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 STILL LIFE  Nan Goldin
  The legendary photographer shares a few of her 

favorite things.
 Photography by Nan Goldin

What’s News.
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 An Aman Resort Comes to the Dominican Republic
 A Monograph Pays Tribute to Graff Diamonds
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 Print All Over Me Launches DIY Designs for Juniors
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 Edmund de Waal’s New Book, The White Road
 Director Todd Haynes on His Latest Film, Carol

57 Custom Bicycles with Paint Jobs Worthy of a Koons
 Saint Laurent’s NYC Flagship Gets a Makeover

58 Can’t Afford a Calder? Check Out These Mobiles

64 Chueca, Madrid’s Hottest Barrio

66 Stephen King’s Misery Heads to the Stage
 Four Musicals Adapted from the Movies

68 Longchamp’s 10-year Partnership with Jeremy Scott
 Savannah Yarborough’s Nashville Atelier

70 Venezuelan Hit Maker Arca Releases Another Album
 A Photo Book About Brothers Raised in Captivity
 District Vision’s Athletic (and Aesthetic) Eyewear

72 Fresh Cosmetics’ Secret Weapon? Monks

74 Photographer Ryan McGinley’s New Direction

ON THE COVER  Angelina Jolie Pitt, photographed  
by Peter Lindbergh and styled by Anastasia Barbieri.  
Céline dress. For details see Sources, page 174.

THIS PAGE  Angelina Jolie Pitt, photographed by Peter 
Lindbergh and styled by Anastasia Barbieri. Repetto body-
suit and shoes, Wolford tights, La Perla briefs and Mairead 
Lewin vintage skirt. For details see Sources, page 174.
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“My personal struggle is 
to Make the not obvious.”

–Miuccia prada

From left: Miuccia Prada, at the Fondazione Prada in Milan, photographed by Craig McDean. A detail of 
Karl Ove Knausgaard’s writing studio in Glemmingebro, Sweden, photographed by Juergen Teller.

the exchange.

101  TRACKED: Manoj Bhargava
   An entrepreneur known for caffein-

ating the world also wants to make  
it a better place. 

  By Christopher Ross
  Photography by Graeme Mitchell

104  THE ANDRAKAS
   After Jack Andraka took home the top 

prize at an international science fair, 
accolades and opportunities (and a 
backlash) followed. The one constant 
throughout: his family.

  By Seth Stevenson
  Photography by Jeremy Liebman

108  FUTURE PROJECTIONS
   This month the Los Angeles County 

Museum of Art stages its largest 
show ever about a female artist: 
Diana Thater, known for film and 
video installations that plunge  
viewers into the natural universe.

  By Carol Kino
  Photography by Ye Rin Mok

112  ANNOTATE THIS
   The ambitious co-founders of Genius 

hope to change how we share  
knowledge—by enabling commen-
tary on any page on the Web.

  By Christopher Ross
  Photography by Daniel Shea

Market report.

79 SOFT SERVE
  Sweeten the deal with a new take on 

power dressing that lets pastels pop.
  Photography by Ward Ivan Rafik
 Styling by Ondine Azoulay
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From left: Mark Parker, photographed by Graeme Mitchell. Richard Serra’s East-West/West-East in Qatar, 
photographed by Adrian Gaut.

Innovators Issue.

120  ANGELINA JOLIE PITT
   The writer-director of this month’s 

By the Sea is more than a Hollywood 
icon and humanitarian activist. She’s 
a model for the power of leading an 
examined life. 

  By Julia Reed 
  Photography by Peter Lindbergh
  Styling by Anastasia Barbieri

130  RICHARD SERRA
   For over 50 years, the artist has 

pushed limits with majestic 
sculpture and abstract drawings. 
His new work takes shape on an even 
more epic scale. 

  By Kelly Crow
  Photography by Adrian Gaut

138  KARL OVE KNAUSGAARD
   The Norwegian novelist risked every-

thing by writing My Struggle. Now 
several family members won’t speak 
to him, but his confessional style has 
made him a global literary star.

  By Liesl Schillinger 
  Photography by Juergen Teller

146  MIUCCIA PRADA
   The legendary designer has ampli-

fied her legacy with Fondazione 
Prada, a cultural mini-village on the 
outskirts of Milan that embodies its 
namesake’s elusive creative spirit.

  By Joshua Levine
  Photography by Craig McDean

154  THOMAS HEATHERWICK
  High-profile commissions from   
  Google and Barry Diller and Diane  
  von Furstenberg are fueling    
  a breakout moment for the designer.
  By Sarah Medford 
  Photography by David Bailey

160  STEWART BUTTERFIELD
   With runaway user growth, Slack is 

poised to change the way we work—
all because its co-founder and CEO 
believes in the power of play.

  By Seth Stevenson 
  Photography by James Mollison

164  MARK PARKER
  Still as obsessed with shoe design as  
   ever, the CEO of Nike oversees the  
  global juggernaut with a simple goal  
  in mind: Serve the athlete. 
  By Karl Taro Greenfeld 
  Photography by Graeme Mitchell

130

“soak in everything around 
you. look deeply.
observing is really the 
fuel to innovating.” 

–Mark parker
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editor’s let ter

ILLUSTRATION BY ALEJANDRO CARDENAS

ALL TOGETHER NOW  Anubis, in Nike, and Bast, wearing Prada, hang out with Who the cat among the many creations of this year’s Innovators.

NOT OBVIOUS

T
HIS NOVEMBER marks our fifth annual 
Innovators issue, highlighting individuals 
who’ve set extraordinary benchmarks for 
excellence and originality in their respec-

tive fields. If there’s one lesson to take away from 
this year’s lineup, it’s how hard-won true innova-
tion is, often requiring sacrifice, doggedness and 
even bravery.

Not content to be just a global movie star and 
humanitarian activist, Entertainment Innovator 
Angelina Jolie Pitt is now also a three-time director. 
Though she has always gravitated toward challeng-
ing material, her new film, By The Sea, in which she 
co-stars with Brad Pitt for the first time in a decade, 
is especially raw and emotionally powerful. Thomas 
Heatherwick, this year’s Design Innovator, has never 

adhered to a single style or dogma, a stance reflected 
in his ambitious designs for the forthcoming Google 
campus in Mountain View, California, and Pier 55 
on Manhattan’s West Side. Technology Innovator 
Stewart Butterfield discovered the idea for Slack —a 
platform that minimizes the need for email and makes 
our digital workspace more playful—in the ashes of 
an earlier, failed project. Meanwhile Art Innovator 
Richard Serra, once an outsider in his medium, has 
made a career of upending our perceptions of space; 
likewise Literature Innovator Karl Ove Knausgaard’s 
multivolume My Struggle has expanded the range of 
autobiographical fiction, with hypnotic results.

Although Brand Innovator Mark Parker oversees 
a company with $30.6 billion in annual sales, the 
Nike CEO admits that he still really likes “drawing 

sneakers,” and that few things matter as much as 
something that’s become a kind of company mantra: 
Serve the athlete. And this year’s Fashion Innovator, 
Miuccia Prada, legendary in her industry, has applied 
her creative rigor to creating a one-of-a-kind cul-
tural mini-village. Fondazione Prada, which opened 
in May, is a testament to something Mrs. Prada told 
WSJ.: “My personal struggle is to make the not obvi-
ous.” The same could be said of all the creative talents 
profiled in this issue—or, indeed, anyone touched by 
the spirit of innovation. 

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

JUERGEN TELLER & LIESL SCHILLINGER
karl ove knausgaard  p. 138

En route to Scandinavia to profile Karl Ove Knausgaard, author of the six-volume autobio-
graphical novel My Struggle, writer Liesl Schillinger (left) worried that the Norwegian 
author might not have much left to say. But Knausgaard was completely engaged during  
the interview, Schillinger says, “treating every question, whether banal or emotional,  
as any other question.” To take Knausgaard’s portrait, photographer Juergen Teller (far 
left) spent two days hanging out at his home in Sweden, where the profusion of coffee cups  
and cigarette butts made for a striking tableau of writerly disarray. 

“It is really something profound,” says Kelly Crow (far right), veteran arts reporter for  
The Wall Street Journal, of the way Richard Serra has, for decades, reinvented his art 

while always focusing on the viewer’s experience of a space. Photographer Adrian Gaut 
(right) traveled to Doha, Qatar, to photograph Serra’s East-West/West-East exhibit and 

learned from his driver (who had also chauffeured the artist while he was there) that 
Serra would sit for hours on the desert bluffs in a state of meditation, sketching. “That 

kind of concentration gives the work a real weight,” says Gaut.

ADRIAN GAUT & KELLY CROW
richard serra  p. 130

As Angelina Jolie Pitt and photographer Peter Lindbergh 
(top) prepared for her cover shoot, Jolie Pitt mentioned 
that while photographers often seek to convey her 
toughness, few have captured her vulnerability.  
It presented “a wonderful challenge,” says Lindbergh, 
who, for a series of images, shot Jolie Pitt dancing alone. 
“She was radiant,” recalls Anastasia Barbieri (bottom 
right), who styled her for the photographs, noting Jolie 
Pitt’s attention to detail. “There’s an immediate sense  
of how present she is,” says writer Julia Reed (far left), 
who was likewise struck by the Hollywood star’s 
openness and candor. The interview touched on Jolie 
Pitt’s family, her upcoming film, By the Sea (her third 
outing as director), in which she co-stars with husband 
Brad Pitt, and her humanitarianism—“the complexity 
involved in her work for the United Nations, but also the 
depth of her feelings for the cause,” says Reed.

PETER LINDBERGH, JULIA REED 
& ANASTASIA BARBIERI
angelina jolie pitt  p. 120
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Karl Taro Greenfeld (far right), who interviewed Mark Parker, believes one of the Nike 
CEO’s greatest strengths is his low-key personality. “He wins you over by being quiet and 

self-effacing,” says Greenfeld, adding that Parker is also “almost always the smartest  
guy in the room.” Portland native Graeme Mitchell (right) was eager to get a peek inside 

Parker’s office. “Mark is an art collector,” Mitchell says, “and I’m an art nut, so in my mind 
I was wishing we could put the camera aside and look at what he had tucked away.”

GRAEME MITCHELL & KARL TARO GREENFELD 
mark parker  p. 164

JAMES MOLLISON & SETH STEVENSON 
stewart butterfield  p. 160

Stewart Butterfield—born Dharma Jeremy Butterfield to counterculture parents and raised 
in western Canada in a cabin without running water, electricity or a phone—may have one 
of the more unusual backgrounds in the tech world. Photographer James Mollison (far left) 
opted to shoot Butterfield, the co-founder of Slack, in his office environs, which include 
open-plan seating and a resident mixologist. Writer Seth Stevenson (left) says Butterfield’s 
hippie tendencies are pervasive in Slack’s core mission. “Courtesy and empathy,” Stevenson 
says, “are values you can glean from Stewart and those who talk about him.” 

Much has been written about legendary fashion designer Miuccia Prada over the years, 
and prior to interviewing her, Joshua Levine (far left) knew that he wanted to learn more 
about Mrs. Prada’s creative process. “I hadn’t read much about how she goes from an  
idea to how it gets realized,” Levine says. “A lot of people speak in an opaque jargon, but 
she’s sharp, she’s funny, she was candid and straightforward.” Photographer Craig 
McDean (left), who has known Mrs. Prada for decades, says that “what she’s done for the 
city of Milan is nothing short of incredible.”

JOSH LEVINE & CRAIG McDEAN 
miuccia prada  p. 146

Recently, Thomas Heatherwick has added several high-profile design commissions to his 
résumé—Google’s high-tech Mountain View, California, campus and New York City’s  
Pier 55 among them. Writer Sarah Medford (far right) sought to explore the 20-year 

trajectory that led to more public awareness of and appreciation for Heatherwick Studio. 
“I figured I wasn’t the only one who wanted to know how that had happened,” says 

Medford. For the portrait, photographer David Bailey (right) visited the designer at his 
studio in London, where he also captured Heatherwick’s iconic Spun Chair.

DAVID BAILEY & SARAH MEDFORD 
thomas heatherwick  p. 154

2016 GLE350 4MATIC® shown in Palladium Silver metallic paint with optional equipment. Vehicle will not stop itself in every condition. Please refer to the operating manual for details on Brake Assist safety systems. Vehicle available late summer 2015. ©2015 Mercedes-Benz USA, LLC
For more information, call 1-800-FOR-MERCEDES, or visit MBUSA.com.
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more than a luxury SUV—it’s one of the most intelligent SUVs we’ve ever made. Visit MBUSA.com/GLE

Introducing the all-new GLE.
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“I had just graduated 
from Juilliard when  
I booked Orange Is the 
New Black. I was trying 
to understand how I fit 
in Hollywood. Do I need 
to straighten my hair 
for auditions? Do I need 
to lose weight? It’s very 
challenging as a young 
actress to figure out how 
to make it in an industry 
where all of your exam
ples don’t look like you. 
What I started realizing 
was that there was a lack  
of diversity among the 
higherups, the people  
in the suits, so it did not 
trickle down as quickly. 
When Orange came out, 
it was such a gift to me.  
I feel a responsibility  
to do great work. I feel a 
responsibility to strive 
for projects that don’t 
keep women in a box, 
to constantly push and 
challenge how people 
view me as a person and 
the roles that I can play. 
A part of progress is 
perseverance, a nothing
canstopyou kind of 
attitude. We’re in a time 
where people are done 
accepting the minimum. 
We’ll continue to see 
change. It’s past due.”

DANIELLE 
BROOKS

Brooks is an actress. She will 
star in The Color Purple on 
Broadway, opening next month.

“Everything has a  
yin and yang. Cracking 
the atom opened up a 
world of possibilities  
in science, but then that 
knowledge was used to 
create a weapon of  
mass destruction. But 
progress is inevitable. 
I’ve been in the enter
tainment business  
for quite a long time, and 
we’ve progressed quite 
a bit in regards to diver
sity. Right now, there’s 
an ongoing conversation 
about how to be more
inclusive of all the talent 
available in the U.S. 
and around the world. 
We’ve made some 
strides, but we’re just 
at the beginning of that 
conversation. When the 
Academy nominated 
Selma for best picture,  
it showed a major regard 
for the talent that it took 
to make that movie. But 
no matter the advance
ments, what will always 
remain is storytelling—
whether it’s drawings  
on the side of a cave  
or Jurassic World today.  
As we move forward, 
we’ll only continue to see 
different stories.”

CHERYL 
BOONE 
ISAACS

Isaacs is president of the  
Academy of Motion Picture  
Arts and Sciences.

40 wsj. maga zine

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

RAINN 
WILSON

“Gasoline used to  
make this big knocking 
sound, so they added 
lead to it. That elimi
nated the sound in 
engines, but eventually 
they realized this lead 
was coming out of  
the exhaust and entering  
the atmosphere. They 
literally found lead in  
the snow in Antarctica. 
It was like this giant  
step backward. You  
have to remember that 
just because you move 
something forward 
doesn’t mean it’s prog
ress. It’s an argument 
that has been going 
on since the dawn of 
time—what is progress 
and what is not? What 
Aristotle thought was 
progress, what Plato and 
Socrates thought was 
progress, was greatly 
debated. We’re a culture 
that doesn’t believe in 
moderation. I’m in that 
stage of parenting  
right now where some  
of those very simple  
adages really do hold 
true. ‘Day by day, little  
by little.’ That’s how  
progress works.” 

Wilson is an actor. His  
memoir, The Bassoon King,  
is out this month. 

“I wasn’t always 
interested in androids. 
I wanted to be an oil 
painter. I wanted to be 
an artist. But I went into  
science, and I found  
that robotics is quite an 
artistic job. Robots are  
my canvas. In building 
them, I’m trying to learn  
more about humankind. 
You see, technology is a 
kind of mirror. What are  
we? Why are we here? 
Of course, there will 
always be resistance. 
There will always be 
individuals who struggle  
to accept certain 
advancements, individu
als who don’t want to 
change their lifestyle 
and take longer to adapt 
to newer technologies. 
The Japanese have 
reacted more positively 
overall to my project 
because we don’t really 
distinguish between 
humans and others—we 
believe everything has  
a soul. In the future,  
I think we’ll have more 
humanlike robots. We 
already have an android 
talkshow host here.  
And after all, androids 
never complain!”

HIROSHI 
ISHIGURO

Ishiguro is director of the  
Intelligent Robotics Laboratory 
at Osaka University, in Japan.

soapbox

THE COLUMNISTS

Muir is a journalist and  
the anchor of ABC World  
News Tonight.

DAVID 
MUIR

“Broadcast now is sort 
of a living, breathing 
thing that evolves all 
day long. The stakes are 
much higher at 6:30 p.m. 
because people are 
engaged in the news 
from the moment they 
wake up. They check 
their iPhones and see  
the headlines. Given  
the tools of social media, 
there are so many 
individuals who have 
a voice now who didn’t 
have a voice before. 
My first week in the 
anchor chair we went 
to the Syrian border 
and reported on a little 
girl who hadn’t gone to 
school for years—she 
was a refugee—work
ing instead six or seven 
hours in the fields. 
Viewers responded 
within 24 hours of the 
report, donating enough 
money to supply 2,200 
classrooms. We revisited 
her recently. Now at the 
end of her workday she 
skips across the fields to 
attend a makeshift 
school. It’s a reminder  
to us that we can connect 
people with what’s hap
pening a world away.” 

Crowe is a systems engineer  
at NASA’s Marshall Space 
Flight Center.

KATHRYN 
CROWE

“I’m a Huntsville, 
[Alabama], native. This 
town is essentially  
the birthplace of NASA.  
I remember staring up 
at the stars as a young 
girl. The first rocket 
was built here—when 
you drive through town 
there’s a Saturn V sitting 
upright next to the main 
highway. It’s the rocket 
that took us to the moon. 
Initially, a lot of the drive 
to the moon was part  
of the space race against 
the Russians, but from 
that has sprung this 
entire industry of ideas. 
In 100 years, I hope we’ll 
see viable colonies on 
either the moon or Mars. 
We’ve come a long way 
just in the last 20 years 
with the International 
Space Station. We cur
rently have astronauts on 
board who will be there 
for a year. That’s a huge 
step. But progress is in 
itself a struggle. You’re 
struggling to make a 
change, and change is 
always difficult. In order 
for progress to occur, 
there have to be active 
members of society  
who are making  
a concerted effort.”

l’art de vivre
by roche bobois
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∙ Complimentary 3D Interior Design Service (1) ∙ Quick Ship program available (2)

Suspens dining table, design Cédric Ragot.

Arum chairs, design Sacha Lakic.

Helis sideboard, design Erwan Peron.

Manufactured in Europe.
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FASHION WEEK CELEBRATION
NEW YORK | 9.10.15

WSJ. Magazine hosted a dinner on the
opening night of New York Fashion Week
to honor Fashion Media Award recipient
Anthony Cenname. Notable guests within
the fashion,sport and business industries
were the first to privately dine at Chef
Jonathan Waxman’s newly opened
restaurant, Jams at 1 Hotel Central Park.

Photos by Alexander Stein/BFAnyc.com

PHOTO SHANGHAI
SHANGHAI, CHINA | 9.11.15 – 9.13.15

The second installment of the
Asia-Pacific global art fair dedicated
to photography was held at the renowned
Shanghai Exhibition Centre. WSJ. Magazine
served as the international media partner,
exhibiting a selection of works by noted
photographers previously featured in the
magazine and co-hosting an opening
preview with the Swatch Art Peace Hotel
for Yan Wang Preston’s Mother River
project. photoshanghai.org

Central Hall

Yan Wang PrestonSandy & Jane Angus

Follow us @WSJnoted

Alex Guarino

Brigitte Bardot by Terry O’Neill

Shanghai Exhibition CentreWSJ. Magazine exhibition

Alberto Apodaca, Julia Erdman Jeffrey Rüdes, Kim Vernon Barry Sternlicht
Giorgiana Magnolfi, Federica Marchionni,
Claudia Silver, Veronica Martinelli

Andreea Diaconu

Anthony Cenname, Amar’e Stoudemire

wsjnoted.com
© 2015 DOW JONES & COMPANY, INC. ALL RIGHTS RESERVED. 6AO1457

EVENTS

Francois Kress, Nancy Novogrod

N O T H I N G ’ S B E T T E R
T H A N P R E S E N C E .

You know it. The best things in life are experiences.

We know it. We make them happen.

With NetJets, you will travel truly without compromise,
whenever and wherever your presence is needed most.

To learn more, visit www.netjets.com or call 877-JET-2909

NetJets Inc. is a Berkshire Hathaway company. All aircraft offered by NetJets® in the United States for Fractional Sale, Lease, or use under the Marquis Jet Card® and Private Jet Travel Card™
programs are managed and operated by NetJets Aviation, Inc., a wholly owned subsidiary of NetJets Inc. NetJets, ExecutiveJet and the Marquis Jet Card are registered service marks.
©2015 NetJets IP, LLC. All rights reserved.
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THE PENINSULA HOTEL
ALCHEMY CELEBRATION
CHICAGO | 9.18.15

WSJ. Magazine and The Peninsula
Chicago hosted a private reception
previewing renowned Korean artist Choi
Jeong Hwa’s Alchemy art installation
in conjunction with EXPO Chicago. All
guests enjoyed Asian influenced cuisine
and live music. One attendee won a two-
night stay and complimentary breakfast
within the newly renovated hotel.

Photos by Jennifer Girard/ jennifergirard.com

Follow us @WSJnoted

Pearl Lam, Choi Jeong Hwa
Lorenzo Rodriguez, Carlos Rolon Dzine,
Trisha RobertsonSondra Karman, Tony Harman

Robert Cheng, Sheryl Dyer, Paul Rehder,
Mary Pat Burns

Maria Zec

John W. Robinson, Anthony Cenname, Taylor Flagg

wsjnoted.com
© 2015 DOW JONES & COMPANY, INC. ALL RIGHTS RESERVED. 6AO1458

EVENTS

Gina Rogers, Nancy Robles

GLOBAL PRINT EDITION DEBUT
SINGAPORE & PARIS | 9.14.15 & 9.17.15

The Wall Street Journal launched its newly
expanded print editions for Europe and Asia
with celebrations at The National Museum
of Singapore and The Peninsula Paris. The
world’s top leaders convened to toast the
Journal’s commitment to delivering quality
journalism in business hubs around the globe.

Photos by Paris Key
Photos by Vincent Nghai/northernexposure.com/sg/

Katie Vanneck Smith, Trevor Fellows Emmanuelle Collet Ben Tuff Kamy Chu, Anna Sedgley, Tracy Young

Dolores Herrera-Vegas, Antoine Seguin

Mark Rogers, Thor Valdmanis

William Lewis, Jean Losco

HudsonYardsNewYork.com
#BeInTheNext

“This is a once-in-a-lifetime opportunity to integrate a 
new kind of public space into the fabric of the city and to 
add another layer to New York’s rich cultural heritage.”

          —Thomas Heatherwick

The most dramatic real estate development in the 
city’s history—featuring a monumental sculpture 
by the renowned designer Thomas Heatherwick—

will not only change the way New York looks 
but how the world looks at New York.



THE VALLÉE DE JOUX. FOR MILLENNIA A HARSH,

UNYIELDING ENVIRONMENT; AND SINCE 1875 THE

HOME OF AUDEMARS PIGUET, IN THE VILLAGE OF LE

BRASSUS. THE EARLY WATCHMAKERS WERE

SHAPED HERE, IN AWE OF THE FORCE OF NATURE

YET DRIVEN TO MASTER ITS MYSTERIES THROUGH

THE COMPLEX MECHANICS OF THEIR CRAFT. STILL

TODAY THIS PIONEERING SPIRIT INSPIRES US TO

CONSTANTLY CHALLENGE THE CONVENTIONS OF

FINE WATCHMAKING.

TO BREAK THE RULES,
YOU MUST FIRST MASTER
THEM.

ROYAL OAK
PERPETUAL
CALENDAR
IN PINK GOLD.

AUDEMARS PIGUET BOUTIQUES.
CALL US - 646.375.0807
NEW YORK. TEXT US- 646.760.6644
BAL HARBOUR SHOPS. TEXT US- 786.565.6776
BEVERLY HILLS • LAS VEGAS
AUDEMARSPIGUET.COM
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BY TARAJIA MORRELL

epicurean travel

OPEN TABLE
Lebanese chef and social 

entrepreneur Kamal Mouzawak 
revitalizes an 18th-century house 
and creates a new kind of home. 

I
N 2004, Kamal Mouzawak, a former food 
and travel writer, launched Souk el Tayeb—
Lebanon’s first farmers’ market—with the goal of 
celebrating small producers, fostering a model of 

sustainable agriculture and helping unite a divided 
country. Every  Saturday morning  in downtown 
Beirut, a neighborhood that’s home to shops like 
Hermès and Gucci, makeshift stalls fill the streets 
and 100 farmers lay out their wares. Amid Lebanon’s 
clash of cultures, religions and classes, the market 
demonstrates Mouzawak’s campaign to cultivate 
good food, make it available in a bustling metropo-
lis and sell it at a fair price. Now, over a decade since 
he founded Souk el Tayeb, Mouzawak has expanded 
his influence with the launch of Beit Douma, a guest 
house with an eye toward architectural preservation.

Mouzawak’s identity as a social entrepreneur 
started to take shape just after the culmination of 
the Lebanese civil war (1975–1990). In 1991, while 
working for Art et Culture, a nonprofit organization 
with an open-door policy that fostered creativity, 
Mouzawak identified a desire for solidarity. “People 
who were supposed to be enemies of each other 
started to flow into this place, and I understood the 
importance of having a common ground for people 
so that they can look for similarities beyond differ-
ences,” Mouzawak remembers. “That is what Souk el 
Tayeb is about—how to bring people together, how to 
make food, not war.” 

Eager to better acquaint himself with Lebanon, 
which had been partitioned by war for most of his 
youth, Mouzawak toured the country and wrote 
about its food and farming—the common threads 

HOME, SWEET HOME  The entranceway to Beit Douma, 
a traditional 18th-century house that Lebanese chef Kamal 
Mouzawak and designer Rabih Kayrouz have revitalized. 

>
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that connect every corner of the tumultuous but fer-
tile nation. His interest in macrobiotics and the Slow 
Food movement followed, and in 2004, he was asked 
to oversee the food portion of the first Beirut Garden 
Show. Mouzawak gathered 10 farmers for the show, 
and this initial group would form Souk el Tayeb. 

Since its inception, Souk el Tayeb (or “market of 
good”) has grown into an organization that aids 
farmers in organic certification, offers cooking 
classes, creates food-education programming for 
youth and organizes festivals to celebrate local tra-
ditions. The most acclaimed of Mouzawak’s culinary 
triumphs is Tawlet (“table” in Arabic), the farmers’ 
kitchen launched in 2009, where each day a different 
nonprofessional cook creates a menu that aims to tell 
the story of their region through food. 

Tawlet offers an array of authentic dishes: bowls 
of tabbouleh and cold mezze (Lebanese small plates); 
fragrant salads of herbs, beans and eggplant; 
raw kibbeh (meat and bulgur tartare patties); hot 
mezze, such as fried kibbeh and kofte (meatballs); 
and an assortment of grilled meats and fish. Various 
Lebanese sweets, fresh fruits and coffee round out 
the buffet menu. The cooks serve patrons directly, 

encouraging dialogue about the food and its ori-
gin. For $27, Tawlet, which was No. 8 on Monocle’s 
2015 list of top 50 restaurants worldwide, offers 
its patrons an opportunity to experience  tastes 
from  every part of the varied country without 
leaving its Mar Mikhael neighborhood in Beirut. 
Products from the farmers’ market are also sold 
under the label Dekenet, creating a market value for 
the farmers’ merchandise. 

In 2011, Mouzawak was invited to speak at the 
MAD symposium in Copenhagen, the food confer-
ence co-founded by chef René Redzepi of Noma. 
And in 2013, Mouzawak returned with a team of 
20 women (all participants in Souk el Tayeb and 
Tawlet) to serve lunch to the 600 festival attend-
ees, which included some of the most distinguished 
chefs and foodies in the world. The women—Druze, 
Shiite, Sunni, Maronite, Greek Orthodox, Jewish, 
Palestinian and Armenian—represented a cross sec-
tion of Lebanon, and for many it was their first time 
outside of the country. “He’s connected all parts 
of Lebanon,” says Suzanne Douaihy, a Maronite 
woman from northern Lebanon near Tripoli who has 
worked with Mouzawak for 11 years. “He changed 

everything in our lives. We had no work before we 
met him. We’ve met so many people from all over 
the country and world through Tawlet.”

In July, with the launch of Beit Douma (beit means 
home), Mouzawak broadened his ventures. Fifty 
miles north of Beirut in the Batroun mountains, 
Mouzawak and his partner, the accomplished 
womenswear designer Rabih Kayrouz, negotiated 
a 20-year lease on a traditional 18th-century hill-
side house in the ancient town of Douma. When 
they signed the lease last spring, the building was 
in complete disrepair, as are most of the country’s 
older structures. The couple invested in restoring 
and modernizing the house while maintaining its 
original integrity. For $150 per night, it’s an attrac-
tive option to both Beirut residents and tourists. 
“It’s not a business hotel. It’s a  home,” Mouzawak 
explains. “People cannot afford to have homes like 
this anymore, so these are different homes where 
you can come have a room or the whole house—
alone, as a couple or as a family.” 

Mouzawak and Kayrouz have filled the home with 
antiques and modern accents. A vintage fuchsia 
Uzbek suzani—an embroidered textile used here as 
a tablecloth—welcomes guests in the entranceway; 
old woven plastic industrial sacks embroidered by 
Syrian artisans are repurposed as vibrant throw pil-
lows. Outside the Beit kitchen, Mona El Dorr, a baker 
whom Mouzawak has championed at Souk el Tayeb 
and who specializes in manakeesh—the Levantine 
Arabic baked dough topped with herbs, cheese or 
ground meat—built a traditional mud oven, a dying 
art form lost to technology. At a party to “baptize” the 
house, El Dorr proudly presides over her kiln, draw-
ing out fragrant mini manakeesh and handing them 
to guests. “It’s about preserving a national identity 
mainly through cuisine: The expression that we have 
here through the food that we eat,” says Mouzawak. 
“But also through architecture—how to preserve the 
wealth that we have; and this is the wealth that we 
have, not stocks or petrol oil.”

Raghida Dergham, senior diplomatic correspon-
dent for Al Hayat, the international Arabic daily 
newspaper, expounded on the couple’s achievements: 
“They not only create beauty for us to enjoy, but they 
always bring in the farmer, the planter, the woman 
who cooks and give them confidence and teach 
them how to protect their rights.” The apprecia-
tion is equally evident as Mouzawak walks through 
the weekly street market in Beirut—every vendor 
embraces him and offers him a plate of food. 

Despite the success of Souk el Tayeb and Tawlet 
(which has three other outposts in Lebanon) as well 
as the launch of Beit Douma, Mouzawak is quick to 
say that there is more work to be done: “When one 
has power, money or recognition, it is not about how 
to get more—but how to give more and make a change 
with what life gave you.”

In September, Mouzawak released Lebanese Home 
Cooking, a collection of mostly vegetarian recipes, 
as a homage to food’s capacity to surpass cultural 
divides. “You just cook!” Mouzawak writes in the 
introduction, “…because you can communicate love 
and caring through a bite.”

FOOD FOR THOUGHT 
Clockwise from above:  
The central hall of Beit 
Douma; a bowl of green 
almonds; minimalism  
meets tradition at Beit 
Douma; teatime in the 
library downstairs.

FARM TO FORK 
Clockwise from top left:  
Souk el Tayeb, Lebanon’s 
first farmers’ market; Beit 
Douma; Mouzawak at his 
farmers’ kitchen, Tawlet. 

Ray, seat system designed by Antonio Citterio. www.bebitalia.com

B&B Italia Stores New York: 150 E. 58th Street 10155 - Soho: 138 Greene Street 10012 - Coming soon: 135 Madison Avenue 10016
Other B&B Italia Stores: Dallas - Houston - Los Angeles - Miami - San Francisco - Seattle - Sun Valley - Washington DC - Mexico City - Belo Horizonte
Please call 1 800 872 1697 - info@bbitaliausa.com
Time_Less Program: select B&B Italia pieces now in stock: www.bbitaliatimeless.com

D E S I G N POR TR A I T.
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what’s news

O
VER AN EARLY BREAKFAST in Los Angeles in February, 
Barneys New York chief operating officer and senior execu-
tive vice president Daniella Vitale and fine-jewelry designer 
Jennifer Meyer, 38, hatched a plan: To celebrate the 10th 

anniversary of Meyer’s business, she would collaborate with Barneys 
New York to design an exclusive ready-to-wear collection. 

“Life is so busy that I wasn’t thinking, ‘What am I going to do for 
this 10th anniversary?’ ” says Meyer, who, with her husband, actor 
Tobey Maguire, has a daughter, Ruby, 8, and son, Otis, 6. “In my 
dreams, I always wanted to design clothing, but I didn’t even have the 
first concept of how. Then Daniella said that, and it was one of those 
things where the stars aligned and you go, ‘Oh, my God, the timing 
couldn’t be better.’ ” 

The 13-piece line is available in early November in select Barneys 
stores, as well as online. (Her delicate charms and custom name-
plates are already beloved by Beyoncé, Rihanna, Jennifer Aniston 
and Kendall Jenner.) Meyer’s five years at Giorgio Armani and Ralph 
Lauren gave her a blueprint for how to distill a signature look. “I have 
a very specific style,” says Meyer, whose uniform includes printed silk 
dresses, striped tees and loose, ripped jeans. “I’m a California girl, and 
I’m all about comfort first.”

