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JOHNNIE WALKER TRUNK SHOW
NEW YORK | 12.17.15 

WSJ offered a unique, intimate look  
inside Johnnie Walker’s Cabinet of 
Curiosity, featuring an exclusive  
screening of The Gentleman’s Wager 
II, a short film starring Jude Law and 
Giancarlo Giannini. After the viewing, 
guests enjoyed a guided tasting with 
Johnnie Walker’s Master of Whisky, 
Gregor Cattanach.

Photos by Kreg Holt/kregholt.com

INCOMPARABLE COUPLES
MIAMI | 12.3.15 

The Wall Street Journal hosted a private 
viewing reception and dinner with 
famed photographer Rose Hartman at 
Omar’s Cabana in Miami Beach during 
Art Basel. Iconic images from Studio 54 
were on display. All guests received a 
personalized copy of the newly published 
book, Incomparable Couples. 
 
Photos by Paul Porter/BFA.com
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Clockwise from top left: Steinway & Sons’ new headquarters, designed by Annabelle Selldorf, in New York 
City, photographed by Naho Kubota. Nightfall in Jackson Hole, Wyoming, photographed by David Stubbs. 
The dining area of A.P.C. founder Jean Touitou’s apartment, photographed by Matthieu Salvaing. 
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editor’s let ter

ILLUSTRATION BY ALEJANDRO CARDENAS

JOY RIDE  Anubis (in Dior Homme) takes Maserati’s Boomerang out for a spin as Bast (in Dior) indulges in a little carpool karaoke.

GO YOUR OWN WAY

M
ANY OF THE INDIVIDUALS in our March 
Men’s Style issue found success in their 
respective fields by ignoring expected 
career paths. Whether navigating the 

ever-shifting landscape of late-night TV or the vaga-
ries of fashion, the men in this month’s WSJ. help us 
appreciate the value of taking the world by surprise.

It’s a bit of an understatement to call our cover 
star, James Corden, a long shot for his current posi-
tion as the host of The Late Late Show. A luminary of 
the British comedy scene, he was largely unknown to 
American audiences when CBS’s Les Moonves took a 
bet on the young actor for the coveted slot following 
David Letterman. Even Corden wasn’t sure he was 
ready for the job. But the gamble paid off: The show 

was a sensation out of the gate, with sketches like 
“Carpool Karaoke” (featuring duets with the likes of 
Adele and Justin Bieber) going viral and generating a 
massive YouTube following. 

Artist Olafur Eliasson has made a career of cre-
ating ambitious, large-scale installations that 
change how audiences perceive their environ-
ments in unexpected ways. But what might truly 
amaze his fans is how deeply the artist cares about 
lunch. As recounted in our profile—and in Studio 
Olafur Eliasson: The Kitchen, out next month from 
Phaidon—Eliasson and his staff of nearly 100 sit 
down every day to share a midday meal prepared 
in the studio’s kitchen, often joined by guests like 
René Redzepi or Ai Weiwei. For Eliasson, well-made, 

communal meals are as integral to the good life as 
any piece of art.

A.P.C. designer Jean Touitou’s uncompromising 
aesthetic—by turns rigorous and relaxed—can be 
found in both his clothing line and his well-appointed 
Paris apartment. Beginning with his radical rede-
sign of high-end denim, he has steadfastly followed 
his muse, a spirit that’s led him to open a preschool, 
travel the seas in his boat and record his own music. 
“If you want to be trendy, in the end you lose,” he says. 
“We’re comfortable as we are.” 

Kristina O’Neill   
k.oneill@wsj.com
Instagram: kristina_oneill
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INEZ VAN LAMSWEERDE & VINOODH MATADIN
wHO THe &%!#@ is james CORDen?  p. 80

James Corden, WSJ.’s March Men’s Style cover star, is the man currently “making CBS look very smart,” according to Wall Street 
Journal writer Jason Gay, who has interviewed an impressive lineup of late-night television hosts, including Letterman, Leno, 

Kimmel, Colbert, Fallon and Meyers. Gay has seen a shift in late-night in recent years. “It’s no longer strictly about that audience late 
in the evening—it’s about developing a show that can be atomized into smaller parts and spread throughout social media,”  

says Gay. Corden agreed to be covered in temporary tattoos for his shoot with photographic duo Inez van Lamsweerde and Vinoodh 
Matadin. “Originally he was going to wear a suit with just the tattoos sticking out at the neck and wrists, but once we got going  
with them it was just too beautiful to not show them covering his entire torso,” they say. Stylist David Vandewal, who dressed 

Corden in high-fashion pieces ranging from a Giorgio Armani suit to a Saint Laurent T-shirt, noted that Corden has an astute creative 
eye. “There are so many sides to him,” says Vandewal of the resulting array of images. “It was he who wanted to take it there.”

BY SARA MOROSI

FUNNY FACES 
Photographers Inez van 
Lamsweerde and Vinoodh 
Matadin make their  
WSJ. debut this month 
with cover star James 
Corden (far right). 



ISAIAH FREEMAN-SCHUB & JOSS MCKINLEY
all in gOOD Time  p. 114

Several of the watches featured in this issue were unveiled at a show in Geneva just days 
before the shoot, so transporting them required great expediency. Once on set, however, 
the watches took on a more leisurely role, telling the story of a man in reverie at home. 
Photographer Joss McKinley (near left) sought inspiration for the poses by studying 
hand gestures in Renaissance portraiture. The styling, by WSJ.’s Isaiah Freeman-Schub, 
was restricted to simple knitwear in order to focus on the elegant watches. “I love that 
this guy doesn’t have anywhere to be yet he keeps his beautiful timepiece on his wrist,” 
Freeman-Schub says. 

When styling an assembly of young British musicians, each with a different approach to 
fashion, stylist Celestine Cooney spent time researching the artists before selecting 

outfits that she thought they would have chosen on their own. “Personal style in music is 
inextricably linked to the individual,” says Cooney. “The most important thing for me  

was that they felt like themselves.” Writer Thomas Gebremedhin, an editor for WSJ. who 
has always admired British artists like Beverley Knight and Queen, chose the roster of 

up-and-comers. He says, “The music in the U.K. always feels ahead of its time.” 

THOMAS GEBREMEDHIN & CELESTINE COONEY
sOniC yOuTH p. 100

Spring evokes newness, as does our March Men’s Style fashion editorial, photographed 
by Gregory Harris (far left) and styled by Julian Ganio. It was the first time the pair 
worked together and the WSJ. debut of model Adrian John Hurtado. Ganio describes the 
ensembles—featuring versatile looks in unexpected hues, textures and patterns—as  
“a relaxed, easy way of dressing, with a French twist.” Of shooting in an old hotel in 
downtown Los Angeles, Harris says, “It was full of all sorts of characters wandering the 
halls. I was waiting to meet the 2016 version of Travis Bickle.” 

GREGORY HARRIS & JULIAN GANIO
COOl like THaT p. 88

This month’s WSJ. Five showcases the best men’s accessories of the season, including an 
old-school Panama hat and tortoiseshell sunglasses. Photographer Thomas Lohr sought 

to capture the pieces in a way that “evokes a California lifestyle, with its never-ending 
summers.” Stylist Charlotte Collet had a similar vision and looked for inspiration in “the 

idea of light tones to start the year as a blank page.” The location was a ’50s house in 
Beverly Hills decorated in midcentury modern style. Of the shoot, Collet says, “It was like 

what I think the pictures are—effortless in the right way.”

CHARLOTTE COLLET & THOMAS LOHR
THe wsj. FiVe p. 33
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WSJ. asks six luminaries to weigh in on a single topic. This month: Loyalty.

SARAH 
PAULSON

“As an actor, loyalty to 
your character and her 
story is of paramount 
importance. I will never 
stand in judgment of 
any character I play. You 
can’t abandon them, no 
matter what they do, 
think or feel. It serves 
me not one bit, and it 
doesn’t serve the story. 
Mistress Epps [from 
12 Years a Slave] was 
a diabolical charac-
ter—her behavior was 
reprehensible. But I 
remember [director] 
Steve McQueen tell-
ing me, ‘You must not 
judge her.’ So I didn’t 
look for ways to excuse 
her behavior. Instead, 
I tried to understand 
her actions within the 
context of her time. She 
wasn’t smart enough 
to question what she’d 
been told; she wasn’t an 
independent person of 
mind or heart. But the 
story wouldn’t be told in 
the same way if I’d tried 
to make her more palat-
able. My job is to serve 
the story, and if you 
have no loyalty to your 
character, you might as 
well not bother.”

Paulson is an actress currently 
appearing in American  
Crime Story: The People  
v. O.J. Simpson on FX.

“Loyalty is a two-way 
street. It really does go 
both ways—in friend-
ship, family and love. 
I was married to my 
husband for 54 years, 
until his death. I mean, 
talk about loyalty and 
kindness—we always 
supported one another. 
I remember once, years 
ago, I became so upset 
with a co-worker at 
WAMU that I left the 
office and drove to the 
grocery store to clear 
my mind. The store was 
near the radio station 
but about two miles from 
home. I got to the store 
but I was so distracted 
that I lost my car keys.  
I was hysterical. I called 
my husband, crying. He 
knew instantly why I was 
upset, so he said he’d 
take a cab immediately. 
Well, about 20 minutes 
later, John Rehm walked 
in. He said nothing; he 
just put his arms around 
me and held me. He’d had 
trouble getting a taxi 
so he’d walked all the 
way to the store with my 
keys. That’s what loyalty 
is—a crucial ingredient 
in any marriage.”

DIANE 
REHM

Rehm, host of NPR’s The Diane 
Rehm Show, is the author of a 
new memoir, On My Own.

“In the inner city, loyalty 
is a way of life. It’s 
something that people 
expect—it’s a moral 
code—and hip-hop is 
a way of expressing 
those values. It was 
really pronounced in 
the era of Tupac and 
Biggie. Whether it was 
a coast or a crew, you 
announced your loyalty 
to the world through 
your music. That kind of 
loyalty is usually born 
out of shared experi-
ences, something that 
leads to a bond between 
two people. I remember 
visiting my cousin in 
Cincinnati when I was a 
kid. One day, his friend—
someone he knew from 
the block—and I got into 
an argument over bas-
ketball, so we decided 
that we were going to 
fight. We walked down 
to the corner and went at 
it. But soon it was clear 
I was getting beat up! 
So my cousin jumped in 
and, you know, he settled 
the argument. It really 
touched me. In that 
moment, his allegiance 
to me mattered more to 
him than anything else.”

COMMON

Common stars in Barbershop: 
The Next Cut, out next month.

soapbox

THE COLUMNISTS

Sorenson is president and CEO 
of Marriott International.

ARNE 
SORENSON

“Loyalty in business 
really comes down to 
two things: quality 
and value. I’ve gone to 
the same barber for 20 
years. Is he a genius  
stylist? Probably not. 
And I don’t even care 
that much about my hair. 
But here’s a guy who 
does it fast and well. 
Without doing dis-
service to others in the 
barbershop, they always 
find a way to get me 
into the chair quickly. 
Similarly, there’s a 
small bookseller on the 
eastern shore of the 
Chesapeake Bay, where 
we have a house. I’m a 
big reader, so it’s a place 
I go to browse—some-
thing I don’t do very 
well online. The starting 
point is always the qual-
ity of the experience. 
My four kids are in their 
20s, classic millennials. 
They want an experi-
ence they can share with 
somebody, whether it’s 
a restaurant or a hotel. 
They want something 
Instagram-worthy. But 
they still value a friendly 
welcome. If you give peo-
ple good product, they’ll 
keep coming back.”

Cucinelli is a fashion designer. 

BRUNELLO
CUCINELLI

“I’ve always been 
attracted to the 
humanistic concept of 
loyalty—an emphasis  
on respect for everyone’s 
dignity. To be loyal 
doesn’t only mean to 
fulfill commitments to 
others; it’s something 
more. We should care 
for our neighbors, yes, 
but others as well, even 
strangers. We should be 
loyal to everybody. That 
loyalty enables us to join 
forces to serve what we 
like to refer to as ‘the 
common good.’ Loyalty 
features prominently 
in my business. This is 
exactly the reason why 
we almost never change 
our workers and clients. 
When I restored the 
parks around the small 
village of Solomeo in 
Italy—where our com-
pany is headquartered 
and my wife was born—I 
did it out of a sense of 
responsibility and loy-
alty to the people in the 
town. I want them to feel 
proud of the place where 
they live and work.”

“Phyllis Frye, a trans-
gender judge in Houston, 
once made the point that 
if you’re transgender 
and you’re able to be a 
good role model to oth-
ers, that’s something you 
have to do out of loyalty 
to your tribe. Otherwise, 
people will continue to 
live these sad, closeted 
lives. I’ve been really 
lucky. I would never have 
come out if my partner 
had not been 100 percent 
behind me, loyal to me, 
because I love her more 
than I love myself. There 
are many instances 
when the relationship 
does not survive after 
one partner comes out 
as transgender, but mine 
was not one of them. 
In that way, loyalty is 
related to love. I like how 
Robert Heinlein, the 
science fiction writer, 
defined love: The happi-
ness of the person you 
love is essential to your 
own happiness. In the 
case of loyalty, the hap-
piness of the person you 
are loyal to is important 
to your own happiness.”

MARTINE 
ROTHBLATT

Rothblatt is founder and co-
CEO of United Therapeutics 
and a founder of Sirius radio.
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PHOTOGRAPHY BY THOMAS LOHR  
STYLING BY CHARLOTTE COLLET

Savor the simple pleasures  
with five striking pieces that  

amp up spring neutrals.

march 2016
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the wsj. fivekeepsakes

GAME 
CHANGE

1. the watch
Count every second with  
a timeless timepiece. Omega 
watch and Rag & Bone shirt. 
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2. the hat
Sport an old-school  

Panama with laid- 
back aplomb. Junya 

Watanabe Man  
Comme des Garçons  

hat and Vince polo. 
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3. the bag
Escape workday strictures 
with an unstructured 
weekend tote. Dunhill bag, 
Louis Vuitton coat and shoes 
and Junya Watanabe Man 
Comme des Garçons pants. 

SHAUN ROSS
MODEL WITH ALBINISM

HE CHALLENGES SOCIETY’S PERCEPTION OF BEAUTY TO 
OVERCOME STIGMA AND ENCOURAGE SELF-BELIEF IN OTHERS…

LOOK GOOD, FOR GOOD.

Introducing THE COURAGEOUS CLASS at KennethCole.com

SHAUN ROSS
MODEL WITH ALBINISM

HE CHALLENGES SOCIETY’S PERCEPTION OF BEAUTY TO 
OVERCOME STIGMA AND ENCOURAGE SELF-BELIEF IN OTHERS…

LOOK GOOD, FOR GOOD.

Introducing THE COURAGEOUS CLASS at KennethCole.com
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4. the sunglasses 
Focus on relaxation with 

tortoiseshell shades. Ermenegildo 
Zegna Couture sunglasses and 
Freemans Sporting Club shirt. 
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5. the shoes
White leather sneakers look 
just right for sunny days.  
Louis Vuitton shoes and 
Officine Générale pants. 

Model, Satoshi at L.A.  
Models; hair, Marki Shkreli; 
makeup, Katelin Gan. For 
details see Sources, page 122.
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what’s news.the world of culture & st yle march 2016

I
N LOS ANGELES’S Koreatown neighborhood, 
D.A. Wallach’s brain is all lit up. He’s been in 
the MRI machine in an office for nearly two 
hours, wearing a medical gown, meditating, 
trying to tune out the clang-clang-clang of the 

machine. Technicians have already captured hun-
dreds of images. As they work into the thousands, 
completing his full body scan, they have an axial 
view—illuminated lobes and cortices—up on their 
screen. “Good brain,” one tech says. Wallach, who 
turns 31 in March, isn’t here as a patient. After hav-
ing lunch at a nearby Thai barbecue restaurant with 
the CEO of a start-up called Klarismo, he’s putting 
the company’s technology to the test and evaluating 
its potential for investment. 

Klarismo, Wallach explains, wants to use MRI 
machines like tanning beds, purely for recreational 
and aesthetic purposes. Scans might then result in 
highly personalized consumer products. Need a gold-
plated, 3-D model of your intestines? Klarismo! (At 
least, that’s the idea.) Wallach emerges from the tube, 
sheds his gown and gets back into his street clothes. 
He pulls a turquoise cashmere beanie over his wavy, 
red locks and slides his feet into a pair of Visvim san-
dals adorned with bells that chime when he walks. 
“So you can hear me coming,” Wallach jokes. 

Wallach doesn’t need his shoes to get people’s 
attention. His ideas easily do the trick. His recorded 
music does too. Nine years ago, while still an under-
grad at Harvard, Wallach sent out demos of Love 
the Future, the album he recorded with his indie-
pop, soul-influenced band, Chester French. Pharrell 
Williams ultimately outnegotiated Kanye West to 
sign them. After a few years on the road, however, 
Wallach decided he’d take a shot at making bigger 
change in the world than he felt he ever could as a 
musician. “I wanted to be a significant artist in the 
sense that I could have a real impact on culture,” he 
says, driving out of the MRI clinic’s parking lot in an 
electric, four-door Tesla manufactured by his friend 
Elon Musk. “I wanted to be like John Lennon, Bob 
Marley and Curtis Mayfield, people who stimulated 
change. But I realized that I just wasn’t going to be 
that guy as a musician. It wasn’t going to happen.” 

