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editor’s let ter

ILLUSTRATION BY ALEJANDRO CARDENAS

CARRY A TORCH  Anubis and Bast (both in Polo Ralph Lauren) race through Rio on the way to the 2016 Summer Olympics.

LET THE GAMES BEGIN

M
AGAZINES TEND TO focus on the fresh 
faces of the day—the ingénue, the prod-
igy, the rising star. We like featuring 
breakout talents and new ventures too 

(check out the latest addition to Sonoma County’s res-
taurant-and-inn scene, Single Thread, on page 21, and 
our story on fashion brand Vetements, page 48). Many 
of the profiles in our July/August issue, however, cel-
ebrate individuals who’ve become champions of the 
long game, holding out against the tides of time with 
passion and dedication.

It might seem a little odd to include our cover star, 
Serena Williams, in that group. At 34, she would likely 
be just hitting her career stride in most fields. But in 
the intensely competitive world of women’s tennis, 
she’s held on to become the oldest No. 1–ranked player 

in history, still able to compete in Grand Slam tour-
naments while weathering media tempests or injury. 
Wimbledon’s defending champion is also engaging 
in philanthropy and fashion design—not to mention 
making a delightful cameo appearance in Beyoncé’s 
“Sorry” video.

The late French furniture designer Pierre Paulin, 
a visionary who has long been underappreciated, cre-
ated chairs, sofas and tables that combine rigorous 
functionality with sensual, sculptural lines. Now his 
widow and son are mining his one-off prototypes and 
archival sketches, most housed at the family retreat 
in the mountains of southern France, to produce 
unrealized work and introduce his genius to a new 
generation. This summer, Emmanuel Perrotin’s New 
York gallery hosts a show of these striking pieces. 

Over a career spanning more than a half century, 
84-year-old artist Gerhard Richter gained a reputa-
tion as one of the world’s greatest painters while 
also mastering numerous other artistic media. His 
latest exhibit, a group of abstract drawings and 
brilliantly colored paintings at New York’s Marian 
Goodman Gallery, shows no diminution of ambi-
tion or skill as he returns to the canvas. His secret? 
A spirit of productivity seems to be the key. “I’m 
happy that I’m able to paint,” he says with a smile. 
“To make something.”

Kristina O’Neill   
k.oneill@wsj.com
Instagram: kristina_oneill
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SHE’S GOT GAME  P. 60

Writer Jason Gay has been courtside at Serena Williams’s matches on many occasions, but profiling her for this month’s WSJ. cover story 
was the first time he got to interview the tennis legend one-on-one. “I think she’s an extraordinary American athlete. I’m upfront about that,” 
says Gay, who has written about many distinguished sports stars. “To me, Serena represents the quintessence of female strength and focus,” 
says photographer Maciek Kobielski. “My hope was to capture her in a way that would let WSJ. readers discover a Serena unknown to them 
from their TV screens.” Stylist George Cortina had a similar impression of Williams, whom he dressed in bathing suits and other ensembles 

meant to showcase her physique. “Besides being an incredible athlete, she’s a very sexy, cool woman,” says Cortina. “She is divine.”

july/august 2016 
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MARIO SORRENTI
Photographer

bRush with gReatness  p. 68

NATALIA RACHLIN
Writer

tRacked  p. 41

 GAME DELAY 
Photographer Maciek 

Kobielski captured 
makeup artist Mark 

Carrasquillo (far left), 
stylist George Cortina 

and Serena Williams 
in a playful moment.

BY SARA MOROSI
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URSULA 
BURNS

Applegate is an actress starring 
in the film Bad Moms, opening 
July 29.

