, ‘Man, I’ll battle you one day. I’m going to get 
you.’ I’m like, ‘I hope so! That means you’ve got to go 
harder than I went. And I’m still going hard. So good 
luck with that!’ ” •

ALL THE RIGHT MOVES  From left: Lil Buck as a child in Memphis, age 11, with his sister Sharmaine; on tour with 
Madonna in Tel Aviv, May 2012; with Lauren Lovette in the New York City Ballet production of JR’s Les Bosquets, 2014. 

STEP IT UP 
“He is making dance 

more important,” says 
ballerina Heather 

Watts. “Young people 
know who Lil Buck is.” 

On her: Dior Haute 
Couture embroidered 

silk jumpsuit and suede 
pumps and Borsalino 
Classico hat. On him: 

Rick Owens T-shirt, 
T by Alexander Wang 
cotton nylon neoprene 

sweatshorts, Nike 
sneakers and Lil Buck’s 

own spandex tights.F
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TAKE FLIGHT   
On her: Dolce & 
Gabbana Alta Moda 
mikado dress with 
cutwork embroidery  
and Christian Louboutin 
satin pumps. On him: 
Lanvin button-down 
shirt, T by Alexander 
Wang cotton nylon 
neoprene sweatshorts, 
Dries Van Noten  
leather slip-on shoes  
and Lil Buck’s own  
spandex tights.

Model, Joan Smalls at 
IMG; hair, Orlando Pita; 
makeup, Wendy Rowe; 
manicure, Rica Romain; 
choreography, Shay 
Normann. 

For details see Sources, 
page 134.
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GHESQUIERE
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STYLING BY MARIE-AMÉLIE SAUVÉ

MASTER 
OF THE HOUSE  
Ghesquière was 
appointed artistic 
director of Louis 
Vuitton’s women’s 
collections last year.

The designer whose adventurous silhouettes and cutting-edge use of fabric 
have made an indelible mark on fashion is bringing his talent to a jewel in the 

crown of the LVMH empire: the legendary house of Louis Vuitton.

Fashion innoVaToR
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SHEER ELEGANCE  Louis Vuitton jersey dress,  
silk crepe underpinnings, leather boots and metal jewelry.  

Model, Liya Kebede at IMG.

H
ERE’S WHAT Nicolas Ghesquière 
thought Louis Vuitton needed: a 
new logo. It was an unlikely place to 
begin revamping the world’s big-
gest luxury-goods brand. Vuitton’s 
brown-and-gold monogram is one of 

the most recognizable on the planet. But Ghesquière, 
who joined Vuitton a year ago as artistic director 
of its women’s collections, said he wanted “some-
thing easier and more supple, less geometric and 
rounder” to symbolize the new style at the legend-
ary trunk maker.

He gave his team a brief: Draw a pawnlike icon to 
adorn his new line of clothes. But after receiving the 
team’s sketches, he was stumped. Nothing matched 
his vision. So the designer looked to the past for inspi-
ration. In a photo from the archives of one of Vuitton’s 
first boutiques, dating to “eighteen-hundred-I-don’t-
know-what,” he spied the house’s slanted initials 
inside a circle above the door. The revived logo is now 
etched on the clasp of Ghesquière’s trunk-shaped 
clutches. “The fact that I found it reconfirmed to 
me that the idea was legitimate, that we need a logo 
now on clothes that synthesizes a round shape,” says 
Ghesquière, snapping his fingers for emphasis.

Most designers at storied fashion houses are 
haunted by the past. Ghesquière had become bur-
dened by the future. During the 15 years he spent 
as the artistic director of Balenciaga, starting in 
1997, he became known for his cutting-edge designs 
that popularized everything from rubber and plas-
tic to scuba fabric. Of course, Balenciaga had rich 
archives (which Ghesquière helped assemble). But 
Ghesquière’s references to the work of Cristóbal 
Balenciaga were conceptual, not literal. This created 
an expectation that he would inexorably push for-
ward. “I’ve always been tagged as a futurist designer, 
and I don’t like the idea very much,” says Ghesquière, 
sitting in Louis Vuitton’s offices on the banks of the 
Seine. “For me, the future is now.”

In his new chapter at Vuitton, Ghesquière is try-
ing to find a balance between the past and the future. 
But it’s not as simple as believing in the present. In 
a typewriter-font letter to the guests of his first 
Vuitton fashion show, in March, Ghesquière referred 
to “the desire for timelessness.” The designer has 
found meaning in creating fashion by looking back-
ward. With its long history, Vuitton embodies his 
quest for timelessness. “You always forget that one 

day the classics were new. You had to find an idea 
that would provoke or respond to functionality in 
our world,” says Ghesquière. He is developing a new 
look by marrying Vuitton’s deep expertise in leather 
manufacturing with new technology and time-tested 
silhouettes. “In my previous role, there was always 
this idea of heritage and history, but I was really into 
the research. Now I’m more mature, so I innovate, 
but with this notion that the real quest is to establish 
great classics.” 

Louis Vuitton is also stretched between its past 
and the future. For years, Vuitton applied its famous 
monogram, which dates to 1896, to millions of canvas 
bags and accessories. (The house itself is more than 
four decades older.) They are the primary source 
of the house’s fortune—an estimated $9.7 billion 
in annual sales and an operating margin that hov-
ers around 45 percent. Vuitton is arguably the most 
important brand at LVMH Moët Hennessy Louis 
Vuitton, the French luxury-goods giant that also 
owns such brands as Céline and Fendi in fashion, 
Moët & Chandon Champagne, Hennessy cognac and 
Christian Dior perfumes.

But Vuitton had saturated the market with its logo. 
Sales stagnated. Analysts began talking of “logo 
fatigue” and questioned how a brand could represent 
the pinnacle of luxury and exclusivity if its name was 
everywhere. Louis Vuitton management thought 
investing more in fashion could be the answer. Since 
the late 1990s, the house had produced a high-end 
ready-to-wear line. But its founding designer, Marc 
Jacobs, left in 2013 to focus on his eponymous line.

Enter Ghesquière, who had cut ties with 
Balenciaga, part of LVMH rival Kering, a year ear-
lier. Ghesquière had known Delphine Arnault for a 
few years. Arnault, the daughter of LVMH chairman 
Bernard Arnault, had recently made the leap from 
Dior to Vuitton to head up its products. Ghesquière 
began meeting with Delphine, and later with her 
father and Vuitton’s recently arrived chief execu-
tive, Michael Burke. “It’s important to have a point 
of view,” says Delphine Arnault. “Nicolas has always 
had a very precise point of view on shapes and fab-
rics. He is a rare talent.”

Some of his first designs for Vuitton debuted 
on the red carpet, as worn by the actress Jennifer 
Connelly, whom Ghesquière describes as one of his 
heroines. Connelly thinks Vuitton and Ghesquière 
are perfectly suited to each other. “The name Vuitton 

is synonymous with adventure, and Nicolas, to me, is 
such a pioneer,” she says. “The clothes that I see, they 
remind me of something that I know I love, and yet 
they’re nothing that I’ve seen before.”

Ghesquière himself is petite and crackling with 
energy. He speaks in rapid-fire French and rolls his 
hands about in emphasis. At 43, he still looks boy-
ish but has intense dark eyebrows that convey his 
seriousness. He is dressed in black jeans, a yellow-
and-black-plaid shirt and an old Rolex. He barely 
pauses to sip his espresso as he talks about the need 
he saw at Vuitton. “History and heritage is so much a 
part of the vision people have of Louis Vuitton—they 
needed someone with an anticipatory vision,” says 
Ghesquière. “The idea was that fashion must be the 
flag, the pillar, and that it must be directional.” The 
Arnaults and Burke were betting that Ghesquière’s 
fresh eye could shuck off the aftertaste of logo fatigue.

Ghesquière comes with a coterie of style icons, 
such as Connelly and Charlotte Gainsbourg, who are 
drawn to his bold fashion statements. Gainsbourg 
has been a devotee of his since his early days at 
Balenciaga when he began dressing her. “I wasn’t 
very comfortable with the way I looked, and he made 
it fun,” says Gainsbourg. “I was keeping my figure but 
daring a little bit more, which made it quite excit-
ing.” She is one of many fans who have followed him 
to Vuitton (and also considers him a family friend). 
He provides her with made-to-order dresses for 
special occasions, such as a sleeveless black-leather 
dress that seamstresses were applying silver sequins 
to over the summer. In early September, she wore it 
at the Toronto International Film Festival. “His big 
strength is that he’s able to be classic and at the same 
time completely futuristic in the fabrics, in the mix of 
colors, and quite daring,” says Gainsbourg. “But it’s 
all with very classical techniques. It’s not just futur-
istic, it’s based on something really solid.”

For the self-taught Ghesquière, Vuitton represents 
a kind of graduation. Ghesquière grew up in Loudon, 
in Poitou-Charentes, between Bordeaux and the Loire 
Valley, a region west of Paris known for its wine. As a 
teenager, he decided he wanted to go into fashion. But 
he resisted parental pressure to go to design school 

“i’Ve always been Tagged as a FuTuRisT designeR,  
and i don’T like The idea VeRy much. FoR me, The FuTuRe is now.”

–nicolas ghesquièRe
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FOCAL POINTS  
Louis Vuitton 
embroidered crochet 
dress, silk crepe 
underpinnings, 
malletage leather bag 
and metal jewelry. 
Model, Rianne Van 
Rompaey at Viva.

BOW REGARD 
Louis Vuitton 

embroidered crochet 
dress, gabardine 
jacket and metal 

jewelry. Model, 
Lululeika at Scoop 

Models.
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and instead began working at Parisian houses.
His first big break came at age 18, when he got a job 

with Jean Paul Gaultier. Ghesquière credits Gaultier 
for giving him “my eye and my hand.” 

“It was complicated, though, because all the peo-
ple around me were just out of school or still in school 
at 18,” he recalls. “I didn’t have a complex about it, but 
I always had the impression that I was out of step. I 
already had a position that was in advance of my age.” 
Ghesquière did some freelance gigs, including for 
Balenciaga, which was subsisting on licensing deals 
since its founder, Cristóbal Balenciaga, had died 
more than two decades earlier. That became his edu-
cation. “For a long time I had a real, not frustration, 
but doubt” about not having gone to fashion school, 
Ghesquière says. “It’s a time for pure experimenta-
tion—for pure research, to refine your perspective 
and to create things and to materialize things as an 
exercise. I had it while working.”

Ghesquière saw his tenure at Balenciaga as one 
long learning curve, but the rest of the fashion world 
saw it as one groundbreaking collection after another. 
His biggest commercial success was the Lariat bag, 
but what has permeated all levels of fashion are the 
silhouettes he defined. There were high-waisted 
skinny pants paired with a billowing top, cropped 
motorcycle jackets and gladiator sandals.

Although his avant-garde designs were celebrated 
by the fashion press, Balenciaga began generating 
more of its sales through Ghesquière’s reinterpreta-
tions of the founder’s classic designs. “I developed 
commercial collections for Balenciaga, but I think 
the real challenge is that this catwalk clothing 
becomes reality,” says Ghesquière. He left the brand 
suddenly at the end of 2012 after 15 years at its helm. 
(Balenciaga and Ghesquière recently agreed to try to 
find an out-of-court settlement to a lawsuit that the 
brand filed against its former designer for comments 
he made about his departure.) “Balenciaga is a great 
tale even if it didn’t end very well,” he says.

Vuitton was a different play. Unlike Balenciaga, 
which had disappeared from the map after its 

founding designer’s death, Vuitton had never fallen 
out of the public eye. Louis Vuitton’s ancestors 
passed the house down within the family until the 
1980s, when Arnault took control.