In 2011, having grown up in Milwaukee build-
ing computers in middle school and working in 
Web design in high school, Wallach took his first 
major step into the tech world, talking his way 
onto the team at a nascent music-streaming busi-
ness called Spotify. A one-man social network in 
his own right, he had patched together connections 
through friends at Facebook (Chester French was 
the first band to have its own page on the site), who 
led him to the angel investor and Spotify adviser 
Shakil Khan and eventually the company’s CEO and 
founder, Daniel Ek. Possessing a job-winning combi-
nation of rocker cred and Ivy League intellect earned 
Wallach the title of Spotify’s first artist in residence. 
One of his first duties: explaining Spotify’s business 
model to other musicians prior to its U.S. launch. 

BY HOWIE KAHN   PHOTOGRAPHY BY JOHN FRANCIS PETERS

Though D.A. Wallach is a man of many worlds, transitioning from 
music to tech, his projects have one aim: to make an impact. 

SOCIAL CAPITAL
uPstart

>

HAT TRICK 
Musician, adviser and 
investor D.A. Wallach, 
photographed at his 
home in Los Angeles.
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what’s news

Downtown Los Angeles’s cultural landscape gets a major addition this month with the opening  

of a new arts venue, Hauser Wirth & Schimmel, a 100,000-square-foot revamped historic 

complex. The seven-building compound (left, in a vintage illustration) includes a 1920s bank 

building, a five-story flour mill and a 12,000-square-foot interior courtyard. There will also  

be a bookstore and, later this spring, a restaurant. The multidisciplinary center will open with 

Revolution in the Making: Abstract Sculpture by Women, 1947–2016, a show of about 100 works  

by 34 female artists, including Eva Hesse, Hannah Wilke and Louise Bourgeois. It is co-curated 

by art historian and critic Jenni Sorkin and Paul Schimmel, the former chief curator of L.A.’s 

Museum of Contemporary Art who is now a gallery partner. —Phoebe Hoban

on disPl ay 

NEW ART CITY

MUSIC MAN 
From top: Chester 
French performs in NYC 
in 2009; Wallach’s 2015 
album, Time Machine.

SOCIAL NETWORK 
Right: Wallach and 

Pharrell Williams, working 
in the studio on Time 

Machine. Below: Wallach, 
Quincy Jones and Bruno 

Mars at a Spotify event, in 
West Hollywood, in 2012.

“Initially,” Wallach says, “it was just me and [Spotify 
board member] Sean Parker flying around, trying 
to convince people to let us use their music.” Later, 
Wallach helped develop a dashboard tool with which 
artists could monitor their music’s performance. 
As a consultant, he was compensated, at various 
times throughout his tenure, with a salary and 
stock options. By the time he left in 2015, Spotify’s 
subscribers had rocketed to 20 million from fewer 
than one million when he began. While working to 
help validate the company, Wallach started think-
ing about the implications of emerging technologies 
beyond the entertainment space and decided to 
switch directions. “It seemed like there were bigger 
problems to solve in the world than convincing art-
ists to jump onboard with something that was bound 
to win anyway,” says Wallach, who remains a minor 
investor in Spotify. “If you succeed at any of these 
other problems, there’s a much bigger payoff, finan-
cially and for humanity.”

Wallach’s list of big problems includes: the way 
medical research is conducted (not enough scal-
ability and automation); the lack of data available 
to people about their own bodies (Klarismo may 
be an answer; he’s still deciding); and, outside the 
biotech sector, inefficiencies in the industrial work-
place (an augmented reality company he invests in 
called Daqri may help). These days, Wallach, who 
released his first solo album, Time Machine, last fall, 
is less focused on enhancing life’s soundtrack and 
more attuned to helping devise ways to live longer, 
healthier and with greater productivity. “D.A. brings 
an entirely different sensibility to the table,” says 
composer David Campbell, who worked with Wallach 
on Time Machine and has contributed to albums by 
artists from the Rolling Stones to his son, Beck. “The 
breadth of his musical interests reflects his broader 
interests in the world.” Driving through Los Feliz, 
Wallach transitions seamlessly between topics from 
particle physics to Bhutan, which he recently visited. 
“He’s one of the smartest people I’ve ever interacted 
with,” says the venture capitalist Chris Hollod. 
“That’s definitely how he got through to Ron.” 

Ron is billionaire Ron Burkle, who, along with 
Hollod, has now partnered with Wallach in a new 

investment fund called Inevitable Ventures. Once 
again, Wallach got to Burkle through his A-list 
Rolodex. “Puff Daddy introduced us at Clive Davis’s 
Grammy party,” says Wallach. “I did a song with Puff 
called ‘Ciroc Star,’ and then I helped him and Ron’s 
fund invest in Spotify.” Wallach had another link to 
Burkle through Ashton Kutcher, with whom Burkle 
partnered in the fund A-Grade Investments. “All 
these people in Hollywood and Silicon Valley were 
talking about D.A.,” says Hollod. “So, last year when 
Ron and I were looking for a partner for our latest 
fund, we picked him—for his connections, for his 
positive outlook and for his intellectual horsepower, 
which is unrivaled and ferocious.” 

 Through Inevitable Ventures and his own 
personal investment and advisory work, 
Wallach has aligned himself with start-ups 
like PicnicHealth, offering personal medical 
record aggregation; WiserCare, a personal-
ized patient advocacy platform; and Iggbo, 
which likens itself to Uber for phlebotomy. 
Further, there’s Daqri, the augmented real-
ity company that allows workers to interface 
with complex machinery using a specially 
designed helmet, and Emulate, which has 
developed technology that allows scien-
tists to mimic the work of human organs on 
thumb-size, plastic chips (each chip is lined 
with organ cells and can then replicate their behav-
ior). On the side, Wallach found time for a minor 
role in La La Land, an upcoming film starring Ryan 
Gosling and Emma Stone and directed by Whiplash 
writer-director Damien Chazelle, his former Chester  
French bandmate. 

Wallach certainly doesn’t resemble a convention-
ally sleek or smug financial giant; nor does he come 
off like a tech-world alpha geek with newly deep pock-
ets and a vocabulary out of Silicon Valley. He says that 
the more money he’s able to move around in the name 
of progress, the closer he’ll come to effecting change. 
“I’d like to be moving billions,” he says. “But my sales 
pitch will be about putting it to good use.” As Wallach 
pulls the Tesla to a smooth, even stop, he continues: 
“Returns won’t just be measured in dollars. They’ll 
be measured in fundamentally advancing society.” 
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Becoming a leader doesn’t happen by chance. Like you, we built our success on years of insight 
and refi nement—so you can count on the best travel experience anywhere in the world.

To learn more, visit netjets.com/knowit or call 866-408-3389

NetJets is a Berkshire Hathaway company. Aircraft are managed and operated by NetJets Aviation, Inc. NetJets is a registered service mark. ©2016 NetJets IP, LLC. All rights reserved.
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what’s news

the shif t 

SEA CHANGE
O

NE OF 20TH-CENTURY BALLET’S masterpieces is A Midsummer Night’s Dream, 
George Balanchine’s beloved 1962 interpretation of the Shakespeare play, 
set to a mosaic of musical pieces by Felix Mendelssohn that, over 20 years, 
the choreographer shaped into a score. During the past half century, this 

dance has been staged by more than 15 major ballet companies in the U.S. and abroad.  
The newest production, and potentially one of the most beautiful, will make  its 

world premiere in Miami on March 18 to celebrate Miami City Ballet’s 30th anniver-
sary season. According to artistic director Lourdes Lopez, this Midsummer will be “a 
reimagining of the physical world of the original ballet, reflecting the ocean terrain of 
South Florida.” Miami Beach native Michele Oka Doner, an artist esteemed for her pub-
lic art and imagery of the natural world, has designed sets and costumes. Her forest is 
located under the sea, and the weddings take place on a set inspired by Miami’s Coral 
Castle, by Latvian-American outsider artist Edward Leedskalnin. “You go into the 
forest to lose civilization,” Doner says, “and you hopefully come out of it nourished.” 
Another Miami native, the playwright and recent MacArthur “genius grant” winner 
Tarell Alvin McCraney, worked with the dancers on dramatic aspects of Shakespeare’s 
characters. Like Edward Villella, Miami City Ballet’s founding artistic director and 
Balanchine’s brilliant original Oberon, Lopez often performed in this work during her 
years with the New York City Ballet. Sandra Jennings, authorized by the Balanchine 
Trust, staged the choreography. Ib Andersen (artistic director of Ballet Arizona) and 
Peter Martins (ballet master in chief of the New York City Ballet), both veterans of  
A Midsummer Night’s Dream, assisted with elements of the coaching. —Mindy Aloff

BALLET BEAUTIFUL 
A costume design by 

Michele Oka Doner for 
Miami City Ballet’s 

staging of A Midsummer 
Night’s Dream.

Designers from Saint Laurent to Bottega Veneta take  
on classic surf culture this season with laid-back  

styles, including Spicoli-approved checkered Vans,  
just in time for their 50th anniversary.

BEACHY SCENE 
Clockwise from top:  
Saint Laurent by Hedi Slimane 
bracelets, Outerknown shirt, 
3.1 Phillip Lim boot, Bottega 
Veneta sweater, Saturdays  
NYC sunglasses, Visvim 
blanket, Vans slip-ons and 
DSquared2 hat. For details  
see Sources, page 122. 

the inspiration 

RIDE THIS WAVE

new runway tk

saint 
l aurent
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what’s news

Hollywood continues its 
romance with the stage, 

kicking off the spring 
season with several plays 

featuring A-list actors 
making their Broadway 

debuts. —Joseph Akel

SPOTLIGHT art talk

ALPHABET CITY

For his latest show, artist Adam McEwen traded in his New 
York studio for an engineering facility in Michigan. There 
he crafted sculptures of supercomputers out of graphite, 
which are on view this month at Manhattan’s Petzel Gallery. 
It’s his first solo exhibition in New York since 2011, but the 
themes of his earlier work, such as the limits of perception, 
are continued through the manipulation of everyday 
objects—including air conditioners and safes. Also featured 
are black-and-white film stills, which McEwen prints  
onto oversize versions of sponges, as well as a plywood-
and-metal sculpture of the letter K that features maze-like 
stairs. “If you take a letter out of language, it becomes 
useless,” says McEwen, who also points out the inherent 
Kafka reference. “But I thought you could offset that  
by giving it an apparent, deliberate purpose: a staircase.”  

—Thomas Gebremedhin  

What happens when art and interior 

design collide? That’s the question 

answered by Maharam Digital Projects, 

a venture that invites artists and 

designers to make work that can be 

custom sized and reproduced expressly 

for walls. The program has gathered 

steam with the involvement of inde-

pendent curator Cecilia Alemani 

(Frieze Projects, High Line Art), and 

five new pieces (by Marcel Dzama, 

Kristin Baker and others) will debut 

this spring. Available this month: 

Sapucaí (Carnaval) by Assume Vivid 

Astro Focus (below). “I look for artists 

who see an opportunity to expand their 

language,” says Alemani, who fanta-

sizes about the collaborations popping 

up in one particular place: “The 

walls at the New York City airports!” 

 maharam.com —Sarah Medford

study in design 

WALLFLOWERS

Saoirse Ronan 
Ronan (nominated for  

an Academy Award  
for Brooklyn) stars in the 
revival of Arthur Miller’s 
The Crucible, alongside 

British actor Ben Whishaw, 
who is also appearing  

on Broadway for the first 
time. April 7 

Forest Whitaker 
The Academy Award–

winning actor appears in 
 the revival of Eugene 
O’Neill’s two-hander, 

Hughie. Whitaker plays the 
lamentable Erie Smith, a 

washed-up hustler recalling 
his glory days. February 25

Lupita Nyong’o 
In a moving meditation on 
the injustices of war, the 
Academy Award winner 

reprises her off-Broadway 
turn in Danai Gurira’s 

Eclipsed, playing a Liberian 
woman held captive and 

raped in 2003, during the 
nation’s second civil war. 

March 6 

K I T O N  `

B A R N E Y S . C O M  N E W  Y O R K  B O S T O N  C H I C A G O  L A S  V E G A S  L O S  A N G E L E S  S A N  F R A N C I S C O  S C O T T S D A L E  S E AT T L E

F O R  I N S I D E R  FA S H I O N  A C C E S S :  T H E W I N D O W. B A R N E Y S . C O M

S T E FA N  S A G M E I S T E R
G R A P H I C  D E S I G N E R
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what’s news

object of desire 

PUMP UP THE JAM
Rob Kalin, co-founder of the boutique sound system design firm Wheel Fi, was 10 years old when  

he heard high-fidelity sound for the first time, and it has been an obsession ever since. This spring, 

Wheel Fi will debut its latest Loudspeaking Horn System—a no-expense-spared hi-fi system that 

doubles as functional sculpture. Based in Catskill, New York, Kalin and his team, including co-

founder Jeffrey Jackson, sourced both labor and materials locally, employing upstate artisans and 

engineers as well as black walnut wood—selected for its stability and acoustic qualities—from nearby 

forests. The end product, the result of two years of research and development and approximately 

3,000 hours of work, stuns both the ears and the eyes. “Amazement is what I strive for as a builder,” 

says Kalin, who plans to release only six of each system, in small, medium (pictured) and large.  

“It brings out that childlike sense of wonder in people—and that’s even before they’ve heard it.”  

Price upon request; wheel-fi.com. —Christopher Ross

Go retro with a contemporary riff  
on signature souvenir jackets—in bright 
colors, silk fabrics and fun embroidery. 

ISN’T IT IRONIC

SHEAR GENIUS  
When Joey Silvestera opened his first 

hair salon, Blackstones, in NYC’s  
East Village in 2007, it quickly became  

the go-to spot for cool kids, from fashion 
designer Alexander Wang to Interpol 

frontman Paul Banks. This month, the 
hairstylist opens a new, intimate space in 

the Roxy Hotel (formerly the Tribeca 
Grand). His environmentally friendly, 

signature hair-care line, Five Wits, also 
received a face-lift and will be available 

in guest rooms. —Tara Lamont-Djite 

MIRROR, MIRROR Blackstones’s 
second location features Parisian-
inspired accents and only five chairs. 

From top: Saint Laurent by Hedi Slimane, 
Roberto Cavalli, Louis Vuitton and Valentino. 

For details see Sources, page 122. 
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ACOUSTIC SET  
Wheel Fi’s Loudspeaking 
Horn System is fabricated 

with black walnut wood.
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what’s news

A slew of openings starting this spring signals a new guard on 
Howard Street in SoHo. “It’s the last of an authentic, cool domain 
where things are really interesting in NYC,” says real estate mogul 
Aby Rosen, whose new hotel—along with several stylish neighbors 
(below)—will soon call Howard Street home. —M.E.

hot properties 

BLOCK PARTY

• 11 HOWARD
For Rosen’s new hotel, set to open next month, he assembled a rock-star 
roster: Anda Andrei for creative direction and restaurateur Stephen 
Starr to helm food and beverage. An avid art collector, Rosen secured 
custom sculptures from Katie Yang for the 221 guest rooms, while 
Hiroshi Sugimoto’s abstract work will fill the on-site co-working space. 
11howard .com

• ROLL & HILL 
A few doors down, Brooklyn-based lighting designer and Roll & Hill 
founder Jason Miller will open a new boutique for his six-year-old firm, 
which has become renowned for its rustic, industrial-tinged aesthetic. 
Miller will bring his own work, as well as lamps and lights by the likes of 
Lindsey Adelman and Bec Brittain, to the Howard Street boutique, 
which will open its doors in May. rollandhill.com 

food net work

KADEAU’S COOL

TWO CLASSIC Scandinavian 
motifs stand out in the new 
iteration of Copenhagen’s 
Kadeau restaurant: fish 
and fir trees. Each equally 
inspired its Michelin-star 
chef, Nicolai Nørregaard, and designer, Thomas Lykke. 

The recently relocated restaurant is a tribute to Bornholm—the 
Danish island where Nørregaard grew up and started the original 
Kadeau in 2007 as a casual cafe before decamping to the capital. The 
new urban outpost, a cozy nine-table space in a former yoga studio, 
evokes the seaside perch where Kadeau began. 

Since Bornholm is renowned for its smoked fish—Nørregaard’s uncle 
owned a smokery on the island—the 36-year-old chef made it a staple on 
his 20-course tasting menu. Nørregaard also relies on other, more unex-
pected ingredients, such as pickled pinecones from silver fir. “We use 
the inner part of the needles, which tastes a lot like yuzu,” Nørregaard 
says, “or spruce shoots, which are very succulent and acidic—a bit like 
wine gums.” Fish also influenced Lykke’s design choices: An oversize 
herringbone pattern made from planks of local Douglas fir covers the 
floor of the space. Subtle touches throughout, like a wall of homemade 
preserves, suggest the homey feel of that first seaside cafe, dispelling 
the sense of formality common to fine dining. “There’s no door handle, 
on purpose, so you ring the bell and someone welcomes you in,” Lykke 
says. “It’s like entering the hallway of someone’s home.” 