“I’ve been acting a long 
time—I’ve been in SAG 
since 1973—and in my 
experience, there’s never 
been a sense of com-
petitiveness among my 
peers, but rather a sense 
of encouragement. Of 
course, in our industry, 
you’re always compet-
ing. There’s always 
going to be someone who 
gets a role over you. We 
hear ‘no’ 99.9 percent 
of the time. That’s even 
more reason to be sup-
portive of one another. 
But isn’t it more exciting 
to think that we’re all 
trying to tear each other 
down? It’s all nonsense. 
One of the years I was 
nominated for an Emmy 
for Samantha Who?, 
I was up against five 
great ladies, including 
Julia Louis-Dreyfus and 
Tina Fey. It was this 
beautiful camaraderie 
and appreciation for 
one another’s work. You 
realize that you’re only 
as good as the person in 
front of you. You’re only 
as good as the company 
you keep.”
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WSJ. asks six luminaries to weigh in on a single topic. This month: Competitiveness.

MARTIN 
CREED

“I was shocked and 
excited when I was nomi-
nated for the Turner 
Prize. But I became quite 
troubled by the extent I 
wanted to win. It’s true 
that many artists are 
very competitive. In fact, 
some are so scared of 
losing that they pursue 
a line of work in which 
the goals are not clear, 
because it’s difficult to 
say whether an art-
ist wins or loses. In a 
100-meter race, you see 
clearly who is the best. I 
think part of the reason 
people enjoy auctions is 
that they’re an exagger-
ated version of life in 
which people actually 
win. It’s satisfying 
because in real life you 
can’t really win; there 
are too many gray areas. 
In auctions, some things 
might go unsold while 
other things get chased 
until the price tag is sky 
high. Competitiveness 
is human nature. It all 
depends on how you 
react to it. It’s important 
to try to acknowledge 
whatever you’re feeling, 
to put everything into 
perspective.”

Creed is an artist. His show 
What You Find is currently 
on view at Hauser & Wirth 
Somerset, in England. 

“I’ve been in business 
since I was 15. In that 
time, I’ve seen the 
importance of com-
petition. We’ve taken 
on some of the big-
gest companies in the 
world—some for being 
anticompetitive—and 
relished the fight. 
The airline industry 
is definitely the most 
competitive. I mean, look 
at the history of British 
airlines. British Airways 
systematically drove 
out of business anyone 
who set up in Britain, 
whether it was British 
Caledonian, Air Europe 
or Laker Airways. And 
they tried to do the same 
with Virgin Atlantic. 
Fortunately, when I 
started the airline, Sir 
Freddie Laker, the previ-
ous person driven out 
of business, said to me, 
‘There are only three 
words that you’ve got to 
remember, Richard: Sue 
the bastards. Because 
they will try the same 
with you.’ And the 
moment they did, we 
took them to court and 
won one of the biggest 
libel damages cases  
in history.”

RICHARD 
BRANSON

Branson, an entrepreneur and 
philanthropist, is the founder of 
Virgin Group.

“I’m a very competitive 
person. Competitiveness 
is absolutely necessary 
to be a great business-
person today. Everyone 
needs what I call a good 
enemy. From a business 
perspective, the good 
enemy is the competi-
tion in the marketplace. 
The good enemy forces 
you to excel. The good 
enemy is the benchmark, 
so you push yourself to 
be better. Competitive 
people want to be dis-
tinguished; they want 
to be associated with 
change. That said, it’s 
definitely a behavior, 
along with assertive-
ness, that’s adored and 
admired in men but con-
sidered inappropriate 
in women. The problem 
is that these behav-
iors negatively impact 
women more than things 
like compassion or a 
soft nature—attributes 
commonly associated 
with women—negatively 
impact men. So women 
have to figure out a way 
to do the same thing 
without appearing to 
have the same behaviors 
as men.”

Burns is chairman and CEO 
of Xerox.

soapbox

THE COLUMNISTS

CHRISTINA
APPLEGATE

Retton is a retired gymnast and 
an Olympic gold medalist.

