
OUTWARD  
BOUND
cozy up with  
emma stone



Designed to work with iPhone 5 or later. Subject to availability. ©2015 Apple Inc. All rights reserved.

OUTWARD  
BOUND
cozy up with  
emma stone



42mmStainless Steel Case
Bright Blue Leather Loop

NOTE TO PUBS: IF ALTERING MATERIALS FOR ANY REASON, YOU MUST CALL
ANNA HARO’S CELL 818-807-8705 OR PETER NOLAN’S CELL 786-382-9157

29391_P1032_BlueLeather_WSJ_02: P1032_Apple_Watch_GF_BlueLeather_WSJ.indd 133-Line Date: 05-15-14 Vol: #2D
Black Cyan Magenta Yellow Operator: DC/EO

APPM-Q215-P1032
Magazine Page 4/C
“Apple Watch GF - Blue Leather - WSJ”

Composite Bleed: 9.875" x 11.75"
Composite Trim: 9.625" x 11.5"
Composite Live: 9.125" x 11"

MEDIA ARTS LAB

Inside Front Cover

NOTE TO PUBS: IF ALTERING MATERIALS FOR ANY REASON, YOU MUST CALL
ANNA HARO’S CELL 818-807-8705 OR PETER NOLAN’S CELL 786-382-9157

29391_P1032_BlueLeather_WSJ_02: P1032_Apple_Watch_GF_BlueLeather_WSJ.indd 133-Line Date: 05-15-14 Vol: #2D
Black Cyan Magenta Yellow Operator: DC/EO

Front Cover
APPM-Q215-P1032
Magazine Page 4/C
“Apple Watch GF - Blue Leather - WSJ”

Composite Bleed: 9.625" x 11.75"
Composite Trim: 9.375" x 11.5"
Composite Live: 8.875" x 11"

MEDIA ARTS LAB

NOTE TO PUBS: IF ALTERING MATERIALS FOR ANY REASON, YOU MUST CALL
ANNA HARO’S CELL 818-807-8705 OR PETER NOLAN’S CELL 786-382-9157

APPM-Q215-P1032
Magazine Page 4/C
“Apple Watch GF - Blue Leather - WSJ”

Composite Bleed: 9.625" x 11.75"
Composite Trim: 9.375" x 11.5"
Composite Live: 8.875" x 11"

MEDIA ARTS LAB

Gate Pages

29391_P1032_BlueLeather_WSJ_02: P1032_Apple_Watch_GF_BlueLeather_WSJ.indd 133-Line Date: 05-15-14 Vol: #2D
Black Cyan Magenta Yellow Operator: DC/EO



louisvuitton.com





es
te
el
au
de
r.
co
m

©
20
15
Es
té
e
La
ud
er
In
c.

NEW DIMENSION
SHAPE + FILL EXPERT SERUM

See the transformation.
In just 2 weeks, you’ll see more
defined-looking contours. Cheeks
and jawline are visibly more lifted.
Look in the mirror...

You’ll love what you see.
It’s that effective. Join us
@esteelauder.com and discover
the complete Transformative
Collection.

NOW
EVERY ANGLE

BECOMES YOUR BEST ANGLE™

EVA MENDES



THERE ARE EXCEPTIONS
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MILLENARY
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14 EDITOR’S LETTER 

18 COLUMNISTS on Timing

 STILL LIFE  Frank Miller
  The comic book legend behind Sin City and  

300 shares a few of his favorite things.  
 Photography by Brian W. Ferry

What’s News.
21  A Lavish Hotel Opens in a Historic French Château
 Four Rosés for Easy Summer Drinking

26 Mickalene Thomas Publishes Monograph of Muses
 An Online Retail Destination for Design Hounds
 Statement Lip Colors Make a Comeback
 Mamie Gummer Acts With Mother Meryl Streep

28 Luxury Ocean Liners With the Best Travel Perks

30 Ex-Noma Chef Opens Taco Stand in Copenhagen
 Photographer Andreas Gursky Exhibits in the U.S.
 A Side Table With a Birdlike Stance

31 L.A. Brand Co Partners With François Girbaud
 Steinway’s Eerily Accurate Self-Playing Piano
 Beach-Ready Floral Swim Trunks

32 Childhood Inspires Gabriela Hearst’s New Line

33 Hermès Debuts Its First Parfumerie, in New York

Market report.
37 wINDOw ShOppERS
  Take a leisurely stroll and gaze upon a season’s worth 

of structured bags, the perfect finishing touch for  
any ensemble. 

  Photography by Tina Tyrell  Styling by Noemi Bonazzi 
Fashion Editor David Thielebeule

on the cover  Emma Stone, photographed by Angelo 
Pennetta and styled by Francesca Burns. Trademark  
silk turtleneck and The Elder Statesman cashmere blanket 
scarf. For details see Sources, page 98.
 
thIS PAGe  Christopher Bailey, photographed by  
Hugues Laurent. 
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the exchange.

43 tracked: Snoop dogg
  The rap icon has lived many lives  

over the course of his 20-year career.
 By Christopher Ross
 Photography by Ryan Young

46 comfort zone 
  The chef behind Los Angeles’s  

Sqirl restaurant opens a second spot 
in Silver Lake.

 By Howie Kahn
 Photography by Ye Rin Mok

destinations issue.

50 the Stone age
  After a lead role in this summer’s 

Woody Allen film, Emma Stone is  
following her own star.

 By Josh Eells  
 Photography by Angelo Pennetta
 Styling by Francesca Burns

58 Soft focuS
  Loosen up this season with supple, 

unstructured cuts in layers of classic 
fabrics and understated sneakers.

 Photography by Thomas Lohr
 Styling by Julian Ganio

68 five StarS, zero waSte 
  Fine-dining restaurants are spinning 

odds and ends and formerly discarded 
ingredients into culinary gold.

 By Oliver Schwaner-Albright
 Photography by Nicholas Alan Cope 

72  a new look at  
the old world 

  Old Town in Kraków, Poland, makes 
the perfect backdrop for this season’s 
spirited couture creations.

 Photography by Maciek Kobielski 
 Styling by George Cortina

82  miSter finch
  The British artist’s debut gallery 

exhibition features over 50 new works 
made with cotton and wire.

 By Christopher Ross
 Photography by Joss McKinley 

84  the deSigner who 
would be ceo

  Christopher Bailey, the creative mas-
termind who modernized Burberry,  
is now running the whole show.

 By Tim Blanks  
 Photography by Hugues Laurent

88  Skeleton crew
  The newest limited-edition watches 

make no attempt to conceal  
their complex inner workings.

 Photography by Marius W Hansen
 Set Design by Mathias Renner
 Fashion Editor Isaiah Freeman-Schub 

90  how to eat auStralian
  Despite its natural bounty, Australia 

has no native cuisine. Chef  
Jock Zonfrillo wants to change that.

 By Jay Cheshes  
 Photography by Derek Henderson

Clockwise from top: Emma Stone, 
photographed by Angelo Pennetta and styled 
by Francesca Burns. Chloé wool and silk 
knit poncho. For details see Sources, page 
98. A tableau inspired by the movement 
to eliminate food waste, photographed 
by Nicholas Alan Cope. The season’s best 
structured bags, from left: Michael Kors 
Harlington bag, Roger Vivier Miss Viv’ small 
Bandeau bag and Coach Glovetan leather Nomad 
Hobo, photographed by Tina Tyrell. For 
details see Sources, page 98.
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EDITOR’S LET TER

ILLUSTRATION BY ALEJANDRO CARDENAS

MANO A MANO  Anubis, wearing Bally, engages in a friendly arm-wrestling match as Who and Bast (in Oscar de la Renta) look on.

GOING NATIVE

F
OR OUR JULY/AUGUST destinations issue, 
writers and photographers were dispatched 
around the globe—to Los Angeles, London, 
France, Australia and beyond—in search 

of stories with a strong sense of place. While our 
interconnected world has made it easier than ever 
to indulge in sightseeing from the comfort of 
Instagram, there’s no substitute for putting boots 
on the ground when it comes to understanding how 
location shapes one’s state of mind. 

Our radiant cover star, Emma Stone, has charmed 
audiences since her breakout role in 2007’s Superbad; 
her performance in last year’s Birdman earned her an 
Oscar nomination. Recently relocated to the West 
Coast after a stint in New York City, she’s had time 

to refl ect on a busy year that included her Broadway 
debut in Cabaret and a lead part in Woody Allen’s new 
fi lm, Irrational Man, out this July. “When I sit in my 
house for too long, I think too much,” Stone says of 
her new home on the Pacifi c Coast. “But I really like 
sitting in my house.”

Polish photographer and frequent WSJ. contribu-
tor Maciek Kobielski returned to his homeland to 
shoot couture fashion in Kraków’s medieval Old 
Town. Styled by George Cortina, model Sasha Luss 
poses in the National Museum in front of 19th-
century paintings, in the 800-year-old Wieliczka 
salt mine and at a 15th-century university assembly 
hall—settings emblematic of Old Europe that o� er a 
rich backdrop for contemporary fashion.

The issue also takes us inside a factory in the 
West Yorkshire town of Castleford, where Burberry 
manufactures its iconic trench coats and where chief 
creative o�  cer and CEO Christopher Bailey goes to 
connect with its heritage. As the company expands 
internationally and embraces its identity as one of 
fashion’s most digitally savvy brands, Bailey con-
tinues to be inspired by the hundreds of men and 
women on the line who make garments by hand. “It’s 
my favorite place,” he says. “Everything comes back 
to this.”

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

Abby 
WAmbAch 

“The thing about timing 
in soccer is that you have 
to anticipate and guess 
what your teammate 
is about to do. Unlike 
other sports where there 
are set plays, soccer is 
free-flowing. That’s why 
timing is one of the most 
important immeasur-
able intangibles, as we 
call them. When to move 
my body, when to jump 
for a header, where to 
anticipate the ball fall-
ing—there are so many 
variables. And every 
moment changes. What  
I focus on is putting  
my body in a position 
to force the ball into 
the goal. Instinct takes 
over: The ball is going 
to reach a certain point, 
and I need to get to that 
point at the perfect time, 
traveling at the perfect 
speed, so that it hits the 
perfect part of my head 
to go toward the goal. 
The reality comes down 
to time spent on the field 
with my teammates,  
to get that consistency. 
There’s no such thing  
as a perfect play.” 

Wambach plays forward on  
the U.S. women’s national 
soccer team and is a two-time 
Olympic gold medalist.

“In speechwriting, 
timing means cadence 
and meter. If you think 
about music, rhythm can 
be very calming, and 
with the spoken word, 
a deliberate, forceful 
meter can be motivat-
ing. When Will.i.am did 
the Obama speech, he 
took ‘Yes We Can’ and 
turned it into a song, 
and that’s the ultimate 
example of the musical 
side of a speech in terms 
of timing and rhythm.  
So the first rule before 
you start writing  
a speech is to say, What 
is it that I want people  
to do? It’s not just 
convincing them about 
the rightness of your 
argument—it’s motivat-
ing them to get off the 
couch. What speechwrit-
ers do is take the prose 
of a speech and write it 
on the page as if it were 
poetry. In George W. 
Bush’s first joint address 
to Congress after 9/11  
he said, ‘We will not tire, 
we will not falter, and 
we will not fail.’ It’s like 
iambic pentameter—it’s 
got that rhythm.”

mAry KAte 
cAry

Cary is a political consultant 
and former White House 
speechwriter.

“Comedic timing is 
a matter of a million 
things going the right 
way. There’s not a 
whole lot you can do to 
calculate timing. You 
can do the math as much 
as you want, and still, 
it has an equal chance 
of being funny or not 
funny. Most comedians 
have a good sense of 
timing through practice. 
But even the best are 
surprised by how some-
thing works one night 
versus another—there’s 
the mood of the audi-
ence, the quality of your 
voice, the way you’re 
thinking. The element  
of chance is what makes 
it fun. It becomes like  
a sporting event, playing 
golf or hitting a ball with 
a baseball bat. There’s  
so little that you can pre-
dict. Sometimes timing 
is built through editing. 
On Portlandia, we did 
something called ‘Did you 
read it?’ When we shot it, 
we sort of slowly said the 
lines. The director edited 
so that some of it was 
repeated, echoed,  
and we really chopped  
it down. The timing lived 
in the editing.”

eric  
ripert

Armisen is a comedian and 
the bandleader on Late Night 
With Seth Meyers.

soapbox

the columnists

Ripert is chef and co-owner of 
Le Bernardin in New York City.

Fred 
Armisen

“It’s mostly a sixth  
sense that tells me when 
a dish is done. One fish 
may take eight minutes  
to cook, another only 
three. A fish can be 
perfect right now and 
five seconds later it’s 
overcooked. It goes  
that quickly. A soufflé  
stays up for like 10 
seconds. It’s the eyes, 
mostly, just looking at it. 
I may be distracted and 
busy doing something 
else, but it’s rare that I 
forget to double-check. 
I always come back on 
time. I’m like that in 
my life, too, extremely 
punctual. Sometimes 
you can have a sense of 
timing about destiny. 
The minute I walked 
in on my first day at Le 
Bernardin, my sixth 
sense told me something 
special was happening. 
It was a June morning, 
7:40 a.m.; I looked at my 
watch. I turned to my 
friend Scott, the sous 
chef, who was walking  
in with me, and I told 
him, ‘Look at the time.  
This is important.’  
I’ll always remember 
that moment.” 

Sullenberger is an aviation ex-
pert and retired airline captain.

chesley 
sullen
berger

“Whether it’s a crisis  
or a sudden opportunity, 
challenges happen on 
their own schedule. 
We don’t get to decide 
when we’re going to be 
tested. But you have  
to be prepared for it, 
because there isn’t time 
in that moment to learn 
the things you need  
to do. I knew landing  
US Airways Flight 1549  
on the Hudson River  
[on January 15, 2009] 
was going to be the  
challenge of a lifetime.  
I could feel my pulse 
shoot up, my blood 
pressure spike, my 
perceptual field narrow 
because of the stress. 
But I had the discipline 
to compartmentalize 
and focus. As it turned 
out, we had just 208 
seconds from the time 
we hit the birds and 
lost thrust to when we 
landed in the river. In 
that time we had to do 
something we never 
specifically trained for. 
So we had to adapt what 
we did know and apply 
it in a new way to very 
quickly solve a problem 
we’d never seen before.”

“The way our culture 
is set up, we often want 
instant gratification. But 
there are certain things 
like organic processes 
that are ancient and 
slow, inherently slow,  
for a reason. The concept  
of slow birth is about 
connecting with your 
body and understanding 
that everything takes 
time. Think about spring: 
It takes all these months, 
all the earthworms and 
micro-organisms, things 
that are hidden under-
ground but completely at 
work. Things grow in the  
dark and take their time 
to come to the surface.  
It seems dormant, silent, 
but then all of a sudden 
we see bugs and bees 
and birds. It’s the same 
with a baby—the baby 
knows when it’s ready. 
It’s a process that’s been 
happening for millennia. 
There’s a sacred, primal 
timing that makes birth 
really magical. You  
don’t have an exact time-
line for delivery just  
like you can’t say when 
you’ll see the first buds 
in spring. But all of  a 
sudden we look up and 
they’re blooming.” 

lAthAm 
thomAs

Thomas is a birth and  
wellness coach.

PORT ROYAL
GOLF COURSE 
32° 18’ 0.9626” N
64° 46’ 53.1937” W

JOBSON’S COVE 
32° 15’ 20” N

64° 48’ 45” W

THE SWIZZLE INN
32° 16 ‘1” N

64° 47’ 34” W

TOBACCO BAY
32° 23’ 18” N

64° 40’ 46” W

FORT SCAUR 
32° 17’ 06” N

64° 52’ 20” W

PROPER SUMMER HOT SPOTS 
BERMUDA STYLE

THE PHENOMENA OF SUMMER FRIDAYS ARE MAGICAL. 
USE THEM WISELY.
So rather than the same old city streets and red lights, take off to the pink-sand 
beaches of Bermuda for a weekend of proper fun – with everything from romantic 
sunset cruises to bonfire parties right on the beach. 

And getting here is easier than you thought – only a 2-hour flight from the East Coast.

GoToBermuda.com/SummerFridays  |  #SummerFridays
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BY ALICE CAVANAGH

A historic family-owned château in a breathtaking but forgotten corner  
of rural France is reborn as a sophisticated culinary and spa retreat. 
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GRAND ENTRANCE 
Domaine des Etangs’s 

main entrance hall 
features original 

neo-Gothic banister 
carvings and artworks 

by French artist 
Vincent Fournier, 

including a sculpture 
from his Synthetic  

Flesh Flowers series (in  
the foreground).
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I fly Sentient Jet.
NewYork today, L.A. tomorrow, then home to Connecticut...
My life is always on the go, but I wouldn’t have it any other way.
In my line of work, you can’t afford delays or missed opportunities.
Whether getting to my next meeting or making it home to the kids
for bedtime, I am confident in my commitments. And for each and
every opportunity... I’m there.