As for Kadeau’s original site, Nørregaard continues to run it as a 
summer-only spot. Kitchen staff from the Copenhagen restaurant set up 
shop in Bornholm for a few weeks each summer while the urban location 
suspends its service. Year-round, though, there are reliable stewards 
who send care packages of fresh ingredients every week from the island 
to the mainland: Nørregaard’s father, Flemming, and his wife, Lone. 
kadeau.dk —Mark Ellwood 

• M. CROW & CO.
Inspired by the century-old general store that he salvaged from closure 
near his hometown of Joseph, Oregon, furniture designer Tyler Hays 
of BDDW recently launched a new M. Crow branch on Howard Street. 
The NYC location carries a namesake line, which spans kids’ clothing, 
blankets and pottery, all of which is produced in Hays’s studio. 
mcrowcompany.com 

• CENTER FOR GOODS 
Robin Standefer and Stephen Alesch, the husband-and-wife team behind 
11 Howard’s restaurant and design firm Roman & Williams, will showcase 
their tastes at a multistory retail outlet. Howard Street “combines raw 
character and artistic community,” according to the couple, who plan to 
open a retro-inspired general store in 2017 that will stock everything from 
dinnerware to a variety of brooms. romanandwilliams.com 

KITCHEN 
CONFIDENTIAL 
Clockwise from 
below: Kadeau’s 
head chef and 
co-owner, Nicolai 
Nørregaard; a terrine 
of root vegetables 
from the restaurant’s 
new Copenhagen 
outpost, designed 
by Thomas Lykke; 
Nørregaard in  
the kitchen. 
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later, Stüssy generates $50 mil-
lion in annual sales. In 1994, one 

of Stüssy’s former lieutenants, James Jebbia, started 
the skate-influenced brand Supreme. It now has stores 
on three continents that attract lines around the block 
for every new product. Jebbia in turn was responsible 
for Richardson’s first foray into the market when in 
2003 he suggested making T-shirts with images from 
Richardson’s magazine.

“Andrew appreciates the finest in art, music, fash-
ion and culture, but also the edgiest underground 
stuff,” says Jebbia. “He’s a mix between the two, 
which comes through in what he designs.”  

Richardson’s label is now a twice-yearly collection 
that appropriates ideas from seemingly incongruous 
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BY SARAH CRISTOBAL

CReaTiVe BRieF

LABEL MAKER
Indie-magazine founder and former fashion stylist Andrew 

Richardson’s self-named streetwear line combines a high-fashion 
approach with his own brand of provocation.

O
NE FLIGHT UP from a lamp-
shade store on the edge of 
New York’s Chinatown sits 
the headquarters of one 

of today’s buzziest underground labels. 
Fans of Richardson—named after its British 
founder, Andrew Richardson—pony up for a 
bleached selvage denim jacket or a tee with erotic 
drawings by artist William Crawford, each stamped 
with an R Glyph logo. “The goal is to confront the 
establishment,” says Richardson, 49, whose “pro-
tracted adolescence” includes a byzantine career as 
a stylist, creative director, founder of an eponymous 
sex and culture magazine and now designer. “I grew 
up surrounded by punk, so that informs what I do.” 

Relishing rebelliousness is what streetwear is all 
about. The first big brand of this ilk, Stüssy, debuted 
in 1980, after its founder, Shawn Stussy, designed 
T-shirts featuring his graffiti-like scrawl to adver-
tise his day job shaping surfboards. Thirty-five years 

sources. There are oversize satin-lined bomber jack-
ets silk-screened with Shibari ropes ($849), T-shirts 
reading Richardson Hardware ($22) and utilitarian 
carpenter pants ($275). All are made with a high-
fashion sensibility, using fabrics from Germany, 
Scotland and Japan and a plush French terry knit 
Richardson developed. 

“It’s an interesting combination of erotic imag-
ery and blue-collar uniforms,” says fashion designer 
Olympia Le-Tan. “He manages to add a touch of 
humor without making anything look silly.” The pair 
collaborated on denim jackets with a Richardson 
patch and limited-edition clutches embroidered 
with images from cult ’50s erotic magazine Bizarre. 
Though most other offerings are studiously androg-
ynous, Richardson is gaining traction with women, 
including Rihanna and Kate Moss, an old friend of 
Richardson’s. Rather than investing in marketing, he 
is banking on their influence to spread the word on the 
Internet and social media, where #WearRichardson 
pulls up fans modeling his wares. 

It seems to be working. Richardson is sold at 
haute retailers like Dover Street Market in New York 
and London, Tokyo’s Bonjour Records and Addicted 
Seoul in South Korea. He is opening a second store 
in Los Angeles this year, and RichardsonShop.com, 
which offers apparel as well as tongue-in-cheek 
home décor, has seen a 400 percent increase in sales 
in the past year. 

A high school dropout from Marlow, in Bucking-
hamshire, England, Richardson first worked in a 
Kenzo boutique in London. After he moved to New 
York in 1989, established stylist Brana Wolf took him 
under her wing, which led to introductions to other 
fashion luminaries, among them the photographer 
Steven Meisel. Richardson subsequently worked with 
Meisel on Madonna’s notorious 1992 book, Sex, which 
served as a catalyst for his own explicit magazine, 
also titled Richardson. Eight issues have appeared 
since 1998, each with a provocatively undressed 
woman on the glossy cover, with the work of estab-
lished contemporary artists such as Kara Walker and 
Glenn Ligon within the pages. 

“I’ve always felt that Andrew was brave,” Meisel 
says. “Throughout his whole experience of being a 
fashion stylist, he’s had a sense of independence. I 
admire how he is approaching his clothing line and 
taking it to a whole other level. It’s tough to do.” 

This fall, Richardson will expand the line into 
a 30-piece collection with a focus on denim. He’ll 
also release a duffel coat made with British brand 
Gloverall. He continues to offer the mountain boot he 
created with German brand Seil Marschall, glasses 
done with German frame manufacturer Friedrich’s 
Optik and sweaters designed with British fashion 
designer Bella Freud, whose family legacy is not 
lost on Richardson. “If you do a brand about sex and 
sexuality, what’s better than a collaboration with 
Sigmund Freud’s great-granddaughter?” he says 
with a laugh. 

His biggest fan, though, is back home. “My mother 
is fascinated by what I do,” he says. “She proudly walks 
around Marlow in a car club jacket with Richardson 
across the back. I think she’s excited about it.” 

REBEL SELL  Clockwise from 
left: Andrew Richardson; the 
Erika sweatshirt; the NYC shop 
entrance; a wool baseball cap. 
For details see Sources, page 122. 

A JOURNEY THROUGH TIME – WITH RIMOWA
The 1920s marked the beginning of modern air travel and the golden age of Hollywood. In 1919, Hugo Junkers 

presented the world’s fi rst all-metal commercial aircraft. It was made using the aircraft aluminum alloy discovered 
by Alfred Wilm in 1906. In 1950, RIMOWA presented its suitcase with the unmistakable grooved design made 

of the same material – at the time, it was the lightest suitcase in the world. RIMOWA was a real pioneer in the sector, 
starting the trend for lightweight luggage back then.

RIMOWA Stores North America: Beverly Hills, Guam, Honolulu, Las Vegas, Miami, New York, San Francisco, Toronto, Waikiki www.rimowa.com





The actor, producer and best-selling author’s latest project: the List App. The social-
media platform, which launched last fall, allows users to share lists—on everything from 
favorite books to must-see movies. Below, Novak reveals what’s on his phone. 

B.J. NOVAK
the download

DATA PLAN 
The List App, which 
Novak launched 
with co-founder 
Dev Flaherty, has 
more than 100,000 
users, including Lena 
Dunham, Mindy 
Kaling and Anthony 
Bourdain. “These 
are people who have 
something to say, 
and to say it in list 
form makes it fun 
and easy to digest,” 
Novak says. 
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homescreen: 
cape cod

Favorite 
game: 

te x ting

most used 
social-media app: 

 the list app. i ’m 
biased—all my 

Favorite people  
are there.

no case. 
i know, 
i know.

Number of unread emails Zero. Always. I can’t handle 
that little number bubble staring at me. 

First app checked in the morning Mail.

Last app checked before bedtime Instagram.

Most used app The List App. And Slack, to communicate 
with the List App team.

App most likely to be viewed while in a checkout line
Twitter. I love quickly checking in on what everybody’s 
talking about.

Most essential app while traveling Uber. When I don’t 
know how to navigate a new city, it’s incredible to be able 
to just type in a location and look out the window.

Cities listed in weather app Los Angeles, New York,  
San Francisco, Boston. 

Favorite shopping app Amazon.

Most recent Uber ride From the Greenwich Hotel 
 in New York to somewhere uptown I don’t remember.  It  
cost $48.45.

Favorite photo filter No filter.

Favorite podcast The Great Debates. [Novak has debated 
John Mayer on two episodes.]

Most surprising app you depend on I use Shazam at 
least three times a day.  And the Arclight Cinemas app is a 
really well-designed way to see what movies are playing. 

Person you FaceTime most often FaceTime?  Whoever 
I spoke to on the phone last, and always accidentally.

Most common Siri command It’s a tie between “Siri, 
call...” and “No, Siri! Not that person! Hang up! Hang up!”

Favorite emoji 
Favorite Instagram feed @emilyknecht, an L.A.-based 
photographer.

Your most liked Instagram photo A photo of me reading 
[my book] The Book With No Pictures to my godson.

Most listened-to artist on iTunes or Spotify  
David Bowie. 

Your most re-tweeted tweet “If you love something, 
let it go. If you don’t love something, definitely let it go. 
Basically just drop everything, who cares.”

Outgoing voicemail message Just my number, read by 
a robot. You never know who’s calling.

App I wish someone would invent If I had the idea I’d 
probably try to make it myself! IL
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what’s news

BY SETH STEVENSON   ILLUSTRATION BY PATRIK SVENSSON

new meDia

A CHAT STAR IS BORN
The massive success of Twitch, a platform for live-streamed 

videogames, marks a new era for interactive celebrity.  

W
HEN NEWS BROKE in 2014 that Amazon 
had spent $970 million to beat out rival 
suitor Google and buy a company called 
Twitch, many among us were forced 

to confess we’d never heard of the online platform. 
Despite its more than 100 million unique monthly 
visitors, Twitch lies on the far side of a generational 
chasm. The site’s live-streamed footage of regular 
people playing videogames tends to baffle the over-
40 crowd. But for a younger generation, videogames 
have become the roaring cultural campfire that 
everyone gathers around. 

Especially for teen boys, games—more than TV or 
movies—are cultural fodder for punch lines, slang or 
a meaningful chat. Twitch’s blanket coverage of the 
videogame universe offers what ESPN delivers for 
slightly older sports fans. (Surely you’ve met peo-
ple whose small talk is cobbled from NFL news and 
baseball trivia, and whose most heartfelt missives 
are posted to message boards of fantasy football 
leagues.) Among those born post–Reagan adminis-
tration, social currency can be earned by tracking 
videogame releases—and now by absorbing the live 
streams (more than 20 billion minutes of content 
viewed each month) that flow through Twitch’s 
nearly two million channels. Adolescent allegiance 
to tech products is often fickle, and deep-pocketed 
Google has already launched a competing, Twitch-
like platform on YouTube, but for now, Twitch has its 
thumb firmly pressed on the teen male pulse.

Coverage of e-sports—in which videogames are 
played competitively for big money on global stages—
forms a hefty slice of Twitch’s content. People flock to 
watch pro gamers dominate StarCraft the way Steph 
Curry dominates the NBA. There are also reports on 
game debuts and live footage from conventions. But 
nestled away from this corporatized content, ama-
teurish broadcasts thrive on Twitch. For “variety 
streamers,” proficiency is often beside the point. 

Some streamers are funny. Some play vintage 
games and do it with style. Some are easy on the eyes. 
Twitch pointed me to a couple of variety streamers—
one a 29-year-old man who’d worked at a bookstore, 

another a 26-year-old woman who’d been 
a preschool teacher—both of whom said 
they now earn enough to have quit their 
day jobs. Some revenue comes from com-
mercials that run during broadcasts (ad 
income is shared with Twitch), but most 
comes from selling channel subscrip-
tions that cost viewers $4.99 per month 
(in return these subscribers gain minor 
privileges, such as access to custom 
emojis for use inside chat rooms). Once 
in a while, smitten fans send large cash 
tips (and, likewise, some become trolls, 
tendering sexually harassing remarks). 
But what truly distinguishes the chat in these com-
munities of far-flung viewers is that the streamer 
will regularly jump in to join the conversation. 

“People become famous for various reasons,” 
says Twitch founder and CEO Emmett Shear. “They 
can be skilled, charismatic or just famous for being 
famous. But being successful on Twitch can mean 
being good at live interaction with an audience. You 
have to be someone I want to chat with and want to 
watch other people chat with.” Shear told me many 
viewers watch Twitch for three or four hours at a go, 
sometimes engaging with a single streamer for most 
of that time. They ask questions and offer comments; 
in return, they expect the streamer to monitor the 
chat and occasionally make direct replies.

This is a distinctly modern sort of fame, very dif-
ferent from the Olympian remove of a Hollywood 
legend—it’s not even quite like the fan-responsive 
tweeting of a reality TV icon. It’s closer to someone 
on a home shopping network who takes live telephone 
calls from viewers with questions about a handbag. 
This flavor of stardom requires deft multitasking: 
playing a videogame while engaging in constant, 
live video back-and-forth with fans from every cor-
ner of the globe who comment on your gaming skills 
(or often your personal appearance). This presump-
tion of interactivity is what separates videogames 
from other media: Gamers expect to manipulate the 
environments they enter, not sit back and be guided 

through a set-in-stone narrative. So it’s no surprise 
they demand a mind meld with the new breed of 
celebrity they’ve birthed. 

Much of what makes Twitch an important venue 
right now is the rise of gaming itself. Advertisers 
are latching onto gaming culture to remain relevant, 
and Twitch is one of the best places to reach teen 
boys who rarely watch traditional TV. (Videogames 
may also be due for broader cultural liftoff. They’ve 
been around for nearly six decades, roughly the time 
it took for cinema to produce its first masterpiece, 
Citizen Kane. Videogames appear in museum exhibi-
tions now, a fact that might have seemed ludicrous 
not long ago.)

But it’s also easy to imagine Twitch’s broadcast 
dynamic spreading beyond videogames into other 
verticals. Twitch has already launched live streams 
from creatives who paint or sew instead of playing 
videogames. Here’s where rival upstart platforms 
might take note: Why not live-stream cooking shows 
where you can ask a personable chef to demonstrate 
her knife technique? What about a DIY show where 
you can ask a wisecracking plumber how to adjust 
that flow control valve? Or get advice from a finan-
cial adviser? As Twitch and its future adversaries 
move beyond the silo of videogame culture, they 
could engender a whole new mode of popular enter-
tainment—and, like so many forms of new media, 
perpetuate the era of the self-made celebrity.

OMGitsfirefoxx  
Twitch’s top female 
streamer has more 
than 700,000 fol-
lowers in her “foxx 
family.”   

Syndicate  
Twitch’s No. 1 
broadcaster, with 
over 2.3 million fol-
lowers, was the first 
to surpass a million. 

CohhCarnage  
Plays a variety of 
games (not all of 
them well) with an 
emphasis on fun 
and interactivity.  

KittyPlays 
The British Columbia 
native dropped out 
of school to become 
a full-time streamer 
in 2014.
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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®

PHOTOGRAPHY BY BRUNO STAUB 
STYLING BY YLIAS NACER

The only rule is that there are no 
rules—anything goes, from pinstripes 
to breezy, beachy pieces. 

FREE SPIRITS

MARKET REPORT.fashion & design forecast march 2016
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NOW BOARDING  
Knee-length shorts  
are the quintessence of cool. 
Left: Balenciaga sweater, 
Etro shorts and Feit shoes. 
Right: Burberry shirt,  
Etro shorts and Feit shoes. 
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UTILITY WORKS 
Cargo looks less casual 
when it riffs on suiting. 
From left: Valentino 
jacket and pants and 
Balenciaga tank top and 
shoes. Bally jacket and 
pants and Feit shoes. 
Valentino jumpsuit and 
Balenciaga tank top  
and shoes. 

wsj. maga zine

UNDER COVER  
Layer up in featherweight 
anoraks. On both: Kenzo 

parkas and pants,  
Calvin Klein Underwear 

T-shirts and Adidas  
by Raf Simons shoes. 
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SUNNY DELIGHT   
Say aloha to a tropical 
take on balmy-day 
dressing. On both: 
Valentino shirts. 

wsj. maga zine

BLUE BLOODS 
An all-in-one ensemble 

is a new twist on 
the banker’s staple. 

From left: Salvatore 
Ferragamo jumpsuit, 

Calvin Klein Underwear 
T-shirt and Feit shoes. 

3.1 Phillip Lim jumpsuit, 
Calvin Klein Underwear 

T-shirt and Feit shoes. 
Ralph Lauren shirt and 

pants and Feit shoes. 
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EARTH DAY  
Suit up for adventurous 
style. From left: Ami 
Alexandre Mattiussi 
jacket and Calvin Klein 
Underwear T-shirt. Bally 
jacket and pants, Calvin 
Klein Underwear T-shirt 
and model’s own jewelry. 

wsj. maga zine

BACK ON TRACK  
A youthful accessory 

grows up. On all: Bottega 
Veneta backpacks, 

Balenciaga tops, Kenzo 
pants and Feit shoes. 

Models, Dallas Haupt at 
Next, Kaleb Ressler 

at Next and Cameron 
Lancour at Wilhelmina; 
hair, Ramona Eschbach; 

makeup, Kat Reyes.  
For details see Sources, 

page 122.
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A
N EARLY JANUARY morning in Jackson Hole, 
Wyoming, finds a groggy Jimmy Chin, 42, 
in his kitchen struggling to make tea and 
conversation. Though it’s still dark out, a 

steady stream of people funnels through his front 
door. Officially, the skier, mountaineer and photo- 
grapher-filmmaker is supposed to be enjoying a break 
this week, but today he’s being trailed by a Red Bull 
film crew that is documenting preparations for two 
descents down Mount Glory, one of his favorite local 
ski slopes. “I’d like to say it’s not always like this, but 
it kind of is,” he says, stepping around a film producer 
as he adds almond milk and raw honey to his thermos.

