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Transformative Energy Creme

From the first touch it transports you to a new realm of luxury.
And then the transformation begins. Energized with

the rare power of precious Black Diamond Truffle Extract.
Surging with next-generation sculpting technologies.

Skin looks radiant, more contoured, profoundly younger.
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ON THE COVER  Carey Mulligan, photographed by 
Angelo Pennetta and styled by Elissa Santisi. Valentino 
silk blouse, wool jacket and leather shoes, and A.P.C. jeans. 
For details see Sources, page 134.

THIS PAGE  Photographed by Matteo Montanari and 
styled by Zara Zachrisson. Gucci mohair sweater and Céline 
wool pants. For details see Sources, page 134.
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Miami, 10 NE 39th Street, Miami Design District. Tel. 305 573 4331
Los Angeles, Pacific Design Center, 8687 Melrose Avenue, Suite G170, West Hollywood. Tel. 310 358 0901





Clockwise from top left: Vintage Volkswagen 
vehicles converted to electric power by 
Zelectric Motors in San Diego, photographed 
by Mark Mahaney. Philanthropist Melinda 
Gates in New York City, photographed 
by Stephanie Sinclair. Designer Gabriella 
Crespi in her Milan home, photographed by 
James Mollison. 

the exchange.

75 TRACKED: Melinda Gates
  The philanthropist combines compas-

sion with belief in data-driven solutions.
 By Christopher Ross
 Photography by Stephanie Sinclair

78 DECO FABULOUS 
  The Miami home of Avenue Road 

founder Stephan Weishaupt is 
a showcase of vintage gems and 
contemporary pieces.

 By Jen Renzi

82 THE SAGE OF SOUND 
  Hip-hop audio engineer Young Guru 

lends his golden ears to Silicon Valley.
 By Neal Pollack  
 Photography by Brent Humphreys

86 THE BIG FRIEZE
  Frieze co-founders Amanda Sharp 

and Matthew Slotover are ready to 
tackle new territory.

 By Negar Azimi

“[gabriella  
crespi] was  
boho chic  
before  
boho chic  
existed.”

—FRANCA SOZZANI, 
  p. 116

style and design issue.

90 SWEPT AWAY
  Seek out bliss on a Mediterranean 

retreat with undone, barefoot looks 
that evoke a cinematic romance.

 Photography by Nathaniel Goldberg 
 Styling by Robert Rabensteiner

 GAUDÍ’S HIDDEN GEM
  A banking scion restores an early 

masterwork by the Catalan architect, 
never before open to the public.

 By Fred A. Bernstein
 Photography by Salva López

100

Market report.

65 KNIT PICKY
  Wrap up in sweaters that are perfectly 

cozy for a breezy afternoon. 
 Photography by Matteo Montanari  
 Styling by Zara Zachrisson
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Clockwise from top left: An interior from Avenue Road founder Stephan Weishaupt’s restored Art Deco 
Miami house, photography by Richard Powers, courtesy of Avenue Road. Actress Carey Mulligan in 
New York City, photographed by Angelo Pennetta and wearing Veronique Branquinho turtleneck and silk 
dress; for details see Sources, page 134. Casa Vicens, one of architect Antoni Gaudí’s earliest buildings, 
photographed by Salva López. 
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116  A RECLUSE RETURNS
   Gabriella Crespi resurfaces after dec-

ades of isolation to reclaim her mantle 
as one of the world’s finest designers.

  By Derek Blasberg 
  Photography by James Mollison

122  ARMANI’S NORMCORE
   Italian fashion legend Giorgio Armani 

continues to create iconic styles with 
his latest collection, “New Normal.”

   Photography by  
Annemarieke van Drimmelen

  Styling by Charlotte Collet

“i’ve always  
felt really  
in control  

on stage.”
—carey mulligan, 

p. 106

126  DOUBLE VISION
   Artist Darren Waterston’s Filthy 

Lucre riffs on James McNeill 
Whistler’s famous Peacock Room.

  By Jessica Dawson  

128   THE EMPEROR OF 
DETAILS

   With the release of a book celebrating 
his career—and the opening of the 
New York Edition hotel—Ian Schrager 
is focused on the big picture.

  By Andrew Goldman 
  Photography by Andreas Laszlo Konrath

style and design, cont.

106   THERE’S SOMETHING 
ABOUT CAREY

   Actress Carey Mulligan gets her 
star power from her beguiling 
restraint and extraordinary care  
in choosing parts.

  By Rachel Syme  
  Photography by Angelo Pennetta
  Styling by Elissa Santisi

112   SUNSHINE STATE
   The forecast is bright for a summer 

filled with eye-catching accessories, 
from slip-ons to sunglasses.

  Photography by Grant Cornett
  Styling by Jojo Li
  Fashion Editor David Thielebuele
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editor’s let ter

ILLUSTRATION BY ALEJANDRO CARDENAS

VISION QUEST

A
CHIEVING SUCCESS requires a number of fac-
tors—skill, luck and patience among them. 
But perhaps the most important quality, one 
exemplified by several of the individuals 

profiled in our May issue, is drive: the ability to single-
mindedly pursue a goal even when it seems the whole 
world is against you. 

Carey Mulligan, the star of this month’s cover as 
well as the new film adaptation of Thomas Hardy’s Far 
From the Madding Crowd, is one of Hollywood’s most 
famous young actresses. And yet, when she was just 
starting out, she was discouraged by her parents and 
got rejected from every drama school she applied to. 
Despite the odds, she forged ahead, writing letters to 
Kenneth Branagh and Julian Fellowes until she got  

her big break. Now, she says, her family has “proverbi-
ally eaten their hats.”

Ian Schrager’s name is synonymous with the many 
iconic clubs and hotels he’s designed and opened, 
from Studio 54 and Morgans to Gramercy Park Hotel. 
He’s also legendary—at times maddeningly so—for 
his obsessive attention to detail, whether it’s the pre-
cise hue of the Austrian white oak floorboards in his 
apartment at 40 Bond or the placement of a fireplace 
at his newest hotel, the New York Edition, opening 
this month. Yet Schrager insists it is precisely such 
subtleties that make or break a spot, and he’s got a 
legacy of fashionable venues—and a new Rizzoli 
monograph celebrating them all—to prove it.

Italian designer Gabriella Crespi, whose sculptural 

1970s furniture has experienced a major renais-
sance, is no stranger to obstacles: Early in her career, 
she was isolated as a woman in a male-dominated 
field. But our profile of the doyenne reveals that she’s 
hoping to pull off her biggest feat yet, as she returns 
to her art at age 93 after a 20-year hiatus, showing 
new versions of pieces at Milan Design Week. Like 
Mulligan and Schrager, Crespi offers proof that drive 
is fundamentally about passion—once you’ve found 
it, there’s no turning back. 

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

CANAL STREET  In town for the Venice Biennale, Bast (in Atelier Versace), Anubis (in classic gondolier garb) and Who hop aboard a gondola for some sightseeing.
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With ingénues, feminist icons, beatniks and burnouts, Mulligan’s stage and  
screen résumé presents a captivating array of richly drawn women. 

CAREY MULLIGAN
on the cover

InsIde llew yn davIs (2013)

wall street:  
money never sleeps (2010)

sk ylIght (2014)

“With Skylight,  
I wanted to do a love  

story, and a story about 
how people deal with 

loss. I’ve always been a 
bit of a romantic.”

“I’m more comfortable in 
my own accent than  

an American one. In the 
Coen Brothers movie I 
 can hear my English 

accent. The word that 
trips me up is father.”

the gre at gatsby (2013)

the se agUll (2007)

doctor who (2007)

ble ak hoUse (2005) 

prIde & prejUdIce (2005)

“I used to walk into  
every rehearsal room and 

 think, I hope I don’t  
get fired. Now I feel like 

I’m allowed to have  
an opinion.” —C.M.

far from the maddIng crowd 
(2015)

shame (2011)

throUgh a gl ass darkly 
(2011)

“Gatsby was the most 
Hollywood experience  

of my career—fresh 
flowers in my dressing 
room every week, and  
I had an assistant.” 
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ARMANI’S NORMCORE  P. 122 
“It’s the backbone of a perfect wardrobe for every occasion,” says designer Giorgio Armani of his latest collection, “New Normal,” 

featured in our May issue. Photographed in Los Angeles by Annemarieke van Drimmelen and styled by Charlotte Collet on  
model Imaan Hammam, Armani’s latest take on style is meant to “offer elegant and updated garments without ostentation,” he says. 

The collection also marks the designer’s 40th year in business and will coincide with the opening of a new museum, Armani/Silos,  
as well as the Universal Exposition in Milan, for which Armani is a special ambassador (page 58). The museum—housed in a former 

Nestlé factory in Milan—will exhibit various mementos from Armani’s long and illustrious career. Looking back over four decades, 
Armani says, “I could not have imagined such enduring success. I really struck a chord with my audience.” —Sade Strehlke

may 2015 

CONTRIBUTORS

ANDREAS  
LASZLO KONRATH

Photographer
The emperor of deTails  p. 128

JESSICA DAWSON
Writer

double Vision  p. 126

FRED A. BERNSTEIN
Writer

gaudÍ’s hidden gem  p. 100

RACHEL SYME
Writer

There’s someThing abouT 
Carey  p. 106

LASTING IMPRESSION   
Clockwise from far left: Imaan 
Hammam wears Armani’s  
“New Normal” collection; 
Armani fitting a model in  
1977; a look from Armani’s 
fall 2015 show; Richard Gere 
wearing Armani in the 1980  
film American Gigolo.



Ladyfag (aka Rayne Baron) 
hosts parties like the roving, 
large-scale rave Shade in New 
York City.

LADYFAG

“Parties are like big 
social experiments. I get 
all the proper elements 
ready—from the space to 
the lights to the music 
to the people—and I put 
them in a proverbial 
petri dish. Once they’re 
all in there, all of a sud-
den you can’t control it 
anymore. You have to 
stand back and let it take 
on a life of its own. The 
vibe of the space and of 
the people coincide.  
And there’s this inex-
plicable part of the 
night when it all comes 
together, where the 
people that belong there 
and feel the energy and 
the music give back to 
it. The energy feeds into 
itself and snowballs and 
circles. That’s the ulti-
mate high for everyone, 
and setting it up is the 
most difficult part of my 
job. If I had a business 
card that says what I 
do on it, it would read: 
Vibes Manager.”

38 wsj. maga zine

WSJ. asks six luminaries to weigh in on a single topic. This month: Vibes.

“I get good vibes off 
lots of stuff: music, 
playing my piano, my 
wife, my kids, hearing 
them laugh. I get good 
vibes off my dogs, too, 
and my favorite deli. 
It’s important to feel 
good vibes when mak-
ing music—maybe not 
just feeling good but 
also having good vibes. 
I must be at a piano to 
write, and I really only 
like writing in a studio. 
That’s where I do the 
best work. My mother 
told me when I was 
young that dogs pick up 
on people’s vibrations. 
About 20 years later I 
was at the piano work-
ing on a song with my 
cousin; I told him about 
that, and he said, ‘Let’s 
call the song “Good 
Vibrations,” ’ which 
became a No. 1 hit. I’m 
not sure why people 
have good vibes or not. 
But I believe you have 
to be happy or in a good 
frame of mind to give  
off good vibes.”

Wilson, a co-founder of the 
Beach Boys, is the subject of the 
biopic Love & Mercy, opening 
in June.

soapbox

THE COLUMNISTS

Caputo is the star of the  
reality-TV series  
Long Island Medium.

THERESA
CAPUTO

“Vibes are everything. 
Your vibes when you 
walk into a room are so 
powerful, they can set 
the tone for the entire 
day. If you walk into a 
space that doesn’t have 
such good vibes, that 
can affect you too. A lot 
of people are intuitive 
about that. It’s all about 
quieting your mind. As 
we get older our minds 
become more bogged 
down with burdens 
and business, and we 
get kind of clouded. 
Negative vibes prevent 
us from seeing things. 
So I always say to every-
body, Quiet your mind. 
And when you’re out  
and about, anything that 
goes on around you that 
you can connect with 
that reminds you of your 
loved ones who have 
passed away—embrace 
those things. Be thank-
ful for those vibes, and 
know that your loved 
ones are with you and 
that that bond can never 
be broken.”

“As a comedian,  
you definitely pick up  
on vibes. They give you 
the general feeling of  
a situation. You go into 
a room, and how it feels 
determines the what, 
when and how of your 
performance. I listen to 
what the comedians who 
perform before me  
say about the crowd,  
and I watch all their acts.  
On stage, when things 
are in sync, in resonance, 
magic things start 
to occur. Something 
happens when you feel 
interconnected—to me, 
that’s our natural state.  
If you hit a certain note 
in a room full of people,  
it raises the whole vibe 
of the room. Picking  
up on vibes is definitely 
about listening, literally 
listening to everything 
around you, from an idea 
floating around in your 
head to what’s physically 
around you. I try to lis-
ten to the ineffable, the 
intangible. Everything 
has its own vibrations.”

Watts is a comedian, a musician 
and the bandleader of  
The Late Late Show with  
James Corden.

REGGIE
WATTS

BRIAN
WILSON

BART
SIMPSON

“Vibes are what I see  
in my dad’s stomach 
when he jumps up and 
down. There are lots 
of bad vibes at school, 
although it may be 
because the building  
is not to code. I’m good at 
picking up on bad mojo 
and guessing if I’m in 
trouble, because frankly 
I always am. The vibes  
I get from girls are:  
Yuck, yuck, double-yuck,  
yuck, cooties, yuck!  
My own vibes are on the 
spectrum of ‘rude dude 
with plenty o’ ’tude.’ 
That’s why I like skate-
board culture, because 
no one tells you what  
to do. But I think my vibes 
have mellowed over  
the years—I’m not the 
same angry, disrespect-
ful monster I was when 
I was 3.”

Bart is a character on the car-
toon show The Simpsons.

“I’ve always been a vibes 
freak. I think I was born 
with a nose for vibes. 
And I’m someone who 
has a calming influ-
ence on anyone I meet. 
So when people come 
into my office, they feel 
instantly relaxed and 
chilled out. I have a 
very intimate job—I’m 
touching people’s faces 
and picking up on their 
energy levels. We have 
big pitches and low 
pitches and different 
frequencies. I don’t think 
I would be as success-
ful if I didn’t have good 
vibes. If you could see 
how much time I spend 
zenning out my space 
here, you would die. I 
have rose quartz crys-
tals under my treatment 
bed, I have a Tibetan 
bowl I bash at the end of 
each day to remove all 
the negative energy, I’m 
always burning essential 
oils. Vibes are a lifestyle 
choice—you have to 
build them into your life. 
It’s really about having 
good intention, to help 
and be kind to others.”

GEORGIA
LOUISE

Louise is a facialist in  
New York City.
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Complimentary 3D Interior Design Service*

Mah Jong modular sofa system upholstered in Jean Paul Gaultier fabrics and Opus leather, design Hans Hopfer

Mythique rug, design Jean Paul Gaultier for Roche Bobois

www.roche-bobois.com

Manufactured in Europe.
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SXSW
AUSTIN | 3.15.15
WSJ and BlackRock co-hosted
a roundtable lunch during
South by Southwest Interactive
with award-winning author,
Ben Parr. Guests gathered
downtown at The Driskill for
networking and a discussion
on Captivology: The Science of
Capturing People’s Attention.
Photos by Darcie Westerlund Siiteri

Shawn Morgan, John Bretsch, Ray Deragon, James Parker,
Ann Hynek Ben Parr Atmosphere

Follow @WSJnoted or visit us at wsjnoted.com © 2014 DOW JONES & COMPANY, INC. ALL RIGHTS RESERVED. 6AO1425

MIND YOUR BODY
NEW YORK | 3.19.15
The Wall Street Journal celebrated the launch
of celebrity personal trainer Joel Harper’s new
book, Mind Your Body, at the private co-op
workspace, NeueHouse. Fitness-inspired
performers entertained throughout the evening,
and Harper made remarks touching upon his ten
core concepts for an optimally balanced life.
Photos by Kreg Holt

Atmosphere

Atmosphere

Jemaine Clement, Miranda Manasiadis

Paige Nash, Clive Davis Josh Beckerman, Debbie KassJenna Wolfe, Joel Harper
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nex t in tech 

GREEN VIBRATIONS
Zelectric Motors CEO David Benardo is converting vintage mid-century Volkswagen Beetles to  
electric power, resulting in classic cars that are also eco-friendly—and as fun as ever to drive.

GETAWAY CAR
Converted to 100 percent 

electric power by Zelectric 
Motors, this 1959 VW Beetle 

has more than double the 
horsepower of the original.

T H E A R T O F F U S I O N

BAR REFAELI
by Chen Man

Big Bang Broderie.
18K gold case set with 209 diamonds totaling 1.3 carats.

Unique process of encasing historic St-Gallen lace
to a carbon fiber bezel and dial. 100% silk

embroidered strap stitched to black rubber.
Limited edition of 200 pieces.

B O U T I Q U E S
NEW YORK • BEVERLY HILLS

BAL HARBOUR • MIAMI • BOCA RATON
LAS VEGAS • PALM BEACH • ATLANTA • DALLAS

ORLANDO • HOUSTON • SAN FRANCISCO
Tel: 1 800 536 0636



4 4 wsj. maga zine

what’s news

A
T FIRST GLANCE, even a seasoned gearhead 
might not notice what’s so special about 
David Benardo’s lovingly restored vin-
tage Volkswagen Beetles. The car’s iconic 

hump shape, elegantly sloped wings, foregrounded 
windshield and throwback dashboard are all there. 
But turn the key in the ignition: In place of the noisy 
snap, crackle and pop of the old air-cooled, flat-four 
engine, what do you hear? Silence. Or more pre-
cisely, the near-imperceptible thrum of the electric 
motor that Benardo has discreetly installed, making 
this 78-year-old automotive classic as eco-friendly 
and energy efficient as a Toyota Prius or Chevy Volt.

A self-described “retrofuturist,” Benardo, 52, is 
the CEO of San Diego’s Zelectric Motors, which cre-
ates and sells limited-edition electric-converted 
VW Beetles. He mostly purchases models made 
between 1958 and 1966—their weight and construc-
tion make them ideal for the transformation—and 
over the course of a few months converts their 
engines to run on zero-emission, 100 percent elec-
tric power. Benardo relies on parts from EV West, 
a shop that specializes in selling components for 
high-performance electric racing cars. He installs 
two lithium-ion battery packs, one under the front 
and another behind the backseats, and replaces the 
gasoline engine with a Zelectric drivetrain. 

From the driver’s seat, the only visual clue as 
to what’s inside is a chrome-ringed battery gauge. 
The conversion leaves the original vehicles largely 
intact—there’s no welding or cut metal—to the extent 
that each one could be returned to gasoline power if 
so desired. “We respect the vintage,” says Benardo. 
But thanks to his under-the-hood renovations, the 
Bugs boast top speeds of over 100 mph—more than 
double the horsepower of the original stock and with 
a charge range of between 80 and 100 miles. “It’s a 
real good-vibes car,” says Benardo, citing the car’s 
West Coast legacy as the vehicle of choice for ’60s 
hippies, college kids and surfers. “Driving around, I 
get thumbs up from police officers. Kids look at it and 
point. It just has universal appeal.”

Though he’s been a Beetle fanatic for years 
and owned a number of variations—including a 
Volkswagen Karmann Ghia and a much sought-after 
1965 Microbus—Benardo’s background isn’t in cars. A 
California native, he spent the majority of his career as 
a designer and creative director working with Silicon 
Valley tech firms like Adobe, Hewlett-Packard and 
Electronic Arts. After stumbling across a story about 
a pilot project in Palo Alto in which engineers were 
installing an electric drive system into a VW camper-
van, it occurred to him that such an enterprise might 
be a fun one to take on. He kept that thought on the 
back burner until he moved to San Diego and noticed 
how many Bugs were still to be found on the streets.