In his discussions to join Vuitton, Ghesquière kept 
coming back to the house’s classics. Part of his pitch 
was to design a new kind of bag. “I wanted to make 
a clutch that would be functional for today’s woman. 
It could be an evening bag or a little day bag, but one 
that carries the values of the brand,” says Ghesquière. 
“The simplest idea was the reproduction—not the 
reduction—of the unique design of the iconic trunks 
of Vuitton.” He came up with a proposal for a minia-
ture trunk—boxy and heavy with hardware—with a 
thin leather strap.

Bernard Arnault, who has been keeping a closer 
eye on Vuitton since its sales growth stalled, was 
particularly smitten with the idea, Ghesquière says. 
“He said to me, ‘It’s formidable!’ I was very struck 
by his commentary, which was, ‘And it will be very 
beautiful on display—in clusters, it will work very 
well,’ ” Ghesquière says. “He has a strategic vision 
but also an aesthetic vision that goes as far as how 
we can do merchandising in the boutique, and I 
share that, too.”

F
ROM THE MOMENT GHESQUIÈRE got the 
job last November, it was a mad dash 
to get his first collection ready for the 
March show. The mini trunks were 
rushed out by Vuitton’s made-to-order 
workshop in the northern Paris sub-

urb of Asnières, which usually makes much larger 
trunks. “Everyone had to change the scale of their 
vision,” Ghesquière says. The “Petite Malle” was 
made in several colors and patterns, including the 
much-maligned classic monogram, and it bears 
Ghesquière’s old-is-new-again pawn-style logo.

He tapped Vuitton’s expertise in other areas to 
develop ready-to-wear. First, there was leather—one 
of Ghesquière’s signature materials. Vuitton’s crafts-
men can shave leather into an ultrafine thickness for 
bags; Ghesquière tasked them to do the same for cloth-
ing. For the first time, the leather workshop made 
dresses for the runway. Some dresses had leather 
bodices paired with skirts made of fabric interspersed 
with scale-shaped embroidery in an escargot pattern. 
“In bags as in clothing, lightness is super important. 
That’s something I was seeking a lot before, and 

here it’s coming to fruition,” says Ghesquière. “It’s 
very modern—clothing that has a beautiful shape, 
beautiful architecture and construction and beauti-
ful quality materials, and at the same time it doesn’t 
add 10 kilos.” He began working with techniques that 
were new to him, such as thermo-shaping leather, or 
using ultrasound to create patterns. He recently got 
a new machine that fuses two materials with heat to 
create a perfect finish.

The silhouette hit on one of his old favorites—the 
’70s. There were big collars and A-line skirts, waists 
accentuated by slipknot belts and vintage-looking 
leather coats. “I have a lot of affection for hybrid 
clothes, which I did a lot, more strange mixes, but 
I’ve digested that now,” he says. “Now I want above 
all else that the clothes be very recognizable and 
very functional.”

Ghesquière likes to work in the middle of the stu-
dio on the second floor of Vuitton’s headquarters 
overlooking the Seine. “I don’t have an office,” he 
says. “I didn’t want one. It’s open space.” One recent 
morning, he and Vuitton’s marketing team met in 
the spacious room with ivory carpet and mirrored 
columns to review the demand for his mini trunks. 
“It’s an enormous commercial success,” he says, 
adding that the bags were pre-ordered in substan-
tial quantities.

The question is whether creating new classics for 
Vuitton will be enough to fulfill Ghesquière. He has 
long toyed with the idea of starting his own house. 
And joining the world’s biggest luxury-goods group 
hasn’t quelled that. “I’d be lying if I said I didn’t 
want to do it,” Ghesquière admits. “I would like to do 
it, but each thing in its time. Today I dedicate myself 
to Louis Vuitton without forgetting that I have 
wishes, desires.” Designing for two houses at once 
rarely goes well, he says. And he has set the bar high 
for launching his own venture. “If it’s to reproduce 
on a smaller scale what is done on a large scale, hon-
estly, no, it’s not interesting,” he says. “And that’s 
not at all the way that I one day envisage launching 
myself, especially having experienced the biggest 
existing model.”

For the moment, Ghesquière isn’t too worried 
about the future. “Azzedine Alaïa always says to me, 
‘In any case, you start fashion at 40 years old; you 
shouldn’t start earlier,’ ” Ghesquière says. “I’m 43 
now. So I should have started three years ago. I like 
that because it gives me lots of time.” •

“The name VuiTTon is synonymous wiTh adVenTuRe,  
and nicolas is such a pioneeR. his cloThes  

Remind me oF someThing ThaT i know i loVe, and yeT  
They’Re noThing ThaT i’Ve seen beFoRe.”

–jenniFeR connelly

BLITHE SPIRIT  Louis Vuitton graphic jersey shirt  
and metal jewelry. Model, Daphne Simons at Next.  

In this story: Hair, Kei Terada; makeup, Dariia Day and 
Marianne Agbadouma; manicure, Magali Buisson. 



108 109

E
IGHTEEN MONTHS AGO, the artist Kara 
Walker found herself at the stove, boil-
ing up pots of sugar and water. It was 
not for an elaborate dessert but rather 
an experiment for a piece at the former 
Domino Sugar refinery in Williamsburg, 

one of New York City’s most picturesquely decaying 
industrial landmarks. The public art group Creative 
Time had suggested the location, and despite her res-
ervations—“Public art has so many pitfalls”—she was 
taken by the cavernous, sweet-smelling space, soon to 
be razed for a condo development. “Something reso-
nated with me there,” Walker says. “It was a challenge.”

Walker, 44, who initially envisioned a performance 
piece, quickly began playing with ideas—making 
sketches with molasses, creating drawings and col-
lages that showed women sweeping up chicken 
feathers or dancing on giant stripper poles. But it was 
only while perusing Sweetness and Power: The Place 
of Sugar in Modern History, Sidney W. Mintz’s 1985 
tome on sugar’s fraught legacy, that her direction 
crystallized. Reading about “subtleties,” the elabo-
rate medieval sugar sculptures displayed as symbols 
of kingly power at royal feasts, she realized she had to 
make a subtlety herself—albeit one that was decidedly 
unsubtle. “This was not for a small segment of the art 
world,” Walker says. “It had to be bigger.”

When she realized that meant making a huge 
sculpture—something she’d never done before, and 

the most traditional sort of public artwork besides—
Walker hesitated. “But then I said, ‘Stick with it. Be in 
the moment!’ So I did. And then I thought, ‘Oh, yeah!’ ”

When the piece finally went up in May, it was so mas-
sive that it seemed to loom over the city itself. For two 
months, it dominated conversations and Instagram 
feeds: a 35-foot-tall and 75-foot-long sphinx, built 
with 30 tons of white sugar. Called A Subtlety, or the 
Marvelous Sugar Baby, its leonine body was, like much 
of Walker’s work, built for controversy, with pendulous 
breasts, an Aunt Jemima–esque face and kerchief, a 
Kim Kardashian rump and a vulva so enormous one 
critic likened it to a temple entrance. Some 130,000 
visitors —including Beyoncé, Jay-Z and their daughter, 
Blue Ivy—came to view it, with lines that sometimes 
extended for eight blocks.

“The scale was such that one couldn’t tell if it was 
art or a tourist attraction,” says Nato Thompson, 
Creative Time’s chief curator. (The sculpture was 
demolished after the exhibit ended on July 6.)

Surrounded by 14 statues of small boy attendants, 
some of their disintegrating brown sugar bodies drip-
ping with molasses, the installation was a monument 
to the slave labor that enabled sugar to become an 
everyday commodity. Yet the reactions it provoked 
were wide ranging, from despair over slavery and sad-
ness about the city’s gentrification, to lectures about 
obesity and joy at the sheer spectacle. It prompted 
much discussion, too, primarily regarding Walker’s 

embrace of racial and sexual caricatures, which were 
seen as alternately degrading or empowering. Walker 
seems to be the only person who wasn’t appalled when 
viewers took titillating selfies with the piece. “Part of 
me understands that half of the world has never seen a 
woman’s bottom before,” she says, laughing.

The hullabaloo was nothing new for Walker, who 
two decades ago went from art student to art star 
overnight with a 1994 group show featuring cut-paper 
tableaux of plantation slaves entwined in devilish 
congress with their masters, work that seemed to 
simultaneously attack and celebrate racist carica-
tures. Three years later, at 28, she became one of the 
youngest people to win a prestigious John D. and 
Catherine T. MacArthur Foundation “genius” grant. 
Since then, she’s had work exhibited at New York’s 
Metropolitan Museum of Art and Museum of Modern 
Art, London’s Tate Modern, the Venice Biennale and 
other venues around the world.

But this time, the magnitude of the response took 
even Walker by surprise. “I figured people would come 
because it was free,” she says. “But I don’t think you 
can anticipate tens of thousands, or all the celebri-
ties.” And when it was up, “I didn’t quite know what to 
do with myself.”

BREAK THROUGH  “I’ve always been a little restless  
in the work,” says Walker, photographed in her New York 
studio, where she works in a variety of media. 

KARA WALKER
ART INNOVATOR

As she prepares for a new exhibition following the rave reviews and Internet notoriety 
that met her massive installation at New York’s Domino Sugar factory,  

the artist—who for two decades has been fearlessly confronting attitudes toward race, 
women and sexuality—opens up about what drives her to continually evolve.

BY CAROL KINO   PHOTOGRAPHY BY TINA BARNEY

2014
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LIFE’S WORK 
Clockwise from left:  
A detail from Walker’s 
seminal 1994 work, Gone, 
An Historical Romance of 
a Civil War as it Occurred 
Between the Dusky Thighs 
of One Young Negress and 
Her Heart; The Daily 
Constitution 1878 (2011); 
her installation at  
New York’s Domino 
Sugar factory this year;  
… (And Modern Black 
Identity) (2010); Walker  
in her studio in 2005. 

P
EOPLE WHO KNOW Walker well often 
describe her as shy and reserved. But 
during our lengthy interview in her airy 
studio high above New York’s Garment 
District, I’m more impressed by her 
intense drive to express herself. After 

kicking off her shoes, Walker tucks herself into a chair 
and immediately launches into conversation. “No 
segues—just on-off,” she comments, laughing. Tall 
and lithe, with a newly cut, blonde-streaked Afro—
one of hundreds of styles she’s had over the years, she 
jokes—she seems to have a hard time sitting still. 

Walker channels a similar sort of energy into her 
art making. “I’ve always been a bit restless in the 
work,” she says. “I have to look this way and that way, 
just to see what my limitations are, or if they are limi-
tations. Maybe they’re assets.”

It was the height of identity politics and the culture 
wars when, at 24, Walker presented her first major 
piece, as part of a group exhibition at New York’s 
Drawing Center in September 1994: a 50-foot-long 
mural, showing creatures who were clearly mas-
ters consorting with others who were clearly slaves, 
intertwined in shapes that gave new meaning to the 
phrase “the beast with two backs.” Cut from black 
paper with precise, cartoonish strokes, and hot-glued 
to a white wall, the scene featured adults thrusting 
their heads up each other’s clothes, a woman popping 
out pickaninnies while dancing a jig and a pigtailed 
slave girl fellating a white boy in a suit. Walker might 
have drawn inspiration from the antebellum South, 
but she was also driving straight into the heart of 
contemporary racial tensions. 

Before the show, Walker was working on a much 
smaller scale, closer to that of 19th-century silhou-
ettes. She had been included when the curator James 
Elaine, then with the Drawing Center, discovered her 
slides in the gallery’s open submissions file. Excited 
by Walker’s imagery and technique (“She was mak-
ing things I had never seen before,” Elaine recalls), he 
immediately shared them with Ann Philbin, then the 
center’s director, who said, “Call her!” After ascertain-
ing that Walker would dramatically enlarge the work, 
Elaine put her in a show opening three months later.