MARY LOU 
RETTON

“I’m a coal-miner’s 
daughter from a little 
town in West Virginia. I 
was the youngest of five 
children in a very loud, 
athletic family. People 
think gymnastics made 
me competitive, but it 
was really growing up 
in that dynamic. I was 
the pesky sister who 
always wanted to prove 
herself. Thirty-plus 
years ago, there weren’t 
many opportunities 
for girls in sports. Still, 
I became a gymnast. 
Nobody had actually 
seen one like me. Back in 
my day, the stereotypical 
gymnast was tall and 
slender. I was told that 
I didn’t have the right 
body. The media called 
me thunder thighs! But 
that worked for me. If 
you tell me I can’t do 
something, I’ll show you 
I can. Nowadays, I occa-
sionally struggle with 
competitiveness. When 
I’m waiting in my car for 
the red light to change, 
I have to be the first one 
out of the gate. It’s crazy! 
But I’m learning I don’t 
have to be an Olympic 
champion every time.”

“America is designed 
to reward competitive-
ness. I moved here 
from England for the 
American dream. I’m 
currently the president 
of MGM TV, and my  
office is on the same 
street as the mansion 
where I was a domestic 
servant in 1972. What 
are the chances? But  
the opportunities are  
there if you seek them.  
If you’re not willing 
to fail, you don’t want 
to get into American 
business, as it’s very 
competitive. I got into 
television because  
I wanted to start my 
own sports competi-
tion program. I figured 
that people would like 
to watch unusual ver-
sions of competition on 
television. My first show, 
Eco-Challenge, was basi-
cally a nonstop, outdoor 
race: mountaineering, 
kayaking and horse 
riding. Survivor is also 
a fantastic competition. 
There’s this vicarious 
viewing experience. We 
like to compete whether 
it’s with ourselves or 
enjoying a board game  
at home—playing sports 
or watching sports.”

MARK 
BURNETT

Burnett is president of MGM 
television and a producer. His 
film Ben-Hur opens August 19.
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I
N CALIFORNIA, farm-to-table restaurants are 
common, and many chefs know their sup-
pliers on a first-name basis. Kyle and Katina 
Connaughton are taking that connection sev-
eral steps further—not only are the chef and 

farmer married, but their farm directly influences 
their new restaurant’s menu.

“The fact that we’re husband and wife, chef and 
farmer, working together feels very natural to us,” 
says Kyle, describing the highly anticipated venture 
he and Katina are developing in Sonoma County. “Our 
menu is based off of the farm and not the other way 
around. That’s what’s new for us.” 

Set near the city of Healdsburg’s historic square, 
Single Thread—a 52-seat, fine-dining restaurant 
and five-room inn opening in August—is the first 
major project that Kyle, 40, and Katina, 39, have 
collaborated on together. The end results combine 

LAND TRUST 
Kyle and Katina 

Connaughton, who 
will open Single 

Thread, their new 
restaurant and inn  
in Sonoma County,  

in August. 

BY GEMMA ZOE PRICE   PHOTOGRAPHY BY CARLOS CHAVARRÍA

partnership

FIELD OF DREAMS
Chef Kyle Connaughton honed his innovative approach at kitchens in Japan and England. With  

Single Thread, their new restaurant, inn and farm, he and his wife are returning to their California roots. 

Kyle’s inventive cooking, refined at renowned res-
taurants in Los Angeles, as well as Michel Bras 
Toya Japon in Japan and The Fat Duck in England, 
and the fruits of Katina’s two farms—a five-acre 
parcel on the nearby San Lorenzo Vineyard and 
the restaurant’s rooftop garden, where she grows 
microgreens, herbs and fruit trees. 

When developing Single Thread and its three 
11-course menus—one is vegetarian, one includes 
Pacific seafood and the other incorporates meat—Kyle 
was inspired by kaiseki, a traditional multicourse 
Japanese dinner. “The foundation of kaiseki is that 
the menu is not the same as yesterday or tomorrow,” 
says Kyle. “[It focuses] on that day, that moment in 
nature. We use that structure and philosophy as 
applied to Sonoma.”