I fly to seize the moment.
I fly to make the most of my time.
I fly Sentient Jet.

877.534.3003
sentient.com

Sensible, intelligent private aviation®
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ARCHITIZER A+AWARDS
NEW YORK, NY | 5.14.15
Architizer and WSJ. Magazine co-hosted
the 3rd Annual A+Awards, the definitive
global architecture award program, at
Highline Stages in Manhattan. The evening
recognized winners in over 90 categories,
representing more than 100 countries. Five
select Special Achievement honorees were
acknowledged for their contributions to the
fields of architecture and design: Advocate,
Firm of the Year, Product, Impact and
“Dare Greatly” presented by Cadillac. Gala
sponsors included: Audemars Piguet, Bally,
and Cadillac. After the ceremony, all were
invited to continue the celebration at The
Jane Hotel Ballroom.

Photos by Samantha Nandez/BFA.com

Reiulf Ramstad, Kristin Stokke Ramstad Eric Jillard Susan Rodriguez, Frank LupoJinhee Park

Jason Johnson, Yves Béhar

Audemars Piguet Watchmaker

Timothy Kirchmann

Xavier Nolot, Frederic Martel

Follow @WSJnoted or visit us at wsjnoted.com © 2015 DOW JONES & COMPANY, INC. ALL RIGHTS RESERVED. 6AO1434

Claudia Cividino, Frédéric de Narp

Marc Kushner, Anthony Cenname,
John Gidding

Cadillac CT6 Sedan
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what’s news

Rosé is a wine of contradictions. 
Sought after by wine drinkers, it’s 

disdained by wine snobs. And while 
it’s made from many different grapes 

in regions all over the world, it’s 
invariably grouped strictly according 

to color on wine lists and in wine 
stores. But there’s no contradicting 

rosé’s sheer deliciousness—especially 
during these hot summer months. 

Some of the best bottles are also very 
reasonably priced. —Lettie Teague 

DRINK PINK • CHÂTEAU
PÉGAU 
Legendary 
Châteauneuf-du-
Pape producer 
Laurence Féraud 
makes this dry, 
berry-scented rosé 
at Château Pégau, 
an estate near 
her Châteauneuf 
domaine. It’s lush 
but lithe, with a 
terrific balancing 
acidity. 2014 Pink 
Pégau, $20

• GOBELSBURG
The Austrians may 
be most famous  
for white grapes  
like Grüner 
Veltliner and 
Riesling, but they 
also make crisp, 
savory, slightly 
spicy rosés—like 
this one, which 
incorporates a 
blend of Zweigelt 
and St. Laurent 
grapes. 2014 Cister-
cien Rosé, $12.50

• COPAIN WINES 
Sonoma, 
California–based 
winemaker Wells 
Guthrie turns  
out top Pinot Noirs 
from a variety  
of vineyards;  
he taps several in 
Sonoma and the 
Anderson Valley of 
Mendocino for this 
juicy, exuberant, 
food-friendly rosé. 
2014 Tous Ensemble 
Rosé, $22

• CHÂTEAU
PUECH-HAUT
This pale-salmon 
wine—which is fresh 
and elegant, with 
a light-medium 
body—looks like 
the prototypical 
Provençal rosé,  
but it actually 
hails from the top 
estate in nearby 
Languedoc.  
2014 Saint-Drézéry  
Cuvée Prestige  
Rosé, $16 

HER OWN PLACE 
Once the fief of knights, 
Domaine des Etangs’s 
château (left) was built  
in 1060. Now Garance 
Primat has updated the 
estate’s seven suites, 
seven cottages and public 
spaces with contemporary 
furnishings and family 
antiques (as seen in the 
château’s Suite Soleil, 
below, and Salon Homme, 
below left).

T
HE LATE FRENCH BILLIONAIRE Didier Primat’s holi-
day estate, Domaine des Etangs, was an 11th-century 
castle in the remote, untouched Charente Limousine 
region. Primat carefully restored the historic build-

ings and grounds, creating “a big playground for the whole 
family,” recalls his daughter Garance, 37, the third of eight 
children, whose childhood memories include caring for pigs, 
rabbits and chickens on the property.

Since her father died in 2008, Garance has worked to fulfill 
his dream of transforming this estate—located just over three 
hours southwest of Paris—into a retreat for vacationers from 
around the world. This month she opened the property as a 
lavish hotel. The château has seven suites, seven free-standing 
cottages, a 40-seat restaurant, thermal Roman baths and more 
than 2,100 acres of rambling hills, forests and lakes to explore 
with bikes and wooden rowboats.

Garance, who shares her father’s passion for the outdoors, 
enlisted the celebrated landscape gardener Camille Muller to 
fashion the estate’s wild, expansive gardens. “Camille doesn’t 
try to control nature; he serves nature,” she says. To refurbish 
the château and cottages, sprinkled around the property, she 
worked with Parisian architect Isabelle Stanislas and local 
stonemasons and craftsmen, taking care to preserve the build-
ings’ “bones” by leaving original stonework and timber beams 
exposed. The rooms were furnished with a mix of elegant con-
temporary pieces and antiques owned by Garance’s father. 
Immense artworks by photographers Thomas Ruff and Dieter 
Appelt hang in the château’s suites.

The estate’s restaurant is one of the few fine-dining out-
posts in the region, a pristine landscape relatively unknown 
to tourists (and an easy drive from 
Cognac and Bordeaux). Chef Fabien 
Beaufour, 31, a former executive sous 
chef at New York’s Eleven Madison 
Park, sources fruit and vegetables 
from an abundant kitchen garden 
and beef from Limousin cattle raised 
on the property. Next year, Garance 
will open a luxury spa in the estate’s 
old windmill. “My father didn’t have 
time to finish the castle, so I decided 
to continue his work,” she says. “This 
was our family’s home—but it’s a 
place you want to share with other 
people.” From $650 (low season) 
to $2,000 (high season) per night; 
domainedesetangs.com. 

“my father  
didn’t have  

time to finish  
the castle,  

so i decided  
to continue  

his work.”
–garance primat
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what’s news

THE SEARCH IS OVER 
Design aficionados hunting their next trophy 
need no longer pound the pavement seeking 
recherché objets. Now an online retailer  
is aiming to deliver such accoutrements  
as Michael Anastassiades lamps, Aldo Bakker 
pitchers, Ettore Sottsass vases and cushions  
by fashion designer Raf Simons for Kvadrat 
with the same ease that fashion e-tailers  
drop off the latest Valentino purse. Called 
WallpaperSTORE, it’s a joint effort between 
Wallpaper magazine and Italian e-commerce 
experts the Level Group and launches this 
summer. store.wallpaper.com

screen time

MOM ROCK

This summer, actress Mamie Gummer 
plays the estranged, lovelorn daughter of 
an aging cover-band singer—her real-
life mother, Meryl Streep—in Jonathan 
Demme’s Ricki and the Flash. Gummer, 
also slated to appear on WGN’s acclaimed 
nuclear drama, Manhattan, this fall, talks 
to WSJ. about snap decisions, the realities 
of Hollywood and her famous co-star.

ON SIGNING ON TO WORK WITH STREEP: 
“I saw it all play out in my mind. I knew 
that my mom was going to kill it. We 
didn’t really discuss it much; I think we 
exchanged a nod, and the deal was done.”

ON HER FIRST TIME PLAYING HER MOM’S 
DAUGHTER, IN HEARTBURN (1986):  
“I was 18 months old. She likes to say that  
I got a better review than she did in the 
New York Times. I don’t know if that’s 
true, but let’s go with it.”

ON THE RICKI SCRIPT: “It struck that 
balance between being super clever, as is 
Diablo [Cody]’s style, but also having real 
emotional resonance.” 

ON JONATHAN DEMME: “He’s sort of mag-
netic; he travels with this merry band  
of followers, and he populates his film with 
them—artists, dancers, painters, really 
interesting people.”

ON HOLLYWOOD: “I was relatively naive; 
you’d think I should’ve known. But  
I grew up so far outside of it and only 
dipped in and out sporadically, and when 
I did, it all seemed really sparkly and  
fun and richly rewarding. I wasn’t pay-
ing attention to the bit about junkets and 
auditions and body appraisal. All that 
s— was news to me. It’s still astonish-
ing—like, really? You’re going to make a 
sexy Joan of Arc?”

art talk

CAMERA READY
Mickalene Thomas is known for her huge, rhinestone-encrusted  

oil portraits of black women vamping like ’70s blaxploitation hero-

ines and lounging nude like Ingres odalisques. Her first monograph, 

Muse: Mickalene Thomas Photographs, out from Aperture in August, 

surveys her photographs and photo collages (including Three Graces: 

Les Trois Femmes Noires, above), many of which helped to inspire her 

paintings. (A similarly themed show opens September 17 at London’s 

Rivington Place and travels to Aperture’s New York gallery next 

year.) Says Thomas, “It’s basically a book about my muses.” Many 

faces recur throughout, but Thomas’s mother—a statuesque former 

fashion model who died in 2012—looms largest. There are also 

pictures of Thomas herself, with inch-long nails and flower-bedecked 

hair, from earlier in her career, when the artist sat for her own por-

traits. “Photography brought me into my creative process,” she says. 

“I love how that lens allows me to see the world.” —Carol Kino

From top: Burberry Kisses in 
Oxblood No. 97, Dolce & Gabbana 

Dolce Matte Lipstick in Dolce 
Blood 644, Clinique Pop Lip 

Colour + Primer in Passion Pop, 
Charlotte Tilbury X Norman 
Parkinson Matte Revolution 
Lipstick in 1975 Red, Chanel 

Rouge Coco Ultra Hydrating Lip 
Color in 422 Olga, Yazbukey for 
Shu Uemura Rouge Unlimited 

Supreme Matte Lipstick in Noble 
Pink, Marc Jacobs Le Marc 

Lipstick in Georgie Girl 214. For 
details see Sources, page 98. 

Statement lip colors are 
making a comeback this 
summer. Keep it classic 
with timeless shades of 
crimson, baby pink and 

oxblood. —Celia Ellenberg

BIG MOUTH
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what’s news

BY BREKKE FLETCHER  
ILLUSTRATION BY GRACIA LAM

ROCKING  
THE BOAT
First-class ocean liners have been navigating 
the high seas for more than a century.  
A perennially popular way to travel, they’ve 
also become a multibillion-dollar industry, as 
major cruise lines introduce increasingly 
luxurious appointments and experiences to 
attract discerning passengers. Today’s most 
impressive ships feature hotel-size suites 
with private butler service, internationally 
renowned chefs for the buffet-averse  
and exclusive live entertainment. With more 
than 22 million vacationers expected to book 
passage this year—and over 1,000 ports  
of call—competition for dollars has reached 
a fever pitch. Below, several exciting new 
offerings to lure you aboard. 

worth the trip

ON-DECK OVERNIGHTS
Ever dream of being lulled 
to sleep by softly undulat-
ing waves? Azamara Club 
Cruises’ new “Nights in 
Private Places” is a romantic 
add-on that allows couples to 
snooze under the stars—or 
rather, in the privacy of their 
own cabana on the boat’s 
top deck, where they will 
luxuriate in fine linens and 
Frette robes. Before retir-
ing for the night, passengers 
will have access to the ship’s 
pool, where they will be 
served champagne, chocolate-
covered strawberries and an 
intimate alfresco dinner pre-
pared tableside on hot rocks. 
$395 per couple, available on 
all itineraries; azamara.com. 

MUSICAL INTERLUDES 
This fall, Cunard—a legendary 
cruise line that is celebrat-
ing its 175th anniversary 
this year—will treat passen-
gers on the Queen Mary 2’s 
September 4 Atlantic crossing 
to a series of concerts by 
Rock and Roll Hall of Famers 
Crosby, Stills and Nash. On 
this cruise from New York to 
Southampton, England, the 
band will also participate in a 
Q&A and photo ops. Next sum-
mer, Italian-opera enthusiasts 
aboard the Queen Victoria 
may choose to disembark in 
Venice to attend the acclaimed, 
always-sold-out open-air 
opera festival in Verona. 
Transatlantic crossings start 
at $1,449; cunard.com. 

GOING GAUGUIN
Who hasn’t fantasized about 
chucking it all and moving  
to Tahiti? Starting this month, 
Windstar Cruises, an  
award-winning small-ship 
cruise line, will offer water-
sports enthusiasts, sabbatical 
takers and other adventurers 
the opportunity to spend a 
year at sea in the South Pacific 
aboard its 148-passenger 
Wind Spirit sailing yacht. The 
boat is equipped with snorkel 
gear and stand-up paddle-
boards; at stops throughout 
the Society Islands, guests 
can water-ski, windsurf and 
partake in world-class diving. 
A yearlong Tahitian itinerary 
is approximately $150,000; 
windstarcruises.com.

CULINARY CREDIBILITY  
Many cruise companies are 
turning their culinary 
programs over to top chefs. 
This fall, passengers aboard 
Seabourn ships will feast  
on dishes created by Thomas 
Keller (of Napa’s French 
Laundry and New York’s  
Per Se). A Crystal Cruises’ 
restaurant, meanwhile,  
is overseen by sushi legend 
Nobuyuki “Nobu” Matsuhisa. 
And MSC Cruises—home to 
Mario Batali’s first seafaring 
Eataly—will soon announce a 
partnership with France’s 
most acclaimed pastry chef, 
Jean-Philippe Maury. Various 
ships and itineraries; seabourn 
.com; crystalcruises.com; 
msccruises.com. 

PRIVATE SPAS
For the ultimate in luxury 
cruising, book the nearly 
4,000-square-foot Regent 
Suite on Regent Seven Seas 
Cruises’ newest ship, the 
Seven Seas Explorer. (Its 
maiden voyage, a 14-night 
cruise from Monte Carlo  
to Venice next July, is already 
sold out.) The suite includes  
an in-room spa retreat—a first 
at sea—where passengers  
can enjoy unlimited treat-
ments from the Canyon Ranch 
Spa Club. Located on the top 
deck of the ship, the suite 
even has its own terrace, with 
unobstructed 270-degree 
views over the ship’s bow. 
The Regent Suite books from 
$46,000; rssc.com.
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what’s news

F
OR THE PAST FIVE YEARS, Rosio Sanchez has worked alongside René Redzepi in the kitchen 
at Copenhagen’s Noma as part of the restaurant’s brain trust, specializing in pastry.  
Her next act: opening the city’s premier taco stand. The idea came to her a few years ago.  
“A Mexican restaurant opened here,” says the Chicago native, whose parents were both 

born in central Mexico, “and it wasn’t quite what I’d hoped for. I kept telling the chefs to do this and 
to do that. Finally, I just decided that I needed to open the Mexican place I’d been craving myself.” 

To prepare for the launch of Hija de Sanchez in the Torvehallerne marketplace, the 30-year-old 
chef has been testing recipes in a shipping container in back of Noma that serves as the restaurant’s 
fermentation lab. “But don’t expect that kind of science to show up in my tacos,” Sanchez says. 
Instead, her menu will revolve around the Mexican favorites she grew up eating in Chicago’s Little 
Village neighborhood and during more recent trips to markets around Mexico. “I’ve been work-
ing on about 10 different taco recipes,” says Sanchez. “But we’ll only feature about three at a time 

because we’re setting up in a market, too, and nobody there 
wants to look at a long menu.” 

On top of first-rate carnitas and chicken mole tacos,  
Sanchez will make fresh salsas, masa and tortillas with ingre-
dients shipped in from Mexico. Her corn, from Oaxaca, will  
be ground in a newly bought molino; she’ll also sell her salsas 
and tortillas as retail items. “We’re in a market with a nut stand 
and a duck confit sandwich shop,” she says. “I want Hija to have 
a feeling of abundance.” Sanchez’s affection for dessert will 
be expressed in the form of paletas—ice pops with flavors like 
coconut with fried cocoa nibs and chile-dipped cucumber  
with lime and apple—as well as a tres leches cake that’s been  
a favorite since childhood. “It’s what my parents gave me every 
year for my birthday,” she says. 