The results came as a total contrast to the politi-
cally correct conceptual and installation art popular 
at the time. Anne Pasternak, Creative Time’s president 
and artistic director, then new in the job, remembers 

being “completely shocked…. The work wasn’t polite,” 
she says. “You saw the sexual abuse, complicity, suf-
fering and oppression with black-and-white clarity. 
I don’t think anybody who saw that show could ever 
have forgotten it.”

Despite the mural’s outrageousness—or perhaps 
because of it—Walker, who’d just received her master’s 
of fine arts from the Rhode Island School of Design, 
had a career overnight. Three years and seven solo 

shows later, she won the MacArthur. But her success 
prompted a nasty backlash, led by older African-
American artists who’d forged careers during the civil 
rights era. Most notably, the assemblage artist Betye 
Saar mounted a letter-writing campaign in which she 
called Walker’s work “revolting,” urged curators to 
prevent her work from being shown and suggested 
that the younger artist’s use of racist stereotypes was 
betraying African-Americans “under the guise of art.”

“It must have been hideous,” says Kathy Halbreich, 
then director of the Walker Art Center in Minneapolis, 
who included the artist’s work in a show there the 
same year and subsequently hosted her first retro-
spective in 2007. “Kara was considered a self-hating 
black person,” says Halbreich, now associate director 
of New York’s Museum of Modern Art. “But if we do 
get angry, if we do get emotional, if we are confused, 
then she’s successful.”

Philippe Vergne, who organized that retrospec-
tive (which later traveled to the Whitney Museum 
of American Art and the Musée d’Art Moderne de 
la Ville de Paris, among others), came away hugely 
impressed. “What I really admire is Kara’s capacity to 
face her fear and to go forward.”

As for Walker, she survived the furor as she always 
does, by working. “I always felt that my goal in life 
was to make meaning in a visual way, through my 
art. My hope is that somebody will respond in kind—
something beyond that naysaying, ‘No.’ ”

B
ORN IN STOCKTON, California, the 
youngest child of a secretary and an art 
professor (her father, Larry Walker, is 
also a painter), Walker loved cartooning 
as a child and always knew she would be 
an artist. “It was just something I liked 

to do,” she says. “It was a way of focusing.”
She stumbled upon her subject matter in 1983, 

when her father became chair of Georgia State 
University’s art department and the family relocated 
to Atlanta. They settled in Stone Mountain, once a 
stronghold of the Ku Klux Klan, and Walker has often 
suggested that her work’s jarring nature reflects her 
own reaction upon landing in the South less than 20 
years after desegregation. “I think moving into that 

situation was shocking,” says Walker’s high school 
art teacher, Julie Shaffer, who remains in touch with 
her onetime student. “Kara probably had not given 
her blackness much thought till then.”

By the time Walker arrived at RISD, having stud-
ied painting and printmaking at the Atlanta College 
of Art, she was experimenting with a huge range of 
media. A photograph of her studio there reveals the 
early cut-paper work, but it also shows paintings on 
black paper and glass, drawings made with chocolate 
and the typewriter she used for text-based projects. 

“Even when I was in school,” Walker says, “I knew 
my work grew out of this cumulative kind of process. 
Then it was all about cutting away the excess and find-
ing some form that works.”

Her range has never really diminished. Over 
the years, she’s made paintings and drawings with 
everything from watercolors and oils to graphite and 
coffee. Her 1997 book, Freedom: A Fable, uses pop-up 
illustrations to tell the tale of a freed slave—perhaps 
a stand-in for herself—who “concluded it her duty to 
become a god.” Much of Walker’s work is performa-
tive, too, including magic-lantern projections, text 
pieces, animations, stage sets and shadow-puppet 
shows, both live and filmed. Her one previous sculp-
tural work, Burning African Village Play Set with Big 
House and Lynching (2006), is frankly theatrical: It’s 

composed of painted steel pieces—burning huts and a 
black man with an erection carrying a whip—that can 
be recombined into different narratives.

Besides speaking to race, women’s issues, sexual-
ity and themes like diaspora and migration, Walker’s 
work can be raunchily funny. Although writers tend 
to rely on “catchphrases, like Gone With the Wind,” to 
describe its aesthetic, says the New York dealer Brent 
Sikkema, who has represented Walker for 20 years, 
he believes a more apt comparison is the obscene, 
bitingly irreverent comedy of Richard Pryor. As with 
Pryor, Walker’s “cynical sense of humor can really kick 
your butt,” Sikkema says. He also recalls that years 
ago, Walker once confessed she’d have loved to have 
been the diva rapper Lil’ Kim. (Walker, for her part, 
characterizes her work as “pretty broad humored.”)

Walker’s personal life has been conducted mostly 
out of the limelight. Yet she seems to have entered a 
freer, more confident phase. After a long separation, 
she ended her marriage to a former RISD faculty 
member, the German jeweler Klaus Bürgel, and is 
now involved with someone new. (“I’m only three-
quarters of a loner,” she says, but won’t divulge more.) 
Her daughter with Bürgel, Octavia, 17, is almost 
grown: Now a senior at New York’s High School of Art 
and Design, she intends to be an artist herself. “It’s 
like nobody can stop her, you know?” says Walker, 

sounding mock exasperated. Last year Walker, who 
as a Columbia University faculty member lived in fac-
ulty housing for years, moved into her first house in 
NYC, in Wallabout, a neighborhood near the Brooklyn 
Navy Yard filled with pre–Civil War frame buildings. 
“Having a place that was really my own really cradled 
me in a way that I did not anticipate,” she says.  

Walker is now working toward a gallery show, 
opening November 21 at Sikkema Jenkins & Co. in 
Chelsea, that will elaborate on A Subtlety’s creation 
and aftermath. Besides a group of the boy attendants 
(most of whom were cast in caramel-colored resin), it 
will include her studies and two videos, one made from 
footage of the piece being destroyed and another from 
footage Walker shot during the show’s run. “The real 
drama was 130,000 people with different responses,” 
Walker says. “That took on a life of its own.”

Walker will also present the single souvenir she 
kept from her A Subtlety: the sphinx’s left hand, 
thumb clenched in the sign of the fig, an ancient ges-
ture that appears in many different cultures. Just as 
the sphinx is “a symbol of both wonder and despair,” 
the fig “is both phallic and vaginal,” Walker says. “It 
can be a fertility symbol, or a f— you, depending on 
which way you want to look at it.” It’s likely that she 
intends the message to encompass both those possi-
bilities, and many more. •

“I AlwAys felT ThAT my gOAl IN lIfe wAs  
TO mAke meANINg IN A VIsuAl wAy, ThROugh  
my ART. my hOpe Is ThAT sOmebOdy wIll 
RespONd IN kINd.” –kARA wAlkeR
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BY FRED A. BERNSTEIN    
PHOTOGRAPHY BY NOBUYOSHI ARAKI  

SOU
FUJIMOTO

architecture iNNOVatOr

2014

 The Japanese designer’s “future primitive” structures 
boldly harmonize nature and built environments—and offer 

radical new versions of walls, ceilings and floors.

FREETHINKER   
Fujimoto photographed inside House NA in the Tokyo neighborhood of Koenji.  
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DOMESTIC 
ARRANGEMENTS 

Fujimoto’s most 
renowned, radical 

designs are his homes 
for Japanese clients, 
including (clockwise  

from above) House N, 
in Oita, House Before 

House, in Utsunomiya,  
and Osaka’s House K.

“mOre thaN  
just kNOwiNg 
hOw tO 
apprOach 
difficulty,  
sOu thiNks  
Out Of the  
bOx tO create 
miNd-beNdiNg 
cONcepts.” 

—daNa taschNer

OPEN HOUSE 
The transparent 
914-square-foot 
House NA features 21 
different floor plates.

husband and wife drawn to unusual designs, “bought 
a small lot but got a lot of living space,” says Fujimoto. 
Those stairway substitutes would be illegal in most 
countries, but in Japan, there is little building-code 
enforcement within private homes, which gives 
Fujimoto the freedom to follow through on his some-
times confounding ideas. 

Fujimoto’s goal isn’t just to make spaces—the 
basic function of architecture—but to make people 
relate to spaces in new ways. Watching the couple 
move around the house, approaching everyday activ-
ities with the finesse the unusual design requires, 
suggests he is well on his way to achieving it. 

He concedes that his clients have accepted “some 
really extreme solutions” to their housing needs. But 

rather than make their lives difficult, he says, he hopes 
to bring people “some comfort that is yet unknown.” 
That comfort may derive in part from landscape 
elements that Fujimoto blends into his buildings. 
During a tour of his studio in Tokyo’s Shinjuku neigh-
borhood, the architect points to dozens of model 
houses with tiny trees breaking through walls, floors 
and ceilings. In Fujimoto’s hands, nature sometimes 
overpowers the built environment, a vision that 
could be apocalyptic were it not for his highly refined 
aesthetic. “I call it primitive future,” he says of the 
natural-artificial mash-up he is pioneering. 

This fall, one Fujimoto building will help draw 
attention to Miami’s Design District during Art 
Basel, while another, in one of Tokyo’s main shop-
ping districts, will compete with dazzling structures 
by the likes of Toyo Ito and Herzog & de Meuron. In 
California, Ronald C. Nelson, the executive director 
of the Long Beach Museum of Art, has been working 
with Fujimoto on ways to give the museum, in what 
was once a Craftsman-style house, new visibility. 
“We want a signature piece that says, ‘Oh, my God, 
I’ve got to go over there,’ ” says Nelson, explaining 
his choice of Fujimoto.

In architecture schools around the world, 
Fujimoto’s disregard for the expected has made him 
something of a hero. And he has become a constant 
presence on the lecture circuit, speaking in some-
what broken English but showing images that are 
more confident than his quiet demeanor suggests. 

About half of Fujimoto’s active projects are 
abroad, as far away as Chile, Greece, Spain and China. 
But the best known of his buildings are the Japanese 
houses, designed to challenge clients rather than 
coddle them. With their odd proportions and lack 
of orthodox enclosure, they don’t so much restrict 
movement, in Fujimoto’s view, as create opportu-
nities to explore “more possibilities” for daily life. 
Some of his admirers see the houses as explora-
tions into how people will live in the not-too-distant 
future, when space and privacy are scarce. 

For every critic who views the houses as impor-
tant architectural experiments, there are many 
more who simply love Fujimoto’s aesthetic. The 
lightness of his structures can be particularly com-
pelling. The German critic Niklas Maak described 
Fujimoto’s House NA as “a built optical illusion,” 
adding, “You would be forgiven for thinking gravity 
has ceased to exert its pull.” 

In Los Angeles, lawyer Dana Taschner was look-
ing for an architect to design a retreat on a tricky (if 
spectacular) lot on Mulholland Drive, overlooking the 
Hollywood sign. And who better for a tricky lot than 
Fujimoto? Says Taschner, “More than just knowing 
how to approach difficulty, which he does all the time, 
Sou thinks out of the box to create mind-bending 
concepts.” The house the architect came up with—a 
kind of tunnel cutting through the ridge, with views 
in two directions, one through a glass swimming 
pool that serves as a watery lens—is brilliant, says 
Taschner, who hopes to show it to a design review 
board in November.  

In Miami, the developer Craig Robins tapped 
Fujimoto to help relaunch his Design District as an 
upscale fashion destination. Fujimoto’s contribution, 
on one of the district’s most prominent sites, is a 

J
APANESE PEOPLE DON’T CARE about resale 
value,” says the architect Sou Fujimoto, 
explaining why clients have allowed him 
to create houses that lack conventional 
versions of walls, ceilings or floors, and 
which require the skill of an acrobat to 

comfortably inhabit.
Fujimoto, 43, is standing in front of House NA, 

a jungle gym of white steel bars amid beige apart-
ment buildings on a quiet street in Tokyo. Built on a 
tiny site of just about 600 square feet, it nonetheless 
incorporates 21 levels connected by angled ladders, 
with wooden boxes doubling as step stools. Gauzy 
white curtains provide privacy, but not a lot; the 
house is as much terrarium as shelter. The owners, a 



to his Serpentine Pavilion. The 
Taichung government hopes the 
scaled-up version will become 
a symbol of that city—a kind of 
cloudlike Eiffel Tower. 