 Though some dishes will change daily, the menus 
will generally evolve every five days, informed by the 

72 microseasons that Katina follows on the farm. 
Aligned with kaiseki tradition, each course—such as 
live Pacific-coast-foraged uni with kujo negi custard 
or black cod “Fukkura-san” with charred leeks, fresh 
vegetables, walnut-nori pesto and herb croûte—show-
cases a different cooking technique and highlights 
seasonal ingredients. “It’s easy to be creative within 
that framework,” Kyle says of kaiseki. “The courses 
themselves, the structure of the menu, are set.” 

Omotenashi, the Japanese style of hospitality 
that anticipates a guest’s every need, also influences 
the inn. When guests arrive, their luggage is taken 
immediately to their room while they can head up 
to the third-story rooftop for light bites from the 
kitchen; in the rooms, house-made refreshments are 
offered in lieu of a minibar. Because the restaurant is 
centered on an open kitchen, much like the couple’s 
nearby home, Single Thread’s meals have the feel >
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of a dinner party. “We want the restaurant to be 
an extension of our home, an extension of us,” says 
Katina. “We really want that to shine through.”

High-school sweethearts, Kyle and Katina (who 
have now been together for 24 years) grew up in 
L.A., and both developed a love of Japanese culture 
early on. As a young boy, Kyle was intrigued by the 
postcards and stories his father brought back from 
business trips to Japan; when his father took him to 
a sushi bar for the first time, he was hooked. “It was 
the most amazing thing I’d ever seen and tasted,” 
he recalls. Later, he and Katina vacationed in Japan, 
staying in ryokans, traditional Japanese inns that 
typically serve kaiseki cuisine. 

After years apprenticing at L.A. restaurants, Kyle 
heard that Michel Bras (the chef behind Le Suquet, 
a restaurant and hotel concept in rural France) was 
opening a restaurant in Hokkaido and jumped at the 
opportunity to work with one of his heroes. In 2003, 
Kyle relocated to Hokkaido, Japan’s northernmost 
island, with Katina and their then young daughters, 
Chloe and Ava. While Kyle worked two full-time 
jobs—one in his formal chef’s role at Michel Bras Toya 
Japon; the other informally rotating through local 
sushi, soba and kaiseki kitchens—Katina worked at 
strawberry farms when the girls were in school. 

During his time in Japan, Kyle met Heston 
Blumenthal, the proprietor of London’s Michelin-star 
eatery The Fat Duck. When Blumenthal offered Kyle the 
role of head chef of research and development at his 
new test kitchen in 2005, Kyle accepted. Eight months 
later, the family moved to the small English village of 
Bray-on-Thames, where Katina worked as a culinary 
gardener on the private Victorian estate  where they 
lived. Kyle helped  Blumenthal  edit his idiosyncratic 
ideas into a menu, routinely spending up to 18 months 
testing different permutations of a dish. 

“The head chef of research and development at The 
Fat Duck needs to go beyond the results and normal 
parameters of research—while also understanding 
the pressure in a restaurant against deadlines, tim-
ing and demands of service,” says Blumenthal, who 
worked with Kyle for five years. “Kyle has that ability.” 

In 2011, the Connaughtons, who had talked about 
opening a restaurant and inn together in California 
wine country since their late teens, relocated to 
Sonoma County. Kyle co-founded Pilot R&D, a culi-
nary research kitchen similar to that of The Fat Duck, 
in 2014, to develop dishes for his future restaurant, 
as well as offer consulting and research for other 
culinary businesses.

At Single Thread, many 
courses nod to Kyle’s 
Japanese cooking, but the 
menu also incorporates global 
influences. Dishes, such as 
Dungeness crab with yuba and 
cara cara orange or Sonoma 
duck with spinach, green gar-
lic and morels, are as likely 
to be cooked sous vide as pre-
pared in the Connaughtons’ 
collection of donabe, Japanese 
clay cook pots. 

In addition to a wine list 
that features Old World pro-
ducers and rare selections 
from Northern California, 
Single Thread has an on-site winery: a 450-gallon-
capacity fermentation tank zoned  with its own 
address, making it one of the smallest bonded winer-
ies in the U.S.  