 For inspiration, Meyer looked to her own well-edited closet and 
came up with feminine-yet-cool pieces like a cherry-print wrap dress 
and a ’70s-inspired button-down suede skirt. “I wanted to design 
things you could wear every day and throw on for night,” Meyer says. 
A denim jacket, one of Meyer’s staples, was a must, so she designed her 
own version in a worn-in royal blue and with a boxy silhouette.

 Meyer won’t rule out designing future clothing collections. “I’d be 
lying if I said I didn’t catch the bug,” she says. Although she’s the first 
to admit she still has much to learn about the technical aspects, she 
recalls Maguire’s advice when she first confided that she wanted to 
start making jewelry: “He used this line from Star Wars. He said, ‘Do 
or do not do. There is no try.’ I’ve never forgotten that.” —Emily Holt

closet case

NEW HORIZONS

ROMANCING THE STONE 
“When I hold a diamond, my 
imagination takes over,” says 

Laurence Graff, chairman of Graff 
Diamonds, who founded the 

fine-jewelry house in 1960. The 
new book Graff (Rizzoli) is a visual 

tribute to Graff’s illustrious 
history, with proceeds going to  

its charitable foundation, FACET.

Aman junkies—those addicted to the privacy,  

service and design of the chain of 29 resorts around 

the world—are about to get their next fix. Later this 

year, Amanera will open on the north coast of the 

Dominican Republic, in Playa Grande, on a mile-long 

beach with a backdrop of 2,000 acres of low moun-

tain forests. The resort will feature 25 free-standing 

casitas overlooking the coastline with green rooftops 

constructed from local materials. There will also  

be a two-floor spa with a Watsu pool, a restaurant 

that will play to the flavors of the Caribbean and a Robert Trent Jones–designed golf course—a first  

for Aman—with 10 oceanfront holes, updated for the resort by his son, Rees. Amanera signals the brand’s 

shift toward the West, says Olivier Jolivet, the CEO of Aman. Although Aman currently has resorts in 

Utah and Wyoming, Jolivet adds: “We’d like to be in another remote place in the U.S. that has not been 

on the map for high-net-worth individuals.” —Hannah Seligson

worth the trip 

PARADISE FOUND

UNIQUELY CHIC 
Clockwise from top left: Meyer’s 
silk wrap dress; yellow gold and 
diamond custom necklace; Meyer; 
suede skirt; set of gold rings; 
cashmere-mohair cardigan. For 
details see Sources, page 174.

Big Bang Unico Full Magic Gold.
UNICO column-wheel chronograph. In-house

Hublot movement. 72-hour power reserve.
Case crafted using a scratch-resistant

and non-oxidizing 18K gold alloy invented
and developed by Hublot: Magic Gold.

Interchangeable strap by a unique attachment.
Limited edition to 250 pieces.

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

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

ORLANDO • HOUSTON • SAN FRANCISCO
Tel: 1 800 536 0636 hublot.com
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what’s news

time maChines

NIGHT HOURS
Moon-phase watches are as elegantly understated  

as they are celestially inclined. Streamlined in design with 
modern accents, these pieces are instant classics. 

From top: Girard-Perregaux 1966 Large Date and Moon Phases, Patek Philippe Ref. 5270G 
Perpetual Calendar and Chronograph with Moonphase and Tachymeter Scale, Harry  
Winston Midnight Date Moon Phase Automatic, Montblanc Heritage Spirit Moonphase,  

Jaeger-LeCoultre Master Ultra Thin Calendar. For details see Sources, page 174.

In his most expansive exhibition after splitting from business 

partner Harry Blain, New York–based art dealer and former 

Sotheby’s vice chairman Emmanuel Di Donna is mapping the 

psychogeographic with Fields of Dream: The Surreal Landscape—

on view through December 18 at his eponymous gallery on 

the second floor of The Carlyle hotel in Manhattan. Di Donna 

argues that these mind-altering tableaux provide “a great sub-

ject that’s never been explored before.” The show includes 70 

pieces, which range from a 17th-century German master paint-

ing of an anthropomorphic landscape to works by Matta, Man 

Ray, Breton, Tanguy, Picasso and Dalí. “They all stem from 

different perspectives, but there is such a thing as a surrealist 

landscape,” says Di Donna, acknowledging that the artists 

“are looking in as opposed to out—that’s the fascinating thread 

throughout this exhibition.” didonna.com. —Michael Slenske

art talk 

DREAM WORLD

WINGING IT
This holiday season,  
Florsheim and Esquivel will 
release a special collection of 
eight men’s and 12 women’s 
styles that draw inspiration 
from George Esquivel’s first pair 
of vintage Florsheim long-wings. 
Each pair is handmade from 
leathers developed by the 
American tannery Wickett & 
Craig. “I wanted to make this 
very personal,” Esquivel says.  
barneys.com and florsheim.com 
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what’s news

food net work

L.A. CONFIDENTIAL
Though Hollywood hot spots come and go, many of L.A.’s biggest names prefer to 
wine and dine at a select group of restaurants that defy the latest foodie trends and 

are meant to endure. Yes, there are many other well-known establishments with 
style (Spago, Polo Lounge, The Ivy), but these six restaurants are a tad unexpected, 

which only adds to their A-list appeal and loyal clientele.  —Laurence Lowe

Now that kids can watch the runway 

in the palms of their hands, they 

want to know what it’s like to be a 

fashion designer. And the principals 

of Various Projects, an NYC design 

and fashion collaborative, and Print 

All Over Me, a customization com-

pany using digital technology, can 

help. Last year, the two teamed up on 

print-on-demand clothing for adults; 

this month they’re launching a junior 

line, giving kids the chance to put 

their own prints (or one of 15 curated 

designs) onto leggings, hoodies, 

party dresses and more. “We’ve also 

built a tool where kids can design 

3-D-rendered avatars—you can play 

dress-up virtually,” says Various 

Projects co-founder Elizabeth Beer. 

The two companies have collaborated 

on a half dozen new ventures, explor-

ing areas from augmented reality  

to conductive inks that meld digital 

innovation and apparel design.  

Their partners range from Google 

and Tumblr to Yahoo and Refinery29. 

“We’re not very prescriptive—in our 

work or in our process,” says Jesse 

Finkelstein, who co-founded PAOM 

with his sister, Meredith. “And the 

moment you position yourself as 

someone who can make and execute, 

people come to you.” kids.paom.com. 

—Sarah Medford

partnership 

CHILD’S PLAY

Michael Chow 
and his wife, Eva

Johnny Depp, 
Keith 

Richards, 
Ashton 

Kutcher 
& Mila 
Kunis

sushi
park

mr.
Chow

a
r

e
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v
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n
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y

“i
t

” 
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t
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s
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Strip-mall 
secret

Chic with a 
dash of cheek

West 
Hollywood

Beverly 
Hills

Let the chef do  
it for you—a  
full omakase 

meal with sake 
A lychee martini 

and the three-
course prix fixe, 
featuring Beijing 

Duck 

The sign out 
front says it all: 

“Traditional 
authentic sushi 

bar. No take 
out. No trendy 

sushi. No salad, 
no veggies. No 
California roll. 
No spicy tuna 

roll. No teriyaki, 
tempura.”

Diners can’t see 
Keith Haring’s 

Mr. Chow as 
Green Prawn 
in a Bowl of 

Noodle painting, 
which normally 

hangs in the 
dining room, 

because it’s part 
of a traveling 

exhibition. 

Charlize 
Theron, Jessica 

Alba, Amy 
Poehler

Eva Longoria, 
Al Pacino,  

Iggy Azalea 

Peter 
Park

2006 1974
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Taylor Swift & 
Calvin Harris, 

Rihanna

giorgio 
baldi

Date 
night

Santa 
Monica

When in season, 
any dish with 

white truffles— 
the tagliatelle, 

the risotto, 
the sweet corn 

ravioli…

Roberta Baldi 
and her two 

children, 
Edoardo and 

Elena

1995

It’s just 
Giorgio’s, 
darling. 

musso & 
frank grill

Hollywood

L.A. noir

Grenadine of 
beef, a side 
of mac and 

cheese and two 
martinis

The now- 
shuttered Back 
Room played 

host in the 1930s 
to L.A.’s literary 

transplants, 
like Raymond 
Chandler, who 
wrote several 

chapters of The 
Big Sleep there.

General 
manager Mark 
Echeverria—

great-grandson 
of a previous 

owner

1919

Craig’s

The new  
old-school

West 
Hollywood

Susser worked at 
Dan Tana’s for 
23 years, rising 
from waiter to 

manager. When 
Tana sold the 

restaurant  
to Perencevic, 
Susser struck 

out on his own. 

Kim 
Kardashian, 

Ryan Seacrest, 
John Legend

Craig 
Susser

2011

Filet mignon 
with blue cheese 

ravioli

dan 
tana’s

New York–
style red sauce 

West 
Hollywood

Chicken 
Parmigiana a 

la Nikola and a 
martini prepared 

by 48-year 
bartender 

Michael 
Gotovac 

When Elton 
John, Van 

Morrison and 
Cat Stevens 

started playing 
at the nearby 

Troubador club, 
Tana’s turned 
from a sleepy 

restaurant into a 
go-to late-night 

haunt. 

Harry Styles, 
Paris Hilton, 

Cameron Diaz

Sonja 
Perencevic, 

who bought it 
from her friend  

Dan Tana,  
in 2009

1964

carolinaherrera.com
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With his new film, Carol, Oscar–nominated director Todd 
Haynes (above left, with Cate Blanchett) tells the story of 
two women in love in 1950s New York. —Brekke Fletcher

Were you familiar with the novel on which Carol 
is based (The Price of Salt, by Patricia Highsmith) 
before you signed on to do the film?
I was not familiar with the novel, to the shame of all  
my lesbian friends. I caught up as quickly as I could, and 
I was really bowled over. It connects what it feels like 
to be in the earliest stages of falling in love and how 
much that puts you outside of society—even before that 
desire is defined as antisocial, as it is in this time in  
the film. It’s not just a lesbian love story; it’s a love story 
about two people with a big age and class difference.

What is it about Carol (Cate Blanchett) that makes 
Therese (Rooney Mara) so immediately enchanted?
Everything about Carol—her look, her manner, her  
gait, her cadence—informs Therese.  Not only to sweep 
her off her feet, but for Carol to become a model for the  
kind of woman Therese wonders if she’ll ever be. What’s 
really interesting about this story is how that shifts.

The film differs from the book in that Therese is a 
photographer, not a set designer. Why was that?
I loved the little things Phyllis [Nagy, the screenwriter] 
changed from the novel and how they pulled the char-
acters a little outside of bohemian, artistic aspirations, 
making them less exposed to alternative lifestyles. 

How did you come up with the movie’s visual world? 
The historical material suggested New York City in that 
transitional period after the wars. When you look at 
the images of New York that came out of that time, you 
see a soiled, sagging, distressed place. It’s not what you 
think of when you think of the ’50s. It was surprising. 

How important is it to you to win an Academy Award?
It would have made my mom, who passed away, so 
happy. But I really don’t think about it that much. 
Everyone on Carol wants to support the movie, but we 
each want the other person to win.
This interview has been edited for length and clarity.

screen time 

CINEMA SCOPE

why does it cost so much?

THE $8,000 UMBRELLA
Hiroki Nakamura, founder of Japan-based Visvim, has developed a cult following 
for his beautifully crafted takes on Americana and Native American style, from 
perfectly distressed denim jackets to moccasin-inspired sneakers. One of his 

latest creations, the Atelier Umbrella, is the result of six months of craftsmanship 
in Paris using carefully sourced materials. visvim.tv

In his latest book, The White Road, British artist 

Edmund de Waal, long known for his elegant porce-

lain pieces, traces the history of his beloved medium 

throughout the centuries and examines its vital  

role in his own life. From royal courts in 17th-century 

Versailles and Dresden to the potter’s workshop 

where he spent his boyhood afternoons, de Waal 

blends history, travel narrative and memoir to create 

a meditation on craft, art and the price of obsession. 

He says, “I felt that if I didn’t get to the places where 

porcelain had started, at this particular moment in 

my life, then I never would.” —Thomas Gebremedhin

WHITE OUT

what’s news

the notch material 
underne ath the 

canopy is made from 
goat le ather, tanned 

with fish oil.

the handle 
and main 

shaf t are 
Beechwood.

the skein-dyed 
cot ton faBric 

is woven By 
craf tsmen in 

ok ayama, japan.

the faBric is 
waterproofed 
using a special 

coating 
technique.

the riBs are 
rat tan cane; the 

tip of e ach is 
Brass, made in 

france.
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what’s news

study in design

WHEEL HOUSE

For a decade, Brooklyn-based painter James Terrani 

has quietly worked as a master finisher to some of the 

art world’s biggest names, lending supersaturated color 

and a hyperreal gloss to the works of such artists as Jeff 

Koons and Urs Fischer. Recently, as a side venture, he 

has been pointing his spray guns toward a new sur-

face: high-end bikes. Joined by graphic designer Alex 

Ostroy—who has created graphics for Tour de France 

winner Greg LeMond—the two put custom designs on 

bikes, melding the painting prowess of Terrani with the 

playful humor and visual omnivorousness of Ostroy. 

Dazzling continuous fades and deep colors are a hall-

mark, as well as sly references: a BMC model inspired by 

the color-field artist Gene Davis; a bike “wrapped” in 

faux tape like those favored by street-hardened messen-

gers; and the Cervélo S5 for the owner of a high-end New 

Jersey bike shop that blends Rolex and Hermès logos 

with a Trans Am badge. Moving from art to bikes is not 

without a learning curve, says Terrani, who notes that 

modern bikes, with their complex aerodynamic shapes, are designed to resist wind (and paint) at every 

turn. “You can’t work against that,” he says. 

The pair, as PoseurSport, bring panache and personality to the rather buttoned-up world of 

performance cycling. “Riding a bike is one of the few chances you have to feel like you’re a kid again,” 

says Ostroy, “riding around dressed like a superhero.” poseursport.com. —Tom Vanderbilt

ART IN MOTION  From top: PoseurSport’s 
Alex Ostroy (left) with James Terrani in his 
Brooklyn studio; one of their rarefied bike designs. 
Photography by Aaron Joseph. 

Since taking the helm as creative 
director of Saint Laurent, in March 
2012, Hedi Slimane has redesigned 

nearly 90 of the fashion house’s stores 
worldwide—including the brand’s  

57th Street flagship in New York City,  
reopening this month after a  

major renovation. Below, a rundown  
of the store’s style. 

facts & stats

NEW HEIGHTS

YEARS 
Length of time the 
Saint Laurent store 
has been at 3 East 57th 
Street in Manhattan, 
in a building originally 
designed by Shreve, 
Lamb and Harmon 
Architects, in 1930. 

SQUARE FEET 
 The approximate amount of blanc statuaire 

and noir soie marble used for the project. Other 
predominant materials featured throughout the 

 Art Deco–inspired space include mirror, 
polished metal, concrete, glass and quilted 

black leather upholstery. 

LEVELS
 make it the only tri-story Saint 

Laurent store in the United States. 

PERCENT 
 of the brand’s estimated 

revenue comes from 
several pieces in the 

permanent collection, 
most of which are often 

on a wait list. 

DAYS 
 the flagship was closed 
for renovations before the 
reopening. 

12
3

19,500

30
259
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what’s news

BY MIEKE TEN HAVE 
PHOTOGRAPHY BY JOSS MCKINLEY

trend report

GOING 
MOBILE
Whether a lighting fixture 
or simply a sculptural 
statement, suspended décor 
is having a modern moment. 
These three standouts 
combine timeless elegance 
with eye-catching impact. 

HANG TIME
Anna Karlin’s Arc 
Light is a study in 
kinetic sculpture 

and the Copernican 
solar model. With 

this brushed-brass 
piece, the designer 

explores the idea of 
counterbalance.

If we had a dollar for every glimmer of

challenging cancer, think of the lives we could save.
HOPE

Donate now
cancer.org
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what’s news

SHAPE UP 
This geometric mobile, 
designed by Ladies 
& Gentlemen Studio, 
examines motion, 
balance and form. The 
studio’s latest series 
of mobiles—made 
of brass, aluminum, 
copper and wire ropes—
launches at the Future 
Perfect this month.
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what’s news

LIGHT BRIGHT 
The Helix Variant 
fixture, by lighting 
designer Bec Brittain 
and sculptor Hilda 
Hellström, pairs 
LED lights and brass 
forms with pigmented 
jesmonite, illuminating 
the relationship 
between planar forms 
and volume. For details 
see Sources, page 174.
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what’s news

BY HANNAH SELIGSON 

neighborhood watch

CHUECA
With a recent wave of eateries, 

hotels and boutiques, this  
quaint quarter is Madrid’s latest 

must-see destination.

T
EN YEARS AGO, Chueca, a barrio in central 
Madrid, was rough around the edges. Now—
thanks to an influx of restaurants, shops 
and galleries—it’s the area where everyone 

wants a foothold. 
Calle del Barquillo is the best street to shop in 

Chueca, with a spate of new stores. Start at Árbol, 
which sells a blend of wares from Spanish and Italian 
designers. Farther up Barquillo is Sonámbula, fea-
turing designers such as Missoni and Roberto Cavalli 
as well as an exhibition space for rotating shows by 
avant-garde artists.

This past May, jewelry designer Mar Aldeguer of 
COOLOOK opened her only brick-and-mortar store 
in the area. Her designs—featuring natural gem-
stones set in gold and silver—have been seen on 
Spanish royalty. 

Just off Barquillo toward Plaza de las Salesas is 
Pinkoco, where, in April, Piero Furia began selling 
beauty products made at his family-run laboratory in 
Italy, along with a selection of home furnishings. The 
store also turns into a bar from 7 p.m. to midnight on 
Thursday evenings. Next door is Creme de la Creme, 
a popular spot for lunch or an afternoon espresso. 

The culinary scene in Chueca is going organic, with 
the recent arrival on Calle San Lucas of El Huerto de 
Lucas, a market and restaurant that specializes in 
organic dishes, such as vegetarian beet burgers. 

Alberto Chicote, the godfather of Spanish fusion 
and a Top Chef judge, opened his first solo venture, 
Yakitoro, last year on Calle Reina. The restaurant, 
which combines Japanese and Spanish flavors, is 
reliably packed, serving up plates such as tuna tataki 
with white garlic and Wagyu ribs in teriyaki sauce.

The Principal Hotel’s rooftop bar, La Terraza, 
opened in May, following the launch of the 76-room 
boutique hotel in January, and offers 360-degree 
views of Madrid. The hotel’s restaurant, Ático, bears 
the imprimatur of two-star Michelin chef Ramón 
Freixa, with floor-to-ceiling windows that overlook 
historic buildings. (Call at least two weeks ahead for 
a booking.) The nearby Only You Hotel & Lounge, 
also on Barquillo, is known to be crowded even 
on a Tuesday night—hardly an anomaly for one of 
Madrid’s hottest neighborhoods. 

RETAIL THERAPY 
Clockwise from top left: Árbol,  
one of the chic stores on Calle  
del Barquillo; the Principal Hotel;  
a Creme de la Creme dessert;  
the Only You Hotel & Lounge; 
Creme de la Creme’s dining room.

HOT SPOTS 
Clockwise from above left:  
The Principal Hotel’s restaurant, 
Ático; the Palo Rosa handbag  
from Pinkoco, a store that 
doubles as a bar on Thursday 
evenings; the silver-and-
gold-plated Orion ring from 
COOLOOK; El Huerto de  
Lucas, an organic restaurant  
in the neighborhood.



what’s news

W
HEN THEATER DIRECTOR Will Frears got the call from his agent 
that the screenwriter and author William Goldman wanted to 
discuss adapting Stephen King’s novel Misery for the stage 
with him, he was somewhat indisposed. “My agent scheduled 

the meeting for two days after my wife was due to have our first child,” says 
Frears, sitting in the living room of Goldman’s penthouse inside The Carlyle 
hotel, in Manhattan. Goldman, who wrote the screenplay for Misery as well 
as for Butch Cassidy and the Sundance Kid, All the President’s Men and The 
Princess Bride, has lived in the hotel for over three decades. 

Even though Frears had to plow through King’s novel and the Goldman 
film adaptation with a crying infant in his arms, he says he couldn’t pass up 
the chance to meet one of his idols. “I had read [Goldman’s] books Which Lie 
Did I Tell? and Adventures in the Screen Trade, and they made a huge impres-
sion on me,” he says, gesturing toward Goldman’s library, where several 
copies of the writer’s own books dot the shelves. “I’d seen almost every other 
movie he’d ever written. I just hadn’t seen Misery, because to be honest, the 
trailer scared me too much.”

The pair initially met at one of Goldman’s favorite haunts, Café Boulud, on 
Manhattan’s Upper East Side, and had what was the first of five years’ worth 
of lunches at the restaurant, working on the Broadway script over espressos 
and ice cream. “I’d come to sing for my supper that day,” Frears, 42, recalls, 
smiling at Goldman, 84. “I remember it felt like a dating show. I was so proud 
of myself for making you laugh.”

Goldman decided to work with Frears because he is “a perfectly civilized 
guy,” he says. “Also, he is a sports nut. That’s important.” (Goldman is a 
devoted Knicks fan.) Though Goldman had never seen Frears’s work before, 
Frears, a graduate of the Yale School of Drama, is convinced that his back-
ground of making “theater with scary themes”—including The Pillowman, 
The Water’s Edge and Rainbow Kiss—won him the job. “I have kind of made a 
name for myself directing plays featuring unpleasant behavior,” says Frears, 
who jokes of Goldman’s habit of working over lunch: “This is why you work 
with Bill Goldman. It’s catered. You never miss a meal.”

When Misery opens this month—starring Bruce Willis and Laurie 
Metcalf—it will mark the Broadway debut of the London-born Frears and a 
long-awaited return for Goldman, whose last Broadway productions were 
Blood, Sweat, and Stanley Poole and A Family Affair, both in the ’60s. “If you 
can go to the theater and see something terrific, it is one of the great experi-
ences of life,” says Goldman.

Goldman wrote the film script for Misery in the late ’80s in collaboration 
with director Rob Reiner; they attempted to remove some of the blood and 
gore from King’s original novel and infuse a bit of absurdist comedy into the 
story of a writer captured, tortured and shackled to a bed in a rural cabin by a 
psychotic superfan. “King really is a remarkable figure,” says Goldman. “But 
also generous. He wants his stuff to pass on to being something else.” 

A major challenge of transitioning from screen to stage, says Frears, was 
figuring out how to prevent the play version from feeling overly static, as it 
takes place primarily in a cabin in the woods. One of the first decisions? “No 
intermission,” says Frears. “It’s just 90 straight minutes of torture.” 

School of Rock  
Andrew Lloyd Webber’s 
entirely contemporary  

work is based on the 2003 
movie about a rocker who 

whips a classroom of 
tweens into a band. Quoth 
Baron Lloyd-Webber, “It’s 

about kids discovering 
themselves through music.” 

December 6, 2015

 American Psycho  
The tale of Broadway’s latest 

musical murderer, starring 
Benjamin Walker, is guaran-

teed to make a killing.  
Like his predecessors, origi-
nal author Bret Easton Ellis 

uses crime as a means of 
commentary on the excesses 

of contemporary society. 
March 21, 2016

 Waitress  
Tony winner Jessie Mueller 

returns to Broadway as a 
pregnant wife who works at a 
 diner, where she expresses 
her longings for a better life 
through creative pie making 
—as well as an exceptional 

score by pop-rocker and 
musical theater first-timer 
Sara Bareilles. April 2016

 Tuck Everlasting  
Natalie Babbitt’s 1975 chil-

dren’s novel—already made 
into two movies—tells  

of a 10-year-old girl whose 
encounters with a family of 
immortals lead her to pon-
der the meaning of life. It’s 

sure to be a front-runner  
for children’s fantasy musi-
cal of the year. April 2016 

The musical has traditionally been 
at the top of the cultural food chain: 

from novel to play to movie to 
Broadway show. Yet just because the 

property, plot and characters may 
be familiar doesn’t mean that these 

upcoming shows can’t be highly 
original and tell their well-known 

stories in fascinating and  
innovative ways. —Will Friedwald

STAGE BOUND

BY RACHEL SYME   PHOTOGRAPHY BY CAROLL TAVERAS

on stage

PLAY IT AGAIN
Writer William Goldman and director Will Frears  

on adapting Misery, the iconic Stephen King novel—
and well-regarded film—for Broadway.

66 wsj. maga zine

TWO’S COMPANY 
Will Frears (left) and 
William Goldman 
in Goldman’s 
apartment with a 
tapestry depicting 
The Princess Bride. 
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what’s news

storefront 

SECOND 
SKIN
When Alabama-born designer Savannah 

Yarborough was studying menswear  

at London’s Central Saint Martins, she 

dreamed of working for a storied European brand like Saint Laurent or Dior—until her 

mother sent her an article about an ascendant Southern designer in Florence, Alabama, 

named Billy Reid. “I never thought I’d move back to the South, but my mom said I 

should go meet him, and I did, and it changed my life,” says Yarborough, who started 

interning for Reid in the summer of 2010. By that fall she was appointed head mens-

wear designer and started traveling to various leather factories in Italy, New York 

and Tennessee. Then, for Reid’s fall 2011 women’s collection, she designed a cropped, 

asymmetrical motorcycle jacket made from tobacco-colored leather, which is still one 

of the brand’s bestsellers to date. 

“I had never owned a leather jacket before, but there’s this power that comes with  

it that no other piece of clothing gives you. Even if it’s the most simple piece, there’s  

this feeling you get when you put it on that you can kind of take on the world,”  

says Yarborough, who started making her own leathers a year ago and recently opened 

AtelierSavas, a couture outfit in Nashville, where she’s based. In the velvet-draped stu-

dio decorated with customized mid-century furniture, clients can be fitted for pieces that 

range from vintage to utterly exotic, such as a denim-style jacket made from 1950s mus-

tang leather with snap brass buttons or a slim-fitting gold python trench. Each piece can 

be finished with rose gold, antiqued brass, copper, turquoise or nickel hardware. “For 

me the key thing is the side profile and the way it hangs on the body,” says Yarborough.  

“But really, there’s no limit.” —Michael Slenske

LEATHERHEADS 
A men’s shearling,  
calf-hair and lambskin 
trench coat, designed  
by Savannah Yarborough. 
Below, AtelierSavas,  
in Nashville.

In 2006, French luxury brand Longchamp 
teamed up with fashion designer Jeremy Scott 

to create a modern take on Longchamp’s 
timeless Le Pliage tote bag. Ever since, they’ve 

launched two versions per year, each combining 
the classic shape with avant-garde prints, 

from telephones to Madballs to TV sets. In 
celebration of the 10th anniversary of their 

original partnership, a look at their greatest hits 
and the latest edition, launching this month.

accessories report 

IN THE BAG

TANAQUILLA COLLECTION | robertocoin.caom
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what’s news

W
HILE CONSIDERING his childhood, 
Alejandro Ghersi, 26, recalls his then-
sizable appetite for pop divas. “The 
first CD I bought was Brandy and 

Monica’s The Boy Is Mine,” he says before reliving 
the cheeky Madonna performances he staged for 
family members. Over the years, he moved on to 
darker music that reflected the confusion in his life. 
“My parents began a messy divorce, [Hugo] Chávez 
was entering his presidency, and some of the men 
in my family started giving me subtle cues that 
they weren’t so comfortable with my performances 
anymore,” Ghersi says. “I knew that I would have to 
leave Venezuela in order to figure out who I was.”

Born in Caracas, the future producer—now 
known as Arca—relocated with his family to 
Darien, Connecticut, at age 3 after his father landed 
a job on Wall Street. “We were the only non-white 
family. It was kind of a pivotal point of alienation 
that still informs my music today,” he says. But 
even after returning to Venezuela a few years later, 
he continued to feel isolated. Ghersi turned to the 
Internet for escape, teaching himself how to record 
music and discovering a community of like-minded 
teens in the process. Soon he decided it was time 
for a real change. “I love Venezuela and the people, 
but it was a country in flux and I was in flux myself,” 

he says. Upon graduating from high school, he 
moved to New York City to attend NYU. There he 
was exposed to a new kind of life. “Arca was a proj-
ect born immediately after I came out of the closet 
in New York,” he reveals. And as he opened up, so 
did his music. 

Of his early collaborations he singles out art-
ist Jesse Kanda—whom he continues to work with 
today—and Shayne Oliver, the creative force behind 
cult label Hood by Air. Since then his résumé has 
grown to include projects with FKA Twigs, Kanye 
West and Björk, with whom he worked last year, hid-
den away in a lighthouse in Iceland. 

Ghersi, now based in London, released his first 
album, Xen, in 2014. In Mutant, out this month, 
he explores more personal ground. From the 
otherworldly dissonance of “Umbilical” to the 
larger-than-life operatic sweep of “Vanity,” he 
mixes a range of genres and instruments. “When I 
work with other people, I have to try to make their 
vision happen,” he says. “With my own, I don’t think 
about it. The music has its own kind of agency.” 

As for what’s next, he remains tight-lipped: 
“The way I made the record is kind of the way I’m 
making decisions. If something feels right, I’ll do 
it. Other than that, I guess you can say that I’m just 
marching forward.” —Thomas Gebremedhin

In 2010, photographer Dan Martensen was introduced by 

filmmaker Crystal Moselle to six mysterious boys she’d met 

on a New York City street. The Angulo brothers (then 12 to 

18 years old) had only just begun to explore the outside world 

after 14 years of being held captive in a small apartment by 

their father. Their view of reality had been largely shaped by 

the movies he’d let them watch. Now, five years later, they’re 

the subjects of Moselle’s hit documentary, The Wolfpack, 

which won the grand jury prize for U.S. documentary at this 

year’s Sundance Film Festival, and Martensen’s new photo 

book, Wolves Like Us (Damiani), featuring detailed shots  

of their handmade costumes, posters and props. Each boy’s 

personality shines through as they channel characters from 

movies, such as Stand By Me, Reservoir Dogs and The Lost 

Boys. “The book is more a document of what kind of fun these 

guys get up to,” Martensen says. —Laurence Lowe

on displ ay

BAND OF BROTHERS

DOUBLE VISION
With District Vision, a new 
performance eyewear and 

lifestyle start-up, founders Max 
Vallot and Tom Daly have 

created an online platform that 
fosters connection for the 

athletically—and aesthetically—
inclined. Their website, 

districtvision.com, provides 
tools for New York–based 

runners and yogis. Next up: the 
debut of their Keiichi running 

sunglasses ($299), a stylish, 
ultralight, sweat-repellent 

design that will adhere even 
under the most stressful athletic 

conditions.  —Scott Christian

in tune

ARCA’S NEXT ACT 
With his latest album, the producer behind hits with FKA Twigs, 

Kanye West and Björk steps back into the spotlight.    

THE CAPED CRUSADER  One of the Angulo 
brothers in a Batman costume, photographed by  
Dan Martensen for his new book, Wolves Like Us.

SONIC YOUTH 
Arca performing at the 
Sónar Music Festival  
in Barcelona in June. 

DavidWebb.com 844-811-WEBB

Boldly Created. Boldly Worn.
Sof ia Sanchez Barrenechea
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what’s news

I
F YOU HAD TO BE cloistered for the rest of your 
life, this would be the place: At the end of a 
remote winding road, through hayfields and 
deep forests in the mountains of the Czech 

Republic, lies a monastery few people ever see. 
But if you were a major cosmetics company look-

ing to manufacture a global-blockbuster face cream, 
this is not the spot you would choose. Unless you were 
Lev Glazman and Alina Roytberg, founders of Fresh 
cosmetics, a brand known for turning off-the-wall 
ideas into bestsellers. In 2000, when the company 
was acquired by LVMH, a monastery turned out to be 
precisely what Fresh needed for the production of its 
new luxury moisturizer, Crème Ancienne.  

As Glazman and Roytberg worked on updating 
and improving an ancient Roman recipe for one of the 
world’s first recorded cosmetic creams (from A.D. 160), 
they realized it needed to be hand-mixed. “It’s made 
with much higher percentages of oils and waxes than 
you find in modern formulas,” Glazman says.

“We thought, where can we get really incredible, 
luxury-level handwork?” Roytberg says. “Monastic 
orders often support themselves with handwork—the 

BY JEAN GODFREY-JUNE

the beaut y of

A FRESH PERSPECTIVE
How an order of monks in a secret location in the Czech countryside 
became the key to a global beauty brand’s most luxurious product.

work itself is part of the spiritual life. It sounded 
crazy, but it made sense.” 

So the two wrote letters to monasteries across 
the globe, and when that didn’t work, made in-
person visits. The Czech monastery, one of the few 
that responded, had been abandoned during the 
Communist era, rescued by a mysterious, silent 
French order in 1990 and restored with the help of 
a renowned British architect. In the Fresh founders’ 
eyes, it was the ideal size and place to start produc-
tion on Créme Ancienne.