Chin—a North Face–sponsored athlete—has long 
been renowned for pulling off maneuvers that some 

might call death-defying (like skiing Mount Everest 
from the summit). And now, with the success of Meru, 
a 2015 documentary that he co-directed, he’s taking 
a headlong leap into the entertainment business. The 
film, seven years in the making, recounts the efforts 
of Chin and fellow elite alpinists Conrad Anker and 
Renan Ozturk to tackle one of the last great unsolved 
“problems” in mountaineering: Shark’s Fin, a fear-
some route on India’s Meru Peak, whose summit had 
eluded countless climbers. 

With some help from award-winning documen-
tarian Elizabeth Chai Vasarhelyi (whom Chin married 
after they became collaborators), his passion project 
ended up snagging the audience award for U.S. docu-
mentary at the Sundance Film Festival. Suddenly, the 

sun-weathered mountain man finds himself sitting 
down to Los Angeles power lunches with the likes of 
Matt Damon and Ridley Scott.

As Chin’s career suggests, today’s top athletes are 
expected to do more than perform physically daring 
feats—becoming a content producer and developing a 
niche brand are part of the package. Chin’s specialty is 
shooting from dizzying heights. He’s shot far-flung 
covers for National Geographic and ad campaigns for 
apparel companies like Roxy, Nau and Timex; and now, 
after Meru, Chin has a new documentary project in the 
pipeline. (He’s keeping the topic under wraps.) The 
hazards of such exploits don’t seem to faze him. 
“There are two main dangers in life,” he says, “risking 
too much and risking too little.” >

BY CHRISTOPHER ROSS   PHOTOGRAPHY BY DAVID STUBBS

An explorer of the world’s highest peaks takes on his latest challenge: Hollywood.

tracked

JIMMY CHIN

FREEZE FRAME  
Chin hiking through back-country 

powder on Mount Glory, near 
Jackson Hole. He and his  

family divide their time between 
Wyoming and New York City.



9
tags

that Chin cut off his clothing while  
climbing Meru in order to shed as much 

weight as possible. •

14
pairs

of skis—8 are currently in use while  
the other 6 are for guests or are in disrepair 

in his garage.

400
feet

Distance that Chin, Anker and Ozturk were 
from the 20,702-foot summit of Meru’s 

Shark’s Fin when they turned around on 
their first failed ascent.

2
children 

with his wife: Marina, 2, and James,  
4 months.

1.1 million
followers 
on Instagram. 

10
hikes 

up Mount Glory—a personal record—while 
training for a Himalayan ski expedition.

72 wsj. maga zine

the e xchange tracked

2:10 p.m.
Red Bull’s cameras roll as Chin gives  
a tour of his gear shed at home, where  
he keeps equipment and mementos  
from prior expeditions.

7:02 a.m.
At home, Chin chats with members 
of the Red Bull team that is filming 
him for a television series about 
human potential.

8:20 a.m.
Drives to the top of 

Teton Pass via WYO 22, 
a road occasionally 

closed due to the threat 
of avalanches.

5:30 p.m.
Packs up following a second descent. Chin  
is one of the last skiers on the mountain.

7:49 a.m.
Preps gear for the first outing of the 
day from the back of his Chevy van—a 
ski bum’s home away from home.

11:30 a.m.
Slices down the southeast 
face of Mount Glory. Chin 
calls the skiing that morning 
“world class.”

8:10 p.m.
Dinner at Il Villaggio Osteria,  
a favorite après-ski spot in  
Jackson Hole.

1.5
years

Amount of time Chin has lived in his new 
Jackson Hole house without moving in most 
of his belongings, due to his hectic schedule.

273.8
miles 

driven by Chin the previous night from  
Salt Lake City after his flight was canceled. 

He got three hours of sleep.

7
years

Chin spent living out of the back of his 1989 
Subaru Loyale early in his career while  

skiing and climbing around the country.

CONNECT 
YOUR BACKPACK

NEW YORK
509 Madison Avenue
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A
T KUTUZOVSKIY 5, Vladimir Mukhin’s res-
taurant that opened in Moscow last year, 
just about everything on the menu is 
grown, raised or produced on Russian soil. 

What the chef doesn’t source from the country he 
makes himself, from jams and pickles to cured meats 
and cheese. The  dining room, with its portraits of 
dead Russian heroes and plaster replicas of Fabergé 
eggs, continues the theme. “When you’re in Russia,” 
Mukhin says, “why shouldn’t you eat Russian food?”

If Mukhin—who has cooked for President 
Vladimir Putin three times—has emerged as a pub-
lic booster for top-shelf Russian ingredients, it’s an 
attitude adopted largely out of necessity. Putin’s 
sweeping embargo on most imported foodstuffs—
retaliation against Western sanctions following his 
Ukraine incursion in 2014—has dramatically altered 

BY JAY CHESHES   PHOTOGRAPHY BY OLYA IVANOVA

How Putin’s embargo is reshaping the country’s cuisine.
RUSSIA’S FOOD REVOLUTION

epicurean travel

Moscow’s fine-dining landscape, dominated, until 
recently, by luxury imports. Now other chefs have 
begun to adopt Mukhin’s patriotic approach—most 
out of need, others in a show of Kremlin solidar-
ity—embracing homegrown flavors and ingredients. 
Changing food mores may turn out to be one of the 
enduring legacies of Putin’s isolationist policies. 

When first imposed in August 2014, the ban on 
meat, fish, produce and dairy from the U.S., EU, 
Canada, Norway and Australia didn’t  seem to  have 
much bite (even though Moscow’s high-end res-
taurants have tended to focus on French, Japanese 
and Italian cuisine). A gray market in  re-labeled 
goods entering via neighboring Belarus and Turkey 
kept well-heeled diners in foie gras, prosciutto 
and oysters. And many  legitimate importers, fear-
ing the worst, stockpiled ingredients before the 

embargo began. Some restaurateurs, with a pied-
à-terre abroad, took to stuffing their suitcases with 
the Manchego and Roquefort their patrons could not 
do without.

The real blow came from economic turmoil hit-
ting Russia at the same time as Putin’s food ban. 
With the ruble shedding half of its value against 
the dollar, Moscow restaurants began to  shutter en 
masse—some 900 of them had closed by early 2015—
including an expat-run outpost from French chef 
Pierre Gagnaire. “We were still getting 90 percent 
of what we had before the embargo; it was just much 
more expensive,” says New York chef Brad Farmerie, 
whose Saxon + Parole in Moscow has so far survived. 
The chef struggled to find alternatives to pricey 
contraband, before eventually turning to Russian 
truffles, steak, even burrata. “Nobody had ever talked 
about local produce,” he says. “There was much more 
cachet to serving imported things.” 

Last summer Putin extended the ban for a year, 
adding Iceland, Albania, Montenegro and tiny 
Liechtenstein to his enemies list. His new minister 
of agriculture  urged consumers to embrace local 
ingredients and growers to amp up production. “In 10 
years, domestic food products ought to replace and 
squeeze out imported ones 100 percent,” he declared 
at an agribusiness conference. The regime marked 
the milestone with a public crackdown. 

Customs officials, responding to a new “destroy on 

sight” directive, seized mountains of Dutch cheese, 
Polish apples and Danish pork—all of it crushed 
or  incinerated like narcotics. In a video that went 
viral, illicit frozen geese were flattened by a bull-
dozer in an empty field. Amateur enforcers in T-shirts 
emblazoned with Eat  Russian stormed gourmet 
stores in the capital armed with Sanctioned Product! 
stickers. In Moscow, police raided  17 sites, taking 
down a vast smuggling ring, while in St. Petersburg 
a massive bonfire was stoked with German cheese. 
“Putin, the czar, said, ‘Let’s enforce this embargo; 
let it not just be empty words on paper,’ ” says Pavel 
Ivlev,  an exiled Russian lawyer who heads the U.S.-
based Committee for Russian Economic Freedom.

Mukhin, a boyish, 32-year-old prankster with 
a beard, was better equipped than most Moscow 
chefs to deal with these restrictions. He was already 
elevating humble Russian cooking at his flagship 
White Rabbit, the only restaurant in the country on 
the  World’s 50 Best Restaurants list (at No. 23). A 
recent tasting menu, focused on the southern region 
along the Black and Caspian seas, featured Crimean 
whelks  served stroganoff style and Abkhazian per-
simmons topped with cured horse meat. 

A few suppliers were similarly well positioned 
to thrive in the new draconian environment. “The 
embargo was good for our business,” says Andrei 
Nitsenko, who helped his father launch Primebeef, 
a brand of corn-fed beef raised in Russia from 

American stock that they began supplying to 
Moscow restaurants last  summer. The country’s 
locavore movement, still in its infancy, has seen a 
serious boost. “Everything you  can find in Europe 
we produce,” says Maria Zlatopolskaya, spokes-
woman for the LavkaLavka chain of food cooperative 
stores, which sells direct from small Russian farms. 
“Sometimes it might not be as good, but we started 
to care about our products two years ago. In Europe 
they’ve been cultivating theirs for hundreds of years. 
Give us time; we’ll catch up.”

Even as Mukhin uses locally sourced ingredients, 
he remains committed to sating the Muscovite appe-
tite for foreign cuisines. The chef, who boasts that he 
comes from five generations of great Russian cooks, 
travels  widely on the food festival circuit, hobnob-
bing with stars of contemporary cooking in heavily 
accented but self-confident English. He’s been a quick 
study of  international food trends, translating culi-
nary ideas from abroad into a Russian context. 

The chef’s fast-growing empire with restaurateur 
Boris Zarkov encompasses 18 places (and count-
ing) in Moscow and former Olympic host city Sochi, 
where Zarkov has been snapping up failed restau-
rants on the cheap. Kutuzovskiy 5, modeled on Heston 
Blumenthal’s history-themed Dinner in London, 
serves modern riffs on very old Russian dishes, 
from jellied veal to cabbage soup, each listed on the 
menu with its year of origin (some dating back to the 

16th century). Last August, Mukhin opened Chicha, 
the only restaurant in Moscow  devoted to Peruvian 
cuisine, with Russian-inflected dishes like sea bass 
ceviche with smoked cream cheese and Nikkei sushi 
rolls with turnip sauce on top. “In Moscow  nobody 
knows Peruvian food,” he says. “As long as it tastes 
good, we can do what we want.” 

At White Rabbit he hosts a weekly “gastronomic 
performance,” inspired by culinary spectacles like 
Ultraviolet in Shanghai. A recent show, devoted to 
the 150th anniversary of Alice in Wonderland, fea-
tured Cheshire Cat “hypnopops” made from red wine 
gelée and  an edible croquet ball filled with straw-
berry cream. “Lewis Carroll only traveled one time,” 
says the chef, “and he went to Russia.” 

Putin, who is expected to continue the embargo 
well beyond next summer, has been urging his citi-
zens to become  self-sufficient. In a recent address 
to parliament he called for a big push in the coun-
try’s organic farming sector. “Russia,” he said, 
can become “one of the world’s largest suppliers of 
healthy, ecologically clean, quality foods.” Though 
the black and gray markets continue to thrive under-
ground, Mukhin, like most Moscow chefs, has found 
alternatives to even the most coveted imports.  He’s 
proud of his Crimean truffles, Siberian shellfish and 
that “brilliant” new corn-fed Russian beef. “We 
have an amazing cheese from the Volga that’s like 
Parmesan,” he says. “Not the same, but very good!”•

LOOK HOMEWARD 
From far left:  
The dining room at 
White Rabbit; chef 
Vladimir Mukhin; one 
of Mukhin’s Russian-
sourced dishes (top), 
featuring caviar from 
Astrakhan; a view of 
Moscow from White 
Rabbit; the restaurant’s 
whelk stroganoff uses 
pork skin and whelks 
from Crimea. 

“when you’re in 
russia, why 
shouldn’t you eat 
russian food?”

–vladimir mukhin
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AVID CHICKEY had been at the helm of 
Radius Books for less than two years when 
he met with photographers Alex Webb 
and his wife, Rebecca Norris Webb, about 

an unpublished suite of Cuba photographs the cou-
ple was hoping to turn into a book. The Webbs had 
brought along a mock-up of the book in a tote bag. 
“Before we even had a chance to broach our cover 
suggestions, David pulled out his mock-up, showing 
a rough cardboard slipcase with violet lettering,” 
Webb recalls. “He said, ‘With the cardboard, I was 
referencing the handmade books of Ediciones Vigía, 
in Matanzas, Cuba, where they make books out of 
found materials—string, cardboard, shoeboxes and 
the like.’ ” The worn cardboard, Chickey further 
explained, also recalled building facades in Cuba. He 
then noted that the country is an explosion of color—
as he slid a book wrapped in multicolor images by the 
Webbs out of the case. “We never showed him our 
mock-up,” Webb says. “We love how David somehow 
manages to get inside the concept of a book and ren-
der it in a special way—as he’s done with all five of 
the books he’s designed for us.” 

Headquartered in Santa Fe, New Mexico, Radius 
publishes books that, while not luxury objects in the 
familiar sense (most are priced under $60), are mak-
ing an impact in a burgeoning sector of the market. 
Monographs produced by or in collaboration with 
artists have a long history of formal experimenta-
tion, one that stretches from William Blake’s Songs of 
Innocence and of Experience to Tom Sachs’s Monday, 
a duct tape and cardboard collage produced in multi-
ple. Since starting Radius in 2007, Chickey has worked 
with the Webbs, Doug Wheeler, Lee Friedlander, 
Marlene Dumas and many others, his main contribu-
tions being an obsessive attention to materials and 
the way he attempts to lay bare the artists’ creative 
process. “Doing the right thing in the right way for an 
artist—sometimes there’s magic in it,” he says. 

Chickey, 49, co-founded Radius while working as 
a graphic designer and curator in various parts of 
the art world. Book design has been a mainstay of his 
freelance work—clients include David Zwirner gal-
lery, Magnum Photos and other, more mainstream 
publishers—and the work has always been a par-
ticular joy for him. He’d been severely dyslexic as a 
child growing up in Nashville, and his parents had 
encouraged him to read to overcome it. But as prof-
its began seeping out of the publishing business, he 
saw decisions being made that seemed disrespectful 
of authors and content. Production shortcuts became 
more common; celebrity introductions were being 
grafted onto books, with awkward results. At a 2005 
publishing seminar, he learned that art book publish-
ers who had relied on sales to libraries were suffering 
as budgets were cut. It wasn’t that libraries didn’t 
want the books—they just couldn’t afford them.

Chickey and a small group of colleagues decided 

WHITE HEAT 
Chickey in the living 
room of his Santa Fe 
home, with his dogs 
(from left) Lola, Jasper 
and Otis. Ellsworth 
Kelly’s Yellow Bar (2007) 
hangs over the fireplace. 
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David Chickey launched a nonprofit publishing house in  
Santa Fe so he could keep the Radius list small—and produce 

art monographs that prioritize inventive design.

THE RADIUS WAY
upstart
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Barcelona chairs bracketing the 
fireplace, a serendipitous find at 
a local humane society auction 
that the dogs will claim at differ-
ent times of the day.

Lacking snub-nosed corners 
and earth-tone walls, the house 
was not popular among the 
neighbors when it was first built. 
But the controversy faded, and 
Jordan’s architectural practice 
is flourishing. “It’s not always 
easy for either of us to live here,” 
says Chickey, who travels sev-
eral times a month, often to New 
York or to Italy, where many 
of his books are printed. “But 
I think starting Radius in New 
York would have been very, very 
hard. There’s so much less noise 
here.” There’s also proximity to 
artists. John McCracken, the 
minimalist sculptor and painter 
who died in 2011, lived down the street from the cou-
ple; he and Chickey became close, producing three 
books together. 

“I would sit and talk with John and time would just 
slip away,” Chickey says. “He was such a warm and 
open and fascinating man. John was also a drinker; 
not everyone knew that. I would come by at 9 in the 
morning, and he would pull out a warm bottle of 
vodka and want me to take shots with him—which I 
did, the first three or four times we met. Until finally I 
built up the confidence to say, ‘Could we maybe do this 
at 6 o’clock at night? And could you chill it, please?’ ” 
Several years before McCracken’s death, the two 
collaborated on the artist’s Sketchbook, a record of 
seminal drawings made between 1965 and 1968 that 

informed the artist’s work for the rest of his career.
Santa Fe has an ambitious cultural agenda for a 

city its size, and Chickey is involved with the con-
temporary art space SITE Santa Fe, the Lannan 
Foundation and other locally based arts groups. 
Radius is working with the Georgia O’Keeffe Museum, 
a few blocks from its office, on a book of the artist’s 
early watercolors to appear this spring, preceding 
an O’Keeffe retrospective at London’s Tate Modern 
in July. And Chickey keeps his ear to the ground for 
new projects. “I gravitate to the artists but also, 
certainly, to the work,” he says. “My philosophy 
has always been that good design is not an external 
thing. It’s about letting it grow organically out of  
the work.” • 

the e xchange upstart

BOOK SMART  
Clockwise from far left: 
Chickey and Jordan’s home, 
and a neighbor’s (at left), 
both designed by Jordan; a 
three-volume collection by 
photographer John Gossage 
atop a monograph on painter 
Joan Watts, both from 
Radius; a photo by Mark 
Klett, from a book published 
by Chickey, hangs in a  
corner of the living room over 
a contemporary Navajo rug.

to set up Radius as a nonprofit, and the publisher 
donates hundreds of copies of each book it prints to 
schools, libraries and arts organizations across the 
country, more than 700 in all. While he admits that 
nonprofit status has its challenges (constant fund 
raising chief among them), Chickey values the free-
dom it confers on Radius, enabling it to stay small at 
around 20 titles a year. “It allows us to have a really 
close relationship with the artist and try to execute 
their vision, as opposed to the idea of what has sold 
or will sell well,” he says. Examples of Chickey’s 
craft include a monograph on Charles Arnoldi that 
includes two intaglio prints inside a plywood box 
designed by the artist; and a three-book collection 
by photographer John Gossage, each 50-image vol-
ume bound in color-blocked linen and magnetized, 
so that the limited-edition set forms a sculptural, 
off-kilter stack. 