Benardo officially founded the company in 2012 
with his wife, Bonnie Rodgers. His first prototype 

was a flame-red 1963 Beetle, which he toured 
around classic car shows to drum up interest. 
In 2014, his black 1966 Beetle won first in its 
class as a modified foreign coupe at the La Jolla 
Concours D’Elegance Motor Car Classic. Next 
was a black 1966 VW Beetle sedan. Within hours 
of putting a short video featuring the car on 
Zelectric’s website, he had a call from an inter-
ested buyer in San Francisco who wanted to fly 
down and give it a test drive 
(the car ultimately went to 
a couple in Palm Springs, 
California). The third 
model, a silver 1959 VW 
Beetle ragtop, is headed to 
a collector in Germany, and 
Benardo and his team are 
also at work on a green 1974 
VW Thing, which they’re 
custom-building for an 
anonymous celebrity cli-
ent. But Benardo is perhaps 
most excited about their 
acquisition of a rare teal 
and white 1964 VW Micro-
bus that has a sunroof and 
sliding door and instantly 
evokes a bygone era of 
breezy, freewheeling youth.

At a starting price of 
around $60,000, Zelectric 
Bugs aren’t cheap. They 
lack some amenities and 
safety features common in 
modern cars, and call for a 
mechanic who knows VWs. 
But in addition to convert-
ing the cars to electric, 
which means they require 
less overall maintenance, 
Benardo adds customiza-
tions like ceramic heaters, 
LED lights, whitewall tires 
and disc brakes. 

Perhaps the cars’ most 
compelling feature is just how fun they are to drive. 
They’re the only electric cars that retain four-speed 
transmissions, with lower gears allowing for more 
torque. Press the accelerator, and they zip along with 
surprising power. As much as Benardo cares about 
lessening the carbon footprint, for him it’s all about 
the original thrill of the experience and the Beetle’s 
iconic design, which he believes is imprinted in the 
collective American imagination. “Usually after 
somebody drives it, they just have a huge smile on 
their face,” he says, adding a little sheepishly, “I wish 
I could tell you we’re doing this to be more green, but 
really we’re doing this to go faster and have fun.” 

SHOW ON THE ROAD 
From top: The dash-
board of a converted 

1959 Beetle; three of the 
company’s vehicles—

including a rare 1964 VW 
Microbus—cruising the 
highway in San Diego; 

one of two battery 
packs installed in each 

Zelectric Bug. 

p.
c.

st
ud

io
-
ph

ot
o
to
m
m
as
o
sa
rt
or
i

MAXALTO IS A B&B ITALIA BRAND. COLLECTION COORDINATED BY ANTONIO CITTERIO.WWW.MAXALTO.IT

MAXALTO AND B&B ITALIA STORES: CHICAGO - MIAMI - WASHINGTON DC - LOS ANGELES - NEW YORK
DALLAS - HOUSTON - SUN VALLEY - SAN FRANCISCO - SEATTLE - MEXICO CITY - BELO HORIZONTE
FOR DEALER NEAREST YOU PLEASE CALL 1 800 872 1697 - INFO@BBITALIAUSA.COM
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what’s news

on displ ay 

IN PRAISE OF THE IMAGE
If Frieze London in the fall is the capital city’s most exciting week for contemporary 
art, this month’s inaugural Photo London aspires to the same level of artistic buzz—
but exclusively around photography. The weekend kicks off with auctions, gallery 
shows and exhibitions—think rarely seen archival works from the Victoria and Albert 
Museum and platinum prints by Sebastião Salgado at Somerset House—as well as  
a live program featuring such luminaries as Mitch Epstein and Stephen Shore.  
“We want to make a really strong statement about photography,” says fair co-director 
Michael Benson. On view at venues across the city May 21–24. photolondon.org. 

PILLOW TALK
Luxury knitwear maker Tabula Rasa has 
teamed up with New York–based interiors 
mavens the Apartment by the Line to create 
a capsule collection of plush cushions  
that combine loop-stitch wool mohair yarn  
with woven fabric. Says designer Emily 
Diamandis, “Our home is such an integral 
part of who we are—the way it looks and feels 
is an extension of how we style and dress 
ourselves.” Oulu cushion, $375, 646-678-4908.  

35 YEARS 
have elapsed since Fonda 
and Tomlin last worked 
together, as co-stars of 
1980’s 9 to 5.

9HOURS 
Amount of sleep Fonda says she aims 

for each night. “I don’t function well if I 
don’t get eight or nine hours,” she says.

2
ACADEMY AWARDS 
Fonda won for Klute and Coming 
Home in the 1970s. “Winning an 
Oscar is incredibly important,” 
she says, “especially when you 
go through those periods of 
‘I’m not good enough; I’m not 
really talented.’ It helps when 
you’re down.”

3
BOOKS 
she has published during the past 
decade, including her 2005 memoir, 
My Life So Far. “I would love to be 
able to write a novel,” she says. “I 
want to go and learn how to do it.”

60MINUTES 
of walking daily plus regular 

meditation are part of Fonda’s 
whole-body regimen. 

17,000,000
COPIES 

sold of her 1982 video, The Jane Fonda Workout. 
She has since made 23 more fitness videos.

At 77, actress and author Jane Fonda 
shows no signs of slowing down. This 

month she stars alongside Lily Tomlin in 
 the Netflix comedy Grace and Frankie 

(she’s also an executive producer). 
Fonda and Tomlin play wives whose 
husbands leave them in order to get 

married. “I wanted to do a series that 
told stories about older women,” says 
Fonda. Here, some of the secrets to her 

enduring success. —Brekke Fletcher 

facts and stats 

HIT PARADE

Above: During the fair, London gallery Grimaldi Gavin will show Italian photographer Massimo Vitali’s celebrated images of beach life. 
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what’s news

IT’S ELECTRIC 
Left: Ziip builds on  
the micro-current facial 
trend. Below: Melanie 
Simon partnered with 
Silicon Valley industrial 
designer David Mason 
to create the at-home, 
wireless device. 

the beaut y of

SHOCK VALUE 
There’s a growing market for at-home beauty devices that 

deliver professional-grade results, with blemish-eradicating 

LED light machines, laser hair-removal systems and spa-grade 

skin-sloughing instruments all getting downsized to hand-held 

proportions. The latest innovation in portable services is Ziip,  

a buzzy nano-current skin saver that’s democratizing the ben-

efits of electrical facials with a white, gold-rimmed gadget. Ziip 

is the brainchild of West Coast beauty guru Melanie Simon, 

who helped popularize the idea of pulsing nano currents into 

the skin at her sought-after clinics in Montecito, California, and 

Jackson Hole, Wyoming. The electrical current stimulates the 

skin’s levels of ATP with concentrated zaps that register one 

billionth of one ampere. The jolt jump-starts cells, giving them 

the fuel they need to increase blood circulation and enhance 

the production of collagen and elastin for a smoother, plumper 

appearance—lofty promises to anyone who’s had limited 

success re-creating the in-office benefits of electrical therapy 

at home (and to those for whom the words electrical currents 

and unsupervised are mutually exclusive). But Simon is in the 

business of converting disbelievers. Ziip is the first commer-

cial skin-care device with a supporting app that can wirelessly upload four different electrical 

“cocktails,” each designed with precise combinations of current strength, waveform, frequency 

and time increments for nearly fail-safe application. Settings include programs for anti-aging, 

sensitivity and clarifying, as well as an under-eye protocol that purports to decrease puffiness 

and dark circles in just a few minutes. Packaged with a two-month supply of Simon’s Golden 

Conductive Gel Treatment—one of two ampoule options, each teeming with minerals and youth-

enhancing ingredients (think bio-placenta, hematite and snail venom peptides)—Ziip may mean 

your trips to the spa are heading the way of the Walkman. Ziip Nano-Current Skincare Device and 

Golden Conductive Gel Treatment, $495; ziipbeauty.com. —Celia Ellenberg 

From left: Saint Laurent 
by Hedi Slimane, Dolce & 

Gabbana, Jimmy Choo, Chloé, 
Manebí and Chanel. For  

details see Sources, page 134.

DRILLE 
DOWN

Espadrille slip-ons—
characterized by their 
jute-rope soles—pack 

a punch for spring  
with flashy patterns and 

 surprising flourishes.   

ziip is about 
the same 
size as a 

computer 
mouse.

WHITE SEATING SYSTEM | RODOLFO DORDONI DESIGN

AGENT ANNA AVEDANO
T. 240 441 1001 - ANNAAVEDANO@HOTMAIL.COM

CREATE YOUR OWN DESIGN EXPERIENCE AT MINOTTI.COMINTERIOR DESIGN SERVICE AVAILABLE THROUGH MINOTTI AUTHORIZED DEALERS



When Christian Dior recently helped sponsor  

a retrospective of artist Anne Collier’s work at the 

Museum of Contemporary Art, Chicago, it was  

a logical enough partnership: The New York–based 

photographer is a close friend of Dior creative 

director Raf Simons. But it was also a calculated 

one—at the reception, it was announced that 

the brand would open its first boutique in the 

Midwestern metropolis in 2016. 

They’ll be in good company. The Windy City is 

seeing an influx of chic retail and hotel concepts 

that sees no sign of abating. The Soho House 

opened its largest location to date there last August. 

Warby Parker started hawk-

ing eyewear in Lincoln Park in 

November. Rag & Bone’s Gold 

Coast boutique opened this 

April. And in the fall, Uniqlo 

will debut its second-largest 

store in the U.S. on Magnificent 

Mile, a stone’s throw from the 

world’s first-ever Virgin Hotels 

outpost—and near the West 

Loop area that will soon be 

home to a Google office, an Ace 

Hotel and the latest edition of 

chef Nobu Matsuhisa’s restaurant-hotel chain.

“Chicago has gotten more fashion forward,” confirms 

Susan Flaga, creator of all-natural skin-care product 

Sparrow Oil For Everyone True Essential Oil and co-owner 

of the six-year-old Sparrow Salon. Her husband, Robert 

McAdams, is a member of the design-savvy brain trust 

that’s helped kick-start Chicago’s renaissance. As the presi-

dent of Mode Carpentry and a partner at the development 

studio Land & Sea Dept., he’s infused a dose of modernity 

into a town that likes its beer cold and its pizza deep dish.

“Where the artists go, everyone wants to go,” McAdams says of the cultural shift in the city—and inside  

his Logan Square hot spots, like the nose-to-tail restaurant and six-room hotel Longman & Eagle, the shack-

food reboot Parson’s Chicken & Fish and the just-opened Chinese tiki/takeout bar hybrid Lost Lake/Thank You. 

“We’re not New York,” McAdams insists of his city’s scene, which deliberately shies away from anything overly 

gimmicky—something that would never fly with the city’s core blue-collar population anyway, he says. “It’s more 

about making spaces feel comfortable and fun. I think that’s what we’re pretty good at.” That’s precisely why 

McAdams and his Land & Sea team were given free rein of the Cherry Circle Room, the second-floor supper club  

in the historic Chicago Athletic Association Club building, which will reopen as a 241-room hotel in June. For 

those counting, that means not one but two on-site bocce courts. —Celia Ellenberg 
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what’s news

the shif t

SECOND CITY, 
FIRST PLACE

Art imitates life in these 
dishy reads, which contain 

unmistakable parallels  
to the authors’ own lives.   

DRAWN 
FROM LIFE 

Killing Monica 
Candace Bushnell serves up 

 a tale of an actress who 
models her life after that of 
her most popular character. 

Grand Central, $27

Gonzo Girl  
Cheryl Della Pietra’s debut 
is a thinly veiled fictional 

account of her time as 
Hunter S. Thompson’s  

assistant. Touchstone, $25

Orient  
Interview editor Christopher 

Bollen’s mystery is set  
on the North Fork of Long 

Island. Harper, $27

The Folded Clock  
Heidi Julavits uses  

the diary form to meditate  
on the passage of time. 

Doubleday, $27

WINDY CITY 
REVIVAL 
Clockwise from above: 
Flaga and McAdams 
in the soon-to-open 
Cherry Circle Room 
(photographed by 
Tim Klein); Parson’s 
Chicken & Fish; Flaga’s 
Sparrow oil, $88, one 
of the city’s best beauty 
exports; a guest room 
at Longman & Eagle.



Artist Keith Edmier  

found himself in unfamiliar 

fashion terrain when he 

went on eBay to purchase 

an Hermès Kelly bag. His 

idea was to use one of the 

covetable accessories as  

a model for a sculpture. “I 

knew nothing about hand-

bags when I started,” says 

Edmier, 47, who meticu-

lously researches each of 

his historically based 

works. “For one moment,  

I thought, God, did I buy a 

fake?” Once his fears were 

assuaged, he re-created 

the classic handbag in glass, an homage to the late actress and 

princess of Monaco, Grace Kelly (rumor has it she used the bag 

to shield her pregnant belly from paparazzi). Inside, he placed  

a cast-from-life reproduction of her bridal bouquet of lilies of 

the valley. The piece is part of a show of Edmier’s work  opening 

May 9 at New York’s Petzel Gallery. Called Regeneratrix, it 

com bines Greek and Roman references with objects and idols 

of contemporary culture, such as model Cindy Crawford (in his 

formulation, Crawford is the goddess Venus and Kelly’s Hermès 

bag is an allusion to the god of the same name). “I’m interested in 

archaeological layers,” says Edmier, who jokes that his next show 

will include “a Birkin as a ready-made.” —Elisa Lipsky-Karasz 
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what’s news

the inspiration 

ARTFUL “IT” BAG

Behind the music

ON THE RECORD 
For help with the cover of its sixth 
album, Why Make Sense? (out 
May 19), the British electronic band 
Hot Chip turned to visual artist 
Nick Relph. Enlisting the same 
technology used to stamp addresses 
on mass mailers, Relph designed 
several overlapping striped patterns 
in myriad colors and forms. The 
result: over a hundred thousand 
variations. “I thought it might  
be interesting to have each cover be 
different—something unique, though 
that’s a big word,” says Relph. Later 
this month, see a solo show of  
his work at the esteemed Standard 
(Oslo) gallery. —Brekke Fletcher

WONDER  
CABINET
“The wood itself is  

the inspiration—we will 
make as many pieces as 

the wood allows, and 
then it is finished,” says 

interior designer 
Christian Liaigre of his 
Pauillac Cabinet in rift 
oak and hand-rubbed 

lacquer, part of a 
furniture collection that 

will launch in Europe 
following the publication 

of his latest book, 
Liaigre: 12 Projects, out 

this month. The 
Frenchman has built his 

career on elegant 
restraint and luxurious 

materials—Pauillac 
checks both boxes nicely. 
And at nearly 8 feet tall, 
it could stow a few cases 

of fine Bordeaux, too.
 $26,250; 212-201-2338.   

—Sarah Medford

HOLLYWOOD ROYALTY 
From top: Artist Keith Edmier’s glass 
Kelly bag; Grace Kelly in 1956, on 
the day she wed Prince Rainier III of 
Monaco, making her a princess. 

LEATHER BOUND 
From alpine authority Moncler comes a new  
line of leather jackets, Longue Saison Cuir. In 
silhouette and style, the outerwear takes its cues 
from the Italian company’s lightweight, quilted 
winter staples. Supple, ultrathin nappa leather 
provides a cover for layers of down, which means 
the jacket looks good off-piste—and in the city. 
$995; Moncler New York, moncler.com 
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what’s news

libations 

UNICORN WINE
As sommeliers continue to  

shape the wine world’s tastes, one 
charming bit of industry jargon 

has lately begun spilling into the 
mainstream: “unicorn wine.” Used 
to refer to bottles as elusive as the 
mythical horned horse, the turn  
of phrase for ultrarare vintages—
think one of the long-lost whites 
from Clos de la Maréchale—was 

popularized as a hashtag on  
the Instagram and Twitter feeds 

of sommeliers like Rajat Parr, 
wine director for Michael Mina’s 

restaurants, and the NoMad’s 
Thomas Pastuszak. The phrase 

points to a larger trend in the 
business: Unlike the blue-chip 

trophy wines that collectors have 
typically vied for (Latour, Lafite), 

unicorn wines confer status  
not by cost but by the skill— 

or luck—it takes to acquire one. 
It’s a brand of exclusivity you can’t 

just buy. And thanks to social 
media, which allows oenophiles to 

 post gleefully bragging bottle 
shots, proof of existence can be 
furnished for all the world to see. 

—Zachary Sussman 

the cult of 

OLD-SCHOOL STYLE

Established in 1849, French leather-goods brand Moynat isn’t 

particularly well known, and that’s just what its loyal follow-

ers appreciate. One of France’s first trunk makers—it predates 

Louis Vuitton by five years—Moynat had been shuttered for nearly 

four decades when LVMH chairman and CEO Bernard Arnault 

acquired the rights to it in 2010. Now fully reawakened with shops 

in Paris, London and Hong Kong and an outpost set to open  

in Paris’s Le Bon Marché this month, the brand is sought after by 

cognoscenti who prize its classic style and craftsmanship. “We 

don’t really do seasonal collections,” says CEO Guillaume Davin. 

“What’s in our stores depends entirely on what the atelier has 

decided to do that week and the leather on hand.” 

The company’s atelier is located behind a discreet storefront 

near its rue Saint Honoré flagship. Inside, a team of artisans work 

on construction, many focused on a single bag at a time, which they 

will take from start to finish. Moynat still pounds the hand stitch-

ing on its bags, a traditional finish revived by artistic director 

Ramesh Nair, who spent 13 years at Hermès before Arnault lured 

him to relaunch Moynat four years ago. “Techniques are quickly 

disappearing,” says Nair. “I’m fascinated by construction.” Moynat’s painstaking workmanship shows 

in the voluptuously shaped Pauline bag, named for Pauline Moynat, the house’s founder. The Ballerine 

takes a week to make, including one full day to pad the metal handles in layers of leather, then cover 

them so tightly a pleat will never form. For Davin, the cachet comes from Moynat’s “organic” approach. 

“Reassembling this [brand] has been a bit like Jurassic Park,” he says. “We’re old school, but there has 

to be a twist.” Moynat small Réjane bag, $3,940, Dover Street Market, New York. —Rebecca Voight

ATELIER PRIDE  From top: Moynat 
artistic director Ramesh Nair with 
six of the brand’s artisans; the Réjane 
bag, with its patented locking system. 
Photography by Ambroise Tézenas.
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what’s news

CRYSTAL CLEAR 
A piece from “Frigger 

Tactics,” Klenell’s 
ongoing series of clear 

glass art objects.  

Rarely have bits and bobs 
amounted to more than they  
do in the glittering glass art 

pieces of Simon Klenell.  
The 29-year-old Swede, whose  

work is on view this month  
at London’s Collect fair and  
from September 10 at Clara 

Scremini Gallery in Paris,  
sees his medium as brilliantly 

amorphous. “Cut crystal  
is so perfect,” he says.  

“When that meets the runny, 
uncontrolled state of  

glass, it can be viewed as  
a failure—but I like to  

think about it as forming  
a new material presence.”  