During an interview last 
year, the Japanese architecture 
writer Yoshio Futagawa kidded 
him about the practice. “I some-
times find you taking models 
from other projects and simply 
scaling them up for reuse,” Futa-
gawa said. Unfazed, Fujimoto 
responded that he wasn’t pla-
giarizing. Rather, he said, “It’s 
like growing crops—watching 
the seeds transform through 
generations. I sift through them, 
picking up the ones that look 
interesting and throwing away 
those that are no good.” 

The seeds go back to one of 
his first projects in Tokyo, a six-
unit apartment building that 
appears to be a pile of houses, 
stacked irregularly in a nod to 
the chaotic urban environment. 
The contrast between the tra-
ditional elements—the building 
components look like Monopoly 
houses—and their untradi-
tional use made photographers 
swoon. The project also estab-
lished his reputation for using 
conventional elements in uncon-
ventional ways. 

Another early effort was the 
Final Wooden House, consisting of thick blocks of 
cedar stacked and staggered to create what might be 
called a rectilinear cave. It was as dark as House NA is 
light, as earthbound as the latter is airy. 

Somewhere between those two extremes, but no 
less pioneering, is House N, consisting of a box within 
a box within a box—three enclosures, each with large 
windows, cleverly offset to allow privacy. Fujimoto 
says the boxes compel playful engagement with the 

architecture. For example, he says, there is a typi-
cal bedroom, but there are also many other places to 
sleep, depending on your mood and on the weather.

Japanese dwellings have historically been flexible, 
with little furniture other than tatami mats, and shoji 
screen partitions to allow rooms to take on multiple 
configurations. When the West was building marble 
and gold-leaf edifices like Versailles, the Japanese 
were building paper palaces. By designing houses 
with sliding walls and interlocking spaces, Fujimoto 
isn’t defying Japanese tradition but reinventing it. 

a children’s psychiatric rehabilitation center, which 
he designed as a cluster of white cubes. It attracted 
media attention, giving his nascent career a boost.

It is a career that has yet to pay off, monetarily. 
Fujimoto and his wife, Yumiko, live modestly (she 
works as his office manager). He rented a tuxedo for 
their backyard wedding in 2009, he says, and hasn’t 
worn one since. Most days, he arrives at his office in 
jeans and a T-shirt, in stark contrast to older Japanese 
architects, who can be stiffly formal. Fujimoto’s only 
indulgence is a pair of metal-framed glasses from 
the Japanese brand 999.9, the same kind worn by Ito, 
whom he describes as “the first architect who actu-
ally found some talent in me” and as “a father figure.” 

The office itself, a former workers’ dormitory on 
the top floor of a printing plant, is almost shabby. 
(The work space is on six, but the building’s eleva-
tor stops at five. Fujimoto isn’t complaining—after 
all, his own buildings ask far more of their users 
than to walk up a flight of stairs.) His two dozen or 
so full-time employees are joined by almost the same 
number of “open-desk interns”—architecture stu-
dents or recent graduates from all over the world, 
drawn to Tokyo by Fujimoto’s reputation. They work 
14 or more hours a day, often building one Styrofoam 
model after another, like sorcerer’s apprentices try-
ing to keep up with a flood of ideas. The practice of 
using interns, who generally aren’t paid, is con-
troversial in the architecture world, but Fujimoto 
says that it benefits both architects and students. 
Certainly, it helps him stay afloat.

If his employees work in close quarters, that 
doesn’t bother Fujimoto, whose work is often about 
doing more with less—about, as he puts it, fitting 
architecture to the human body. Toshiko Mori, a 
New York architect and the former chair of the archi-
tecture program at the Harvard Graduate School of 
Design, says Fujimoto has a gift for devising struc-
tures that “create small moments of connection.” 

That was nowhere more evident than in the pavil-
ion he designed for London’s Serpentine Galleries 
in 2013. Each year, the gallery commissions an 
architect to create an event space in Hyde Park. 
(Fujimoto is the youngest architect to receive the 
prestigious commission, which has been awarded 
to Frank Gehry, Rem Koolhaas and Hadid.) His novel 

design wove thousands of steel bars into a kind of 
high-tech hedge. Transparent disks, set on the bars 
at various levels, became steps, tables and chairs. 
It allowed visitors to shape their own experiences, 
at different levels, the way children might choose 
different perches on a tree. At the same time, the 
pixelated structure blurred the boundary between 
indoors and out. 

When Fujimoto has an idea, he may use it more than 
once. In fact, he is hoping to build a 1,000-foot tower 
in Taichung, Taiwan, that bears a strong resemblance 

Even with the international acclaim his Serpentine 
Pavilion brought him, the self-effacing architect 
is still a novice at winning clients’ confidence. Last 
year, the owner of an estate in Connecticut asked 
him to come up with ideas for a pool house. Fujimoto 
sent two sketches, both of which the client nixed. 
Next time, he says, he would insist on a face-to-face 
meeting, where he could explain—and offer to mod-
ify—his proposals. Providing ideas free of charge, 
as he did for the Connecticut client, is hardly a sus-
tainable business model. And he got paid “almost 
nothing” for designing the Serpentine Pavilion, 
though the gallery sold Fujimoto’s pavilion to the bil-
lionaire pharmaceutical heir Maja Hoffmann for an 
undisclosed sum. 

Whether they’re lucrative or not, Fujimoto is 
attacking commissions with almost ferocious creativ-
ity. In his office, scale models of planned buildings are 
everywhere. While some of the concepts will never 
be realized, Fujimoto says, “the thoughts are there in 
your mind to enrich ideas in the future.” Besides, he 
adds, with everything that could go wrong, any com-
pleted project “must be the result of miracles.”  

There’s no way to know yet how many miracles 
will occur, but if Fujimoto wanted to, he could charge 
admission to his impromptu “model museum.” 
There, on the sixth floor of a nondescript building, 
visitors would get a glimpse of architecture’s bold, 
primitive future. •B
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building for several high-end jewelers, with a facade 
of blue glass that Robins says resembles falling 
water. “I’m totally thrilled,” says Robins, who chose 
Fujimoto for the high-profile project because he is 
“likely to grow in importance over time”—a predic-
tion he is qualified to make, considering that he gave 
Zaha Hadid a Design District commission in 2005. 
Like Fujimoto’s designs, the Iraqi-British architect’s 
ideas were once considered too difficult to turn into 
actual buildings. Now she has more than 40 projects 
in the works.

By contrast, Fujimoto has about a dozen active 
projects. In Tokyo, he is completing a mixed-use 
building in Omotesando, the world-class shopping 
district that is also a proving ground for architects, 
including several Pritzker Prize winners. The most 
famous Omotesando building may be Herzog & de 
Meuron’s Prada store, with its vertical moss garden 
and bubble windows. Not far away is Tod’s, by Toyo 
Ito, with a flat concrete facade that suggests the 
branches of a tree. The Christian Dior boutique, by 
the Tokyo firm SANAA, is an ethereal, translucent 
jewel box.

Even in such company, Fujimoto’s entry is likely 
to make a splash. The four-story building steps back 
from the street at several points, and each time it 
does part of the structure sprouts small trees, as if 

the building itself were lifting a forest into the sky—a 
kind of Escher print in which beams become trees 
become beams, in three dimensions.

The building is the latest step in Fujimoto’s goal 
to harmonize nature and architecture. He is intent on 
bringing nature itself, not images of nature, into the 
built environment. He achieves that by either mak-
ing his buildings so minimal that existing natural 
elements still dominate or by making the buildings 
veritable planters, as in his Omotesando design. 

On the campus of Musashino Art University, he 
surrounded his 65,000-square-foot library with col-
umns of dark-stained timber behind glass. They are 
deliberately reflective, making it hard to tell where 
the trees end and the building begins. Inside, instead 
of walls, the building is composed of bookshelves 
reaching up to the ceiling, an endless grid that 
becomes its own kind of forest, with the verticals as 
tree trunks and the horizontals as branches. 

With these gestures, he is attempting, he says, to 
merge the forest of his childhood, in rural Hokkaido, 
with the forest of his adulthood: the man-made 
thickets of 21st-century cities. “The complexity and 
richness of the forest, where I grew up, is a very big 
starting point for me,” he says. “Now I’m based in 
Tokyo, and Tokyo itself is like a forest—an organic 
order in an artificial situation.” 

“Both spaces are formed by accumulations of big 
and small elements,” he says. “Realizing this, I came 
to believe that we must be able to move back and 
forth more freely between architecture and nature. 
And thus I started the quest to create a new living 
environment, which would be neither architecture 
nor nature but the integration of both.”

F
UJIMOTO DIDN’T ALWAYS plan to be 
an architect, though he remembers 
being fascinated by the work of Antoni 
Gaudí as a child. During high school, he 
regarded Albert Einstein as the greatest 
mind of the 20th century. He enrolled 

at the University of Tokyo, planning to study phys-
ics, before deciding, he says, “that my brain was not 
powerful enough.” Believing that the great modern-
ist architects—including Mies van der Rohe and Le 
Corbusier—were as innovative as any scientist, he 
decided to follow in their footsteps. 

Still, after graduating with a degree in architec-
ture, Fujimoto avoided the usual path of working for 
an established firm. He was afraid, he says, that his 
ideas would become watered down. “For five or six 
years, I was nothing,” he says flatly. His big break 
came when his father, a psychiatrist and hospital 
director, helped him win an important commission: 

LOREM IPSUM Bus 
ipsum faceat quaepti 
oribeatae assequi 
odit fugiti cusam 
sinimusam solupic.

“i started the quest tO create a New  
liViNg eNVirONmeNt, which wOuld be  

Neither architecture NOr Nature but  
the iNtegratiON Of bOth.” —sOu fujimOtO

DESIGN FOR LIVING  
For an apartment 
complex in Tokyo, 
Fujimoto created house-
shaped units accessed 
by ladders or stairs. 

OUTSIDE IN  
Fujimoto’s 2013 design  

for the Serpentine 
Galleries in London 
featured a lattice of 

attenuated steel bars.
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BUDDY SYSTEM 
Dre (left) and Iovine have 
given $70 million to fund 

a new academy at the 
University of Southern 

California—designed to 
“inspire, challenge, and 

satisfy the curiosity  
of the next wave of game-
changers,” according to 

Iovine (seen here without 
his signature hat). 

DR. DRE 
AND 

 JIMMY 
 IOVINE

entrepreneurship innOVAtOrs

 The duo behind the phenomenal success of Beats, 
recently purchased by Apple for $3 billion, has 

launched a new dream factory: the Jimmy Iovine 
and Andre Young Academy, a program devoted to 

arts, technology and the business of innovation.

BY JOSH EELLS   PHOTOGRAPHY BY MACIEK KOBIELSKI 
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O
N A BLAZING AFTERNOON at the end of 
August, Iovine and Dre are at a man-
sion in Encino, California, watching 
a fake pool party take place. The 
mansion doesn’t belong to either 
of them; it’s a location for a movie 

about Dr. Dre’s old hip-hop group, N.W.A., which is 
filming now and scheduled to be released next year. 
Production assistants scurry from room to room, 
and scantily clad extras drift by in early-’90s-era 
swimwear. Dre’s wife of 18 years, Nicole, is also on 
set. “This is a big deal,” Dr. Dre says with a sly grin. 
“We got Jimmy to the Valley.” (Iovine, who’s not a 
fan of inconvenience, jokes that he almost founded 
the academy at UCLA instead, because it’s closer to 
his home in Santa Monica. “I could walk there!” he 
says, laughing. “Every time I’d drive to USC, I’d be 
like, how much is this costing?”) 