Santa Fe has a vibrant art community, but 
Chickey didn’t follow the artists here. He came from 
New York City in 1991 for a friend’s wedding and 
met his future partner, architect Trey Jordan; they 
decided that Santa Fe might be a good place to start 
a life together. The couple now shares workspace in 
an office building that Jordan renovated—one of the 
few midcentury-style structures in the historic dis-
trict—and every day they drive to work with their 
three rescue dogs (Lola, Jasper and Otis) from their 
home about a mile away. 

Their house, one of several adjacent properties 
Jordan designed a decade ago, updates Pueblo-style 
architecture in biscuit-color stucco and glass. Inside, 
work by artists Chickey has collaborated with or 
admires hangs on the silvery gypsum plaster walls, 
and arranged around the rooms are classic modern-
ist furnishings (mostly white, many found on eBay) 
that provide places for books to be read or stowed 
away. One exception is a dog bed that mimics the 
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THINK INK
 james corden  

reinvents late night
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BY JASON GAY
PHOTOGRAPHY BY INEZ & VINOODH

STYLING BY DAVID VANDEWAL

A year ago, the host of The Late Late Show was well-known  
only among Brits and Broadway theater junkies. Now his YouTube-friendly 

comedy, including sidesplitting duets with Justin Bieber  
and Adele, is blowing up the Internet. Make way for James Corden,  

the triple threat who is redefining television.

WHO THE 

&%!#@ 
IS JAMES CORDEN?

REBEL REBEL 
After seeing Corden on 
Broadway in One Man, 

Two Guvnors, CBS’s 
Les Moonves says, 

“I just walked out of 
there saying, ‘This 

guy’s extraordinary.’ ”  
Saint Laurent by 

Hedi Slimane T-shirt, 
Burberry jeans and 

A.P.C. bracelet  
(worn throughout). 



THE SKIN HE’S IN 
Giorgio Armani jacket, shirt and bow tie and his own ring.



and TV shows. Not every grouping turns into the 
Algonquin Round Table, but the idea is to get away 
from the usual celebrity interview routine (here’s 
my funny story, now here’s my clip), or find the 
magic in charming opposites (Betty White, meet 
Amar’e Stoudemire!).

Corden mentions a show in which guests 
included Sir Ben Kingsley, heartthrob Zac Efron and 
comedian Bill Hader. When Efron mentioned he was 
going to star in a Baywatch movie, Kingsley volun-
teered to play a drowning man, and Corden asked 
what such a scene would look like. “Zac Efron’s got 
his arm around Ben Kingsley’s chest, and Bill Hader 
gets on his knees and starts pretending to be a 
shark,” Corden says, laughing. “Pretty much all of 
our guests leave going, ‘Oh, that was great fun.’ ”

Off camera, Corden is still adjusting to Los 
Angeles. He and his family live near the beach—“It 
feels like a brilliant place to have a family”—though 
he worries about his kids growing up in an L.A. bub-
ble and wants his son, Max, 4, and daughter, Carey, 
1, to understand that not everyone has a pool in their 
backyard. He and his family do return to London 
(Corden spent New Year’s Eve there celebrating with 
Adele and others), and in Los Angeles, he has slipped 
easily into the community of showbiz Brits in town. 
Winston shows me a recent clip on his phone of 
Corden singing with Coldplay’s Chris Martin at the 
West Hollywood chapter of Soho House, a club that 
started in London. (Soon after, Martin appeared on 
“Carpool Karaoke.”)

Not long ago, Burberry’s Christopher Bailey 
tapped Corden for a campaign and to close out his 
“London in Los Angeles” runway show at Griffith 
Observatory. “James is a true gentleman and a 
wonderfully talented chap,” says Bailey. Fashion 
and Corden are definitely a thing; he was tapped 
last June to host the Council of Fashion Designers 
Awards in New York. Corden talks with affection of 
the first pair of fine clothing he bought with show-
biz money—a Paul Smith bomber-style jacket. “I 
just didn’t take it off for about 18 months,” he says. 
“Mostly I loved it because it made me a bit slimmer.”

Is there a job and life after this? Corden, who will 
host the Tony Awards in June and in his rare free time 
is writing a screenplay for Disney, is familiar with 
Lorne Michaels’s famous comment about the perma-
nence of late night. “He might be right,” Corden says. 
“I’m going to give it a good crack and try to prove 
that wrong. I don’t know. I can’t even tell you what 
television will look like in 10 years’ time.” He knows 
this: He isn’t in a hurry to find out. James Corden has 
found himself an unlikely dream job in America—late 
nights, singalongs with Stevie Wonder and the right 
to take a good hot shower on TV. •

one day in the future I won’t regret saying no.”
Corden scrambled to get his Late Late Show on the 

air by spring 2015, as Letterman was winding down 
his three-decade-plus run in late night. Comedian-
musician Reggie Watts signed on as bandleader. 
Corden’s friend and producing partner from the 
U.K., Ben Winston, was hired as executive producer, 
as was Rob Crabbe, a late-night veteran fresh from 
The Tonight Show Starring Jimmy Fallon. Fallon 
had entered late night as a Saturday Night Live star, 
but Crabbe thought Corden’s anonymity in the U.S. 
could be an advantage. “You’re not carrying around 
any baggage when you’re an absolute unknown,” 
Crabbe says. “You get a pure introduction.”   

Winston points out that Corden was hardly raw, 
having spent years in the pressure cooker of British 
TV, not to mention live stage. When The Late Late 
Show debuted March 23, 2015, with Corden and Tom 
Hanks doing a skit compressing Hanks’s lengthy 
movie career into a hilarious six-minute romp, it 
was as if Corden had been doing this for years—
because, in a way, he had. “People went, ‘I don’t 
know this guy, but he’s acting with Tom Hanks, he’s 
telling jokes, he’s getting a good interview, he’s 
doing a song,’ ” Winston says. “ ‘Where did he come 
from? How did I not know him?’ ” (Letterman, who 
initially razzed Corden as “the tubby kid,” later told 
colleagues he was impressed by the new host.) 

Corden’s Late Late Show stood out from its start. 
One early episode was filmed inside the home of a 
stranger named Tommy, after Corden and a cam-
era crew knocked on Tommy’s door and asked for 
permission. (Tommy wound up playing hide-and-
seek with Corden, Reggie Watts, Jeff Goldblum and 
Beck.) But the seismic breakthrough was “Carpool 
Karaoke.” The concept is so simple: Corden and a 
musical guest ride around in a Range Rover outfit-
ted with cameras and sing a handful of the artist’s 
biggest hits. Usually, Corden simply drives the SUV 
off the CBS lot with a small convoy of vehicles, and 
they spin a few laps around the neighborhood. The 
whole thing can get knocked off in roughly an hour 
(Adele, who did hers in London over Corden’s holi-
day break, wound up enjoying it so much the pair 
drove around for two hours.)

Corden had done a version of “Carpool” in the 
U.K. with George Michael, singing old Wham! 
songs in a car in a skit for a charity show. Corden 
and Winston were eager to try out a version for The 
Late Late Show, but booking a first act proved dif-
ficult. “We knew we had to start it with a huge star,” 
Corden recalls. “I would be on the phone and we 
would pitch and pitch. No one would do it.” Shortly 
before the premiere, an associate of Mariah Carey’s 
agreed to take the idea to Carey, who was a huge fan 

of George Michael. Carey was in. “Carpool” had its 
debut act.

The brilliant twofer of the segment is how it’s a 
showcase for the artist as well as a stealth platform 
for the host. Corden sings with unbridled joy—you 
can see Adele’s eyes practically pop out of her head 
when Corden, sitting driver’s side, perfectly har-
monizes on her monster hit “Hello.” One Direction, 
frequent Late Late Show guests, looked ready to 
offer Corden a slot in their boy band.

“Carpool” has become one of the most success-
ful YouTube franchises of all time. By late January, 
Bieber’s had 57 million hits. Adele’s was at 62 
million, still ascending like a rocket. Those are 
approaching Super Bowl numbers. One of Stevie 
Wonder’s greatest-hits albums surged to the top of 
the U.K. iTunes chart after his “Carpool” came out. 
For Moonves and CBS, the segment has exceeded 
all expectations. It’s as if Corden were a rookie 
point guard and scored 60 points in his third game 
in the league.

That type of impact is what late-night television 
is increasingly about—building what Corden calls 
“relevance.” This means obsessing less over Nielsen 
ratings (which, in an era of social media and stream-
ing TV, mean less and less) and more about making 
a cultural footprint. Fallon has been a savant about 
this, creating a show of clever bits (lip-sync battles, 
a cappella routines) that glide effortlessly from TV 
to YouTube and Facebook. It has redefined the audi-
ence, too. Gone are the days when the makers of 
late-night shows could imagine their viewers as put-
tering insomniacs or stoned college kids. (Corden 
knows there are probably many fans of his Late Late 
Show who have never, in fact, stayed up late.)

The energy is different now. Letterman once built 
a reputation by coolly deconstructing the talk-show 
format and reveling in the chilly awkwardness of 
celebrity interviews. The newer generation of hosts 
tends to offer celebrities a smoother landing strip, 
often soliciting their help in an effort to create con-
tent that will go viral. Corden says he’s spent time 
assuring publicists that The Late Late Show would 
be “a safe place, a fun place.... They don’t want their 
client going, ‘What the f— did you book me on that 
show for? I looked like an idiot,’ ” he says.

On The Late Late Show, Corden brings out all the 
guests at once instead of one at a time—a maneuver 
that might be strange to U.S. audiences but has long 
been practiced in the U.K. on popular programs like 
The Graham Norton Show. Corden serves as both 
host and mixer—Billy Bob, meet Brie Larson; Brie 
Larson, meet Billy Bob—and there’s a bit of plate 
spinning to keep the conversation natural while 
allowing guests to get in their plugs for movies 
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IT’S LATE AFTERNOON in the Hollywood Hills, and 
Corden, the 37-year-old host of The Late Late Show 
on CBS, is basking behind clear glass in a luxurious 
shower inside a lavish $20 million home. Here’s the 
thing: This is not Corden’s house. And he is not alone. 
Not far away from the shower is an audience of writ-
ers, assistants and camera operators, none of whom 
can quite believe that Corden has actually stripped 
bare for a comedy bit in which he’s playing a bumbling 
luxe real estate agent who’s trying to sell the house to 
potential buyers including the L.A. Clippers basket-
ball player J.J. Redick.

This is what Corden does: surprise people. A 
British entertainer barely known in the United States, 
Corden hadn’t even appeared as a guest on a U.S. talk 
show when he was awarded a chair behind a late-
night desk for an American broadcast network. His 
selection was a stunner.

But over the past year, Corden has become one of 
the merriest revelations on American TV, defying 
early skepticism and finding a loyal audience in the 
cluttered late-night landscape. He also launched a 
cultural phenomenon: “Carpool Karaoke,” a repeat-
ing segment in which Corden drives around musical 
superstars like Adele, Justin Bieber, Elton John and 
Stevie Wonder, singing duets of their biggest hits and 
revealing hidden sides of their talents (Adele, it turns 
out, can rap).

“We’re talking about, genuinely, the biggest stars 
on the planet, who—not always by choice—are sur-
rounded by people all of the time,” Corden says. 
“Security, makeup, assistant, manager, publicist. 
Then suddenly they get in a car and are on their own—
with me.”

Corden smiles. We are sitting in his narrow office 
at the Late Late Show studio in CBS’s Television City, 
where a replica of the metal world map that used to 
dangle behind Walter Cronkite hangs in the spartan 
lobby. Corden, a bit of a clotheshorse, is dressed head 
to toe in casual wear from Lanvin, a fashion label 
he adores (“I was devastated when [designer] Alber 
[Elbaz] left…. I’m worried they’re going to stop mak-
ing clothes that fit me”) and for which he admits a 
mild addiction. (“If my financial adviser were to read 
this, he’d lose his s—.”)

Don’t let the fancy leisure wear fool you. Since 
he moved to Los Angeles in early 2015 with his wife, 
Julia, and their two children, Corden’s been working 
nonstop, engaging in every aspect of The Late Late 
Show’s production, filming segments, schmoozing 
agents and executives, navigating the ever-volatile 
digital era of television. (Not every task is so high-
minded: Later on, Corden will spend time racing a 
porcelain bathtub down an office ramp for a possible 
show segment.)

By now, Corden has surprised himself. He too had 
his doubts about whether he was ready to host a late-
night talk show. Now he does not.

“In many respects, it’s the dream job for me,”  
he says.

Because late-night TV plays to your strengths?
“I don’t know if it’s playing to my strengths,” Corden 

says drily. “It’s more like ignoring my weaknesses.”
      

WHO THE &%!#@ is James Corden?
Les Moonves must have heard it. Of course he did. 

The president and CEO of CBS (who this year also 
assumed the title chairman of the board) had selected 
Corden to fill a desirable slot behind David Letterman 
and his soon-to-be-successor, Stephen Colbert. In 
fairness, Moonves had handed this job to an outsider 
before—Craig Ferguson, a Scot who enjoyed a cult-
ishly beloved run from 2005 until 2014. But Ferguson 
had previously spent eight seasons on a hit U.S. sit-
com, The Drew Carey Show.

Seriously: James who?      
“Ninety-five percent of people didn’t know who 

I was talking about,” Moonves confesses. “The only 
people who did were either Brits or people who knew 
the Broadway theater scene. When I mentioned it 
to [British-born Vogue editor] Anna Wintour, she 
was over the moon—she thought I’d gotten Johnny 
Carson back.”    

Indeed, Corden was like one of those U.K. bands 
the cool kids in high school told you to listen to. 
Most people over here had no idea who he was. But 
those who did bordered on the obsessed. In his 20s 
and early 30s, Corden, the son of a social worker 
and a Bible salesman, had become a sensation as 
a stage actor (The History Boys and One Man, Two 
Guvnors, which both played on Broadway) and a TV 
phenom (he co-created and starred in the popular 
BBC sitcom Gavin & Stacey). His talents made him 
something of a vaudevillian throwback: a deft comic 
actor who could sing, dance, ad-lib and generally 
steal anything he was in. 

Moonves and then–CBS head of entertainment 
Nina Tassler had been dazzled by Corden in One 
Man, Two Guvnors, an improvisation-rich comedy 
of misdirection in which Corden played a servant 
to two criminals (and for which Corden wound up 
winning a Tony in 2012). “I just walked out of there 
saying, ‘This guy’s extraordinary,’ ” says Moonves. 
CBS was eager to get into business. Meetings were 
arranged. Sitcoms were discussed. Corden, who had 
just starred with Meryl Streep and Johnny Depp in 
a big-budget movie of the Sondheim musical Into the 
Woods, was edging toward doing a show with HBO 
when another subject came up: CBS’s vacancy at 
12:30 a.m.

Late-night talk show jobs seldom open and are 
typically the domain of seasoned comedians: Jack 
Paar and Carson, Letterman and Jay Leno. Corden 
had shined as an occasional host in the U.K., but a 
full-time talk show is a grind, with four new shows 
a week and little room for anything else. For many, 
such a job is viewed as a career summit, coveted 
and clung to like a Supreme Court appointment. As 
Lorne Michaels has famously said of The Tonight 
Show: “There is no job after this.”

Corden was thrilled at the idea but unsure he 
could commit. After CBS made an offer—“in retro-
spect, a lowball offer,” Moonves concedes—Corden’s 
side went quiet. Corden admits he was hesitant. “I 
thought, I love the variety of my career,” he says. “I 
went back and forth on it. I just wasn’t quite sure 
what was the right thing to do.”

CBS kept pushing and upped its offer. Corden, 
meanwhile, was making a BBC movie in South 
Africa. “I was Skyping my son on his birthday, and 
my wife was pregnant at the time,” he says. “And 
I was like, This is only going to get harder. Here’s 
someone offering me a job—[and] all I really want 
is to feel creative every day. And I realized it doesn’t 
come around again. CBS doesn’t go, ‘Let’s go back to 
that guy who passed.’ ”

In the end, Corden concluded that such an oppor-
tunity was too good. “I just thought, There’s no way 
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JUST FOR LAUGHS 
Burberry jacket and jeans. Grooming, Jason Schneidman; manicure, Michelle Saunders.  

For details see Sources, page 122.
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CITY LIMITS
Take a walk on the wilder 
side with easygoing 
outfits. Lanvin Homme 
shirts and Gucci 
sunglasses. Opposite: 
Ermenegildo Zegna 
Couture coat, vest and 
scarf and Berluti pants. 

Embrace a laissez-faire  
approach to spring style with 
vintage-inspired menswear  
that can be thrown on for  
a sun-kissed afternoon idyll. 
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GOOD NEWS  
Show some flair with 
a nonchalant mix of 

textures and patterns. 
Hermès sweater and 

pants and Gucci shoes. 
Opposite: Saint Laurent 
by Hedi Slimane blazer, 

shirt, belt (worn as  
scarf) and sunglasses. 



DAY TRIPPER 
Break from convention with 

new proportions, such as a 
higher waistband or a wider 

lapel. Louis Vuitton shirt, 
pants and scarf and Hermès 

shoes. Opposite: A.P.C. 
trench, polo, pants and scarf.  
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OPEN SEASON 
Unexpected hues such 
as mustard or lilac 
look new again. 
Fendi coat and pants 
and Prada sweater. 
Opposite: Ralph 
Lauren shirt, sweater 
and pants. 