Since there’s no real culture of Mexican cuisine in 
Copenhagen, Sanchez explains that “it wouldn’t make sense to 
do any other interpretation here than the classics.” And that’s 
what Sanchez intends to provide from her tiny market stand, 
open all day. “I love cooking this food,” she says. “People should 
come not because Noma’s former pastry chef is opening a taco 
stand—Hija is going to be delicious on its own.” —Howie Kahn

upstart

TACOS FOR DANES

BIRD SONG
Best known for his ice-bound Finlandia vodka bottle, 

Finnish designer Tapio Wirkkala also worked in wood—
and never more poetically than in his Bird side table 
(1952), which Poltrona Frau has now mass-produced 

for the first time. A laminated birch top rests on joined 
feet, and a black spine dips to the ground with quiet 

insouciance. $12,320; poltronafrau.com. —Sarah Medford

a side table 
inspired 

by a bird’s 
silhouet te

on displ ay

THE BIG PICTURES
Photographer Andreas Gursky turns ordinary 
subjects—an apartment building, an airport 
runway—into sumptuous images that envelop 
viewers in high-resolution detail. This summer, 
more than 20 of his photographs can be seen 
in Andreas Gursky: Landscapes, his first  
U.S. museum exhibition in more than 10 years, 
at Long Island’s Parrish Art Museum.  
The location has special resonance for Gursky, 
whose Düsseldorf studio was designed by 
Jacques Herzog and Pierre de Meuron, the 
same Swiss starchitects who in 2012 fashioned 
the Parrish’s modernist barn. —Ted Loos

TRUE TO HER ROOTS 
Rosio Sanchez, formerly of Copen-
hagen’s Noma, is opening a taco 
place in Torvehallerne marketplace. 
Photograph by Erik Olsson.

This fall, designers Justin Kern and Stephanie Danan  

of the Los Angeles–based womenswear brand Co will add 

a four-piece raw denim capsule collection to their line of 

romantic, pared-down separates. The couple collaborated 

with French denim legend François Girbaud—the creative 

brain behind the now-defunct cult label Marithé + François 

Girbaud—who pioneered stonewashing in the ’70s. “It was 

unexpected and kind of magical,” says Danan, who knew 

Girbaud as a child, when her fashion distributor father 

imported his jeans into North America and the designer 

shared intimate dinners with her family. She hadn’t spoken to Girbaud in 20 years but reconnected with 

him when she discovered that he had recently moved to L.A. Now Girbaud is a frequent guest at Kern 

and Danan’s table. “He’ll run by the house late at night to show us a new style, like he’s cracked a code,” 

says Danan. Their collaboration has produced inventive pieces including a button-front denim jacket 

made in Co’s signature A-line silhouette and a high-waisted, wide-leg trouser whose curved-out  

seam creates a slimmer shape. “François is a rebel at heart who constantly challenges us creatively,” 

says Kern. Adds Danan, “This is the most fun we’ve ever had designing.” —Laura Stoloff 

wsj. maga zine

INVENTIVE DENIM 
Right: Justin Kern 

(left), François Girbaud 
and Stephanie Danan 

collaborated on a capsule 
collection, Co Denim 

Avec François Girbaud. 
Below: Raw denim 

sculpted into an A-line 
button-front jacket and 

wide-leg pant.

partnership

SEEING BLUE

The season’s bright floral swim 
trunks—in splashy, oversize 

patterns—pack a tropical punch.

From top: Sundek, Tommy Hilfiger, 
Vilebrequin, Ralph Lauren, Onia, Thom 
Browne. For details see Sources, page 98.

IT’S GOING 
SWIMMINGLY

PIANO, NO MAN
Ever imagine what it would be like to host a Glenn Gould concert in  
your living room? Steinway & Sons has turned that impossible dream into  
a reality with the Spirio self-playing grand piano. An uncannily accurate 
method of recording key strikes (with more than 1,000 velocity gradations) 
and the nuances of pedaling render the flat, soulless quality of player 
pianos obsolete. Art Tatum’s version of “Someone to Watch Over Me,”  
one of 800 (and counting) pieces in an iPad-controlled library, will  
make you wonder if the ghost of the legend is in the machine. $84,300 for  
a Model M to $116,400 for a Model B; steinwayspirio.comF.
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what’s news

F
LIPPING THROUGH a book of faded family 
photos, designer Gabriela Hearst points out 
an image of her late father, a Uruguayan 
gaucho, chasing down a cow on horseback. 

Mustachioed and exuberant, he’s wearing rid-
ing pants, a button-down shirt, leather boots and a 
sombrero—“his uniform,” says Hearst, with a laugh. 
In another shot, he helps young Gabi balance in the 
saddle; both wear colorful berets. “There was a cer-
tain attitude,” recalls Hearst, who grew up herding 
cattle on family-owned ranches in remote northern 
Uruguay. “It’s a traditional way of dressing that still 
feels current. It’s about having fewer things, but that 
are well-made, with an emphasis on craftsmanship.” 

Hearst, 38, who moved to New York 15 years ago, is 
channeling the spirit of her past in a new eponymous 
line of women’s ready-to-wear. “For me, it wasn’t 
enough for something to be pretty,” she says. “It had 
to have a purpose.” She’s perched on a white settee in 
the West Village townhouse she shares with her hus-
band of two years, publishing scion Austin Hearst, 
under a canvas by a favorite contemporary artist, the 
Argentine painter Diego Gravinese. Hearst reaches 

BY MEREDITH BRYAN   PHOTOGRAPHY BY EMMA TEMPEST

creative brief

PASSION PROJECT
An adventurous childhood spent on Uruguayan ranches inspired the 

ready-for-anything roots of Gabriela Hearst’s elegant new line. 

for a utilitarian melton wool duffle coat, showing 
how its quilted puffer liner zips out. “It’s two coats in 
one,” she says. A fisherman’s sweater lightened with 
strips of tulle is an equally versatile layering piece. 
Even a white silk cady crepe evening gown seems 
understated and practical: Modest and floor-length, 
it has no more adornment than knife pleats on one 
side. Personal touches abound, such as the custom 
rose-gold hook closures based on stirrups and fisher-
man’s shackles (an homage to a favored hobby of her 
husband). Boots have heels hand-painted to look like 
stripes of reclaimed wood, inspired by her Punta del 
Este beach hideaway. Hearst is particularly proud of 
her footwear, which is double-welded. “Men’s shoes 
last a long time,” she says. “Why shouldn’t women’s?”

Born Gabriela Perezutti, Hearst attended British 
schools in Uruguay before decamping to Europe to 
model in the late ’90s. “It was a short-lived career,” 
she says. “I had an androgynous look, and it was 
the age of the Amazonian Brazilian.” She moved to 
Manhattan to attend acting school. “The best perfor-
mance I ever gave was convincing my father to pay 
for that,” she jokes. After graduation, in need of a 

job, Hearst got hired at a fashion showroom—but she 
sensed she’d be better at designing. In 2004, with 
$700 between them, she and two partners launched 
Candela, a line of youthful, bohemian pieces. Hearst 
was 27, with several careers behind her; she knew 
she had to make this one work—and she did. “Candela 
took off,” she says. But almost a decade later, Hearst 
began dreaming of a new collection, “for a woman, 
not a girl. Someone who knows what she wants.” 

By then, she was also running an unconventional 
side business. “I’m a sheep breeder,” she says. Her 
father, who died in 2011, left her his merino sheep 
and cattle ranch, which she now manages from afar, 
flying down to Uruguay several times a year. (She has 
her family’s heart-shaped livestock brand tattooed 
on her wrist.) While she doesn’t use her own wool, 
which is sold raw, she is discriminating about fab-
rics. “It’s really exciting when you touch yarns and 
think, This is incredible,” says Hearst, wrapping her-
self in a chunky, hand-knit cashmere scarf from her 
collection (so large that it doubles as a couch throw).

This summer, the personal and the professional 
converge even more meaningfully when, just as her 
new line hits Barneys (its exclusive retailer) and she 
presents her resort collection, she will give birth 
to her third child, a son. She admits the timing has 
made things hectic, but both projects felt too urgent 
to delay. “One day,” she says, “I realized, I’m not get-
ting any younger!” 

SHAWL RIGHT 
Above: A navy silk 
evening gown.  
Left: A hand-knit 
cashmere wrap, silk 
dress and calfskin 
boots. For details see 
Sources, page 98.

SIMPLE PLAN   
Left: Gabriela Hearst in a top 

of her own design. Above: A 
fisherman’s sweater, wool and 
chiffon skirt and suede boots. 
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• CAROLINA HERRERA
Fashion designer Carolina 
Herrera and her daughter 
Carolina Herrera de 
Baez teamed up to launch 
Herrera Confidential, a 
new collection of six unisex 
fragrances that captures 
the essence of the Herrera 
dynasty. The opulent floral 
Herrera Tuberose is  
heavy on timeless elegance.  
Herrera Tuberose, $240; 
carolinaherrera.com

• DIANA VREELAND
Diana Vreeland, the iconic 
former Vogue editor, loved 
colors—and words— 
according to her grandson 
Alexander, who launched 
a fragrance brand with her 
name last year. The new 
carnation- and rose-infused 
Devastatingly Chic reflects 
both passions. Diana 
Vreeland Devastatingly Chic, 
$250; available in August at 
dianavreeland.com

• CHANEL
When Chanel’s in-house 
perfumer, Jacques Polge, 
stepped down recently 
after 37 years on the job, 
his son, Olivier Polge, 
promptly took the reins. 
Olivier’s debut scent, 
Misia, is a violet-, rose- 
and lipstick-scented 
homage to Coco Chanel’s 
confidante Misia Sert.  
Les Exclusifs de Chanel 
Misia, $280; chanel.com

Jean-Claude and Céline 
Ellena are not alone in their 
generational perfuming 
pursuits. Some of the best 
new launches are bound by 
blood—and base notes.

ALL IN THE 
FRAGRANCE 
FAMILY

what’s news

WHEN CÉLINE ELLENA signed on to work with 
Hermès five years ago to create its first line of 
home fragrances, she joined forces with her 
father, Jean-Claude Ellena, the brand’s legend-
ary in-house perfumer. While the older Ellena 
is world renowned for his exclusive and often 
elusive scents, including Voyage d’Hermès, 
Un Jardin sur le Nil and the popular men’s 
fragrance Terre d’Hermès, his daughter has 
focused on the art of scenting interiors with 
everything from candles to origami horses.  

In August, the 178-year-old company that 
got its start in saddles, bridles and leather 
goods opens Hermès’s first parfumerie—a 
store dedicated entirely to its beauty offer-
ings—in New York’s Financial District. “We 
saw an incredible opportunity to be part 
of a unique and immersive urban shopping 
experience,” Hermès U.S. CEO Robert Chavez 
explains of the decision to debut a stand-alone 
shop at Brookfield Place, the new high-end 
retail destination that is connected by skyway 
to One World Trade Center.

Constructed to have a deliberately 
 domestic feel, according to the store’s 
designer Denis Montel, the 1,000-square-foot 
space— featuring neutral tones of concrete, 
marble and leather and touches of fine woods 
throughout—showcases its entire library 
of perfumes and ancillaries. The popular 
Le Bain bath, body and hair-care line, as 
well as Le Parfum de la Maison—Céline’s 

collection of scented objets—are displayed 
alongside chairs, sofas and benches fabricated 
by French designer Ramy Fischler. To add a 
visual element to the multisensory experi-
ence, Montel enlisted Brooklyn-based artist 
Daniel Gordon to create verdant projections 
at the store, which simulate the illusion of a 
“concrete jungle” replete with plants, trees  
and flowers. 

“It’s like a really small apartment with a 
garden,” Montel jokes, evoking a common New 
York real-estate fantasy. Every Hermès store 
he designs—in New York, Hong Kong, Paris or 
elsewhere—needs “something new” for cus-
tomers to experience, he adds. 

Céline has devised a new candle for the 
opening. Called “The Shop Around the 
Corner,” it will be available only at the Hermès 
parfumerie. “The fragrance is really dedicated 
to New York,” the 47-year-old perfumer says of 
the white flower– and eucalyptus-spiked wax 
that fills a geometric porcelain vessel sculpted 
by French industrial designer Guillaume 
Bardet. In New York, “everything moves 
really fast, but sometimes, suddenly, time 
stops, and there’s the fragrance of a flower 
shop,” Céline says, romanticizing the curb-
side bodegas that provide Manhattanites with 
coffee, newspapers and the occasional bou-
quet of lilies. “I was inspired by that smell.”  
Hermès Parfumerie at Brookfield Place, 225 
Liberty St., NYC; opening August 2015. 

BY CELIA ELLENBERG

storefront

THE SCENT OF 
SUCCESS

Hermès unveils its first-ever parfumerie, 
in downtown New York.

terre d’hermès, 
the best-selling 
men’s fragrance 

in france.
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CURRENT STATE OF DESIGN
NEW YORK | 4.28.15

WSJ+ hosted a discussion with
Alexander Wang and Ryan Korban
at the Museum of Modern Art’s Film
Center. Guests gathered for an in-depth
conversation about the designers
and their creative collaborations
as business partners. Immediatly
following, all were invited to a cocktail
reception in MoMA’s Ronald S. and
Jo Carole Lauder Building lobby.

Photos by Kreg Holt/kregholt.com

WSJ. MAGAZINE
CELEBRATES STYLE & DESIGN
NEW YORK | 5.11.15

WSJ. Magazine hosted its annual May
issue dinner at The Clocktower restaurant
overlooking Madison Square Park in
Ian Schrager’s New York EDITION, in
advance of the hotel’s opening. All
enjoyed a British-inspired culinary
experience from Michelin-starred chef
Jason Atherton.

Photos by Kreg Holt/kregholt.comAnthony Cenname, Ian Schrager

Mounia Mechbal, Kathleen Bridoux,
Catherine Lacaze The Clocktower

Follow us @WSJnoted

Eric Jennings, Donna Faircloth

Franck Sarrabezolles, Terry Villani

MoMA Theater 2
Whitney Taylor, Sara Lipson, Lisa Lee, Stephanie
Anderson, Maryann Schafer, Stephanie Ortiz Courtney Dolan, Stephanie Arnold

Ryan Korban, Alexander Wang
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Take a leisurely stroll and gaze upon a season’s worth of structured bags,  
the perfect finishing touch for any ensemble.

WINDOW SHOPPERS
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ON DISPLAY   
Classic style sits front 
and center. Bottega 
Veneta navy crocodile 
Monaco bag.
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VERY CHERRY  
Pluck one of these eye- 
catching beauties. From left: 
Valentino Garavani leather 
Rockstud bag, Louis Vuitton 
mini Malletage bag and  
Lanvin Nomad Sugar bag. 

wsj. maga zine

NEUTRAL POSITION 
Lighten any load with one of 
these ladylike numbers in pale 
hues. From left: Tod’s leather 
Cape bag and Alexander 
McQueen Legend Box bag.
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FILM NOIR 
The doctor’s bag is in, as shown 
by these versions of the sturdy 
shape. From left: Balenciaga 
Maillon bag, Saint Laurent by 
Hedi Slimane Saint Germain 
Cabas bag and Giorgio Armani 
Le Sac 11 leather bag. For details 
see Sources, page 98.

wsj. maga zine

BROWNIE POINTS 
Rack up envious glances with 
these retro updates. From 
left: Michael Kors Collection 
Brackley cross-body bag  
and Ralph Lauren small Ricky 
Drawstring bag. 
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T
HE NIGHT OF THE LAUNCH of Snoop Dogg’s  
latest album, the groovy, funk-inflected Bush, 
was a late one; thanks to a raucous release 
party he DJ’d at a club in West Hollywood, 

Snoop, 43, and his crew got little to no sleep. The fol-
lowing day—which required the rapper to perform on 
The Voice alongside Pharrell Williams before taking 
a red-eye to New York City for further promo—found 
him quiet and inscrutable behind dark sunglasses. 
Sticking only to the broad strokes of his schedule after 
arriving at the Universal City studios where The Voice 
is filmed, he managed to slip his handlers on a number 
of occasions, leaving them to chase him around the stu-
dio lots in golf carts. Only two things seemed able to 
rouse him from his fatigue-induced malaise: the cheers 

and screams of the audience at The Voice as he stepped 
onstage to sling verses, and smoking a blunt the size of a 
Brobdingnagian carrot. 

The release of his 13th solo studio album has capped 
a remarkably long-lived and shape-shifting career. His 
current incarnation as the rap world’s fun-loving uncle, 
an epicurean master of ceremonies who just wants the 
world to get down, follows previous stints as a more 
spiritually minded Rastafarian “Snoop Lion,” a reality-
TV star, a certified youth-football coach and, according 
to him, a working pimp. The same man who’s been 
arrested several times and been temporarily banned 
from Norway and the U.K. also met President Obama at 
the White House in 2013. But whether Snoop is making 
hard-boiled ’90s gangsta rap or a playful pop cameo in 

a candy-colored Katy Perry music video, his music has 
remained consistent (and for the most part critically 
acclaimed). He’s parlayed his popularity into numerous 
commercial ventures—including lending his voice to a 
GPS navigation system and promoting Hot Pockets—
and an estimated personal fortune of $110 million. 