Convincing LVMH, which owns cosmetic giants 
like Dior and Givenchy, to go along with the unorth-
odox plan wasn’t easy, and persuading monks to 
hand-make $280-a-jar skin cream was even harder, 
says Glazman: “We had to do it their way. But I just 
knew—their way was the right way.”

The process itself is utterly artisanal. One monk 
heats and cools oils and waxes over a flame, causing 
the honey-colored mixture to cloud white, thicken 
and slowly coalesce. In the next room, a row of monks 
sits, each with a large silver bowl full of the cream in 
front of him. While the substance is still warm, the 

monks spoon it into porcelain jars, smoothing the 
surface as they go. 

Production, however, has its challenges: The 
schedule is tied to the monks’ daily routine, which 
includes attending chapel service five times a day 
(the first begins at 3:30 a.m.); the majority of monks 
do not speak, and visitors are discouraged (I was 
one of the lucky few to ever witness the process 
firsthand). In addition, product development and 
marketing occur remotely, and press is limited since 
any mention of the monastery’s name or exact loca-
tion is forbidden. 

Yet Fresh’s leap of faith has paid off. Since its launch 
in 2003, Crème Ancienne has become a bestseller in 
10 countries, with a growing family of products like 
serum, eye cream and toner, all made at the monas-
tery. “So far, we’ve been able to meet demand, with 
few glitches,” says Roytberg. As Glazman stands on 
the monastery’s open loading dock, with pallets of 
creams stacked against the idyllic backdrop, a butter-
fly floats by as if on cue. “Beautiful things are always 
a surprise,” he says. “They arrive when they arrive. 
True luxury is worth waiting for.” 

MASS PRODUCTION 
Clockwise from left: A monk en route 
to a chapel service; Fresh’s Crème 
Ancienne; Elixir Ancien, an oil treatment 
also handmade at the monastery; the 
monastery’s entrance.

stefanoricci.com

HONOUR • POWER • PRIDE
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what’s news

D
EEP IN NEW YORK’S Chinatown, Ryan 
McGinley’s assistant answers the door 
to the artist’s unmarked studio wearing 
a plaid jumper and knee socks. McGinley, 

who at 38 maintains the dewy glow of an undergrad, 
is manning an oversize desk in 
his spacious office, attended 
by a friendly brindle mutt 
(“Meet Dick the dog!” he says) 
and surrounded by printouts 
of the work he will display 
this month at two simulta-
neous Team Gallery shows: 
Fall (November 15–December 
20, at the gallery’s Venice 
Beach, California, location) 
and Winter (November 5–
December 20, in SoHo).

The photographs may be 
McGinley’s most ambitious 
yet. Team describes them as 
“a momentous change” for 
the photographer, who made 
his name documenting the 
late-night debauchery of his 
downtown friends—the sub-
ject of his solo Whitney show, The Kids Are Alright, 
in 2003—but has, for the past decade, captured 
young models and artists cavorting nude through 
the lower 48 on his famous summertime road trips. 
McGinley is still shooting young naked people, but 
he’s changed the season—and that makes a bigger 
difference than you’d think. 

In Fall and Winter, humans and nature share equal 
billing, with nubile flesh occasionally eclipsed by 
imposing ice formations (McGinley shot entirely in 
upstate New York but says people keep mistaking it 
for Antarctica). The photos portray a wider range of 
emotion than is typically associated with his blissed-
out oeuvre. In the winter photographs, especially, the 
kids don’t look all right—they look cold and lonely, 
with one subject actually scraped up by the ice. To 
prepare for the shoots, McGinley consulted war 
photographs, old issues of National Geographic and 
Patagonia catalogs. Although Instagram has empow-
ered anyone with a smartphone to approximate his 

signature sun-dappled style, McGinley has produced 
a series of images one can’t copy, at least with-
out an ice-fishing tent and a couple of really good  
space heaters.

McGinley is proud that he successfully shot nudes 
in the snow. But he disputes 
that they represent a loss of 
innocence or an evolution 
into a more mature style. “I 
think they feel lonely because 
they were really tough photos 
to make,” he says. “In other 
seasons, people are freer with 
their bodies. There’s a warmer 
spirit.” He says he shoots 
mostly twentysomethings 
because that’s whom he relates 
to and who’s available to 
traipse off into the woods for 
days on end. He shoots nudes 
because it’s exciting—and that, 
he says, will never change.

McGinley’s peripatetic 
youth may be behind him, 
though. He’s not planning a 
road trip next summer—“It’s 

so scary for me to say I’m done,” he admits—and 
will spend the colder months in Hudson, New York, 
his home base for the Fall and Winter shoots. 
(Some of those images, 
along with other recent 
work, can also be seen in 
Ryan McGinley: Way Far, 
a new book just released  
from Rizzoli.) Beyond that, 
he’s not sure. “Maybe I asso-
ciate being grown-up with 
knowing exactly what you’re 
going to do all the time,” he 
says. He pauses—the assis-
tant in knee socks is now 
filming everything he says. 
“I don’t know what I’m going 
to do a lot of the time,” he 
continues. “But I think that’s 
where the magic happens.”

COLD CASE 
Clockwise from far  
left: Photographer  
Ryan McGinley; one 
of his Winter images; 
the new book, Way 
Far; Winter and Fall 
photographs, both shot 
in upstate New York.

BY MEREDITH BRYAN

the inspiration

THE CHANGE-UP
Known for his nude portraits of carefree  

twentysomethings, photographer Ryan McGinley  
takes his latest work in a new direction.





SURE BET 
A peachy pink is a fresh 
choice for a traditional 
double-breasted jacket. 
Bally jacket, turtleneck and 
pants, Charlotte Chesnais 
earring (right ear, worn 
throughout), JvdF earring 
(left ear, worn throughout), 
Maison Margiela Fine 
Jewellery ring (right 
hand, ring finger, worn 
throughout), Charlotte 
Chesnais bracelet (worn 
throughout), JvdF ring (left 
hand, index finger, worn 
throughout) and Eva Fehren 
ring (left hand, middle 
finger, worn throughout). 

MARKET REPORT.fashion & design forecast november 2015
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PHOTOGRAPHY BY WARD IVAN RAFIK 
STYLING BY ONDINE AZOULAY

Sweeten the deal with a 
new take on power dressing 

that lets pastels pop.

SOFT SERVE
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CLASH TEST  
White accessories are 
 the highlight of a 
’70s-inspired, off-kilter 
combination. Michael 
Kors Collection blazer, 
shirt, belt and pants, 
Ileana Makri ring  
(left hand, ring finger) 
and NewbarK shoes.
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WALK THE LIME 
Squeeze in extra impact 
by wearing one hue head-
to-toe. Red Valentino 
jacket and skirt and 
Equipment turtleneck.

Forevermark is part of The De Beers Group of Companies. FOREVERMARK.COM

ONE DIAMOND FOR YOUR BEST FRIEND. ONE DIAMOND FOR YOUR TRUE LOVE.

The Ever Us two stone diamond ring, featuring Forevermark diamonds.
Less than one percent of the world’s diamonds are worthy of the Forevermark inscription – 
our promise of beauty, rarity and responsible sourcing.
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MIXED MEDIA 
This dual-fabric coat 
doubles as an instant 
outfit. Dior coat,  
Paul Smith shirt, 
Bleuforêt socks and  
J.M. Weston shoes. 

A
G

A
D
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FALL 2015
AGJEANS.COM
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PALE FIRE 
Shift out of neutral  
with a boldly contrasting 
blouse. Ralph Lauren 
Collection jacket, shirt 
and pants. 
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ARMY OF ONE 
A longer hemline  
and an exaggerated 
hemline balance  
discreet cutouts. 
Givenchy jacket and 
skirt, Brock Collection 
turtleneck, Bleuforêt 
socks, J.M. Weston 
shoes and Charlotte 
Chesnais bracelets. 
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BIG APPLE  
Shades of red, from 
muted to oxblood, 
radiate confidence. 
Emporio Armani jacket 
and Theory turtleneck. 

This advertisem
ent is not an offering. It is a solicitation of interest in the advertised property. N

o offering of the advertised units can be m
ade and no 

deposits can be accepted, or reservations, binding or non-binding, can be m
ade until an offering plan is � led w

ith the N
ew

 York S
tate D

epartm
ent of 

Law
. This advertisem

ent is m
ade pursuant to C

ooperative Policy S
tatem

ent N
o. 1, issued by the N

ew
 York S

tate D
epartm

ent of Law
. File N

o. C
P14-

0086. S
ponsor: 610 Lexington P

roperty LLC
, 390 Park Avenue, 3rd � oor, N

ew
 York, N

.Y. 10022. Equal housing opportunity.

RFR, Owner / Developer
Vanke, Owner
Foster + Partners, Architecture
William T. Georgis, Interior Design
Hines, Co-Developer
Compass, Sales & Marketing
Classic Marketing, Sales & Marketing

At
Home
With
Modernism
Standing with architectural 
masterworks The Seagram Building 
and Lever House, One Hundred 
East Fifty Third Street is the city’s 
newest modernist achievement, 
offering a rare chance to experience 
impeccable gallery living in the heart 
of the Midtown Cultural District.

By appointment only

T: 212 913 9082 
100E53.com
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DOLL HOUSE 
Strike a charming pose 
in a skirt-suit with a lace 
overlay and frilly bow. 
Gucci jacket, shirt and 
skirt, Bleuforêt socks 
and J.M. Weston shoes. 
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ORANGE CRUSH 
Chic minimalism isn’t 
just black and white. 
Bottega Veneta trench 
coat and pants and  
Rag & Bone turtleneck. 

BOSTON – CHICAGO – DALLAS – HOUSTON – MIAMI – LONDON – LOS ANGELES
NEW YORK – SAN FRANCISCO – TORONTO – WASHINGTON D.C.
EQUINOX.COM



market report

96 wsj. maga zine

BOSS TWEED 
Take control of endur-
ing style in a sharp-
shouldered blazer and 
cashmere turtleneck. 
Chanel jacket and pants 
and Brock Collection 
turtleneck. Model, 
Othilia Simon at  
Heroes; hair, Chi Wong; 
makeup, Christine 
Corbel; manicure,  
Laura Forget. For details 
see Sources, page 174.

INNOVATIVE PARTNERSHIP
Drives Next Generation of Cancer Discoveries

When you think of American Cancer Society volunteers
you may imagine passionate people raising funds for
cancer research or spreading cancer awareness by walking
the track at a Relay For Life event.

But volunteers give so much more to the American Cancer
Society. Over the past 60 years, they’ve been offering
up information about their lifestyle, medical history, and
sometimes even their DNA — all in the name of research.

Alpa Patel, PhD, is an epidemiologist and strategic director
of the American Cancer Society’s Cancer Prevention
Study-3 (CPS-3), the largest contemporary study of its kind
in the country.

According to Patel, “It’s the innovative partnership between
our volunteers and researchers that makes our cancer
prevention studies the gem of our research program.”

“These volunteers aren’t simply saying ‘here’s money
toward finding these answers; they’re saying here’s my
time, here’s my information, here’s my blood sample,
and let me help you actively be part of making that next
generation of discoveries.’”

“Since the Epidemiology Research Program began, the
Society has engaged 2.7 million people across the U.S.
in these studies, and that represents countless discoveries

that have been made toward improved
prevention and improved survival.”

Some of those discoveries include
identifying and confirming the link
between smoking and lung cancer
(CPS-I), as well as revealing the
relationship between obesity and many

different types of cancer (CPS-II).
And now, CPS-3 seeks to uncover

more of the environmental,
genetic, and lifestyle factors
that might cause cancer today

and in the next generation, with the help of 300,000
passionate volunteers. Patel hopes the work she and other
epidemologists in the Program are doing will help people
not just live longer, but live better as well.

“We want to learn not only what the causes of cancer are,
but also what we can do after a cancer diagnosis for optimal
health,” she says. “With over 14 million survivors in the U.S.,
we need to understand the things you can do that will actually
improve the quality of your life, not just before a cancer
diagnosis, but after a cancer diagnosis.”

The latest work of Society research focuses on the link
between obesity, sedentary behavior, and cancer. In fact,
one of their studies was one of the first in the U.S. to link
sitting time and premature death.

“We know the combination of being obese, poor nutrition,
and physical inactivity accounts for about 30% of all cancers,
so it’s a problem we really need to work on solving.”

And when Patel says “we” she’s not just talking about the
researchers and volunteers involved in cancer prevention
studies, but the collective “we” of humanity.

It’s human traits like determination, inquisitiveness,
generosity, and volunteerism that support the American
Cancer Society research that ultimately saves lives. Indeed,
because of this research, we now know the best defenses
against cancer are not smoking, maintaining a healthy
weight, eating a healthful diet, and being physically active.
CPS-3 also promises to unravel unanswered questions about
preventing cancer.

“It’s the innovative partnership betweenour volunteers and researchers that
makes our cancer prevention studies
the gemof our research program.”

ADVERTISEMENT



ADVANTAGE 
  HUMANS™

Cancer has a formidable nature,

a resourceful manner and a destructive appetite.

But it will never have what we have…

hope, courage, devotion, rage, passion, generosity.

It’s what gives us the advantage and why today

more of us are surviving cancer than dying from it.

It would be such a mistake to ever underestimate

the power of our humanity.
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D
OWN A STRETCH OF ROAD running through 
suburban Detroit sits a complex of beige 
brick buildings so aggressively nondescript 
that they could house a branch of the NSA. 

Inside one unmarked warehouse, men sit at strange 
hulking machines, tapping on monitors; mathemati-
cal formulas cover the walls. “We’re not exactly Silicon 
Valley,” says Manoj Bhargava, 62, the creator of 5-Hour 
Energy drinks and the founder of Stage 2 Innovations, a 
$100 million private equity fund dedicated to advances 
in water and energy technology. “People say, ‘In this 
little place, you’re doing what?’ ” Among the designs 
that Stage 2 hopes to bring to market are a desalina-
tion machine that can fit inside a cargo ship container 
and process a thousand gallons of water per hour, and 
a hybrid bicycle with an output capable of powering a 

house for a day. The Peter Berg–produced documen-
tary Billions in Change, released in October, follows 
Bhargava’s transition from beverage tycoon to globally 
minded disrupter and is bringing a new level of atten-
tion to a man who—despite a fortune he estimates at 
$4 billion—has so far remained behind the curtains.

Born in Lucknow, India, Bhargava moved with 
his family to the U.S. as a teenager, settling in a 
poor Philadelphia neighborhood. The math prodigy 
impressed the admissions committee at the presti-
gious Hill School, which he attended prior to enrolling 
at Princeton. But he never earned a college degree; 
instead, he dropped out and, after holding a string 
of odd jobs, returned to India to become an ashram 
monk. This, he says, is when his real education began. 
After more than a decade at the monastery, he moved 

back permanently to the States and revitalized his 
family’s plastics company before turning his hand to 
the energy-drink market and creating the lucrative 
5-Hour Energy line.

Bhargava marketed the product as a two-ounce 
shot—now considered to be his trademark innova-
tion—and stocked it at convenience-store registers. 
Product size remains a preoccupation for Bhargava, 
who describes his role at Stage 2 as something of a 
gadfly. He constantly interrogates engineers on how 
to make inventions even smaller and simpler and 
remains intensely suspicious of institutional ways of 
thinking, believing that outsiders can succeed only 
by circumventing the assumptions taken for granted 
by major industries. “I don’t consider myself an 
inventor,” he says. “I’m a student of simple.” >

BY CHRISTOPHER ROSS   PHOTOGRAPHY BY GRAEME MITCHELL

An entrepreneur known for caffeinating the world is determined to make it a better place.

tracked

MANOJ BHARGAVA

PUMP YOU UP 
At Stage 2 Innovations, 

company founder Bhargava, 
a philanthropist and the 

creator of 5-Hour Energy 
drinks, is strapped to an 

External Counter Pulsation 
machine, which he says 

improves circulation.
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24
lightbulbs, 

an electric fan, an iPhone and an iPad—all 
powered within minutes of Bhargava’s 

cycling on the Free Electric hybrid bike.

26
years

of marriage to his wife, Sadhna.  
They have one son, Shaan, 23.

30
engineers

work at Stage 2 Innovations. Bhargava  
likes to hire “tinkerers,” people who build 

things in their garages.

$1.25 billion
Estimated yearly sales of 5-Hour Energy 

drinks. Each two-ounce bottle costs $3. •

1
hour

Time Bhargava dedicates to meditation 
every day, in his basement.

90%
Amount of Bhargava’s wealth that he  

has pledged to charity by signing  
the Giving Pledge—a program created  

by Bill and Melinda Gates.

$80
Monthly rent for the West Philadelphia 

walk-up where he lived as a teenager with 
his parents.

6
months

Bhargava spent working as a taxi driver 
after college. Other former occupations 

include manual labor and accounting.

36
Age at which Bhargava picked up tennis 
again after last playing it in high school.

9:45 a.m.
Arrives
at Stage 2 Innovations, 
where engineers write on 
walls as they brainstorm.

12:02 p.m.
Lunch

Bhargava drives to join business part-
ners at his favorite eatery, Antonio’s 

(below), an Italian place in a strip mall.

2:25 p.m.
A product meeting
at the offices of Living Essentials,  
producer of 5-Hour Energy  
drinks (above).

3:40 p.m.
ECP appointment
with his son, Shaan, in a room 
dedicated to the External Counter 
Pulsation circulation machine.

11:20 a.m.
Free Electric Machine

Bhargava gives a demonstration of 
 the human-powered generator, 

which he believes has the potential 
to transform rural areas.

5:16 p.m.
Tennis 
at the Detroit Tennis and 
Squash Club with his friend  
Dr. Brad Rowens. Later the 
two are joined by others for 
a doubles match.

Introducing The Estates at Acqualina.
A 5.6-acre park-like oasis where art, architecture

and life converge on over 500 feet
of Atlantic Ocean beach.

Furniture-ready residences with pre-construction
prices from $3.9 to $7.5 million.

Furniture-ready penthouses, tower suites
& single-family homes – prices upon request.

45,000 square feet of amenities:
an ice-skating rink, 4 bowling lanes,

a Wall Street trading room, a Formula One
racing simulator, private beach access,

a FlowRider® wave simulator, a bocce court,
soccer field, basketball half-court,

plus a 10,000-square-foot signature restaurant.
And the house car is a Rolls Royce.

TEMPORARY SALES OFFICE LOCATED IN

THE MANSIONS AT ACQUALINA

17749 COLLINS AVENUE SUITE 402

SUNNY ISLES BEACH, FLORIDA 33160

305 933 6666 sales@estatesatacqualina.com

TRAVELERS’ CHOICE

“THE TOP LUXURY
BEACHFRONT
HOTEL IN THE
CONTINENTAL
UNITED STATES.”

TM

®
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NEVER CE SE
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A P L A C E W H E R E

WONDERS

Artist rendering

ORAL REPRESENTATIONS CANNOT BE RELIED UPON AS CORRECTLY STATING REPRESENTATIONS OF THE DEVELOPER. FOR CORRECT REPRESENTATIONS, MAKE REFERENCE TO THE DOCUMENTS REQUIRED BY
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W
HAT ARE THE ODDS of you licking that?” 
18-year-old Jack Andraka asks his 
mother, Jane. He points to a large metal 
globe sitting atop a 3-foot-tall, 10,000-

volt Tesla coil. When Jack flicks on the contraption it 
makes a cacophonous roar and shoots off jagged pur-
ple sparks. “The smell is plasma,” he explains. “It’s 
the fourth state of matter, when things get super-
heated.” The Andrakas’ basement quickly fills with 
the nose-crinkling odor of burnt air.

The rec room of the suburban Crownsville, 
Maryland, home of Steve and Jane Andraka and their 
two sons, Jack and Luke, has been transformed into 
a makeshift laboratory. Ever since Jack cultured dan-
gerous E. coli bacteria on the kitchen stove in fifth 
grade, left a bowl with nanoparticle residue on the 
counter that his cousin then accidentally ate cereal 
out of and helped Luke (his older brother by two 
years) destroy the family microwave by zapping alu-
minum foil in it to see what might happen, Mom and 
Dad have forced the boys’ experiments downstairs. 
The air hockey table teems with transformers, spools 
of wire and welding masks. “We buy them all the 
safety equipment, and they never wear it,” Steve says.

“Some parents need to worry about their kids 
going to drug and alcohol parties,” Jane says. “In our 
neighborhood, they need to worry about their kids 
coming over here and getting electrocuted. Addicted 
to science, I guess.” 

The Andraka home has long been a place of chaos, 
with pet ferrets running around on the floor, ship-
ments of esoteric lab chemicals showing up in the 
mailbox and two boys intent on pushing the bound-
aries of both DIY experimentation and parental 
patience. But life went into warp drive when Jack won 
big at the Intel International Science and Engineering 
Fair, in 2012, as a 15-year-old high school freshman. 
Jack’s method for detecting certain early-stage 
cancers using a nonintrusive test took the top prize 
of $75,000. A YouTube clip of Jack running onstage 
at the big moment has been viewed nearly a million 
times: He screams, falls to the ground, hugs everyone 
in sight and beams as a squall of confetti rains over 
his head. “I didn’t think there was any chance he’d 
win,” Jane says. “I’d brought a little toy gun full of 
confetti that I was going to shoot on him in the park-
ing lot after he lost.”

In the wake of his award, and his winsome, sponta-
neous reaction, Jack turned into a surprise celebrity. 
He appeared on The Colbert Report. Michelle Obama 
invited him as her guest at the State of the Union 
address. He met the president and the pope. “I love 
the Clintons,” Jack says. “They’re the best; they’re 
super nice to me, and I see them all the time.” Jack 
now gives TED talks and delivers paid speeches all 
over the globe. His autobiography, Breakthrough, was 
published by HarperCollins earlier this year—it 

BY SETH STEVENSON   PHOTOGRAPHY BY JEREMY LIEBMAN

After Jack Andraka took home the top prize at the Intel  
International Science and Engineering Fair at age 15,  

accolades, opportunities and some backlash followed.  
The one constant throughout: his family.

THE ANDRAKAS
meet the parents

WEIRD SCIENCE 
Jack Andraka, now 18, 

experimenting with a 
Tesla coil, at home with 

his parents, Steve  
and Jane, in Maryland.

>



describes Jack’s struggle to overcome childhood bul-
lying, his decision to come out as gay in middle school 
and the remarkable discovery he hopes will eventu-
ally help save lives.

Supporting Jack at every turn have been his par-
ents. Steve and Jane met on the whitewater-rafting 
circuit, working for an outfitter in West Virginia. 
Steve was a guide, and Jane had competed on a 
women’s national kayaking team. Jane works as an 
anesthetist; Steve is a civil engineer—and the pair 
created a home environment 
in which science and math 
were revered. They’d stroll 
the creek at the edge of their 
property and use the walk as 
a way for their boys to learn 
about macroinvertebrates or 
water-quality remediation. 
“If you know the science 
around things, it’s so much 
more interesting to lift up 
rocks and make hypoth-
eses and have conversations 
that the kids can get into,” 
Jane says. “We made sure 
they were covered with true 
learning experiences,” says Steve, “and a lot of our 
dinner conversations would be about science.”

When Jack’s and Luke’s aptitude and interest 
became obvious, their parents enrolled them in a 
local charter school with a science and math bent. 
Meanwhile, Jane searched far and wide for after-
school and summer programs. There were math 
teams, engineering contests and science fairs. “Kids 
get out of class at two or three,” says Jane, “and 
either they can look at TV all afternoon, or you can 
find supplemental activities for them. It’s all there 
online, and a lot of it’s free. You just search for things 
like ‘math and 12-year-old.’ ”

There were sacrifices for Steve and Jane—mainly, 
a punishing amount of driving, up to an hour-and-
a-half each way to various activities, followed by 
waiting around in parking lots for educational ses-
sions to end. “There’s not a lot of time to work on 
your personal self,” Jane says. “But kids grow up and 
then they’re gone so fast, and they’re your gift to the 
world. You only get one chance. You can’t push the 
reset button and go back. So you might as well put the 
time and energy into it.”

The family experienced its bleakest moment when 
Jack broke down in eighth grade, harming himself in 
a school bathroom as he came to grips with both his 
sexuality and the cruelty of bullying classmates. He’d 
hidden the strain from his parents until a guidance 
counselor called them in. “I was the golden child who 
won science fairs and math competitions, and I felt 
like I couldn’t show weakness,” Jack says now. 

“We didn’t recognize he was having problems,” 
Steve says. “He was scared to tell me he was gay. But 
I looked in his eyes and made him understand that I 
love him as my son. I’m not going to change him and 
I’m not going to abandon him.” 

Jack emerged from the crisis more driven than 
before. “The bullying made him want to prove he 

was better than them,” Steve says. When a close 
family friend died from pancreatic cancer, in 2011, 
Jack found his mission. Through his own research, 
he identified a promising method for early cancer 
detection—one that relied on simple paper strips 
and could be carried out more quickly and cheaply 
than previous techniques. He then wrote letters 
to 200 scientists asking for lab space to bring his 
project to fruition. Only Dr. Anirban Maitra, then of 
Johns Hopkins and now of the MD Anderson Cancer 

Center, recognized Jack’s 
potential and accepted him 
into his lab. Suddenly a 
14-year-old who hadn’t yet 
passed high school biology 
was working alongside uni-
versity grad students. Jack 
spent five or six days a week 
on the Johns Hopkins cam-
pus, which meant even more 
grueling driving for Steve 
and Jane. 

It all paid off when Jack 
won ISEF. Astounding acco-
lades and opportunities 
followed. But with them 

arrived a measure of backlash, as some journalists 
downplayed the significance of Jack’s discovery, 
which the Andrakas say is fair: “Some people at first 
made him out to be Jesus Christ,” Jane says, “but 
really he was just a 14-year-old who had a really cool 
idea with lots of promise.” 

Jack’s patent on his biosensor process is pending, 
and it will require years of testing and regulatory 
approvals to be brought to market. The Andrakas 
hope a biomedical company will turn Jack’s concept 
into a product that appears on drugstore shelves. “It 
was definitely overhyped in some cases,” Jack says. 
“But it was also extreme to say that it was nothing at 
all.” For his part, Jack’s already begun to move on to 
a couple of new projects—one involving nanorobots 
and another focusing on water quality. 

Steve and Jane are looking forward to things qui-
eting down. “It took over our lives for a while,” Jane 
says. (They turned down an offer to film a reality-
television show in their home.) 

For them, the two best things to come out of all 
this have been the money Jack receives for his speak-
ing gigs and book—which will help pay tuition at 
Stanford University, where he is a freshman—and 
the empathy Jack has learned from meeting with 
cancer patients and survivors. “It’s made him a more 
compassionate person,” Steve says. “He used to be so 
clinical,” says Jane, “but now he listens to people’s 
stories. I really like seeing that growth in him.”

Their advice to parents? “Don’t just tell your kids 
how smart they are,” suggests Jane. “Praise your 
kids’ effort and persistence. Tell them that failure 
is fine and that you like the way they work through 
things.” They’re excited to see where Jack’s interests 
will take him next. 

“College is going to open his eyes up even more, 
and he’s going to evolve,” Steve says. 

“It’s time for him to fly now,” says Jane. •
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WHIZ KID  
From top: A selection 
of Jack Andraka’s 
many  awards from 
his childhood, as 
well as his badge for 
the 2012 ISEF; at a 
seventh-grade science 
fair; during his TED 
talk in 2013.

“some people  
at first made him 
out to be jesus 

christ, but really 
he was just a 

14-year-old who 
had a really cool 

idea with a  
lot of promise.”

–jane andraka
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art talk

FUTURE PROJECTIONS
This month, the Los Angeles County Museum of Art stages its largest show  

focused on a woman: the film and video artist Diana Thater.

I
T’S A SMOGGY DAY in Los Angeles, and the artist 
Diana Thater is walking up the steep, winding 
path toward the Griffith Observatory, one of the 
city’s most recognizable landmarks. Passing 

a gauntlet of tourists snapping photos with selfie 
sticks, Thater, 53, says she realizes the destination 
seems cliché. But as a self-avowed movie buff who 
creates film and video installations, Thater is also 
clearly reveling in the moment, pointing out the 
James Dean statue, the best place to get a shot of the 
Hollywood sign and the precise location on the obser-
vatory steps where Sal Mineo’s character bit the dust 
in Rebel Without a Cause. “When I was a child I was 
obsessed with movies,” says Thater. “I must have 
seen thousands.” (Perhaps that’s the inspiration for 
her severe bob, which is reminiscent of the hairstyle 
of silent film star Theda Bara.)

Thater’s interest in the observatory runs deeper 

than the role its Art Deco dome has played in movie 
lore. Known for projects that explore nature and the 
cosmos, frequently from the perspective of crea-
tures like whales, wolves or bees, she has often found 
both inspiration and raw material in the observa-
tory itself. On display inside are similar images from 
NASA that Thater has worked with: Her 2000 instal-
lation Six-Color Video Wall presents six versions of 
the sun in primary and tertiary colors, on flickering 
cube monitors stacked in a room of luminous pur-
ple light. The sun and moon, their colors swapped, 
flank the video portraits of hooded birds of prey in 
her 2008 installation A Cast of Falcons. Thater even 
shot parts of her 2015 exhibition Science, Fiction in 
the Griffith’s planetarium; it recasts an art gallery 
as a spaceship, combining imagery of the Milky Way 
with footage of dung beetles burrowing across the 
earth, guided by the stars.  

Many such pieces will appear in her upcoming 
show at the Los Angeles County Museum of Art, 
Diana Thater: The Sympathetic Imagination (opening 
November 22 and running through February), which 
is the first U.S. retrospective focused on her work. 
Although she has shown widely in museums—with 
projects at Dia Art Foundation’s erstwhile Chelsea 
space and the Museum of Modern Art in New York, 
as well as a 2004 show at Germany’s Kunsthalle 
Bremen—this is also Thater’s first major survey in 
Los Angeles, the city that has been her home since 
1988, when she moved there for graduate school at 
Pasadena’s Art Center College of Design.  (She grew 
up on Long Island and received a B.A. in art history 
from New York University.) She didn’t initially intend 
to be a moving-image artist, but, she says, “when 
I did pick up the video camera during my first term 
in grad school, I never went back.” The show is 

NATURE PRESERVE 
Diana Thater in her 
studio in the Highland 
Park neighborhood of  
Los Angeles.
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I fly Sentient Jet.
New York 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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SMALL WORLD  Above: A maquette of the LACMA show. Below, 
from left: Butterflies, 2008; Life Is a Time-Based Medium, a recent piece 
shot near Jaipur, India; Delphine, 1999.  

significant for LACMA, too: It had already mounted 
retrospectives for iconic Los Angeles artists like 
James Turrell in 2013 and sculptor Noah Purifoy 
earlier this year, but this is the museum’s largest 
solo exhibition ever for a woman. (Concurrently, the 
Aspen Art Museum will show Thater’s 2009 video 
installation gorillagorillagorilla, shot in Cameroon’s 
Mefou National Park.)  

Michael Govan, LACMA’s director, credits her with 
being the pioneer who freed video from the confines 
of the monitor and the anonymous, illusory black-box 
environment. Instead, Thater has used video as the 
basis for immersive installations by projecting footage 
onto every surface of a space, while also revealing the 
audiovisual equipment and incorporating the viewer 
into the piece. “Now you see it everywhere,” Govan 
says, including among Thater’s contemporaries like 
Douglas Gordon and Pipilotti Rist. “But people forget 
where that came from and how really breakthrough, 
innovative and influential Diana’s work has been.”  

What first drew the art world’s attention was 
Thater’s lushly cinematic hand, as evidenced in her 
first major work, OO Fifi, Five Days in Claude Monet’s 
Garden, Part 1 (1992), produced soon after she earned 
her M.F.A. in 1990. Using footage she’d shot in the 
garden of Monet’s house in Giverny, France, dur-
ing a residency there, Thater transformed a room at 
1301PE Gallery in Los Angeles into a jewel box blos-
soming with red, yellow and blue flowers. She did 
this by manually splitting the image into primary 
colors rather than in post-production, skewing lenses 
inside the projector. The next month, for the second 
part of the piece, shown at Shoshana Wayne Gallery, 
in Santa Monica, California, she put the imagery back 
together again, using three separate projectors, one 
for each color, and focusing them together to create a 
fuzzily impressionistic floral environment. Thater’s 
methodology became clear when viewers entered the 
room and found themselves lit up in different colors. 

“It was like this weird kind of game of color,” says 
Brian Butler, the founder of 1301PE , who’d conceived 
the show, which included Thater and several others, 
out of frustration with video works that required a 
huge time commitment from the viewer. Although it 
addressed the conceptualism then in vogue, Butler 
adds, “there was no club hitting you over the head, 
no diatribe. It totally changed the way I thought 
about video.” 

Govan had a similar response some years later 
when he saw knots + surfaces, first presented at New 
York City’s Dia in 2001. The piece transformed the 

space into a blaze of supersaturated 
color as honeybees buzzed, swarmed and 
danced, anchored by a giant orange daisy 
blazing from monitors. (As with most 
of Thater’s work, she shot it herself—in 
this case at the home of an apiarist in 
Davis, California. She hires a small crew 
only when necessary for more complex 
situations such as operating a crane or 
shooting underwater.) “I thought, ‘This 
is what the future of art looks like,’ ” says 
Govan, then Dia’s director. Not only did 
Thater seem to have “absorbed the les-
sons from both sides of the ’60s”—video 
artists like Nam June Paik and light and 
space artists like Robert Irwin—but “you 
weren’t just looking at the piece. You 
were completely inside it.”