HANG LOOSE  
Flash back to a different 
era with cuts that range 
from bell-bottom jeans 
to cropped trousers. 
Gucci trench, shirt, 
pants, shoes and 
sunglasses. Opposite: 
Tom Ford coat, sweater, 
pants and shoes and 
stylist’s own socks.



98

EASY STREET  
These versatile pieces 

can go anywhere. Michael 
Kors coat, shirt and 

pants. Opposite: Prada 
jacket, shirt, sweater 

(worn underneath), pants 
and shoes. Model, Adrian 

John Hurtado at The 
Lions; grooming, Johnnie 

Sapong. For details see 
Sources, page 122.



Sonic Youth

BY THOMAS GEBREMEDHIN    
PHOTOGRAPHY BY KATJA RAHLWES   STYLING BY CELESTINE COONEY
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Even before the release of last summer’s hit album My Love Is Cool, all eyes 
were on Wolf Alice (opposite, from left: Joel Amey, Joff Oddie, Ellie Rowsell 
and Theo Ellis). Thanks to dynamic live performances and a steady release 
of moody, memorable singles, the British band has developed an impres-
sive following since its formation in 2010. “People were watching us,” says 
23-year-old frontwoman Rowsell. “That always adds some pressure.” The 
rock group more than delivered. A welcome throwback to ’90s alterna-
tive music, with its powerful basslines and eerie vocals, My Love Is Cool 
has earned the group a Grammy nomination and landed them on the cov-
eted 2015 Mercury Prize shortlist (past nominees include David Bowie and 
Radiohead). The band is on an international tour through the spring.

Ben Coyle Larner (aka Loyle Carner, above) announced his arrival in 2014 
with the release of his debut EP, which featured the popular track “Cantona,” 
inspired by the recent passing of his stepfather. “He was my hero, and I 
wanted to pay homage to him through one of his heroes—the footballer Eric 
Cantona,” he says. Since then, 21-year-old Loyle Carner (a name he coined 
as a child struggling with dyslexia) has made the shortlist for the BBC 
Music Sound of 2016, an eagerly anticipated poll of industry figures (past 
nominees include Frank Ocean and Haim), and been declared one of the next 
great English rappers, admired for his quick lyrical delivery and heart-on-
the-sleeve songwriting. “It blows my mind to have people respond in such a 
positive way,” he says. “It's beautiful.”

While artists from Adele to Sam Smith have recently produced  
some of the most exciting music out of the U.K., another surge of British musicians  

is making waves. Here are the new names to know.

From left: Valentino shirt and Dr. Martens shoes. Sandro coat and Margaret Howell T-shirt. A.P.C. T-shirt and  
Dr. Martens shoes. Valentino sweater, Topman jeans and Dr. Martens shoes. Opposite: A.P.C. parka, Acne Studios shirt and Fendi jacket. 

All other pieces their own, throughout.

Wolf Alice loyle cArner 
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Louis Vuitton shirt. Alexander Wang sweater, Saint Laurent by Hedi Slimane jeans and Dr. Martens shoes. 

As a teen growing up just outside of London, Jack Garratt traveled to the city 
regularly. Indeed, these trips, in which he absorbed the many cultures, looks 
and sounds of the city, became essential to the young multi-instrumentalist 
and his later songwriting. But like many musicians, Garratt took a long, 
twisting road to success. Fearful of what it might mean to pursue music full 
time, he worked toward a teaching degree in university. “But after the first 
term I realized I was just trying to create a safety net in case this music thing 
didn’t work out,” the 24-year-old says. “I was giving myself the option to fail; 
I was inviting myself to fall.” So he dropped out and began writing songs 
once more, playing at local bars. His recently released debut album, Phase, 

Before DJ-producer Evian Christ, there was Josh Leary, an elementary school 
teacher in the making living in the small English town of Ellesmere Port. “I 
played around with music a bit, but that was never with a view to record-
ing,” he says. Yet while on holiday during his qualification year in 2011–2012, 
he took a break from his studies and posted several electronic tracks to 
YouTube to share with friends. Almost instantly they made their way around 
social media and were picked up by sites such as Fader and Pitchfork. Leary 
soon found his in-box full of emails from record labels and lawyers. 

Since then, he has become known as Evian Christ, one of the reign-
ing DJs of the club scene, traveling across the U.K. to host his notoriously 

integrates a diverse range of influences, from soul to electronic pop to acous-
tic rock—a collection of the sounds he’d heard growing up near London. “The 
first [album] that I tried to write, I hated,” he says. “I didn’t enjoy the music I 
was making, so this album is kind of a discovery of myself.”

Now, as the winner of the BBC Music Sound of 2016 and this year’s Brit 
Awards Critics’ Choice—the same award that helped launch the careers of 
Florence and the Machine, Sam Smith and Adele—Garratt plans to build on 
the recent momentum. “It’s been overwhelming, terrifying, soul-shattering 
and elating,” he says. “Sure, I’m scared about buckling under the pressure. 
But right now, I’m in the best place I’ve been in my life.” 

raucous Ibiza-inspired parties. “The club has been a really important space 
for certain people to build a community, even if they’re shunned by the rest 
of society because of their race or sexuality,” he says. Leary, 26, has also 
collaborated with more-mainstream talents like Kanye West, who flew him 
to Paris to work on his celebrated 2013 album, Yeezus. In the wake of such 
immense success, he has still found time to fashion his own debut album, 
set to premiere this summer. “I’m not a revivalist at all,” he says. “I don’t see 
the point in bringing back these euphoric trance tropes of the late ’90s. I’m 
interested in trying to twist some of the musical gestures into something 
more unsettling and sinister.” 

JAck GArrAtt eviAn christ 



JAck sAvoretti yeArs & yeArs 

Since breaking through as one of the biggest music acts of 2015, electropop 
trio Years & Years—who won the prestigious BBC Music Sound of 2015 poll—
has been showered with critical praise. Their debut album, Communion, was 
released last summer and has earned the group four nominations at the 2016 
Brit Awards, including best group and best single for “King,” which by early 
February had nearly 127 million views on YouTube. And yet they’re not quite 
used to all the newfound fame. “When I hear my song in the club or a taxi,” 
says 25-year-old vocalist Olly Alexander, “I’m totally losing it on the inside.”

The group's beginnings date back to 2010, when Alexander met 26-year-
old bassist Mikey Goldsworthy (far left), an Australian transplant, at a 

“My dad was Italian; he was untouchable,” says London-born Jack Savoretti, 
32. “But whenever he listened to Italian music, he’d become incredibly mel-
ancholic and emotional. I remember being in awe that music had the power to 
floor him, and I wanted to floor him too.” His father’s reaction drove Savoretti 
to re-create that emotion again and again. Armed with only a guitar and his 
now-trademark raspy vocals, the singer-songwriter landed a management 
deal at 20 and soon found a legion of loyal listeners. But despite his early suc-
cess and two well-received albums, Savoretti grew increasingly frustrated 
with the music industry. “There are people [in the business] who have some 
serious blood in their teeth. I didn’t have that—I just wanted to write songs,” 

London house party. Later joined by keyboardist Emre Turkmen (far right), 
27, the group has steadily built a diverse following, from club kids to even 
the most jaded music critics, drawing inspiration from their gritty urban 
surroundings to write furious, dance-floor-ready melodies. “This city is 
such a vibrant and creative place. It’s impossible for it not to have an impact 
on what you create, either directly or indirectly,” says Alexander. 

This year is already shaping up to be bigger than the last. In addition to 
playing music festivals like Coachella and the Governors Ball, the band will 
head on a multicity tour, starting in April, with label mate and fellow Brit 
Ellie Goulding. 

he says. Instead of hanging up his guitar, Savoretti decided to surround him-
self with a whole new team—people he wanted to work with because of who 
they were rather than what they’d achieved—and channeled his newfound 
anger into his music. 

Written in Scars, Savoretti’s fourth album, has proved to be his most 
successful, recently reaching the top 10 nearly a year after its release in the 
U.K. The musician has already set his sights on his next album, with hopes of 
dropping it by the end of this year. “Even if it’s just a mud path through the 
forest, you don’t have to follow the usual route if you want to do this,” he says. 
“You can make it your own way.” 
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From left: Fendi coat, A.P.C. T-shirt and Ermenegildo Zegna Couture pants.  
Prada shirt, Nike shoes and socks and vintage pants. Prada sweater and Saint Laurent by Hedi Slimane T-shirt and shoes. Dior Homme jacket and Sandro T-shirt. Hair, Martin Cullen; makeup, Lotten Holmqvist; set design, Polly Philp. For details see Sources, page 122.
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French brand A.P.C. has thrived for nearly 30 years under the idiosyncratic leadership 
 of founder Jean Touitou, whose Parisian home is equally unconventional.

APT. BY A.P.C.
SHIPSHAPE 
The master bedroom of 
Jean Touitou’s home in 
Paris’s 7th arrondissement 
is paneled with blond elm.
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PERSONAL SPACE 
Opposite, clockwise from top left: The bedroom of 

 Touitou’s daughter Lily; the sleek interiors contrast  
with the neighborhood’s Beaux-Arts architecture; 

bookshelves display dolls made by Lily and designer  
Jessica Ogden; the master bathroom.

J
EAN TOUITOU SPENT his childhood among 
the sunbaked rooftops, palm tree–shaded 
streets and fragrant markets of Tunis, 
Tunisia. Yet the city’s exuberant environ-
ment did not affect his aesthetics.

“My whole family was influenced by 
Nordic design,” says Touitou. His family was in the 
leather business, which frequently took his father to 
Sweden. “I’ve been drinking minimalistic milk since I 
was 6 months old.” And when he was 9, Touitou’s fam-
ily left North Africa for a new home in Paris.

Today, Touitou’s Paris-based brand, A.P.C. (short 
for Atelier de Production et de Création), is known for 
its austere approach to clothes. They are militaristic 
in their functionality but thoroughly grounded in the 
concept of traditional chic. Since its inception, Touitou 
has positioned A.P.C. outside the currents of the fash-
ion world, yet it’s the label fashion insiders turn to 
for their day-to-day wear, to the tune of $60 million 
in sales last year, according to a representative. Next 
month, Touitou will open two new A.P.C. stores in 
Paris and one in Brussels. A store in San Francisco will 
open in May, bringing the total to 67 worldwide. 

“If you want to be trendy, in the end you lose,” says 
Touitou, 64, who dresses with youthful casualness, 
wearing the sleeves of his chambray shirt rolled up. 
“My design has been uncorrupted for 30 years.”

On a chilly January afternoon in Paris, Touitou 
is finishing a late Sunday lunch with his 11-year-old 
daughter, Lily, and his wife, Judith, who is A.P.C.’s 

artistic director and oversees the design team. Their 
white marble dining table, decorated with three crys-
tal vases of violet lilies and orchids, is spread with 
dishes including an apple tart, lychees and a pain brio-
ché as big as a calf’s head. “Work is not a taboo subject 
at home,” Touitou says. “We don’t say, ‘We’re going 
home so we don’t talk about it.’ It’s creativity. It’s all 
over the place, so we might as well talk about it when 
it comes.”

The family’s apartment lies just within the 7th 
arrondissement, close to the border of the 6th. The 
former is known for its aristocratic affluence and the 
latter for exemplifying Parisian bohemianism—the 
confluence of which also describes A.P.C., a one-stop 
shop for classic pieces like Breton sweaters and spiced-
up basics such as leopard-print shirtdresses. The 
brand’s flagship store and studio are both a few blocks 
away on rue Madame, and just around the corner is the 
preschool the Touitous founded, called Ateliers de la 
Petite Enfance, or A.P.E. 

Touitou earned a history degree from the Sorbonne 
with the aim of becoming a teacher. After graduation, 
he spent a year driving across South America and 

returned to Paris in 1977 with new career goals. “I 
realized I would have to take the train at 7 a.m. and go 
to the suburbs and teach kids who wouldn’t care,” he 
says. Instead, almost by accident, he started working 
at Kenzo, then a fledgling label that was the toast of 
Paris. “I met some people working at Kenzo,” he says. 
“And I thought, Whatever these guys are doing, I want 
to join them. It was fashion, but I would not have cared 
if it had been catering. I learned everything there.”

He launched A.P.C. in 1987 as a men’s brand, using 
his own money and some seed investments from 
friends. Amid the brash environment of the ’80s, the 
clothes stood out for their simple, unisex vibe. Touitou 
added a women’s line the next year. By the mid ’90s, 
the company had attracted a cult following for its high-
end denim, which provided a welcome alternative to 
Seinfeld-style pale blue jeans. Each pair was made 
from sturdy, indigo-color fabric sourced in Hiroshima, 
Japan (where the brand still buys its denim). “I didn’t 
wake up one day and say, ‘Let’s do jeans that are so stiff 
and itchy and so dark that they could sell a million,” he 
says. “One could not find a decent pair of jeans in the 
market. Everything was acid-washed, and the cut was 
terrible. I just went for the obvious.”

A.P.C.’s deadpan care instructions suggested not 
washing the jeans, or taking them to the beach for a 
frolic, scrubbing them with sand and rinsing them in 
the ocean. The company also introduced an ongoing 
buy-back program where worn A.P.C. jeans could be 
exchanged for a new pair at 50 percent off. The vintage 

GOOD VIBES  
Custom-made couches 
and a 1966 poster by 
Wes Wilson decorate 
the den.



have traveled the sea in their boat, which is more like 
the modest vessel in Gilligan’s Island than a luxury 
yacht. Sometimes Touitou hitches his own jeans off the 
back and drags them for hours. “The salt and the sand 
can really age the fabric in a gentle manner,” he says.

In such moments Touitou seems to feel most at 
home. “If somebody asks me, ‘Where are you from?’ 
I say I’m from French culture,” he says. “I don’t want 
to say I’m French, because technically I am not.” He 
and Judith recently bought a house on the tiny Italian 
island of Pantelleria, off the coast of Sicily, closer to 
Tunisia. “It’s on an African latitude so it’s that type of 
vegetation,” Touitou explains. “There are no beaches, 
and you have to walk through the mountains to the 
sea. There’s nobody there.”  

Deroo is also overseeing the renovation of the vaca-
tion house. He says, “Jean loves beautiful things, yet 
his criteria is based not on excess but on the idea of 
balance.” Each A.P.C. store is customized to suit its 

location. “I have a tendency to think that each project 
is the last,” Deroo says. “It is also Jean’s philosophy. We 
work based on informal discussions.” The Harajuku, 
Tokyo, branch looks like a mysterious wooden cave, 
while the Silver Lake shop in Los Angeles is a raw take 
on midcentury modern.

Touitou’s laid-back approach affects everyone who 
works with him, including designer Vanessa Seward, 
who launched a namesake line with Touitou’s back-
ing in 2015. “Before meeting Jean and Judith, I wasn’t 
very good at casual clothing,” says Seward, who was 
formerly at Azzaro, where she was known for glamor-
ous eveningwear. “It wasn’t my specialty, and in my 
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pair is then washed, treated (the exact process is a 
secret) and resold.

For most of A.P.C.’s existence, it has been a purpose-
fully anonymous entity. “I wanted it to be the success 
of a collective effort,” Touitou says. When there has 
been a “name” involved, it has been a guest col-
laborator, such as Kanye West. The rapper-producer 
partnered with A.P.C. for a fall collection in 2013, 
inspired by Touitou’s archive of military surplus, and 
again in 2014. A.P.C.’s longtime head designer, Louis 
Wong, has a “brand within a brand,” the menswear 
line Louis W. (Touitou has also created products with 
companies including Australian skin-care line Aesop 
and Argentine dance-shoe makers TangoLeike.) The 
latest brand Touitou has invested in and will sell at 
A.P.C. is Outdoor Voices, an American athletic-wear 
line that he thinks makes “elegant” sweat pants. 

A.P.C. also encompasses a record label and a studio 
and was one of the first retailers to sell music, can-
dles and other brand-approved bric-a-brac alongside 
apparel. Touitou plays guitar and records music (his 
most recent track, “Samba de Merda,” was composed 
as a response to last year’s Charlie Hebdo attacks) and 
says he is more interested in music than fashion. He 
recently commissioned producer and musician Bill 
Laswell to make a custom 63-hour playlist for A.P.C. 
stores, including music from Miles Davis and Glenn 
Gould. This effort might be lost on most customers, 
but Touitou is confident they will appreciate it sublim-
inally. “You think people don’t notice, but they can tell 
there’s quality,” he says. 

In part, A.P.C.’s identity has been governed by 
Touitou’s obstinate approach to merchandising. 
“Sometimes we put on the market things that will not 
necessarily sell,” he says. “You can’t just do bestsellers 
all the time. It becomes very boring for everybody.”

Thus far Touitou, who owns A.P.C. outright, is 
happy with its slow-and-steady growth. “Just like this 
I could multiply it by 10,” he says, snapping his fingers. 
“I know exactly what to do to be huge. We’re comfort-
able as we are.” About his income he says, “I don’t need 
to add another zero.”

A
FTER LUNCH, Touitou walks around 
the apartment, a calm, orderly space 
dominated by blond elm paneling. 
Any similarity to an A.P.C. boutique 
is unsurprising, since the space was 
designed by architect Laurent Deroo, 

who has worked with Touitou for the past 15 years on 
store design. Adorning the mostly bare living room 
walls are a framed 1966 poster for Andy Warhol’s 
Exploding Plastic Inevitable tour with the Velvet 
Underground and a woven wall hanging made by 
Jean’s younger sister in Tunis (pieces from her home-
ware line, La Liste Tunisienne, will soon be sold at 
A.P.C.). The Touitous have lived here for 12 years, but 
the master bedroom is a recent addition—it had been 
an adjacent office, and they bought it when the tenant 
moved. Now it’s been transformed into something 
akin to a wood-lined Scandinavian cabin adrift in a 
Paris apartment. Sliding wooden shutters can even be 
pulled over the window to seal off the room.