In spite of all he’s seen and done in the public eye, 
Snoop seems oddly ageless, appearing to have changed 
little physically in the past two decades. And he’s hardly 
slowing his pace: As late as this day started, the next 
began early. The wheels of his Delta flight hit the tarmac 
at 5:55 a.m. in New York City the following morning. 
Within two and a half hours, he was filming the Today 
show, calm and smiling in front of the cameras even as 
his gaze was obscured by black sunglasses. >  

BY CHRISTOPHER ROSS   PHOTOGRAPHY BY RYAN YOUNG

From Death Row Records bad boy to reality-TV star and White House invitee,  
the rap icon has lived many lives over the course of his 20-year career. 

tracked

SNOOP DOGG

ALL SMILES  
After performing, 

the rapper hops 
into his van—

personalized with 
Pittsburgh Steelers 

paraphernalia—to 
head to LAX.
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19 
years 

that his cousin Poppa has served as one  
of his bodyguards.

3
children 

with his wife, childhood sweetheart  
Shante Taylor Broadus:  

Cordé, 20, Cordell, 18, and Cori, 16.

4/20 
Date of Snoop’s annual “Wellness Retreat” 

in Denver, a concert that exhorts  
attendees to “Inhale, Exhale, Recharge.”

3
graduates 

of the Snoop Dogg Youth Football League 
signed to NFL teams in 2014.  

This year, 20 graduates will play on  
Division I college teams. •

3,781
likes 

of a video selfie Snoop posted to Instagram, 
within seven minutes of sharing it.

$1.8 million
Sale price for Snoop’s Claremont, CA, prop-
erty, an eight-bedroom, 6,500-square-foot 

house that was featured on MTV Cribs.  
(He now resides in Diamond Bar, outside L.A.)

1
dog 

Juelz, a French bulldog who is rarely 
leashed and has his own Instagram account 

with 19,000 followers.

41
minutes 

Length of his album Bush, which features 
cameos from Stevie Wonder, Charlie 

Wilson, Bootsy Collins and Gwen Stefani.

35 million
records 

sold worldwide in the course of his career. 
His first album, 1993’s Doggystyle, sold 

more than 800,000 copies its first week.

0:00 m.m.
Lorem ipsum
Faccum restempore, senis aut fugia 
dendis es re, vid quis ipsanda quam 
iusdae ventota speditatem niminc.

4:09 p.m.
Takes van
to The Voice soundstage. His jean  
jacket features a screened print  
of the cover of his latest album, Bush.

2:30 p.m.
Rehearsal

with frequent collaborator  
Pharrell Williams for a  

performance on The Voice.

9:02 p.m.
Arrives at LAX  

to catch a red-eye to New 
York City, with a half hour 

to spare before takeoff.

3:17 p.m.
Pre-show

in the dressing room 
with Tasha Hayward, 

Snoop’s hairstylist  
and longtime friend.

4:31 p.m.
Onstage

The audience cheers for 
the rapper’s new track 

“California Roll.” Right, 
Snoop with Pharrell and 

show host Carson Daly.



as a small-batch jam operation in 2011, and it still car-
ries flavors like blueberry-tarragon). “I have to prove 
I can do more,” she says, wearing dark Acne jeans, 
cuffed at the bottom, and a black scoop-neck tee, her 
hair wound in a top knot. On an event-by-event basis, 
Koslow has recently been collaborating on dinners: 
with chef Ari Taymor at his standout downtown L.A. 
restaurant, Alma; with Dan Barber for his wastED 
series in New York; with Scribe Winery under the 
rubric of a “Tuff Luck” meal, playfully paying tribute 
to the type of soil—volcanic tuff—at the vineyard. 
“We cooked with tough-to-find ingredients,” says 
Koslow, “or made dishes that were tough to cook.” 
She’s also been plating elaborate meals for exhibition 
openings at prominent local galleries. “We made pea 
tendril salad for the Gerhard Richter show at Hannah 
Hoffman,” she says, also citing events at the Blum & 
Poe and Gavlak galleries featuring dishes like lentils 
with foraged mushrooms and the Moroccan spice mix 
ras el hanout. 

All these one-night stands have made Koslow 
eager to expand. Next door to her corner spot—
where the guy who plays Bevers on the sitcom 
Broad City is currently drinking his coffee while the 
producer and writer Lynda Obst eats huevos ranche-
ros—Koslow shows off the beginnings of her new 
project, Sqirl Away. “By July,” she says, “its face-lift 
will be complete.” 

Designed by architect Barbara Bestor, who’s also 
responsible for Intelligentsia Coffee’s nearby West 
Coast flagship and the corporate headquarters of 
Beats by Dr. Dre in Culver City, Sqirl Away will feature 
a modern and minimal design, a perfect backdrop to 
make the warmth and complexity of Koslow’s cuisine 
stand out in sharp relief. It’s all in service of a quality 

she calls “Sqirl-fulness”—a 
vibrancy that’s layered, without 
feeling forced. “Even the most 
simple dishes have five or six 
things going on in them that you 
don’t necessarily notice unless 
you’re looking,” says Taymor. 
“It’s really ambitious cooking 
disguised as comfort food.” 

As its name suggests, Sqirl 
Away will focus on premade 
dishes, like tapioca onion puffs 
and potted baccalà with flowers, 
ordered to go. “We can’t just do 
rotisserie chicken and sell it to 
people,” says Koslow. “The food 
has to be more like terrines and 
rillettes and perfectly composed 
salads with multiple kinds of 
herbs and greens.” The shop’s 
closest antecedent is, perhaps, 
Ottolenghi in London, which chefs Yotam Ottolenghi 
and Sami Tamimi started in Notting Hill in 2002; 
they have since opened three more locations, while 
writing a series of beloved books focusing on their 
interpretations of Mediterranean cookery. Koslow 
herself recently signed a deal to write two cookbooks, 
the first of which, Everything I Want to Eat, will be 
published next year. She believes Sqirl Away might 
have an Ottolenghian potential to scale. “I think 
about doing something in Tokyo,” she says. “I think 
about New York.”

She’s also been thinking increasingly about din-
ner, and not in the form of another pop-up. There’s no 
lease or business plan yet, but Koslow already has a 

name. “Mascarel,” she says, “for Jose Mascarel, who 
was the French-born mayor of Los Angeles in the 19th 
century and also a baker and a winemaker and a naval 
captain. He’s basically a Daniel Day-Lewis character.” 

Heading back into the sunlight and toward Sqirl’s 
line, Koslow greets diners-in-waiting. Photographing 
a couple of pooches for the @dogsofsqirl Instagram 
feed, the chef seems positively mayoral herself. With 
everyone around us happily digging into their eggs, 
Koslow starts thinking aloud about the future. “The 
other day, we tempura-fried zucchini blossoms and 
made powder from dehydrated yuzu, like a Fun Dip,” 
she says. “That stuff doesn’t belong at Sqirl. I really 
need a nightspot.” •

“EvEn thE most 
simplE dishEs 
havE fivE  
or six things 
going on.  
it’s ambitious 
cooking 
disguisEd as 
comfort food.”

—ari taymor
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T
HE THURSDAY MORNING breakfast crowd at 
Sqirl in Silver Lake extends out the door, 
around the corner and up an adjacent hill. 
One party, already served and sated, sits at 

a small sidewalk table, huddling over the remains of a 
meal: plates flecked with preserved lemon, drippings 
of lacto-fermented hot sauce, curls of pickled carrot 
and crumbs from Sqirl’s signature toast, which gets 
Instagram love like a Kardashian. From the group, 
sipping on vanilla-bean lemonades and turmeric ton-
ics, one voice pipes up, preaching just loudly enough 
for the line of locals, young and resplendent in denim 
and T-shirts, to overhear. “This is L.A.,” she says, eye-
ing her plates. “This is L.A.” 

A few years ago, the idea of linking Los Angeles’s 
core identity to this restaurant’s flavor profile—a 
marriage of California farm-freshness with spices 
and herbs from North Africa, the Mediterranean 
and the Middle East—would have seemed unlikely. 
But owing to places like Sqirl—and its 34-year-old 
chef-owner, Jessica Koslow—the conversation sur-
rounding food in this city is broadening profoundly. 
By cooking with a strong point of view and concen-
trating on daylight dining (Sqirl serves from 8 a.m. to 
4 p.m., in a town where breakfast meetings are king 
and lunch still runs long), Koslow has amassed the 
kind of cult following that fills a restaurant, spreads 
its gospel and, ultimately, influences the palate of a 
hungry metropolis. The line outside says it all: Los 
Angeles wants more from Jessica Koslow. 

Koslow is happy to oblige. “I get lumped into 
the breakfast category a lot,” says the chef—whose 
résumé includes a master’s degree from Georgetown, 
a production stint on American Idol and formidable 
chops as a cook, baker and jam maker (Sqirl started 

The chef behind Los Angeles’s 
Sqirl restaurant—beloved  

for classic cuisine laced with 
complex, cosmopolitan  

flavors—expands to a second 
location in Silver Lake. 

COMFORT 
ZONE

EpicurEan travEl

BY HOWIE KAHN    
PHOTOGRAPHY BY YE RIN MOK

FARE GAME 
Jessica Koslow, at the 
communal table inside 
Sqirl. “I have to prove  
I can do more,” she says.

WHO’S ON THIRST 
Freshly made drinks include 
(from left) cold-brew coffee, vegan 
organic horchata, vanilla-bean 
limeade, rhubarb lemonade, 
turmeric tonic and cascara. 
Below: From Sqirl Away’s menu, 
smoked whitefish salad with 
marinated ikura, spring cabbage 
salad, fava bean hummus and 
charred country loaf. 
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Irrational Man, out this July, marks the second time  
Emma Stone has appeared in a film by Woody Allen. The Elder Statesman  

cashmere blanket scarf and Trademark turtleneck.
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After last year’s Oscar-nominated performance in Birdman,  
and a lead role in this summer’s Woody Allen film, Irrational Man,  

Emma Stone is discovering the joy of following her own star.

THE 
STONE 

AGE

FUNNY GIRL   
“There’s this insane  
thing that happens,” 
Stone says, “where you 
start not just doing 
things because you’re 
lucky to have gotten the 
job, but you actually 
start making choices.” 
Chloé wool and silk  
knit poncho. 51



53

T
UCKED INTO A CORNER booth at a sea-
food restaurant off the Pacific Coast 
Highway, Emma Stone listens atten-
tively as a waiter with a handlebar 
mustache describes the evening’s 
specials: bluenose sea bass, whole 

branzino, grilled market-price lobster, fresh sea 
urchin, shellfish stew made with mussels and clams 
gathered from the ocean we can see out the window. 
Maybe it’s the candles, but Stone’s green eyes look 
even bigger than usual as she nods enthusiastically, 
taking it all in. Then the waiter turns to leave, and 
the 26-year-old actress lets the facade drop. “I was 
concentrating so hard on making my face look like I 
was listening that I totally forgot to listen,” she con-
fesses. “I wasn’t listening at all!” 

We’ve just met, but this feels like a very Emma 
Stone moment. The self-effacement, the goofiness, 
the slapstick laugh. Stone is a famous person who 
is very good at not seeming famous. It’s the kind of 
loose-limbed naturalism that has allowed America to 
fall for her, starting with her breakout role in 2007’s 
Superbad all the way to her Oscar-nominated turn in 
Birdman last year.  

Stone lives not far from here, in a half-furnished 
rental house she’s sharing with her younger brother 
and Ren, a three-and-a-half-year-old golden retriever–
Irish setter mix. She used to live in L.A.—six years 
ago, in West Hollywood—and recently relocated back 
from New York. “It feels different being by the water,” 
she says. “You’d be surprised at how much of life can 
be taken up by doing yoga and nothing.” 

If that sounds a bit lackadaisical, Stone is coming 
off a very busy year. Last summer she shot a Woody 
Allen movie—Irrational Man, which opens this 
July—and then went straight into rehearsals for a 
three-month stint on Broadway, starring as a coked-
up Sally Bowles in Cabaret. Then came Academy 
Awards season, which she experienced for the first 
time as a nominee, and then Saturday Night Live’s 
40th anniversary special, on which the longtime com-
edy nerd got to fulfill a childhood fantasy by playing 
Roseanne Roseannadanna, a character originated by 
one of her heroes, Gilda Radner. (“It wasn’t great,” 

Stone says of her performance, “but it was fun.”) 
When her run on Cabaret ended in February, Stone 
high-tailed it to California, where she had reshoots 
on Aloha, a Cameron Crowe movie that opened in 
May, in which she plays an Air Force F-22 fighter pilot 
and Bradley Cooper’s love interest. (Crowe calls her 
“the soul of the movie.”) Now she finally has a couple 
of months off, which she’s using to relax and ponder 
the little questions, like what to do with the rest of 
her career. “I was actually on the phone all day today, 
trying to put the pieces together,” she says. “When I 
sit in my house for too long, I think too much—but I 
really like sitting in my house.”

Stone orders a dozen oysters and a glass of 
Sancerre, and warns that she can sometimes make 
interviews tricky. She’s constantly second-guessing 
herself, wondering how things might look in print, 
worrying she might change her mind in two hours. 
“That’s my problem—I just go 20 steps ahead,” she 
says. On the other hand, her aversion to insincerity 
and artifice can make for some delightful moments—
like the time she was doing a junket for a mascara 
launch and answered a question about beauty advice 
with a story about how she’d recently seen the cata-
combs in Paris and was struck by the thought that 
we’d all be bones someday. “Everyone at the table, all 
these 25-year-old women who worked at beauty web-
sites, were just jaws-open horrified,” Stone recalls, 
laughing. “But it’s true! We’re all going to die, and 
we’re not going to have faces anymore. So do what 
you want with your face, because it will be a skull 
pretty soon.”

The waiter returns with the oysters, and as he sets 
them down, he gets a little flustered (not unusual in 
Stone’s presence). “Sorry,” he says, nodding at the 
glowing red light on the table. “That tape recorder is 
getting to me.” Stone looks up and smiles. “I know!” 
she says. “I’m the same way!” 

A
S A GIRL IN SCOTTSDALE, Arizona, 
Emily Jean Stone was a spelling-
bee champion with recurring acne 
who lived on the 16th hole of a golf 
course. (“Wikipedia says my par-
ents owned the course, but that’s not 

true.”) She was anxious and suffered panic attacks. 
“It was really bad,” she says. “The first time I had a 
panic attack I was sitting in my friend’s house, and 

I thought the house was burning down. I called my 
mom and she brought me home, and for the next 
three years it just would not stop. I would go to the 
nurse at lunch most days and just wring my hands. 
I would ask my mom to tell me exactly how the day 
was going to be, then ask again 30 seconds later. I 
just needed to know that no one was going to die and 
nothing was going to change.”

Stone’s parents took her to a therapist, but what 
really helped was when she started acting at a local 
youth theater. The thing that would induce anxi-
ety in most people—performing onstage in front 
of hundreds of strangers—for her helped ease it. 
“There’s something about the immediacy of acting,” 
Stone says. “You can’t afford to think about a mil-
lion other things. You have to think about the task at 
hand. Acting forces me to sort of be like a Zen mas-
ter: What is happening right in this moment?”

When she was 14, Stone—a computer geek who 
had already published her own HTML e-newslet-
ter—created a PowerPoint presentation to try to 
persuade her parents to let her move to Hollywood. 
It worked: She got an apartment with her mom in 
L.A. and a job as a baker at a dog-treat bakery, and 
before long had graduated to playing the voice of a 
dog on a Disney Channel sitcom. Within a year she’d 
landed guest spots on Malcolm in the Middle and 
Louis C.K.’s short-lived HBO show, Lucky Louie, and 
then in 2006—which would have been her senior 
year of high school—she shot Superbad and was on 
her way. 

Since then, Stone’s career can be divided into 
roughly three eras. First came her supporting years, 
playing the funny, cool girl third or fourth on the bill 
(The House Bunny, Zombieland). Then her lead years, 
doing teen comedy (Easy A) and comedic drama (The 
Help). Most recently came her comic-book period, 
playing Gwen Stacy in The Amazing Spider-Man and 
its sequel, as well as Michael Keaton’s recovering-
addict daughter in Birdman, which pokes fun at that 
same kind of franchise. (Stone shot it during a break 
in The Amazing Spider-Man 2.) When she was nomi-
nated for an Oscar alongside such luminaries as 
Meryl Streep and Laura Dern, she claims she didn’t 
even bother writing a speech. (“Are you out of your 
mind? Are you actually insane? Patricia Arquette 
had that thing locked up!”) But she did take home a 
Lego Oscar statuette (provided by the makers of The 

RIGHT TO BARE ARMS  
Stone, shot on location in Malibu, California, in a Calvin 
Klein Collection leather dress.