Thater is fairly matter-of-fact when it 
comes to talking about her own work. “A 
lot of it,” she says, “is about deconstruc-
tion and reconstruction. I use all kinds 
of techniques to take things apart.” She 
also uses many different methods to put 
it together: She has shot in almost every 
kind of film, as well as HD video, and is 
known for employing a vast range of 
sophisticated camera and editing meth-
ods. In Perfect Devotion, a 2006 series of films of 
tigers, shot in a single day on the Shambala Preserve, 
a big-cat sanctuary near L.A. founded by Tippi 
Hedren, Thater shot 10 rolls of film, using 10 differ-
ent camera techniques. She says, “I wanted the entire 
series to function as a kind of essay on how time is 
constructed in film.” 

Over the years, Thater, who loves and is fascinated 
by animals, has frequently investigated the vantage 
point of other living beings. “Her recent work speaks 
to what we’re most concerned about—environmental 
and ecological issues,” says Lynne Cooke, senior cura-
tor at the National Gallery of Art in Washington, D.C., 
who is organizing the show with Christine Y. Kim, a 
curator at LACMA. In Delphine (1999), Thater evokes 
a dolphin’s-eye view of the world. It depicts the mam-
mals and two visions of the sun seen through water; 
scenes overlap onto the floor, walls and ceiling to 
create the illusion of being undersea while also sug-
gesting dolphins’ unique combination of sonar and 
retinal perception.

Thater spent months consulting with the dolphin 
rights activist Ric O’Barry to create the piece. She and 

her husband, musician and artist T. Kelly Mason, soon 
became his official videographers, collaborating with 
him on Welcome to Taiji, a 2004 documentary expos-
ing dolphin slaughter and captivity in Japan, which 
later inspired the 2008 Oscar-winning documentary 
The Cove. “My whole career as an artist is a succession 
of me studying something and making work about it; 
studying something else and making work about it,” 
says Thater, sitting in her home in Highland Park, as 
three of her cats—all rescues—prowl and purr around 
her ankles. Her work with O’Barry, she says, “gave me 
the ability to have a direct effect on the world.” 

More recently, Thater has taken to building archi-
tectural environments, as she did for the most recent 
piece in the show, Life Is a Time-Based Medium (2015). 
After traveling this past year to the 18th-century 
Galtaji temples near Jaipur, India, a Hindu pilgrim-
age site partly dedicated to the monkey god Hanuman, 
she created an installation that replicates the facade, 
allowing visitors to walk through a facsimile of the 
building’s arched doorway.    

Once inside, you encounter another film, this one 
of a darkened movie theater, whose screen plays 

footage of the wild monkeys 
that, coincidentally, live near 
the temple—all of them rhesus 
macaques, so close to humans 
that they are used in scientific 
experiments. As the dark-eyed 
creatures, blown up on the sil-
ver screen, groom themselves 
and gaze at the camera, there’s 
a weird sense of recognition. 
In the front row you can see a 
single person—Thater, with her 
bob —gazing back at them. •
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The ambitious co-founders of Genius hope to change how we share 
knowledge—by enabling commentary on any page on the Web.

upstarts

ANNOTATE THIS

MARGIN CALL  Genius’s CEO Tom Lehman (left)  
and president Ilan Zechory at the company’s  
new 43,000-square-foot offices in Gowanus, Brooklyn. 

I
RONICALLY, GENIUS—the buzzy, Brooklyn-based 
annotation platform that hopes to rival Wikipedia 
as a crowd-sourced compendium of knowledge—
sprang from a misunderstanding. In 2009, Ilan 

Zechory, Tom Lehman and Mahbod Moghadam, the 
three founders of Genius and all recent graduates of 
Yale at the time, were sitting around listening to the 
Cam’ron song “Family Ties.” Lehman, the least hip-
hop literate of the three, asked his friends to explain 
the line: “80 holes in your shirt, there: your own 
Jamaican clothes.” Moghadam said that it referred to 

the fact that poor Jamaicans wear tattered clothes.
In fact, Moghadam got it wrong: As a Genius user 

would later point out, the more sensible interpreta-
tion of 80 holes is as a reference to the mesh shirts 
commonly worn in Jamaica. The exchange nonethe-
less provoked a game-changing idea: The hip-hop 
lexicon contains subtle references, inside jokes 
and elusive subtexts. What if a website could anno-
tate the canon of rap by appealing to the wisdom of 
the crowd, allowing anyone with a browser to help 
decode popular hip-hop lyrics?

Within 24 hours, Lehman (adapting code he’d 
written while at Yale) had built the rudimentary 
structure of Rap Genius, the venture’s original incar-
nation, which soon generated tremendous interest, 
going on to become one of the fastest-growing compa-
nies ever backed by the influential start-up seed fund 
Y Combinator. Today, the site receives over 40 million 
unique visitors per month and has grown far beyond 
the confines of music, allowing visitors to peruse and 
annotate texts from various disciplines, whether it’s 
Jay Z’s “99 Problems,” Fed chair Janet Yellen’s semi-
annual monetary policy report or the poems of Emily 
Dickinson. Over a million annotators—from fanboys 
and armchair academics to “Verified Artists” such as 
Eminem, producer Rick Rubin, Facebook COO Sheryl 
Sandberg and novelist Junot Díaz—explicate these 
texts through a simple interface (clicking on a word 
or phrase highlighted in yellow causes an annotation 
to pop up alongside it). With the help of this interna-
tional cohort of data enthusiasts, Genius’s aim—one 
worthy of Age of Enlightenment sages like Diderot 
and Voltaire—is to annotate the entire Internet.

“The ethos that started this whole project was 
intellectual curiosity,” says Zechory, 31, the compa-
ny’s calm, cerebral president. He’s sitting alongside 
the nervy, intense Lehman, also 31 and Genius’s CEO, 
in their new 43,000-square-foot offices, a renovated 
factory in Brooklyn’s Gowanus neighborhood that 
will accommodate their current staff of 40 employees. 
The premise that has propelled Genius to its current 
success—they nabbed a $40 million investment last 
year from Quicken Loans founder and Cleveland 
Cavaliers owner Dan Gilbert—is that too often in 
daily conversation we glaze over or nod our heads in 
assent to assertions we don’t fully understand, out of 
fear of seeming stupid. “People are constantly pre-
tending to know things,” says Lehman. “But getting 
to the bottom of a thing makes it better. It’s not like, 
just let it wash over you. No, tell me what is going on!” 
he says, pounding his fist on the table for emphasis. 

Until recently, Genius’s website functioned pri-
marily as a silo of annotated texts organized by topic 
(history, sports, news, etc.), a searchable database 
similar to Wikipedia. The latest development, Genius 
Beta, has a more far-reaching goal: Downloading a 
plug-in (or simply adding the prefix “genius.it” in front 
of any URL) allows visitors to annotate and read other 
Genius annotations for any page on the Internet.  

“Wikipedia is a platform for knowledge,” says Ben 
Horowitz, a co-founder of the venture capital firm 
Andreessen Horowitz, which invested $15 million in 
Genius in 2012. “Genius is a platform for knowledge 
about knowledge—the Internet Talmud, if you will.” 
Horowitz points out that the Talmud’s commentary 
on the Old Testament was the genesis of many key 
religious concepts. “Historically, the knowledge 
about knowledge has proven to be as important as 
the knowledge itself.”

Genius’s simultaneous presentation of pri-
mary text and commentary taps into our modern >
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the e xchange upstarts

appetite for multitab browsing across a variety of 
media—watching a football game, say, and listening 
to sportscaster commentary as you scroll through 
Twitter and Facebook, while also pulling up Google 
to research a play call. “People are used to that pace 
and level of switching,” says Zechory. “Annotation 
gives you that while also allowing you to stay in one 
core idea.”

Few people understood this principle better than 
the company’s third co-founder, Moghadam, who 
in his original role as a kind of hype man for Genius 
was known for his lightning-fast multitasking and 
productivity: posting updates to Twitter, recruiting 
new annotators from online forums, pinging journal-
ists and bloggers to alert them to new developments, 
all in the space of minutes. Unfortunately, at times 
Moghadam’s reactions had a way of outpacing his 
better judgment. 

Like his fellow co-founders, Moghadam was an Ivy 
League grad; he’d done a stint at the law firm Dewey 
& LeBoeuf before starting Genius. Lehman was a 
programmer at the hedge fund D.E. Shaw, while 
Zechory had worked at Google and written for HBO’s 
Deadwood. But unlike his friends, Moghadam had a 
propensity for attention-seeking antics, getting into 
public spats with industry titans like Warren Buffett 
and Mark Zuckerberg (making it possible to typecast 
Genius’s creators as arrogant brogrammers). His 
departure from the company was partly the result 
of a self-inflicted blow: Shortly after the tragic 2014 
Isla Vista shootings, Moghadam uploaded the killer 

Elliot Rodger’s manifesto to the platform and anno-
tated it with glib, insensitive remarks. The scandal 
mounted as Zechory and Lehman were in the midst 
of securing new investment from Gilbert; after some 
deliberation among the co-founders, Moghadam ten-
dered his resignation.  Moghadam says that while 
the Isla Vista annotation episode led him to resign, 
he’d already reduced his duties at the company three 
months earlier, characterizing his position as “basi-
cally a part-time situation.”

The incident called attention to an issue that 
occupies a great deal of Lehman’s and Zechory’s 
time, a dilemma that has influ-
enced the site’s architecture: how 
to encourage intelligent, accurate 
annotations while at the same 
time weeding out careless or ill-
intentioned ones. The answer, they 
believe, lies in the lively commu-
nity of Genius annotators that has 
coalesced around the site, attracted by the addic-
tive pleasure of proving oneself the smartest guy 
in the room. Posting more annotations gains users 
“IQ points,” a metric that increases with votes from 
other users—and when Genius moderators, moni-
toring the site, decide the annotations are especially 
valuable. The more points acquired, the greater your 
influence; top annotators are listed on online leader-
boards with IQ stats. During our interview, Lehman 
pointed to a group of young people working on com-
puters: interns, “some of the best Genius community 
members,” whose job is to coach other users and 
help them to write better annotations.

Genius is continuing to explore the full breadth 
and power of crowd-sourced annotations. Following 

August’s televised GOP 
debate, a mix of journalists, 
live-audience members, 
regular Internet commen-
tators and political action 
group staffers annotated 
the transcript, layering the 
document with fun tidbits 
such as the fact that Fox 
had considered using the 
Cleveland Cavs shot-clock 
buzzer to signal when can-
didates had spoken over 

their time limit, or that candidate Ben Carson was 
the first neurosurgeon to successfully separate twins 
conjoined at the head.

The platform has also begun to make inroads 
into the classroom. Liz Arnold, who holds a teach-
ing residency at P.S. 156/I.S. 392 in Brownsville, 
Brooklyn, where she teaches poetry and writing, first 
came across Genius while searching for the lyrics to 
Jay Z’s “Empire State of Mind.” Teaching a class that 
combines the study of song lyrics and poems, she 
instantly saw Genius’s appeal to young people as a 
critical apparatus for analyzing language. “It was a 

really great tool for me to be able to translate those 
lyrics, to dig into them a little bit more,” says Arnold, 
who used annotated songs like Lorde’s “Royals” in 
the class. “It’s a great way to do close reads on things 
in poetry.” Moreover, Arnold found that the website’s 
system for annotation—which demarcates who said 
what when, and how changes have subsequently been 
made—neatly aligned with shifts in the Common 
Core standards that emphasize the importance of 
citing and linking sources on the Internet.  

As the site has grown (unique visitors have 
increased 80 percent over the past year), Lehman 
and Zechory have increasingly focused on how to 
make money (they currently describe the venture as 
“pre-revenue”). “Monetization and distribution will 
likely both vary by knowledge type,” says Horowitz, 
suggesting that multiple revenue channels could 
coexist. They may allow advertising on the news ver-
tical, for example, while creating premium accounts 
for music annotations. 

Although the founders have called Genius “the 
world’s greatest public knowledge project since 
Wikipedia,” they’re open about what they don’t know, 
even striking an occasional note of humility. “It’s 
been a long trajectory of learning experiences,” says 
Zechory. “A lot of the world showing you what you 
don’t know. Then you think you’ve got it. And then you 
realize you knew less than you ever knew before.” •

producer rick 
rubin offering 

insights into 
how kanye west 

composes lyrics.

GLASS ACT   
Above: Genius’s new offices,  

in a former paper factory, were 
updated by Leeser Architecture.  

Right: Brand merchandise.

“historically, the knowledge 
about knowledge has proven 
to be as important as the 
knowledge itself.” —ben horowitz
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Angelina Jolie Pitt, this year’s 

Entertainment Innovator.  
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Repetto bodysuit  
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The writer-director of this month’s By the Sea—in which she 
co-stars with husband Brad Pitt for the first time in a  

decade—is more than a Hollywood icon and humanitarian activist.  
She’s a model for the power of leading an examined life.

 ANGELINA
JOLIE PITT

ENTERTAINMENT

2015

BY JULIA REED
PHOTOGRAPHY BY PETER LINDBERGH

STYLING BY ANASTASIA BARBIERI
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T
HE MOST NOTICEABLE thing about 
Angelina Jolie Pitt—apart from her 
almost preternatural physical pres-
ence—is that nearly everywhere she 
goes she turns up more or less unat-
tended (unless, of course, you count 

husband Brad Pitt and their brood of six). Arriving 
for an interview at a West Hollywood hotel suite 
to promote By the Sea, her upcoming movie with 
Pitt, she’s trailed only by a lone bodyguard—she 
doesn’t employ a manager or even a publicist. A few 
weeks earlier, photos of the Jolie-Pitt clan’s visit to 
a Subway in Glendale, California, had been splashed 
across multiple websites (“They’re just like us!”), 
but the trip from which Jolie Pitt has returned just 
before the interview—an outing to a lakeside retreat 
the couple owns near Pitt’s hometown of Springfield, 
Missouri—had gone entirely unnoticed. (“It’s a real 
Midwestern family kind of place,” says Tom Brokaw, 
who got to know Jolie Pitt during the making of 
her most recent film, Unbroken. “His whole family 
comes down, cousins, you name it.”) Likewise, the 
couple’s wedding ceremony at their château in the 
south of France in August 2014 was not followed by 
a romantic getaway featuring the typical telescopic 
paparazzi shots of sunbathing on a yacht. The two 
went back to work almost immediately, shooting the 
new film together on a tiny island in Malta, “while 
our children ran around the set,” says Pitt. “That this 
became our honeymoon is just f—ing funny.”  

All this under-the-radar normalcy would not be 
noteworthy in the least if the two stars weren’t the 
most staggeringly high-profile Hollywood couple 
since Elizabeth Taylor and Richard Burton (except 
with only three divorces between them and not 
nearly as much booze or bling). This month, in By 
the Sea, they’ll appear together for the first time 
in a decade, since the action-packed romp Mr. and 
Mrs. Smith introduced them to the world as a couple 
onscreen and (subsequently, they insist) off. Though 
the new film, by Jolie Pitt’s own account, is a “small” 
one, it will likely attract a lot of interest in the media 
juggernaut known as Brangelina—especially since 
the story involves a couple whose marriage is in deep 
crisis. The movie, set in an isolated seaside hotel in 
France, lays them emotionally bare in a way they’ve 
rarely been seen before, and certainly not together. 

“It was not easy,” says Jolie Pitt. “We just had to 
be brave and say, ‘OK, honey, we’re strong enough 
to do this; let’s somehow use this to make us stron-
ger.’ ” Jolie Pitt wrote the script, her first, not long 
after her mother, Marcheline Bertrand, died in 2007. 
“I didn’t really know if I could make film and I didn’t 
think I could write film, so I wrote with a certain 
amount of freedom,” she says. “I gave myself the 
task that it would be about grief and how different 
people react to and process it.” In one scene, the local 
barkeep (played by a remarkable French actor, Niels 
Arestrup) talks to Pitt’s character, who is trying to 

restart a foundering writing career, about forcing 
himself to love his terminally ill wife enough to let 
her go. “That’s me speaking about my mother,” Jolie 
Pitt says. “I think maybe his character came from the 
purest place inside me.”

The most difficult scenes of the film were made 
harder by the fact that “we had to stay in our corners, 
like boxers, and not be husband and wife,” Jolie Pitt 
says. “It was very hard to do those scenes without 
Brad and I taking care of each other. Normally in 
between takes, you’d make sure that the other’s OK, 
but we had to be able to really get ugly.” At the end 
of the day, she adds, it was the kids who kept them 
from staying in character. “That might have been an 
absolute disaster. But as soon as we got home, it was 
bedtime stories, children’s needs and problems, the 
fights they’d had during the day. We had to immedi-
ately snap back to something that was uniting and 
positive and loving.” 

For Pitt, By the Sea marked the first time he’d been 
directed by a woman, let alone his own wife, but he 
professes not to see the difference. The main thing, 
he says, is that the director has “the reins on the story 
and taste in the telling” so that the actors have “free-
dom to explore.” In his case, he adds, “My  director 
has an elegant intuition for character. And anyway, 
I trust her with my life.” Occasionally, though, their 
husband-wife ease on set was a double-edged sword. 
“Being a couple, we have that shorthand that can 
be communicated in a look.   Conversely, it means I 
knew immediately if she felt a take stunk.”

If By the Sea—the third feature film Jolie Pitt 
has directed—could not be further in intent or plot 
from the couple’s comic debut, it’s consistent with 
Jolie Pitt’s pattern of taking on risky projects. As a 
director and screenwriter, she came out of the box in 
2011 with In the Land of Blood and Honey, a romantic 
drama set in a place—1990s war-torn Bosnia—most 
Americans had managed to ignore. As a rule, actors 
who direct for the first time tend toward slightly 
less complicated fare; even Tom Hanks went with a 
comedy/drama about a one-hit-wonder rock band in 
the 1960s. Jolie Pitt’s period piece touched on issues 
of rape and captivity, was cast with local unknowns 
and was filmed simultaneously in Bosnian and 
English. Though ultimately well received, the film 
was hardly an obvious bet. “She called me to take a 
look at the script and after about 25 pages, I remem-
ber thinking, Wait, I have to go back and read this 
again,” says Graham King, the Oscar-winning pro-
ducer (The Departed, Argo) who ended up investing 
in and producing the film with Jolie Pitt. “I did not 
expect Bosnia. It was an extremely bold choice for a 
first-time screenwriter.”

Likewise, she campaigned hard to direct 2014’s 
Unbroken, the film based on Laura Hillenbrand’s 
best-selling bio of Olympic runner and war hero 
Louis Zamperini, despite the fact that the technical 
issues of filming the air-and-sea sequences would 
make for an especially brutal shoot. “Angie is not 
fearless; almost no one is,” says Hillenbrand. “But 
she is intrepid and bold and willing to look down her 
fears and do things anyway.”

One of those fears stemmed from the love Jolie 
Pitt ended up feeling for the subject himself. “The 
bond between her and Louis was uncommon between 

“My dIREcToR 
hAs AN ElEgANT 
INTuITIoN foR 
chARAcTER. 
ANd ANywAy,  
I TRusT hER  
wITh My lIfE.”

—BRAd PITT

AUTEUR, AUTEUR  “I didn’t know if I could make film 
and I didn’t think I could write film, so I wrote with a 
certain amount of freedom,” Jolie Pitt says of By the Sea, 
her third movie as director, but the first screenplay  
she wrote. Haider Ackermann coat. Previous page: Céline  
dress and her own ring (worn throughout). 
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filmmaker and subject, and she was very afraid of not 
getting Louis’s story right,” Hillenbrand says. “I felt 
the same enormous sense of obligation when I inter-
viewed him and the other prisoners of war. These are 
the most painful, personal memories in these men’s 
lives. But she threw her whole heart and soul into it.”

Hillenbrand says she was reassured that her book 
was in the right hands when Jolie Pitt, whom she 
now refers to as “a sister,” called to inquire about 
the uniforms of a high school track team Zamperini 
had raced against in the 1930s. Hillenbrand, known 
for her meticulous period research, had no idea what 
they looked like. “But I knew from the question that 
I could relax. It was a pleasing question to get even 
though it was impossible!”

Jolie Pitt was equally painstaking about By the 
Sea’s 1970s period wardrobe—including her over-
size sunglasses, which Pitt’s character, Roland, keeps 
righting for his wife after she tosses them, a lot, onto 
tables, a mini pas de deux Jolie Pitt took from their 
actual marriage. “Brad hates that I always scratch 
my glasses,” she says, adding that in the film, the ges-
ture shows that Roland still cares for her character, 
Vanessa. “Even when he wants to punch her in the 
face, he still fixes her glasses!” In life, Jolie Pitt says, “I 
wear the same thing every day, very much like now.” 
As she speaks, she’s in fairly minimalist garb (skinny 
black pants, a camel jersey T-shirt and camel flats) 
with equally minimal makeup (a bit of eyeliner) and 
jewelry (a Cartier tank watch, a diamond-encrusted 
gold wedding band). The far more self-conscious 
Vanessa, on the other hand, sports a collection of 
elaborate negligees and peignoirs, frilly 1970s blouses 
and midi skirts, and full-on eye makeup, including 
lashes, which we watch her apply each morning.

According to King, Jolie Pitt’s attention to detail 
extends well beyond wardrobe. When she first 
approached him about In the Land of Blood and 
Honey, she was “extraordinarily well prepared,” he 
says. “She turned up in my office with the location, 
photos, storyboards, casting information. The train 
was leaving the station. When she said, ‘I’d love for 
you to produce this movie,’ I was already hooked.” 
He also came to admire her “hands-on” approach. 
“Whether it’s interviews, photo shoots or directing 
films, she gets involved herself,” he says. “Angie does 
not send people into meetings. There’s no manager or 
agent, no PR. When I first met her I couldn’t believe 
how accessible she was.”

Even before Blood and Honey and Unbroken, Jolie  
Pitt was attracted to stories about real-life char-
acters and bravery under all sorts of fire. Mariane 
Pearl, widow of Daniel Pearl, the Wall Street Journal 
reporter who was kidnapped and murdered in 
Pakistan in 2002, was thrilled when Jolie Pitt signed 
on to play her in A Mighty Heart, a 2007 film adap-
tation of her memoir. As early as 2004, Jolie Pitt 
optioned Franklin and Winston, Jon Meacham’s best-
selling portrait of the genuine and all-important 
friendship between Roosevelt and Churchill during 
World War II. She says Anthony Hopkins has been 

DEEP FOCUS  Jolie Pitt has “never been a person who 
hides,” says husband Brad Pitt. “She’s utterly forthcoming 
and sincere about who she is.” Céline dress. Previous pages: 
Valentino sweater and Wolford tights. 



128

attached to the project, as Churchill, for years but 
that she herself has no desire to play a role or direct. 
“I just wanted to see it get made, because I have a 
thing for those guys. It would give me an excuse to 
work on it and be around the characters.”

HBO has expressed interest in the project, but more 
imminent on Jolie Pitt’s to-do list is a film for Netflix, 
First They Killed My Father, which begins shooting 
this month. Based on a memoir by Cambodian author 
and human rights activist Loung Ung, it chronicles 
her survival under the murderous Khmer Rouge. 
The whole family will relocate to Cambodia for the 
shoot, during which Jolie Pitt’s 14-year-old son, 
Maddox, whom she adopted from Cambodia when he 
was barely 1 (Pitt subsequently adopted him as well), 
will help with the research. “He’s going to sit with 
me while we watch the videos and re-create such a 
difficult time in his people’s history,” she says. “It’s 
important that the whole family understands all that 
it means to him and to us.”

The Cambodian connection is both familial and 
visceral. Not only is it the place where Jolie Pitt 
had the “epiphany” that she could be somebody’s 
mother, but her initial experience in the country 
(while shooting Lara Croft: Tomb Raider) led to her 
lasting connection to the United Nations, for which 
she currently serves as special envoy for refugee 
issues. “I’d been expecting people who were bitter 
and unhappy,” she says, “and instead, they were full 
of light and kindness and humor.” She spent much of 
the shoot avoiding land mines, meeting land mine 
victims, learning about refugees. “I thought, There 
is so much I’m not aware of, and it’s a big world out 
there and I really need to educate myself.” She came 
back, did a lot of research and found herself deeply 
affected by the vast number of people around the 
world displaced by war. When she asked the United 
Nations High Commissioner for Refugees (UNHCR) 
to put together a learning trip (which she paid for 
herself), she ended up in Tanzania, at a camp where 
many refugees were missing limbs. “I called my mom 
from the airport and said, ‘I am never going to take 
my life for granted, I’m never going to complain. I 
want to be a part of this world.’ And not out of pity—I 
found the people so extraordinary, and I wanted to be 
around them and learn from their resilience.”

Through her humanitarian work, she says, she 
also managed to find herself. Her father, actor Jon 
Voight, famously left her mother when Jolie Pitt 
was still a toddler and has been estranged from his 
daughter for most of her life. Jolie Pitt describes 
Bertrand, who lost her own mother at a young age 
and whose acting ambitions were never realized, as 
“the greatest mother.” But, she says, as a child, “I 
was always worried about her.” In her teens, Jolie 
Pitt suffered from depression, which she attributes 
in part to her “unhealthy” hometown. “I grew up in 
L.A., where focus is very inward. I didn’t know why I 
was so destructive and miserable. I didn’t appreciate 
or understand my life.” Her unhappiness was further 

compounded by guilt. “I was raised in a place where if 
you have fame and money and you’re decent-looking 
and have the ability to work in this industry, you 
have everything in the world. Then you attain those 
things and realize you still couldn’t be more empty. I 
didn’t know where to put myself.”

Since success came at an early age (she appeared 
in her first movie, alongside her father, when she was 
7), Jolie Pitt also found herself sitting down to inter-
views and being treated as if her opinions mattered, 
even though, she says, “I hadn’t earned that. I wasn’t 
evolved yet.” In much of her early work, she says, she 
sought connection through characters in film. “It 
was an excuse to understanding behavior, under-
standing different people, walks of life. But it wasn’t 
fulfilling either.”

If her work with the UNHCR finally gave her a 
place to “put herself,” the organization gave her 
validation of a different sort in 2001 by asking her to 
serve as goodwill ambassador. “It was during a time 
when there was a lot of gossip about me,” she says. “I 
told them I didn’t think they realized what they’d be 
bringing upon the agency, that a lot of people didn’t 
see me the same way they did, and I thought it would 
be a negative.” As it turned out, the high commis-
sioner not only wouldn’t take no for an answer, he 
offered his sympathy. “He said he was sorry. It was 
the most amazing thing. I’d never had sympathy for 
something like that.”

Since then, Jolie Pitt has more than repaid the 
organization’s faith in her. Marie-Noelle Little-
Boyer, a U.N. external relations officer who’s made 
almost 60 trips with the star, says they average five 
to seven trips to refugee camps a year, in addition to 
Jolie Pitt’s appearances before the Security Council 
or meetings in Geneva. “The trips are never about 
her; it’s about what she sees and how she uses it, how 
it feeds her advocacy work,” says Little-Boyer. “She 
has the rare ability to sit down and spend hours with 
refugees, but she has an equally deft touch when she 
advocates for them with political leaders.” The pair 
has spent countless nights in tents, army barracks, 
shared hotel rooms, even cars. “I sometimes think 
she spends more time in the field than a lot of my 
colleagues.” And certainly more time than the great 
majority of her fellow actors. Little-Boyer speaks 
with barely disguised disdain of the “massive circus 
groups” organized for Hollywood stars. “They stop at 
one tent and hold a baby,” she says. “That’s precisely 
not what these trips are with [Jolie Pitt]. It’s just ref-
ugees and her in this intimate space. There’s no place 
for anything Hollywood or celebrity.”

The more time Jolie Pitt has spent on the ground, 
the more she has proven herself unafraid of taking 
the U.N. itself to task. But even then, she’s never a 
show horse. “I don’t want to speak up just to be on 
record,” she says. “I’m not somebody who believes 
that just to criticize is going to make a difference.” 
At an appearance before the Security Council in late 
April, she excoriated members for their “lack of polit-
ical will” on the Syrian refugee crisis. At once quietly 
outraged and tragically prescient, she cited the “evil 
that has arisen from the ashes of indecision,” offering 
horrific examples as well as constructive sugges-
tions. Since the crisis began in 2011—and unlike most 
people in the chamber 

LAUGHING EYES  “She has a great sense of irony about 
herself,” Tom Brokaw says, and “a charming ability to mock 
her rebellious childhood.” Chanel sweater. Hair, Adruitha 
Lee; makeup, Toni Garavaglia; manicure, Marian Newman; 
prop styling, Sam Overs. For details see Sources, page 174.

“shE wANTs  
hER lIfE To BE 
MEANINgful 
ANd goEs  
oPEN-EyEd  
INTo IT. shE’s 
soMEoNE who 
ThINks vERy 
dEEPly ABouT 
EvERyThINg  
shE doEs.” 

—lAuRA hIllENBRANd

(Continued on page 170)
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For over 50 years, the artist has pushed the boundaries with his majestic  
sculptures and abstract drawings that explore gravity, space and time. With a new gallery 

exhibition on the horizon, his latest work takes shape on an even more epic scale. 

BY KELLY CROW   PHOTOGRAPHY BY ADRIAN GAUT

RICHARD SERRA
2015

art

LONG VIEW  
Serra’s work East-West/West-

East, which was unveiled in 
2014, stretches out over more 

than half a mile in Qatar’s Brouq 
Nature Reserve. Each steel plate 

measures at least 45 feet tall.
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I
N THE TINY GULF NATION of Qatar, an hour’s 
drive west of the capital of Doha, amid miles 
of hazy hot sand, the artist Richard Serra last 
year planted a row of four thin, steel plates. 
Each one of these rectangular planks shoots 
straight up nearly five stories tall, and col-

lectively they span a distance of roughly half a mile. 
From afar, these slats project an alien beauty, as 
though a mysterious shrine has been staked into a 
blanched expanse. Serra’s truer intention becomes 
clear only close-up.

Like a surveyor, Serra aligned his plates so that 
their tops sit level with a horizon line created by a 
pair of nearby gypsum mesas. These ancient pla-
teaus are covered with crushed fossil shells, because 
they once served as the floor of a sea that has long 
since disappeared, and the land around them has 
eroded. Yet stand near a plank—or bet-
ter yet, walk by them all—and suddenly 
Serra’s reconstructed skyline makes it 
easy to imagine waves surging over the 
topography once more.

Who else could make people in a desert 
feel as though they are, for one miracu-
lous moment, underwater?

“Utterly riveting,” Glenn Lowry, direc-
tor of New York’s Museum of Modern 
Art, said of the experience when he vis-
ited shortly before the piece, East-West/
West-East, debuted in April 2014. “It’s so 
simple yet deeply moving.”

Serra, who for decades has lived in 
Cape Breton Island, Nova Scotia, and 
Orient, New York, on the northern tip of 
Long Island, says he may have been seek-
ing the familiar in this unfamiliar land. 
“Until now, I’ve never worked in a des-
ert,” he says. “I live by the sea.” 

Over the past half-century, Serra has 
earned an international reputation cre-
ating steel sculptures that swoop, splice, 
zigzag and bulge like ship’s hulls, often 
taking on forms and tonnage no one in 
art history ever attempted before. Many 
associate him with his mid-career series 
of Torqued works, including those on 
view at the Dia Art Foundation in Beacon, 
New York. Each coiling steel piece there 
stands 13 feet tall and weighs at least 25 tons. 
With narrow openings into the curving works, it 
is possible to meander through, like a hiker in an 
undulating, sandstone canyon. The effect can be dis-
orienting, but it’s also a rush.

The artist’s own story feels similarly outsized. 
The son of a San Francisco candy factory foreman, 
Serra, now 76, grew up to be brawny and intellectu-
ally curious, a surfer and steelworker who chose a 
life in art. He applied to Yale, one of the country’s 
most rigorous art schools, and was accepted on the 
basis of a dozen drawings. At the time, postwar 
painters like Jackson Pollock—who dripped or slath-
ered their emotions on canvas—reigned over the art 
world. But when Serra moved to New York in the 
1960s, he fell in with a freewheeling group of artists, 
dancers, playwrights and musicians whose experi-
ments helped redefine what art could be. Serra and 

his artistic peers, like Robert Smithson, Eva Hesse 
and Bruce Nauman, put down their paintbrushes 
and started making radical pieces using materials 
like dirt, rubber and wax. Serra chose lead and steel.

Composer Philip Glass, who befriended Serra in 
1964 and later worked as his assistant, says they 
often hung out in downtown Manhattan coffee-
houses, where they would endlessly debate ways to 
invent something, anything, new. “We were the out-
siders of art—and we liked it,” Glass says.