—Sarah Medford

creative brief

LOOKING 
GLASS

1.800.365.7989 NEIMANMARCUS.COM

R EMA R KA B L E CHO I C E S
Maria Canale for Forevermark® • Precious Jewels Salon
Beautiful, Rare, and Responsibly Sourced—Forevermark Diamonds
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what’s news

 JW Marriott  
Isola delle Rose, one of the 
largest private islands in 

the Venetian lagoon, is now 
home to this 266-room 

hotel. Designed by Matteo 
Thun, it’s set amid 40 acres 

of gardens and orchards, 
with the largest spa in  

the city and a rooftop infin-
ity pool. marriott.com

 Mandarin Oriental  
Housed in four converted 

19th-century buildings, 
this 104-room Milanese 

hotel is just one block from 
the shopping hub of via 

Montenapoleone, while the 
restaurant is helmed by 

Antonio Guida, formerly 
of Tuscany’s Il Pellicano. 

mandarinoriental.com

Three lavish hotels  
open in Venice and Milan. 

—Mark Ellwood  

STAY 
HERE NOW

 St. Regis 
A former 17th-century  

monastery repurposed as a 
189-room hideaway lush 

with elm and cypress trees, 
the St. Regis Venice San 

Clemente Palace is situated 
in the lagoon on an island 
that was created as a sort 
of medieval spa getaway. 

stregisvenice.com

international hot spot

MOLTO ITALIANO
Northern Italy is experiencing a second renaissance. 
Beginning this month, the region is crowded with artistic 
openings, milestone anniversaries and other unmissable 
attractions for globetrotters who appreciate high culture. 

ARMANI MUSEUM
In a former Nestlé factory near  

his brand’s headquarters on  
via Bergognone, designer Giorgio 

Armani—a longtime resident  
(and champion) of Milan—is set 

to open an exhibition center, 
Armani/Silos, in partnership with 

the city’s government. The space will 
house some of his label’s greatest 
hits, including structured power 

suits, as well as textiles, photographs 
and drawings from 40 years of 

fashion history.  

FONDAZIONE PRADA 
Established in 1993 by fashion designer 

Miuccia Prada and her husband and 
business partner, Patrizio Bertelli 

(above), this Milanese arts foundation 
has put on groundbreaking shows 
with such banner names as Louise 

Bourgeois and Tom Sachs. Now it’s set 
to unveil even more exhibition space, 

once again conceived by architect 
Rem Koolhaas. For the May opening, 
Roman Polanski will debut a new film 
alongside works by Thomas Demand, 

Robert Gober and many more.

 FONDAZIONE SANDRETTO 
RE REBAUDENGO

“I set up my fondazione in 1995 
because I wanted to transform my 
private passion for contemporary 

art into an ‘organized’ activity,” says 
Patrizia Sandretto Re Rebaudengo, 

whose Turin-based contemporary arts 
foundation celebrates 20 years with  

an exhibition curated by Hans Ulrich 
Obrist of new work by Ian Cheng. Other 

artists to have shown in the former 
factory space: Maurizio Cattelan, 

Gerhard Richter and Cindy Sherman.

MILAN EXPO
The city is set to welcome 

140 countries and an 
estimated 20 million visitors 
as it hosts the World’s Fair—

now called the Universal 
Exposition—for six months, 

beginning May 1.  
The theme: Feeding the 

Planet, Energy 
for Life. 

VENICE 
BIENNALE

Starting May 9, the 56th 
chapter of this prestigious 
international art fair gets 

underway, curated by Okwui 
Enwezor and themed All the 

World’s Futures. Performance 
pioneer Joan Jonas will 

represent the U.S. at 
its pavilion. 

SAVE VENICE 
BIENNALE GALA

Save Venice Inc. has raised 
over $20 million to help pre- 
serve La Serenissima’s artistic 

heritage. This June 14–17, 
it hosts its biannual gala, 
complete with historical 

lectures and masked 
carousing.
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what’s news

BY ALI PECHMAN

the aRt OF giVing

TAKING IT TO THE MAX
Max Mara celebrates its tradition of artistic patronage, from  
its art prize for women to the Whitney Museum’s new HQ.  

ITALIAN FASHION HOUSE Max Mara may be beloved for the 
signature camel coat it introduced in 1982, but its art-world 
connections date back decades earlier, to the brand’s begin-
nings in 1951. The same year that Achille Maramotti founded 
the ready-to-wear company in his hometown of Reggio Emilia, 
he also invested in his first important piece of art, a canvas by 
Alberto Burri. It was the start of a lifetime of collecting. By the 
time of his death, in 2005, he had amassed hundreds of pieces 
of postwar art, including works by Italian masters such as 
Lucio Fontana and Piero Manzoni and global heavyweights Cy 
Twombly, Jean-Michel Basquiat and Gerhard Richter.  

Today, his legacy is apparent at the Collezione Maramotti 
museum, founded on the site of the company’s original fac-
tory headquarters. Its goal is “not to create a mausoleum,” 
as the Collezione Maramotti director Marina Dacci says, 
but to stage exhibitions and commission new work, notably 
through the biannual Max Mara Art Prize for Women for 
artists based in Britain. This May sees the unveiling of work 
by the prize’s fifth winner, the Glasgow-based artist Corin 
Sworn, 38. Like the four recipients before her—one went on 

to win Britain’s prestigious Turner Prize—Sworn was chosen for a six-month residency in Italy 
by a panel of experts chaired by Iwona Blazwick, the director of London’s Whitechapel Gallery. 
Her resulting performance piece takes its cue from the 16th-century tradition of commedia 
dell’arte and includes several costumes tailor-made by Max Mara. An installation by Sworn will 
be on display at Whitechapel until July 19, followed by an exhibition at the Maramotti museum 
in October. It’s not the only event that Max Mara will be toasting this spring: The house also 
sponsored the gala opening of the new Renzo Piano–designed Whitney Museum building in New 
York’s Meatpacking District. 

SWORN STATEMENT  From top: 
Canadian artist Corin Sworn and a 
Max Mara–produced costume for one 
of her performance pieces.

MARGARET SALMON 
The inaugural (2005–2007)
edition of the prize was 
awarded to the American-
born Salmon. For her finished 
piece, titled Ninna Nanna, 
she conceived of three 16mm 
films, each following a story of 
motherhood. Salmon, who shot 
the films throughout Italy 
and studied at the American 
Academy in Rome, was  
inspired in part by the movies 
of Italian directors Roberto 
Rossellini and Federico Fellini.

HANNAH RICKARDS
Iwona Blazwick describes Rickards as an artist “at the 
forefront of sound art.” For her 2007–2009 prize work, No, 
there was no red., the British artist, who often explores natural 
phenomena, presented a two-screen film that recorded 
varying visions of a mirage hovering over Lake Michigan,  
the result of temperature inversions. 

LAURE PROUVOST 
With her circular installation and lush video piece, the French 
artist played on pastoral painting as well as the cliché of artists on 
a European grand tour for her 2011–2013 prize project. Titled 
Swallow, the sun-drenched, sensual film features water nymphs 
eating fruit beside a waterfall, a play on an epicurean exploration 
of Italy. Prouvost was awarded Britain’s Turner Prize in 2013.

ANDREA 
BÜTTNER 
For her show The Poverty  
of Riches, the German artist 
(the 2009–2011 recipi-
ent), who works in London 
and Frankfurt, revived 
techniques such as woodcut 
printing and created color-
ful canvases from fabrics 
used in workers’ uniforms. 
She also produced a short 
film about nuns who run  
an amusement park near 
Rome, which was featured 
at 2012’s Documenta 13.

MEET THE HONOREES
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what’s news

BY MARK ELLWOOD

neighborhood watch

VIE BOHÈME 
With its buzzy cafe culture and 
24-hour energy, SoPi—short  

for South of Pigalle—has become 
the latest Parisian hot spot.

FOR YEARS, THE COMPACT district of Paris formerly 
known as La Nouvelle-Athènes functioned as a catch-
ment for overflow from the sleazy bars of nearby 
Pigalle. Now it has emerged as the French riposte to 
London’s Shoreditch or New York’s Williamsburg, 
complete with an Anglophone nickname, SoPi, for 
South of Pigalle. With its mash-up of grit and glamour 
and round-the-clock energy, SoPi has siphoned the 
city’s “BoBos,” or “bourgeois bohemians,” away from 
branché Bastille and the Canal St Martin.

One of its early boosters, seven years ago, was 
designer Stéphane Ashpool, who launched a sporty 
clothing line proudly emblazoned with the word 
Pigalle and was soon partnering with brands such as 
Nike. He helped lure fellow fashion types—Jean Paul 
Gaultier used to live there—including pioneer bou-
tique L’Oeuf, which further popularized the area’s 
nickname when it debuted a range of SoPi-branded 
clothing and kids’ toys. Now the area is among the 
best for unearthing niche Parisian brands. 

KB Cafeshop is one of the few impressive coffee 
bars in the city, with a chalkboard menu of flat whites 
and long blacks that makes owner Nicolas Piégay’s 
Australian inspiration plain. Nearby, New York res-
taurateur Jody Williams opened Buvette, a sister 
restaurant to her West Village original serving simi-
lar small-plate fare. Diner-like Le Dépanneur was 
designed by a pair of American expats and serves 
burgers and tacos with a Gallic twist. 

SoPi has retained its reputation as a late-night play-
ground. With its rotating roster of guest DJs and stiff 
door policy, Glass is open until 5 a.m. on weekends, 
while club Le Carmen is housed in a 19th-century hôtel 
particulier. Newcomers have even repurposed some of 
the red-light venues, such as Dirty Dick—inside, it’s a 
kitschy tribute to tiki, complete with a puffer-fish lamp 
and potent mai tais.

After a soft opening during fashion week, the 
37-room Grand Pigalle Hotel began welcoming 
guests in March. It has a Wes Anderson–like inte-
rior crammed with easily overlooked details like the 
martini glass–patterned carpet, vintage-inspired 
Bluetooth speakers and old-fashioned metal keys with 
leather tassels instead of plastic cards. Fittingly for 
international SoPi, the owners bought those heavy 
keys in London and carried them to France.  

FRENCH TWIST 
Clockwise from top left: Raspberry 
waffles at Buvette; SoPi’s namesake 
neighborhood; retro tiki bar Dirty 
Dick, a former strip joint. 

MOVABLE FEAST 
Clockwise from above: 
KB Cafeshop serves 
Australian-style coffee; 
the hot dogs at Dirty 
Dick; boutique L’Oeuf.

PARIS, JE T’AIME 
Clockwise from right: 

One of the Grand Pigalle 
Hotel’s 37 rooms;  

Sacré-Coeur looms just 
to the north of Pigalle; 

the 19th-century interior 
of club Le Carmen.
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Stay cool like that in 
the perfect sweaters for 

a breezy afternoon.

KNIT PICKY

fashion & design forecast may 2015

wsj. maga zine 65

JOIN THE CREW  
This round-neck sweater 
is an instant update  
of a nostalgic look. 
Michael Kors crewneck 
sweater, Chloé pants  
and Pamela Love ring 
(worn throughout). 

MARKET REPORT.A D V E R T I S EM E N T

PLAN YOUR O‘AHU GETAWAY AT visit-oahu.com or l ike us at facebook.com/OahuHawai i .

A SCENIC DRIVE FROM WAIKĪKĪ BEACH TO O‘AHU’S NORTH SHORE AND PLACES IN-BETWEEN.

HANG TEN . HANG LOOSE . HANG OUT.

For generations, Waikı̄kı̄ Beach on O‘ahu has showcased the iconic Hawai‘i. Who can

resist a hike up Lē‘ahi (Diamond Head), sun-drenched surf lessons or a sunset on the

world’s most famous beach? But for those who love the urban-ocean mix of O‘ahu,

Waikı̄kı̄ is just the beginning.

Nearby, Kapahulu is fun, with funky shops and unique eateries. From there, head to

Nu‘uanu Pali Lookout for a view of Windward O‘ahu and the good things to come.

The coastline leads you to O‘ahu’s fabled North Shore and the surf town of Hale‘iwa,

where summer waves are mild, but winter is reserved for the pros.

Beyond surf and sea, you’ll discover historic places

with their own stories to tell: Bishop Museum,

‘Iolani Palace, Pearl Harbor. And wherever your travels

lead you, take a few moments to savor the local flavors,

from exotic fruits in Chinatown to farm-fresh menus.

UPCOMING

O‘AHU EVENTS

Pan-Pacific Festival
June 12-14, 2015

Prince Lot Hula Festival
July 18, 2015

Duke’s OceanFest
August 22-30, 2015

Hawai‘i Food &Wine Festival
September 10-13, 2015
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WARM & BRIGHT  
A roomy, relaxed  
sweater is ideal for lazy 
days. Ralph Lauren 
Collection turtleneck 
and Chloé pants. 
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CLEAR VIEW 
A bare face and center 

part instantly convey a 
youthful spirit. Max 

Mara cashmere sweater.

www.porsche-design.com

BEYOND LUXURY.
THE NEW P ´9983 GRAPHITE.

porsche design
ß9983 Smartphone
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KICK BACK 
Nothing is more seductive 

than an oversize top 
and bare legs. Proenza 

Schouler cashmere 
sweater and Valentino 

suede skirt.
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OUR MOST COVETED COFFEES, DELIVERED
FRESH TO YOUR DOORSTEP

Each year in our travels we discover a precious handful of coffee beans so special and rare
that we can’t wait to bring them home and share. We rush them to Seattle, and the Starbucks
Reserve® Roastery and Tasting Room—a one-of-a-kind coffee wonderland we created
exclusively for roasting and serving the most extraordinary beans we can find.We call these
small-lot coffees Starbucks Reserve.®

Some of these coffees are so rare that we offer them only at our Roastery—until now.
With a Starbucks Reserve® Roastery Subscription, you can experience the Starbucks® coffees
few others will ever taste. Eachmonth, we’ll send you an extremely limited offering—a crowning
coffee achievement, shipped fresh from Seattle where it was roasted less than 48 hours before.

SECURE YOUR SUBSCRIPTION NOW AT STARBUCKS.COM/SUBSCRIPTION
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THINK AHEAD 
A chunky knit paired 

with swingy pants 
makes for an ensemble 

that works through 
fall. Brunello Cucinelli 

cashmere sweater, 
Derek Lam pants and 

J.W. Anderson pendant. 
Model, Julia Frauche 
at Next; hair, Marco 

Braca; makeup, Maud 
Laceppe; prop styling, 

Erin Lark Gray.  
For details see  

Sources, page 134.
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the exchange.leading the conversation may 2015

E
VEN THE TIGHTLY choreographed pace of a 
day in the life of Melinda Gates hits a snag 
once in a while. At the debut of a short bio-
graphical film about her, part of the Makers 

series, at AOL’s New York offices this spring, the video 
began to stutter shortly after starting. For a min-
ute, the crowd sat in awkward silence while garbled 
audio loudly echoed through the room. After brief 
deliberations, and as technicians scrambled to fix 
the problem, Gates calmly strode to the front, where 
she cut straight to a live Q&A with the video’s direc-
tor that had been planned for after the screening. “I 
worked in software,” she said into her microphone 
with a smile as she settled in a chair. “I’m used to 
glitches every now and then.”

Gates has proved so adept at playing her role on 

the world stage as one of its most powerful philan-
thropists that it’s easy to forget: Achieving global 
prominence wasn’t initially part of her plan. A math 
and science geek raised in a middle-class family in 
Dallas, she graduated at the top of her high school 
class and went on to study computer science and eco-
nomics at Duke University. She joined Microsoft as 
an associate product manager and met its enterpris-
ing young CEO, Bill Gates, whom she married in 1994. 
Dedicating herself to raising their three children, 
she shunned publicity, not consenting to her first 
major profile until 2008. By then, she had accepted 
life in the spotlight. As half of the Bill & Melinda 
Gates Foundation, the world’s largest private foun-
dation, she’s fully committed to the institution’s 
mandate of improving the health of millions and 

lifting those in need out of poverty. In recent years, 
she’s made it her personal mission to improve the 
welfare of women in developing countries through 
the use of contraceptives and the reduction of mater-
nal and newborn mortality. 

Her work sees her shuttling at often surrealistic 
speed between famine-struck African villages and 
international halls of wealth and power, hobnobbing 
with Warren Buffett and Bono at Davos or Bilderberg 
conferences. With her easy command of statistics 
and point-proving anecdotes, she can seem like a pol-
icy wonk. Yet she remains, at heart, a trained 
empiricist with a scientist’s love of puzzles. In her 
quest for solutions, she believes the best answer is 
often the most beautiful one. “You have to be ele-
gant,” she says, “in order to be efficient.” >

BY CHRISTOPHER ROSS   PHOTOGRAPHY BY STEPHANIE SINCLAIR

The global philanthropist combines compassion with a belief in data-driven solutions.

tracked

MELINDA GATES 

GOOD WORKS   
At AOL’s New York offices, 
Gates chats with Dyllan 
McGee, executive producer 
of a Makers series video 
about the philanthropist.
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30
minutes 

Amount of time she typically meditates  
in the morning.

0
Apple products 

used in the Gates household. They don’t 
plan on getting Apple Watches either.

50%
Amount the Bill & Melinda Gates Founda-

tion wants to reduce child mortality by 
2030. One in 20 children around the world 
dies before age 5; Melinda and Bill believe 

that number can be cut to one in 40. 

23
years old 

Age when Melinda met Bill, who was 31.  
He asked her on a date five months after she 

started at Microsoft. •

4.0 
Gates’s graduating GPA at her high  

school, Ursuline Academy of Dallas.  
She was valedictorian.

17' 8"
Length of her favorite kayak—a yellow 

Northwest Kayaks Synergy—which  
she likes to take out on Washington Lake.

3
years 

separate the births of each of Gates’s three 
children (Jennifer, 19; Rory, 15; Phoebe, 12), 
a fact she mentions when emphasizing the 

importance of family planning. 

$43.5 billion 
Current endowment of the foundation.  

All of its money is to be donated 20 years 
after the last surviving partner dies.

1,223
employees 

at the foundation, drawn from fields  
including investment banking, foreign 

health ministries and academia.

11:06 a.m.
At the U.N.,

greets Secretary-General 
 Ban Ki-moon. They often  

share a stage at conferences.

8:02 p.m.
Delivers speech
at the Planet 50-50 by 2030: 
Step It Up for Gender Equality 
event at the Hammerstein  
Ballroom. Fellow speakers 
included Liberian president  
Ellen Johnson Sirleaf and 
Hillary Clinton.

8:29 a.m.
On camera
with CNBC’s Becky Quick for Squawk Box, 
Gates discusses women’s rights. “Societies 
thrive when you empower women,” she says.

10:25 a.m.
In transit,
on her way to give a speech 
at an Every Woman Every 
Child event, following meet-
ings with U.N. advisers.

2:12 p.m.
Adds signature
to the wall at AOL, following the 
debut of her Makers video.

New York Flagship
508 West 20Th Street



R
IC

H
A

R
D

 P
O

W
E

R
S

, 
C

O
U

R
T

E
S

Y
 O

F
 A

V
E

N
U

E
 R

O
A

D

the e xchange

W
HEN YOU SPEND your days obsessing 
over design, you can sometimes make 
impulsive decisions about purchases—
even things you weren’t exactly in the 

market for. Which is how Stephan Weishaupt, presi-
dent and founder of the Toronto-based furniture 
brand Avenue Road, became the owner of an Art Deco 
villa in Miami Beach. “I was looking for a space to 
showcase the collection, when my listing agent men-
tioned an interesting property going on the market,” 
the 37-year-old German-born entrepreneur recalls. 
Although the two-story house wasn’t zoned for com-
mercial use, it had an alluring pedigree: It was built 
in 1932 by Martin L. Hampton, the architect behind 

Miami Beach City Hall and other landmarked build-
ings in the area. Intrigued, Weishaupt took a tour 
and was quickly seduced by the interior’s airy calm 
and period details, which included graphic terrazzo 
flooring and a 6-foot-tall porthole window in the 
sitting room. So what if the house needed all-new 
plumbing, wiring and roofing? He aborted his hunt 
for a showroom and instead put down a bid on the 
home in 2013. (“I’ve always wanted to live near the 
ocean,” he admits, even if he’d envisioned himself 
farther north, in a place more similar to Germany’s 
Atlantic coast, such as Nantucket.)