Design firm AvroKO distilled the Connaughtons’ 
Japanese and modernist sensibilities into Single 
Thread’s wood- and ceramic-rich interiors. Hand-
woven screens throughout the restaurant are 
geometric interpretations of the DNA sequences of 12 
seasonal ingredients, one to represent each month of 
the year. “Everything is custom-designed, a balance 
of us and our personalities,” says Kyle. 

If someone falls in love with a wine at dinner, 
Single Thread staff will arrange an on-property 
tasting with the local winemaker. Or if Katina’s 
green-thumbed skills pique a guest’s interest, he or 
she can accompany Katina and the Connaughtons’ 
20-year-old daughter, Chloe, who now works as a 
farmhand, on a visit to the farm. 

“We were so young when we started on this jour-
ney,” says Katina. “The roles and the dream have 
evolved, but we’ve fig-
ured out how we can 
best work together at 
this point in our lives.” 

Reservations will 
be available for the inn 
(guest rooms, from 
$700) six months in 
advance and for dinner 
($295; wine pairings 
for an additional $155) 
two months in advance. 
singlethreadfarms.com

FARM FRESH 
From top: The main 
driver for Single 
Thread’s menus is 
local produce from 
Katina’s five-acre 
parcel on the San 
Lorenzo Vineyard; 
one of the inn’s five 
guest rooms.

MEAL PLAN 
Below: Dishes from 
Single Thread’s 
menu, which is 
based on kaiseki, 
a traditional 
multicourse Japanese 
dinner; chickens from 
Katina’s farm.

A TEST OF TIME
Tiffany & Co.’s annual Blue Book collection dates back to 1845, so it’s no surprise that 

each edition draws on the company’s rich history. The Jazz Age in particular has proved 

a fruitful source of inspiration, and the Pavé Diamond Cocktail watch (seen here), part of 

the 2016 Art of Transformation Blue Book line, is no exception. The oval-face timepiece, 

made of 18-karat white gold set with 684 diamonds, takes its cues from a 1920s ladies 

lapel watch that exuded flapper style. $100,000; tiffany.com. —Isaiah Freeman-Schub

Uncommon destinations
Unforgettable moments.
Explore hidden harbors and marquee ports

on the world’s finest ultra-luxury cruise line.

seabourn.com

Ships’ registry: Bahamas. ©2016 Seabourn.

Intimate ships with no more than 300 suites • Spacious all-suite accommodations • Tipping is neither expected nor required

Award-winning gourmet dining • Complimentary open bars and fine wines • Complimentary champagne and in-suite bar



A booming economy and an influx of international 
bartending talent have transformed Singapore 

into a global capital for cocktails. But what  
truly sets the island city-state’s drinking scene  

apart is a dedication to opulence that recalls the 
pre-Prohibition golden era of mixology.   

—Christopher Ross

EMPLOYEES ONLY
The venerable Manhattan institution will open 

its first offshoot in Singapore’s Chinatown 
district this June. Created by maestro Steve 

Schneider, the menu shares the New York boîte’s 
focus on vintage drinks; the space also has a 
similar vibe, with Art Deco furnishings and a 

serpentine bar. employeesonlysg.com

OPERATION DAGGER
Locals and travelers alike seek out this basement 

hot spot for its unique décor—especially the 
6,000-bulb chandelier—and its clever mixology, 

which has an urban foraging bent. Australian 
Luke Whearty’s earthy libations include a wild 

bee pollen–infused whiskey drink made with 
lemon charcoal, thyme and dark chocolate. 

operationdagger.com

28 HONGKONG STREET
Named No. 1 on Asia’s 50 Best Bars list this 
year and headed by a former star of the San 

Francisco cocktail scene, Michael Callahan, this 
plush speakeasy features inventive East-West 

concoctions like the Five Foot Assassin:  
a blended daiquiri made with pandan leaves  

and tapioca balls. 28hks.com

MANHATTAN BAR
All mirrored ceilings and black-lacquer panels, 
this glam lounge at the Regent Singapore hotel 

has become a destination for the city’s gilded set.  
Philip Bischoff, who came over from Berlin’s 