Serra says he determined early on to make sculp-
tures that didn’t look like recognizable objects; he 
didn’t want to decorate a spot on a pedestal or a cof-
fee table. Instead, he wanted to see if he could make 
sculptures hefty enough to carve up the physical 
voids around them, compelling people to see and 
experience a room or a field differently. For Strike: 

To Roberta and Rudy (1969–1971), he wedged a plate 
of steel that was 24 feet long and 8 feet high into a 
corner, essentially bisecting the entire room. A few 
years later, in Los Angeles, he laid a huge steel plate 
on a floor and hung a matching plate flush against 
the ceiling, drawing eyes up. Crowds packed Ace 
Gallery to see the piece, Delineator (1974–1975), 
transfixed by Serra’s wizardry.

“You’re not actually there to see the metal,” 
says art historian Richard Shiff, the director of the 
Center for the Study of Modernism at the University 
of Texas, of those early works. “You’re there to feel 
the space with the help of Serra’s sculpture.”

Even so, Serra’s best-known pieces are gravity-
defying feats of engineering. At the Guggenheim 
Museum Bilbao in Spain, visitors can thread 
through Snake, a 104-foot-long row of three free-
standing steel strips that tilt, yet never topple. The 
1996 work later became part of a larger 2005 group 
for the Bilbao called The Matter of Time. This series 
of soaring steel shapes has paths that curl inward 
to reveal hidden chambers or spiral outward to the 
gallery beyond. 

By embracing the ambition and scale of an archi-
tect rather than a studio artist, Serra has helped 
salvage sculpture from being treated like an art-
historical lightweight compared to painting. The 
Renaissance masters had treated these mediums 
equally, but they were supported by patrons who 
had the space and budgets for massive commis-

sions. Fast-forward a few centuries, and 
private collectors preferred more man-
ageable pieces to adorn their homes, 
essentially reducing sculpture to table-
top décor until titans like Auguste 
Rodin and Alberto Giacometti took up 
the cause again. But Serra’s works also 
summon questions about structure, 
gravity, balance, time—and the human 
body, since he’s interested in how people 
interact with his structures. Serra says 
he’s wandered into his own work over 
the years to discover people taking naps 
inside or doing yoga or exchanging mar-
riage vows.

“A lot of people wanted to reduce 
sculpture to object making,” says art 
critic and historian Hal Foster, “but he 
reclaimed sculpture for space making.”

Sometimes that space can feel pre-
carious. Artist Matthew Barney says he 
remembers the first time he saw Serra’s 
arc pieces in the 1980s, large steel 
plates Serra rolled into wave shapes 
and half-moon shapes and arranged, 
without anchors or buttressing, in 
the compressed space of Leo Castelli’s 
Greene Street gallery in New York. “I 
loved the impossibility of it standing and 
the possibility of it falling,” Barney says. 
“Those pieces were about what could 

potentially happen. ”
Weight is a genuine concern. “Welcome to 

Richard’s world,” says Larry Gagosian, with whom 
he’s worked since 1983. While installing his first 
Serra show in Los Angeles that same year, Gagosian 
learned the hard way that Serra’s pieces don’t fit or 
sit neatly into spaces with typical weight-bearing 
loads when a forklift was used to carry in a pair of 
steel plates for a piece called Plunge. The work’s title 
proved prophetic: “As soon as the forklift hit the 
threshold, it collapsed and so did the floor,” Gagosian 
says. Luckily, the floor was repaired, and the show 
wowed critics and fans alike. “He’s extraordinary.”

Serra is likewise unpredictable—friends say he 
can be stormy. Ann Temkin, MoMA’s chief curator, 
says the artist reminds her of his abstract expres-
sionist forebears, because Serra is “clearly in love 
with art, a romantic” who is passionate about 

HORIZON LINE 
When Serra was a boy, art was “a way to catch my 

parents’ eyes,” he says. Above and opposite: A portion of 
his sculpture East-West/West-East in the Qatari desert. 
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debating his positions on art—or anything, for that 
matter. California collector Steve Oliver, a construc-
tion mogul, says he once watched in awe as Serra, 
along with the artist’s wife, Clara Weyergraf, an 
art historian he married in 1981, and critic Robert 
Hughes, debated for more than an hour about 
whether a hand that was painted on a figure in a 16th-
century portrait had been depicted palm up or down. 
“I just sat there with my jaw open,” Oliver says.

“Richard is very direct and honest and hard to deal 
with—we fought for years until we really became 
friends,” says one of Serra’s first dealers, Alexander 
von Berswordt. Von Berswordt, who runs a gallery in 
Bochum, Germany, says he persuaded Serra to join 
the gallery in the mid-’70s after mailing the artist 
a transatlantic plane ticket, and he works with him 
to this day. (Besides Gagosian Gallery, Serra is also 
represented in the U.S. by David Zwirner gallery, 
which he began working with in 2013.)

Serra can also be endearing. His gray eyes light 
up beneath his white, bushy eyebrows whenever 
he hits upon a fresh insight or 
wants to chew over the memory 
of another artist’s work. Ask 
him about one of his long-gone 
friends like Smithson or Walter 
De Maria and his voice will 
soften, turn reverential. Barney, 
who cast Serra as a father-figure 
architect in his CREMASTER 
Cycle film series (released 
between 1994 and 2002), thinks 
Serra’s intensity isn’t a flaw—
it’s his plumb line. “Richard is 
pure,” Barney says. “He’s very 
much like his work in that way.”

Lately, Serra has ventured 
into new visual terrain. His most 
recent pieces, like East-West/
West-East in Qatar, feel more 
primordial than the candy-
ribboned curls he was erecting 
a decade ago. This summer at 
David Zwirner gallery in New 
York, he unveiled Equal, a group of eight car-size 
blocks stacked into four towers. Because they weigh 
320 tons in all, the artist had to position the pairs 
over four weight-bearing pylons beneath the gallery 
floor. Otherwise, they might have sunk through.

MoMA’s Lowry says he wanted Equal as soon as 
he saw it. “He keeps moving sculpture in ways we’ve 
never seen,” Lowry says. The museum bought the 
entire work and plans to exhibit Equal after it fin-
ishes a planned expansion. Lowry says that Serra’s 
piece will likely get its own gallery.

Serra continues to push himself as he enters his 
late 70s. Next spring he is planning for a show of new 
sculptures at Gagosian’s gallery. “I don’t partici-
pate in the great social life,” Serra says. “I’m fairly 
obsessively internally driven.” He and Weyergraf 
don’t have children. They spend most of their time 
in their home in Orient, which was renovated by the 
architect Richard Gluckman. Every morning, Serra 
says, he wakes up around 5:30 a.m., swims in the 
indoor pool attached by a long walkway to his home 
and sits down to work from 10 a.m. to about 6 p.m. He 

invariably makes a few calls to Germany, where steel-
workers help fabricate the huge pieces he designs in 
three dimensions using lead models that get trans-
lated into computerized production drawings.

Almost everything for him starts in a sketch-
book, though. He maintains a parallel practice of 
making drawings—mark making that he says is 
separate from his sculptures but hews to the same 
artistic ideas. These drawings are often black or 
mottled, never figurative, and they have gained 
their own following over the years. (This past 
September, he unveiled a series of new drawings 
at Gagosian Gallery inspired in part by his maze-
like 2014 sculpture Ramble.) Everywhere he goes he 
maps his thoughts in sketchbooks, and these notes 
represent a daily account of his creative life com-
parable in detail to the work of famed diarists like 
Benjamin Franklin. Serra has a room in Manhattan 
lined nearly floor to ceiling with boxes and trunks 
containing notebooks and sketchbooks he’s saved 
since college.

Gary Garrels, a curator at the San Francisco 
Museum of Modern Art, which held a retrospective 
of Serra’s drawings four years ago, says the artist 
rarely lets anyone into the sketchbook room: “It’s like 
Ali Baba’s cave.”

Pedro Moreira Salles, a Brazilian banking bil-
lionaire who five years ago commissioned Serra 
to build a 250-ton steel piece, Cambuhy, a curving 
sculpture atop a former green maze at his country 
estate north of São Paulo, says artists often become 
“a caricature of their former selves” later in life, 
producing less-potent examples of their earlier 
breakthroughs. Serra, on the other hand, “refuses 
to be on that path.”

“You have to be obstinate,” Serra says. “You have 
to have an internal necessity. If you decide early on 
that you want an alternate life, no matter your suc-
cess or reward, you have to stick with it.”

R
ICHARD SERRA cannot remember a 
time he didn’t like to draw. By age 4 
he was already carrying a small note-
book around, sketching zoo animals 
and family portraits; his parents 
could tell when he was angry because 

then he would refuse to draw in protest.
His mother, Gladys, had grown up in a bourgeois 

home in Los Angeles, the daughter of a milliner who 
sold Panama hats. She admired 18th-century paint-
ers like Thomas Gainsborough and Jean-Antoine 
Watteau, and she fell for Serra’s father, Tony, after 
hearing him play Spanish guitar songs on a ferry-
boat ride.

During World War II, Serra’s father worked as 
a pipe fitter for a shipyard near San Francisco, and 
afterward the family bought a spec home on the west-
ern edge of the city, south of Golden Gate Park, in an 
area that had been mainly sand dunes. Gladys tried to 
teach her three sons—Tony Jr., Richard and Rudy—to 
embrace cultural pursuits. Serra took to art first and 

realized it was “a way to catch 
my parents’ eyes,” he says. In 
the third grade, his teacher sum-
moned his mother and told her to 
start taking him to art museums. 
“After that, she would introduce 
me as ‘Richard the artist,’ ” he 
says. “It was preordained.”

Artist Mary Heilmann met 
Serra when she was 15 and he 
was a year older. All the teenage 
girls along Ocean Beach nursed 
crushes on him, including her. 
“He was a tough macho dude,” 
she says, a 185-pound halfback 
for the Lincoln High football 
team and a surfer who would 
hit the waves even when it was 
cold and foggy. Serra took her to 
a few car parties—where teen-
agers parked along the dunes 
and turned up their radios—
but they soon determined they 

were better as friends. After Serra graduated from 
the University of California, Santa Barbara, with a 
degree in English and got admitted to Yale’s M.F.A. 
program, she visited him once. He seemed in sync 
with the Ivy Leaguers, she says, adding, “He was wild 
and worldly and everyone seemed to know him.”

In fact, initially Serra felt out of place. To save 
money for Yale’s tuition, he had worked  summers for 
Bethlehem Steel as a sticker—a steelworker who sat 
poised on the bare trusses of a building under con-
struction. His job was to catch hot rivets tossed up 
from workers below and cram them quickly into the 
girders’ nail-like holes while they were still warm, 
a task he says he enjoyed. The second day after he 
arrived at Yale in 1961, he says a woman from Vassar 
asked him what was wrong with the palms of his 
hands. “Calluses,” he told her.

He says now that he didn’t find his artistic niche 
at Yale, making paintings he would later trash, but 
he reveled in the school’s competitive, analytical cul-
ture. He also befriended classmates like Chuck Close 
and Brice Marden, who like him felt sympathetic to 

TOUCH THE SKY
Above and opposite: Two views of the 2011 sculpture 7, 

which is nearly 80 feet tall, in Doha, Qatar.



PURE GENIUS  
From left: 2000, 2001; 
Ramble 3-1, 2015; 
The Matter of Time, 
1994–2005.

WAVE THEORY   
Above: Te Tuhirangi Contour, 
2000–2002, in New Zealand. 
Right: Equal, 2015.

BALANCING ACT  
Above left: One Ton Prop 
(House of Cards), 1969. 
Above right: Forged 
Drawing, 1977/2008. 
Right: Out-of-Round X, 
1999. Left: To Lift, 1967.
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“I wanted the 
vIewer to 
become the 
subject of 
hIs own 
experIence.”

–rIchard serra

the nascent counterculture. Serra joined in, wearing 
his hair in a ponytail and sporting a green military 
jacket even as he protested the Vietnam War.

Things started to click for him after he and Nancy 
Graves, a fellow artist whom he met at Yale, traveled 
after graduation in 1964 to France, where they mar-
ried a year later. In Paris, he started hanging out in 
the renowned café La Coupole because the sculptor 
Alberto Giacometti—already known for his bronze 
sculptures of reedy figures—often stopped in for a 
late-night drink, plaster still stuck in his curly hair. 
To Serra, Giacometti epitomized the serious artist he 
aspired to become, and Giacometti made sculptures. 
Serra also spent hours drawing inside the Paris stu-
dio of the late sculptor Constantin Brancusi, which 
had been left to the French government. When Glass 
arrived in Paris to study music on a Fulbright fellow-
ship, one of the first things Serra did was 
take him to visit Brancusi’s re-created 
studio in the Musée d’Art Moderne de la 
Ville de Paris.

A side trip to Spain in 1966 sealed Serra’s 
fate. Standing in the Prado museum in 
Madrid, he marveled at Diego Velázquez’s 
1656 masterpiece, Las Meninas, in which 
the Spanish painter depicts himself in a 
courtly scene but looks outward, with his 
easel nearby, possibly because he is paint-
ing the viewer’s portrait. Serra says, “I 
realized I would never get beyond the vir-
tuosity of that painting, how Velázquez 
somehow made the viewer the subject.”

After that, he stopped painting. He and 
Graves moved to New York in 1966, where 
he started experimenting with indus-
trial materials, from rubber belts to lead 
pipes. (The couple divorced in 1970.) Glass 
moved to New York as well and got a day 
job as a plumber but agreed to help Serra 
in his studio as well. A question bedeviled 
Serra: Could sculptures be configured so 
that, instead of serving as decoration, 
they could serve as a space or a stage for 
the audience in the same electrifying 
way Velázquez had done with his master-
piece? “I wanted the viewer to become the 
subject of his own experience,” he says.

In New York, young artists of Serra’s 
generation were smitten with the idea that the pro-
cess of making art could be as interesting as the 
final product, and Serra started with that. In 1967, 
he made a list of action-minded infinitives—“to roll,” 
“to crease,” “to fold,” “to bend”—and he started mak-
ing works that demonstrated each one. He pulled one 
side of a thick rubber mat off the ground, so that it 
made a triangular, cavelike shape, which became the 
sculpture To Lift, now in MoMA’s collection.

Other rising stars like Eva Hesse were already 
garnering recognition for working with rubber, so 
instead, Serra soon shifted his focus to metal. Classic 
sculptors typically cast their bronzes using molds, 
so he tried mixing it up by casting from architec-
ture. He did so by scooping up ladles full of molten 
lead and splashing it against the bottom of a wall in 
the Whitney Museum of American Art. Once cooled, 
these wispy trails of silvery metal were pried off and 

lined up in ragged rows. Serra’s Casting impressed 
the artist Jasper Johns, who already was considered 
the reigning champion of the New York art scene. 
Johns later commissioned Serra to make another 
version for his own Delancey Street studio. (Johns 
eventually donated this piece, Gutter Corner Splash: 
Night Shift, to the San Francisco Museum of Modern 
Art, where it will be displayed once the museum 
reopens next year.)

Around the same time, Serra began experiment-
ing with gravity. He propped lead poles against lead 
plates, sometimes pinning the plate against a wall 
several feet off the ground or tilting four plates so 
that they leaned together. These pieces carried an air 
of danger, and Glass says he could tell his friend was 
entering uncharted artistic territory. One day, he 
and Close and another friend went to Serra’s Duane 

Street studio to help him tip lead plates together 
for the 1969 piece One Ton Prop (House of Cards). 
Each square plate stood 4 feet tall and weighed 500 
pounds. After the pieces were positioned, Glass says 
Serra whispered, “OK, now very slowly walk away.” 
The men didn’t even dare congratulate each other 
by slapping each other on the back for fear the plates 
would fall. (They didn’t.)

Serra savored these creative breakthroughs—One 
Ton Prop and other pieces gained him a dealer in Leo 
Castelli and a $500 monthly stipend—but he knew 
the viewer wasn’t yet playing a starring role with 
these works. In fact, the main thing his audience 

had to do was avoid accidentally knocking the pieces 
over. Then, in 1970, he and his girlfriend at the time, 
the artist Joan Jonas, took a five-week trip to Japan 
because they had been invited to participate in a 
group show in Tokyo. Jonas says they spent most of 
their days walking around the Zen gardens in Kyoto; 
at night, they went to the theater. 

What Serra discovered was that the gardens he 
saw were constantly changing depending on where 
he was standing in the moment—his own body posi-
tion allowed him to line up, or obscure, certain vistas. 
“He loved those gardens,” Jonas says.

He went back to the U.S. and told his dealer he 
“needed a bigger field.” He and Castelli found a col-
lector, Roger Davidson, who was willing to give Serra 
part of his family’s potato field in rural King City, 
Ontario, in exchange for two Prop pieces. Serra and 

Jonas surveyed the land, starting in one 
place and walking in opposite directions, 
stopping the moment they could no lon-
ger see each other. At that point, Serra 
placed a stake, and so did she. From there 
he walked back to the center, eventually 
installing six concrete slabs that stand 5 
feet high and snake across the field in a 
leisurely, zigzag pattern. From a distance 
it looks like a meandering garden path 
that’s been turned on its side. Instead 
of walking on top, though, viewers are 
invited to walk alongside it and around 
it—and take in the vista as they go.

Fittingly, the 10-acre piece is called 
Shift, and it marked a turning point in 
Serra’s career. “Right there, as you walk 
around the piece, you become the content 
as you go,” he says. In 2013, the local town-
ship declared Shift a cultural heritage site.

The epiphany didn’t hit everyone else 
at first. When he tried to pull off a similar 
feat in 1981 by installing a 120-foot-long, 
curved-steel wall near the federal court-
house in downtown Manhattan, people 
who worked in the area called Tilted 
Arc an impasse and petitioned for its 
removal. The U.S. government, which had 
approved the design as part of its com-
mission, eventually sent in a team in 1989 
to dismantle the piece at night, plate by 

plate. Serra was embittered by the affair and unsuc-
cessfully sued the government before it was torn 
down. Today, he says it was “an albatross that hung 
around my neck for years.”

Redemption came in an unusual form, via the 
soaring ribbonlike structures he started making 
in the mid-1990s—inspired by the Baroque church 
San Carlo alle Quattro Fontane in Rome by archi-
tect Francesco Borromini, whose oculus mirrors a 
mosaic tile oval on the floor below. In the mid-1990s, 
Serra visited the spot, entering the church’s central 
oval from a side aisle. Because of the perspective, he 
briefly thought the two ovals weren’t lined up. Even 
after he realized his mistake, he says, “I was more 
intrigued by my misunderstanding.”

It would take him years to sort out the engineer-
ing that would allow him to mold vast sheets of 
steel into elliptical ovals 

MASTER CLASS
Of his practice, Serra says: “You have to be obstinate. 

You have to have an internal necessity.” Next spring, he 
will unveil new sculptures at Gagosian Gallery.  

(Continued on page 170)B
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The Norwegian novelist risked everything by writing My Struggle, his  
3,600-page Proustian account of his life. Now several family members won’t speak 

to him, but his searing, confessional style has made him a global literary star. 

KARL OVE
KNAUSGAARD

Literature

2015

BY LIESL SCHILLINGER   PHOTOGRAPHY BY JUERGEN TELLER

BEAT POET 
Knausgaard with his drum set in his writing studio in Glemmingebro, Sweden.  

Last year, he reunited with his college band, Lemen (“Lemming”), which Knausgaard writes  
about in the fifth volume of his six-volume opus, set to appear in the U.S. this spring.



141

O
NE SUNNY AFTERNOON this August, 
in the medieval Swedish resort town 
of Ystad, the Norwegian author Karl 
Ove Knausgaard appeared outside 
my hotel to pick me up, a day ahead 
of schedule, on half an hour’s notice. 

Even if the street had been crowded, Knausgaard 
would have been instantly recognizable, standing 
6-foot-4, with a wolf’s mane of silver hair, ice-blue 
eyes and craggy woodcut features, but Ystad is a 
sleepy town, and the street was empty. He stood 
beside a white VW van, calmly smoking a Chesterfield, 
dressed in a dark jacket and artfully slashed jeans. 
Walking up, I felt as though I were stepping into the 
album cover of  The Freewheelin’ Bob Dylan. It was 
jarring to think that this unassuming guy, driving a 
scuffed van cluttered with toys, old CDs and a baby 
seat, is quite probably in line to receive a Nobel Prize 
in literature for his epic saga of what he describes as 
“the tormented inner life of one male.” 

The first time I met Knausgaard was in the spring 
of 2014, after a standing-room-only talk in a cavern-
ous hall of the New York Public Library following the 
publication of the third volume of his 3,600-page 
autobiographical novel,  My Struggle. He was so 
thronged by literati that it was hard to get to him. 
(This was a big change from one of his prior trips 
to New York, in 2012, when a small group of early 
Knausgaard adopters turned up at the tiny 192 Books 
in Chelsea to hear him. Overcome with nerves, he 
told the moderator, Lorin Stein, the editor of the lit-
erary quarterly The Paris Review, “If anyone leaves 
while we’re talking I won’t be able to go on.”) This 
summer, I spent three days with him in Scandinavia, 
amid the church-dotted fields and hills of the vil-
lage of Glemmingebro, in southern Sweden, where 
he lives with his wife, the poet and novelist Linda 
Boström, and their four young children; in Ystad, 20 
minutes away; and in Oslo, where I accompanied him 
for a reading from his newest book,  Om høsten  (In 
Fall).  At  Oslo’s Kulturhuset cafe, he swayed from 
side to side, barely containing his anxiety while he 
read from his new book in a deep Norwegian sing-
song, as the crowd reacted to his text with exuberant 
appreciation. There was no need for him to be ner-
vous anymore, but he couldn’t override the instinct. 
“The way I am hasn’t changed, the way I feel hasn’t 
changed, the success doesn’t help at all in regard to 
that,” he says. “A way of being has nothing to do with 
what happens to you; it’s completely irrelevant.” 

Since the emergence of the six volumes of  My 
Struggle, which began in 2009 and continues as 
the books are translated into dozens of languages, 
Karl Ove Knausgaard, 46, has become one of the 
21st  century’s greatest literary sensations. Despite 
the ominous title—My Struggle  (Min Kamp  in 
Norwegian)  is also the name of Hitler’s memoir-
manifesto, Mein Kampf—this is no warlike screed. 
It is the intensely personal, discursive and searingly 
honest story of a Norwegian man’s coming of age, of 
his continuing ordeals as an adult, of his philosophi-
cal preoccupations and of his determination to write 
the authentic story of his life, as he perceived it, 
whatever the cost: to “just say it as it is.” 

The books have beguiled and confounded nearly 
every critic, editor and novelist who has read 

them. They compare him to Marcel Proust for his 
magisterial evocation of the past (Knausgaard 
devoured  Remembrance of Things Past  in the mid-
’90s, as soon as it was available in Norwegian, “a 
brilliant translation,” he says) and to the Chilean 
novelist Roberto Bolaño for his contemporary 
stream-of-consciousness style. In 2012, when the 
first volume of  My Struggle  appeared in English, 
translated by Don Bartlett, Knausgaard’s work went 
global. The critic James Wood, who dubs the reac-
tion “the Knausgaard effect,” compares him to the 
Beats, like Allen Ginsberg and Jack Kerouac, and 
to the Russian greats: Fyodor Dostoevsky for his 
“contradictoriness” and Leo Tolstoy for his “utterly 
prosaic centrality.” The author Zadie Smith, upon 
reading the first 200 pages, tweeted that she craved 
the next volume “like crack”; the novelist Jonathan 
Lethem said, “I’m always putting things off to gulp 
down another episode.” 

Alternating between wide-lens and microscopic 
focus, jumping back and forth between past and 

present,  My Struggle  relays Knausgaard’s everyday 
routines, terrors, joys, miseries and hopes—from his 
adult setbacks and insecurities to the agonies he suf-
fered as a boy in small-town Norway in the ’70s and 
’80s, when his bullying father mocked his speech 
impediment and his oblivious mother bought him 
a flower-sprigged ladies swim cap to wear to the 
pool, to the adrenaline rush he felt when he bought 
illicit beer with friends, listened to new songs by the 
Clash  and Echo and the Bunnymen, played in rock 
bands with his older brother, Yngve, and finally fig-
ured out how to have sex. In Book 1, the focus is the 
death of his father, in 1988, from alcoholism; in Book 
2, it is his coup de foudre with Boström and the births 
of their first three children; in Book 3, his childhood 
in Tromøya, an island in southern Norway, near the 
town of Arendal, where his father taught school and 
his mother worked as a nurse; in Book 4, the gap year 
he spent as a schoolteacher in a fishing village by the 
Arctic Circle; in Book 5, his decade in Bergen, Norway, 
as a university student, self-doubting writer, bad 
boyfriend and unsuccessful first husband; and in the 
sixth and final volume, a meditation on Hitler, the 

Norwegian mass-murderer Anders Behring Breivik 
and the dark roots of human nature. Four have 
appeared in English so far; the fifth comes out in the 
U.S. next spring. In the sixth volume, as yet untrans-
lated, Knausgaard also describes the breakdown 
Boström suffered after  My Struggle  was published. 
Writing that section made him cry, he says; but she 
was “OK” with him revealing their private life in the 
books, he says. “She says it’s not flattering, but it’s 
the way it is,” he says. “So I think she accepts it.” 

Readers have been astounded by the thorough-
ness of Knausgaard’s recollections and the granular 
detail of his descriptions and dialogue. “The point 
of the book was not my life but what I made out of 
it in literature,” he says. Explaining his process, he 
adds, “The recall comes in the writing. I started out 
with nothing. What went into the book was a few pic-
tures and a few memories; everything was evoked in 
the process. It was like getting access to that time 
through writing about it. I think everybody could 
do it.” Most would not dare, not only because of the 
project’s ambition, but because of the intimacies 
Knausgaard forced himself to violate in pursuit of his 
goal of scrupulous honesty. Other writers can’t help 
being aware of his confessional innovation, says Geir 
Berdahl, the recently retired CEO of Forlaget Oktober, 
Knausgaard’s Norwegian publisher. “Many now are 
writing about themselves, or personal things,” he 
says. “But it’s not so easy to write like Karl Ove.” 

When the first volumes of  My Struggle  emerged 
in Norway in 2009, they created a national uproar. 
Nobody was more stunned than Knausgaard that 
when others beheld his self-portrait they saw their 
own faces. “It was very shocking when I realized how 
people read it,” he says. “I thought, This is so private 
it’s almost unreadable—but it worked the other way 
around.” He was so convinced that the book would 
hold no interest for non-Scandinavians that he told 
a British publisher who expressed interest not to 
buy it. He was ashamed of the writing. “It’s bad,” he 
still says. “I wrote it rather blindly, I didn’t think it 
was exceptional. I thought this would be a minor lit-
erary book, I thought it would be a step down from 
my other books, I thought maybe it was boring and 
uninteresting and really about nothing.” He realized 
his mistake only when he met Scandinavian journal-
ists for the first time, “and some of them were almost 
white in the face and found it very hard to discuss the 
book. I thought then: Something is going to happen.” 
It did; a new British publisher soon came calling and 
publishers from dozens of other countries. Now he 
says, “I think people almost vomit when they hear 
my name because I’m so often in the news. It’s true. 
Oh, God. I try to keep a low profile in Norway, but it’s 
hard. It’s terrible.”

A
T KNAUSGAARD’S HOME in Glem-
mingebro, three long, low houses 
enclose the sides of a grassy yard dot-
ted with trees, ornamental bushes, 
pink hollyhocks and a rustic old pump. 
On the fourth side is a trampoline 

behind an apple tree, closing the rectangle. The back 
of the main house looks across the lawn to the cottage 
that holds Knausgaard’s writing studio. It resembles 
an illustration in an old Mother Goose book—cream 

ASHES TO ASHES 
“I thought, This is so private it’s almost unreadable—but it worked the other way around,”  

says Knausgaard, who did not expect My Struggle to be a commercial success. Above: An ashtray 
 overflowing with Knausgaard’s preferred Chesterfield cigarettes in his writing studio.

“in my worLd  
there is something 
wrong with peopLe  

who are writers.  
if someone wants to 

write, that means  
there is something 
incompLete in them.  
if they’re writers,  

it’s a certain sign of 
unhappiness.”

—KarL ove Knausgaard



TIME REGAINED 
Knausgaard in  

his studio. Of writing 
My Struggle, he says, 

“I was going to use 
everything I had, and 
use it up, so I couldn’t 

use it again, so there 
would be nothing left to 

 write.” He compares 
the impulse to suicide.  
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walls with burgundy-trimmed casement windows 
and half-pipe tiles on the roof. Boström came to the 
door of the main house as we crossed the lawn. Petite 
and daintily built, she held their youngest child, 
Anne, 18 months old, on her hip (they also have Vanja, 
11, Heidi, 10, and John, 8). Anne stretched out her arms 
for her father, and he reached for her. Entering his 
studio, I saw books everywhere—lined up in shelves, 
stacked on the floor, propped in piles leaning against 
other books—hardbacks and paperbacks, galleys and 
manuscripts, rising in towers from the coffee table. 
Some came from Pelikanen, the company he formed 
in 2010, which publishes mostly fiction in translation 
and contemporary Norwegian literature. The room 
recalled a post-apocalyptic college library. Empty 
beer cans, Pepsi Max bottles, water glasses and cof-
fee mugs rose amid the bookscape; and cigarette 
ash dusted everything, trailing in shallow rivulets 
between the books, bottles and crockery. A guitar 
in a blue nylon bag leaned against a doorway into a 
den, where I could see speakers, amps and a drum set. 
Sunlight spilled through the open door and window, 
and as we sat down, I heard leaves rustle in the gar-
den and the unfamiliar caws of Swedish birds. 

That morning, Knausgaard tells me, he had woken 
before sunrise, as he always does, to write before 
his children got up. His task was to produce the 
final entry for his upcoming book Om vinteren (In 
Winter). Like Om høsten, it is part of a quartet (the 
others are  In Spring  and  In Summer) of essays on 
240 different subjects—his selective lexicon of the 
universe. He conceived the project while awaiting 
Anne’s birth, wanting “to show her the world she 
will find, all the objects: This is everything; there’s 
no difference between a toilet seat, vomit, a rainbow 
or gold. I wanted to look at everything without preju-
dice.” Before flying to Sweden, I had been unnerved 
by the prospect of interviewing a man whose every 
secret had already been printed, published, dis-
cussed and dissected. I confessed these fears to him. 
“I have secrets, some things I haven’t told anyone,” 
he reassured me. “I guess everyone is like that.” One 
of the confidences he disclosed was that, during a 
recent visit to Tromøya, he met a teaching colleague 
of his father’s who told him that his father had been 
beaten when he was a child by Knausgaard’s grandfa-
ther. “I also got letters from childhood friends of my 
father that gave me the same impression,” he says. “I 
was very happy that they didn’t tell me these things 
before I wrote the book, because the book is based on 
my perspective of what I saw.” 

Knausgaard forced himself to start writing these 
pages in 2008—the year he turned 40—at breakneck 
speed, without second-guessing the quality of his out-
put, to break through a long period of writer’s block. 
He had previously published two literary novels: Out of 
the World (1998), which made him the first debut nov-
elist to win the Norwegian Critics Prize for Literature; 
and A  Time for Everything  (2004), his own favorite, 
but which “nobody else is interested in because it’s the 
most fictional book,” he says. “It’s about angels, like 
angels do exist, they really were around. The mystery 
in the book is where did they go? It’s a retelling of the 
stories in the Bible.” But in the middle of the aughts, 
a number of distractions, including the sudden onset 
of fatherhood, with its relentless cycle of diapers, 

feedings, tantrums, grocery runs and baby parties, 
had derailed his vocation. “I felt like I was living some-
body else’s life, not my own life,” he recalls. “I wrote 
for four or five years with no result, with nothing.” In 
Book 2, he calls this period a midlife crisis. “When you 
were 40 you realized it was all here, banal everyday 
life, fully formed, and it always would be unless you 
did something,” he writes. “Unless you took one last 
gamble.” My Struggle was that gamble. 

No other Norwegian writer had dared such full 
disclosure. France has a tradition of autobiographi-
cal fiction, and memoir is common in the United 
States but not in Scandinavia. Lorin Stein observes, 
“Norwegians say that the confessional instinct is so 
culturally alien to them that it was, in a funny way, 
useful to him.” As Knausgaard sees it, “There was a 
threshold for writing about real people, and it was 
shockingly open.  That was very important to me, it 
gave me courage.” 

To heighten the stakes and to increase Knausgaard’s 
resolve, his publisher at  Oktober  suggested he pro-

duce the book serially, “as Dickens did,” one short 
volume a month, then rerelease them as a single, 
1,500-page  magnum opus. Knausgaard thought the 
idea was “fantastic.” If he missed a single deadline, he 
would be publicly shamed, at least in his own mind. 
“The risk factor was very important,” he says. “I 
couldn’t say, ‘I need more time.’ If you have to do it in 
eight weeks, you can’t care about the writing or com-
position; anything goes. It’s a way of making yourself 
free.”  However, once the terror of falling behind on 
his deadlines had liberated him, Knausgaard wrote 
so many pages so quickly that he and his editor, Geir 
Gulliksen, realized a new format had to be devised. 
They and Oktober’s then-CEO, Berdahl, announced 
that they would publish six full-length novels, back to 
back: And thus, My Struggle was born. Fed up with the 
artifice of fiction, Knausgaard decided to use actual 
names and events to the greatest extent possible. “I 
felt like I never said what I really meant to anyone; I 
was trying to please everybody. I felt like a coward, 
and I wanted to break out of all of that.” 