Growing up in Compton, California, Andre Young 
attended Centennial High School but was a so-so stu-
dent and dropped out in order to pursue music. He 
spent his college-age years DJ’ing at clubs, until he 
and his friend Eazy-E formed N.W.A. (Ice Cube joined 
soon thereafter.) Although he grew up just 10 miles 
from the USC campus and was a big Trojans football 
fan, it was never a real possibility for Dre to go there. 
“I would have loved to go to that school,” Dre says 
wistfully. “But I didn’t have that opportunity.”  

Iovine was raised similarly far from academia, 
the son of a longshoreman in Red Hook, Brooklyn. 
He spent a year and a half at Manhattan’s John Jay 
College of Criminal Justice, but it was “a complete 
bust.” “School was not my thing,” Iovine says. “I put 

down the wrong thing on the applica-
tion—I checked off five city schools, 
and that was the one they sent me to. 
There were 48 people in the class, and 
46 were cops. The only thing I knew 
about criminology was Batman.” At 
19 he got a job sweeping the floors at 
a Manhattan recording studio, and 
from there worked his way into a gig as 
a recording engineer for John Lennon. 
Within a few years, he was engineer-
ing albums for Bruce Springsteen and 
Tom Petty.

Dre and Iovine met in 1992, after Dre 
had put the finishing touches on his first 
solo album, The Chronic. Iovine had co-
founded Interscope two years earlier, 
and he was looking for some talent. “I 
wasn’t a fan of hip-hop,” Iovine recalls. 
“They were playing me hip-hop because 
Interscope was going to be in the hip-
hop business, but it all sounded muddy 
to me. I’m a recording engineer—it just 
offended me sonically. Then Dre brought 
in his record, and it sounded as cool as 
Pink Floyd or Sgt. Pepper’s. I said, ‘Who 
mixed this?’ and he said, ‘Me.’ And I 
said, ‘No, no, but who engineered it?’ 
And he said, ‘Me!’ And I said, ‘OK, I’m 
getting into business with you.’ ”

Dre went on to form his own subsid-
iary of Interscope, Aftermath, which 
launched the careers of 50 Cent and 

For two and a half decades, Iovine, 61, was the head 
of Interscope Records (later Interscope Geffen A&M), 
where he helped oversee the careers of U2, Lady 
Gaga, Gwen Stefani and the Black Eyed Peas. Dr. Dre, 
49, is a legendary producer with six Grammys and 
hundreds of millions in sales to his name, who has 
helped guide proteges such as Snoop Dogg, 50 Cent 
and Eminem. Together, they launched their com-
pany, Beats Electronics, in 2008, building it from a 
start-up headphone manufacturer with cool celebrity 
endorsements into a technology brand so lucrative 
that Apple recently paid $3 billion for it. Now Dre and 
Iovine are using $70 million to fund their school. 

As Iovine explains it, the school is as much an 
investment in their own future as it is philanthropy. 
“We wanted to build a school that we feel is what the 
entertainment industry needs right now,” he says. 
“There’s a new kid in town, and he’s brought up on 
an iPad from one and a half years old. But the prob-
lem with some of the companies up north [in Silicon 
Valley] is that they really are culturally inept. I’ve 
been shocked at the different species in Northern and 
Southern California—we don’t even speak the same 
language. The kid who’s going to have an advantage 
in the entertainment industry today is the kid who 
speaks both languages: technology and liberal arts. 
That’s what this school is about. 

“The problem with the school system is that a lot 
of it’s cookie-cutter,” he adds, “so what we’re trying 
to do is disrupt it a bit.” 

In other words: They’ve revolutionized hip-hop. 
They’ve revolutionized headphones. Now can they 
revolutionize college? 
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ROCK THE MIC   
Clockwise from top left: 
Dre in his home studio 
in 1994; with rap 
group N.W.A. in 1990; 
Fendi x Beats by Dre 
headphones, in black 
crocodile; performing 
with Eminem at the 53rd 
Grammy Awards, 2011.

I
F JIMMY IOVINE has a trademark, it’s his 
hat. For decades, the record producer turned 
label boss turned headphones magnate turned 
all-around music-biz oracle has rarely appeared 
in public without something atop his head, be 
it a casual wintry wool knit number or a navy 

blue baseball cap featuring the logo of his multi-
billion-dollar corporation, Beats. What Steve Jobs was 
to mock turtlenecks or Phil Knight is to the swoosh, 
Iovine is to hats. And yet, it was still slightly incongru-
ous to see him last May, standing at a podium in front 
of the University of Southern California’s graduating 
class of 2014, sporting a poofy doctoral tam with a 
gold tassel dangling from its side. 

Iovine was there to deliver USC’s commence-
ment speech, in which he regaled the graduates 
with a story about making tea for John Lennon and 
quoted lines from his “favorite poet,” R. Kelly. But 
he also took the opportunity to promote his latest 
project: an interdisciplinary program called the USC 
Jimmy Iovine and Andre Young Academy for Arts, 
Technology and the Business of Innovation. A joint 
venture between Iovine and his business partner, 
Andre Young—better known as the hip-hop super-
producer Dr. Dre—the academy, which matriculated 
its inaugural 31-member freshman class in August, 
features a curriculum that weds its three titular dis-
ciplines (art, tech and commerce) in a way that befits 
the current cultural landscape. They want to create 
a dream factory, Iovine said in his speech, that will 
“inspire, challenge, and satisfy the curiosity of the 
next wave of game-changers.” 

Iovine and Dre know about changing the game. 
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school.) But they are scheduled to appear at the acad-
emy’s lecture series, and Iovine recently hosted a 
barbecue for the incoming freshmen at his house. 

“Dre, how did you find talking to the kids the other 
day?” he asks. 

“I mean, I was the one doing most of the talking,” 
Dre says. 

Iovine chuckles. “They were terrified!” 
“There are a lot of other programs around the 

country that marry business and technology,” says 
Erica Muhl, the dean of USC’s Roski School of Art 
and Design and the Iovine and Young Academy’s first 
executive director. “But they’re all missing that arts 
and cultural component. The difference with us is we 
start with the arts part.” Says Iovine: “We want kids 
who can work at Beats or at Apple.”  

Iovine and Dre are reluctant to make too many 
predictions about where the entertainment industry 
is headed. (“I don’t want anyone stealing my ideas,” 
Iovine jokes.) But they’re also banking on the fact 
that they won’t always have to be the ones coming up 
with the ideas. On the third day of class at the Iovine 
and Young Academy, the freshmen are gathered 
in the main classroom/lounge—a futuristic, high- 
ceilinged space they’ve dubbed The Garage. One of 
them is the inventor of a jacket he called “the swag 
suit,” which harnesses its own friction to generate 
electricity; another is an accomplished guitar player 
whose audition video, Dre says, “gave me chills.” On 
one wall—which is lined with MakerBot 3-D printers 
and covered in write-on “idea paint” for brainstorm-
ing purposes—hangs a poster with Iovine’s face on it. 
Below it, the caption reads: “Think you’re as innova-
tive as this guy? He’s betting on it.” •

are Iovine and Dre. Since Jobs died, the thinking 
goes, Apple has lacked the kind of magnetic person-
ality who can serve as the company’s face—someone 
with creative vision, deep industry ties and the 
ability to close a deal. In musical terms, it needs a 
frontman. As Jobs’s biographer Walter Isaacson 
recently speculated to Billboard, Iovine, especially, 
might be that face. 

For his part, Iovine shrugs this off. “I’m just the 
ornament on the hood—and I don’t mean because 
I’m sexy.”

Iovine and Dre won’t, or perhaps can’t, share many 
specifics about their new roles at Apple just yet. But 
listening to them talk, it’s clear that what’s occupying 
their thoughts right now is the idea of integrating the 
people who create art with those who distribute it. “I 
think what you’re seeing more and more are compa-
nies that are designed to do multiple things,” Iovine 
says. “If you look at the Beats model, there’s software 
and hardware. Look at what Amazon is doing; look at 
what Google’s trying to do. It’s technology and con-
tent in one.” As both an example and a cautionary 
tale, he cites Sony. “They had it,” Iovine says. “They 
had the Walkman, they had the PlayStation. And they 
bought Columbia Pictures and Columbia Records, 
so they had the content. But they never finished the 
thought—and Apple ended up with the products. 
Where do you think Steve got the idea?” 

At heart, this is what the Iovine and Young 
Academy is about—creating the kind of student who 
can design the next PlayStation and sell it, too. Iovine 
and Dre aren’t exactly drawing up lesson plans or 
keeping office hours. (As Iovine likes to point out, 
David Geffen doesn’t teach surgery at his medical 

Eminem. He and Iovine say the qualities that made 
them mesh well as record executives also helped 
them succeed with Beats: “We just trust each other,” 
Iovine says. “He’s as good a producer and engineer 
as Michael Jordan is a basketball player. He has 
an incredible patience that I don’t. And he’s a good 
touchstone for me. Every time we start going off one 
way, he’ll say, ‘Nah, man—we’re getting corny.’ ” 

Beats started with a chance run-in on the beach. 
Iovine was in Malibu, at his friend David Geffen’s 
house, when he decided to go for a stroll. He happened 
upon Dr. Dre, who was out on the balcony of his own 
house nearby. Dre told him he’d been approached a 
few days earlier by an athletic company about doing 
a shoe line; his lawyer wanted him to do it, but Dre 
wasn’t sure. (“I’m not into fashion,” he says. “I wear 
the same s— every day.”) He asked Iovine for his 
thoughts. Iovine’s immortal response: “F— sneak-
ers—let’s make speakers.” 

“It’s a good thing they didn’t want to sell alumi-
num,” Iovine jokes now. “I’m not sure what rhymes 
with that.” 

Beats headphones have been criticized by 
audiophiles who insist they’re far from the best 
headphones on the market. Yet helped by Dre’s musi-
cal cachet, Iovine’s marketing savvy and a raft of 
celebrity endorsements (Justin Bieber, Lady Gaga, 
LeBron James), the company earned $1.2 billion 
last year alone. It can make a pair of headphones for 
$40 that sells for over $200; one Swarovski-studded 
model retails for more than $1,000. And Marc Jacobs 
incorporated Beats headphones into his runway 
show this fall. 

Earlier this year Beats expanded its mission, 
unveiling a music-streaming service, Beats Music, 
designed to compete with the Pandoras and Spotifys 
of the world. It’s not immediately obvious that head-
phones would lead to streaming; after all, it’s not like 
Nike ever broadcast a basketball game. But Iovine has 
been an advocate of streaming for years. “Streaming 
was actually first,” he says. “I couldn’t get it done. I 
didn’t have the platform. But once I had Beats, I had 
the platform. It’s a piece of equipment, a piece of 
hardware. And I wanted to build a piece of software 
that worked with it.” 

When Apple announced it was acquiring Beats, it 
was the culmination of a long flirtation between the 
two companies. Thirteen years ago, Iovine was one 
of the first people Steve Jobs showed iTunes to, when 
Jobs was trying to get the music industry on board 
with the idea. And Iovine had been shopping a sub-
scription music service to Apple, including to Jobs 
personally, within a couple of years of the launch of 
iTunes. (Jobs, long a skeptic of subscription services, 
passed.) “Every deal I made, I offered to Apple,” Iovine 
says. “I only wanted to work with Apple.” 

Since the acquisition, analysts have focused on 
three possible explanations for why Apple wanted 
Beats. One is that it’s buying the hardware: As Apple 
expands into more wearable products (e.g., its new 
smartwatch), Beats gives it a valuable foothold, 
especially in the youth market. Second is that it’s 
buying its software: the proprietary algorithms and 
expert-curated playlists that it hopes will position 
Beats ahead of its streaming rivals. The third theory 
is the most intriguing: What Apple is really buying 
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“the prOblem 
with the 
schOOl system 
is thAt A lOt  
Of it’s cOOkie-
cutter. sO 
we’re trying tO 
disrupt it A bit.”