“There’s someThing abouT The immediacy of acTing.  
you can’T afford To Think abouT a million oTher Things. 

acTing forces me To be a zen masTer.”
–emma sTone
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COVER ME  Left and opposite: Burberry Prorsum cashmere 
poncho, Maison Margiela wool sweater, See by Chloé jeans 
and Paul Andrew leather boots.

Lego Movie), which enjoyed a place of honor on her 
nightstand until recently being retired to a drawer.

It was on the first Spider-Man that Stone met 
her longtime boyfriend, the actor Andrew Garfield, 
who, if all the rumors are to be believed, recently 
became her ex-boyfriend. Their relationship status 
is a subject of such fervent speculation that just 
yesterday, when Stone was caught by paparazzi 
leaving their shared stylist’s office with a paper bag 
labeled Andrew Garfield, the resulting photographs 
launched a thousand blog posts. Was she return-
ing her ex’s things post-breakup? Doing a favor for 
the guy who’s still her boyfriend? Or just messing  
with everybody? 

“See, I never talk about this stuff for this exact 

reason—because it’s all so speculative and base-
less,” Stone says. “Once you start responding—once 
you’re like, ‘No, that’s not true’—then they’re like, 
‘Well, if we push enough, we’ll get a comment, so 
let’s see what else we can make up.’ I understand 
the interest in it completely,” she adds, “because 
I’ve had it, too. But it’s so special to me that it never 
feels good to talk about, so I just continually don’t 
talk about it.” 

That said, she admits: She could have easily flipped 
the bag around to hide his name. “Yeah,” Stone says, 
with the hint of a smile. “When I picked up the bag, 
I was like, ‘This is kind of funny if there are any 
[paparazzi] out there.’ There’s probably some rebel-
liousness that comes out in me after all these stories 

and people texting you for weeks about something 
that, for the most part, is not true. But even when it’s 
false, I would rather just let it be false.” 

Stone’s fierce protection of her privacy suffered 
another blow recently with the infamous Sony 
Pictures hack. She’s made nine movies with the stu-
dio, so naturally her name came up in several leaked 
emails. Still, she was mainly concerned for col-
leagues at the studio who had their Social Security 
numbers stolen—until a couple of weeks ago, when 
her email address and cellphone number were pub-
lished on WikiLeaks. “Then I did one of the worst 
things ever, which was react really quickly,” she 
says. “I was getting all these emails and texts from 
people I didn’t know—‘Hi, I’m Joe from the U.K. I 
like your movies’—and I was so overwhelmed that 
I went to my in-box and I deleted all my emails. In 
about a 30-second span, I hit ‘Select All’ and ‘Delete 
Forever,’ and thousands of emails, like six years of 
emails, are now gone forever. I was just so freaked 
out that someone was in there.” 

The fact that her account itself hadn’t been 
hacked—that technically, no one was “in there”—
was of little comfort. “It was horrible. I cried for 
like an hour. Most of the emails I’m mourning I 
can still talk to the person and get them back. But 
there’s others where the person is actually gone. It 
really sucks.” I wonder how many unwanted emails 
she must have gotten to prompt such a dramatic 
response. Hundreds? Thousands? 

“No, no,” Stone says, suddenly grinning sheep-
ishly. “It was probably five emails and five texts. I 
just went there.” 

B
Y NOW THE PLATES have been cleared; 
the golden light leaking through the 
blinds has turned dark. Stone orders 
a black coffee and pops a single sugar 
cube into her mouth. “Do only chil-
dren eat sugar cubes? Now I’m feeling 

weird about it. You eat one.” She blinks twice, hard. 
“My eye twitch that I get when I have too much caf-
feine is back.” 

 Though she’s a funny, gifted, award-winning 
actress whose face, Woody Allen told me, “is worth 
the price of admission,” Stone is not without her 
eccentricities. She buys ingredients to make her 
own skin-care products. (“There was a point dur-
ing Cabaret that I was on steroids for like a week 
because my voice kept going out, and you can’t sleep 
on steroids, so one night I was up at 3 a.m., and I must 
have read some article about how to make your own 
body lotion, because three days later all these boxes 
from Amazon showed up. I had ordered so much.”) 
She lurks on strangers’ blogs, usually mom blogs or 
ones about baking. (“Sometimes if they seem really 
cool I’ll follow them in secret for like a year, and 
then email them.” One time, she arranged to meet 
a baking blogger named Joy in real life; Stone went 
to her house, and they baked apple-cider doughnuts 
together.) She has no shortage of pet peeves: ani-
mals dressed in outfits, people who send eight texts 
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DRIVER’S SEAT  Bottega Veneta wool sweater. Opposite: 
Burberry Prorsum cashmere poncho, Maison Margiela wool 
sweater, See by Chloé jeans, Paul Andrew leather boots. 
Hair, Mara Roszak; makeup, Rachel Goodwin; manicure, 
Ashlie Johnson. For details see Sources, page 98.

instead of one (“Just take a second!”), classic names 
intentionally misspelled. “Like Emily being E-M-A-
L-I-E,” she says, disgusted. “Drives me crazy.”

All of which makes her sort of a perfect fit for a 
Woody Allen movie. Stone has been a fan of Allen’s 
since she saw Annie Hall when she was 14. She used 
to go to the Café Carlyle in Manhattan to watch him 
play clarinet; she even had a dog named Alvy, after 
Allen’s character in Annie Hall, Alvy Singer. She 
first met the director when he requested a meeting 
about his last movie, 2014’s Magic in the Moonlight. 
Allen says he’d seen her in “one of those young 
people’s movies” while exercising on his treadmill 
and thought, “My God, this girl is remarkable.” The 
meeting lasted four minutes. “I don’t even think I 
took off my coat,” Stone says. When she showed up 
on set, she says, she was “absolutely convinced I was 
going to be fired.” 

“It’s terrifying,” she adds. “He doesn’t do table 
reads or any rehearsal. You can’t even ask questions 
about your character, because he’ll be like: ‘You 
know this is a movie, right?’ ” Says Allen: “I never 
talk to any of the actors in any of my movies about 
anything if I can avoid it.”

Irrational Man, their second film together, is a 
story about, as Stone’s co-star Joaquin Phoenix says 
in a voice-over at the beginning of the film, “moral-
ity, choice, the aesthetics of life, randomness and 
murder.” Stone plays Jill, an enthusiastic college 
student who embarks on an ill-fated and possibly 
dangerous affair with Phoenix’s character, an alco-
holic philosophy professor. When Allen first began 
writing the film, he wasn’t thinking of Stone. “But 
once I was 10 pages in, I thought, Oh God, who else 
would play this so perfectly? A beautiful young 
college student, an intellectual philosophy major? 
Emma could phone this in and be great.” 

At this point for Stone, it’s a matter of choosing 
what she really wants to do. “There’s this insane 
thing that happens where you get to a point where 
you start not just doing things because you’re lucky 
to have gotten the job, but you actually start mak-
ing choices,” she says. She still naturally gravitates 
toward comedy, which she finds the most freeing 
and rewarding. “But recently I’m starting to enjoy 
having experiences that I wouldn’t allow myself to 
have in real life—like Sally onstage, and the kind of 
mental breakdown she goes through. To do that in 
front of an audience was super liberating. I’m inter-
ested in things that are really scary and ambitious 
lately. Obviously Birdman was like that. And then 
doing the play, I was like, ‘This feels like it could 
totally go wrong every single day.’ And something 
about that feels  vital. Is that a stupid thing to say?”

Despite heavy interest from the studio, she 
recently passed on the upcoming all-female 
Ghostbusters reboot. “The script was really funny,” 
she says. “It just didn’t feel like the right time for 
me. A franchise is a big commitment—it’s a whole 
thing. I think maybe I need a minute before I dive 

back into that water.” She’d be excited to play some-
one crazy or dangerous, something she could really 
let loose with—maybe even a villain. “That would be 
amazing,” she says. “I would love that.” 

“She can handle anything you throw at her,” says 
Will Gluck, who directed her in Easy A and Friends With 
Benefits. “She’s so good in everything,” agrees Allen. 
“I see a lot of the best traits of Diane Keaton in her—
Keaton was someone who could be in The Godfather 
and movies with Meryl Streep but also do comedy and 
sing and dance. I think Emma has the potential to be 
one of the biggest female stars for years.”

Next week Stone goes to Cannes for the premiere 
of Irrational Man, then to London for a few days 
with her mom. Then it’s back to L.A. to start work on 

La La Land, a contemporary musical about an aspir-
ing actress and a jazz pianist, directed by Damien 
Chazelle (Whiplash) and co-starring her frequent 
on-screen partner Ryan Gosling (Gangster Squad; 
Crazy, Stupid, Love). Stone will sing and dance in 
it; she’s already rehearsing the dance numbers. But 
she’s also trying to follow the advice of her good 
friend Bill Murray, who counseled her to keep some 
things—like singing—for herself. 

“He told me to keep some things I love just for 
me,” Stone says. “The idea is to have some things 
that you don’t feel like you need to share with the 
world. To have some things that are only yours.” 
She smiles. “Of course, now I’m doing a musical. I’m 
working on it.” •



SEA CHANGE  
Challenge convention 

by pairing a nubby 
crewneck with pleated 

pants and sporty kicks. 
Berluti sweater, blazer 

and pants, Omega watch 
and Nike sneakers.

A cool wind is loosening up style this season, with supple,  
unstructured cuts in classic fabrics. Explore the new terrain in relaxed 

suits and understated sneakers that stray far from the norm. 

PHOTOGRAPHY BY THOMAS LOHR   STYLING BY JULIAN GANIO

SOFT FOCUS
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HANG LOOSE 
Enliven monochromatic 
tones with pops of crisp 
white. A.P.C. coat and 
Bally jacket, turtleneck, 
pants and sneakers. 
Opposite: Gucci coat, 
jacket and pants,  
Dunhill shirt, A.P.C.  
tie, Hermès watch and 
Nike sneakers.



BLOWN AWAY 
Subtle patterns com-

bined with exaggerated 
details bring menswear 
into the future. Carven 

coat, Ermenegildo Zegna 
Couture jacket, knit and 

pants and Nike sneakers. 
Opposite: Salvatore 

Ferragamo coat, jacket 
and pants, Calvin Klein 
shirt and Nike sneakers.62



ON THE HORIZON  
Statement coats  
give instant authority  
to every ensemble. 
Jil Sander coat, Boss 
turtleneck and pants, 
Vacheron Constantin 
watch and Nike 
sneakers. Opposite: 
Versace coat, blazer, 
sweater and pants and 
Nike sneakers.
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OFF THE GRID  
A flash of checked 

lining plays well with 
traditional plaids and 
tweeds. Dunhill coat, 

jacket, shirt and pants, 
Rolex watch and Nike 

sneakers. Opposite: 
Bottega Veneta coat and 

pants, Bremont watch 
and Nike sneakers. 

Model, Rogier B. at 
VNY Models; grooming, 
Sarah Sibia. For details 

see Sources, page 98.



I
N WHAT WILL LIKELY go down as one of 2015’s 
most influential moments in dining, for 19 days 
in March chef Dan Barber served food waste to 
eager gourmands, some of whom stood in line 
for hours outside his renowned West Village 
restaurant, Blue Hill, waiting for a seat. This 

wasn’t just another case of cool-hunting New Yorkers 
getting boondoggled—it was the experimental pop-
up event wastED, Barber’s bold gambit to prove that 
an entire menu of delicious meals worthy of the high-
est critical acclaim could be built from ingredients 
and materials that most restaurants would toss into 
the trash without a second thought. Journalists, crit-
ics, chefs and foodies descended in droves to see if 
the unlikely conceit could be pulled off. In the din-
ing room, clamorous with excited conversation and 
illuminated by flickering candles constituted from 
beef tallow, guests munched on imaginative dishes 
composed entirely of culinary castoffs. Waiters cir-
culated with plates of veggie burgers whose patties 
were made from juicing machine pulp, fried skate 
wings, kale ribs, charred pineapple cores with lime 
leaf ice cream or a vegetable salad assembled from 
damaged produce sliced so thinly that the pieces 
looked like the petals of windblown flowers.

The event was a tipping point, foregrounding the 

topic of food waste—the culinary hot-button issue 
of the day and a serious economic and environmen-
tal concern—in the wider cultural consciousness. 
About a third of the food produced in the world goes 
uneaten, according to the U.N.’s Food and Agriculture 
Organization; the industry consortium Food Waste 
Reduction Alliance estimates that approximately 
40 million tons of it piles up in landfills in the U.S. each 
year. Alternative subcultures like freegans have long 
recognized that much of what ends up in the trash is 
still technically good eating, and unnecessarily dis-
carded. Lately, governments have begun responding 
to the problem: France recently passed a law banning 
major supermarkets from destroying unsold food, 
which they will now be compelled to donate to chari-
ties or use for animal feed.

Cities across America have begun instituting 
food-scrap recycling and composting programs—
San Francisco has set itself a goal of generating zero 
waste by 2020, meaning it would send nothing to 
landfills or incinerators. Austin plans to reduce the 
waste it sends to landfills by 90 percent by 2040. 
Celebrity chef Jamie Oliver has lent his support to 
Europe’s “ugly food” movement, which seeks to 
popularize misshapen or bruised fruits and veg-
etables that supermarkets often reject. And now, led 

by trailblazers like Barber, the fine-dining world is 
adopting the cause, demonstrating that resourceful, 
sustainable kitchen practices are perfectly compat-
ible with the highest level of quality.

A who’s who of the food world—including Danny 
Bowien, April Bloomfield, Mario Batali, Grant 
Achatz and Daniel Humm—served as guest chefs at 
the wastED event, each preparing a special dish on 
the menu and bringing back the ideas expounded 
by the program to cross-pollinate among their own 
staffs. In pockets around the world, the food-waste 
movement has already gained steam. In Melbourne, 
Australia, Joost Bakker’s restaurants, Silo and 
Brothl (now shuttered due to a permit disagreement 
with the local council), ran as zero-waste operations 
for two and a half years, turning rainwater and the 
scraps from some of the city’s finest restaurants into 
soup; soon afterward, broth became a major New 
York food trend. And Bakker’s use of a composting 
machine that reduced the volume of organic refuse 
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FIVE STARS 

ZERO WASTE
BY OLIVER SCHWANER-ALBRIGHT    

PHOTOGRAPHY BY NICHOLAS ALAN COPE   

Buoyed by a global movement to reduce the tons of food that are  
thrown away each year, fine-dining establishments are spinning odds and ends  

and formerly discarded ingredients into culinary gold.

WASTE NOT  Using everything from pig’s ears to stems and 
leaves, chefs like Blue Hill’s Dan Barber in New York and 
Amass’s Matt Orlando in Copenhagen are leading the charge  
to run restaurants that waste next to nothing. Food styling  
by Maggie Ruggiero; prop styling by Linda Heiss.



by up to 90 percent in 24 hours was then adopted by 
Alex Atala of D.O.M in São Paulo, Brazil, and René 
Redzepi at Noma in Copenhagen.

“Nose to tail, root to stem—all of that is really just 
how you run a restaurant,” Barber tells me. When 
Barber opened Blue Hill in 2000, it was one of the 
first in the country to make the farm-to-table ethos 
central to its identity. Yet it was Barber’s research for 
his book, The Third Plate: Field Notes on the Future 
of Food, which examined that very ethos in a larger 
agricultural context, that led him to believe that 
our country’s natural abundance 
is precisely what gives us the easy 
way out. Why bother to do any-
thing with healthy, flavorful waste 
when landfill is cheap? Scarcity and 
necessity have typically been the 
driving forces behind rescuing food 
waste. Ultimately, the pulp burger 
at WastED was an art project of sorts, an aesthetic 
experience that represented a kind of triumph of form 
elevating content. Beyond the obvious ecological 
benefits, what has drawn many chefs to the move-
ment is the technical, almost alchemical challenge of 
making ingredients that diners might typically find 
unlovely into delicious and appealing meals—a new 
realm of culinary innovation and experimentation. 

S
TONE BARNS CENTER for Food & 
Agriculture, a complex of courtyards, 
towers and slate-roofed buildings in 
Pocantico Hills, New York, that contain 
a farm, restaurant and nonprofit with a 
large endowment, is where Barber con-

ducts just such experiments. When I meet Barber, 
he takes me into a kitchen flooded with bright after-
noon light. A cook is trimming long stalks of woody 
chard planted the year before. “We’re doing a dish 
right now with the leaves, the stems and the roots,” 
Barber says, picking up a plant. “We’re roasting the 
roots like beets, because Swiss chard is a beet. Beet 
was bred out of this,” he says, holding up a scrawny 
bulb. “Swiss chard is bred out of this,” he says, hold-
ing up the leaves. “It’s definitely a little bit bitter, but 
we’ve been making a vinaigrette at the table with 
guanciale that’s a little sweet and pouring it over the 
dish. I just started doing it last night so I’m still try-
ing to figure it out.”