Touitou takes a map of the Mediterranean and 
unfolds it on a table. Lily has scribbled multicolor 
paths on it with markers. For six years the Touitous 

personal life I was a bit always overdressed. Thanks to 
them I cooled down a bit.” Her line features vintage-
inspired pieces and denim, and thus far she and 
Touitou have opened two stores in Paris with a third 
to follow in Los Angeles this summer.

“Jean likes to collaborate—he is excited to merge 
what he thinks of the world with somebody else’s 
thoughts,” says artist and photographer Collier 
Schorr, who shot the spring 2016 A.P.C. ad campaign, 
featuring a male model with a bullhorn who could be a 
film director or a political protester; the ambiguity is 
deliberate. Despite Touitou’s gregariousness, Schorr 
notes that he thrives in solitude. “This is a guy who has 
a boat and gets in it and goes off for the summer with 
his family. It’s not a big boat. It’s not a social adven-
ture. It’s alone time.”

T
HE NEXT DAY, Touitou is with his 
26-year-old-daughter, Haydée, at a 
sliver of an A.P.C. store wedged between 
Gucci and Chanel on rue Royale. When 
Touitou saw the space for the first time 
in 2011, he knew it was perfect. “It was 

amusing to be next to Chanel just for the joke,” he says. 
Downstairs there is a subterranean space, periodi-
cally shaken by Métro rumbling, that houses the A.P.C. 
archives, a mixture of the brand’s own pieces and vin-
tage garments used for inspiration. 

Touitou’s iPhone, balanced inside a glass atop a 
table, is playing an obscure 1972 Italian rockabilly 
song on repeat that he is memorizing. Men’s fashion 
week is little more than a week away, and he is singing 
three songs at A.P.C.’s after-party. Haydée, a journal-
ist, is his daughter from his first marriage (her brother, 
Pierre, is a chef based in José Ignacio, Uruguay); she 
has been meeting here weekly with her father. The pair 
is working on Transmission, a book slated for publica-
tion next year that is both a retrospective of the brand 
and Touitou’s personal scrapbook and visual diary.  

He flips through the spiral-bound mock-up. One 
page has a photo of his mother in her youth and 
another of his childhood home in Tunis. Below it is 
a charcoal drawing of jagged, abstracted tanks and 
a blur of chaos, the work of Touitou’s father, who 
served in the French army in World War II, fighting in 
Normandy and in Germany. There is also a 1945 photo 
of his father in Hitler’s mountain chalet. 

Touitou walks through the tidy racks lining the 
concrete chamber. The garments are ordered by color, 
and one broad green swath comprises mostly military 
surplus pieces. He pulls out a heavy stiff leather over-
coat that looks like a sartorial time capsule. It belonged 
to a World War I pilot. Touitou removes a dainty wisp 
of fabric, yellowed by time, from the pocket. “This 
doesn’t look like a handkerchief of a warrior, right?” 
he says. “I figured maybe it’s the daughter’s or the 
fiancée’s. You can feel the past.” 

The A.P.C. team studied the coat and re-created 
its vegetable-tanned leather. The treatment required 
oranges and blueberries. The finished product didn’t 
sell well, which was, of course, fine by Touitou. 

“It’s OK to not be famous and not be a billionaire and 
be happy. If that is what remains, I will be content, but 
I know it’s a bit idealistic.” When asked if that’s how he 
envisions his legacy, he responds, “What do you want 
me to say? That I had an influence on jeans?” •

TOUCH WOOD 
Opposite, clockwise from top left: Sardinian straw suns  

in the kitchen; a daybed in Judith Touitou’s office;  
the wood-paneled laundry room, decorated with art from 

the family’s travels; a Swedish rug and vintage Apple 
computer in Judith’s office. 

IN THE JEANS 
Judith and Jean Touitou at home in Paris with  

daughters Lily and Haydée.  
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SOUND AND VISION 
Architect Annabelle Selldorf 

designed a 19,000-square-foot 
space for Steinway & Son’s 

new headquarters in New York 
City, which includes this  

room for the Steinway Concert 
and Artists’ Piano Bank.

V
LADIMIR HOROWITZ, Arthur Rubinstein, Lang Lang: 
These are just a few of the pianists who played at 
the majestic Beaux-Arts building that Steinway & 
Sons occupied for 89 years on Manhattan’s West 
57th Street, one block away from Carnegie Hall. But 
in April, Steinway is taking its big-shouldered con-

cert grands nearly 15 blocks south to a new home that architect 
Annabelle Selldorf has retooled into a 19,000-square-foot space 
with an airy showroom and her first-ever performance hall. 

“We only move every hundred years, so we had to get it right,” 
says Steinway CEO Michael Sweeney. He approached Selldorf after 
admiring the resonant public spaces she has designed, includ-
ing New York’s Neue Galerie museum and Hauser & Wirth and 
David Zwirner galleries. Pianos, it turns out, share certain spatial 
requirements with large works of art.   

“At first glance, a piano is a beautiful thing,” says Selldorf, who 
doesn’t play but has found herself listening to a lot of keyboard 
music lately. “Steinway inspires admiration for the craft and 
beauty of the instruments—each of which takes a year to make. But 
they’re big, like a herd of elephants, if you will. And when there are 
20 of them in constant movement, it can be difficult to manage.”

The two-story space on Sixth Avenue, occupied for 20 years by 
the International Center of Photography, was gutted to create a 
public showroom at street level and a private artists’ clubhouse 
below. On the main floor, Selldorf balanced the instruments’ 
sculptural heft with finely articulated details, such as end-grain-
wood flooring (reinforced to withstand a cumulative weight 
of 20,000 pounds) and a suspended oak-veneer ceiling distin-
guished by a multiplicity of piano-shape S curves. Downstairs, 
she configured a recording studio and rehearsal rooms around a 
74-seat recital hall with a grid of wood panels that cleverly con-
ceal a state-of-the-art sound system. The space will be accessible 
to school-age children as part of Steinway’s outreach program as 
well as to performers who often work with Steinway, among them 
Hélène Grimaud, Emanuel Ax and Diana Krall. The space will also 
house the Steinway Concert and Artists’ Piano Bank—a multi-
million-dollar lineup of keyboards on a bright yellow floor that 
professionals can audition and then play in concert.

Over the central staircase hangs an assemblage of 32 chro-
matically paired LED tubes created by artist Spencer Finch. Titled 
Newton’s Theory of Color and Music (The Goldberg Variations), 
the piece was inspired by Bach’s piano composition and Sir Isaac 
Newton’s explorations of light and sound.

“Spencer’s piece will make people think about the resonance 
of sound to the mind and the bigger picture of what’s happening 
here,” says Selldorf. “All of it comes back to an idea that the build-
ing had to be transparent, welcoming and modern. Finding a place 
for the contemplative love of music in the modern existence.” •

BY SARAH MEDFORD   PHOTOGRAPHY BY NAHO KUBOTA

Architect Annabelle Selldorf creates a 
harmonic new headquarters for venerable 

piano makers Steinway & Sons.

High Note
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While away the hours in understated 
watches that command a second look. 

ALL IN  
GOOD TIME

WRISTY BUSINESS 
Tick all the boxes with 

these instantly collectible 
timepieces. Piaget Altiplano 

watch and Dior Homme 
sweater and pants. Opposite: 

Drive de Cartier watch  
and Bottega Veneta sweater. 
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NIGHT AND DAY 
The subtle elegance of a  
dark face suits any moment. 
Patek Philippe Annual 
Calendar watch and Berluti 
sweater. Opposite: Panerai 
watch and Burberry sweater. 
Model, Russell Giardina 
at IMG; manicure, Martha 
Fekete. For details  
see Sources, page 122.
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A
T PRECISELY 1 O’CLOCK on a frigid 
January afternoon, Lauren Maurer, 
a 46-year-old American cook, rings 
a sleek bronze bell in the kitchen of 
artist Olafur Eliasson’s four-story, 
30,000-square-foot studio in Berlin. 

Hungry staff members from throughout the building, 
originally a brewery, promptly respond to the call 
and materialize on the third floor. There are nearly 
100 men and women employed on the premises, and 
they’ve been doing all manner of work this morning—
the myriad physical, digital and mental tasks that 
form the backbone of Eliasson’s multidisciplinary 
and highly collaborative art practice. Upstairs, the 
painting team puts the final touches on 72 circular 
canvases, each nearly 32 inches in diameter and col-
lectively representative of the color spectrum. Once 
crated, they’ll head to the Long Museum in Shanghai 
for Olafur Eliasson: Nothingness Is Not Nothing at All, 
a March solo exhibition and one of the biggest shows 
Eliasson has ever mounted (this summer, he’ll also 
be showing in the palace and gardens at Versailles). 
Downstairs, more staffers fit slices of color-effect fil-
ter glass into the steel exoskeleton of a large sphere. 
And outside, as snow falls, the sizable remains of 
about a half dozen ice blocks, harvested from a fjord 
in Greenland, will be dyed pink, surrounded by saw-
dust and scanned with a 3-D scanner. Other ice blocks 
from the same harvesting mission were recently dis-
played as part of a public installation in Paris during 
the United Nations Conference on Climate Change in 
order to have viewers witness them melt. 

Maurer’s bell signals something seemingly less 
weighty: lunch. Every Tuesday through Friday for 
30 to 45 minutes, the working population of Studio 
Olafur Eliasson stops and gathers for a home-cooked, 
family-style, almost always vegetarian (often vegan) 

LUNCH SPECIAL  Artist Olafur Eliasson, photographed in 
his Berlin studio, preparing to eat white root vegetable soup.

BY HOWIE KAHN    
PHOTOGRAPHY BY ERIK OLSSON 

Artist Olafur Eliasson is known for 
his ambitious installations. But,  
as illustrated in his new cookbook, 
The Kitchen, the center of his 
studio is simple: lunch. 

Olafur  
Eliasson  
Will  
Feed You  
Now
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meal. It’s a ritual that dates back to 2003, when the 
artist’s output, though still ambitious and complex, 
was executed by a smaller team of around 15. While 
conceiving large-scale projects like Your Silent 
Running (a geodesic enclosure that envelops view-
ers in fog and monofrequency light) and The Weather 
Project (an installation that drew more than two mil-
lion people to London’s Tate Modern museum to bask 
beneath Eliasson’s approximation of a hazy, golden 
sun), studio members would break from marathon 
work sessions to cook for their colleagues.

“Every time it was someone’s turn to be in the 
kitchen,” says Eliasson, sitting down at the head of 
a long picnic table with a matte black surface and 
blond-wood trim (made in the studio), “they would 
not work for half a day.” Eliasson, 49, peers curiously 
over the rim of his glasses at a black cast-iron cocotte 
holding the day’s soup. “It started making way more 
sense to have a dedicated kitchen staff,” he says, 
passing me his bowl to fill.

Instead of switching to a food services model to 
feed his growing staff, however, Eliasson believed 
it was essential to keep the kitchen and the studio 
closely integrated. The artwork he produces varies 
across media and genres—ranging from abstract, 
experiential installations to buildings and a park 
being designed by his architectural practice, Studio 
Other Spaces, to Little Sun, a social entrepreneurship 
initiative aimed at putting solar-powered LED lamps 
into the hands of the 1.1 billion people living without 
easy access to electricity. 

Yet all of Eliasson’s efforts are unified by the 
notion of giving feelings a physical form. The desired 
response is always an emotional one. His kitchen 
operates with the same intention. Feelings are con-
veyed by shapes. In this case, the shapes are edible. 

“I want lunch to make people feel appreciated, cared 
for and treasured,” he says. “I’m very curious about 
what types of hospitality actually hold people in a 
way that reflects their emotional needs.” 

For Eliasson, who grew up between Denmark and 
Iceland, the connection between food and art is pri-
mal and was embodied early in life by his father. “He 
was a chef and an artist,” Eliasson says. “He made 
money cooking and spent money making art.” Elias 
Hjörleifsson (Icelandic last names are constructed 
by tacking son or dóttir onto an 
offspring’s father’s first name), 
who died in 2001, worked in 
watercolor and pen; he also 
cooked regularly for sailors on 
Icelandic fishing vessels for 
weeks at a time. Like his son, 
Hjörleifsson integrated people 
with their surroundings in com-
pelling ways. “One of his great 
feats was to make fishermen eat 
fish out at sea,” says Eliasson. 
“Nobody wanted to eat what they 
worked with all day.” Eliasson’s 
younger sister, Victoria Eliasdóttir, 28, is also a chef. 
After a six-month stint in the studio kitchen in 2014, 
during which she convinced her brother to upgrade 
the appliances, she opened Dóttir, her first restau-
rant, in Berlin last year. 

In 2005, Eliasson found an ideal collaborator who 
shared his creative and culinary philosophies: artist 

Asako Iwama, whose neighbor’s friend worked in the 
studio’s archiving department and suggested she 
take the job heading up its kitchen operations. Born 
in Tokyo and living in Berlin, Iwama had already been 
exploring ideas surrounding the intersection of food 
and community. Her 1999 work at Campo Boario, an 
abandoned 19th-century slaughterhouse in Rome, 
involved serving lunch to the public in collaboration 
with Kurdish refugees living in the area. 

Like Eliasson, who perpetually makes his own 
pieces physically inviting, 
Iwama focuses on framing the 
notion of hospitality through 
the lens of art: What does it 
mean to take care of people 
through cooking? What really 
happens when people come 
together to eat? 

The kitchen Iwama and 
Eliasson started to build 
echoed the communal spirit 
of other food-inspired works, 
such as Rirkrit Tiravanija’s 
1990 piece Pad Thai, for which 

he served his native noodle dish to New York City 
gallery goers, and Food, a storefront in SoHo co-
founded by Carol Goodden and Gordon Matta-Clark 
that functioned as both a perpetual art installa-
tion and a restaurant by and for downtown artists, 
with the likes of Robert Rauschenberg or Donald 
Judd sometimes at the stove. But while Tiravanija’s 
works are marked by a start and a finish, and the 
original incarnation of Food lasted only from 1971 
through 1974, Eliasson’s kitchen—anchored by the 
ethics of artists feeding those immediately around 
them—continues to evolve. 

What started out as a hot plate and a few pots in 
a nook beneath the architects is now a much more 
elaborate operation, housed in a glass cube with 
top cooking gear and custom cabinetry designed 
in-house. Lauren Maurer, who began working in the 
kitchen in 2006, splitting time with Iwama, eventu-
ally took over after Iwama moved back to Tokyo in 
2014. Maurer comes from a restaurant background 
but has learned to think more like an artist. Take Your 
Time, the name of Eliasson’s traveling 2009–2010 
exhibition, might also be her motto. “I’ve had a few 
huge flops here,” Maurer says. “Olafur was running 
late one day, and I’d made crêpes. By the time he sat 
down, they’d been out for an hour and were terrible, 
squishy and disgusting. We learn along the way. We 
learn to cook flexibly.”

Maurer spearheads the menu planning on 
Mondays. She’s joined in the kitchen by filmmaker 
Montse Torredà Martí, baker Nora Wulff and 
Christine Bopp—who seamlessly transitioned from 
metal and glass production to the kitchen. Other stu-
dio members work on teams in scheduled shifts to set 
the tables and wash the dishes. Eliasson joins mostly 
on Thursdays and Fridays. When he and his wife, 
the art historian Marianne Krogh Jensen, decided 
to adopt their now-12-year-old son from Ethiopia in 
2003, they also decided to raise him in Copenhagen, 
where they still live along with their 9-year-old 
daughter, whom they adopted from Ethiopia three 
years later. But with Eliasson’s studio already long 
established in Berlin—he started there without a staff 
to feed in 1995—he decided to become a commuter 
and take the weekly one-hour flight. Because his time 
in the studio is limited and tightly controlled—meet-
ing to discuss a dozen projects in an afternoon—he 
doesn’t take a shift as the dishwasher.  

For today’s lunch, Eliasson enjoys the 
 pumpkin-seed pesto, which he spoons across the 
steaming surface of his 
puréed white root veg-
etable soup. The tables 
have filled in around 
him with his colleagues, 
breaking bread together, 
sharing a common lunch 
and vision. Candles are 
flickering. Joy is evident 
as plates are passed and 
co-workers serve one 
another. Colleagues ban-
ter in German. “It would 
be naive to think they’re 
only talking about work,” 
Eliasson says. “But we 
have a big studio. This is 
the chance for all the dif-
ferent parts to connect 
on a daily basis.” Several staffers say that despite 
eating this food for years, they still look forward 
to it every day. Eliasson reveals that he’ll occasion-
ally catch people coming back into the building with 
hamburgers. But his motives remain steadfast. “This 
is about people feeling seen,” Eliasson says. “Maybe 
by the food, maybe by the kitchen, maybe by the 
environment, the cooks. All so that you feel your 
emotional need is being reflected and met, almost on 

a therapeutic level.” Eliasson rips at a piece of freshly 
made black bread, dyed with squid ink, and spreads 
it with lemon zest butter. “It takes you to a place of 
feeling like you are part of a civic system, like you are 
part of society,” he continues. “It takes you to a place 
of not feeling alone.”  