—Jimmy iOVine

BEHIND THE MUSIC   
Clockwise from above: 

Iovine performing a 
sound check with Bruce 
Springsteen in 1978, the 

year Darkness on the Edge 
of Town, which Iovine 

engineered, was released; 
with Patti Smith, 1977; 

with Steve Jobs and U2 in 
2004, celebrating a new 

iPod release.
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R
ESHMA SAUJANI’S motivation to found 
Girls Who Code, the nation’s pre-
eminent nonprofit dedicated to closing 
the tech gender gap, traces back to her 
last day of eighth grade. As the daugh-
ter of Indian parents who had fled Idi 

Amin’s dictatorship in Uganda for suburban Illinois in 
the 1970s, she was constantly reminded she was dif-
ferent by the color of her skin and her parents’ thick 
accents. When she went grocery shopping with her 
family at the local Dominick’s, she’d check the racks 
of key chains personalized with names—Jennifer, 
Tom, Charlotte, Michael—her hopes of finding Reshma 
perpetually dashed. Then, the day before summer 
vacation started, a classmate called her a hajji, a slur 
against people of Middle Eastern and Indian descent, 
and she decided to fight back. But when they met after 
school, she found herself facing off with two girls—one 
swinging a tennis racket, the other spraying whipped 
cream—and after being battered and knocked down, 
Saujani trudged a mile home to her mother, who found 
her daughter bloody and bedraggled.

But if her tormentors intended to cow her, they had 
the opposite effect. “It was an identity-awakening 
moment for me,” says Saujani, now 38. When she 
started high school that fall, she formed a diversity 

club to educate her fellow students about other cul-
tures. It was the first step on a path that led to an Ivy 
League education, into the fields of law and politics 
and, ultimately, to starting Girls Who Code in 2012. 
The organization provides intensive education in com-
puter science to high school sophomores and juniors 
via summer programs in nine cities across the coun-
try. Girls learn the nuts and bolts of coding, website 
and app development, and robotics. They also have the 
chance to meet with industry leaders like Amazon’s 
Jeff Bezos and Facebook’s Sheryl Sandberg. In just two 
years, Girls Who Code has been explosively successful, 
winning sponsorship from tech companies including 
Twitter, Google and GE and expanding from one pro-
gram in its first year to an estimated 40 in 2015. 

The goals of Girls Who Code are not just about lev-
eling the playing field—they are aimed at addressing 
an urgent concern of the U.S. tech industry. There will 
be 1.4 million computing jobs in the United States by 
2020, and if current patterns continue, college gradu-
ates will be able to fill just a third of those positions. 
And while American women graduate with 57 percent 
of all bachelor degrees, they make up only 14 percent 
of computer science graduates. Despite the visibil-
ity of Silicon Valley luminaries like Yahoo’s Marissa 
Mayer and Pixar’s Danielle Feinberg, women hold 

CLASS ACT   
Saujani with 

teenagers from a 
 New York City 

chapter of Girls  
Who Code.

 The founder of Girls Who Code is galvanizing a tech 
industry facing a stark gender imbalance with her 

ambitious plan to teach one million young women  
to program by 2020. 

BY CHRISTOPHER ROSS   PHOTOGRAPHY BY PAMELA HANSON

RESHMA 
SAUJANI

TECHNOLOGY INNOVATOR
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only about a quarter of STEM (Science, Technology, 
Engineering and Math) jobs.

Saujani and others who study the field’s gender 
disparity have found that the root of the problem 
often lies in the social pressures of being a teenager. 
Talk to students in the Girls Who Code program and 
you’ll hear the same stories again and again: walk-
ing into a coding class 
or robotics club only to 
discover you’re the sole 
girl, or being told that 
computer science is for 
boys, that it’s too hard. 

Saujani tries to coun-
ter this trend not only 
by fostering an inclu-
sive sisterhood, but by 
imbuing the girls with 
some of the fighting 
spirit she showed after 
her schoolyard scuffle. 
Her language is often 
shaded with almost 
revolutionary overtones: It’s not an organization but 
a “movement” composed of “foot soldiers” and “true 
believers.” “This is what I try to teach the girls,” says 
Saujani. “There were people who said no to me, who 
said, ‘It’s not going to work.’ But you have nothing to 
lose.” Her stated aim is to reach one million girls in the 
next six years.

 

I
N MID-AUGUST in New York City, 20 of Saujani’s 
foot soldiers are working frantically to fin-
ish their final projects as graduation looms 
at the end of the week. In an airy, converted 
basketball court inside the headquarters 
of the ad tech giant AppNexus, they gather 

in knots around computers at long tables, their 
excited chatter broken by an occasional burst of 
laughter. For the past few days, mostly collaborat-
ing in groups, they’ve been drawing on the coding 
skills they’ve acquired this summer—classes run 
five days a week, from 9 a.m. to 4 p.m.—to build 
an original, functional app or website they’ll pres-
ent to their peers, parents, and counselors and 
executives from host companies at the graduation 
ceremony. The program’s 375 students nationwide 
are doing the same thing at three other Girls Who 
Code locations in New York (at Goldman Sachs, 
AT&T and Barry Diller’s InterActiveCorp), at eight 
locations in California (including Facebook and 
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really bootstrapped,” she says. “I had no money.” She 
financed the effort on her personal credit cards and 
called in favors to use conference rooms at a friend’s 
company. When a big piece of press she’d lined up 
fell through, she was crestfallen—in spite of all her 
work, it looked as though the project would barely 
alert the public to the issue. All they had was a prom-
ise from Twitter to publish a blog post on it on June 
26, 2012. But as soon as the post went up, the news 
of Girls Who Code went viral. “At six o’clock, Sheryl 
Sandberg emailed me—I don’t even know how she 
got my email address—being like, ‘This is awesome; 
how can I help you?’ ” she recalls. “I was going to bed 
that night, and my husband said, ‘How can you sleep? 
We’re trending in Korea!’ ” Between graduates of the 
program and the grass-roots code clubs they’ve cre-
ated, Saujani estimates Girls Who Code has already 
helped introduce nearly 4,000 girls to coding. 
Ninety-five percent of the Girls Who Code partici-
pants plan to major or minor in computer science. 
“Year by year, we’re actually moving the numbers 
really quickly,” says Saujani. 

OVER 100 PEOPLE are expected at the August 21 gradu-
ation ceremony for the 20 girls stationed at the Girls 
Who Code location in AT&T’s Tribeca office. An hour 
before the crowd is set to arrive, the girls are nervous 

Twitter campuses and Intel’s center at Stanford)
and at spots in Boston, Miami and Seattle (where 
Microsoft, Google and Amazon host programs). 

Alex Kukoff, 16, is putting the finishing touches on 
an app called Breadwinner that lets you rate and look 
up the quality of free bread at restaurants like Olive 
Garden and The Cheesecake Factory. She squints at 

the screen as her fin-
gers dash across the 
keyboard. “I haven’t 
embedded search links 
yet,” she murmurs. At 
the other end of the 
room, Franchesca Arecy, 
17, Rose Archer, 15, and 
Clare Lohrmann, 17, are 
huddled around a laptop, 
working on an app that 
uses an algorithm based 
on the one employed by 
OkCupid to match voters 
with local candidates 
who champion the issues 

most important to them. They call it OkPoli. “The idea 
is to make the political process more user-friendly,” 
says Lohrmann, grinning shyly. On another nearby 
screen, images of dresses and pants scroll by—a demo 
for an app, inspired by the movie Clueless, that allows 
users to inventory their wardrobe on their phone. 

The students hardly call to mind the stereotype 
of the coder as an antisocial quant tucked away in a 
dark basement. After six weeks together, the girls—
who hail from all over the country, from Thousand 
Oaks, California, to Newark, New Jersey—feed off one 
another’s energy and enthusiasm. They pitch their 
projects with the bright-eyed earnestness of pros-
pecting Silicon Valley entrepreneurs. This pluck is 
one of the main attributes that Girls Who Code seeks: 
It wants influencers, young women who will recruit 
freshmen and start local coding clubs. Saujani knows 
that in order to effect real change, they’ll need to cre-
ate a cultural groundswell, one that relies on each 
female coder to convert others to the crusade.

“It’s a supply issue. And Girls Who Code is really 
increasing the pool,” says Jack Dorsey, co-founder of 
Twitter and CEO of mobile-payment company Square, 
who personally cut a check to Girls Who Code in its 
first year. “We look for passion and competence for 
problem solving. The girls in this program definitely 
have that passion. And within the first two weeks, 
they’re writing programs to control robots.” 

Others in the industry have begun to take notice 
and ratchet up their response. In June, after reveal-
ing that only 17 percent of its tech employees 
were women, Google launched Made With Code, a 
$50 million initiative partnered with Girls Who Code 
to teach young women the fundamentals of coding. 
The web-search giant created a site that connects 
interested young women with mentors and pro-
fessionals in fields that involve coding, a national 
database of coding clubs across the country and 
more than a dozen coding projects that beginners 
can try their hand at. 

“We need to act early in girls’ education if we’re 
going to address the stereotypes about women 
and minorities in math and science,” emails Sheryl 

and excited as they set up their project boards and 
practice their speeches. One girl squeals as she 
accidentally knocks her board over. “I can’t find my 
JavaScript!” another shouts as she races down a hall. 
Yet for the most part, the graduates, smartly attired 
in dresses and heels, seem poised on the brink of 
adulthood. One girl approaches Saujani and asks if 
they can take a selfie together 
later. In the words of Dorsey: 
“The thing that Girls Who Code 
teaches most is confidence.” 

At times, the Girls Who Code 
program mentors and directors 
appear to be at the mercy of the 
young go-getters they’ve cre-
ated, many of whom already have 
LinkedIn accounts. As Marissa 
Shorenstein, president of AT&T’s 
New York office, recounts in her 
speech, after she shared her email address with the 
girls, she found herself inundated with requests for 
references and résumé reviews. Saujani laughs. “We 
taught them that,” she says. “That’s how the boys are. 
We teach them how to hustle.” 

At the end of the ceremony, the girls take the stage 
in groups to pitch their six different projects. Their 
presentations are well rehearsed: The young coders 

Sandberg, the COO of Facebook and an early supporter 
of Girls Who Code. “Programs that focus explicitly on 
getting girls to code are crucial, and Reshma’s work 
through Girls Who Code is doing this by giving more 
girls role models in the field and the confidence and 
hands-on experience to excel in STEM. In order to 
move numbers, we have to increase the numbers 
going into the funnel.” 

Saujani herself shied away from number crunch-
ing as a kid, although she’s since begun teaching 
herself to code alongside the girls. She was the first 
in her family to become a lawyer—both her parents 
were trained as engineers, and her sister is a doctor. 
But she believes the experience of this avoidance 
has helped her to understand the mind-set of girls 
who might have a talent for or interest in computer 
science but end up getting pushed away. “I was that 
girl who was terrified of math and science growing 
up,” she says. “It made me feel inadequate in every 
single job.” 

After graduating from the University of Illinois 
at Urbana-Champaign with a double major in politi-
cal science and speech communications, Saujani 
burnished her academic record with advanced 
degrees from Harvard’s John F. Kennedy School of 
Government and Yale Law. While working as a coun-
sel for Wall Street firms in the mid-2000s, she began 
raising money for Democratic candidates, and in 
2010, she challenged New York’s Carolyn Maloney 
for a House seat in the Democratic primary. Her 
campaign was handsomely funded and tech-savvy, 
employing Square and the online organizational 
service NationBuilder and counting Dorsey and 
Facebook co-founder Chris Hughes as endorsers. She 
ended up losing the race, but once again, the setback 

contained the seeds of her next leap forward. While 
campaigning, she had spent plenty of time in schools 
and was struck by the lack of computer science edu-
cation, especially for teenage girls. “When I lost, I 
felt like I let a lot of people down,” says Saujani, who 
married mobile entrepreneur Nihal Mehta in 2012. “I 
said, ‘Now I have an opportunity to be an advocate for 
an issue which has no advocacy.’ And that’s how Girls 
Who Code came to me.”