Weishaupt treated the interior to a top-to-
bottom overhaul, restoring the original fireplace, 
fluted columns, aerodynamic moldings and floor-
ing, even replacing the glass in the circular window. 
With its period grandeur and quirks reinstated, 
the property is a fitting showcase for Weishaupt’s 
aesthetic. Whitewashed rooms commingle vintage 
gems and contemporary artworks with custom 
pieces by designers he represents. A David Weeks 
chandelier hovers over a quartet of 1970s Ricardo 
Fasanello dining chairs, their circular forms 
eyeballing one another. In the sitting room, a 
boomerang-shape Vladimir Kagan sectional sidles 
up to twin Carrara-top tables by Sebastian Herkner, 
whose new collection Avenue Road debuts this 
month. Nearby, a sideboard by Brazilian master Isay 
Weinfeld holds court, its doors a patchwork of tropi-
cal woods. Parisian designer Christophe Delcourt 
contributed numerous pieces, including a bespoke 
seating unit that curls around one end of the master 
bedroom and a monastic varnished-oak dining set 
in the breakfast room. “At 4,500 square feet, it’s not 
a small home,” Weishaupt notes, “but because of the 
layout it feels homey and intimate, even when I’m 
down there by myself.”

When he is in residence, every few weeks, he 

BY JEN RENZI

Stephan Weishaupt, founder of furniture brand Avenue Road,   
restored a historic Miami house—a fitting showcase for  

his passion for mixing vintage gems and contemporary pieces.

DECO FABULOUS
DeSIgneR DIgS

“What faScInateS me  
IS hoW euRopean DeSIgn 

got fIlteReD thRough 
the South ameRIcan 

SenSIbIlIty.”
—Stephan WeIShaupt

>

CIRCLE GAME  
The sitting room features a 

coffee table and an armchair 
by Sebastian Herkner, a 

Vladimir Kagan Serpentine 
sofa and, underfoot, a Kelly 

Wearstler design from the 
Rug Company.
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puts the space to work, often hosting friends and 
clients for casual hangouts and small dinner par-
ties. “The house is quite a bit about entertaining,” he 
explains. “But when I’m there by myself, it’s where I 
do my big-picture thinking and strategizing. It’s nice 
to have a little distance from the day-to-day opera-
tions.” Blue-sky conceptualizing takes place while 
he gazes out over the pool from his desk, which is 
the color of fresh-caught salmon. The lively, nuanced 
palette is something of a surprise. “The idea was 
definitely not the typical all-white Miami aesthetic; 
I wanted to thread color through the house without 
being too in-your-face,” he explains. Working with 
the terrazzo proved especially tricky given how 
dominant its colors and design are. “Anything I chose 
needed to complement it.” Here and there, brighter 
tones spike pastel hues. He accented the luminous 
sea-foam kitchen—where most meals are taken—
with an acid-yellow wall cabinet. The breakfast table 
is topped in citron ceramic. And painterly slabs of 
purplish marble clad the master bath. “The idea was 
to have two rooms that are dark for contrast: my 
bathroom and the gym, with walls sheathed in gun-
metal subway tiles.” 

As in Avenue Road’s showrooms, the décor pairs 
sober but shapely pieces—primarily of European 
provenance—with more-expressionistic furnish-
ings by Brazilian designers like Jorge Zalszupin and 
Oscar Niemeyer. The latter “aren’t the core of our 
collection, certainly, but they are a particular love 
of mine,” Weishaupt says. He has been frequenting 
São Paulo and Rio for about 15 years; he was intro-
duced to the country’s design heritage and boldface 
talents via his friends George Yabu and Glenn 
Pushelberg of the Toronto firm Yabu Pushelberg 
(whose furniture Avenue Road also carries). “What 
fascinates me is how European design got filtered 
through the South American sensibility,” says 
Weishaupt, himself no stranger to cross-continen-
tal dialogue. He grew up in Munich, where his father 
practices architecture, and relocated to Canada in 
2003 for a marketing position at the BMW Group. 
While working for the car manufacturer, Weishaupt 
came to understand the emotional aspect of luxury 
goods marketing—design that is not just visually 
appealing, but soulful. 

Beyond traveling between New York, Toronto 
and now Miami—“the perfect triangle,” he says— 

Weishaupt is often on the road, visiting his inter-
national roster of contributing designers and 
production facilities. Since launching in 2007, Avenue 
Road has grown significantly, from a three-person 
outfit to an international brand some 30 people 
strong. The original showroom was 2,300 square 
feet; now the company operates a 15,000-square-foot 
space in Toronto and a 5,000-square-foot space in 
New York, plus an international distribution center. 
Sales have tripled over the past five years. In that 
time, Weishaupt has been taking an increasingly col-
laborative approach to building the collection and 
conceptualizing individual pieces. “It’s very much a 
back and forth, an ongoing dialogue with the design-
ers,” he says. “We’re constantly discussing what we 
need, what sells, what we can improve on, what’s 
missing from the line.” 

Accordingly, it can take months or even years for 
certain pieces to gestate. “To come up with a prod-
uct that doesn’t just sell well but that also slots 
nicely into the existing collection takes time,” says 
Weishaupt. A process, in fact, not unlike building 
a home: “I have so many ideas that I haven’t imple-
mented yet. It’s a work in progress, always in flux.” • 

BATHING BEAUTY  
Left: Weishaupt gave 
the master bathroom an 
overhaul, cladding the 
space in huge slabs of 
Rocky Mist, an Italian 
marble. He chose the 
Agape Vieques tub for 
its faintly Art Deco 
lines. Below: The pool 
and backyard of the 
renovated 1932 house. 

SITE SPECIFICS  
Above: A custom 
version of Christophe 
Delcourt’s ILE dining 
table; the chairs (by 
Ricardo Fasanello) and 
console (Jorge Zalszupin) 
are vintage Brazilian 
designs. Right: Stephan 
Weishaupt. Center: 
Avenue Road launches 
Yabu Pushelberg’s Park 
Place chair this month. 

The complete offering terms are in an offering plan available from Sponsor. File No. CD14-0075. All images are artist’s renderings and are provided for illustration purposes
only. All square footages and dimensions are approximate and subject to normal construction variances. Square footage exceeds to usable floor area. Sponsor reserves the
right to make changes in accordance with the terms of the offering plan. Sponsor: 5 Beekman Property Owner LLC, 140 Broadway, 41st Floor, New York, New York 10005.

The Beekman. Presented by an all-star cast of designers and restaurateurs including Martin Brudnizki,Thomas Juul-Hansen,
Tom Colicchio and Keith McNally.

Select Tower Residences designed by Thomas Juul-Hansen are complemented by The Beekman Black Card offering preferred
access to the hotel and residential amenities, including charging privileges for the Tom Colicchio and Keith McNally restaurants
in addition to an array of concierge and valet services.

One, Two and Three Bedroom Condominium Residences
One Bedrooms starting at $1,550,000
Two Bedrooms starting at $2,975,000
Penthouse 50 priced at $15,250,000

5 BEEKMAN STREET, NEW YORK, NY 10038
212.769.0500 / THEBEEKMAN.COM
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O
N A COOL, RAINY afternoon in Austin, Texas, 
Young Guru—Jay-Z’s personal sound engi-
neer for the past 16 years—was giving a 
master class on recording and mixing tech-

niques at Dub Academy, a music school and studio 
east of downtown. Lanky and lithe, the former high 
school basketball star radiated a quiet authority at 
the front of the room, befitting his nickname. While 
his disquisition ranged from best practices for set-
ting sound levels to navigating life on the road, the 
audience—which included everyone from gee-whiz 
interns to producer Mannie Fresh, who mentored Lil 
Wayne—hung on his every word. 

That’s because Young Guru, 41, is the most famous 
and successful engineer in the history of hip-hop, 
the man in charge of soundboard operations for 
many of his generation’s legendary recordings. He 
was on the ground floor of both Sean Combs’s Bad 
Boy Records and Jay-Z’s Roc-A-Fella Records. He 
recorded Eminem and 50 Cent early in their careers. 
You name them, he’s been in the studio with them: 
Beyoncé, Drake, Rick Ross, Rihanna, Snoop Dogg. 
“He asks producer questions, which lead us to talk-
ing about engineering,” says Ernest Dion Wilson, 
aka No I.D., who produces for Kanye West and Jay-Z 
and is known as the godfather of Chicago hip-hop. “I 
ask him engineering questions, and we end up talk-
ing about production. There are not too many people 
with whom I trust that conversation.” It’s a sentiment 
echoed by the dozens of artists he’s worked with. 
“He invigorates me,” says the rapper Common, who 
was nominated for a Grammy this year for his album 
Nobody’s Smiling, which Young Guru mixed. “When 
I get around him, I feel like we can accomplish 

BY NEAL POLLACK
PHOTOGRAPHY BY BRENT HUMPHREYS

Hip-hop’s most trusted audio 
engineer is lending his golden ears 
to Silicon Valley—and to the next 
generation of sound innovators.

THE SAGE OF 
SOUND

creative brief

>

MIX MASTER  
Young Guru helped 

design a music curriculum 
at USC and speaks at 

companies like Pandora 
and BitTorrent.

have your
coffee & your
espresso, too
THE NEW Y5 DUO. FOR BREWING EVERY TYPE

OF EXTRAORDINARY CUP.

Deliciousness delivered with ease, cup after

cup. With our innovative illy iperEspresso duo

capsule system, creating an excellent cup of

espresso or classic coffee is perfectly simple.

Our special ly-designed capsules del iver

extraordinary taste with professional artistry—

all in a single touch, from a single machine.

Café quality, uncomplicated.

Savor the Taste. Discover the Artistry.

Visit illyusa.com/Y5DUO
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things, because he has that type of energy.”
Young Guru is not just a sought-after author-

ity in the music industry—in recent years he’s 
become equally in demand in Silicon Valley, where 
his innate grasp of the relationship between engi-
neering and art is a valuable commodity. He’s an 
artist-in-residence at USC, where he teaches students 
about music technology and music history, and is a 
frequent guest speaker at colleges (NYU and MIT 
among them), tech conferences and companies such 
as BitTorrent and Pandora. In 2013, he partnered 
with Hewlett-Packard and the Recording Academy’s 
Grammy U program to create an educational tour 
called “Era of the Engineer.” At 13 cities across the 
country, he spoke to students about what audio engi-
neers do, explaining the influence and innovations of 
famous practitioners like Tom Dowd, who pioneered 
multitrack recording, and Tony Maserati, who helped 
invent the sound of New York hip-hop and R&B.

While artists and producers tend to think about 

the creation of a song on a macro level, engineers 
operate on a micro scale, using precise metrics to 
smooth out or blow up any sonic detail within the 
overall sweep of a song, much as a baker deploys 
exact pinches of spices and ingredients to achieve a 
desired taste. Using preamps, compressors, faders 
and, of course, a highly discriminating set of ears, 
an expert sound engineer like Young Guru layers the 
various elements of a track, an alchemical process 
that can utterly transform the music’s atmosphere. 

“That’s the gangsta thing about the computer,” 
says Young Guru. “When computerized music 
appeared, other engineers were thinking that it 
didn’t sound right. And it didn’t at first. It sounded 
clunky and janky. But I thought it was incredible. 
Before it, you needed four guys on the mix. Now you 
can just write it.”

With a client—like Jay-Z—whom Young Guru has 
worked with so long, he can almost anticipate what 
the artist wants. When Jay-Z thought the track “Run 
This Town” didn’t sound “army” enough, Young 
Guru found a stomp-like sound and layered it under 
the kick drum to create the effect of a troop marching 

down the street. Other times his touch is lighter: 
On “Empire State of Mind,” Young Guru applied his 
knowledge of grunge bands like Nirvana—which 
tend to have a wide dynamic range—to descend into 
the scaled-down beginning of the song’s second 
verse without losing the energy of the first.

“He’s expanded the idea of what an engineer 
can be,” says Patrick Gillespie, an administrator 
at Cornell University, where Young Guru judges an 
annual design competition sponsored by Intel. 
“Engineers are no longer sitting in the back room. 
They’re out front, creating things, showing the world 
what can be done.” 

Young Guru was born Gimel Keaton in 
Wilmington, Delaware, in 1974, the middle-class 
son of a schoolteacher mother and an accountant 
father. He recalls traveling to Philadelphia as a 
child to get cassette copies of early hip-hop record-
ings that had come down from New York. By age 12, 
he was DJ’ing midnight basketball games in the 

Wilmington projects, while studying his DJ idols 
Jazzy Jeff and Kid Capri by day. 

Enrolling at Howard University, he became one of 
Washington, D.C.’s leading club DJs. The school put 
on an annual hip-hop conference, the first of its kind, 
which gave Guru access to stars like Tupac Shakur 
and the Notorious B.I.G. By his senior year, he’d DJ’d 
at the shows of all the big hip-hop artists who’d come 
to town. 

After a tour in Europe, Young Guru studied sound 
engineering at a studio in Maryland in order to learn 
how to record jazz and rock records in addition to 
hip-hop, which he was already working on with two 
of Bad Boy Records’ biggest producers. Two years 
later, he was in Manhattan, working on a record with 
Memphis Bleek, a Jay-Z protégé. “Jay-Z came in to 
supervise. He saw me and said, ‘I like the way you 
work.’ ”

Sixteen years later, he’s still Jay-Z’s personal 
sound engineer and a close confidante, to the point 
that the hip-hop juggernaut entrusted Young Guru 
with holding his entire musical oeuvre on the sound 
engineer’s hard drives at home. “Whenever he needs 

me, I’m a phone call away,” Young Guru says. “That’s 
how it rolls. I drop everything for him.” The relation-
ship has its perks—Young Guru has served as Jay-Z’s 
tour DJ since 2010.

An avid reader, he devoured books and articles 
about design, tech culture and his favorite subject, 
physics (he even once attended a scientific confer-
ence to learn about the God particle). “I want to know 
how the universe works, the same way an engineer’s 
mind looks at a piece of equipment,” he says. “I want 
to take it apart.”

When opportunities beyond music began to arise, 
Young Guru was ready. He was an easy talker and a 
natural teacher, having acquired his nickname in 
high school while giving African history classes at 
a community center. In 2013, as a visiting lecturer 
at USC’s Thornton School of Music, he made such 
an impression that the school named him an artist-
in-residence and enlisted him to help design the 
curriculum for a new music-production major. 

“He’s made a huge impact across our school,” says 
Chris Sampson, vice dean of contemporary music at 
Thornton. “He’s been featured in our music history 
classes, our songwriting classes, our production 
classes and general education, because he has that 
depth of knowledge and flexibility. He went from 
being a guest speaker to a vital colleague.”

Young Guru realizes he occupies a unique cul-
tural niche, that of the smoothest guy in the room 
who also happens to be a science whiz and a massive 
Star Trek nerd. Like his hero Spider-Man, he knows 
that with power comes responsibility—in his case, 
to help change the perception of engineering. “To 
my younger community, engineers weren’t cool,” he 
says. “But I was always the guy who didn’t care what 
other people thought.”

He’ll soon be at the Kennedy Space Center to judge 
the Intel-Cornell Cup, supervising innovation labs at 
MIT and consulting Warner Bros. Pictures on fran-
chise science-fiction projects. But music remains a 
major focus: For RCA Records, he recently finished 
mixes for a debut from the hip-hop collective A$AP 
Mob. It’s all part of the guru’s wide-ranging curricu-
lum, a never-ending process of education. 

“He truly is a scientist, a musician, a visionary,” 
says Common. “Sometimes technology doesn’t get 
to the core energy of a project, but he knows how to 
manipulate it where you feel like you’re getting some-
thing authentic and organic. He uses technology at its 
highest level.” •

PERSONAL RECORD  
In the course of his two-
decade career, Young 
Guru has collaborated 
with nearly every 
major hip-hop artist, 
working on some of the 
genre’s biggest releases, 
including the four al-
bums at left from Jay-Z, 
Drake, De La Soul and 
the Notorious B.I.G. 

“Young guru invigorates me. when i get around 
him, i feel like we can accomplish things, because 
he has that tYpe of energY.”  –common
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L
IKE FAMILIAR STATUARY, the figures of 
Amanda Sharp and Matthew Slotover—
fiercely frizzy hair and boyish mien, 
respectively—have greeted pilgrims at the 

entrance of the Frieze Art Fair every year since the 
event’s start in London, back in 2003. As the fair’s 
founders, the brainy and erudite pair have raised the 
art of the meet-and-greet to the level of afternoon 
tea with the queen. In many people’s eyes, it is their 
uncommon commitment to connoisseurship that at 
least in part explains their success; what started out 
as a scrappy post-university publishing adventure is 
now an umbrella for two art magazines of record—
in English and German—as well as three fairs of 
international renown spread between New York and 
London. Inasmuch as art fairs today are no longer the 
exclusive stomping ground of the private-jet-owning 
one percent but also for the curious plenty, Frieze has 
played perhaps the biggest role in that shift. On the 
eve of this month’s Frieze New York—the final fair for 
which they will serve as directors—the two are set-
ting their sights on new ventures.

According to institutional lore, Slotover and Sharp 
met at a bar mitzvah in London—where they both 
grew up—at the age of 12. They crossed paths again at 
Oxford, where they each dabbled in writing and edit-
ing for school papers. After graduation, they launched 
a magazine buoyed by an iconoclastic moment in 

FAIR GAME 
Clockwise, from far 
left: Sharp and 
Slotover; the James 
Cohan presentation 
at Frieze New York 
last year; the Helly 
Nahmad booth, 
staged as a collector’s 
apartment, at Frieze 
Masters; Frieze 
magazine’s first issue 
in 1991; the entrance 
of Frieze Masters.

“it was clear that the fair  
was going to cause a seismic 
shift not only in london, 
but across the global  
art world.” –stuart comer

contemporary art that would later be christened the 
epoch of the Young British Artists, or YBAs (these 
were the beginnings of Damien Hirst’s sharks pre-
served in formaldehyde and Tracey Emin’s smelly 
refuse-laden bed). “It was absolutely electric,” says 
Slotover, 46. “You couldn’t get away from the feeling 
that something was happening in London, and though 
we really didn’t know anything about art or maga-
zines, we just knew we had to respond to it,” adds 
Sharp, 46, who is both punishingly serious and dis-
armingly down to earth (like the late Steve Jobs, she 
heroically sticks to jeans, regardless of the occasion). 

Frieze magazine’s pilot issue, handsomely 
designed by fellow co-founder Tom Gidley (he left in 
2000 to pursue his own artwork), boasted a butter-
fly by Hirst on its cover and featured a conversation 
between the artist and the late Welsh art critic Stuart 
Morgan on “life and death.” Back then, the editorial 
trio simply knocked on the doors of their favorite writ-
ers—including prominent cultural critics like Hilton 
Als, Peter Schjeldahl and Lynne Tillman—almost 
always managing to seduce them into contributing. 
“We were kids!” says Sharp. “Maybe people were 
charmed by that.” The gallerist Gavin Brown served 
as the magazine’s first U.S. editor, and later, the art-
ist Collier Schorr took over that role. Frieze swiftly 
became “the other Artforum,” a foil to the then-three-
decade-old establishment arts publication.

And yet, 12 years into the project and having 
improbably devised a profitable print magazine, 
Sharp and Slotover craved a new set of challenges. By 
then, Sharp was living and working from New York, 
while Slotover remained in London (their transat-
lantic phone calls took up at least half of most days). 
“The fair became the thing that reanimated our rela-
tionship,” Sharp says now. 