Upon the release of the first volume,  A Death in 
the Family, in Norway in 2009, Knausgaard’s uncle 

(his father’s younger brother) threatened to sue to 
stop publication. In that book, Knausgaard wrote 
in wrenching detail of his father’s drunken demise, 
describing the visit he and his brother, Yngve, made to 
their addled grandmother’s house, where their father 
had died. Finding befouled carpets and sofas, moun-
tains of empty bottles and piles of rotting clothing, 
“not only mildewed, they were decomposing,” they 
cleaned up the filth, putting on rubber gloves and get-
ting out bleach and Jif cleanser to “scour and scrub and 
rub and wipe” as if “all that had been destroyed here 
would be restored. All. Everything.” Knausgaard’s 
uncle charged that his nephew had invented the 
squalid denouement. “The claim was that he died of 
natural circumstances,” Knausgaard says, “that it was 
a heart attack and there were no bottles in the room 
and so on. I started to doubt what had really happened. 
I wondered, Had I exaggerated because I wanted a 
better novel? It was like I was going insane.” When a 
doctor who had witnessed the disturbing scene wrote 
a letter corroborating his story, Knausgaard’s account 
was validated. Today, he defends, in absolute terms, 
the right to free expression: “There’s no danger in say-
ing even the most terrible thing,” he says. “You must 
be allowed to say it.” 

Still, his father’s side of the family no longer speaks 
to Knausgaard. And more controversies were to come. 
In Book 2,  A Man in Love, Knausgaard describes his 
reaction to being rejected by Boström upon their first 
meeting, in 1999, at a writers’ retreat, while he was still 
married to his first wife, the journalist Tonje Aursland, 
whom he had married in 1995. When Boström turned 
him down, he took a shard from a broken water glass 
and carved long cuts on his face. Seeing him the next 
day, she cried. When they remet in Stockholm three 
years later, they fell in love. Knausgaard fainted at 
their first kiss. Aursland knew none of this history 
until she read My Struggle. Devastated, she produced 
a radio documentary, Tonje’s Version, in 2010, in 
which she confronted her ex; but since then, they have 
repaired their friendship. Knausgaard dodged awk-
wardness with the third volume, Boyhood Island,  by 
warning his mother, with whom he has a warm rela-
tionship, to skip it, fearing she would be hurt by his 
examination of his boyhood griefs. (She obliged.) She 
had been so upset by his first novel, Out of the World, 
which draws on Knausgaard’s unhappy memories of 
his father, that she “went silent for two weeks. She was 
shocked,” he says. “She has a very different impression 
of who I am. That was hard for her.” 

W
HEN KNAUSGAARD first arrived 
in Bergen as a student, in 1988, 
at 19, he was miserable, by his 
own account, and he depended 
on his older brother for his 
social life. Knausgaard had 

been accepted to an exclusive writing academy but 
lost confidence when his teachers and peers did not 
express admiration for his work. “He was the saddest 
person I’d ever seen,” recalls his best friend from 
those days, the gonzo writer Geir Angell Øygarden 
(who volunteered as a human shield in the Iraq War 
and later wrote about it in his book Bagdad Indigo—
the first publication from Knausgaard’s company, 
Pelikanen, in 2011). “It 

“i thinK peopLe  
aLmost vomit  

when they hear  
my name because  

i’m so often in  
the news. it’s true.  

oh, god. i try  
to Keep a Low  

profiLe in norway,  
but it’s hard.  
it’s terribLe.”

—Knausgaard 

LIFE, INTERRUPTED 
Top: The scene in Knausgaard’s studio. Above: Knausgaard at his home in Glemmingebro, Sweden, where he lives  

with his wife, Linda Boström, and their four children. “I know where my fascinations lie, I try to go there,” he says of his process. 
“You can really write about anything—you don’t need a subject or a story. You can just write.”(Continued on page 172)
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T
HE SEED FOR PRADA’S latest resort 
and men’s collection was sown 
when Miuccia Prada—the indefati-
gable woman who puts her stamp on 
everything Prada produces, from its 
color-uncoordinated collections to 

the paper cupcake doilies in her new art foundation’s 
retro Italian café—called her design director, Fabio 
Zambernardi, and said, “T-shirt.” 

Mrs. Prada’s collections (she is always Mrs. Prada) 
often start with this kind of head-scratch-inducing 
utterance, which must then be painstakingly decon-
structed, ramified and translated into needle and 
thread. “She never says, ‘Oh, let’s do pleated skirts,’ ” 
says Zambernardi, Mrs. Prada’s chief idea translator 
for over 30 years (not an easy job). Two years ago, for 
instance, Mrs. Prada called him in to her office and 
announced, “I am Pussy Riot.” Beg pardon? “Welcome 
to my world,” says Zambernardi with a put-upon grin. 
“You start with her instinct and then you have to talk 
about it and talk about it. It’s not as easy as working 
for a designer who just tells the assistants what to 
sketch. That never happens here. She’s much more 
interested in exploring her immaginazione than in 
the end result.”

Those explorations can venture pretty far afield. 
In the case of the T-shirt, the driving intuition was 
simplicity. What came out the other end of the Prada 
process—the word process looms large in everything 

the designer does—were skinny boys in two pairs 
of socks, leather shorts and untucked bright-blue 
sweaters covered with rabbits, and skinny girls in 
dresses with chain straps, printed with crossed-
out eyes and interwoven with python skin. And two 
pairs of socks. 

This summer, the collection debuted at Milan’s 
Via A. Fogazzaro, where Prada stages all its fashion 
shows. A line of pale models, their sternums outlined 
under parchment skin, wound its way around the 
bare concrete benches, while overhead hung rows of 
curved and flat translucent panels made from fiber-
glass and corrugated polycarbonate. Mrs. Prada is as 
punctilious about the décor for a show as she is about 
her clothes, and it plays an integral role in her con-
ception of the whole. (The architectural firm OMA, 
which designed the new Fondazione Prada, has col-
laborated with her on staging Prada’s fashion shows 
for the past 15 years.) It was a mystery, however, how 
the fiberglass panels fit together with the crossed-out 
eyes, or what any of this had to do with T-shirts. Were 
they windows? That’s how I saw them. A reviewer for 
an English newspaper saw guillotines. 

The semiotic analysis kicks off in earnest directly 
following every Prada show as Mrs. Prada huddles 
backstage with reporters for a kind of post-game 
wrap-up. It was here that Mrs. Prada publicly 
dubbed the collection “post-modest” and shed 
some light on the intellectual underpinnings of the 

clothes. This is not just fashion chatter. It is funda-
mental to Mrs. Prada’s process.

I met Mrs. Prada a few weeks after the show in 
her offices at Via Bergamo, 21. I no longer remem-
ber what she wore, I’m afraid, but I can still see the 
strong features of her face, her alert green-brown 
eyes and a prominent nose over a mobile mouth. She 
possesses a fierce Anna Magnani magnetism. When 
she laughs, everything goes into motion. I didn’t get 
to see her explode in anger, but I bet that would really 
be something. Across the room was a hole in the floor. 
This is the entry port to the much-remarked tubular 
metal slide that Belgian artist Carsten Höller built for 
Prada. Has Mrs. Prada ever slid down it? Yes, she has, 
a few times after it was installed about 15 years ago, 
she told me, but that was it. After all, she explained, 
you can’t keep sliding down the same slide.

“I wanted to do a modest show—that was the 
T-shirt,” Mrs. Prada told me. “But modesty is not rel-
evant today, with everybody wanting to appear on 
Facebook. So it got transformed from modesty to the 
complete opposite to the point where it got kind of 
excessive. So I called it post-modest.

“The titles are like watering cans for me. I use 
them to try to understand for myself where I’ve ended 

The legendary designer, still fully in control of her fashion empire, has amplified  
her legacy with the new Fondazione Prada, a cultural mini-village on the outskirts of Milan  

that embodies its namesake’s elusive creative spirit.  

MIUCCIA PRADA
Fashion
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SHADOWS AND LIGHT 
Miuccia Prada, photographed at the Rem Koolhaas–

designed Fondazione Prada, which opened in May.



different path, at once more ambitious and less flashy. 
Across from Prada office buildings in Milan’s Largo 
Isarco stood an abandoned distillery from 1910. To 
transform it, Mrs. Prada called on her old collabo-
rator Rem Koolhaas, the Dutch architect who runs 
OMA. He was lukewarm about a straightforward con-
version. “He didn’t want to work on an old industrial 
space—too typical of the art thing,” says Mrs. Prada. 
“At the same time, he didn’t want to take it down and 
do something new. But after a while, he found this 
idea of doing both—a kind of dialogue between old 
and new. That hasn’t been done before. And it fits 
with our idea of doing different things, more exhibi-
tions, responding to things that are happening. It’s 
much more flexible, and we don’t have to worry about 
doing the best show of the year.”

The delightful result is a kind of cultural mini-
village comprising seven reworked spaces from 
the old distillery and three new Koolhaas-designed 
buildings, the last of which, a white tower, will open 
next year. There is gallery space for Louise Bourgeois, 
Damien Hirst and the other contemporary artists 
Prada and Bertelli have been collecting seriously 
since the mid-1990s. 

A black-box cinema in the center of the courtyard 
has folding doors that swing out like wings. Mrs. 
Prada is crazy about the movies, and she’s got big 

around the world. Prada produces clothing and acces-
sories for its namesake brand and for Miu Miu, Mrs. 
Prada’s more fancy-free second label. In 2011, Prada 
sold off a 20 percent slice of itself to the public. But 
Miuccia Prada and her husband, co-owner and busi-
ness partner Patrizio Bertelli, still filter decisions 
about nearly everything Prada does through them-
selves. They have done things that way from the 
beginning, and they mean to keep at it. 

“At the moment, I’m working much more because 
we’re getting bigger,” Mrs. Prada says, “and if you 
don’t want your people to dilute the message, you have 
to really push them so they don’t lose the clue, no?”

Mrs. Prada is 66, but lately it looks as if she’s just 
revving up. In May, the Fondazione Prada opened its 
doors on the outskirts of Milan. This past year has 
been fashion’s Medici moment—the Fondation Louis 
Vuitton opened in Paris’s Bois de Boulogne in a Frank 
Gehry building that looks like a pod of elegant glass 
whales. Mrs. Prada, as you might expect, chose a 

up, because I don’t know. I go by instinct, which is a 
very important part of my process, but after I get 
there, I need to understand why. I know that there is 
always a reason, even if I only discover the reason two 
days before the show.”

It’s safe to say no other designer in the fashion 
world works this way. There’s something sui generis 
about Mrs. Prada and the dialectical zigzag she 
follows from a grainy snapshot in her head to a full-
blown collection. This singularity hasn’t stopped 
Prada from changing the way a lot of people think 
about fashion: that it can convey intellectual heft; 
that pretty isn’t always the highest praise; and that, 
most important, designers aren’t obliged to turn out 
uniforms for seduction.

If these notions seem less outlandish now than 
they did in 1988, when Mrs. Prada made her first col-
lection, it’s because her doggedness and conviction 
have pulled so many people around to her way of 
thinking. “Everything is so coherent. At many other 
houses there are too many voices, but Mrs. Prada 
always takes everything right back to her,” says Julie 
de Libran, who worked with her for 10 years until 
2008 and is now artistic director of Sonia Rykiel. “It’s 
a huge strength.” 

This is unlikely to change. Prada is immense. Sales 
are now roughly $4.65 billion a year in 605 stores 

ANCIENT ECHOES  
Below: The foundation’s Serial Classic exhibit focused on 
the concept of multiples in Roman and Greek statuary; 

in the foreground, Discobolus, second century A.D. 
Opposite: The Haunted House, covered with gold leaf, is 
home to works by Robert Gober and Louise Bourgeois.



HOT WHEELS  
Below (foreground): Walter De Maria’s Bel Air Trilogy: 

Circle Rod, Square Rod, Triangle Rod, 2000–2011, part of 
the exhibition, An Introduction. Opposite: Robert Gober’s 

Untitled, 1993–1994, part of the permanent collection. 

made a short film for Prada.) The two notorious 
nitpickers, Mrs. Prada and Anderson, promptly 
went berserk. “There were the poles, the refrigera-
tor, the glasses—even the paper under the cakes!” 
says Mrs. Prada. “He sketched out a floor in baby 
pink, which everybody refused to do and which was 
impossible in reality, but I said, ‘No, let’s do the baby 
pink,’ and I ended up showing him three different 
shades to choose from. Can you imagine?” When the 
Fondazione opened, they were still putting finishing 
touches on the bar.

 The new Fondazione, with its fingers in so many 
different pies, has gotten Mrs. Prada fired up. The 
first big art exhibit explored Greek and Roman stat-
ues, specifically the role multiple iterations of ancient 
works played historically as vehicles for mass culture 
(how culture gets transmitted is a subject she thinks 
hard about). “I’m always attracted by what I don’t 
know,” says Mrs. Prada, allowing that it wouldn’t be 
far-fetched to see an ancient-Greek discus thrower 
somehow show up in a future collection. Then there’s 
her obsession with opening a school for young movie 
directors. She says she’s found the perfect guy to do 
it—she won’t tell me who—but he’s only 24, and she’s 
worried he can’t deliver. (“Everybody always says 
they want to work with young people, but then after-
wards you actually have to work with young people.”)

much later and almost by accident. Impeccable 
taste, however, was her birthright from a bourgeois 
Milanese upbringing. Her paternal grandfather 
opened his leather shop in Milan’s Galleria Vittorio 
Emanuele II in 1913 (it still stands as a kind of Prada 
shrine, with some of the older artifacts on display not 
available for sale). Before long, Milanese high society, 
including the Italian royal family, was buying leather, 
alligator and walrus trunks there. 

Mrs. Prada found it all at once enchanting and 
stultifying, and she still battles with the residue of 
mannerliness it left her with. “My personal taste 
tends to be too good,” she says, “so I tend to fight 
against it by working with things I don’t like, like 
lace—I did a whole collection based on lace.” 

She got a doctorate in political science at the 
University of Milan before running away to join the 
circus—or, in her case, the next best thing, a mime 

troupe. But by the mid-’70s, she was back safe in the 
family business, which she has said she hated in the-
ory and adored in practice. In the late ’70s, she took 
it over. Around the same time, the push-pull dynamic 
of Mrs. Prada’s life got an important counterweight 
when she met Patrizio Bertelli, a leather-goods man-
ufacturer from Arezzo, at a trade fair. They married 
in 1987, and they’ve been successfully pushing and 
pulling one another ever since. 

The story is often recounted that Bertelli told 
his new wife that Prada needed to sell clothing, and 
that if she wouldn’t design it, he would find someone 
who would. She did, thereby establishing a pattern 
of conjugal head-butting in the creative process. 
Julie de Libran was there when Bertelli insisted 
that Mrs. Prada make sexy tops ample enough to 
accommodate large breasts. “He told her, ‘You can’t 
do it—you don’t know what sexy is!’ It was hard for 
her. She hated it, but in the end she got it. She always 
wants to prove she can do the things she hates.”

For all the recent flurry of extracurricular activ-
ity at Prada, these have not been easy times for its 
main enterprise. Tough economic conditions in 
Europe and a slowdown in the Chinese market hit 
most big luxury-goods brands, but they hit Prada 
harder. Profits fell 28 percent from $703 million to 
$505 million for the full year ending on January 31. 

straight into a window in one of the old buildings. 
“You would never do something like that if you fol-
lowed standard procedure, but that’s what the exhibit 
space needed so we just did it,” says Pompignoli. “I like 
the whole project now, but it took me a while. It meant 
I had to go against all my references and instincts, and 
that was very hard—almost like psychotherapy. But 
in the end, this is where the process led.”

Perhaps the best-loved corner of the Fondazione 
is its Bar Luce. The idea was to re-create the kind of 
old-fashioned Milanese bar that might have served 
the distillery workers pasticceria and thimblefuls 
of espresso in the 1950s. The staff dutifully started 
compiling bar scenes from old neorealist movies. 
“Miuccia said, ‘Wait a minute—why not just get a 
moviemaker to design it?’ There’s a certain logic to 
this,” says Pompignoli. 

“I thought, Wouldn’t it be amazing if it could 
be Wes Anderson? So I kept insisting and insisting 
and insisting, and in the end he said yes,” recalls 
Mrs. Prada. (It helped that Anderson had already 

plans for festivals and workshops here. In all, the com-
pound covers over 200,000 square feet, but it doesn’t 
feel that big. In fact, it feels welcoming and even 
cozy—two words not often associated with Prada. 

There’s nothing inviting about the surround-
ing neighborhood, however. From the grass-topped 
roof of the main exhibition space, you can see the 
weedy tracks of an abandoned railroad line across 
the street. The nearby buildings are either old and 
run-down or new and tasteless—just the kind of off-
putting accents Mrs. Prada likes. I asked one of the 
OMA architects whether the new Fondazione might 
spark a revival of the whole neighborhood. “I cer-
tainly hope not,” he answered.

I strolled through the campus in May with Federico 
Pompignoli, OMA’s man on site for the project, which 
will take eight years from start to finish. This was 
the day the Fondazione opened to the public, and 
Pompignoli looked exhausted. “It was a very stress-
ful process—always testing, researching, back and 
forth,” says Pompignoli. “When I met with Miuccia, 
she said, ‘I’m not an architect but I am very interested 
in process—how clearly you can tell someone what 
you are doing. It must be clear but never obvious.’ She 
was always saying, ‘Oh, that’s so obvious!’ ”

When you do things that way, odd things happen. 
The roof of one of the new buildings, for instance, runs 

At a time when the fashion world is quick—per-
haps too quick—to plant its flag on the high plateau 
of art, Mrs. Prada has always drawn refreshingly 
clear boundaries between the two. But there’s no 
need to label what Mrs. Prada does to remark that 
she’s begun broadcasting on a much wider spectrum 
of frequencies. “I wanted to keep things separate 
in principle, and I was always against it when one 
thing took advantage of another thing, just because 
it was trendy. It can get very superficial,” says Mrs. 
Prada. “But in the end, your mind, your ideas, work 
as one, so everything ultimately gets connected to 
everything else.”

The Milan-based designer Lawrence Steele has 
been watching Mrs. Prada closely since he worked as 
her assistant during the early ’90s. He sees all her far-
flung activities coming together in a kind of global 
gesamtkunstwerke. “When I was there, we didn’t 
have this foundation, we didn’t have the current run-
way space,” recalls Steele. “Now there are so many 
more elements that play against each other. No one’s 
integrated all those elements into a unified vision the 
way Mrs. Prada has. Everything is part of the same 
conversation.”

This is unsurprising since, for Mrs. Prada, that 
conversation didn’t really start with clothing any-
way. Politics and art both came first; clothing arrived 

“i am always 
attracted by what 

i don’t know.”
—miuccia prada



This was the first time annual profits declined since 
Prada went public four years ago. More recent 
results have been only slightly less worrisome—for 
the six months ending July 31, profits were down 23 
percent from the same period in 2014—suggesting 
that the hard times are far from over.

Bertelli, a passionate yachtsman (he has managed 
Italy’s America’s Cup racing team for years), reaches 
for a nautical metaphor. “A really smart tactician on a 
boat anticipates shifts in the wind before they occur, 
and we didn’t,” says Bertelli. “So we found ourselves 
in the middle of a storm without any tools available 
to counteract it. Our slowdown was solely due to our 
own mistakes.”

Mrs. Prada, who is not a sailing buff, has a sim-
pler diagnosis: It was partly a matter of laziness. 
As she sees it, Prada had grown too reliant on the 
steady ka-ching of its greatest hits—particularly its 
most emblematic bags and leather accessories. “You 
shouldn’t rely on one thing,” she says. “At least not 
us.” As with most big fashion brands, Prada’s entire 
edifice rests on a pedestal of handbags. Says Bertelli: 
“When your products are successful, it’s hard to stop 
selling them, but products wear out and you have to 
be brave and kill them off.”

Both agree, too, that Prada must start churning 
out more new products, which Bertelli calls Prada’s 
historical “war machine.” It wouldn’t hurt, add Prada 
watchers, if those new products carried smaller price 
tags. “Prada is by far the most expensive of the mega-
brands,” says Luca Solca, the respected luxury-goods 
analyst at Paris’s Exane BNP Paribas. “I’d like to see 
more canvas and nylon. The name of the game is not 
to be exclusive but to appear exclusive.”

Mrs. Prada is having none of it. “Python is the new 
cotton,” she announced gaily after the recent show. 
“There’s always a lot of irony in my work,” she adds, 
just in case anybody doesn’t get it. Still, we’re talking 
about real python from actual pythons. It’s one thing 
to appreciate that kind of irony, and another thing to 
afford it. Not a problem, says Mrs. Prada. “There are 
so many people who want to spend a lot of money, it is 
incredible!” (Indeed, after the latest earnings figures 
were released in September, Bertelli noted to ana-
lysts on a conference call that Prada’s priciest bags 
account for 20 percent of its sales.)

If there’s any adapting to a new world to be done, 
Mrs. Prada says, it is to make her designs bolder and 
more eye-catching on the surface while retaining 
Prada’s meticulous attention to detail. The nuances 
and sophisticated references will still be there, sub-
tly stitched into the fabric, but she acknowledges that 
fewer of her new customers understand them. She 
calls this approach her terza via—a third way—“not 
too intellectual, not too popular, but in between.”

Even with all the demands on her time, Mrs. Prada 
sees the greatest danger to creativity as doing less, 
not more. “If you see a designer who’s stopped, even 
an artist who’s stopped….” She pauses and sighs. 
She doesn’t envy them. “If you step back, every-
thing becomes more difficult. You have to maintain  
the rhythm.” •

MISE-EN-SCÈNE 
Director Wes Anderson designed the foundation’s Bar Luce 

in the style of an old-fashioned Milanese bar.
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EYES WIDE SHUT  Heatherwick, who has no degree in architecture, 
takes an intuitive, adaptive approach to design. “Each project is its own 
answer,” he says. 

THOMAS
HEATHERWICK

design

2015

With high-profile commissions from Google and Barry Diller and  
Diane von Furstenberg, the designer is enjoying a breakout moment—and 

applying his imaginative vision to projects of vast scope and ambition.

BY SARAH MEDFORD   PHOTOGRAPHY BY DAVID BAILEY

M
OST PEOPLE WHO show up at Heatherwick 
Studio, on the ground floor of a nondescript 
concrete building in London’s King’s Cross, 
probably haven’t seen a topographical map 
since grade school. But here’s a whole wall of 
them, patchworked across an open-plan meet-

ing area—spiky, ice-capped mountains, placid turquoise seas and 
hollowed-out plains abutting each other as in some dystopian 
classroom lesson on climate change. Sitting at a conference table 
beneath them, in cargo pants and a billowing white linen shirt, is 
the designer Thomas Heatherwick, studying the contours of Spain 
and musing about the unexpected, often profound ways people are 
influenced by their surroundings. 

“It’s amazing how 3-D changes your understanding of a coun-
try,” he says. “It almost helps you to understand how people feel in 
different areas, and why some places have a character and identity 

that’s been literally shaped by the land—not just by the local miner-
als or food grown and consumed, for instance.” The designer is in 
his element. “I’ve got a lot more than this,” he says, glancing around 
the maps’ jagged perimeter, “but we need places to show our own 
projects. I started thinking, Should I put them up on the ceiling?”

Welcome to the bumpy, nonconforming world of Thomas 
Heatherwick, whose drive to invent singularly alluring objects, 
buildings and places has propelled him into architecture’s first 
rank—and landed Heatherwick Studio some of the most talked-
about commissions of the past decade. His design for the Olympic 
cauldron at the 2012 London Games, which choreographed 204 
copper torches into a single flaming vessel, was a crowd-pleasing 
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“The Thing 
abouT Thomas 

is ThaT every 
ProjecT 

seems To 
come ouT of  

a comPleTely 
differenT 

bursT of 
imaginaTion. 

noThing 
looks similar.”

—barry diller

new pier could rise up high over the water like a ship’s 
deck, a practical solution in post–Hurricane Sandy 
New York. It could also express structure through 
its components, a Heatherwick hallmark that lends 
human scale to a large project. As a boy, the designer 
had visited a great aunt in Manhattan and seen the 
West Side’s decrepit piers, their tops peeled away to 
expose battered pilings. He remembered being mes-
merized by “these fingers reaching up, these hands 
reaching out—your mind starts to whir. In some ways 
this project is a love poem to those piling fields.” The 
final plan, now in regulatory review and expected to 
debut in 2019, shows each of the 280 pilings bear-
ing a large vessel of landscaped earth skyward, like 
a chorus of raised palms, and connecting with its 
neighbors to form a rippling whole. 

Many of Heatherwick’s most spectacular cre-
ations—such as the Rolling Bridge in London that 
curls up like a seahorse’s tail—convey an improb-
ability that’s almost Seussian. There’s no question 
the designer enjoys playing to a broad audience. 
This eagerness to connect, along with a passion 
for experimentation, has made him a hero to some 
young architects, for whom standard architectural 
discourse is increasingly irrelevant. Heatherwick’s 
outlook celebrates the nobility of a single idea rather 
than a formal belief system or even a personal style. 
In his view, “There’s been something evangelical 
at work in architecture—‘This is the answer! This 
is it!’—but I think that there isn’t one answer. Each 
project is its own answer.” He denies any formal 
influence—or even, despite the tendril-like organic 
and twisted shapes that permeate his work, a pre-
disposition to curves over straight lines. “The world 
is full of postwar boxes,” he observes. “If the world 
were full of curved things, I’d probably be the very 
first one to say, ‘No, let’s do something square.’ To 
me, form making is a response to what’s around.” 

Although the designer’s lack of a signature style 
was an early career challenge, canny marketing, in 
the form of a hefty monograph and several traveling 
exhibitions, and some extraordinary public com-
missions have propelled him forward. “Thomas’s 
projects captivate the public imagination on a very 
deep level,” says his friend Amanda Levete, of the 
London-based architecture firm AL_A. “They are 
inventive, and invention is a very British thing—in 
the history of British design and engineering back 
to Victorian times, it has been perceived as a British 
attribute. And Thomas amplifies that. He is a very 
beguiling character.”

Heatherwick grew up in north London surrounded 
by creative role models. His mother was an artist and 
an expert in bead craft who kept a shop on Portobello 
Road; his father was an educator and a pianist who 
by age 14 had won a prestigious national award for 
young musicians. One grandmother was a textile 
designer, the other a housemaid at Windsor Castle. 
Tagging along with his parents to crafts fairs and 
other places where making was in progress left an 
indelible mark on him, and by the age of 9, he recalls, 
his bedroom was a maelstrom of “junk and tests 
and projects.” He studied 3-D design at Manchester 
Polytechnic because it allowed him the latitude to 
experiment with materials and hands-on construc-
tion, from jewelry making to the fabrication of a 

garden pavilion, his senior thesis project. He built 
another structure for his master’s degree program in 
product design at the Royal College of Art.

Heatherwick’s architectural ambitions were 
clear, but somewhere along the educational road, 
he’d noticed that architecture seemed to be about 
“white paper, white desks and dull computer 
screens” and that the makers were having all the 
fun. “It felt slightly like the emperor’s new clothes,” 
the designer says, twisting around in his chair as if 
to address a crowd. “ ‘Can anyone else not see this?’ ” 
He also began to draw conclusions about the two-
dimensional world that architects worked in and 
the flatness of the built landscape. “It had nothing to 
do with classical versus modern detailing,” he says. 
“People were not understanding how light falls on 
surfaces, and what gives the necessary interest to 
make a large-scale object, such as a building, have a 
human scale that makes you feel comfortable around 
it. The aspiration I’d often seen was toward perfec-
tion, which actually isn’t in our human nature. We 
tend to like people who have quirks and tics and 
peculiarities.” His almost folksy anthropomorphiz-
ing implies that the built world owes much more to 
us than modernism and its progeny have delivered. 
Without a degree in architecture, but with a newly 
discovered calling, Heatherwick opened his own 
practice. Multidimensional design at a human scale 
has been the primary focus of his work ever since. 

Both qualities emerge with audacity in the 
Aberystwyth artists’ studios in Wales, a series of 

tour de force. The following year, he was awarded a 
CBE from the queen. His prize-winning U.K. Pavilion 
at the 2010 Shanghai World Expo enticed more than 
eight million visitors to venture inside what looked 
like a five-story dandelion puffball to witness an 
exhibition on seeds and biodiversity. In New York, his 
vision for an undulating park and performance cen-
ter hovering over the Hudson River on Manhattan’s 
West Side has drawn comparisons to Avatar. And 
the corporate headquarters he’s creating for 10,000 
Google employees in Mountain View, California—a 
collaboration with Danish architect Bjarke Ingels’s 
firm, BIG—features a skein of glass roofs tented 
over a leafy and endlessly mutable campus. Despite 
recent regulatory setbacks that may ultimately scale 
back its size, the project is expected to mark a leap 
forward for the workplace, with robots and perme-
able photovoltaic glass membranes figuring into its 
construction, as well as lightweight ramps allowing 
employees to scooter between work stations. 

Heatherwick, 45, is slight and birdlike, with a high-
pitched voice and a style that suggests a rumpled grad 
student more than plumed starchitect. His unprepos-
sessing manner plays well among a workforce (housed 
at three locations, spread over a few city blocks) that 
now numbers about 180; when a staffer distractedly 
trips over a chair—one of the studio’s toplike Spun 
series, designed in 2007—on her way to the office 
kitchen, he’s quick to jump up and help. 

Since launching his own studio in 1994, fresh out 
of the Royal College of Art, Heatherwick has sought 
out colleagues who share his interest in solving 
design problems at any scale and getting hands dirty 
in the process—still the foundation of the practice as 
it juggles more than 20 active projects on four con-
tinents, from the studio’s annual Christmas card to 
London’s Garden Bridge to a new financial center 
on the Bund in Shanghai. The staff includes pho-
tographers, textile designers, model makers and 
landscape designers alongside digital technologists, 
engineers and some 100 trained architects. (Also 
family: Heatherwick’s father, an educator, advises 
three days a week on organizational matters, and his 
eight-year-old twins stop by often—he is separated 
from their mother, a landscape designer.)

“The thing about Thomas is that every project 
seems to come out of a completely different burst of 
imagination,” says media mogul Barry Diller, who 
first encountered the designer’s work at Shanghai 
Expo and is working with him on Manhattan’s 
Pier 55 Park, which Diller and his wife, Diane von 
Furstenberg, are helping to fund. “Nothing looks 
similar—there’s no linkage. I think he’s the most cre-
ative, interesting architect—other than Frank Gehry, 
whom I adore—alive. They share a kind of genius for 
imagination in its purest form.” 

That gift for freestyle invention is palpable in 
the Pier 55 commission, which began, as most of 
Heatherwick’s projects do, with exhaustive field 
research. Immediately obvious to the design team 
was how marginalized the building zone was by the 
adjacent West Side Highway; to distance itself, the 

SPIN CONTROL  Heatherwick’s Spun chair (shown as a 
negative image) began as an experiment in rotation-shaping 
metal. A commercial version was produced in 2010. 



FLOATING WORLDS
Above, from top: The atrium of Nanyang 
Technological University’s 2015 learning hub 
in Singapore; a rendering of Heatherwick’s 
modular design for Maggie’s Center, a cancer-
care facility with green roofs under construction 
in England; the designer’s scheme for a twin-
hulled riverboat for the French city of Nantes. 
Right: Heatherwick’s 2010 design for an update 
to the London Routemaster bus. 

CURVES AHEAD
Left: A rendering of Heath-
erwick’s proposed Garden 
Bridge, in London, which 
would span the Thames. 
Above: Twisted Cabinet, 
the studio’s first project, 
from 1994. Right: The  
ribbonlike stairs at Long-
champ’s SoHo store. Far 
right, bottom: Extruded 
aluminum bench, 2009. 
Below right: Rolling Bridge, 
2002, in London’s Pad-
dington Basin, curls into 
an octagon to allow water 
traffic to pass. 

TOURS DE FORCE
Above left: Heatherwick’s Seed Cathedral—the 
U.K. Pavilion for the 2010 Shanghai Expo—is a cube 
suspended on 60,000 acrylic rods. It won the top prize 
and jump-started the firm’s commissions in Asia. 
Above: A rendering of Pier 55 alongside New York City’s 
West Side Highway, due to be completed in 2019.  Below: 
East Beach Cafe, in Littlehampton, U.K., from 2005.
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work spaces for 18 artists and arts organizations 
that Heatherwick completed in 2008, a time when 
building from the ground up was a rare opportunity 
for his young firm. The tiny budget precluded for-
mal pyrotechnics, which meant the facades would 
have to single-handedly deliver a memorable sense 
of place. Materials research is often a conceptual 
starting point for Heatherwick, and in this case his 
team began analyzing off-the-shelf cladding systems 
and cheap sheet metals—“looking for the logic that 
would lead to an idea,” he explains. Steel was the 
most durable product, but it was affordable only in 
paper-thin sheets that buckled almost instantly. Still, 
everyone was intrigued. Crinkled steel, it turned out 
from their workshop experiments, had the pleas-
ing familiarity of kitchen tinfoil, with irregularities 
that seemed almost handmade. Maybe the answer 
lay in embracing the dents and dings instead of see-
ing them as deficiencies? Team members invented a 
crank-operated roller that could uniformly mangle 
the steel; they also clad the buildings themselves 
on site to save labor costs. In the misty coastal light 
of Aberystwyth, the buildings look buoyant, almost 
like a clutch of silvery party balloons. 