Barber is intent on finding a use for everything 
that a functioning farm will produce over the course 
of the year, employing creativity and a wide-ranging 
vision of what’s possible to overcome redundancies 
and unnecessary waste. He points out that on dairy 
farms like the one he has, half the calves born this 
time of year are male. Many places turn the non-milk-
producing males into dog meat. Barber has focused 
on using male cows for veal, which he believes makes 
the most economic sense. 

“Look at what the French built around the veal 
calf,” says Barber. “It’s not because they fell in love 
with veal; it’s because they’re a dairy culture. They 
had to figure it out. They did it in a gastronomic way 
that coincides with their whole cuisine and created 
this repertoire of dishes that became inculcated 
right into the culture.”

Barber sees veal production not as the exploitation 

of young animals but as a system to manage the 
unwanted byproducts of dairy farming. “The his-
tory of cuisine is about peasants negotiating this 
terrible landscape and trying to eke out something 
that tasted good and could be fed to their children, 
and in that context there’s no possibility for waste 
because there’s no luxury for waste,” Barber says. 
“You couldn’t do a wastED project up until 150 years 
ago, because there was no waste until 150 years ago.”

Barber isn’t a peasant scraping together a liv-
ing—he’s a hyperarticulate, thought-leading chef 

who’s given TED talks. In some ways he sees it as 
the noblesse oblige of restaurants with resources 
like his own to be exploring food-waste solutions in 
the context of dining. Blue Hill at Stone Barns can 
turn asparagus shavings into asparagus consommé, 
age parsnips in tallow, experiment with milling the 
seeds of crop cover into flour and slow-grill pork 
head on carbonized pork jaws because it has so many 
people laboring in the kitchens and on the grounds 
and because of the extraordinary institutional 
support. He can afford to search for the next veal, 
because he can actually afford to pay for the cost 
of that search. “Most people don’t have 35 cooks,” 
Barber says. “I can have this guy working with Swiss 
chard for half his day.”

The math is different when your restaurant isn’t 
associated with a well-funded nonprofit and staffed 
up like a cruise ship. But even those with thin mar-
gins and high labor costs are taking on waste and 
rethinking how a restaurant should be run. 

M
ATT ORLANDO, a San Diego native 
who was a sous chef at New 
York’s Per Se and chef de cuisine 
at Noma, opened his restaurant, 
Amass, in 2013 at a warehouse in 
Refshaleøen, a former boatyard 

on the northeastern edge of Copenhagen. Amass is 
the white-hot new entry in the city’s increasingly 
impressive lineup of fine-dining establishments—
like Noma but with louder music and graffiti on the 
walls. The crowd is young and sophisticated, twenty- 
and thirty-somethings with a taste for challenging 
tasting menus and natural wines. 

Adaptive reuse is in the DNA at Amass. The coat-
room is a working elevator. The water that the diners 
leave behind and that runs off from the ice that chills 
the wine is collected in transparent plastic bins and 
stacked on a counter to be used for cooking sous 
vide and for watering the garden outside. The dregs 
of wine are first inoculated with a vinegar starter, 
then aged in an oak barrel once used for lambic beer. 
Spent coffee grounds are saved and used in dessert 
crisps and a house coffee cream. 

“Everybody has become obsessive about what is 
thrown out and what can’t be thrown out,” Orlando 
says. Stopping in front of a plastic bin filled with 

leaves and stems, he explains that the woman who 
supplies his eggs picks up the trimmings to feed 
her chickens. “The eggs only taste really good when 
they’re eating grass,” Orlando says, which was a 
problem from October until the spring. Now they get 
eggs up to their standards all year round.

Other organic matter is composted for the res-
taurant’s garden. Orlando can put a number to how 
much he has reduced waste since Amass opened two 
years ago. In 2013, the restaurant had five trash bins, 
each the size of an industrial washing machine, that 

were emptied three times a week. 
Today, the restaurant has two bins, 
which are emptied twice per week. 
In two years, waste has been cut by 
more than 73 percent. Recyclables 
have been reduced even more. “We 
have an agreement with our purvey-
ors that whatever box you deliver 

something in you pick up the next day to use again,” 
Orlando says. Before, they filled five bins per week. 
Today it’s just one, a drop of 80 percent.

But outwardly, Amass doesn’t even boast of 
its numerous methods of reducing waste and 
recycling everything it can. For diners, that phi-
losophy is most eloquently expressed on the plate, 
where Orlando’s singular sensibility—combining 
American, Japanese and Nordic influences—results 
in strange, beguiling meals like lumpfish or wild 
boar with hazelnut milk. If there is a pinup dish for 
today’s food-waste movement, it’s the fish collar, a 
cut that’s regularly seen in Japanese fine dining but 
is only just catching on in other cuisines. Amass 
buys cod for the fillets, but the collar ends up being 
one of the tastiest parts of the fish. 

On a recent cloudless Saturday, a friend and I sat 
down for lunch at Amass and had two of those cod col-
lars. They were dusted with burnt lemon, so that they 
had the faintly charred and bitter notes that are char-
acteristic of Orlando’s cooking. My collar was messy 
and rich, a blatantly sensual dish. You place your fin-
gertips in your mouth, dabbing up sauce, bringing 
tiny bones to your teeth. It’s best eaten with somebody 
you know well. By taking a part of a fish that is often 
thrown into stock or set aside for staff meal and put-
ting it onstage multiple times per week, Orlando is 
participating in the same process as Barber is in New 
York, finding new dimensions in familiar materials, 
delighting diners with surprising flavors, all while 
discarding only what truly has no further use. 

“Curiosity drives you as a chef,” Orlando says. 
“You’re always thinking, What’s next? A restaurant 
is something that’s alive, and you need to keep feed-
ing it ideas and reinventing it or it becomes stagnant 
and dies. You have to have that mind-set about the 
whole process, not just the food and the kitchen. It’s 
everything.” A restaurant in which the staff obsesses 
over saving water from the carafes left on the table—
and understands how that water can be reintroduced 
into the restaurant’s life cycle—is indicative of an 
intellectually restless approach to dining that leaves 
no opportunity for innovation unexplored. Above all, 
the question of waste provides chefs like Orlando a 
way to challenge themselves and push toward new 
horizons. “It’s about setting a goal,” he says, “then 
setting it again before you reach it.” •
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“a restaurant is something that’s 
alive, and you need to keep feeding it 

ideas or it becomes stagnant.”
—matt orlando
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SOCIAL STUDIES 
Play hooky inside a 15th-century assembly hall at Kraków’s Jagiellonian University. Valentino Haute Couture dress.

PHOTOGRAPHY BY MACIEK KOBIELSKI
STYLING BY GEORGE CORTINA

Discover the hidden architectural gems of the medieval  
Old Town in Kraków, Poland, which make the perfect backdrop 

for this season’s exuberant couture creations.

A New Look at 
the Old World



GILDED AGE
Dream of a bygone era at the Sukiennice Gallery of the National Museum, where 19th-century Polish master Jan Matejko’s  

painting The Prussian Homage hangs. Giorgio Armani Privé top, Wolford tights and Manolo Blahnik heels.

GAME OF THRONE
White is fitting for a tour of the 800-year-old Wieliczka salt mine, which boasts vaulted chambers, underground lakes 

 and five chapels. Giambattista Valli Haute Couture lace dress, Wolford tights and Paul Andrew heels.



TABLE MANNERS
A top and skirt make evening glamour look easy for  
a visit to the Wierzynek restaurant in the Old Town’s 
main square. Chanel Haute Couture tunic and skirt,  
Wolford tights and Duvelleroy headpiece. 

76



NIGHT AT THE MUSEUM 
Unveil the power of a dramatic gesture with a plunging neckline and a visit to Matejko’s  

masterpiece Wernyhora. Givenchy Haute Couture dress.

SILL STANDING
Make a statuesque statement in thigh-skimming boots and a body-conscious ensemble.  

Dior Haute Couture knitted bodysuit and vinyl boots.



MODERN ART
The curvaceous cutouts of a silk gown echo the sinuous lines of classical sculpture.   

Atelier Versace silk dress.

RED ALERT 
Striking scarlet stands out at the Wieliczka mine’s Chapel of St. Kinga, carved from a block of salt in the 19th century.  

Maison Margiela Artisanal wool dress. Model, Sasha Luss at Women Management; hair, James Brown; makeup, Adrien Pinault; 
manicure, Marzena Kanclerska. For details see Sources, page 98.
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MISTER 
FINCH

collect it
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PHOTOGRAPHY BY JOSS MCKINLEY

Bulbous, splotchy toadstools,  
dog-size spiders, limp birds with 
claws curled in death—this is the 
macabre stuff of nightmares, as well 
as the imagination of Mister Finch, 
an eccentric textile artist based in 
Leeds, England, whose debut 
gallery exhibition, Mister Finch’s 
Handmade Museum, runs to 
July 31 at the Steven Kasher Gallery 
in New York. The show features 
over 50 new works by the 40-year-
old artist, who brings insects, fungi 
and other forest inhabitants to 
spooky life using wire frames and 
carefully stitched fine cotton fabric. 
His distinctly British aesthetic—
with its Alice in Wonderland–like 
playfulness with scale—gained 
him a cult following on Etsy, which 
led to a show at Anthropologie in 
London last year. He links these 
hand-stitched organisms, which can 
be alternately harmless or lethal,  
to fairy tales and their warnings. 
“I’ve always been fascinated by  
that idea of, Be careful what you 
touch, who you speak to,” he says. 
“Be careful where you’re going  
in the woods.” —Christopher Ross



I
N THE WEST YORKSHIRE TOWN of Castleford, 
England, pop. 39,192, there is a long, low Art 
Deco building that bears the rubric “Made in 
Yorkshire” above its front door. The bright, 
anonymous structure gives nothing away, 
but inside is where Burberry makes its check-

lined trench coats—an item that ranks with Hermès 
scarves, Gucci loafers and Vuitton bags as a style 
classic. Here in Castleford, and in nearby Keighley, 
nearly 800 people weave and cut the fabric and 
hand-sew the coats, at a rate of more than 5,000 
a week, or a quarter of a million a year. Burberry’s 

chief executive officer, Christopher Bailey, is acutely 
heritage-conscious—he was, after all, responsible 
for the inscription installed over the portal of this 
historic building, dating from 1937, even though the 
company has been on these particular premises only 
since the 1960s. I am the first journalist allowed to 
darken these doors—with Bailey, acting as my tour 
guide for the day, bounding from person to per-
son and encouraging them to tell their own tales. 
“I grew up in this world,” he says. “It’s my favorite 
place. I love the atmosphere, the people, the culture, 
the make, the skills. Running a company for me is as 

much about being here with these guys as it is talk-
ing to analysts about results. Everything comes back 
to this.” 

Bailey has attained a unique perch in the fash-
ion industry. Hired as Burberry’s design director 
by then-CEO Rose Marie Bravo in 2001, Bailey was 
promoted to creative director in 2004, then chief 
creative officer in November 2009. When Bravo’s 
successor, Angela Ahrendts, left for Apple in 2014, 
Bailey assumed her position as CEO, while retain-
ing the CCO role. He looks much younger than his 44 
years, which makes comparisons with Ralph Lauren 
and Giorgio Armani, who also hold both roles in their 
companies, even more striking. Age aside, the sig-
nal difference is that they are also founders of their 
own businesses. “But I do consider Christopher a 
founder of that brand,” counters close friend Natalie 
Massenet, executive chairman of the Net-a-Porter 
Group. “Even if it had a long history before him as a 
London raincoat company, he really created the DNA 
for Burberry as we know it today.” 

“London raincoats” was a perfectly lucrative busi-
ness before Bailey made his mark. When Burberry 
had its initial public offering in 2002, its market cap 
was £1.1 billion ($1.7 billion). Today, its market cap 
is £7.6 billion ($11.7 billion). Last full-year profits 
were £455 million ($700 million), and current annual 
revenue is £2.5 billion ($3.8 billion), up 400 percent 
since the IPO. The company now employs 11,000 
people around the world. Its identity has been so 
consistently seared onto the popular consciousness 
by Bailey and his team of collaborators that Burberry 
was, earlier this year, named one of Britain’s most 
powerful brands, second only to Unilever, ahead of 
HSBC, Johnnie Walker, the BBC and Sky. 

On the line in Castleford, David Bratley, who 
started as production manager a few years after 
Bailey first took up his design duties, remembers 
the relatively bad old days. “We were producing 700 
units a week, and it took 16 weeks for a coat to go 
from one end of the line to the other. Now we’re mak-
ing 5,000 a week, and it takes 11 days, which includes 
shipping.” Obviously, an investment in machinery 
has fostered this quantum leap, but it’s been accom-
panied by a massive investment in people, as well as 
Bailey’s proactive engagement with the digital land-
scape of the 21st century. 

In the wake of powerhouse CEO Ahrendts’s depar-
ture, some industry analysts wondered if Bailey could 
step into such large shoes while also continuing to per-
form his creative duties. “Because I was younger, gay 
and from the design world, I was viewed as a bit of an 
odd choice,” says Bailey. “But there are many people 
leading great companies that are hugely inspiring that 
don’t fit the mold of their title.” Massenet, who herself 
has successfully combined creative and commercial 
roles, has something to say about that: “Christopher’s 
an example of the modern visionary leader. It’s very 
modern to make light of titles. Possibly the company 
of the future will get rid of titles altogether and judge 
you by what you bring to the business.” 

Bailey mentions an email he got after the board’s 
decision, welcoming him to the “CEO Club.” He was 
mortified. “I’d like to make sure that I’m not some-
thing that’s hailed as the new way forward, that 
implies it was a concerted effort,” he insists. “It just 

BY TIM BLANKS
PHOTOGRAPHY BY HUGUES LAURENT

Christopher Bailey was the 
creative mastermind who brought 
Burberry into the 21st century 
and through its digital revolution. 
Now he’s running the whole show.

The  
Designer 
Who  
Would Be 
CEO

CHECK MATE 
Bailey, photographed 
in Burberry’s Keighley 
facility in Yorkshire, 
where the company’s 
iconic patterns  
and fabrics are milled. 
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wasn’t. But I would be happy if designers were able 
to be seen as multidimensional creators who can do 
things bigger and broader than what people think a 
designer can.” He also claims he never even made a 
concrete decision about assuming the CEO role. “It’s 
always been very blurred here. When I started as 
design director in 2001, it was a very small company 
and, by its nature, very entrepreneurial, so I was 
involved in everything. Then Angela and I basically 
ran the company together, and when she left, it was 
like, ‘Should I?’ ” 

F
IVE DAYS AFTER our romp around West 
Yorkshire, we’re in L.A. to mark the open-
ing of a flagship store on Rodeo Drive with 
a fashion show—a mix of the Burberry 
autumn/winter women’s and men’s col-
lections and premier eveningwear—at 

the observatory in Griffith Park. The theme of the eve-
ning is “London in Los Angeles,” and Bailey himself 
has orchestrated the melding of the two metropolises. 
T. Rex’s glam classic Electric Warrior—released in 

1971, the year Bailey was born—plays as the audience 
files in. Elton John and husband David Furnish book-
end one section of the front row, while Anna Wintour 
anchors the other, perched between James Corden and 
David Beckham, whose entire family fans out along 
the seats beside him. Indie bands Kasabian and the 
Kills bring a scrawny, Stones-y cool, while London “It 
Girls” Cara Delevingne and Suki Waterhouse chirrup 
throughout the show. The U.K.’s hottest new trouba-
dours, George Ezra and Tom Odell, entertain. Bailey’s 
pièce de résistance is a finale featuring eighteen 
1st Battalion Grenadier Guards in full ceremonial rig, 
flown in specially for the occasion. 

Bailey is staying in the Beverly Wilshire, where 
Warren Beatty lived in the penthouse while he was 
romancing Natalie Wood and Julie Christie, among 
many others. That’s the sort of factoid that entrances 
him. “I love Hollywood history,” he says. “All these 
things really happened here. My sister is called 
Natalie because of Natalie Wood. I remember the day 
she drowned so vividly. I was 9 or 10, and my parents 
told my sister that she had just died.” Then, of course, 

there is the choice of backdrop for the L.A. spectacu-
lar: the Griffith Observatory, an iconic location from 
Rebel Without a Cause, selected by Bailey for that 
very reason. “We’ve got the whole of L.A. in front of 
us,” he says. 