The first Frieze Art Fair opened with abun-
dant brouhaha in October 2003 in London’s leafy 
Regent’s Park. Housed in an elegant cathedral-like 
tent designed by the architect David Adjaye, it was 
hailed by critics for its quality and cosmopolitanism. 
London in the early 2000s was vying with New York 
as a financial center and was rife with new and old 
money, as well as an atmosphere of can-do-ism that 
expressed itself in the ascendance of a new entre-
preneurial class. New restaurants (no more bland 
English mush!), art galleries, social clubs and even 
the opening of the hulking Tate Modern in a retired 
power station signaled a sea change in the city’s cul-
tural life. The Frieze Art Fair seemed to be cut from 
the same cloth. In that first outing, tickets sold out 
daily with long lines to get in, despite the dreary 
London rain. “It felt like every single creative person 
was there,” MoMA curator Stuart Comer recently told 
me. “Between the quality of the art and the intellec-
tual ambition of the programming and commissions, 

it was clear that the fair was going to cause a seismic 
shift across the art world.”

At a time when art fairs seem to have popped up 
everywhere from Buenos Aires to Hong Kong, groan-
ing about their ubiquity and crass commercialism 
has become easy conversation filler at cocktail par-
ties. Still, amid the requisite eye rolls, Frieze has 
proven to be innovative. It was the first fair, for exam-
ple, to put public talks and unconventional public art 
commissions at the center of its agenda. Last year’s 
New York fair included appearances by the director 
of the Academy Award–nominated documentary The 
Act of Killing and members of the feminist punk band 
Pussy Riot, recently released from a Russian prison—
neither of which qualifies as breezy art fair banter. 

Sharp and Slotover also expressed an early com-
mitment to the sort of work that art historians like to 
file under the cumbersome rubric of “relational aes-
thetics.” In the name of this socially engaged art, past 
iterations of Frieze have witnessed: celebrities serv-
ing sausage in homage to dead sausage-loving artists; 
a young woman calmly reading a Philip Pullman novel 
alongside a lump of her own excrement; or a perfor-
mance by a troupe of disabled actors. While a lot of 
this might feel like having your cake and eating it, 
too (many of the non-commercial projects indulge in 
knowing jabs about the problems of the art world), 
it still makes other fairs’ programming look like an 

afterthought. “We try to tread that fine line between 
doing something that can survive as a business but 
that has a cultural component as well,” says Slotover. 
“The balance is tricky, but without it, we just wouldn’t 
stay interested.” (The bulk of Frieze’s profits are 
derived from selling space to galleries at the fair.)

In 2012, Sharp and Slotover ventured into new 
territory again with the launch of Frieze Masters 
in London, a fair that spans ancient to modern art. 
Masters has included everything from the re-creation 
of a collector’s art- and book-laden apartment fro-
zen in 1968 Paris to a series of intricate drawings 
inscribed in accountants’ ledger books by members 
of Plains Indians tribes in the decades before 1900. In 
May of 2012 a new fair also launched in New York City. 
Set on Randall’s Island—a place hitherto known only 
to parents of soccer-playing children and ardent fans 
of Cirque du Soleil—Frieze New York’s demi-aquatic 
location alone was enough to set it apart from your 
standard cultural excursion. Says the sagely can-
tankerous New York magazine art critic Jerry Saltz: 
“The atmospherics are different. I can smell water. 
The space feels open, the place has a kind of cool-kids 
vibe, but in a good way. And it’s the one fair that I 
haven’t yet had a nervous breakdown at.”

For the New York iteration, Sharp and Slotover 
brought on SO-IL, an architecture firm known for its 
deceptively lo-fi approach. The airy tent it designed, 

which stretches the length of three football fields, 
makes moving around a pleasure rather than a claus-
trophobic, eye-glazing chore. An eclectic selection 
of restaurants—from haute to affordable—continues 
to be a draw. (Both Sharp and Slotover have outsize 
passions for food and have consistently recruited 
concession stands from the likes of Roberta’s pizza in 
New York or Hix in London.) And of course, there is 
an annual roster of diverse artist projects commis-
sioned by Italian curator Cecilia Alemani, including 
this year’s re-creation of a vast labyrinth designed by 
the Fluxus artist George Maciunas in 1976.

And so, one might wonder, with things going so 
well, why on earth would Sharp and Slotover relin-
quish their roles? “It’s time for new ideas and new 
blood,” Slotover says (the pair do retain ownership of 
the endeavor). Victoria Siddall, a 10-year veteran of 
the organization, has been tapped to helm the fairs 
alongside artistic directors Jo Stella-Sawicka and 
Abby Bangser. But even as Sharp and Slotover face 
the end of their run as directors, there’s been little 
thumb twiddling; they say that they’ve been study-
ing diverse potential projects, about which they 
remain tight-lipped. Are they art related? “We can’t 
tell,” Sharp says. What about entertainment? “It’s 
too early to say,” says Slotover, adding: “You know, 
we actually like starting things. It turns out that’s 
what we’re best at.” •

BY NEGAR AZIMI

After a prolific two decades that saw the launch of art 
fairs and magazines, Frieze co-founders Amanda Sharp 
and Matthew Slotover are ready to tackle new territory.

THE BIG FRIEZE
art talk
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Seek out bliss on a Mediterranean retreat with undone, barefoot looks 
that evoke a cinematic romance with a dash of la dolce vita. 
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WARM EMBRACE  
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Next year, an early masterwork by the  
Catalan architect opens to the public  

for the first time—and the banking scion  
running it has surprising plans in store.

GAUDÍ’S HIDDEN 

GEM

ORNATE FACADE   
Casa Vicens, one of 
Gaudí’s earliest buildings, 
in Barcelona’s Gràcia 
district. Opposite page: 
Mercedes Mora, in charge 
of operations at the house.
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“to understand 
gaudí’s career, 
you have to see 
casa vicens.”

–mercedes mora

B
ARCELONA HAS many charms, but it’s 
hard to imagine the city sparkling the 
way it does without the work of Antoni 
Gaudí, whose unfinished Basilica and 
Expiatory Church of the Holy Family, 
known as the Sagrada Família, draws 

over three million visitors a year. Only slightly less 
popular are the architect’s whimsically tiled Parc 
Güell and his two famous apartment buildings, Casa 
Batlló and Casa Milà. Both buildings have operated 
as tourist attractions for decades, offering such 
Gaudí-themed enticements as vending machines 
stocked with Batlló-branded water, gizmos that 
press pennies into souvenirs and hologram displays. 

Mercedes Mora does not intend to include such 
gimmicks at Casa Vicens. Late next year, Mora, 
a member of an Andorran banking family, will 
open the house—one of the first major buildings 
of Gaudí’s career—to the public for the first time. 
A Moorish-Orientalist extravaganza, the building 
was commissioned in 1882 when Gaudí was just 
30. Completed in 1888, it marked not only Gaudí’s 
coming of age, but also the flowering of Catalan 
architecture—a victory of the phantasmagorical 
over the rational that, in the succeeding decades, 
led to hundreds of eccentric buildings in the region. 
“To understand Gaudí’s career, you have to see Casa 
Vicens,” says Mora, 39, echoing the views of many 
architectural historians. 

Last year, MoraBanc, founded in the principal-
ity of Andorra in 1952 by Mora’s great-grandfather, 
bought the house for a reported $41 million. (Mora, 
citing the sellers’ request for privacy, declines to 
confirm the price.) Mora was working in real estate 
when she heard that her family company was buying 

Casa Vicens. She immediately applied for the job of 
running it, and the bank’s twin governing bodies— 
the family board and the external board—agreed to 
put her in charge. Now she’s working around the clock 
on a thousand details related to the opening. She isn’t 
complaining about the hours. Instead she says, “I have 
taken on the most beautiful project of my life.”

Mora has loved Gaudí since childhood, when she 
drew his buildings around Barcelona (she still has 
her drawings of Casa Milà in her mother’s Barcelona 
apartment). But her attachment to the project isn’t 
entirely architectural. Mora wants to use culture to 
help MoraBanc, still family owned, increase its mar-
ket share. “The important thing here is the potential 
of finding a new type of top client,” she says. “Imagine 
someone interested in entering as a co-investor in 
Casa Vicens: This person might become a MoraBanc 
private banking client, or vice versa.” And for those 
clients, she needs the Gaudí house to make a profit.

O
NE EARLY autumn day, Mora is 
standing outside in the rain, point-
ing out the unusual features of the 
Casa Vicens facades. The building 
is blocky—Gaudí hadn’t yet devel-
oped the full vocabulary of catenary 

curves that shaped his later buildings—but turrets 
and gables break up its substantial volume. Surfaces 
are covered with green and white tiles in bold check-
erboard patterns; some tiles bear images of yellow 

French marigolds, while ceramic sunflowers and foli-
age embellish small balconies. 

The sidewalk in front of the building is dot-
ted with tourists, who arrive knowing there is 
no chance of seeing the interiors but are happy to 
shoot selfies with Gaudí’s riotous exterior behind 
them. Mora unlocks the gate of palmetto-patterned 
wrought iron and slips into the overgrown garden. 
The tourists barely notice.

Soon she is feeling her way around a musty, dark 
basement. The electric company failed to keep an 
appointment, and Mora needs to find the circuit 
breakers before she can turn the house’s lights on. 
Once she does, she heads upstairs to show off some of 
the most delirious interiors ever created. Gaudí con-
cealed walls and heavy cabinetry behind paintings of 
flying birds and climbing ivy, and made ceilings look 
like blue skies with palm trees growing up through 
skylights. Some of the effects are three-dimensional. 
The architect used pressed cardboard to model fig-
ures of ivy, fruit and flowers, presaging the “dripping 
ice cream” facades of his later buildings. 

The place looks to be in disrepair, but maybe no 
more so than any house recently vacated by long-
time residents. Later, Jordi Falgàs, an architectural 
historian who is working with Mora on the reno-
vation, says, “The original Gaudí interiors are in a 
fairly good condition. Some of the wall paintings 
in the dining room have suffered due to humidity, 
but restoring them is mostly a matter of clean-
ing and preventing future damage.” And he says 
he is optimistic that the work will get done in a 
little over a year. “We’re lucky that during recent 
years Barcelona has developed a whole new school 
of experts in the conservation of art nouveau and 

ILLUSIONS OF GRANDEUR   
The ceiling of the veranda includes trompe l’oeil palm trees. 

Opposite: One of the bedrooms on the second floor. 
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FLIGHTS OF FANCY  This page, from left: The dining 
room, with paintings by Francesc Torrescassana; windows 
facing onto Carolines Street. Opposite page: The veranda  

will be restored to an open balcony, as it was in 1888. 

modern heritage” buildings, he says. In other 
words, the workers he needs aren’t hard to find. 

Nor will visitors be hard to find. In fact, one of 
Mora’s challenges will be to cap the number of peo-
ple in the house. She says the plan is to limit entries 
to between 50,000 and 100,000 a year for the first 
three years—3 percent of the Sagrada Família’s traf-
fic. “We know that there will be a lot more demand 
than that,” she says, “but for us, the quality of visits 
will always be more important than quantity.”

But keeping visitors out could jeopardize one of 
Mora’s top priorities: turning a profit. The house is 
owned by a MoraBanc fund formed to “offer custom-
ers the opportunity to co-invest in projects,” says 
Mora. (Those projects include Formula E—an electric 
car version of Formula 1 racing—and proposals for a 
branch of the Hermitage Museum in Barcelona and a 
London hotel.) Mora expects the house to break even 
in the first year and then operate in the black. She is 
weighing two different approaches to admissions: a 
“VIP” option with a few visitors and lofty prices, or a 
more accessible ticket with a higher tourist flow. 

But will what’s good for the bottom line be good 
for Gaudí’s architecture? In an era when directors of 
house museums are dependent on, and sometimes 
desperate for, donations from individuals, founda-
tions and governments, turning to investors makes 
a certain amount of sense. Barry Bergdoll, who until 
last year headed the department of architecture and 
design at the Museum of Modern Art, calls the setup 
“a brave and bold move” that is “definitely a devel-
opment to watch.”

Falgàs, the architectural historian, who has spent 
20 years working for public and private museums, 
says, “It’s great news that private companies are 

becoming more and more involved in historic preser-
vation.” He sees MoraBanc’s goals as consistent with 
proper stewardship of the house. Mora agrees, say-
ing that only a well-maintained and well-run house 
will satisfy her family. “All the things we talk about—
the privilege of giving the house back to the public, 
cross-selling MoraBanc and making money for inves-
tors—have to be in balance,” she says. 

To achieve her goals, she will need plenty of 
advice. She is working with the Iconic Houses net-
work, an Amsterdam-based organization that 
helps the directors of modernist house museums 
address shared problems. According to its director, 
Natascha Drabbe, the biggest hurdle for most of the 
dwellings in the network is finding enough money 
for restoration—and that money requires visitors. 
Only a few, including Casa Batlló and Casa Milà, can 
rely on steady streams of tourists to fund opera-
tions. As Bergdoll puts it, “Perhaps the craze for 
Gaudí is just the thing.” 

Gaudí’s popularity was unimaginable in 1882. 
That’s when Gaudí, four years out of architecture 
school, received the commission to design a house for 
Don Manuel Vicens Montaner, a stockbroker. As the 
architect’s biographer, Gijs van Hensbergen, wrote in 
2001, “When Gaudí first inspected the site, he found 
a giant flowering palm surrounded by a carpet of yel-
low flowers.” Gaudí intended to enshrine that flora in 
architecture, which explains his use of yellow-flower 
tiles and wrought-iron palm fronds.

Vicens died just seven years after the house was 
built. In 1900, his family sold it to Antonio Jover, a 
surgeon from Havana, who opened its garden to the 
public every May. The house remained in Jover’s 
family for more than a century, until his grand-
nieces and nephews sold it to the bank in 2014. 

Over the years, the Jovers had sold off bits of the 
land, eventually chopping off the backyard belve-
dere and grotto. In their place, apartment buildings 
crowded around the house. While the belvedere  
and grotto will never be replicated, Falgàs hopes 
to re-create the fountain designed for the porch, 
which, he says, “is essential to understanding how 
Gaudí created an interior that was an extension of 
the garden.”

Inside the house, which the Jovers divided into 
four apartments, Gaudí’s original layout is being 
restored. Other changes will include the installa-
tion of a new stairway and elevator. It helps that the 
Jovers enlarged the house by nearly half its original 
size in 1925. (Gaudí, busy with the Sagrada Família, 
gave his approval to the expansion but let another 
architect design it.) The facade of the addition 
mimics Gaudí’s, but its interiors are plain. “That is 
actually very convenient,” says Mora, “because it 
gives us a place for all of the new visitor services 
without having to occupy the Gaudí rooms.” 

Altogether, 15 Gaudí rooms on four levels will be 
open to the public. Bergdoll may speak for millions 
when he says he’d like to see those rooms as soon 
as possible. The achievements of a mature Gaudí—
Casa Batlló and Casa Milà, the Sagrada Família and 
several projects for the Güell family—are already 
familiar territory. But, he says, “I am dying to see 
Gaudí in this earlier mood.” • 

“for us, the quality of the visits 
will always be more important 
than quantity.” –mora
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The lead in the new film adaptation of Thomas Hardy’s Far From the Madding Crowd,  
and currently on Broadway in Skylight, Carey Mulligan gets her star  

power from her beguiling restraint—and her extraordinary care in choosing parts.

There’s Something 
About Carey

C
AREY MULLIGAN has a new tattoo. The 
phrase inked on the inside of her right 
wrist is so tiny I have to lean in to read 
it as she sits across from me in the airy 
lobby of the Crosby Street Hotel in 
lower Manhattan. It’s early morning, 

but Mulligan, 29, has already been up for hours; she’s 
still on London time after having just flown here for 
the Broadway run of David Hare’s Skylight. She apolo-
gizes for not eating anything—when her jet lag woke 
her at dawn, she ravenously ate breakfast. By the 
time we sit down, all she’s in the mood for is some 
Earl Grey tea, served the proper British way, with 
milk and one lump of sugar.

Her new tattoo—“Love That Overcometh”—is a 
reference from a film she recently finished shooting, 

Suffragette, which opens this fall. Co-starring Meryl 
Streep and Helena Bonham Carter, it tells the story 
of female activists who fought for the right to vote in 
Britain; the phrase on Mulligan’s wrist commemo-
rates a suffragette who threw herself under the king’s 
horse in martyrdom to the cause. The tattoo was an 
impulsive act, she admits, but the line kept resonat-
ing in her head after shooting. “I texted a picture of 
this to everyone right after I got it,” says Mulligan. 
Even wearing no makeup and a slouchy blue cash-
mere sweater, her brown bob disheveled, she conveys 
a wry, impish quality immediately recognizable from 
her on-screen performances. “I sent it to Helena and 
Sarah [Gavron, Suffragette’s director], and they were 
like, ‘Holy s—! This movie had better be good now.’ ”

If the impetuousness of marking herself with a 

permanent souvenir from a film that hasn’t even 
come out yet shocked Mulligan’s colleagues, it’s 
because the gesture doesn’t match up with her 
restrained persona. Mulligan is the definition of a 
highly controlled actor; much of her power comes 
from her unruffled patience, her stillness. Off screen, 
however, she’s more ad-hoc about her choices, so 
much so that she imposed a rule on herself: Never 
accept a part in the first meeting with a director. “I 
used to be so eager and overenthusiastic that I would 
take jobs in the room,” she says, pulling her sweater 
sleeves down over her wrists. “But that got me into a 
world of trouble. It got messy.” She nearly broke that 
rule with Suffragette, texting her agent immediately 
after meeting Gavron to say that she wanted the part 
(this was before Streep had been cast). “I just knew 

TODAY’S WOMAN 
“When Carey plays a 
classic role, we recognize 
that woman,” says Baz 
Luhrmann, who directed 
her in The Great Gatsby. 
“She’s modern in her 
soul and in her spirit.”  
J.W. Anderson shirt and 
leather trench.
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flew to New York and saw a production of Cabaret. “It 
was so amazing and immersive and raw and alive and 
dangerous, and pretty shocking for a teenager,” says 
Mulligan, with a slight giggle. “I recently saw it again 
with my mum—we went to see Sienna Miller do it 
now because she’s a good friend—and she kept turn-
ing around and saying, ‘I cannot believe I took you to 
this then!’ But I remember walking out of that show 
and thinking, Cool, yep, this is what I am going to do.”

Other than following her gut, she had no idea how 
to become an actress. While at Woldingham board-
ing school in Surrey, she was cast in school plays but 
didn’t have much real-world contact with the theat-
rical community. So Mulligan did what any sensible 
British teen seeking a life on the stage would do: 

She wrote a letter to Kenneth Branagh. “I must have 
seen him on stage doing Shakespeare,” she says, roll-
ing her eyes at her younger self. “I wrote to him and 
I said, ‘I just so desperately want to be an actor, and 
I don’t know what to do.’ ” (Branagh wasn’t the only 
celebrity she wrote to. “I was such a weird, geeky 
kid,” she says. “I wrote to Eminem and told him I 
thought his songs were amazing.”)