Applying the influential social network and orga-
nizational acumen she had acquired as a political 
candidate, Saujani threw herself into getting the 
nonprofit off the ground. She wrote a business plan, 
created a team to start forming a curriculum, met 
with educators and principals and began butter-
ing up potential funders. For the first year, “it was 

trade off portions of the speech and fluently use words 
like “monetize” and “incentivize.” One project pro-
vides a dashboard to collate all your social media 
feeds while another helps users navigate disparities 
in clothing sizes at different retail chains. 

Afterward, Tenzin Ukyab, 15, a student at the 
Bronx High School of Science, pulls her father over 

to look at her group’s project, 
Alphabuddy. Ukyab’s family 
is Tibetan, and she wanted to 
create an iPad app that would 
teach her twin baby sisters 
the Tibetan alphabet; the final 
product also instructs users 
in the Hebrew and English 
alphabets. With his hands in 
his pockets, her father listens 
patiently as his daughter reels 
off a rapid-fire explanation 

of how they coded the program. His face crinkles 
into a smile as her finger traces a guided pattern 
for the Tibetan letter kha onto the iPad interface, 
triggering the device to play a sound clip of Ukyab 
pronouncing the letter. “Learning code is even more 
powerful than learning a foreign language,” Ukyab 
says, looking up from the screen. “With code, you 
can change the world.” •

“wE NEEd TO ACT  
EARLY IN GIRLs’ 
EduCATION If 
wE’RE GOING TO 
AddREss THE 
sTEREOTYpEs.” 

–sHERYL sANdBERG

NEW SCHOOL  The young coders were all smiles at 
their graduation, held in AT&T’s Tribeca offices.

APP-Y TOGETHER  The team behind Kindred, a 
dashboard that collates social media streams.

SELF MADE  “The thing that Girls Who Code teaches 
most is confidence,” says donor Jack Dorsey.
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SAY “JAVASCRIPT”  
Saujani’s organization 
runs 19 summer camps 

across the country. 
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RENE 
REDZEPI

NOT-BASIC INGREDIENTS   
Redzepi, holding a coriander 
flower from Noma farmer 
Søren Wiuff’s farm. Opposite 
page: Dried gråpære, or  
gray pears, have aromatic 
flesh and will be used to  
make eggnog.

After losing his restaurant Noma’s best-in-the-world 
ranking last year, the chef was forced to rethink his 

approach to life in the kitchen. Now he’s back on top with 
90 new recipes and his most ambitious project 

outside of Denmark—a sold-out pop-up in Japan. 

BY HOWIE KAHN   PHOTOGRAPHY BY DITTE ISAGER
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I
’VE BEEN THINKING of writing a book on how 
to deal with a bad year,” says René Redzepi, 
calibrating the espresso machine in his sun-
filled home kitchen in Copenhagen. It’s a 
late-summer morning, and the 36-year-old 
chef, wearing spandex tights and a T-shirt, 

has just returned from his near-daily outdoor fit-
ness regimen of running, crunches and burpees. As 
the coffee brews, Redzepi’s daughters Arwen, 6, and 
Genta, 3, weave between their father’s knees, and 
his wife, Nadine, sets their infant girl, Ró, to rest on 
his shoulder. 

According to Redzepi, 2013 was “an avalanche of 
disaster.” It started in February, when 63 diners at 
his legendary restaurant, Noma, contracted noro- 
virus from a batch of tainted mussels. News about 
the incident—Redzepi’s first public misstep—quickly 
spun out of control. “We’d been the No. 1 restaurant 
in the world since 2010,” he says, referring to the 
closely watched San Pellegrino rankings. “It felt like 
standing outside on a perfect, clear day and sud-
denly being beaten to the ground by hoodlums.” 

At the same time, the restaurant was changing 
its investment structure as Redzepi was concluding 
a seven-year hunt for a new partner. He and Noma’s 
original majority owner, the Danish restaurateur and 
food personality Claus Meyer, had been at odds over 
the restaurant’s identity since 2007, but the collapse 
of the world’s financial markets slowed the chance of 
any deal coming to fruition. Eventually, Redzepi felt 
a connection with Marc Blazer, the Dutch-American 
CEO of Overture Investment Partners, and com-
pleted what he refers to as his divorce from Meyer. 
Soon after the papers were inked, Redzepi became 
the restaurant’s largest individual shareholder—
just before Noma lost its distinction, that April, as 
the best in the world. 

For Redzepi and his staff of 81, it all amounted 
to a wake-up call—a clear sign that regaining their 
No. 1 position from Spain’s El Celler de Can Roca 
wasn’t going to be enough. “People were acting 
like it was the end of Noma,” says Redzepi. “But you 
know what? I wouldn’t want to be without this moti-
vation. I told my whole team I 
wouldn’t want to be without 
this tremendous and inspiring 
push. Sometimes you need a bit 
of anger towards the world.”

Sliding one spot isn’t 
exactly a fall from grace, but 
it’s hardly a welcome concept 
for a chef who’s spent the past 
decade outpacing his indus-
try. Since 2003, the year he 
opened Noma, Redzepi’s “New 
Nordic” cooking has defined 
menus from New York to Paris. Redzepi forages; 
the world forages. Redzepi ages his proteins in hay; 
the world follows suit. In fact, part of his annus 
horribilis included the realization that being mim-
icked dilutes the potency of his product. “Everyone 
was doing what I was doing,” he says. “So I had to 
change.” 

Since January, Redzepi has fallen back on 
what he knows best: hard work. He has developed 
more than 90 new recipes for Noma. He’s talking 

about opening a second Copenhagen restaurant—
“Everyday food, done extremely well,” he says. 
Next year, Redzepi will mentor his longtime pastry 
chef, Rosio Sánchez, as she opens a Mexican restau-
rant called Hija de Sánchez in a space across town. 
Despite having only an advisory stake in the project, 
Redzepi has made several excursions to Mexico this 
year to study the country’s flavors (a mole-inspired 
dish has even appeared on Noma’s menu). But his 
biggest and most anticipated upcoming endeavor is 
Noma’s pop-up in Japan. Beginning in January and 
lasting five weeks, Redzepi and 60 of his staff mem-
bers, including his Gambian head dishwasher, Ali 
Sonko, will relocate to Tokyo to serve a brand-new 
14-course menu in a dining room they’ve rented in 
the Mandarin Oriental hotel. 

“We need better planning. We’re behind,” 
Redzepi says with intensity. “The only thing we 
know is 50,000 people are on the waiting list.”

H
OURS LATER, Redzepi bounds into 
Noma’s upstairs test kitchen, shed-
ding his street clothes in favor of a 
short-sleeved, Nehru-collar chef’s 
coat and the long, brown apron 
that constitute his staff’s uniform. 

Until he arrives, everyone from his senior staff to 
his stagiaires looks like part of the team, but once 
Redzepi enters the room, all the cooks suddenly look 
as if they’re dressed as him. He’s spent most of the 
day with his family marking the occasion of Arwen’s 
first-ever day of school. “They ask parents to stay 
for the entire day,” he says. “And on top of it being 
her first day, my daughter also lost her first tooth!” 
When someone asks Redzepi about what the tooth 
fairy might leave beneath Arwen’s pillow tonight, 
he says, “I don’t know about those things. We didn’t 
have that growing up.” 

When Redzepi talks about his childhood, the 
first topic he covers is labor. René’s father, Ali-Rami 
Redzepi, moved to Denmark from rural Macedonia in 
1972. “He worked all the typical immigrant jobs,” says 
Redzepi. “Taxi driver, chauffeur, bus driver, green-

grocer—he delivered fish for 
many years.” Redzepi’s Danish-
born mother, Hannah, cleaned 
houses, offices and hospitals. She 
met her husband while working 
as a cashier in a Copenhagen 
cafeteria. “My father was the 
dishwasher,” says Redzepi, 
who started contributing to 
his household’s earnings at the 
age of 11 with two jobs—one 
delivering beer, cigarettes and 
schnapps for a neighborhood 

kiosk and the other as a paperboy. “It turned into five 
paper routes,” says Redzepi. “This was about helping 
my mother and father pay the rent, and also about 
sending money back to our family in Macedonia. But 
it was also good training for the restaurant busi-
ness and for Noma, in particular, where, for the first 
five years, I went into full-blown working mode. I 
just had no clue what else was going on in the world 
other than in our kitchen. It was the kind of thing 
where you finally pick up a newspaper, and there’s 

a guy called Cristiano Ronaldo, and you’ve never 
heard of him.” 

All the brown aprons gather around a giant 
cucumber. Light pours through the large, open 
windows; a breeze carries the faint smell of marine 
life from the Øresund. “You can make a cucumber 
steak with this,” Redzepi announces to a group that 
includes sous-chef Thomas Frebel (Magdeburg, 
Germany); Rosio Sánchez (Chicago); head of 
research and development Lars Williams (New 
York); and a small sampling of the dozens of inter-
national interns (Finland, Albania, India, Australia) 
who spend long, silent days here sawing through 
marrowbones, peeling walnuts, sorting edible flow-
ers and tenderizing squid. 

Redzepi begins firing off possible treatments for 
the cucumber. He did the same thing yesterday with 
sunflower seeds and will do the same thing tomor-
row with the season’s first apples. “Why don’t we 
salt it whole and lacto-ferment it?” he says, before 
launching into a gourd-themed speech that’s part 
dialectic, part brainstorm and part lecture. He 
phrases his ideas in the form of questions, but only 
rhetorically. “What about scooping it out and doing 
something savory with ice, lemon, cucumber juice, 
clam, mussel and oyster juice?” Redzepi slices the 
fruit and hands out morsels to taste. “What if we do 
something with just the seeds?” 

Eleven years in, and the food at Noma is 
unmatched. After eating a dish of lobster and nas-
turtium, Sean Brock, of the restaurant Husk in 
Charleston, South Carolina, recalls thinking, “A 
dish like this should be the goal of every chef, a 
dish that appears innocent and kicks your ass.” The 
Icelandic-Danish installation artist Ólafur Elíasson 
attributes the success of the restaurant to Redzepi’s 
unique ability to “turn what begins as a feeling into 
an action.” 

My own recent meal at Noma had little in the way 
of gustatory or visual familiarity. Three years ago, 
when I visited last, Redzepi’s food found inspiration 
in reference to the natural world—the forest floor 
in winter, Denmark’s shoreline. Now his plates are 
cooler, more abstract and minimal. One dish paired 
succulent, ripe mulberries with turbot roe. Tiny 
coriander flowers rested at the tips of the roe slices, 
which were shaped like duck tongues. A few drops 
of a ferment made from grasshoppers added extra 
umami flavor. I ate with Ryan Poli, 37, a Chicago-
based chef who had recently walked away from a 
high-paying gig with a large American hospitality 
group. He had turned to his old friend Redzepi—they 
met while working at California’s French Laundry in 
2001—for a mid-career reboot as an intern. Poli just 
shook his head at the beauty and the depth of the 
dish. “The mulberries are extraordinary on their 
own,” Redzepi said later, “so it makes creating a 
dish like that a lot easier. It’s really simple.”

“That’s part of his cooking genius,” says Daniel 
Patterson, of San Francisco’s Coi, “the ability to con-
jure brilliance from humble and often overlooked 
ingredients.” Taking it a step further, Redzepi has 
made a policy of “Trash Cooking,” in which almost 
nothing that comes into the Noma kitchen gets 
thrown away, and every part of a food is processed 
into something useful: skins, seeds, membranes, 

“I wouldN’T wANT 
To be wIThouT 
ThIs moTIVATIoN. 
someTImes you 
Need A bIT of 
ANgeR TowARds 
The woRld.”   