Delivering such routine encounters with 
beauty has put Heatherwick Studio on the radar of 
deep-pocketed developers worldwide, which has 
challenged the firm to be clear about the work it wants 
most. Strategic planning, urban infrastructure and 
public service buildings, like a new cancer-care 
center in Leeds due to open in 2017, are all in the 

foreground. And after two decades of standing under 
the figurative lightbulb, Heatherwick is eager to let 
the light shine on other members of his team. “We’re 
very romantic about the cultural individual,” he says 
with some resignation. “I feel like I disappoint people 
one by one when I say, ‘No, we had these ideas all of 
us together, analyzing, refining and throwing out the 
bad ones and just refining down.’ The lens we were 
looking at to judge was the important thing.” 

That lens is now widening to invite collaboration 
with outside firms, notably Foster + Partners, on 
the Shanghai financial center, and the Bjarke Ingels 
Group in Silicon Valley. “It was actually my sugges-
tion,” says Heatherwick of his partnership with Ingels 
on the new Googleplex. “They narrowed it down to a 
small handful of us. Bjarke I knew from a number of 
years ago, when we’d worked together on a project 
in Leeds, Leeds Eastgate. So I gave him a call and he 
said yes. I can’t go into all the details. We decided to 
collaborate 50-50. We initially were doing the mas-
ter plan together, and that went so well, we just said, 
‘Let’s keep going. Let’s do the buildings together.’ ” 

Ingels, one of the most openly ambitious archi-
tects in the world, enjoys a friendly rivalry with 
Heatherwick, four years his senior, but praises his 
friend’s alternative mind-set. “Thomas comes from a 
world of craft and artisanship—and has created some 
incredibly ingenious and artful objects,” says Ingels. 
“What is particularly exciting to see right now is how 
he has been able to apply that care and sensibility to 
bigger urban and architectural projects.” 

By all accounts they are enjoying the pro-
cess. “You’re praised together and you’re blamed 
together,” Heatherwick explains. “You don’t have one 
place where the ideas come from—on that basic level, 
you’re just saying, ‘What can we do?’ ” Practically 
speaking, doubling the brainpower on a project of 
Google’s gargantuan size makes sense. Though the 
scale of the campus is currently in limbo (Google’s 
latest proposal is for one building of almost 600,000 
square feet—likely a first step, as the original plan 
had been for four buildings and 2.5 million square 
feet), the combined team meets regularly to move the 
design and its attendant technological innovations 
forward in anticipation of approval.  

In addition to Google and Pier 55, Heatherwick 
is busy with a public monument for Manhattan’s 
Hudson Yards development and a residential build-
ing on the High Line, both for Related Companies. In 
each instance, he’s been impressed by the American 
appetite to get things done, which he feels has dis-
sipated in Britain. “Ambition is a form of creativity,” 
he says. “To have the courage to think that some-
thing is possible, and what its real implications are, 
is another vast aspect of imaginative attention. 
Realizing that is stretching me—I’ve felt creatively 
stretched in America.” 

Ultimately, Heatherwick’s drive to invent is 
anchored in empathy. “How do you make a building 
perform in the best possible way but not detract from 
people’s lives?” he asks. For him, the answer lies in 
making it relatable on the most intimate terms. 
People deserve nothing less than magic every time—
and that sense of belonging. “Because the place you 
really value is your own place,” he says. “It sounds so 
basic. But that’s what we’ve tried to do.” •

“ambiTion  
is a form of 
creaTiviTy.  
To have The 
courage To 
Think ThaT 
someThing is 
Possible is  
a vasT asPecT  
of imaginaTive 
aTTenTion.”
—Thomas heaTherwick
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After a year and a half of runaway user growth, Slack is poised to change the way  
we work—all because of the co-founder and CEO’s faith in the power of play.

STEWART
BUTTERFIELD

technology

2015
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T
HE OFFICES OF SLACK, in the tech-
centric SoMa district of San 
Francisco, feature endless swaths of 
bare wall-to-wall carpet awaiting the 
installation of desks and chairs. Wires 
hang loosely from ceilings, eager to 

attach themselves to future computer workstations. 
Blank whiteboards idle at the edges of soon-to-be-
bustling rooms. These are anticipatory spaces—the 
headquarters of a company poised to explode with 
new hires. 

Slack stands on the precipice of product mega-
fame. There’s a decent chance you haven’t heard 
of it yet, and it sounds almost banal in description: 
software that helps groups of co-workers exchange 

instant messages and swap electronic files. Yet Slack 
is, by some estimates, the fastest-growing business 
application of all time. Slack’s customer base has 
expanded tenfold in the past year. Its 1.25 million 
users now include employee teams at Samsung, eBay, 
Pinterest, Deloitte, Harvard University, NASA’s Jet 
Propulsion Laboratory and the U.S. Department of 
State. More than half of its customers are outside 
the United States—Slack has offices in Dublin and 
Vancouver and is looking into the possibility of estab-
lishing outposts in Melbourne and Tokyo. In April, 

Slack received a new round of private investment 
that valued the company, which is not yet two years 
old, at $2.8 billion. It had been valued at $1.1 billion a 
mere six months earlier.

Why is Slack taking over the world? First, it mini-
mizes the need for email. From casual check-ins 
to corporation-wide announcements, from newly 
posted automated reports to the latest pictures 
of your colleague’s cute new baby, Slack has now 
become the place where office workers can huddle, 
kibitz and learn from one another. And second, Slack 
users quickly come to see it as not just another soft-
ware tool they’re forced to keep tabs on, but rather 
as the new office water cooler—a fun place to hang 
out and be part of their work community. “The whole 

ROLL WITH IT  Butterfield in Slack’s Vancouver  
office; the custom seating was designed by Leckie Studio 

and Slack’s head of design, Brandon Velestuk.   



2009. “We had some strong beliefs about what we 
wanted the game to be, which was noncombat, non-
competitive world-building,” says Cal Henderson, 
who worked on Game Neverending and has stuck 
by Stewart’s side, eventually becoming Slack’s co-
founder and chief technology officer. “We thought 
that was a less niche idea than it turned out to be. In 
fact it was a disaster, and soon we had no money.”

Desperate to find side revenue so he could keep 
paying his employees, Stewart bulked up an ancil-
lary project the team had been toying with. At the 

dawn of the digital camera, before 
Facebook existed, they’d invented 
a neat way to share photos online. 
This became Flickr—a hugely suc-
cessful photo-hosting site that was 
bought by Yahoo in 2005 for an 
amount Butterfield has previously 
said was “somewhere between 

$22 million and $25 million.” Butterfield and his crew 
went to Yahoo under the terms of the sale but didn’t 
stick around. Butterfield’s whimsical 2008 resigna-
tion letter to Yahoo is now legendary. “As you know, 
tin is in my blood,” it begins. It goes on to posit a fic-
tional universe in which Butterfield joined Yahoo in 

1921, back when “it was a sheet-
tin concern of great momentum, 
growth and innovation.” 

Out on his own again, 
Butterfield re-gathered much of 
his gang and sought investment 
for a new endeavor. Bradley 
Horowitz, now vice president 
of streams, photos, and shar-
ing at Google, had worked with 
Butterfield at Yahoo and didn’t 
hesitate to bet on him. “I’d 
been blown away by his uncon-
ventional way of approaching 
problems,” says Horowitz. “I 
didn’t know or care what he was 
going to build; I just wanted to 
be a part of anything Stewart 
was leading.” Funding in hand, 
Butterfield vowed to take 
another shot at making Game 
Neverending, certain he could 
make it work this time. The 
resultant game, retitled Glitch, 
let players cultivate plants, talk 
to rocks, sing to butterflies and 
meditate. There was no fight-
ing—really, no conflict at all. 
It was not exactly Grand Theft 

Auto. And over time, it became clear that Glitch, 
like Game Neverending, would never be profitable. 
“We’re terrible at making games,” says Henderson. 
So they shut it down. 

Glitch might have been too gentle for this world. 
“Stewart’s a hippie,” Henderson explains. (It’s no 
accident that Slack’s official corporate values include 
empathy, courtesy, solidarity and playfulness.) But 
for the second time, Butterfield managed to spot the 
viable business lurking within the failure. The Glitch 
team, spread out in different cities, had been communi-
cating using a system they’d rigged for themselves—a 

years of his life to head-in-clouds academic pursuits. 
Yet now he builds practical tools to enhance the brute 
productivity of the corporate world. Likewise, you 
might be surprised to learn that Butterfield was born 
to countercultural parents who named him Dharma 
Jeremy Butterfield—before he renamed himself 
Stewart at age 12 because it was the least weird name 
he could think of. He spent his earliest youth in a 
log cabin in western Canada with no running water, 
phone or electricity. The nearest other child lived 
miles away. Yet now he harnesses sleek, cutting-edge 

technology in the service of better connecting people 
who sit at adjacent desks. 

Perhaps the oddest irony of Butterfield’s career is 
a repeated disjunction between intent and results. 
Twice now Butterfield has tried to build wacky 
computer games—frivolous, pointless entertain-

ments set in imaginary realms. Yet both times he 
has ditched those games to instead build software of 
powerful, real-world utility. 

It happened first in the early 2000s, when 
Butterfield and some pals began to make something 
called Game Neverending. (The team included his 
then-wife, designer-entrepreneur Caterina Fake, 
with whom he had a daughter in 2007; the couple 
separated soon after.) This was an online, massively 
multiplayer game that, by all reports, offered no real 
objectives or endpoint—not unlike Minecraft, a best-
selling video game that debuted a few years later, in 

spectrum of communication across a company can 
happen inside Slack,” says co-founder and CEO 
Stewart Butterfield, 42. “All those heterogeneous 
messaging schemes disappear.” Slack has indeed 
become such a deeply engrossing, near-addictive 
addition to the modern office that an internal memo 
Butterfield circulated to his staff was titled “Slack as 
a Distracting Menace.”

The phrase suggests the sort of wry, self-
searching mind-set Butterfield is known for. On 
a weekday morning, behind a conference room 
door labeled solely with an emoji 
(the “tada” emoji, which features 
erupting confetti and streamers), 
Butterfield is drinking espresso 
shots and revving into an animated 
discussion that is not about ven-
ture capital, or customer adoption 
rates, or employee efficacy or even 
the hazards of always-on connectivity. He’s instead 
musing on the essential difference between living 
and nonliving things as understood by 19th-century 
scientific thinkers. 

It turns out this topic was central to the thesis 
Butterfield wrote while earning a master’s degree in 
philosophy from Clare College, 
University of Cambridge. “You’ll 
never have a Newton for a blade 
of grass,” Butterfield says, para-
phrasing Immanuel Kant by 
way of elucidating the rich com-
plexities of this subject and his 
interest in them. “You’ll never 
have that precise, crystalline 
explanatory power of what life 
is—even when you consider the 
most basic of life forms.”  

Butterfield is compact and 
somewhat manic; he’s prone to 
leaping suddenly from his chair 
to draw an illustrative graph 
that requires him to uncap 
multiple colored markers. In 
conversation, he flaunts a wide-
ranging, hyperactive intellect 
that spews references to quantum 
mechanics, genetic homologies, 
eudaemonia (a Greek word mean-
ing “human flourishing”) and 
the analytic philosopher Hilary 
Putnam. Despite his eclectic, 
far-ranging knowledge base, he 
also manages to be casual and 
self-deprecating. “Ultimately,” he 
concludes with regard to his thesis material, “the dif-
ference between a living thing and a nonliving thing 
is that the living thing is alive. And so I wrote 30,000 
words on that.” As to why he abandoned academia for 
a life in the tech industry, forgoing his Ph.D. so that 
he could move to Vancouver and begin designing 
software and Web pages? “There’s not a lot of oppor-
tunity in philosophy, outside the big five philosophy 
firms, of course.”

It can be difficult to reconcile the elements of 
Butterfield’s wonky, ivory tower past with his go-go, 
Silicon Valley present. Here’s a man who dedicated 

platform that allowed them to quickly 
form chat groups and share files with 
one another. Now they funneled all their 
efforts into making it something busi-
nesses might buy. “People have a lot of 
trouble recognizing that their beautiful 
idea, the one they’ve been nurturing for 
years, didn’t work,” says Amy Jo Kim, a 
start-up coach who helps entrepreneurs 
develop products, and who has known 
Butterfield socially for years. “Stewart 
has the humility to say, ‘I wasn’t as bril-
liant as I thought I was,’ and then to let go and find the 
phoenix in the ashes.”

“I’m opportunistic in the face of catastrophe” 
is how Butterfield puts it. “We noticed a virtual 
circle,” he says, “where the more that people hung 
out in our messaging system, the more features we 
wanted to put into it. And the more features we put 
in, the more people wanted to use it. 
We all agreed that, whatever we did 
next, we’d never want to collaborate 
again without using a system like this. 
So we thought it might be valuable to 
other people as well.” 

He underestimated just how valu-
able. Slack’s biggest selling point is 
that it’s an email killer. Email’s a hor-
rible way to communicate within a big 
organization, as each new message that 
comes in receives equal weight in your 
in-box, whether it’s earth-shattering 
news or a notice that the coffee machine 
is on the fritz again. Firms that start 
using Slack report that they send 
nearly 50 percent less email, resolv-
ing issues inside different channels 
on Slack instead. Workers save time 
that was once spent deleting emails 
like, say, “Subj: Anyone heading out to 
lunch?” and can instead peek into the “Lunch” chan-
nel on Slack if they’re looking for a sandwich buddy.

People using Slack quickly come to appreciate 
its slick interface. They can integrate other kinds of 
business software in powerful combinations, with-
out ever leaving Slack. They can effortlessly form new 
sub–chat rooms that bring smatterings of colleagues 
together to solve a pressing problem. It all flows 
seamlessly between desktop at work, laptop at 
home and phone in between. Organizations 
discover that their workers spend time within 
Slack not just out of a sense of duty, but because 
they want to be where all their work pals are 
hanging out. The average user logs 10 hours 
per weekday connected to the system. (Slack is 
free to use, but a paid version unlocks more fea-
tures, including enhanced searchability.) 

Butterfield used to play in improvisational 
music groups, and he frequently mentions live 
jams as akin to the workplace—both contexts 
where it’s important to pay attention to what 
others are doing, and to find complementary 
roles for everyone that help push the collective 
to greater heights. “A lot of the value in Slack 
is in transparency,” he says. “It’s easy to duck 
into channels and get a sense of what’s going 
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on all over the company, without having to read 
every email.”

Over time, users even find themselves harboring 
affection for Slack. It’s a cheerful environment—full 
of cheeky emojis and GIFs and a goofy “Slackbot” 
that’s ready with an automated quip. Slack just seems 
to make people happy. Eighty percent of customers 

in a recent survey felt Slack 
had a positive influence on 
their workplace culture. 

“An enterprise collabo-
ration software product is 
not something you expect 
people to love,” says 
Horowitz. “But people 
actually evangelize Slack 
and talk about its transfor-
mative powers. Partly it’s 
the tone. Stewart is such 
a jokester, and that voice 
comes through in Slack—
his wit and his playfulness.” 
From the color palette to 
the eccentric bot that walks 

you through your first log-in to the quirky 
messages that greet you when you log in each 
time after that, Slack has personality. “Not 
many people can build things at Internet 
scale,” says Andrew Braccia of Accel Partners, 
the biggest shareholder in Slack, “but still be 
able to recognize the tiny details that go into 
making a community grow.”

This is the kind of enterprise software that 
gets made by a philosophy major. And, notice-
ably, by a lover of games. Asked to name Slack’s 

predecessor, Kim points not 
to messaging systems but 
to Minecraft—which has no 
built-in missions but which 
players can “mod” to suit 
their own predilections. 
Likewise, Slack users cre-
ate custom emojis of their 
colleagues’ faces and pro-
gram the Slackbot to chime 
in with snappy jokes when 
certain trigger words are 
mentioned. 

“Play is a really fun-
damental activity that’s 
perhaps underappreciated 
in mainstream culture,” 

says Butterfield. “It’s a great basis for 
human interaction. Playfulness means 
not just silliness but an experimental atti-
tude. Looking at the world sideways and 
being curious.” Slack can sometimes feel 
like a game—one where the other players 
are your colleagues, the mission is always 
changing, and the objective is to treat one 
another with kindness and produce won-
derful things together.

“It’s like he’s secretly still making 
Game Neverending,” says Horowitz. “He’s 
the ultimate jester: Instead of us going to 
the game, he just made the game us.” •

An internAl memo Butterfield 
circulAted to his stAff wAs titled 

“slAck As distrActing menAce.”

COOL HUNTING 
Right: Butterfield’s 

“poo emoji” sneakers, 
purchased from 

Betabrand, a crowd-
funded clothing 

community. Below: 
Employees gather 

in the kitchen at the 
Vancouver office. 

OPEN PLAN 
Right: Software 

engineers at work in 
the Vancouver office. 
Below: Photo strips 

taken of guests  
at Slack’s one-year-

anniversary party, 
held in February in 

San Francisco. 

FUN O’CLOCK  
Left: A custom screen 
saver popular in the 
Slack office, created 
by product designer 
Matt Hodgins, takes 
inspiration from the 
platform’s playful use 
of emojis.

CHANNEL SURF 
Slack allows users to generate channels around specific topics, projects or problems, minimizing 
the need for email. Firms using the platform report a nearly 50 percent reduction in sent email. 
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Still as obsessed with shoe design as ever, the 
CEO of Nike oversees the global juggernaut—from 

product development to multimillion-  
dollar endorsement deals—with a simple goal  

in mind: Serve the athlete.

MARK 
PARKER

brand

2015

BY KARL TARO GREENFELD
PHOTOGRAPHY BY GRAEME MITCHELL

FULL-COURT PRESS 
Parker at the Nike campus in Beaverton, Oregon. Since he became CEO in 

2006, annual revenue has doubled, from $15 billion to $30.6 billion.
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conceived and sketched here in this office. 
Parker’s office at Nike headquarters, in Beaverton, 

Oregon, is famously eclectic, with portions of his 
vast art collection on display: Murakami, Warhol, a 
framed, cartoonish Abraham Lincoln by Mark Ryden 
in an intricately carved frame, a peacock sculp-
ture, two Oregon Ducks helmets and a Tiffany lamp. 
There’s also an elaborate and carefully framed insect 
collection, to which Parker holds up a prototype 
sneaker with what appears to be a jewel-encrusted 
sole—a track shoe, still top secret, with synthetic 
stones instead of spikes, which will be unveiled at the 
Rio de Janeiro Olympics next year. The insects, with 
their bright carapaces, were an inspiration for the 
sneaker, he says. And was the Tiffany lamp, against 
which Parker next holds the sneaker’s sole, another 
influence? He shrugs. “I do most of my drawing right 
here.” 

The 60-year-old Parker is soft-spoken, standing 
well over six feet, with thick thighs and calves, an 
unlikely build for a distance runner who ran competi-
tively in high school in Fairfield County, Connecticut, 
and then at Penn State. His father, Bruce Parker, was 
an industrial engineer at IBM during that company’s 
creative heyday, as well as an avid sailor, competitive 
state-level runner and constant tinkerer who could 
fix anything. Parker attributes his own varied inter-
ests and pursuits—he is a compulsive collector of art, 
of cars, of architectural models—to both his father’s 
curiosity and his paternal grandmother’s thirst for 
knowledge. “She would take me on walks through 
the woods and point out plants and say what phylum 
and species. She was a huge influence. At Nike, we 
have a set of guiding principles, and one of those was 
directly inspired by her, and that’s ‘Be a sponge,’ soak 
in everything around you. Look deeply. Observing is 
really the fuel to innovating, ultimately.”

team,” says Hatfield. “I might bring more of an artis-
tic and cultural approach to the table, whereas Mark 
is more driven by solving the problem and letting 
the elegance of that solution speak for itself.” With 
the Air Max, Hatfield’s initial inspiration came from 
seeing the Centre Pompidou in Paris, with its inside-
out approach to architecture. But it was exchanging 
sketches—many, many sketches—with Parker that 
created the iconic sneaker. The two spent months 

on the road in 1986—traveling together, visiting 
factories, meeting with engineers and suppliers to 
determine what was technically possible—and also 
kicked back and forth a wide range of ideas, until 
they settled on the basic conceptual designs for the 
Air Max. But there were still some disagreements as 
to the final look of the shoe. Parker wanted a strap 
stitched down from the laces on the outside of the 
sneaker to connect with a lateral strip that ran all 

M
ARK PARKER, CEO and president 
of Nike, thinks in sneakers. Not 
just of sneakers, or about sneak-
ers—when he thinks, he actually 
sees sneakers. He’ll be out to din-
ner with his wife, Kathy Mills 

Parker, a former world record holder in the 5,000 
meters, and will be listening to her describe her day 
and what their three grown children are up to, but 
what he’ll be doing is drawing sneakers on the table-
cloth. “My wife will go, ‘You know, you’re drawing a 
shoe right now,’ ” Parker says. “I do that all the time.”

Then there is a sketch, not of a sneaker but of part 
of a sneaker, made in a recent meeting during which 
Parker and his senior management were discussing 
the various competitors who were taking bites out 
of Nike, which Parker illustrated as a Nike swoosh 
with little Pac-Men labeled “Adidas,” “Vans” and 
“Skechers” chomping away tiny bits of the logo. “I 
think very visually. I sort of remembered seeing this 
video of this blue whale being attacked by a pack of 
killer whales, and it was totally fascinating. Blue 
whales lumbering through and then this whole pod 
of killer whales comes up and starts—they had this 
whole strategy for how they were going to take this 
blue whale down.”

He doesn’t necessarily mean to make an analogy 
about Nike as a blue whale. If he did in the drawing, 
it’s because, as he says, visualizing is often how he 
figures out what he is actually thinking. And what 
he’s thinking is that there’s no way Nike is going 
down like a blue whale in a pod of orcas. Parker’s 
leadership in design, product development, manu-
facturing, distribution and a host of other areas has 
Nike steadily increasing its own market share and 
outpacing the growth of its own industry. If those 
orcas don’t stand a chance, it’s because of ideas 

athletes with multimillion-dollar endorsement 
deals, the exigencies of quarterly financial reports 
and the temptation of short-term results over long-
term innovation. “It’s kind of like choreography. You 
run into ‘us versus them,’ and people saying, ‘I have 
a better idea’ or ‘Not invented in this department, so 
no.’ Innovation is the center of our culture, so we can 
deal with those things pretty effectively and natu-
rally through that lens,” Parker says. “But it’s always 
a balancing act. There is this magnetic pull to focus 
more on the short term, the immediate, the quarter-
to-quarter. And then there’s a sense of, f— that, we 
are going to go out here and really create the future. 
And we need to do both. I have to live that tension.”

I
F NIKE DESIGNERS can be credited with creat-
ing the basic visual language of the modern 
athletic shoe, then Parker is among the fathers 
of that aesthetic. He has been involved in the 
design of almost every iconic Nike sneaker. 
Tinker Hatfield, who is often cited as the 

designer of the best-known Air Jordan and Air Max 
models, two foundational sneakers upon which 
Nike’s $100 billion edifice partially rests, says that 
without Parker, his own designs would not have 
been possible. The two have been close friends since 
1981, when Parker convinced Hatfield, then a corpo-
rate architect, to become a footwear designer. “I met 
Mark because I was helping design his office space,” 
says Hatfield.

The two would form one of the most significant 
design collaborations in consumer product history, 
teaming up to sketch and conceive, among other 
sneakers, the Air Max 1, the first shoe to show a vis-
ible air bubble in its sole, an innovation that has 
spawned thousands of Nike variations and gener-
ated billions of dollars in revenue. “We’re a good 

With the intention of becoming a veterinarian, 
Parker started studying science in college, met his 
wife there and soon became interested in design, 
in part because he became obsessed with making a 
better running shoe. In a story that is a direct echo 
of Nike co-founder Bill Bowerman’s pouring rubber 
into a waffle iron to create a newer, better sneaker 
sole, within a couple of years Parker, 3,000 miles 
away, was doing the same thing: experimenting with 
various rubbers and waffle patterns and gluing the 
results onto the bottom of his Asics in pursuit of a 
faster marathon time. All of it was first sketched in 
notebooks he carried with him compulsively, neat 
little sneakers drawn on graph paper.

He joined Nike soon after college, working in 
Exeter, New Hampshire, and was immediately 
designing sneakers in a start-up-like environment. 
Nike, in the late ’70s, was hardly the juggernaut it 
would become. Back then, being a Nike designer 
meant that Parker was not only drawing shoes, but 
also working with manufacturing partners, experi-
menting with new rubber and synthetic leathers, 
conceiving of marketing campaigns and testing 
products with actual athletes—although back then, 
before Michael Jordan or Carl Lewis were Nike ath-
letes, that could mean Steve the intern slipping on a 
pair and going for a jog. “We were doing it all,” Parker 
says. “Conceptualizing, creating. Putting it on an 
athlete, getting all that feedback and then modify-
ing. The whole process was a very tight loop.”

That same holistic approach to sneakers informs 
Parker’s role at Nike today—in 2006, he became the 
company’s third CEO—even if the process is now 
spread out over tens of thousands of Nike employees. 
His job, as he sees it, is to synthesize all that input 
and even more, including cost pressures, public 
relations issues, the needs and wants of superstar 

the way around the lower part of the upper, arguing 
that would provide more support and, just as impor-
tant, inspire confidence in the athlete that the shoe 
was stable.

“I didn’t think we needed it,” Hatfield says.
Parker could have pulled rank—he was then 

the head of special projects for footwear, R&D and 
design—but instead, he kept methodically laying out 
the reasons, both technical and aesthetic, why the 
additional strap was necessary. “That’s his approach, 
to be calm, to continue to state the reasons, to keep 
showing his sketches,” says Hatfield. “He has a mild 
and subtle way of changing an opinion. It’s effective, 
because in the end, you’re agreeing with him.”

Now, Hatfield says, he concedes that Parker was 
right. And as an inside joke between the two men, 
when he was specifying the color and design configu-
ration for the Nike corporate jet that Parker uses, on 
the inside wingtip of the Gulfstream, where the tip 
goes vertical for a foot, Hatfield included an image of 
the part of the Air Max over which they’d had their 
disagreement. “You can only see it from inside the 
jet,” Hatfield says. “So that when he looks out he is 
reminded of the disagreement and how we resolved 
it and how it made a better shoe.”

Nike’s success rests not just on better shoes, but 
also on Parker’s ability to build on a company tra-
dition of being the greatest marketer and seller of 
those shoes. The brand created by Bill Bowerman and 
then expanded by Phil Knight into the most powerful 
sneaker and athletic-apparel company in the world 
has always had as its central operating principle the 
phrase “Serve the athlete.” No matter how excited 
Parker gets about new technology or a killer sneaker 
design, he repeats that phrase like a mantra, echoing 
the company founders who made it gospel. It is ironic 
that the cost of providing this service is prohibitive. 

“there is this 
magnetic pull  

to focus more on 
the short term. 

and then there’s  
a sense of, f— that, 

we’re going  
to go out here 
and create the 

future.”
—mark parker
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“Just Do It” 
campaign 

launches. Nike 
signs Andre 

Agassi. 

“Bo Knows” 
advertising 

campaign featuring 
Bo Jackson airs, 

making cross-
trainers Nike’s 

No. 2 line behind 
basketball shoes. 

While making 
breakfast in ’71, 
Bowerman came 

up with the idea for 
waffle soles, which 
debut in ’74. Steve 

Prefontaine sets 
several American 

track records;  
he often trains in 

shoes handmade by 
Bowerman.

Mark Parker joins 
Nike at its R&D 

facility in Exeter, 
NH. Release of the 

Tailwind shoe.

Company 
establishes 
Athletics West,  
a club for world-
class athletes to 
train for Olympic 
competition.

The company releases the 
Nike cleat and introduces 
the Swoosh trademark, 
designed by Portland 
State University student 
Carolyn Davidson.

Tennis pro 
Ilie Nastase 
becomes the 
first athlete 
signed to an 

endorsement 
contract. 

Release of Nike’s 
first cross-trainer, 
designed by Parker 

and Tinker Hatfield. 
John McEnroe tries 

a prototype and 
competes in the cross-

trainer for most of 
his career. Corporate 

revenues surpass 
$1 billion for the  

first time.

Dan Wieden and 
Dave Kennedy, who 
met while working 

on the Nike account 
at another agency, 

launch their own 
advertising firm, 

Wieden+Kennedy,  
and retain the  
Nike account. 

Nike signs 
basketball 
superstar 

Michael 
Jordan to an 
endorsement 

deal. The 
following 
year Nike 
releases Air 
Jordan 1.

Alberto Salazar wins the 
New York City Marathon 
(2:08:13) while wearing  

Nike shoes.

Nike issues 
more than two 
million shares 

of Class B 
common stock 
on December 2, 

for its initial 
public offering.

On January 25, 1964, Phil Knight and Bill Bowerman 
founded Blue Ribbon Sports, launching an enterprise that 

today, as Nike, controls nearly 60 percent of the sports-
footwear market. Its ascendancy sprang from a combination 
of innovative design, athletic partnerships and catchphrases 

now ingrained in popular culture.

NIKE THROUGH THE YEARS

John 
McEnroe  
signs an 

endorsement  
deal with 

Nike. 
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Nike “Moses” poster, 
creating an art piece. 
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Nike pays thousands of the world’s greatest athletes 
millions of dollars every year to earn their coop-
eration in the design, development and, especially, 
marketing of the product that Parker is innovating. 
In order to maintain those relationships, Parker 
spends plenty of time on that jet, flying to meetings 
with his athlete partners, and also hosts them in his 
office. “He’s a mentor of mine,” says Kobe Bryant, who 
receives a reported $15 million per year from Nike. 
“I go to Mark with all kinds of things. I can bend his 
ear on anything. He’s a pretty damn busy man but he 
takes the time to sit down with me.”

Parker stresses that each sport is a category 
unto itself, practically a separate business that he 
and his team have to figure out anew as they set out 
to build relationships with athletes. Nike’s global 
push into soccer is a case in point. The preeminent 
global sportswear brand had to be in the preemi-
nent global sport, of course. This was a top-down 
operation that started in the 1990s with figuring out 
how to make lighter, better soccer shoes, but soon 
branched into sponsoring national teams and some 
of the best players in the world. Today, Cristiano 
Ronaldo, Neymar and Wayne Rooney all have rela-
tionships with the brand, and with Nike a close 
second to Adidas in soccer, Parker sees every World 
Cup as an opportunity to pull ahead. “That’s kind of 
how we measure time, in World Cups and Olympics.”

Skateboarding posed a completely different chal-
lenge. Nike had tried to buy its way into the skate 
shoe market once before, in the late ’90s, and failed to 
gain a foothold in an industry notoriously averse to 
mainstream marketing. Skate shops were fiercely 
loyal to core skate brands. “They were like, ‘What the 
hell?’ ” Parker says. “ ‘You think you are just going to 
put a swoosh on a skate-like shoe and we’re going to 
embrace you? Good luck.’ ”  

is having people so comfortable with a formula that 
works that they are not challenging themselves or 
their ideas.”

Parker himself loves seeing rough ideas, proto-
types and sketches and is able to see past a rendering 
or poorly fabricated prototype to the underlying 
virtues of a new idea. He frequently visits the Nike 
R&D center (known as Innovation Kitchen and Nike 
Sport Research Lab)—he can see the building from 
his office—and will sit in on design charettes with 
junior designers where they will work for an hour 
or two on sketches incorporating a new technology 
or manufacturing process. “Mark has a great eye 
for product,” says Nike chief operating officer Eric 
Sprunk, who gives as an example the first prototypes 
for Flyknit, a manufacturing process that created 
the woven-fabric upper that now makes up many of 
Nike’s sneakers. According to Sprunk, the initial 
mock-ups were literally socks with foam pads glued 
to them. “They were incredibly crude,” says Parker. 
“Most people would just pass them by.” He’d made an 
unsuccessful attempt in 2000, with the Nike Presto, 
intended to be “a T-shirt for your feet.” But advances 
in weaving technology by this time had convinced 
Parker that a woven-mesh upper was now possible.

The process took three years, and there were 
stretches when it seemed as though the massive 
R&D costs would never be recouped. But Parker was 
adamant that this was the right direction for Nike, 
from both a bottom-line and an environmental per-
spective: The woven upper meant there was almost 
no waste in the manufacturing process, which saved 
material—and costs. Plus, the shoe performed. 
Athletes who came to Nike and got the opportunity 
to try the product in the R&D center loved the feel of 
the new sneakers.

Kobe Bryant recalls hearing about Flyknit from 

In the early 2000s, Parker figured out that the only 
way for Nike to crack skate was to hire skaters from 
outside Nike—professionals, like X Games champion 
Paul Rodriguez—give them their own budget and 
let them build an authentic, ground-up skate brand 
inside of Nike. “We had to let them go,” Parker says. 
“We didn’t want to let our size get in the way there.” 
Parker believes each category requires its own 
approach. “For me,” he says, “it’s about getting the 
right team in place and then supporting them.”