Branagh didn’t write back. (Nor did his sister, as 
some versions of the story circulating on the Internet 
claim. “I don’t even know if he has a sister,” says 
Mulligan. “If he does, she wouldn’t be hanging around 
answering his mail.”) But Branagh’s assistant did. 
“It was something like, ‘Kenneth is very busy doing 
a show, but he feels that if you feel there’s nothing 

else you can do, you should be an actor.’” Mulligan 
felt enough encouragement to apply to drama school. 
Unfortunately, her parents had other ideas. They did 
not want their daughter to become an actress, even 
though Nano had hand-delivered the note to Branagh 
herself, at the stage door of the theater he was work-
ing in at the time. “My parents were really protective 
and didn’t think this was a particularly solid career,” 
she says. “They didn’t exactly forbid me, but they 
wanted me to go to university. I had other plans. I’ve 
always felt really in control on stage. I loved that feel-
ing. And I lost interest in everything else. If I had felt 
that kind of control in science, I would’ve spent my 
whole time in science lab.”

So Mulligan lied. In secret, she applied to three 
drama schools—Royal Academy of 
Dramatic Art, Central School of Speech 
and Drama, and Drama Centre London—
and told her parents she was going off 
to university interviews when actually 
she was at auditions. “It was the most 
rebellious thing I’d done, the height of 
my rebellion.” In the end, Mulligan was 
rejected from every program. “I had 
hoped to waltz in like, ‘Oh, look, I’m 
amazing!’ That’s not what happened.”

Even as she applied to traditional uni-
versities, Mulligan remained steadfast 
in her acting ambitions. Secretly, she 
wrote another letter, this time to Julian 
Fellowes, the screenwriter of Gosford 
Park and, later, creator of Downton Abbey, 
whom she had met once after he gave a 
talk at her boarding school. This time, her 
letter hit the mark. “I said, ‘Mr. Fellowes, 
you’re the only person in this world I’ve 
ever met. I’ve been rejected from drama 
school, and I don’t know what to do!’ ” She 
pauses for dramatic effect. “And then he 
invited me to dinner.”

As Fellowes remembers it, he and his 
wife, Emma, were throwing “a little get-
together for aspirants and, as a caprice, 
invited her. Emma got a real feeling about 
her, that she was not quite like anyone 
else.” What came next was a classic tale of 
right place, right time—Emma heard that 
Joe Wright was looking for fresh faces for 
his new Pride & Prejudice and suggested 
that Mulligan audition. “I want to state 
that Emma didn’t get Carey the job; Carey 

got Carey that job,” Fellowes says. “I’m always a little 
wary of us trying to take credit for her unusualness; 
she was born unusual.”

After a string of relatively small TV parts, 
Mulligan landed her first major stage role: in a 2008 
Royal Court production of Chekhov’s The Seagull, as 
Nina, the precocious young actress who would give 
anything to be a star—a striking intersection of a role 
and the actor’s real-life ambition. Critics swooned 
over her vulnerability and zeal, heralding her as one 
of the great Ninas of all time. To commemorate her 
big break, Mulligan got her first tattoo: a small out-
line of a seagull, which now perches underneath the 
words from Suffragette.

Though Mulligan hadn’t yet had a breakout 

I couldn’t stand the idea of not being involved,” she 
says. “That’s how I make choices now—if I can’t sleep 
at night over the idea of someone else doing it.”

Mulligan broke a second rule, this one more recent, 
when she took the role: No more costume dramas, at 
least not for a while. This month, her new film, Thomas 
Vinterberg’s sweeping adaptation of Thomas Hardy’s 
Far From the Madding Crowd, sees her galloping 
over the Dorset hills in sumptuous bodices from the 
1870s. It’s the latest in a series of period pieces on her 
résumé, beginning with her first film, 2005’s Pride & 
Prejudice, and including her star-making performance 
as a ’60s schoolgirl in An Education, her portrayal of 
Daisy in Baz Luhrmann’s The Great Gatsby and her 
supporting role as the put-upon ex-girlfriend of a 
Greenwich Village folk singer in the 
Coen Brothers’ Inside Llewyn Davis. 
Mulligan admits that she needs to 
focus on something more contempo-
rary: “My agent saw Suffragette and 
said, ‘Darling, you’re lovely in it, but… 
blue jeans film next.’ ”

Part of what sets Mulligan apart 
as an actress is that she makes 
every role, from any era, feel con-
temporary. Luhrmann described 
this phenomenon to me: “When 
Carey plays a classic role, we recog-
nize that woman. She’s modern in 
her soul and in her spirit. Even in a 
corset, she is not a museum charac-
ter.” Suffragette’s screenwriter, Abi 
Morgan (who also co-wrote Shame, 
Steve McQueen’s gritty New York 
erotic noir in which Mulligan played 
the self-destructive Sissy), calls her 
“a true chameleon” and adds that 
“she’s not tricksy. She delivers the 
lines clear as a bell, and that allows 
the characters to ring through. You 
would be amazed at how few actresses 
project that kind of clarity.” Meryl 
Streep, whose career one might argue 
Mulligan is on track to emulate some-
day, had this to say about her co-star in 
an email: “Carey has a quality of per-
meability that is as delicate as a petal. 
She seems to absorb the world of a play 
or a film into her being, and the qual-
ity of her listening is as absorbing as 
her beautiful voice. I think this deep 
commitment and unusual aliveness to the moment are 
things that will sustain a career that reaches further 
and lasts longer than most.”

Mulligan was born in Westminster, in cen-
tral London. Her father, Stephen, who was of Irish 
descent, managed hotels—including a stint in 
Germany—which led to a nomadic, Eloise-at-the-
Plaza childhood for Carey. Mulligan’s acting bug 
came directly from her mother, a Welsh university 
lecturer named Nano, who constantly took Mulligan 
on mother-daughter outings to Saturday mati-
nees on the West End. Young Carey quickly became 
obsessed—“I kept this huge catalog of playbills, from 
every single show I saw,” she says. A trip to Broadway 
sealed the deal; when she was 14, Mulligan and Nano 
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moment on camera, that changed in 2009, when she 
starred in Danish director Lone Scherfig’s small-scale, 
independent film An Education. Mulligan was just 22 
when she played the role of Jenny, a student growing 
up in a 1960s London suburb who has a torrid, glamor-
ous affair with an older man only to discover that he’s 
married. When Mulligan first saw the film, she had no 
idea how the role would change her life. In fact, she 
thought it would be a flop. “I called my mum, devas-
tated, and said, ‘Oh, my God, it’s so boring,’ ” she says, 
smiling at the fact that she got it so wrong. “ ‘It’s just 
long moments of my face. Who is going to sit through 
that? Who finds their own face fascinating?’ ”

As it turned out, Mulligan’s face fueled a whirl-
wind of Sundance praise and glowing reviews, 
with the phrase “the new Audrey Hepburn” tossed 
around so casually it ceased to have meaning. Other 
actresses in Mulligan’s position—sudden global 
superstar—might have rushed into the new fame with 
a blockbuster role; instead, Mulligan took her unex-
pected success as a sign that she should keep playing 
strong women: “The role has to be a female that has 
been written really well, or is strongly representing 
some aspect of femininity—otherwise, I’m not really 
interested in it.” The one time she neglected this 
policy—taking the part of Winnie Gekko in Oliver 
Stone’s Wall Street: Money 
Never Sleeps—she ended up 
feeling the role wasn’t clearly 
drawn enough to satisfy her. 
“It was a lesson to me that if I 
don’t have enough to get ahold 
of, it doesn’t work for me.” In 
the past five years, Mulligan 
has played loners and femi-
nists, beatniks and clones, 
sad flappers and sloppy New 
York burnouts. In addition to 
Shame, she starred with Keira 
Knightley and Andrew Garfield in Mark Romanek’s 
ethereal adaptation of Kazuo Ishiguro’s Never Let 
Me Go, and played Ryan Gosling’s seductive neighbor 
Irene in Nicolas Winding Refn’s Drive. 

With Bathsheba Everdene, the formidable heroine 
of Hardy’s Madding Crowd, she has resurrected one 
of the first great feminist characters of English liter-
ature. “Bathsheba, unlike most characters in British 
costume dramas, has no real desire to be married,” 
says Mulligan. “The start of her story is turning 
down a proposal as opposed to seeking it out. She 
wants a life for herself before she looks to the outside 
world. She makes mistakes, and she has to recover.”

In the film, Bathsheba’s first mistake is turning 
down a marriage request from Gabriel Oak, played by 
the strapping Matthias Schoenaerts, whom Mulligan 
compares to a young Rhett Butler. (“We wanted to 
cast a real man as Gabriel,” says director Thomas 
Vinterberg.) She succumbs to passion and marries a 
libertine soldier, Frank Troy (Tom Sturridge), jilting 
another potential suitor, the bland but kindly William 
Boldwood (Michael Sheen). Bathsheba inherits her 
uncle’s farm, and her financial independence—
unusual for a woman of her era—complicates her life. 
Mulligan beautifully conveys the romantic tension 
simmering within Bathsheba’s  dilemma, of wanting 
to be left alone to tend the fields of her Dorset farm but 

also realizing that she hopes to find love.
In Stephen Daldry’s staging of Hare’s Skylight—

which began on the West End and runs on Broadway 
through June 21—she emits a different kind of 
energy. Mulligan plays Kyra Hollis, a woman in her 
early 30s who lives alone in a dodgy apartment in 
London. She’s visited by her old lover, a wealthy res-
taurateur named Tom Sergeant (Bill Nighy), whom 
she left after his wife discovered their six-year affair. 
They hash out the old drama while making dinner—
Mulligan cooks a spaghetti Bolognese on stage from 
scratch—along with the social issues of the day; Kyra 
has taken on educating inner-city youth, and Tom 
thinks this is a waste of her time.

Mulligan’s performance comes to a climax in the 
second act when she delivers a speech on the subject of 
education, an impassioned aria about social inequal-
ity. On the night I saw the play, her soliloquy was so 
moving, the theater burst into applause. According 
to Daldry, the audience has reacted this way every 
night since the play opened in London. “They just 
feel they’re watching somebody disarmingly open, 
disarmingly available and disarmingly truthful,” he 
says. “When she gets worked up, they get worked up.”

After watching Mulligan chop onions with such 
ease on stage, it made me curious about her domes-

tic life. She lives in London 
with her husband, the folk 
rocker Marcus Mumford, in 
a home they bought in 2012. 
The pair began dating in 2011 
after she saw Mumford per-
form in Nashville. Although 
Mulligan had recently broken 
up with Shia LaBeouf, she and 
her new rocker were engaged 
in just five months. One of the 
reasons they get along so well, 
she says, is that, despite the 

fact that she is a major star, he is able to call her out 
when she feels too inflated. “It’s always nice to come 
home to someone who will tell you when it’s all bol-
locks,” she says. “Because the minute you get to be 
like, ‘Oh, God, I’m nailing it, look how famous I am,’ 
you should give it up.”

After Suffragette, she has no other projects lined 
up. “I take big chunks of time off work,” she says. 
“I’m so lucky that way.” She hopes to work with Paul 
Greengrass, who came to see Skylight, and to col-
laborate again with Morgan, Gavron and the female 
cast of Suffragette. She’s the first to admit that she 
can’t stand to let a juicy opportunity go by. She’s still 
kicking herself for passing on the role that went to 
Rooney Mara in Spike Jonze’s Her. “I’d just done four 
jobs in a row; I was about to collapse,” she says. “But I 
watched it and thought, Dammit, that was brilliant. I 
won’t let that happen again.”

Gathering her coat to leave for Skylight rehearsal, 
she mentions that her parents, at long last, have come 
around to her acting career. Her mother now accom-
panies her on set and is the first “voracious reader” of 
any script Mulligan receives. “We have this running 
joke in my family about how they were right,” says 
Mulligan. “They say, ‘See, we told you that you were 
never going to make it.’ ” As she turns to leave she 
says, “They have all proverbially eaten their hats.” •

“Carey has a 
quality of 

permeability 
that is as 

deliCate as a 
petal.”

—meryl streep

BOLD AS LOVE 
“I was such a weird, 
geeky kid,” Mulligan 
admits. “I wrote to 
Eminem and told him  
I thought his songs 
were amazing.” Dior 
sequin dress, Lisa 
Eisner earrings and 
Mahnaz Collection 
lapis ring. For details 
see Sources, page 134.
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The forecast is bright for a summer filled with eye-catching accessories, from slip-ons  
to sunglasses. The only tough decision is which of these jaunty pieces to tote down to the pool. 

SUNSHINE STATE 
SWELL SEASON 

A roomy bag fits everything needed for an afternoon reverie. Clockwise from top left: Ralph Lauren espadrilles, Saint Laurent by  
Hedi Slimane scarf, Tod’s bag, John Varvatos sunglasses, David Yurman necklace, Loewe pouch and Boss straw hat. Opposite, clockwise  

from top: Lola Hats fedora, Céline tote, Tod’s espadrilles, The Row clutch, Chance picnic blanket and Chanel sunglasses. 



WELL RED
A streak of scarlet enlivens any day. Clockwise from top: Hermès towel, Chanel backpack, Flagpole Swim bikini top, 

 Calvin Klein Collection sunglasses, Céline knit clutch and Missoni multicolor necklace. For details see Sources, page 134.

BREAK IT DOWN
Don’t play games—stay cool in classic blues. Clockwise from left: Coach backpack, Longchamp wallet, Dolce & Gabbana  

bathing suit, Bally sandals, Hermès cap, Dior Homme sunglasses and Officine Panerai Luminor watch.



Known for her singular furniture,  
Gabriella Crespi has resurfaced after decades  

in isolation to reclaim her mantle  
as one of the world’s finest designers.

A RECLUSE 
RETURNS

BY DEREK BLASBERG 
PHOTOGRAPHY BY JAMES MOLLISON

T
HE ITALIAN DESIGNER Gabriella Crespi moved into her Milan 
apartment, a penthouse in the center of town with an overgrown 
terrace that obscures the busy metropolis below, in the early 
1970s. At the time, she was a glamorous and celebrated member of 
international society who created interiors for friends and clients 
like the shah of Iran, the princess of Monaco and the king of Saudi 

Arabia. She used this apartment as a set in promotional materials for her mod-
ern furniture and objets that mixed polished metals with natural materials like 
bamboo and wood. These campaigns display such remarkable creations as 1975’s 
Lotus Leaves, a side table with oscillating bamboo shelves, and 1976’s sleek, 
polished-brass coffee table, Ellisse, which sells for more than $150,000 today.

Four and a half decades later, she’s still in the same apartment and those sig-
nature furnishings are exactly where they’ve always been. It is Crespi who has 

DESIGNING WOMAN 
Gabriella Crespi, in 
her Milan home of 40 
years, surrounded by 
the furniture designs 
that made her famous, 
including the Rising  
Sun table and chairs,  
a heron sculpture  
and a 1974 candlestick.



VISUAL LEGACY 
Clockwise from left: 
Vintage magazines 
featuring Crespi’s designs; 
the living room of Crespi’s 
Milan apartment, with 
such works as her iconic 
Ellisse coffee table topped 
with the sculpture My Soul, 
the Lotus Leaf bamboo 
side table and sculptures 
from the Lune series; 
another sculpture from 
the Lune series; the Fungo 
lamp; a photograph of 
Crespi in the 1970s.  

GOLDEN TOUCH 
Above: Crespi’s collection of 
signature hats. Right:  
A selection of 1970s jewelry 
designed by Crespi in copper 
plated with 24-karat gold, 
featuring fossils and amethysts. 
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changed. Absent is the extroverted, chatty designer, 
whom her 61-year-old daughter, Elisabetta, describes 
as having been “volcanic in every sense of the word.” 
In her place is a quiet 93-year-old woman with a con-
sternating glare and reserved poise. Says Elisabetta, 
“She changed identities: from jet set to spiritual.”

“She’s like the Greta Garbo of Milan,” the art-
ist Francesco Vezzoli says when he and I meet on 
the buzzing street outside her apartment. Vezzoli, 
a popular Milan figure, arranged a rare visit with 
the reclusive designer. Crespi receives us wearing 
what has become her uniform: layers of flowing, 
white linen that resemble Eastern religious robes. 
Her face, still captivating with pale, translucent skin 
and sky-high cheekbones, is hidden under a cream-
colored felt hat and behind oversize sunglasses, both 
of which stay on while Elisabetta serves fresh cran-
berry juice in brass goblets that her mother designed 
in the ’70s. When Crespi speaks, which isn’t often, 
it’s in hushed tones, using a minimum of words to 
express her point.

The Garbo comparison is apt. After spending the 
1960s and ’70s in the center of her generation’s social 
swirl, the designer abruptly abandoned her craft and 
retreated entirely from the limelight. It was 1986 
when she met the late Shri Muniraji, an Indian spiri-
tual advisor who would become her guru, and followed 
him high into the Himalaya Mountains. She sold her 
inventory and gave away what 
remained, spending almost the 
entirety of the next 20 years 
in near silence on a spiritual 
quest. She kept in touch with 
her children—Elisabetta and a 
son, Gherardo—but practically 
everyone wishing to discuss 
her previous life as a much-
admired Italian designer was told she was unavailable 
and she wanted to stay that way.

That is, until recently, when she suddenly 
re-emerged from a self-imposed exile. As she 
approached 90, she decided to pick up her design 
career where she had left off. She called the original 
artisans (or, in some cases, their children) to say she 
was making a comeback. In April, as part of Salone 
del Mobile design week in Milan, the Rita Fancsaly 
gallery showed four new versions of some of her 
most famous designs—the Dama and Ellisse tables, 
the Z desk and the Yang Yin bar, in limited editions of 
nine (this time in bronze)—as well as her first collab-
oration with another creator, a special version of her 
Puzzle table with Italian glass artist Franco Deboni.

T
HE DESIGN WORLD that Crespi is re-
entering—and her place within it—is 
much different than the one she left. 
For one, she is no longer a lone female 
in what was a male-dominated indus-
try. After graduating from the Liceo 

Artistico at the Accademi di Belle Arti di Brera, 
she began studying architecture at the Polytechnic 
University of Milan in 1944. “At that time, I needed 
all my courage to start,” Crespi says of finishing 
school and starting her career. “But challenges 
never discouraged me. My desire to go on was stron-
ger than my fear of failing.”

achievements,” Crespi says today.
Crespi’s best-known pieces are remarkable not 

only for their sleek, modern design, but also for their 
functionality, like the Plurimi furniture series, which 
she first introduced in 1968 and produced through 
the 1970s. Forms could be opened and rearranged; 
some, like the Yang Yin mobile bars, featured inter-
nal shelves and storage spaces for bottles. In 1974, 
she had a hit with the Rising Sun collection, which 
featured furniture and housewares in starburst pat-
terns of bamboo. This collection expanded to include 
many types of home décor, such as platters, bassi-
nets, and screens. (In April, an original Rising Sun 
ice bucket was on sale at 1stdibs.com for $3,200.)

C
RESPI CANNOT PINPOINT the precise 
moment she decided to shutter opera-
tions and head for the Himalayas. She 
was always consumed with the spiri-
tual: In 1945, after World War II, she 
spent several months living in isola-

tion in the Hebrides, and she points to the celestial 
inspirations behind her early designs of jewelry 
and objects in the 1950s. But she says that meeting 
Muniraji in the mid-1980s was the most important 
factor of her seemingly abrupt decision. “At a cer-
tain moment, she decided that she had completed her 
cycle, she had finished that phase as a designer. She 

knew she was going to be gone 
for a long time,” Elisabetta 
remembers.

“Meditation and karma yoga 
were my main activities during 
my 20 years in India,” Crespi 
says. But even in her spiritual 
enclave, she could not escape 
the legend of her previous life: 

“One of my [assigned] roles was to decorate the tem-
ple in the Himalayas, and it is probably true that my 
past experience was still strongly alive.”

For nearly two decades, she was content in the 
mountains and didn’t long for any of the luxuries 
that her career afforded her. “I loved my new life so 
much that I didn’t miss anything from my old one,” 
she says.