Considering that food preparation seems to be in 
his blood, it’s no wonder Eliasson’s studio lunches 
come across more as familial sit-downs than ongo-
ing works of art. But a new book, Studio Olafur 
Eliasson: The Kitchen, being distributed by Phaidon 
next month, makes a strong argument for the symbi-
otic relationship between conceptual investigations 
and everyday feasting. The volume was originally 
an installment of Take Your Time, an in-house series 
assembled by Eliasson’s prolific publishing unit. It 
has released nearly 100 books since 1997, some in 
limited runs, some for wider distribution. The Take 
Your Time books typically track the progression of 
one of the studio’s many areas of interest. There’s a 
compilation of Eliasson’s writings and a collection 
of photographs featuring Icelandic driftwood in dif-
ferent parts of Berlin. Another volume covers “small 
spatial experiments.” “A lot of the books we do are 
experiments,” says Eliasson. “I’m excited about the 
fact that this limited-edition run we made for artistic 
reasons has now turned into a kind of cookbook.” 

Over the years, René Redzepi, of Noma fame, has 
stopped in to cook (Eliasson wrote the foreword to 
Redzepi’s first book in 2010). And artist Ai Weiwei, 
whose Berlin studio neighbors Eliasson’s, popped 
over twice during my visit—once to photograph 
the ice blocks with his iPhone and another time for 
lunch, to enjoy roasted carrots and parsnips while 
discussing the distribution of Little Sun LED devices 
to Syrian refugees on the Greek island of Lesbos, 
where he has established a satellite studio. But it was 
chef-activist Alice Waters who suggested spread-

ing Eliasson’s approach to 
food more broadly. 

Waters and Eliasson 
met seven years ago at the 
World Economic Forum in 
Davos, Switzerland (where 
Eliasson received the 
Crystal Award in January 
for his “commitments to 
improving the state of the 
world”; Leonardo DiCaprio 
was among his co-
recipients). “Alice is very 
interested in how commu-
nities come together and 
eat,” Eliasson says. “She 
must have seen something 
in these pages that con-
tained a lesson.”

“The book is very teachable,” says Waters, who 
wrote its foreword. “I handed it to the publisher right 
away and said, ‘This needs to be published interna-
tionally.’ I felt like we all needed a copy. Mine is now 
very dog-eared. I could use a new one.” Waters con-
tinues, “It takes an artist to look at eating differently, 
to really get to the heart of what it’s about. It’s a big 
picture, and that’s what Olafur deals with.” 

The Kitchen, which also features contributions 

from Iwama, Maurer, Eliasson, Redzepi and others, 
functions both as a monograph about its studio’s ideas 
and as a collection of practical, cookable and crav-
able recipes. It combines abstract thoughts and the 
search for answers with instructions and solutions. 
The Kitchen includes recipes for everyday lunches 
as well as for dishes that have been served at studio 
seminars and events. One passage, revisiting a series 
called Life Is Space, sheds light on relating to environ-
ments both natural and constructed. That discussion 
is anchored by a recipe for quiche that was served at 
one of the studio’s seminars. Another entry focuses 
on food being the vehicle through which colors enter 
our bodies. Baked beets with horseradish dill almond 
sauce make that notion all the more compelling. 

If the book and an invitation to lunch in Berlin 
present one take-away, it’s this: In the cosmos of 
Studio Olafur Eliasson, food and art are inextricable. 
They fuel each other equally. Food, in the studio’s 
context, shares its utility with metal and glass, paint 
and canvas. “We didn’t make a cookbook to make a 
cookbook,” Eliasson says. “We wanted to capture 
what we felt was unique here in the studio.

“It would be odd not to feed everybody,” says 
Eliasson, “and even more odd not to feed them any-
thing other than foods that convey the deepest 
respect.” He eyes a loaf of white bread next to the loaf 
of black. “Food is more important than art. You die 
from not having food,” Eliasson says. “You die from 
not having art, too—just not as fast.” •

“I want lunch 
to make 
people feel 
apprecIated, 
cared  
for and 
treasured.”

—olafur elIasson

SOUL FOOD  Left: Nora Wulff, Christine Bopp and Lauren 
Maurer in the Studio Olafur Eliasson kitchen. Above: Studio 
members congregate for their daily meal. 

FOOD FOR THOUGHT  Above: Eliasson, inspecting 
new work in his painting studio. Below: Fresh-baked 
bread, kale salad, puréed root vegetable soup  
with pumpkin seed pesto and pumpkin-ricotta crème.
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three), $40, calvinklein .com 
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Bottega Veneta backpacks, 
all $2,450, 800-845-6790, 
Balenciaga top (left), $945, 
similar styles at Balenciaga 
Men’s SoHo, New York, 
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right), both $595, Barneys New 
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jeans, $325, us.burberry .com, 
A.P.C. bracelet, $110, A.P.C. 
Bond Street, New York 

page 83
Giorgio Armani jacket, $3,975, 
shirt, $625, and bow tie, 
$175, select Giorgio Armani 
boutiques 

page 87
Burberry jacket, $695, and 
jeans, $325, us.burberry .com 

COOL LIKE THAT
page 88
Lanvin Homme shirts, $910  
and $685, Lanvin Homme,  
New York, Gucci sunglasses, 
$375, select Gucci stores 
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Ermenegildo Zegna Couture 
coat, $8,995, vest, $1,100, 
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New York 
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Saint Laurent by Hedi Slimane 
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Louis Vuitton shirt, $4,350, 
pants, $650, and scarf, $305, 
select Louis Vuitton stores, 
Hermès shoes, $890, select 
Hermès stores 

page 93
A.P.C. trench, $605, polo, $210, 
pants, $250, and scarf, $135, 
A.P.C. Bond Street, New York
 
page 94
Fendi coat, $5,300, and pants, 
$650, fendi .com, Prada sweater, 
$930, select Prada boutiques 

page 54
Richardson Erika sweatshirt, 
$193, and Richardson X 
Ebbets Field wool cap, $93, 
richardsonshop .com 
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Balenciaga sweater, $945, 
similar styles at Balenciaga 
Men’s SoHo, New York, Etro 
shorts, $2,757, Etro Madison 
Avenue, New York, Feit shoes, 
$540, feitdirect .com, Burberry 
shirt, $895, us.burberry .com, 
Etro shorts, $3,718, Etro 
Madison Avenue, New York, 
Feit shoes, $600, feitdirect .com 
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Valentino jacket, $2,995, and 
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Avenue, New York, Balenciaga 
tank top, $595, Barneys New 
York, Balenciaga shoes, $875, 
similar styles at Balenciaga 
Men’s SoHo, New York, Bally 
jacket, $1,395, and pants, 
$895, Bally Madison Avenue, 
New York, Feit shoes, $600, 
feitdirect .com, Valentino 
jumpsuit, $2,195, Valentino 
Fifth Avenue, New York, 
Balenciaga tank top, $595, and 
shoes, $875, Barneys New York 

page 65
Kenzo parkas and pants, all 
price upon request, kenzo 
.com, Calvin Klein Underwear 
T-shirts (pack of three), $40, 
calvinklein .com, Adidas by 
Raf Simons shoes, both $400, 
adidasx .com 

page 66
Valentino shirts, both $395, 
Valentino Fifth Avenue,  
New York

page 67
Salvatore Ferragamo jumpsuit, 
$3,500, select Salvatore 
Ferragamo boutiques, Calvin 
Klein Underwear T-shirts (pack 
of three), $40, calvinklein .com, 
Feit shoes, $540, feitdirect 
.com, 3.1 Phillip Lim jumpsuit, 
$995, 31philliplim .com, Calvin 
Klein Underwear T-shirts (pack 
of three), $40, calvinklein .com, 
Feit shoes, $600, feitdirect 
.com, Ralph Lauren shirt, $495, 
and pants, $695, select Ralph 
Lauren stores, Feit shoes, $600, 
feitdirect .com 

page 68
Ami Alexandre Mattiussi 
jacket, $655, similar styles 
on amiparis.fr, Calvin Klein 
Underwear T-shirts (pack 

COVER
Dolce & Gabbana robe, $1,675, 
select Dolce & Gabbana 
boutiques, A.P.C. bracelet, $110, 
A.P.C. Bond Street, New York 

THE WSJ. FIVE 
page 33
Omega watch, $21,000, Omega 
Fifth Avenue, New York, Rag & 
Bone shirt, $295, select Rag & 
Bone stores 

page 34
Junya Watanabe Man Comme 
des Garçons hat, $725, Comme 
des Garçons, New York, Vince 
polo, $145, vince .com 

page 36
Dunhill bag, $1,750, dunhill 
.com, Louis Vuitton coat, 
$5,700, and shoes, $855, select 
Louis Vuitton stores, Junya 
Watanabe Man Comme des 
Garçons pants, $540, Comme 
des Garçons, New York 

page 38
Ermenegildo Zegna  
Couture sunglasses, $365, 
Ermenegildo Zegna Fifth 
Avenue, New York, Freemans 
Sporting Club shirt, $220, 
freemanssportingclub .com 

page 40
Louis Vuitton shoes, $855, 
select Louis Vuitton stores, 
Officine Générale pants, 
$280, select Officine Générale 
boutiques 

WHAT’S NEWS
page 46
Saint Laurent by Hedi Slimane 
bracelets, both $245, Saint 
Laurent 57th Street, New 
York, Outerknown shirt, $195, 
outerknown .com, 3.1 Phillip 
Lim boots, $495, 31philliplim 
.com, Bottega Veneta sweater, 
$1,750, 800-845-6790, 
Saturdays NYC sunglasses, 
$295, saturdaysnyc .com, 
Visvim blanket, $2,860, visvim 
.tv, Vans slip-ons, $60, vans 
.com, DSquared2 hat, $340, 
dsquared2 .com 

page 50
Saint Laurent by Hedi Slimane 
jacket, $2,690, Saint Laurent 
57th Street, New York, Roberto 
Cavalli jacket, $2,380, Roberto 
Cavalli Madison Avenue, New 
York, Louis Vuitton jacket, 
$2,900, select Louis Vuitton 
stores, Valentino jacket, price 
upon request, select Valentino 
boutiques 

page 95
Ralph Lauren shirt, $2,495, 
sweater, $1,095, and pants, $795, 
select Ralph Lauren stores 

page 96
Tom Ford coat, $4,690, 
sweater, $1,470, pants, $1,150, 
and shoes, $1,390, Tom Ford, 
New York 

page 97
Gucci trench, $5,050, shirt, 
$710, pants, $650, shoes, $650, 
and sunglasses, $375, select 
Gucci stores 

page 98
Michael Kors coat, $495,  
shirt, $145, and pants,  
$245, michaelkors .com 

page 99
Prada jacket, $2,590, shirt, 
$550, sweater, $1,020, pants, 
$800, and shoes, price upon 
request, select Prada boutiques 

SONIC YOUTH
page 100
Valentino shirt, $395, Valentino 
Fifth Avenue, New York, 
Dr. Martens shoes, $130, 
drmartens .com, Sandro coat, 
$775, us.sandro-paris .com, 
Margaret Howell T-shirt, $350, 
margarethowell.co.uk, A.P.C. 
T-shirt, $95, A.P.C. Bond 
Street, New York, Dr. Martens 
shoes, $105, drmartens .com, 

Valentino sweater, price upon 
request, Valentino Fifth Avenue, 
New York, Topman jeans, $55, 
topman .com, Dr. Martens 
shoes, $125, drmartens .com 

page 101
A.P.C. parka, $595, A.P.C. Bond 
Street, New York, Acne Studios 
shirt, $230, acnestudios .com, 
Fendi jacket, $1,150, fendi .com 

page 102
Louis Vuitton top, $2,200, 
select Louis Vuitton stores 

page 103
Alexander Wang sweater, 
$595, alexanderwang .com, 
Saint Laurent by Hedi Slimane 
jeans, $590, Saint Laurent 57th 
Street, New York, Dr. Martens 
shoes, $135, drmartens .com

page 104
Fendi coat, price upon request, 
similar styles at fendi .com, 
A.P.C. T-shirt, $95, A.P.C. 
Bond Street, New York, 
Ermenegildo Zegna Couture 
pants, $1,100, Ermenegildo 
Zegna Fifth Avenue, New York, 
Prada shirt, $650, select Prada 
boutiques, Nike shoes, $110, and 
socks (six pack), $22, nike .com, 
Prada sweater, $860, select 
Prada boutiques, Saint Laurent 
by Hedi Slimane T-shirt, $390, 
and shoes, $595, Saint Laurent 
57th Street, New York 

page 105
Dior Homme jacket, $4,800, 
select Dior Homme stores, 
Sandro T-shirt, $135, 
us.sandro-paris .com 

this page
A.P.C. parka, $595, A.P.C. Bond 
Street, New York, Acne Studios 
shirt, $230, acnestudios .com, 
Fendi jacket, $1,150, and pants, 
$450, fendi .com 

ALL IN GOOD TIME 
page 112
Drive de Cartier watch, $6,250, 
select Cartier boutiques, 
Bottega Veneta sweater, $980, 
800-845-6790  

page 113
Piaget Altiplano watch, 
$19,000, piaget .com, Dior 
Homme sweater, $960, and 
pants, $830, select Dior Homme 
stores 

page 114
Patek Philippe Annual 
Calendar watch, $66,100, Patek 
Philippe, 212-218-1240, Berluti 
sweater, $700, Berluti Madison 
Avenue, New York 

page 115
Panerai watch, $10,000, 
Panerai Madison Avenue, New 
York, Burberry sweater, $1,050, 
us.burberry .com 
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TASTE
on sale april 2, 2016

HIT PARADE  Rapper Ben Coyle Larner, who performs as Loyle Carner, is getting 
attention in his native England. A.P.C. parka, Acne Studios shirt, Fendi jacket and pants 
and his own belt. For details see “Sonic Youth,” below. 

Advertisement
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LUXURY BARGE CRUISES IN THE 
UPPER LOIRE 
Barge Meanderer is an exquisite, top rated owner 
operated Luxury Canal Barge offering six day FULLY 
inclusive cruises on French Canals. 6 passengers and 
6 crew. Transfers to/from barge, all meals, wines, open 
bar, shore visits - wineries, markets, chateaux, antiquing. 
Included optional guided biking tours and golf. Highly 
customized. info@bargemeanderer.com
602.790.0049 | BARGEMEANDERER.COM 

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

LAKE AUSTIN, TEXAS 
Magnificent Waterfront Home. 4 bedroom, 4.5 bath with 
breathtaking scenic views. 4,500 sf with open kitchen/
living floor plan, multiple entertainment areas, theatre 
room & elevator. Exterior includes hot tub, seating areas, 
a covered boat slip and community pool for 14 units. 
Only 5 Miles to Austin. MLS #7669204 $2,275,000  
austinrealestate.com

512.636.3116 | ANTONIA WILEMON 
AWILEMON@CORE-REALESTATEGROUP.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 
more when you can save up to 60% off Business and 
First Class international flights? Cook Travel has an A+ 
rating with the Better Business Bureau and 60,000 likes 
on Facebook. No fees, superior service, significant 
savings. “They are the real deal.” –Yelp 
 
 
800.435.8776 | COOKTRAVEL.NET

FLY SMARTER THIS YEAR.
Designed by veteran NetJets/Marquis Jet Executives, 
Unity Jets gives you more flight hours for your money 
than any other jet card program. 

• Leading Safety Standards

• No Contract

• No Peak Day Rules Or Restrictions

• No Black Out Dates

• No Fuel Surcharges
 

(888) 758.JETS (5387)
INFO@UNITYJETS.COM | UNITYJETS.COM

1970 TWIN TURBO ROADRUNNER  
House of HotRods and Classics is offering up this 
1970 #’s Matching Twin Turbo RoadRunner. Features 
a 383ci engine, automatic transmission, custom body 
modifications, intro wheels and an ultra leather/suede 
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
adventures on the Salmon River and Colorado River.
Come and experience thrilling rapids, spectacular
scenery, mouth watering meals and tons of fun! 
 

 
TOUR WEST | 800.453.9107 | TWRIVER.COM

THE MERCHANT
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“THAT’S A PHOTOGRAPHY BOOK by Eadweard 
Muybridge in front, from 1925. It’s called Animals 
in Motion and contains some of my all-time favorite 
photographs. When my studio caught fire in 1978, 
most of the books were water damaged by the fire 
hoses—somehow the Muybridge survived. Beneath 
it is an Italian edition of Dante’s The Divine Comedy, 
illustrated by Gustave Doré. I picked it up in Paris a 
long time ago. The framed pictures are of my fam-
ily—three generations, side by side. Behind those is 
a letter from Sally Mann, which she wrote on large 
throwaway prints from her studio. She’s done this 
many times over the years, rolling them up with no 

protection and putting them in the mail. The cam-
era to the right is an old Deardorff, which I used 
from 1979 to 2007, when I finally went over to the 
dark side—digital! That’s a foam bootie above it. 
You see them a lot on the border where migrants use 
them to avoid leaving behind footprints. It’s some-
thing that I brought back as part of my new project 
with the composer Guillermo Galindo, Border 
Cantos. The exhibition recently opened at the San 
Jose Museum of Art, and the book comes out next 
month. The negatives to the right were in a second 
fire, in 1982, at the photo lab where I processed 
negatives (something I started doing after the fire 

at my studio). I was able to salvage some charred 
negatives. Under those is a 1979 letter Ansel Adams 
wrote to my first art dealer. He liked my work—that 
letter will always have a special place on my wall. 
The postcards are from Stephen Shore, who wrote 
me a single thank-you note on the back of each, a 
few words per card. The pile of journals are from 
the ’60s, ’70s and ’80s—they’re so embarrassing 
and brutally honest. Finally, the guitar on the stool 
is one of many that my son, who is now a musi-
cian and sound engineer, collected when he was 
young. He played them and turned them into art.”  
—As told to Thomas Gebremedhin

PHOTOGRAPHY BY MARK MAHANEY

still life

RICHARD MISRACH
The influential fine-art photographer shares some of his favorite things.

TAILORED TO MOVE



Watch Xavier Dolan’s exclusive interview at louisvuitton.com.