But no matter the sport, Parker insists, “it’s all 
about the athlete; you have to keep them in mind all 
the time, and that means helping them actually be 
in a better position to realize their potential. That is 
really what we do. That is sort of the governor.”

Even in a company founded on innovation, there 
is the risk that as it grows to 70,000 employees and 
over $30 billion in annual sales, the workplace culture 
could become hidebound. There’s a fashion-industry 
adage, “Size is the enemy of cool.” Yet Parker has pre-
sided over a period of steady growth and constant 

Parker five years ago, when the technology was first 
envisioned for running shoes. Bryant is among a 
constant flow of athletes—Serena Williams visited 
Parker just a few days ago to review designs for her 
new footwear and apparel collection—who get to 
sit in this office and look through sketches, some of 
them Parker’s own, to brainstorm ideas. “Mark came 
to me, and we had to try to figure out how to have 
it perform in a more dynamic sport, rather than a 
straight-ahead sport like running,” Bryant recalls. 
“How were we going to do this so it makes me a bet-
ter basketball player? That meant making the shoe 
lighter, carving off a millisecond, maybe more ankle 
support, more stability. We always start there, with 
geeky conversations about the nature of the prod-
uct.” Then comes what Bryant calls the storytelling 
component: “Where I am emotionally, where I am 
at this point in my career. What are my goals? The 
design reflects that. And then you tie that together 
with the technical aspects.” In 2013, the process 
resulted in the Kobe 9, the first basketball sneaker to 
incorporate Flyknit technology. Now you walk into a 
Nike store, and there is Flyknit in virtually every type 
of sneaker on sale.

 

S
OMETIMES SPACE to create means space 
to fail, and Parker is quick to admit his 
shortcomings. There was the acquisition 
of Umbro, the soccer gear manufacturer, 
which Nike bought for $576 million in 
2007 and sold for $225 million in 2012. 

There was Nike jewelry, a botched licensing opera-
tion. The company was too early to introduce tracking 
technology in the late ’80s, offering a product called 
the Monitor that weighed half a pound and strapped 
to your waist to tell you your speed and distance. 

Parker slides one of his notebooks across the 

innovation—and consistently cool products—that 
has both sneakerheads and Wall Street analysts lin-
ing up to buy kicks and issue buy recommendations. 
“It’s phenomenal that a mature brand, one that con-
trols the market share that they do, is able to grow 
faster than the industry as a whole,” says Matt Powell, 
sports industry analyst for the NPD group. According 
to NPD, the $34 billion sports-footwear market, of 
which Nike controls 59 percent, expanded in 2014 at a 
rate of about 6 percent, while Nike’s revenue was up 10 
percent. Since Parker took over as CEO in 2006, annual 
revenue (which includes footwear and sports apparel) 
has doubled, from $15 billion to $30.6 billion, and 
the share price has risen sixfold, from $21 in January 
2006, to $125 in early October of this year. 

“The biggest reason Nike is successful today and 
keeps growing is Mark Parker balancing all of these 
complexities,” says Hatfield. “I fall to pieces when 
the numbers start flying, but he is able to decipher 
all of those things as a businessman and a market-
ing person and a merchandiser, yet he is equally 
adept at talking about design—what an athlete 
wants, what a younger customer wants—from a 
style standpoint.”

Parker says it’s important to allow himself the 
space to be a “wacky creative, to go off and not have 
any regard for commercial sensibility. And I think 
that’s OK sometimes. You have to untie those limi-
tations and let it fly and then see where it goes.” He 
recognizes that his designers, technologists and 
engineers also need that space. “You don’t want to be 
having a conversation or an idea tethered to a brief 
that is all about volume and commercials…. [I]f there 
is something truly out there and game changing and 
it’s going to disrupt much of our current formula or 
approach, people can become quite uncomfortable, 
and that’s a trap. One of my biggest sources of angst 

coffee table strewn with sneaker catalogs and art 
books. It’s a graph paper with sketches of three low-
top sneakers, impeccably rendered, each of them 
with the Flyknit weave drawn in. “Most of these are 
just doodles,” he says. He has dozens of old notebooks 
at home, but he hasn’t kept old prototypes nor made a 
conscious effort to preserve his drawings.

Even so, Parker has figured out a way to monetize 
Nike’s past, by selling limited-edition retro ver-
sions of its sneakers, distributing them to just a few 
locations and then reaping the free marketing as hun-
dreds of kids line up in New York or Tokyo to wait for 
the latest Nikes drop. Many of the most popular are 
designed by Parker himself, as part of the HTM line, 
a collaboration with Tinker Hatfield and Japanese 
cool-hunter and designer Hiroshi Fujiwara. The three 
create extremely limited-edition versions of classic 
Nikes that are not that different from mass-produced 
Nike sneakers, featuring different color palettes and 
little number tags. (There are dozens of Nike sneak-
ers, driven in part by this artificial scarcity, that sell 
in the four figures on resale markets.) Parker shrugs 
when asked about monetizing the company’s history. 
“It’s something I do,” he says, “because I just really 
like drawing sneakers.”

It’s no accident that the Beaverton campus doesn’t 
have a fancy museum devoted to Nike’s history. There 
are exhibits in various buildings dedicated to Tiger 
Woods, Michael Jordan and hundreds of other ath-
letes, but the actual history of Nike is confined to 
just one little room with a model of the VW Bus that 
Phil Knight drove around selling the company’s first 
sneakers. Parker says that’s because of something 
that Steve Jobs once told him when he was visiting 
Apple and noticed they didn’t have a museum. “What 
I got back was,  ‘Well, we are more focused on the 
future,’ ” Parker says. “Past is past.” •

“mark is a mentor 
of mine. i can  

bend his ear on 
anything. he’s 

pretty damn busy 
but he takes the 
time to sit down 

with me.”
—kobe bryant
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that day—Jolie Pitt had made 11 trips to visit Syrian 
refugees in five countries, including Iraq and Turkey.

“She wants her life to be meaningful and goes 
open-eyed into it,” says Hillenbrand. “She’s some-
one who thinks very deeply about everything she 
does.” The author cites as a prime example Jolie 
Pitt’s decision to go public with her preventive dou-
ble mastectomy in 2013 as well as the removal of her 
ovaries earlier this year. (She has a genetic mutation 
that puts her at an abnormally high risk for both 
breast and ovarian cancer, as well as a family history 
of both.) “She did not have to do that,” Hillenbrand 
says, “but that is who she is. She was willing to come 
forward and be raw and honest and intimate—and 
to become a mortal in people’s eyes. This is a public 
figure who has been measured by her physical self, 
by her sex appeal. Yet she took a very frightening 
thing and turned it into something that could save 
the lives of people who otherwise might have died. 
That she was willing to expose such a private and 
personal thing, I thought that was so brave.”

Pitt says he doubts his wife would call her choice 
to go public with her decisions brave, noting that 
“she’s never been a person who hides. She’s utterly 
forthcoming and sincere about who she is.” He adds 
that once she’s made up her mind, she’s always been 
unwavering about her choices. “I’ll tell you this 
about her surgeries: Once the decision was made, 
she was on the operating table two weeks later.”

If she was confident in her decision, she had pain-
ful reasons to be. “You have to understand that this 
is a woman who never knew she’d make it to 40,” Pitt 
says. “This is a woman who had watched her mother, 
aunt and grandmother become sick and eventually 
succumb, all at an early age. Her drive, her absolute 
value in herself, is defined by the impact she can 
have during her time here—for her kids and for the 
underprivileged and those suffering injustices.”

Jolie Pitt doesn’t just manage to make time for 
her own family or for displaced people around the 
world. In spring 2014, for example, when NBC dedi-
cated the Brokaw News Center in Universal City, 
California, Jolie Pitt called the anchor, who’d been 
struggling with multiple myeloma, and said she and 
Pitt would love to meet his kids and show them clips 
from Unbroken. When the Brokaw family, including 
daughter Sarah, a single mom of a son, repaired to 
the house, it was, says Brokaw, love at first sight. 
“Angie sees this charismatic boy. He lights up, she 
lights up. Then she takes him in her arms and walks 
around with him for half an hour.”

Though Brokaw was touched by Jolie Pitt’s 
sweetness, it’s her “quirky sense of humor” that he 
especially admires, he says: “She has a great sense 
of irony about herself. During one of our first inter-
views she was very frank about her past and had a 
charming ability to mock her rebellious childhood. 
She sort of shakes her head at what a wild child she 
was. When I’m with her now, I kind of can’t believe it 
either—she’s going around to refugee camps.”

No matter how many camps she visits, Jolie Pitt 
still gets plenty of reminders and questions about 
more trivial matters—everything from that vial 
of ex-husband Billy Bob Thornton’s blood around 
her neck (really just a smudge on a locket) to her 
weight (if the tabloids have it right, she’s so skinny 
she’s on her deathbed pretty much always). Asked if 
she’s sick of the dredging of old issues and made-up 
new ones, she says, simply, “I don’t mind. I mean, 
I think you just have to look at whether or not you 
can still be effective with what you want to do. And 
if anything gets in the way of that, then you have a 
problem. But I don’t.”

One thing she says she wants to do more of is 
direct rather than act. Her career in front of the 
camera has featured a remarkably varied range of 
roles, including her Oscar-winning turn as a teen-
age sociopath in 1999’s Girl, Interrupted and a 
widely admired portrayal of Cornelia Wallace, the 
second wife of segregationist Alabama governor 
George Wallace. Then there is her action-hero side, 
which has served, she says, as a useful outlet. “I did 
Wanted after my mother died, and I did Salt after I 
had twins. I don’t think it’s a coincidence that I go 
through these moments where I just want to pull the 
covers over my head, so I go get aggressive instead.”

As fun and physically testing as her action roles 
are, she says that these days she prefers to “stay 
in my own space in my own clothes” with the cam-
era pointed the other way. (“I’m not sure she ever 
really enjoyed acting, but was doing it more for 
her respect for artists and her mother, who loved 
the art,” Pitt says. “With writing and directing she 
has discovered her own joy within it.”) Since By 
the Sea involved the camera pointing both ways, it 
was a bit of a challenge, Jolie Pitt admits, “but we 
did have some hysterical moments where I’d hear 
that something was off, and I’d come racing down to 
the set in my slippers and curlers with half an eye 
made up and looking like a complete maniac.” She 
laughs. “The idea of Vanessa directing anything is 
just wrong.”

Equally comical is the image of Jolie Pitt, still in 
costume as her character Vanessa, joining the kids 
at the local pet store to acquire what ended up being 
“quite a few” hamsters. Pitt was out of town, and 
Jolie Pitt had been charmed by the sight of some 
chipmunks in the window, so she met the children 
there after work. “So I was Vanessa in the pet store, 
which was already a whole bunch of weird. And then 
I put my finger near a chipmunk, and it nearly bit it 
off. Then we saw these tiny little miniature ham-
sters, and somehow everybody wanted one or two. 
By the time Dad got home, they were running every-
where. And there are cats all over Malta, so we had 
the cats going after the hamsters and the hamsters 
escaping and it was hysterical.”

At the end of the shoot, she says, they returned 
to Los Angeles with the new additions to the fam-
ily menagerie (which also includes two dogs), and 
to their fairly bare-bones household. The children, 
who range in age from 7 to 14, are home-schooled, 
and there are three teachers on duty in the daytime. 
But, says Jolie Pitt, no one stays the night. “We wake 
up, we make breakfast. In our domestic life, we’re 
Mom and Dad,” she says. “And often we’re dorky 

Mom and Dad, which the kids find ridiculous.” 
Says Pitt, “When Angie has a day off, the first 

thing she does is get up and take the kids out.  This 
is the most important ‘to do’ of the day.  No matter 
how tired she might be, she plans outings for each 
and all.   She has an incredible knack for inventing 
crazy experiences for them, something new, some-
thing fresh. I may be the bigger goof of the pair, but 
she invents the stage.”

More than anything, Jolie Pitt says, touching 
on her experience with her own mother, “I want 
to make sure my kids are never worried about me. 
Even if I’m going through something, I make sure 
they are very aware that I’m totally fine. I’ll stop and 
make a joke, I talk to them. I never, ever want them 
to have that secret worry and feel that they have to 
take care of me.”

It also doesn’t sound as though they have to 
worry much about Mom and Dad as a unit either. 
“When something happens in your life that’s a dra-
matic thing, you either pull together or you go into 
your own,” Jolie Pitt says, referring to By the Sea 
and the trauma that drives a wedge between Roland 
and Vanessa. “So many times, people divorce very 
quickly. To me, if this film has a message, it’s that 
you have to try to weather the storm together no 
matter what. And that’s a beautiful thing.” •

of his own. Lynne Cooke, a friend and curator at 
Washington, D.C.’s National Gallery of Art, visited 
him at a Bethlehem Steel plant in Baltimore during 
his early attempts and said she couldn’t believe what 
she was seeing. “These sheets turn in space, so as you 
walk into the work, you can tell something is happen-
ing but you can’t see it all at once,” Cooke says. “It’s 
totally exhilarating.”

Michael Govan, director of the Los Angeles 
County Museum of Art, worked for Dia at the time 
and unveiled Serra’s first Torqued Ellipses at the 
Dia’s Chelsea space in 1997. The whorled forms 
barely fit into the space, and lines quickly formed 
around the block. “It was a miracle,” Govan says, 
particularly since wary audiences were expecting 
work similar to his infamous Tilted Arc. “People saw 
this artist they thought they knew surprise the hell 
out of everyone.”

These days, dozens of top museums and collec-
tors boast their own Serras, having won the right to 
commission site-specific pieces after being infor-
mally vetted by his dealers and lawyer. The more 
logistically hairy they are to install, the more sta-
tus they seem to convey. Serra’s tilting and curved 
sculptures require days and huge cranes to arrange 
in place, which is usually done under the artist’s 
watchful eye. Eli Broad has a 1995 Serra in his front 
yard that Serra titled No Problem; Broad also helped 
LACMA buy a 2006 work, Band, which cost $10 mil-
lion. Barnes & Noble founder Len Riggio has a Serra 
splicing his yard on Long Island, and French luxury 
mogul François  Pinault 
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KARL OVE KNAUSGAARD
Continued from page 144

has an earlier outdoor plate piece at his château 
outside Paris. 

Steve Oliver, the Bay Area collector, invited the 
artist to make a work, Snake Eyes and Boxcars, in 
the early ’90s on his sheep ranch in Sonoma County. 
Serra installed six pairs of steel blocks whose vary-
ing heights match each other across an undulating 
seven-acre stretch. “They transform the valley,” 
Oliver says. (On chilly nights, he said, his sheep 
also cluster around them because they absorb heat 
throughout the day.)

New York collector Agnes Gund said the cows 
on her farm in South Kent, Connecticut, sidle up to 
her Serra as well—for shade. The 2002 piece, Iron 
Mountain Run, comprises seven 15-foot-square steel 
plates. From a certain angle, she says, they appear to 
be sliding headlong into a pond.

“I once told Richard, ‘These pieces look tipsy, 
like they’re drunk!’ and I thought he would get 
mad,” Gund says, even though the two are longtime 
friends. “He said, ‘They do have humor.’ ”

Serra’s piece in Qatar ranks among his most 
complicated installations, in large part because 
sandstorms kept obscuring the pouring of the con-
crete bases. Cranes were also at risk of shifting in 
the sand below. Jean-Paul Engelen, then-director 
of public art programs for the Qatar Museums 
Authority, said it took 10 days and four cranes to get 
the steel plates upright and locked into their con-
crete bases. “It felt like Mad Max,” he says.

Serra was there throughout, no longer ruffled by 
the chaos. The same could be said about Serra while 
he endured the art-world furor he caused two years 
ago when he decided he wanted to continue working 
with his longtime dealer, Larry Gagosian, but also 
wanted to do projects with gallerist David Zwirner. 
He didn’t ask permission; he simply did it. The same 
global art-market boom that made it possible for so 
many private collectors to afford and house Serra’s 
monumental artworks has ultimately placed a few 
artists like him and sculptor Jeff Koons atop the 
power heap. Few can rival Serra for stature now. 

Zwirner says he approached Serra three years 
ago because “he’s one of my heroes,” and he was 
surprised the artist agreed to help the gallery orga-
nize a show of his earliest work. Zwirner has since 
flown to Qatar to see East-West/West-East and saw 
a simplicity in common with Serra’s older works. 
“His works look like the last thing you’ll ever see,” 
Zwirner says. “Civilization may burn up, but his art 
will survive.”

Earlier this year, Serra called Zwirner asking if 
he and his friend Glass could hold a benefit concert 
in the gallery. Serra said he wanted to hear how 
music would interact with Equal, and how the com-
bination might make an audience react. On the day 
in late June, nearly 150 people arrived and tucked 
themselves in chairs surrounding Serra’s 320 tons 
of steel blocks. Glass, sitting at a piano in the middle 
and accompanied by a violinist, played.

Mary Heilmann, who had gone to parties with 
Serra so long ago, was in the audience. At one point, 
she looked over and saw that the artist’s eyes had 
welled up, and then her own vision grew blurry: “I 
got to thinking about this man and all that history—
and that beautiful moment.” • 

laughed and laughed and found it hilarious. I real-
ized, OK, that was the worst part,” Knausgaard says. 
“It wasn’t shocking for anyone.”

On my last evening in Ystad, Knausgaard picks me 
up in his van for the drive to Glemmingebro. We head 
to Øygarden’s house, half a mile from Knausgaard’s, 
which is set in the middle of a sprawling rose gar-
den. As we talk in Øygarden’s orderly studio, the 
men remember their collaboration on  My Struggle. 
During the three years that he was composing the 
books, Knausgaard called Øygarden each day on 
the phone—two, four, even 10 times, for hours at a 
time—reading every single word aloud, including 
1,500 pages that didn’t stay in the final draft. “I think 
Karl Ove needed a space where he could just venti-
late everything,” Øygarden says. Having absorbed 
all 5,000 draft pages in unexpurgated audio form, 
Øygarden has never read the books on paper; but he is 
unafraid to criticize his friend’s self-presentation. “I 
don’t agree with the way he read his life,” Øygarden 
says. “In my view, everything was much brighter, 
but he is of such a temperament that he can’t see 
that.” He adds, “You must remember this: Karl Ove 
has always had lots of friends. He doesn’t see it that 
way, I know, but he always has been popular as far as 
I can remember. There is no empirical reason for his 
gloomy attitude.” He pauses. “With that being said, 
so what? That’s the way I look at it: It’s his book and 
it’s his story so that’s all.” 

The next day before we leave for Oslo, I ask 
Knausgaard if he thinks his kids will look back on 
their upbringing with more lightness than he did. 
“There is a lot more love expressed in my family now 
than there was in my family growing up,” he says. 
“But I have no idea how they are going to perceive 
their own childhood.” Still, he says, he would pre-
fer they not become writers. “In my world there is 
something wrong with people who are writers,” he 
says. “If someone wants to write, that means there is 
something incomplete in them; if they’re writers, it’s 
a certain sign of unhappiness.”

Before Knausgaard sat down to write My Struggle, 
in 2008, he had dreamed of being forever freed of 
the burden of his literary calling. “I was going to use 
everything I had, and use it up, so I couldn’t use it 
again, so there would be nothing left to write,” he 
says, comparing the impulse to suicide. He knew the 
work’s last line before he began: “I am happy because 
I am no longer an author.” Since writing those self-
annihilating words, Knausgaard has produced four 
new books. Three other books and a screenplay are 
in progress. The author is dead: Long live the author. 
Knausgaard admits he cannot shake his vocation. “I 
just need to write some books,” he says. “I have to 
write—maybe I can write for 20 more years, that’s 
maybe four or five novels; and that’s not much, so I 
can’t waste my time. I know where my fascinations 
lie, I try to go there. You can write about anything—
you don’t need a subject or a story. You can just 
write, everything will show itself, the story will 
come and the things you are really interested in 
will be in the book, no matter what you are writing 
about.” He lights another Chesterfield and adds, “I’m 
not looking for something to write about, ever. If it 
is valuable, it will be inside of me, so I’ll write about 
it one day.” •

seemed like the joy had been sucked out of him.” 
Despairing of a future in fiction, Knausgaard resigned 
himself to a life in academia and spent a year studying 
literature in Bergen. Then he took a four-year break, 
during which he fulfilled his Norwegian national ser-
vice obligation by working at a campus radio station, 
then worked briefly on an oil platform in the North 
Sea, before resuming his studies, this time in art his-
tory. But a friend he’d met at the radio station, Tore 
Renberg, believed in his talent and pushed him to 
write again. After Renberg sold a book to Tiden in 
the mid-’90s, he told his editor, Geir Gulliksen, that 
he ought to publish Knausgaard (“Tore told me Karl 
Ove was full of shame and doubt about his writing,” 
Gulliksen recalls) and persuaded his friend to submit 
a story. Gulliksen accepted it and promptly signed 
Knausgaard up for a novel. Since then, he has edited 
all of Knausgaard’s books. “He has a supreme imagi-
nation,” he says.

The critic James Wood suggests that Knausgaard 
may be the first iconoclastic author to have created 
a genuinely anti-literary work of literary genius. “By 
its nature, this project can’t be well written,” Wood 
says. “There’s too much of it, it was written too fast, 
and he doesn’t want it to be well written; the part of 
him that’s actually restless with language and that 
wants to get beyond it has to in some way demote 
its importance, and almost demolish it.” And yet, he 
says, in fulfilling this urge, Knausgaard has given 
something rare to readers: “the gift of universalism.”

Stein says he finds innovation in Knausgaard’s 
exploration of the psyche of the men of his generation. 
“If there’s some kind of masculinity that’s particular 
to our generation, we haven’t had a writer who got it 
down before Karl Ove,” he says. He detects a broader 
contribution as well: Knausgaard has restored the 
authority of the narrator. Stein explains, “Fiction is 
no longer the central popular art form that it used to 
be, so the reader tacitly asks: Why are you engaging in 
this? And that becomes a distraction. Karl Ove seems 
to have found a way of answering that question. You 
believe in the urgency of it. You believe that the story 
needs to be told and that it needs to be told this way.” 
Knausgaard professes himself bewildered by those 
who extol the originality of My Struggle. “Every one 
of its elements is a very common one,” he says. “It’s 
ordinary. The only thing that’s new—and that’s new 
in every novel—is the voice.” When he writes, even 
now, he adds, he never has confidence of the quality 
of his expression. “I don’t know when something I do 
is good or when it’s not. It’s very strange,” he admits. 
“I have to have someone who says, ‘This is brilliant, 
keep on.’ That is freedom for me. You need to get 
someone who can tell you that it is good.” 

For Knausgaard, for a decade, that person has 
been Øygarden. In Book 4,  for example, he admits 
that he did not learn to masturbate until he was 
nearly 20. While writing that book, worrying that he 
had at last exceeded all bounds of decency, he asked 
Øygarden if he should omit the pages. “Geir just 

172 wsj. maga zine

Advertisement

ENTICING CHOICES  

Embark on the experience of your choosing 
with a trio of exclusive packages from The 
Luxury Collection Hotels & Resorts.  

JEFFREYRUDES.COM 

JEFFREY RUDES 

A collection perfected for the modern gentleman.

57 Greene Street shop offers luxury shopping 
services. 212.219.2800

NETJETS.COM

NETJETS

NetJets Inc., a Berkshire Hathaway  
company, is the worldwide leader in private 
aviation. NetJets offers a range of private 
aviation solutions in North America and 
Europe. 877-JET-2009

Follow @WSJnoted or visit us at wsjnoted.com © 2015 DOW JONES & COMPANY, INC. ALL RIGHTS RESERVED. 6AO1455

EQUINOX.COM

EXPERIENCE THE BEST

Equinox delivers a next-level fitness 
experience. Offering classes, taught by 
industry-leading instructors in amenity-rich 
clubs. Experience now.

1HOTELS.COM 

1 HOTEL CENTRAL PARK

A natural haven in the middle of Manhattan, 
offering respite from busy life.  
Designed by and celebrating nature.

CADILLAC.COM/CTSV

2016 CADILLAC CTS-V 

6.2L supercharged V8 engine, 640 HP and 
200 MPH top speed on the racetrack. Add 
fine-tuned fury to your life.

THELUXURYCOLLECTION.COM



$28,300, harrywinston .com; 
Montblanc watch, $4,500, 
montblanc .com; Jaeger-
LeCoultre watch, $24,300, 
jaeger-lecoultre .com

page 52
Barneys New York XO 
Jennifer Meyer cherry-print 
silk wrap dress, $595, grey 
cashmere mohair cardigan, 
$595, Midnight suede midi 
skirt, $595, 18k yellow gold 

diamond uppercase “S” 
necklace, $1800, and 18k 
yellow gold diamond thin 
rings, $175 each, Barneys 
New York

page 58
Anna Karlin Arc light, $5,500, 
annakarlin .com

page 60
Ladies & Gentlemen mobile, 
$2,750, The Future Perfect 

page 62
Bec Brittain Helix  
Variant fixture, $15,250,  
becbrittain .com

this page
Bec Brittain Helix light, 
$6,820, becbrittain.com

SOFT SERVE 
page 79
Bally jacket, $1,995, 
turtleneck, $595, and pants, 
$750, Bally, New York, 
Charlotte Chesnais earring, 
$290 per unit, Dover Street 
Market, New York, JvdF 
earring, $105 individual or $210 
a pair, jvdfnyc .com, Maison 
Margiela Fine Jewellery ring, 
$2,500, select Maison Margiela 
boutiques, Charlotte Chesnais 
bracelet, $1,220, Dover Street 
Market, New York, JvdF ring, 
$105, jvdfnyc .com, Eva Fehren 
ring, $1,925, Barneys New 
York, New York

page 80
Michael Kors Collection 
blazer, $1,650, shirt, $795, belt, 
$350 and pants, $995, select 
Michael Kors stores, Ileana 
Makri ring, $260, net-a-porter 
.com, NewbarK shoes, $795, 
net-a-porter .com

page 82
Red Valentino jacket, $695, and 
skirt, $295, redvalentino .com, 
Equipment turtleneck, $238, 
Equipment SoHo, New York

page 84
Dior coat, $4,400, select 
Dior boutiques, Paul Smith 
shirt, $385, paulsmith.co.uk, 
Bleuforêt socks, price upon 
request, bleuforet.fr, J.M. 
Weston shoes, $750, J.M. 
Weston, Paris

page 86
Ralph Lauren Collection 
jacket, $2,190, shirt, $850,  
and pants, $1,090, select  
Ralph Lauren stores

page 88
Givenchy jacket, $3,050, 
givenchy .com, and skirt, 
$2,660, Givenchy, New York, 
Brock Collection turtleneck, 
$990, ByGeorge, Bleuforêt 
socks, price upon request, 
bleuforet.fr, J.M. Weston 

shoes, $750, J.M. Weston, 
Paris, Charlotte Chesnais 
bracelets, $1,220, and $1,450, 
Dover Street Market, New York

page 90
Emporio Armani jacket, 
$1,075, select Emporio Armani 
boutiques, Theory turtleneck, 
$130, theory .com

page 92
Gucci jacket, $6,950, shirt, 
$1,150, and skirt, $2,650, 
Gucci Fifth Avenue, New 
York, Bleuforêt socks, price 
upon request, bleuforet.fr, 
J.M. Weston shoes, $750, J.M. 
Weston, Paris

page 94
Bottega Veneta trench coat, 
$2,750, and pants, $820, 
Bottega Veneta, 800-845-
6790, Rag & Bone turtleneck, 
$255, Rag & Bone SoHo,  
New York

page 96
Chanel jacket, $5,900, and 
pants, $3,200, select Chanel 
boutiques, Brock Collection 
turtleneck, $990, ByGeorge

WELL OPENER
page 119
Porselli sweater, price upon 
request, Porselli, Milan, 
Wolford tights, $53, wolford 
.com, Repetto bodysuit, $50, 
and shoes, $64, repetto .com

ANGELINA JOLIE PITT
page 121
Céline dress, $3,250, Céline 
Madison Avenue, New York

page 122
Haider Ackermann coat, 
$2,500, haiderackermann .com

pages 124–125
Valentino sweater, $1,690, 
valentino .com, Wolford tights, 
$53, wolford .com, Céline 
dress, $3,250, Céline Madison 
Avenue, New York

page 127
Céline dress, $3,250, Céline 
Madison Avenue, New York

page 128
Chanel sweater, $1,950, select 
Chanel boutiques

skirt, price upon request, 
07968 940293 

WHAT’S NEWS 
page 50
Girard-Perregaux watch, 
$26,060, girard-perregaux 
.com; Patek Philippe 
watch, $164,500, Patek 
Philippe Boutique at 
Tiffany & Co New York; 
Harry Winston watch, 

COVER
Céline dress, $3,250, Céline 
Madison Avenue, New York

TABLE OF CONTENTS
page 25
Repetto bodysuit, $50, and 
shoes, $64, repetto 
.com, Wolford tights, $53, 
wolford.com, La Perla silk 
briefs, $278, laperla.com, 
Mairead Lewin vintage 

GOOD FORM  
Inspired by Japanese 
armor, the Helix light 
by Bec Brittain features 
contrasting lithe and 
heavy forms, including 
custom brass hardware 
and LED tubes that 
poetically suspend black 
marble. For details see 
What’s News, right.
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FRENCH COUNTRY WATERWAYS
For 30 years, French Country Waterways has been 
cruising the canals of France. Enjoy six nights in 
total luxury. Dine on world-class cuisine, savour our 
exclusive wines and gain a rare insider’s perspective 
on provincial France.

FRENCH COUNTRY WATERWAYS
800.222.1236 | FCWL.COM

GOLD COAST LUXURY 
Boutique new construction in Chicago’s Gold Coast. 
Beautifully appointed 3-bedroom+den, 3.5-bath 

312-542-1144 | 4EASTELM.COM

THE SEAGATE HOTEL & SPA
Escape to The Seagate Hotel & Spa, a boutique 
hotel in Delray Beach, Florida that’s steps from the 
ocean and beyond your expectations. Discover The 
Seagate’s award-winning spa, distinctive dining, 
private beach club, and world-class golf facility.

866-543-5308 | THESEAGATEHOTEL.COM

COOK TRAVEL 
Experience a better class of service for less! Why pay 

savings. “They are the real deal.” –Yelp

800.435.8776 | COOKTRAVEL.NET

A NEW WAY OF FLYING HAS TAKEN OFF

created a better trip-by-trip solution:

• Leading Safety Standards

 
(888) 758-JETS (5387)
INFO@UNITYJETS.COM | UNITYJETS.COM

1970 TWIN TURBO ROADRUNNER 

a 383ci engine, automatic transmission, custom body 

interior. For more information, please contact:

HOUSE OF HOTRODS AND CLASSICS
817.466.9942 | TXHOUSEOFHOTRODS.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 

Come and experience thrilling rapids, spectacular 
scenery, mouth watering meals and tons of fun!

TOUR WEST | 800.453.9107 | TWRIVER.COM

THE HERMITAGE CLUB 

The Hermitage Club is able to promise prime 
snow conditions all day, zero wait time for lifts and 

championship golf course. Luxury real estate priced 
from $585,000 to over $3M.
800.464.7734 | HERMITAGECLUB.COM

THE MERCHANT
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“AT THE BACK is a polyurethane resin sculpture of my 
chest made by one of my oldest friends, Piotr Nathan. 
The resin was poured on both of us—those are his 
hands—so we literally got stuck together. I found the 
book to the right in Zurich. It’s about eye diseases 
and was published in 1838 by the doctor to the king 
of Saxony. It looks hand-painted—I bought it as a 
reward for myself. In front is a plate made by Guido 
Gambone from 1955. The blue is extraordinary—
that’s my favorite color. On top are two knives, which 
I collect: a silver Swedish knife and a Finnish one 
made with reindeer hair and bone. The photos on the 
plate were taken in the 1880s with so-called freaks 

as subjects—I probably have hundreds in my collec-
tion. The blue bolt is Fortuny fabric, which I usually 
drape on furniture or hang from the windows. The 
porcelain creamer was made by another friend, the 
Polish artist Marek Mielnicki, who gave it to me as a 
gift. It took me a while to understand its beauty. Next 
to the creamer is a memento from Portugal, a little 
box with a lion on top that I got from a flea market. 
To the left of that is a drawing called Padding by my 
old friend Greer Lankton, whom I revere. It was done 
right after her transition and shows all the things 
you need after a gender reassignment. The box was a 
gift from Felix Hoffmann, chief curator at C/O Berlin 

gallery, which he made in 2013. Inside is a little glass 
eye with a saying on top: “Keep it open always.” To 
the left is a girandole from 1730 made from Murano 
glass. Looking at it fills me with complete pleasure. 
Behind it are a few editions of the auction catalog La 
Gazette Drouot, which is my bible. I spend about three 
hours a night reading auction catalogs. Underneath 
the girandole are two of my books: my latest, Diving 
for Pearls, and Sisters, Saints and Sibyls, which is 
very rare. The postcard is by David Shrigley; it’s 
called “Large Fancy Room Filled With Crap,” which 
is sort of the motto of my apartment. I have a Ph.D. in 
fancy crap.” —As told to Christopher Ross

PHOTOGRAPHY BY NAN GOLDIN

still life

NAN GOLDIN
The legendary photographer shares a few of her favorite things.



Hermes.com

F L Â N E U R F O R E V E R