While she was silent in the mountains, the design 
world was abuzz about the lost works of Gabriella 
Crespi. Modern-design collectors became interested 
in the early 2000s. New York–based dealer Suzanne 
Demisch was one of the first to bring Crespi’s pieces 
back to New York. “This is a time when people were 
just rediscovering the 1970s. Everything was kind of 
up for grabs, and no one knew what it meant at the 
time.” Demisch says it was obvious how haphaz-
ard Crespi’s departure must have been. “She gave 
everything away, and no one cared about it,” she 
says. Demisch discovered a whole chunk of Crespi’s 
archive, including sketches and designs for unex-
ecuted pieces, in a Milan antiques shop. She rented a 
truck to drive around the South of France and picked 
up major pieces at outdoor flea markets. “I found a 
mirror in some shop in South Beach, Miami, and they 
had no idea what it was. I was so excited,” Demisch 
says, still in disbelief.

According to Demisch, early in Crespi’s design 
career, “She was considered more décor than C
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Another challenge in Crespi’s early career was to 
gain the respect of her peers. In 1948, she married 
Giuseppe Maria Crespi, a member of a well-known 
Italian family that owned textile factories and the 
national daily, Corriere della Serra. With her beauty, 
stylish flair and this new last name, she was suddenly 
in the top tier of the Milanese upper class. The cre-
ative community at the time was reluctant to accept 
such a glamorous member. Explains Vezzoli: “She 
was a woman, she was an aristocrat, she was wealthy, 
which for many in the left wing was intellectually det-
rimental. But today, in this post-ideological moment, 
all the things that would have worked against her 
are no longer valid. People look at the work, and they 
want to buy it because it’s so special.”

Her creations also stand out because, in today’s 
world of easily digestible interior trends, Crespi’s 
singular designs are deeply personal. “My work 
started as a labor of love with great attention to 
details and hand finishings. I never wanted to mass-
produce anything,” she says, relying on her daughter 
to help translate and formulate her thoughts. Each 
piece began as a hand-sketched drawing, which she 
then sent to local craftsmen to be realized. “The 
relationships with my artisans were so close that 
sometimes a phone call was enough to create a proto-
type,” she says. “I still work the same way today.”

Crespi’s designs captured the glitz and the glam-

our of a generation. “A marriage of disco flair with 
Hollywood elegance” is how they’re described by 
Ambra Medda, Christie’s global creative director 
for 20th- and 21st-century design and contributor 
to a monograph of Crespi’s work. “She is the pur-
est expression of the moment she lived in—she was 
taking commissions from some of the world’s most 
magnetic people with houses around the globe.” 
Crespi presented her collections everywhere from 
Dallas and New York to Tehran and Rio de Janeiro. 
“My best friends were my favorite clients.”

Elisabetta, who began working with her mother 
as a teenager in 1970, says she was extremely pro-
lific. “She created every day, hundreds of ideas. She 
was like a fountain.” Crespi was constantly sketch-
ing—indeed, photographs from this period show her 
with a notepad in hand—and she was fiercely indi-
vidual and professionally driven. (She and Giuseppe 
divorced in the early 1960s.) Elisabetta remem-
bers her wanting to be known as an “independent 
island.” Her mother once became infuriated when 
she learned at an opening in Rome that another 
designer had copied one of her designs. “[The fash-
ion designer] Valentino was there and told her this 
happened to him all the time, and that she should be 
happy because fakes were the biggest compliment. 
But she was not happy. Not at all!”

“I have always considered my independence in 
my work as well as in my life as one of my biggest 
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FINE VINTAGE    
Clockwise from above: Crespi pictured with her 1970s 
rhinoceros figurine; the Sit & Sip table from 1980, from the 
Plurimi collection; Crespi’s iconic 1974 Z desk, much in 
demand by collectors. 

WILD WORLD  
Clockwise from left: Crespi’s 
1973 Puzzle table; the Tre 
Pinguini lamp; the Tavolo 
2000, Crespi’s 1970 coffee 
table, topped with obelisks.

“crespi is  
an incredible 
woman  
with such 
strength,  
and yet there 
is a sense  
of fragility.  
it’s a special 
combination.”

–stella mccartney

“i have always considered my independence  
in my work as well as in my life  

as one of my biggest achievements.” 
—gabriella crespi

design.” This was no doubt discouraging to Crespi, 
but time has proved that her vision was one of the 
most influential of her era. “It takes time to weed 
out the good and the bad, and it takes scholarship to 
understand what it means. Her work has relevance. It 
has a point of view,” Demisch says.

“People with a specific, sophisticated taste always 
understood it,” says Liz O’Brien, another New York 
dealer. “For me, she really epitomizes the kind of cos-
mopolitan chic of the 1970s.” As more clients asked 
for Crespi pieces, O’Brien became intrigued with her 
legend. “I wanted to see her so badly and meet her, 
but she was gone.”

Crespi eventually made her way back to Italy. 
While visiting her family in Milan in 2006, she fell 
and broke her femur. Elisabetta acknowledges that 
her mother would not have stayed if she hadn’t been 
injured, and Crespi is philosophical about her unex-
pected homecoming. “It is possible that my accident 
happened when a new ‘cycle’ was to begin. Something 
I have learned from my spiritual path in India is to 
stay in the present, whatever life brings you.”

The fashion industry has long embraced Crespi’s 
aesthetic. “She was boho chic before boho chic 
existed,” says Italian Vogue’s editor, Franca Sozzani, 
who owns one of Crespi’s coveted Z desks. Sergio 
Rossi dedicated a collection of shoes to her designs, 
Fendi started installing Crespi furniture in its flag-
ships and Stella McCartney, who had been a collector 
of her work, sold her jewelry at her boutiques. “I was 
immediately drawn to the warmth and the feminin-
ity,” she says. In 2008, McCartney adds, “I totally 
sought her out, wrote her a letter and asked if we 
could meet for tea. We met at a hotel in Milan, and 
I learned about her life, her warmth and all that she 
has been able to achieve as a woman in design. Our 
relationship really built off from that, and we stayed 
in touch and still write each other notes. She is an 
incredible woman with such strength, and yet there 
is a sense of fragility. It’s a special combination.” 
The sunglasses Crespi wears every day now are gifts 
from McCartney.

Nearly three decades after she paused her 
career, Crespi has again littered her apartment with 
sketches and furniture prototypes. “I’m restarting 
from where I left off,” she says, clarifying that she 
isn’t merely recycling old ideas but rather continuing 
them. “Bronze will be the new fil rouge. Most of my 
sculptures were made of bronze, but never my fur-
niture. It’s one of my favorite materials, so precious 
and very difficult with which to work to realize these 
size works.” Continues Elisabetta, “This dimension 
in bronze is almost impossible. It’s no problem in 
brass or steel, but for bronze it was a lot of work, and 
this is something that we are very proud of.”

Crespi’s daughter spends much of her time in the 
Milan apartment now, both as collaborator and com-
panion. Crespi meditates twice a day, and her words 
are as carefully meted out as ever. “[She is] very 
quiet. Muniraji answered every question through 
silence. From him, she learned a new way to commu-
nicate,” Elisabetta says.

So, speaking of this long-awaited return, 
Crespi chooses to quote another designer, the late 
François-Xavier Lalanne: “The art of living is the 
supreme art.” •



PURE AND SIMPLE 
“I imagined a complete 
wardrobe that includes 

pieces that can be mixed 
together,” says the 

designer. Giorgio Armani 
worn throughout. 

PHOTOGRAPHY BY ANNEMARIEKE VAN DRIMMELEN   STYLING BY CHARLOTTE COLLET

ARMANI’S NORMCORE
Forty years in, Italian fashion legend Giorgio Armani continues to create  

iconic styles. With his latest collection, “New Normal,” Armani delivers a line that  
he calls “the timeless distillation of my style.”

“fashion has 
lately taken a 
direction that is 
too flashy and 
extravagant. it 
lacked ‘normal’ 
clothing. this 
collection 
reflects a new 
modernity.” 

—giorgio armani



SWEET SURRENDER 
“Self-awareness is, in  
my opinion, the strongest 
aspect of contemporary 
femininity,” says Armani. 
Model, Imaan  
Hammam at DNA; hair, 
Ramsell Martinez; 
makeup, Darlene Jacobs. 

“i always 
design for  

a woman who 
is strong, 

feminine, 
more likely  
to ‘be’ than 

‘be seen.’ ”
—armani
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W
HEN ARTIST DARREN WATERSTON dreamed up Filthy Lucre, 
his extravagant room-size riff on James McNeill Whistler’s 
iconic Peacock Room, he never imagined that his creation 
would one day go head-to-head with its celebrated muse. 

“Initially there were a few people who were like, ‘Oh, my 
God, this is a sacrilege,’ ” says Waterston, 49, of Peacock 

Room REMIX: Darren Waterston’s Filthy Lucre, which will position his modern-
day creation alongside the Gilded Age jewel of Washington, D.C.’s Freer and 
Sackler Galleries when it opens there on May 16. “It’s such a revered room and 
such a destination,” he says.

Originally commissioned by the Massachusetts Museum of Contemporary Art, 
Filthy Lucre is the monstrous alter ego of the sumptuous dining room Whistler 
designed for British shipping magnate Frederick Richards Leyland. The so-called 
Peacock Room—a grand three-dimensional artwork comprising painting, archi-
tecture and the patron’s Chinese porcelain collection—marked a radical move 
away from the canvases with which Whistler made his name. 

Where Whistler produced unabashed luxury, Waterston has made melan-
cholic decay: In his version, paintings molder, pigments puddle and shelves 
splinter. Filthy Lucre took Waterston and a team of ceramicists, gilders and 
glassmakers eight months to complete. Its elegant chaos embodies the feud 
between Whistler and Leyland over the room’s cost, a clash that called into 

question creativity’s value—tensions that echo in today’s heated art market. 
“The more I read about the history of the Peacock Room, the more I thought, 

This is the contemporary art world,” says Waterston, a California native. “Billions 
of dollars are exchanged annually at auctions and art fairs, a feeding frenzy for 
objects. This amplified commodification was also going on in Whistler’s time.” 

“The piece talks about complicated relationships between art and money, and 
artists and their patrons,” says Susan Cross, the MASS MoCA curator who began 
shepherding Filthy Lucre in 2012. “It’s an homage but also a critique.”

Over the course of a 10-year friendship, Leyland and Whistler grew close, but 
in 1876, when the artist was asked to recommend paint colors for a new dining 
room, Whistler overstepped his bounds. While Leyland was traveling, Whistler 
reworked almost every surface with blue, green and teal pigments accented by 
gold. Upon Leyland’s return, Whistler presented his patron with a bill for 2,000 
guineas for the unsolicited work (the equivalent of about $2 million today). 

The ensuing battle played out in the press, cementing the room as a succès de 
scandale and contributing to Whistler’s eventual bankruptcy. “They were two very 
big egos,” Waterston says. “By all accounts, Whistler wasn’t a very nice person.” 

According to scholar Lee Glazer, the Freer curator in charge of the Peacock 
Room, Whistler “understood that art was a form of social capital and that the art-
ist should be the one who assigns value. He thought that you really could put a 
price on beauty.” • 

Double Vision  
 Artist Darren Waterston’s Filthy Lucre takes James McNeill Whistler’s  

19th-century Peacock Room as its starting point—but where the Gilded Age artist’s interior  
reveled in opulence, its modern-day equivalent uses it to unmask  

the corrupting influence of power and money.

BY JESSICA DAWSON
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ROOM REDUX  
Waterston’s Filthy 
Lucre, installed here 
at MASS MoCA, is 
only slightly smaller 
than Whistler’s 
Peacock Room, left. 
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BY ANDREW GOLDMAN
PHOTOGRAPHY BY ANDREAS LASZLO KONRATH

Ian Schrager made his name by obsessing over every design 
nuance of his clubs and hotels. Now, with a new book 
celebrating his career and the opening of the latest Edition 
hotel in New York, he’s focused on the big picture. 

N
EARLY A DECADE after buying 
his apartment, Ian Schrager is 
still uneasy about the color of his 
floorboards. “They’re green!” the 
68-year-old hotelier declares. “I 
look like a lunatic,” he admits, on his 

hands and knees in his Manhattan apartment, his 
iPhone flashlight trained on two adjacent rows of 
flooring. We’re inside 40 Bond—a Schrager apart-
ment building project completed in 2006—an 
eye-popping edifice in NoHo designed by Herzog & de 
Meuron, the Pritzker Prize–winning Swiss architec-
tural firm. During construction, the Austrian white 
oak planks he’d selected didn’t accept the stain as 
he imagined they would. Contractors covered up the 
floors immediately after laying them, so this calam-
ity wasn’t discovered until the rest of his apartment 
was finished. The emotions Schrager felt when the 
paper was removed seemed straight out of an epi-
sode of Extreme Makeover: Home Edition, but the joy 

of the big reveal was replaced by horror. He called 
John Pawson, the renowned British minimalist who 
had designed the 11,500-square-foot apartment; 
Pawson scrutinized the boards himself. “They were 
really exquisite,” he says. “But they vary quite a lot in 
color, and he wasn’t happy. So I said, ‘Well, if you’re 
not happy, change one or two. They look great, but if 
you feel strongly, why not?’ They were his boards.” 

In the end, at a cost of $450,000 and a four-month 
delay, Schrager ripped up every board he could—
with the exception of a few under the radiators, 
deemed too difficult to extract. These are the “green” 
ones that torture him to this day, ones that, to a lay-
person’s eyes, do not exhibit a markedly different 
hue. “OK, you can’t tell in this light,” he says. “I’ll see 
if I can find worse ones.” He skitters down the hall 
and finds another board that does not appear signifi-
cantly greener. “OK,” he says, motioning down, “you 
can tell the difference there, can’t you?” Schrager 
has a habit of standing with mouth agape, jutting his 

open palms out in a way that seems to say, You gotta 
be insane if you can’t see my point. “They’re green!”

Schrager, a man legendary for his decorative 
instincts, believes his success is inextricably bound 
up with his intense fussiness. He’s the Beethoven of 
noodges. In 1984, when Schrager opened his first 
hotel, Morgans, with Steve Rubell (his late partner, 
with whom he’d started Studio 54), he felt an almost 
crushing pressure to succeed. The pair had gone to jail 
for a year for tax evasion; when they emerged, many 
saw them as a couple of has-beens, walking hang-
overs from the overindulgence of the ’70s. Schrager, 
fearing obsolescence before he was 35, channeled his 
anxiety into Morgans’s every detail. The partners 
watched models parade by in 150 Armani-designed 
ensembles before Schrager committed to a uniform. 
Rubell begged him, please, to never talk about another 
stainless-steel sink. Schrager insisted that the bath-
room tiles be spaced at precisely 1/16 of an inch, much 
closer than tiles were customarily laid. For Schrager, 
it was the accretion of such subtleties that made his 
name synonymous with the kinds of places where 
cool, famous people like to party. If even the tiniest 
detail was a hair off, the crowd might not show up. 
“People don’t come in and say, ‘I love the bathroom 
because the grout marks are a 16th of an inch,’ ” he 
says. “But they come in and it just kind of viscerally 
feels good. I can’t say which one of these details even 
makes them feel that way. Maybe none of them. But 
every project I’ve ever done, it always comes out good 
at the end of the day, so there’s a redemption.” 

At the moment, issues of redemption and legacy 
are consuming Schrager. Amazingly, the man who 
once controlled more suites in New York City than 
any other independent hotelier has, for the past five 
years, been without a hotel in his hometown (his 
earlier properties are now managed by other own-
ers). That will change in May when he presides over 
the opening of the New York Edition, the fourth 
luxury boutique hotel he’s created in partnership 
with Marriott, just a 10-minute walk down Madison 
Avenue from Morgans, where Schrager’s hotel 
adventure began more than three decades ago. (A 
second New York Edition, in Times Square, follows 
in 2017.) Next year, he’ll open the Public New York, 
his own independent hotel project—“my baby,” he 
calls it—a new entry into the “cheap chic” space he 
invented in 1990 when he opened the Paramount 
near Times Square. And when Rizzoli releases Ian 
Schrager: Works this month, the world will finally be 
able to behold the fruit of years of sleepless nights, 
and the hundreds of thousands of decisions that have 
tortured him. 

The doorstop of a book—spanning his career, 
from freshly minted lawyer-turned-club-owner to 
the father of the modern boutique hotel—makes a 
compelling case for his importance as a style arbiter. 
Unsurprisingly, as with every Schrager project, the 
book had birthing pains. “I kept pushing and push-
ing,” he says. “Rizzoli wanted to print the book in 
Japan. No! I wanted it printed in Italy. The paper’s 
finer and the printers are better.” When he received a 
finished copy, he noticed for the first time a tiny photo 
of his ex-wife, Rita, a onetime New York City Ballet 
dancer and mother of his two grown daughters, and 
felt that it might be disrespectful to his current wife, 
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GAME ON 
Schrager—seen here in 
his Manhattan offices—
opens the first New York 
Edition hotel this month. 
Marriott, which will run 
the property, “would  
like nothing better than 
to take the title from W,” 
Schrager says. 



birth to a daughter with cystic fibrosis and was never 
the same afterward, dying in 1985. “My sister was 
committed twice, having a breakdown, on drugs, diet 
pills and all that stuff,” he says. “She never forgave 
herself. She thought she was somehow guilty for her 
daughter being born with cystic fibrosis. That’s what 
I dealt with for 10 years.” 

Schrager powered through law school at St. 
John’s, but the constant family tsuris introduced 
a darkness to his outlook. “I felt like I had to be the 
head of the family,” he says. “It changed me when my 
father died. I lost my youth. You know when you’re 
going through a depression, and you don’t know it? 
You just don’t feel right; you feel 
lost. My personality changed. I was 
a different person.” 

Befriending Steve Rubell at 
Syracuse was one of the rare 
bright spots of those years. 
Rubell, like Schrager, was a 

middle-class Jew from Brooklyn who excelled in 
sports. But where Schrager was a diligent student 
and painfully shy, Rubell had a patchy academic 
career and was voluble to a fault. After St. John’s, 
Schrager unhappily practiced law, while Rubell 
unhappily flailed around—in the National Guard and 
then at a brokerage house—before opening a pair of 
steak restaurants. Schrager decided to partner with 
him on a couple of nightclubs, one in Boston and the 
other in Queens. Both turned out to be trial runs 
for the opening, in 1977, of the club of all clubs in a 
vacated CBS studio on 54th Street.  

In the photos in the Rizzoli book from Studio 54 
and its ’80s follow-up, Palladium, it’s Rubell who’s 
with Warren Beatty, Karl Lagerfeld and Andy Warhol; 
Schrager is seen hunched over plans in a dingy 
office, or on the floor examining papers. But it was 

best friends and business soul mates. In prison, 
they sweated over the future—the felony conviction 
meant they would not get another liquor license. 
Schrager became consumed by the tabloid war of 
words brewing between hotel titan Harry Helmsley 
and young upstart Donald Trump over who could 
build the better New York hotel. “I’m very competi-
tive,” says Schrager. “That rivalry drew me in. I knew 
we could do a better hotel than both of them.” 

In 1984, the pair opened Morgans, a top-to-bottom 
renovation of a onetime fleabag hotel on Madison 
Avenue. It was a triumphant comeback, but the joy 
wouldn’t last. By then, Rubell was very ill, though 
he refused to get tested for AIDS. “A lot of 
people thought if you had it, why bother 
knowing about it, just kind of deal with 
it,” says Schrager. Ultimately, Schrager 
convinced him to get tested by promising 

he’d do it too. “I’ll never forget this,” Schrager says. 
“When he got out of the car, his legs buckled, and I 
helped him out of the car. I think he knew he had it 
and didn’t want to face the reality.” 