There’s a symbolic weight to the notion of the city 
spread out at his feet. Right next to Dior and across 
the road from Louis Vuitton, Burberry’s L.A. flagship 
is (along with the recently refurbished San Francisco 
outpost and another opening in Manhattan’s SoHo 
district this summer) a giant step in bringing con-
sistency to Burberry’s international image. “It used 
to be an old English company,” says Bailey. “Now 
it’s an historic British company that has modernity 
and fashion and innovation at its core, which is what 
it originally used to be under Thomas Burberry.” 
Burberry himself was 21 when he established his 
business in 1856. His outerwear made of hard-
wearing, water-resistant gabardine became the 
go-to garb for polar explorers, aviators and military 
men. Hence the “trench coat,” which crossed over to 
the civilian population in the wake of World War I. 

The Burberry check, one of the more globally identifi-
able visual elements in all of fashion, was introduced 
for coat linings in the 1920s. 

When Rose Marie Bravo became CEO in 1997, she 
understood that Burberry’s “Britishness” was its 
most effective calling card. At the time, Burberry 
had a much smaller international profile—a fraction 
of the outlets it has today. Art director Fabien Baron 
put her in touch with photographer Mario Testino, 
another Anglophilic outsider, who also had an umbil-
ical connection to models like Kate Moss and Stella 
Tennant, physical embodiments of everything Bravo 
wanted Burberry to communicate to the new century. 
All that was missing, Bravo recalls, was “someone 
with the 360 vision” to tie it together. She met Bailey 
in the bar of the Grand Hotel in Milan in early 2001 
and was instantly taken. “I like to say Christopher 
was grafted onto the root of Mr. Thomas Burberry.” 

Bailey’s previous position was senior designer at 
Gucci. He was an unlikely alumnus of the Tom Ford 
finishing school, his schoolboy perkiness the very 
opposite of his ex-boss’s saturnine sensuality. Just 

as Testino had been Ford’s ally in dazzlingly rede-
fining Gucci’s public persona, he quickly came to fill 
the same role for Bailey’s Burberry. “I was originally 
asked to photograph the advertising campaigns at 
a time when the brand was pretty much only outer-
wear,” says Testino. “There was no fashion element 
such as we see today. We created desire around the 
product, respecting the heritage but trying to move 
it forward through the imagery. Christopher drove 
things forward in amazing ways, aware of the cre-
ative needs, the commercial needs and the need to 
communicate.”

If there is a single eureka moment in Burberry’s 
success, it’s Bailey and Ahrendts’s recognition that 
technology might level the playing field between 
them and the traditional big guns of the luxury world. 
Burberry didn’t have the fiscal means to muscle into 
the luxury market with big advertising buys, but it 
could speak to the next generation of customers in 
their space, using their language. Burberry’s mastery 
of digital culture sets it apart in the fashion world. Its 
digital team stays in constant touch with the devel-

opment teams of companies like Twitter, Instagram, 
Snapchat, Line in Japan, KakaoTalk in South Korea 
and WeChat in China. That connectivity has earned 
the company the kind of reputation—and a 30-million-
strong audience on social media—that has allowed for 
some spectacular early-adopting collaborations. 

Just before Apple officially launched the iPhone 
5s, Burberry live-streamed its show around the 
world with the phone. The new live-streaming 
app Periscope filled the same function for the L.A. 
event in Griffith Park. Burberry pioneered Runway 
Made to Order—with certain items available to 
order the moment they debut on the catwalk—as 
well as Twitter’s “Buy now,” the first time it’s been 
possible to make “in tweet” purchases. A strategic 
alliance with WeChat yielded an app that allows 
users to explore any space—a show venue, say, or a 
cityscape—with their phones as though they were 
simply turning their heads. Another app trans-
formed the London launch of the new perfume My 
Burberry into an extravaganza of interactivity. 
Using the app, customers were able to impose their 

own initials on a bottle that appeared on a billboard 
in Piccadilly. An image of that personalized bill-
board was then sent back to the customer’s phone, 
along with directions to the nearest Burberry store, 
where a monogrammed bottle would be waiting. 

“Founders have vision and a deep conviction for 
building an imagined future,” says Kevin Systrom, 
the CEO and co-founder of Instagram, Bailey’s favor-
ite app. “It’s the same whether you’re a start-up in 
Silicon Valley or a brand that has stood the test of 
time. Christopher’s imagination marries the best of 
both innovation and a deep understanding of every-
thing Burberry creates.” Natalie Massenet goes 
further. “The way he has used the marketing reach, 
the social following, the communication skills to 
take any message and repeat it and repeat it and own 
it is really powerful. You see that in tech companies 
who have a single product to market, but Christopher 
is able to do it across women’s, men’s, beauty and 
sports categories.”

The power that has accrued to Burberry because 
of these initiatives is clear—in faces like Cara 

Delevingne and Edie Campbell, whose careers have 
been boosted by their appearances in Burberry ad 
campaigns, or musicians like Ezra, Odell and James 
Bay, whose profiles have soared after an endorse-
ment from the company’s online music site, Burberry 
Acoustic (which practically functions as Bailey’s own 
talent scout). And then there’s London itself, whose 
fashion weeks gained in gravitas when Burberry’s 
women’s collections came home in 2009, after nearly 
a decade of showing in Milan (the men’s collections 
followed in 2013). 

But the power may also rest in gut feeling, some-
thing deeper than digital vision and marketing 
smarts, like Bailey’s appreciation of the emotion that 
attaches itself to making something by hand. It’s a 
family hand-me-down. His grandfather was a gadget 
man, his father was a carpenter, and Bailey loved to 
watch him in his workshop. That, Bailey believes, is 
the basis of his connection with the digital world. 
“It’s usually not very clever or strategic—it’s just 
very rational and common sense for me,” he says. “I 
don’t think I have a particular gift or ability. It just 

excites me.” His grandmother, who was Italian, may 
have shaped his temperament too. “I believe in pas-
sion, but I don’t believe in aggression. I’m very fiery, 
not a yeller, not a sulker, just incredibly impatient. 
It’s one thing I wish I could change about myself.” 

Still, Bailey recounts the old story of the wind 
trying to blow the shawl off 
a man who simply clutches 
it tighter. Then the sun 
comes out and gives a little 
smile. “And the guy takes 
the shawl off.” He clearly 
sees himself as the sun or, 
in his own words, “a peo-
ple pleaser, a hugger.” And 
that’s how he leads. “I believe that when you have a 
big idea you just have to unlock all the right people 
and get them fired up.” 

“The working relationship is so close,” says Greg 
Stogdon, who, in his capacity as senior vice presi-
dent of creative media, is responsible for putting 
meat on the bones of Bailey’s inspiration. “We tend 

to critique as a team, not as individuals.”
Bailey’s distaste for being the center of attention 

is evident in his body language in public, or even 
when he’s having his photo taken. He’s usually lean-
ing away, keen to escape. “I hate it if it’s about me,” he 
concedes. “It’s the one thing that frightens me. The 
older I get, I always hoped I’d get comfortable with it, 
but I haven’t. If I were left to my own devices, I could 
very quickly become almost like a weird old hermit. 
Lots of my oldest friends already think of me that 
way. I’m probably quite extreme for that.”

Nevertheless, there’s no getting around the fact 
that Burberry’s sensibility is Bailey’s. “That I defi-
nitely acknowledge,” he says without hesitation. So 
if he were hit by a bus tomorrow? “Hopefully I’ve 
built a really strong team. There’d be change—I don’t 
know how nuanced that change would be—but the 
aesthetic side would be a natural continuation. Luc 
Goidadin, who’s my—he’s got a fancy title now, chief 
design officer—he’s a huge talent. He was my first hire 
when I got the job, and we’re incredibly close. He’s 
building a team that would be the same.” 

A year ago, Bailey and his husband, actor Simon 
Woods, had a daughter, Iris; it’s been tempting to 
interpret his most recent post-show musings on 
handed-down heirlooms—a trench coat, a Durham 
quilt—as the thoughts of a man with a new sensitiv-
ity to generations to come. “I’ve always been a bit of 

a softy,” he counters. He’s 
started to talk about slow 
fashion, an acknowledg-
ment that the measured 
pace of storytelling is as 
much a part of Burberry 
now as digital dynamism. 
Yorkshire can do that to a 
sensitive young soul: on 

this side of the hill, the Industrial Revolution’s dark 
satanic mills in full belching cry; on that side, the 
vicarage where the Brontës were raised. A schoolboy 
can ride his bike to Wuthering Heights. 

“I feel there is naturally going to be a deeper crav-
ing for romance, softness, authenticity, something 
that has lived a life in this frantic 24/7 world of sound 

bites and pithy moments,” Bailey says. “I think we’ll 
want to feel, rather than be hit.” He insists it’s too 
simplistic to attribute such thoughts to the presence 
of Simon and Iris in his life. “I’ve always had quite 
intense feelings about the spirit of a moment.” 

The tragedy in Bailey’s life—the death in 2005 
of his partner Geert Cloet after a long illness—left 
him with an acute understanding that everything 
could be ripped away in a moment. It also, believes 
Rose Marie Bravo, fully versed him in the untapped 
potential of the Internet, so devotedly did he spend 
time researching every possible treatment option 
for Cloet. 

If Bailey’s vision of the future was shaped by that 
experience, it’s no surprise that he’s now committed 
to building something that will last. “I want things 
to get stronger and grow and have deeper roots,” 
he says, “and that’s why I love the business side of 
Burberry as well. The stronger we grow, the more we 
can invest, the more apprenticeships we can have, the 
more young people we can hire. I still think of us as a 
small company, and we’ve got to prove ourselves.” •
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Above: The Beckhams and 
Anna Wintour at the London 
in Los Angeles show. Left: 
Jourdan Dunn and Naomi 
Campbell in a spring/summer 
2015 ad. 

Right: Sarah Jessica 
Parker in Burberry, 2014. 
Below: Cara Delevingne 
and Kate Moss in a 2014 
My Burberry ad. 

Above: CEO Angela 
Ahrendts on WSJ.’s 
cover, 2010. Right: The 
Duchess of Cambridge 
in Burberry, with 
Prince William, 2011.

Clockwise from left: 
Thomas Burberry; 
the Basingstoke store, 
founded in 1856; stars 
of Breakfast at Tiffany’s 
in Burberry; Bogart in 
Burberry in Casablanca.

“Christopher 
Created the dNa for 

BurBerry as we 
kNow it.” 

–Natalie MasseNet

Left: Christy Turlington, 
with her mother, at a 
Burberry show, 1994. 
Below, from left: Stella 
Tennant in a 1998 
Burberry ad; Bailey’s 
first collection, spring/
summer 2002.

From above, left to right: A 
2005 ad with Kate Moss, 
shot by Mario Testino; Bailey 
and former CEO Rose Marie 
Bravo, 2004; Art of the Trench 
campaign, 2009.

Left: Queen Elizabeth II  
in Burberry, 2005. 
Below: The company’s 
London headquarters. 
Right: Emma Watson in 
Burberry, 2009. 
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SET DESIGN BY MATHIAS RENNER

FASHION EDITOR ISAIAH FREEMAN-SCHUB

The newest limited-edition 
watches make no attempt  

to conceal their inner workings. 
Instead, the timepieces show 
off complex components with 
open-work faces that display 

intricacies such as delicate cogs 
and flying tourbillons. Dedicated 

gearheads will revel in the 
craftsmanship, while aesthetes 

will admire the airy results. 
Hard work never looked so good. 

SKELETON 
CREW

WHEELS OF TIME 
Get a glimpse of each tick and tock. From left: Piaget 
Emperador Coussin 1270S, Rotonde de Cartier Grande 

Complication Skeleton, Bulgari UltraNero Tourbillon Saphir 
and Breguet La Tradition Chronographe Indépendant. 

For details see Sources, page 98.

88



How to Eat 
AUSTRALIAN
The vast country, its landscape home to thousands of wild edible ingredients, 

has no clear native cuisine. Chef Jock Zonfrillo wants to change all that.

BY JAY CHESHES   PHOTOGRAPHY BY DEREK HENDERSON
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NATURE’S BOUNTY   
Sweeping dunes, ringed by edible 
succulents, along the west coast 
of Australia. Chef Zonfrillo 
sources ingredients here for his 
restaurants in Adelaide.
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from the Indian Ocean into the Tanami Desert. 
“Thousands of people used to live here,” says Dann, 
surveying his ancestral land from the wind-swept 
crest of a dune.

Up ahead, a carpet of sharp seashells makes 
walking a challenge. We’ve entered an old Nyul Nyul 
midden—an ancient feasting place—overflowing 
with the discarded husks of crustaceans. Around 
a corner the low tide reveals a moonscape of black 
craggy rocks; farther out, near a reef, oysters, sea 
snails and giant clams are all easy pickings. Few 
have ever made a meal from that natural raw bar, 
apart from the quickly vanishing Nyul Nyul peo-
ple—just a few hundred remain in the area—who left 
those drained shells behind.

For Zonfrillo, only remote spots like this allow a 
perspective on what Australian cuisine ought to look 
like. From his home base in Adelaide, he’s been lead-
ing a one-man crusade to move beyond the muddle 
of post-colonial influences that typically passes for 
Australian cooking. “How is it possible,” he says, 
“that a country with such regional diversity and 

L
ATE ON A HOT, dry spring afternoon, 
two men and a dog (a three-quarters 
dingo) cut across a barren stretch of 
the coastal outback. The younger man 
is a chef, 38-year-old Jock Zonfrillo, 
a rangy Scotsman who for the past 15 

years has made Australia his home. His friend Bruno 
Dann—a 63-year-old Nyul Nyul elder who supplies 
Zonfrillo with ingredients native to this region—
leads the way across a slow-flowing stream. “That’s 
karkalla,” says the chef, scrambling up a bank 
toward a thicket of edible succulents. “We use that 
on our lamb dish.” He snips a plump green bud and 
pops it into his mouth. “A bit salty but delicious,” he 
says. “You can get $26 a kilo for that.”

The chef won’t be picking a bushel to bring back 
to his two restaurants. His bar-food spot, Street, and 
its fine-dining sibling, Orana, are both in Adelaide, 
almost 2,000 miles away. As we march toward the 
coast, dense gray soil gives way to sugar-fine sand 
rising in ripples. The landscape changes fast in 
the Kimberley, an immense territory stretching 

40,000 years of culture doesn’t have a real cuisine of 
its own?” Sometimes it takes an outsider to shake the 
status quo, someone unburdened by historical bag-
gage, in this case a legacy of policies and attitudes 
that pushed Aborigines to the margins of Australian 
society. “The country has this dark, troubled past,” 
he says. “Nobody wants to talk about it, and that 
comes across in the food.”

Zonfrillo has spent years exploring parts of the 
country that homegrown chefs have mostly ignored, 
traveling to indigenous communities in search of 
ancient wisdom, eventually translating what he 
learned to a contemporary restaurant setting using 
skills he acquired in Michelin-starred kitchens in 
Great Britain. His restaurants use only ingredi-
ents grown, raised or produced on the continent, 
many of them entirely foreign to the average urban 
Australian. “There are 20,000 edible native things 
in this country,” he says. “You could write six ency-
clopedias on the subject.”

Like his friend René Redzepi of Noma in 
Denmark—where he spent a few months cooking in 

OCEAN OASIS 
Clockwise from far left: 
Jock Zonfrillo shucks  
a clam pulled straight  
from the reef; Zonfrillo 
and Nyul Nyul elder 
Bruno Dann, who helps 
him source ingredients, 
chat before dinner;  
crabs hooked from 
muddy mangrove roots 
are prepped for dinner. 

what’s on your plate. The 24 or so seasonal courses 
and snacks might include buffalo-milk curd sea-
soned with dehydrated green ants, or slices of 
saltwater crocodile slow-cooked and served on a 
swamp-green puddle of fermented mangrove-seed 
sauce. Both dishes channel tropical Arnhem Land in 
the far Northern Territory, a “ferocious” part of the 
country where Zonfrillo recently spent time hunting 
and fishing. The adventure was captured on film for 
a new series on Discovery Networks International. 
A fire-roasted kangaroo preparation has its roots 
in the APY Lands, an isolated desert community in 
the south that he’s struggled to infiltrate. “A lot of 
communities look at what I do and think I’m going to 
exploit them,” he says.

Zonfrillo fits his renegade role like an outlaw 
biker—amply tattooed and salty tongued—though 
he cleans up well on TV. He’s a reluctant heartthrob 
whose floppy curls and disarming smile brought in 
a flood of embarrassing fan mail, from as far away 
as India, after a stint as a guest chef last year on 
MasterChef Australia.