–ReNé RedzepI

HAUTE SPUDS   
A variety of potato 
known as æggeblomme, 
or egg yolk potatoes. 
Redzepi will use  
them in a dish with egg 
yolk and elderflower. 



able to both love and ride his staff in equal measure. 
“René is never happy with where he is at,” says Matt 
Orlando, Noma’s former head chef and now the chef-
owner of Copenhagen’s Amass. “There is always 
something that can be done better. Everything is 
constantly re-evaluated and dissected.”  

Roy Choi, of the newly opened Commissary in 
Los Angeles, suggests that Redzepi is “haunted.” 
Says Choi, “Something about him is uneasy and at 
unrest. And that’s what creates things we’ve never 
seen before.”

A prime example is the MAD symposium (mad 
means food in Danish), Redzepi’s annual industry 
gathering in Copenhagen. There, under a circus 
tent, cooks, scholars, entomophagists, neurobiolo-
gists, urban farmers and a host of other thinkers 
and disrupters plot out the future of food. “René is 
focused on the future in the biggest way possible,” 
emails activist-chef Alice Waters. “He can gently 
(and not so gently) nudge ambitious young cooks 
in the right direction and ask them to think about 
the bigger picture.” Choi, who, in partnership with 
Michelin-starred chef Daniel Patterson, announced 
an initiative to challenge the fast-food industry at 
this year’s meeting, credits Redzepi for “putting the 
whole chef community on his back with MAD.” 

Redzepi’s own conclave has opened doors for him 
at other prominent gatherings. This September, he 
joined the ranks of burgeoning corporate executives 
and young royals at the World Economic Forum of 
Young Global Leaders conference in China. (Out of 
this year’s 214 invitees, Redzepi was the only chef.) 
“Because of that,” Redzepi says, “I’ll get to go to 
Davos to represent MAD, which is also a nonprofit 
organization, to meet with world leaders. I want to 
find ways for MAD to actually last.” 

B
ACK IN NOMA’S KITCHEN, apparently 
absorbed by a frond of fennel, Redzepi 
hears the word Japan and jumps into 
his cooks’ conversation. They’re dis-
cussing an upcoming prep trip, and 
he’s concerned about focus. “We’re 

not going to go there and copy our food or copy 
Japanese food,” he says. “We want to try something. 
We want a challenge. We want to learn something 
from it. You could say we’re in the process of gun-
ning for three Michelin stars in Tokyo even if we’ll 
only be open there for a month.”

Several weeks later, with Redzepi heading home 
from the China YGL conference, I Skype with Lars 
Williams, who has just stepped back into the Noma 
kitchen after a week of reconnaissance in Japan. 
Redzepi has made four trips to Tokyo so far this 
year, but it’s this recent one carried out by his depu-
ties, Williams and Thomas Frebel, that will please 
him the most, since Williams is now able to articu-
late some definite plans. 

“There’s 12 artisan plate makers using clay 
and wood to create all-new table settings for the 
restaurant,” says Williams. New flatware and 
chopsticks are being made by additional Japanese 
craftspeople. Novel ingredients have been discov-
ered after many hours of foraging in the Nagano 
area: Japanese ants have been procured, mountain 
grapes are in abundance, wild kiwis are likely on the 

docket. Five kinds of wood are being processed into 
oils and broths. Larvae from lethal hornets will be 
turned into a sauce. Ten cooking oils, 10 salts and 15 
sugars have all been tested for possible use. Venison 
tongue has been sourced, as has horse meat, but the 
menu is being kept primarily vegetarian to stay in 
line with the idea of  “being in Japan, but still being 
Noma,” says Williams. 

They might use farm-raised turtle, though, and 
they have learned how to butcher one accordingly. 
Williams reports that 40 different lacto-ferments 
and garums, ranging from 15 varieties of grapes to 
plum to eggplant, are now under way. The 112 people 
who eat at Tokyo Noma every day (two seatings, 56 
guests at each) will be eating dishes that literally 
contain several months’ worth of flavor, just as at 
Copenhagen Noma. Williams is hopeful all this will 
please Redzepi. “There will be a lot of questions that 

we’ll answer with a direct yes,” Williams says. And 
that’s the answer Redzepi is always looking for: yes, 
with conviction and heart. 

Walking home one night after dinner service, still 
wearing his apron and pushing his bike alongside 
a canal, Redzepi reflects on anxiety, reclamation, 
ambition and drive. “These happy breakthroughs 
happen all the time,” he says. “Moments where every-
body is on the edge and nervous about the whole 
thing and then, because we have the knowledge, it 
works.” Redzepi leans the bike against his home’s 
yellow exterior. The structure, a gut-renovated 
300-year-old former blacksmith's shop, shares one 
wall with a Salvation Army soup kitchen. Entering, 
he makes a snack of soft cheese on buttered, grilled 
rye before heading to bed. “We work as intensely and 
as profoundly as possible,” he says. “That’s the only 
real shield we have against failure.” •

guts. This year, realizing that not quite every-
thing can be made palatable, Redzepi purchased a 
hulking, humming, many-thousand-euro compost 
machine, in the hopes of still running a restaurant 
with zero food waste and also, potentially, distrib-
uting haute trash. “I’m thinking of sending guests 
home with a bag of that soil,” he says, “so our food 
can help them grow their own food.”

Beyond his strategic thinking about garbage, 
Redzepi has also devoted considerable energy to 
preservation techniques. He’s perpetually ramping 
up production in his “dried kitchen” and “fermented 
kitchen,” tasking his staff, including Dr. Arielle 
Johnson, a newly hired full-time food scientist, with 
dehydrating and breaking down everything from 
berries to bugs. Over the summer, under a directive 
to ferment more—to discover, in Redzepi’s estimate, 
thousands of entirely new flavors—Noma erected 
its “science bunker,” comprising four shipping con-
tainers stacked on two levels behind the restaurant. 

“This is funk,” boasts Redzepi, opening the door 
to a chamber where peas and nuts are aging on a 
shelf. He makes a quick joke about the phrase “fer-
mented nuts” before delivering a succinct history of 
fermentation, from Roman times to the present. He 
then jogs up to the second level, where there’s both 

a laboratory and a garden. “These chiles,” he says, 
pointing at the rooftop dirt, “are a special variety 
from Greenland. They found them frozen in ice after 
10,000 years.” Redzepi rolls his eyes. “Just kidding,” 
he says. “They’re Rosio’s. Come see the centrifuge.” 

Redzepi refuses to take sole credit for any of 
these initiatives. “None of this would have turned 
into what it is today if not for this cocktail of peo-
ple,” he says of his crew. “We’re a bunch of crazy, 
hungry kids from bad backgrounds who are just 
willing to go all in.” Included in this group is his 
wife, Nadine, Noma’s former reservations manager, 
whom he saw on the sly for six months while trying 
to enforce a no-dating-among-staff policy at the res-
taurant. He now calls the rule his “best mistake.” “I 
actually wrote this out and sent it around: ‘If people 
fall in love with each other here, then one of them 
has to leave,’ ” he says. “Obviously, I changed this. 
Many people have fallen in love here.”

Redzepi laughs, tightens his apron and pivots to 
head downstairs for the nightly predinner meeting, 
where vital information about guests is discussed 
in the round. Tonight, table 6 is here to celebrate 
beating cancer. “Remember why they come here,” 
Redzepi instructs his team. Later, he tells me, “One 
of the things I fear most is having none of these 

people around to enjoy the successes with. I feel 
immensely grateful for all of them. Without them it 
would be so lonely and almost worthless.” 

N
OMA RECLAIMED its No. 1 spot in April. 
Ranking aside, it's never been bet-
ter. Even walking through the door 
stands out as a singular moment. A 
dozen or more chefs come off their 
stations, briefly leaving their time-

sensitive constructions, to say hello and welcome. 
As a gesture, Redzepi says, it stems from his last visit 
to Macedonia, where, as a boy, he’d spend as much 
as half the year with his parents and twin brother, 
Kenneth (now head of maintenance at Noma)—with 
cousins and grandparents and aunts and uncles—
eating and sleeping in a small stone house, until local 
conflict flamed into war. “I have this image from 
when we left,” says Redzepi, who hasn’t been back 
to the country since. “My father woke us up and took 
us to the car. It was the middle of the night, and we 
started driving. I remember looking back over my 
shoulder and I could see the rest of our family, all lit 
up by the taillights, just waving.” 

In revisiting that memory here on a daily basis, 
Redzepi has fostered a familial culture in which he’s 
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“ReNé Is NeVeR 
hAppy wITh 
wheRe he Is AT. 
TheRe Is AlwAys 
someThINg  
ThAT cAN be 
doNe beTTeR.”
 –mATT oRlANdo

KITCHEN CONFIDENTIAL 
Members of Noma’s staff of 
81. Opposite page: Pickled 

pumpkin served with an array 
of pickled and fermented 

berries, spices and flowers. 
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WOMEN
OF NOTE

PANERAI.COM

PANERAI RADIOMIR 1940

The Radiomir 1940 is presented for the first
time with an automatic movement in red gold,
being suitable for the most elegant occasions
with its classic, minimalist design.

BEOPLAY.COM

A SPLASH OF FASHION

B&O PLAY introduces three vivid special
editions of the BeoPlay H6 headphones
for those who want to stand out in both
function and fashion. By Bang & Olufsen.
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“At the bottom left is a gold pre-Columbian effigy 
pendant. It’s big because the priest wore it on his 
chest to reflect the sun. I intend to wear it to the 
opening of the exhibition of my art collection at 
Miami’s Bass Museum next month. Behind is a bronze 
Christ, which I like because he’s totally human and 
baroque; it’s particularly touching. The black wild 
turkey feathers are from when I took a motorcycle 
trip to Montana and started wearing them in my hair. 
I have the biggest collection in the world of work 
from the husband-and-wife team Les Lalanne: The 
rabbit is by Claude, and the cat is by her husband, 

François-Xavier. His is more geometric and mascu-
line; hers is earthy and poetic. Beneath that are my 
dahlias, which I’m mad for. The cube above is by the 
Russian artist Andrei Molodkin. The black stuff is 
petroleum, which he poured in the shape of a heart. 
Behind that is a reliquary from the Fang people of 
Gabon—it’s the killer of my collection. It’s practi-
cally a living definition of cubism. To the right is the 
Egyptian head of Amenhotep, 18th dynasty. Below is 
a vibrating thumb, a gift from the artist Tom Sachs, 
modeled on his own finger. We’ve been friends for-
ever—he’s mad as a hatter. I included the Hercules 

statue because I’m a weight lifter and a gym rat. The 
glass beads were a gift from the artist Jean-Michel 
Othoniel. They’re solid Murano glass and super heavy. 
I wore them around my neck once as a necklace, and 
Othoniel said, ‘You’re the only one strong enough 
to do that.’ Above that is a mask from Teotihuacan 
dating back to about 500 A.D.—I like that it has an 
Oriental feeling. Behind that is Soldier With Pointed 
Cap by the artist Nancy Grossman. I always say, if 
you’re not a soldier, you just don’t make it—society 
rolls you over. I think of myself a little bit as a warrior.”  
—As told to Christopher Ross 

photography by Jeremy Liebman 

still life

Peter Marino
The fashion world’s go-to architect shares a few of his favorite things.
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Experience it: LGUSA.com/bestever

“OLED TV: Best.
Picture. Ever.”

- CNET, 09/16/14

Now also available in 4K

It’s official: The LG 55EC9300 OLED TV
delivers the best picture quality ever.
A revolutionary display technology, OLED
surpasses LED andPlasmawith its deep,
organic colors and infinite contrast. It’s
also one of the thinnest TVs you can
buy, and it includes the exclusive webOS
Smart TV interface. Only from LG.

BEST

EVER
TV
BEST