When Rubell died, many assumed that whatever 
magic had conjured the clubs and the hotel went to 
the grave with him. “Everybody doubted Ian’s abil-
ity,” says Pino Luongo, the chef who met the pair in 
the early ’80s and would eventually locate his Coco 
Pazzo restaurants in Schrager’s hotels. “Ian proved 
them all wrong. Steve was the front man, but Ian 
was the know-how person behind the relationship.” 
Schrager imagines that had Rubell lived, he might 
have become a bona fide mogul. “I think I would have 
been much, much more successful,” he says. “I’m not 
a networker. I rely on the strength of the work.” 

In 1987, Schrager opened the Royalton, on West 

44th Street, marking his first collaboration with 
the iconoclastic French industrial designer Philippe 
Starck, who for the next 13 years replaced Rubell 
as the name most associated with Schrager. The 
Royalton, with its block-long lobby, its runway-
like azure carpet, was grand and different. With it 
Schrager pioneered what he called “lobby socializ-
ing”—the idea that the lobby would not be used just 
by out-of-town guests, but would attract a beautiful 
crowd of New Yorkers. The urinal off the lobby that 
Starck designed—a stainless-steel waterfall that 
turned on only when a customer stepped up to bat—
exemplified Schrager’s excess and originality. “Ian 

decided the experience of being in a hotel should be 
almost like being in a club,” says Fabien Baron, the 
graphic designer who’s worked with Schrager on 
every hotel since Morgans. “You’re going to be there 
for two or three nights. Ian was developing an expe-
rience, like being on a trip. Everything was different. 
Even going to the bathroom was different. And peo-
ple began flocking to his hotels for a new experience.” 

For the Paramount, Schrager gambled that he 
could make a budget hotel cool. “Cheap chic” in prac-
tice meant that, though the $75-a-night rooms might 
be relatively spartan, the public spaces, featuring 
objects like a sleek Marc Newson–designed Lockheed 
Lounge seat, would establish the hotel’s style iden-
tity. Dark elevators—a Schrager signature—made 
everyone look better, sexier. As Schrager and Starck 
expanded, each new location featured Starck’s 
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Tania, who also danced with the New York City Ballet 
and is now the mother of his 3-year-old son. He also 
regretted not making a separate section for his own 
apartment at 40 Bond. He rang his editor. Is it too late 
to change? “It’s literally on the boat,” she replied. He 
sighs. “How do you know if one of those things isn’t 
the thing that makes the difference?” 

The book is also a compendium of America’s glam-
orous set cutting loose at Schrager’s places, whether 
it’s Baryshnikov and Liza Minnelli dancing at 
Studio 54 in the ’70s, Madonna showered in rose pet-
als at Palladium in the ’80s, Calvin Klein and David 
Geffen sunning themselves at the Delano in the ’90s 
or Tom Ford and Donatella Versace sharing secrets 
at the Gramercy Park Hotel a few years ago. Schrager 
has never relaxed at any of his venues and, amaz-

ingly, never indulged in a particular rite of fabulous 
New Yorkers of a certain age. “He certainly never 
danced at Studio 54,” says one close friend, designer 
Norma Kamali, his girlfriend in those days. “I never 
felt comfortable,” Schrager says. “It was my office.” 

Schrager was anything but a party boy. He grew 
up middle class and Jewish in Brooklyn. His father, 
Louis, a woman’s coat manufacturer whom Ian idol-
ized, was adamant that nothing distract his son from 
the destiny Louis had chosen for him—becoming 
a doctor or a lawyer. While Ian was studying eco-
nomics at Syracuse, his father was diagnosed with 
lymphoma; over the next two years, Schrager shut-
tled between school and home to watch his father die 
a slow, painful death. Afterward, the Schrager family 
unraveled. His distraught mother died within eight 
years of her husband. Schrager’s sister, Gene, gave 

Schrager’s idea to do what had never been done in 
nightclubs: introduce interior designers, Broadway 
lighting and—by taking advantage of the CBS theatri-
cal rigs left behind—changing set designs, such as the 
animated moon with the coke spoon that descended 
from the rafters nightly. The club was financially 
successful beyond Schrager’s and Rubell’s wildest 
imaginations—too successful. “It was a very, very fast 
life, and it was hard to maintain your sense of balance 
without getting intoxicated by it,” Schrager says. “Our 
moral compass got kind of knocked off center.” 

Rubell’s mouth dealt the death blow. “The prof-
its are astronomical,” he told New York magazine 

in 1977. “Only the Mafia 
does better.” He refused 
to discuss specific 
numbers. “It’s a cash 
business and you have 
to worry about the IRS,” 
he told the magazine. A 
year later, federal agents 

raided the club. Several hundred thousand dollars in 
cash was discovered in Hefty garbage bags behind a 
wall, another $100,000 in the trunk of Rubell’s car. 
Schrager and Rubell were charged with failing to pay 
$800,000 in taxes. In 1980, the two men, still in their 
30s, started a one-year prison term.

The original Studio 54 era lasted just 20 months. 
But the shame of his incarceration never left Schrager. 
Behind bars, he was consumed by memories of his 
parents. “They would have been so disappointed,” 
he says. “They even would have been disappointed I 
went into the nightclub business. It didn’t matter how 
successful it was. They wanted a lawyer.” Schrager is 
still haunted by it. “I think everybody thinks about 
this in a Hollywood way,” says Kamali, “but I know 
it is still so painful for him because he is a very tra-
ditional, conservative, moral guy. It’s devastating to 
him. But he still doesn’t feel that he’s done all he can 
to make that part of his résumé less important.”

From the time they met until the day Rubell died, 
in 1989, Schrager and Rubell talked daily. They were 

trademark whimsy, such as the massive Alice in 
Wonderland–like flowerpots at the Delano, in Miami 
Beach. While hotel chains promised consistency—
a Hilton in one city might look identical to a Hilton 
in any other—if anyone ever walked into a Schrager 
hotel and said it felt familiar, he considered it a fail-
ure. “I’d die,” he says. “People want to be blown away 
every time they come in.”

Consequently, the stakes were raised with every 
new Schrager hotel, and his expectations could  
wear out his collaborators. In a letter Starck con-
tributed to the Rizzoli book, the designer writes  
of answering the same question posed by Schrager 
“three times, twenty times, certainly a couple of hun-
dred times,” and the fear that descended whenever 
Schrager would reach for the red Sharpie hanging 

from the neck of his 
T-shirt. “The red 
pen struck through, 
annotated, scribbled 
everything,” Starck 
wrote. “The horror 
was the next morning 
when the beast, who 
never slept, had with 
his bloodied ink stick 

scratched, tore, and covered fre-
netically the complete surface of 

my plans so I couldn’t recognize them anymore.” The 
reason Starck lasted so long? “Stockholm: the syn-
drome of the prisoner who loves his jailer,” he says in 
the letter. (Starck declined to be interviewed.)

“Ian’s a control freak,” says Luongo. “He wants to 
have his hands on every little part of his business. It 
was excruciating sometimes.” Luongo recalls an epi-
sode when, while vacationing in Italy, he received an 
emergency call from a panicked Schrager. Michael 
Eisner, the CEO of Disney, was cooling his heels at 
the Mondrian’s bar—his table at Coco Pazzo wasn’t 
ready. “Ian called me in Italy at four in the morning to 
ask me to intervene,” says Luongo. “I said, ‘Intervene? 
Are you out of your mind?’ ”

Relationships with front men and financiers were 
burned through. Schrager ended up in an acrimo-
nious court battle with Philip Pilevsky, a partner 
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VELVET ROPES 
Above: Crowds outside Studio 54. 
Right: Rubell (left) and Schrager in 
1986, shot by Annie Leibovitz.  
Far right: The pool at the Delano.

GLAM SQUAD 
Left: At Studio 54, from left, Halston, 
Bianca Jagger and Andy Warhol, 1978. 
Below: Rose Bar at the Gramercy. 

MISE-EN-SCÈNE 
Clockwise from top  
left: Booths at 44, the 
restaurant at the 
Royalton; Keith Haring 
painting the Palladium 
backdrop; entrance to 
the Hudson. 

VIEW MASTER  
Far left: Schrager 
with (from left) his 
current wife, Tania, 
and their daughters 
from previous 
marriages. Left: 
Exterior of the New 
York Edition. Right: 
Artwork by Ruben 
Toledo, an endpaper 
in the Rizzoli book.

DINING OUT  
Above: The Berners Tavern restaurant 
at the London Edition. The light 
fixture was inspired by Manhattan’s 
Grand Central Station.

HIGH WINDOWS 
Left: Exterior of 40 
Bond. Above: Julian 
Schnabel with Schrager. 
Right: Ian Schrager: 
Works, out this month.



Absent from the tour is the Gramercy Park Hotel. 
In his book, he calls it his most difficult project. He 
and his creative collaborator, Julian Schnabel, didn’t 
see eye to eye, and while Schnabel was given free rein 
to bring his macho aesthetic to the lobby and public 
spaces, Schrager took the design of the rooms away 
from him mid-project. “His room felt like a Venetian 
room in a palazzo,” Schrager explains. “I didn’t want 
to do that.” (Schnabel declined to be interviewed.) 
After the 2008 crash, relations deteriorated between 
Schrager and his Gramercy Park Hotel backer—and 
Hamptons next-door neighbor—real-estate mogul 
Aby Rosen. In 2010, after the partnership defaulted 
on a $140 million loan, things between the men got 
tense, and soon Schrager sold his stake to Rosen, 
pocketing a reported $20 million. “It’s for sale again 
now,” says Schrager, tapping me on the knee, a little 
twinkle in his eye. “It didn’t do well since I sold it. It 
didn’t achieve its potential. Aby is a real-estate guy. 
He’s not a hotel operator.” 

Rosen pushes back strongly on this notion. “Ian 
can say what he wants, but when I took it over, the 
hotel was on its knees,” Rosen says. “It was at the 
155th spot for the TripAdvisor tracking of hotels, and 
now it’s the 34th. I love Ian, but he has to learn to take 
responsibility for his failures. Ian’s strength is in the 
design and in putting the hotel together. He’s a great 
opener. But as we all know, it’s not only about open-
ing; it’s about maintaining them.” If there’s anything 
to this idea, the Marriott 
deal is perfect for Schrager. 
Before exiting the Gramercy, 
Schrager hosted two visit-
ing hotel dignitaries—Bill 
Marriott and Arne Sorenson, 
the CEO of the company that bears Marriott’s fam-
ily’s famous name. “Ian got wind of our coming by 
and hustled back from the West Coast to give us the 
tour personally,” Sorenson says. “I think it was both 
an act of respect for Mr. Marriott, and maybe to some 
extent a diabolical effort on his part to get a conver-
sation going.” Marriott, a decade after Starwood, 
had decided it wanted more boutique hotels among 
its 4,000 properties. And Schrager seemed tired of 
being small. “I think when Ian reflects on his career, 
if he has a regret, it is that he only had about a dozen 
hotels,” Sorenson says. “He saw in us a partner who 
could help him reach scale.” 

In 2006, 12 Marriott-Schrager Edition hotel open-
ings were announced for the coming years. Schrager 
would design them, and Marriott would immedi-
ately step in upon completion to manage them. The 
2008 recession slowed things down, but so far three 
Editions—in Istanbul, London and Miami—have 
opened. Though rooms at the hotels are priced com-
parably with the Ritz-Carlton and Four Seasons, 
there’s one competitor, Schrager says, that Marriott 
hopes to knock from its pedestal; if they succeed, 
it will be an especially sweet victory for Schrager. 
“Marriott would like nothing better than to take the 
title from W and have the Edition be considered the 
best lifestyle brand out there,” he says. In addition to 
the two New York locations, there are eight more due 
to open by 2019 (three in China) and about a dozen 
others on the drawing board. He also has two more 
Herzog & de Meuron luxury apartment buildings 

in his first three hotels. Brian McNally, who turned 
44 at the Royalton into the most glamorous busi-
ness lunch spot of the ’90s, was jettisoned not long 
after going into business with Pilevsky. Schrager 
sued a former partner, Rande Gerber, whose Skybar 
at the Mondrian was a celebrity magnet, after he 
announced plans to open clubs Schrager deemed 
competitive with his own. “Some of these guys 
should take their hat off to him; he helped them 
become what they became,” says Luongo. One after 
another, partners who might have been the Rubell 
he’d been searching for disappointed him. “Ian sets 
the bar very high,” says Luongo. “Over time, I think 
people can’t make it to that level, or stay at that level. 
That’s what becomes frustrating in relationships. I 
can only say good things about him because he was 
professionally obsessed with how his businesses 
were supposed to run. The guests were his priority.” 

Schrager says that anything he did was simply 
in the interest of protecting his hotels. “Sometimes 
relationships have incompatible goals,” he says. “The 
bar or restaurant person would want to do something 
in the interest of the bar or restaurant that I didn’t 
feel was in the interest of the hotel,” he says. “Sharing 
the lobby of a hotel is a relationship with inherent 
conflicts built in.” The overflow crowd from Skybar 
at the Mondrian might have been great for Gerber, 
for instance, but Mondrian guests would often get 
ensnared in a valet parking mess. Schrager feels 
that he’s owed a bit more gratitude. “With Rande and 
Brian, I handed them an opportunity that otherwise 
they never would have been able to do,” Schrager 
says. (Gerber and McNally declined to comment.) 

In the midst of this, in 1998, the hotel chain 
Starwood opened its first W in New York, which 
Schrager saw as a knockoff of his boutique concept. 
“I’m not flattered by imitations,” he says. “It’s my idea, 
it’s like my kids. My customers don’t go to W. They’re 
not the real thing.” (Now he’s decided to trademark 
the design scheme for his Public hotels.) In the late 
’90s, an outside investor came to kick the tires of the 
Morgans Hotel Group. “We were about to sign a con-
tract to sell the building for a billion three,” Schrager 
says. “That went south when 9/11 happened.” 

When Schrager finally exited, in 2006, the com-
pany was carrying $659 million in debt. He made 
millions, but not nearly as much as if he’d cashed out 
before 9/11. “You know, it would have been good, as a 
validation after having gone through so many years 
of skeptics saying this wasn’t the real thing,” he says. 
“But there has to be things other than the money.” 
The Morgans Hotel Group continues to run the hotels 
Schrager created, though, in Schrager’s estimation, 
not quite as well as he had. “All the hotels are doing 
fine,” he says. “Would they be doing better if I was 
there? Yes, I think they would.” (Both Morgans Hotel 
Group and Starwood declined to comment.)

WE’RE ROLLING AROUND Manhattan in Schrager’s 
Range Rover. Chiu, his loyal driver, confidently navi-
gates through a particularly messy March snowstorm. 
During a tour of his various Manhattan locations, 
Schrager is in full cater-to-the-guest mode—every 
time we stop, Schrager, who has 25 years on me, 
hustles around the car to hold my arm as we trudge 
through puddles of slush. “Be careful!” he cautions. 

going up—one on Chrystie Street in the East Village, 
the other on Leroy Street on the West Side, overlook-
ing the Hudson.

As we step inside the future home of the New York 
Edition, in the famous MetLife clock tower, some-
thing catches Schrager’s eye. “It’s a little off center,” 
he says to Gilles-Fleur Boutry, a designer on the proj-
ect, about a fireplace he spies beyond the elevator 
banks from the hotel’s grand entrance. Boutry looks 
a little ill. The Edition is embracing an aesthetic that 
bears almost no relationship to what Schrager did 
with Starck: Whimsy has given way to a relatively 
classic, patrician look. 

The rooms at the New York Edition are simple 
but elegant, with light wood reminiscent of his 
apartment. “I’m in my blond period,” he says. “The 
original idea was to make it like The Dakota, you 
know, the rich wood.” In room 2210, Schrager points 
to the windows, which he’d hoped would reach from 
floor to ceiling, with walnut cabinets surrounding 
them. Marriott, he laments, wouldn’t spring for the 
extra $700,000 that detail would have cost. Schrager 
stares at the window like a kid who’s just watched 
his ice cream cone fall in the dirt. “It would have 
been a great move to do something really attractive 
here, that would have attracted luxury people from 
Midtown,” he says, sighing heavily, shaking his head. 
“It’s a big company. It’s like dealing with the Vatican.” 

Sorenson is intimately aware of the window 

issue as well as Schrager’s unsuccessful lobbying to 
not allow the hotel to honor Marriott Rewards, for 
fear it might attract the kind of people who stay in 
Marriotts, who might scare away Schrager’s crowd. 
“Ian is exasperating at times—there’s no doubt about 
that,” Sorenson says. “But he is absolutely driven to 
create hotels that are tremendously successful. So 
even when he’s exasperating, he’s driven towards an 
aim we share.” Sorenson says he doesn’t concur with 
Schrager’s perception of himself—as an entrepre-
neur drowning in the red tape of a goliath company. 
“I think dealing with anybody would present a mea-
sure of frustration to Ian, because he wouldn’t be 
making every decision on his own,” he says. 

Before leaving the Edition, Schrager stops in his 
tracks once more to examine the fireplace. “It’s a 
little off center,” he says again, looking to Boutry 
for a sign of approval. “I mean, it shouldn’t be,” she 
responds nervously, perhaps envisioning a hun-
dred—or a thousand—more similar conversations. 
Schrager says he can’t believe how much pleading it 
took to get Marriott to agree to open the hotel 10 days 
later than planned, on May 14, so that the opening 
would coincide with Frieze New York, the contempo-
rary art fair that draws top collectors to New York. 
“But it’s like”—he opens his mouth, shakes his head, 
does his you-gotta-be-kidding-me hands. “You can’t 
miss this opportunity! My wife wishes that I didn’t 
care so much. But I didn’t spend my life building my 
reputation to now start coming up with stuff that’s 
not up to par. I can’t not care.” •

132

“Ian saw In us a partner who could 
help hIm reach scale.” —arne sorenson
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“THE RED VOLUME at the back is The Last Dynasty—a 
limited-edition book that contains century-old pho-
tos from the Palace Museum. It’s based on the glass 
photo plates discovered in the Forbidden City a few 
years back. I’m the artistic director of the exhibition 
China: Through the Looking Glass at the Metropolitan 
Museum’s Costume Institute this month, and I used 
this edition as a reference. The gray book, Shanghai: A 
Kaleidoscope, is a collection of images from the photog-
rapher Lu Yuanmin, who captured portraits of people 
living in Shanghai since 1978, in the years of reform. 
I visited the New-York Historical Society and used 

the catalog from the Chinese American: Exclusion/
Inclusion exhibit as a reference for the section of the 
Met show about Anna May Wong, the first Chinese 
American movie star. The photo to the right is a pic-
ture of my wife, Esther. The roll of Fujifilm, which we 
used when shooting The Grandmaster, is the last one of 
that particular stock. I received this roll from Fujifilm 
along with a note telling us that they would no longer 
produce 35mm film. I told myself, It’s about time we 
wrap up the film. The Leica camera relates to my movie 
My Blueberry Nights. Before shooting, I traveled three 
times across America, scouting locations and taking 

pictures with this camera. I went to Ely in Nevada, 
Memphis, Las Vegas, Los Angeles and New York. The 
metal horse is my favorite trophy, given to me by the 
Stockholm Film Festival. Behind it is an LP of the orig-
inal soundtrack of my film In the Mood for Love, which 
celebrates its 15-year anniversary this month. The 
black bottle is wine from Greece—it will be used in the 
upcoming film I’m working on, Ferryman, which is set 
in a bar. The white bag contains black pu-erh tea that 
I got in Taiwan last year. It’s my traveling compan-
ion. It’s smooth and strong and gets better with age.”  
—As told to Christopher Ross
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