2012—Zonfrillo often serves food that’s been picked 
wild near his restaurants. All the cooks at Orana 
regularly rotate through foraging duty, filling a 
refrigerated van with porcini, nettles and pea shoots 
gathered in the Adelaide Hills, with seaweed plucked 
from a beach south of the city or with chocolate lil-
ies (edible flowers that smell like chocolate) clipped 
from their own backyards. Still, he’s no locavore 
zealot—he’s championing an entire continent, and 
sourcing ingredients from across this vast country.

The menu at Street—a gateway venue he hopes to 
expand to Sydney, Melbourne and Brisbane—reads 
like classic Down Under bar food, but the sweet-
sticky pork ribs have been soaked in a sauce made 
from local riberries and quandongs, the spicy grilled 
chicken gets its kick from a wild, foraged bloodroot, 
and the burger comes topped with bush-tomato 
relish instead of ketchup. “Street pushes native 
ingredients on people like a drug dealer,” says the 
chef, “without telling them what’s in there.”

At Orana, his 30-seat fine-dining showcase hid-
den upstairs, you get much more information about 

Though he’s certainly at ease on camera, he’s 
most comfortable out of the limelight and far off 
the grid, as he is now, touring the Kimberley with 
Bruno Dann. Returning to Dann’s camp from their 
coast walk laden with seafood, the chef starts prep-
ping dinner under a big wooden shelter, across from 
a picnic table and a fire pit shooting up brittle-wood 
flames. “I didn’t know we had these in Australia,” he 
says, prying open a giant clam, a flashlight strapped 
to his forehead illuminating his bush-kitchen 
work space. He transforms half the meat into an 
impromptu ceviche, then grills up the rest, yakitori-
style, with his long surgical chef’s tongs.

Dann and his partner in life and business, a trans-
plant from Sydney named Marion Manson, harvest 
an orchard here that supplies wild lemongrass, 
narcoleptic jilungin tea and gubinge (also known as 
kakadu plum) to Zonfrillo. The tiny tart green plums, 
said to be among the most vitamin-C-rich fruits on 
earth, have become their big cash crop, distributed 
Australia-wide by a health-food wholesaler that sells 
a powdered form.

The couple first met Zonfrillo seven years ago 
when he came rumbling up their bumpy dirt road, 
his Mitsubishi Outlander falling apart after a mostly 
unpaved 38-hour drive from Adelaide, two NoDoz-
and-Red-Bull-fueled 19-hour shifts across the desert. 
“Occasionally you’ve just got to go and do it,” he says, 
“have a little faith.”

After a warm reception from Manson and Dann, 
a friendship quickly developed. With no restaurant 
kitchen to run at the time, Zonfrillo decided to stay 
for a while, to spend a few weeks sleeping—then as 
now—beneath a mosquito-dome under the stars, sub-
sisting on fish snared with hand lines and tidal nets, 
washing up outdoors in a bath filled from an under-
ground borehole. “You can quite easily live off the 
land right here,” he says, dispatching a bucket of mud 
crabs, one after another, with a chef’s knife through 
the brain. These are soon simmering in coconut milk 
with native bloodroot, lemongrass, ginger, bush 
tomatoes and desert lime—a delicious sweet-spicy 
improv riffing on Singapore-style chile crabs.

His restaurant dishes are rarely so casually con-
jured, often taking months—sometimes years—in 
their evolution from Aboriginal lore to the tasting 
menu. Many native food traditions have already been 
lost to modernity, to the frozen meat pies and 
factory-made bread that fill general stores in govern-
ment-built towns like nearby Beagle Bay, where Dann 
and his siblings were raised in Christian mission 
dorms—part of Australia’s “stolen generation” of 
indigenous children, ripped from their families and 
cultures and forbidden to speak their own language.

Zonfrillo is developing a foundation that he hopes 
will help the disenfranchised communities he works 
with by identifying ingredients with harvest—i.e., 
economic—potential. “We’ll help them realize what 
they have, without screwing with it,” he says. He’s 
meticulous about chasing food stories and memo-
ries down to their roots, cross-referencing old wives’ 
tales with historic documents and testing an ingre-
dient’s toxicity at a university lab before using it in 
his own kitchen.

For a long time, Zonfrillo, the son of an Italian 
barber and a Scots hairdresser from Glasgow, was 
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with survivalist aspects promoted on television 
by retired army major Les Hiddins (the so-called 
Bush Tucker Man)—but the native-foods boom that 
brought a handful of ingredients to the fore (finger 
limes, lemon myrtle) was never more than a passing 
fad. By the time Zonfrillo reached Australia, “bush 
tucker” cooking had become a sandals-with-socks 
hippie cliché. “No attempt had been made to look at 
where these things came from, their ties to the com-
munity and traditional uses,” he says.  “My process 
was to understand what went wrong first, and then 
reverse-engineer it.”

Zonfrillo started his own investigation with 
Aboriginal communities in the Blue Mountains, a few 
hours outside Sydney, and eventually learned about 
their six-season calendar and their deep respect for 
the land. Despite his enthusiasm, he knew it would 
be a challenge to bring the public along. By 2002, 
he had become so disillusioned with the restaurant 
scene he quit cooking entirely and started his own 
company importing professional kitchen equipment. 
Six years later, divorced and remarried, he sold off 

just as consumed by the drive to get high. The ink 
running up his right arm tells a bit of that story—
and of the personal and professional passions that 
ultimately kept him in line. A tattoo of the Scottish 
coat of arms features a flag with the names of his 
daughters—Sofia, 9, and Ava, 14—each from a dif-
ferent ex-wife. The raven represents freedom, he 
says, the skull and crossbones his pirate mentality. 
There’s an Aboriginal snake in there, too, along with 
a pig, a longhorn skull and a thistle.

Zonfrillo discovered his professional calling 
while he was still young. At 13 he landed a dishwash-
ing job at a fancy Scottish-French restaurant in 
Glasgow, in order to save up enough to buy a spiffy 
new bike. Though barely a teenager, a few weeks in 
he wound up filling in for a cook who called in sick. 
“That night I just got the bug,” he says. “I decided, 
Hell, I want to be a chef.”

By 15 he’d dropped out of school and signed on for 
a two-year kitchen apprenticeship at the Turnberry 
Hotel. Along with classic French cooking techniques, 
he learned to forage for mushrooms and hunt game 
in the woods surrounding the property’s golf course. 
He also began dabbling in heroin. “Growing up in 
Glasgow, drugs were just part of life,” he says. “It 
was an edgy place. Luckily I found cooking, too—for 
a lot of my friends there was nothing more compel-
ling in their life than smack.”

Following Turnberry, the young chef quickly rose 
through a number of top restaurants in the British 
countryside. After being fired from one for unleash-
ing a profanity-laced tirade audible to the entire 
dining room, he turned up dead-broke in London 
begging Marco Pierre White—then the consummate 
rock-star chef—for a job at his Michelin-starred 
flagship. He was hired on the spot. For a while he 
slept on the closet floor at the restaurant—until a 
sommelier discovered him there. White eventually 
became a father figure, supportive even through 
Zonfrillo’s darkest drug-addled moments. “There 
were times when I was f—ing useless,” he says, “but 
I always got up and always went to work—that’s 
what kept me alive, and what eventually led me to 
stop using drugs.”

Zonfrillo finally made a clean break in 2000—
he says he hasn’t touched heroin since—when he 
moved to Sydney with his wife at the time, a home-
sick Australian who soon became pregnant. “A 
huge change in life can often break the cycle,” says 
the chef. He started working at one of the city’s top 
restaurants at the time, Forty One, with skyscraper 
views and the sort of outward-looking pan-Asian 
cuisine that had become a hallmark of “modern 
Australian” cooking. “I naively thought there’d 
be loads of kangaroos hopping around, loads of 
Aboriginal people and some kind of cuisine that 
involved that,” he says. When he tried introducing 
a few native ingredients to the restaurant’s menu, 
none of the patrons seemed interested. “Everybody 
was supposedly celebrating the Australian way of 
life,” he says, “but they didn’t want to know about 
food that originated here.” His boss, Swiss chef 
Dietmar Sawyere, let Zonfrillo know he should tone 
it down.

Back in the 1980s, Australians had embraced 
their pre-colonial terroir for a while—beginning 

the business and moved sight unseen to Adelaide, 
the gateway to Australian wine country, where his 
new wife had family.

By then, having been obsessed with indigenous 
foods for nearly a decade, he’d developed a roster 
of dozens of recipes. Word of his culinary experi-
mentation found its way to executives at the large 
vintner Penfolds, who’d been looking for someone to 
reboot their restaurant at Magill Estate, a vineyard 
just outside Adelaide. They hoped to create a dining 
destination as identifiable with Australian heritage 
as their cult wine, Grange. “They had the checkbook, 
the reputation,” Zonfrillo says. “It seemed right at 
the time.” 

He introduced a new menu in the fall of 2010. A 
year later, the Advertiser newspaper in Adelaide 
named Magill Estate its restaurant of the year. Then 
the place shuttered for a complete overhaul—a 
$3 million investment—including a tricked-out new 
kitchen of the chef’s own design. While construction 
proceeded, Zonfrillo took advantage of the time off 
to travel, with the wine producer partly footing the 

talented,” says a spokesperson for Penfolds, “and we 
are pleased to see him enjoy success as he follows his 
creative ambition.”)

Street and Orana opened 10 months later, in the 
fall of 2013, on money from a bank loan, with almost 
the entire kitchen staff at Magill Estate following 
the magnetic chef across town. While he was launch-
ing the two places, Zonfrillo juggled a punishing 
travel schedule, shooting his own Discovery show, 
Nomad Chef (it began airing late last year in the U.K., 
Australia and Asia). The series, which sets his pas-
sion for indigenous foods in a global context, has 
him eating bat in Vanuatu, piranha in the Peruvian 
Amazon, raw cow stomach in the Ethiopian high-
lands and puffin hooked from cliff tops in the Faroe 
Islands. “I got sick just about everywhere we went,” 
he says, watching clips on a laptop one morning at 
Dann’s camp in the Kimberley. “You self-medicate, 
you keep filming; you have to keep going.”

On a bush walk that evening, Dann leads the 
chef through his wild harvest orchard, pointing 
out plants good for healing, plants good for eating 

bill. He flew to Brazil to meet up with chef Alex Atala, 
who through his São Paulo restaurant D.O.M. and 
foundation had done for the Amazon’s tribal larder 
what Zonfrillo hoped to do for Australia’s. “Jock and 
I tried to inspire each other,” says Atala, “working 
with indigenous communities and ingredients—he 
on his side of the world and me on mine.”  The two 
men went deep into the jungle with the Baniwa peo-
ple and together made lunch for their hosts. “I was 
impressed by the way Jock  was able to play with 
ingredients he’d never seen before and get great 
results,” says Atala.  

Later, Zonfrillo took a distressing call from 
back home. A management change at Penfolds had 
brought with it a change of heart about the restau-
rant and where it was heading. “They didn’t like 
the fact that the food was getting more attention 
than the wine,” he says. “They were uncomfortable 
with the Aboriginal thing, too.” Rather than serve 
more accessible fare—say, the Wagyu beef with 
asparagus you’ll find at the restaurant these days—
Zonfrillo decided to walk away. (“Jock is incredibly 

and plants to avoid. We pass a “boomerang tree,” its 
wood ideal for carving, and a “tattoo tree,” the acid-
sap on its branches said to leave irreversible scars. 
“Will burn you for life,” warns Dann. “I want to f—
ing do it,” says Zonfrillo, touching a few drops to his 
arm and leaving a small permanent mark.

They pause to yank at a yam buried deep in the 
ground. Dann pours on water to loosen the soil. “I’ll 
give it a crack, mate,” says Zonfrillo, struggling for 
a while before giving up. Wild donkeys and a rogue 
bull named Lonesome hide among the gubinge 
trees, as wildfires in the distance send up plumes of 
black smoke.

The woods open up, revealing a shallow, marshy 
lake. Dann pulls a mysterious tuber from under the 
water, a lily bulb of some sort. Zonfrillo will experi-
ment with it later back at camp. “This will either turn 
out to be a really good idea or a really bad one,” he says. 
The marsh spuds end up bland and starchy, after a slow 
cook in hot coals. “Bush ingredients are like that,” he 
says. “You have to work with them, go through trial 
and error before you get something good.” •

AMUSE-BOUCHE
Clockwise from top: 

At Orana, Zonfrillo uses 
tweezers to plate petals  

of crocodile meat;  
snack courses include 

pumpkin petals brushed 
in aged beef fat, 

medallions of marron 
(a local crustacean), 

Spencer Gulf prawns, 
puffed beef tendon 
and fried saltbush; 

Kangaroo Island scallops 
with Geraldton wax, a 

peppery herb that grows 
wild across South  

and West Australia.
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endless ocean and sunset views.  $8,500,000. 
John’s Island Real Estate Company    
772.231.0900 | wj@johnsislandrealestate.com  
JohnsIslandRealEstate.com  

Grand Canyon: The Best Rivers, The Best Rapids 
Join us for the trip of a lifetime on one of the premiere 
rivers of the West. We offer a variety of rafting 
adventures on the Salmon River and Colorado River. 
Come and experience thrilling rapids, spectacular 
scenery, mouth watering meals and tons of fun!
TOUR WEST 
800.453.9107 | twriver.com

The Hermitage Club 
As the only private ski club on the East Coast, The 
Hermitage Club is able to promise prime snow conditions 
all day, zero wait time for lifts and uncrowded slopes. 
And you’ll enjoy four seasons of private mountain 
activities, including our 18-hole championship golf course. 
Luxury real estate priced from $585,000 to over $3M.
800.464.7734 | hermitageclub.com



100 wsj. maga zine

“I FOUND MY DESK probably 25 years ago in an antique 
store. It serves me well because it’s big and very high 
up and it’s got a built-in light. I’m a nut for brushes. I 
get them from all over the world. Each one is a differ-
ent character. The best ones I’ve found are in Japan. 
Even though the brushes are very thick, if you hold 
them just right you can get a line as thin as a hair. 
Ronin is a very important book because it’s the first 
thing I did independent of any editorial supervision. 
It was a real breakthrough for me. The Chuck Taylor 
All Star Converses are my favorite tennis shoes to 
wear and draw. They were originally created for 

basketball players—I like them because I have long, 
skinny feet. And I go for that combination of red, 
black and white a lot. I included my fedora because I 
think it was a real crime against humanity when hats 
went out of style. I like the Country Gentleman brand, 
but Stetson does a beautiful job as well. I don’t know 
why they went out of fashion but I’m doing my best to 
reverse the trend. Behind is my sketch of the Marvel 
superhero Daredevil, whom I have a lifelong connec-
tion to. Next to it is my 2006 Eisner Award, named 
after Will Eisner, who’s the greatest comic book car-
toonist who ever lived. I included my Batman figurine, 

with his ally Carrie Kelley, because I can remember 
reading about him for the first time when I was 5 or 6. 
Nobody likes a bully. Batman is the one who beats bul-
lies. Bob Dylan’s album Desire is one of my favorites. I 
love the comeback, the way he returned to the music 
scene with Blood on the Tracks and Desire right on top 
of each other. It was a very exciting time for me. I have 
around 200 car models in my studio. I’m a real fan of 
vintage cars from the 1940s and ’50s. I sketch from 
them all the time. In Sin City, my characters are defined 
by their guilty secret—and by what car they drive.”  
—As told to Christopher Ross

PHOTOGRAPHY BY BRIAN W. FERRY

still life

FRANK MILLER
The comic book legend behind Sin City and 300 shares a few of his favorite things.

Discover the transformative
formula that started it all.

A potent treatment featuring
revolutionary sciences

patented by Dr. Perricone
to combat fine lines and

wrinkles imparting smoother,
more radiant skin.

Measured Clinical Results after 4 weeks

81%
demonstrated
a measured

improvement in
wrinkle length

68%
demonstrated
a measured

improvement in
wrinkle width

75%
demonstrated
a measured

improvement in
wrinkle depth

The
Revolutionary
Wrinkle
Cure

perriconemd.com #seriousaboutbeauty

Serious About Beauty
SEPHORA NORDSTROM ULTA



Reine de Naples Day / Night

in every woman is a queen

B R E G U E T B O U T I Q U E S – N E W Y O R K 6 4 6 6 9 2 - 6 4 6 9 – B E V E R L Y H I L L S 310 8 6 0 - 9 9 11

B A L H A R B O U R 3 0 5 8 6 6 - 10 61 – L A S V E G A S 7 0 2 73 3 - 74 3 5 – T O L L F R E E 8 7 7 - 8 9 1 - 1 2 7 2 – W W W. B R E G U E T . C O M