Amano Bar, oversees the barrel-aging program 
and a menu whose drinks nod to New York City 

neighborhoods. regenthotels.com

SINGAPORE  
SLING

Brits and Yanks; 
millionaires and 

paupers; Heming-
way; Fitzgerald; 

Harold 
Loeb; 

John 
Dos 

Passos 
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what’s news

Hemingway alleg-
edly first encoun-

tered Fitzgerald at 
the bar; Fitzgerald 

drank himself  
into a stupor. 

A hangout for 
Russian revo-

lutionaries, 
including Leon 

Trotsky 

worth the trip 

FRENCH CONNECTION
In the 1920s, Americans flocked to Paris, where the cafes of Montparnasse  

served as the center of la vie de bohème for famous expats, from  
Ernest Hemingway to F. Scott Fitzgerald. Lesley M.M. Blume, author of the new 

Hemingway bio Everybody Behaves Badly, charts these legendary haunts. 
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des LiL as

1847

Le dingo

19231911

CafÉ du 
dôme

Management made 
old-guard waiters 

shave off their 
drooping mus-

taches in a bid to 
lure the Dôme and 
Rotonde crowds. 

Grande dame 
dancer Isa-

dora Duncan 
started a near 
riot there by 
protesting 

the Sacco and 
Vanzetti trial. 

A sleepy  
corner bistro

A destination  
for impressionists

 A furniture  
shop

 A rough-and-tumble 
worker’s cafe

1920s by way of the 
’70s: beaucoup de 
fringe lamps and 

palm trees

Hemingway shrine 
(his face is on the 

bar menu; a steak is 
named after him; a 
placard marks his 

seat at the bar) 

Still evokes 
the 1920s with 

its hanging 
newspapers and 

brightly lit  
original bar

Now a modest 
Italian restaurant 

named Auberge  
de Venise, but 

insiders know that 
the bar is original 

to the Dingo

Its gossip and  
vitriol, as the  

all-day, all-night 
nerve center of  

the expat colony 

Being the Dôme’s 
chief rival and 
a tourist trap 

(taxi drivers took 
foreigners to the 

Rotonde by default)  
 

Being Hemingway’s 
“home cafe”

Being “a seeth-
ing madhouse of 

drunks, semi-
drunks, quarter-
drunks and sober 

maniacs,” accord-
ing to expat editor 
Harold Stearns 

Its popular barman 
Jimmie Charters, 

the “father  
confessor” of  

Montparnasse 

1897

A Pernod, 
Ricard or 

Américano 
“Maison”

The  
fruits  
de mer  
tower

A kir,  
the brie de 
Meaux from 
Quatrehomme,  
the Croque Select

A bottle of  
champagne 

(like Heming-
way and 

Fitzgerald) 

Locals; John Dos 
Passos; Ezra Pound  

and Archibald  
MacLeish; a few 
offenders from  

the Dôme or the 
Rotonde 

 

Anyone who 
could walk 
or stagger 
inside; the 
characters 
in Hemingway’s 

The Sun Also Rises, 
including Lady 

Brett Ashley and 
Jake Barnes

Those looking  
to slum it for  
the evening  

before heading  
to Bricktop’s  
jazz club in 

Montmartre 

L a rotonde

The bouillabaisse 
Marseillaise

Russians, Germans, 
French bourgeoisie, 

“hobohemians”  
and “the scum  
of Greenwich  

Village,” according 
to Hemingway 

In its heyday, a ri-
val cafe owner un-
dercut the Dôme’s 

business by sending 
a suicidal patron 

to commit the 
deed in the Dôme’s 

bathroom. 

American writer 
Malcolm Cowley 
was jailed in the 

1920s for a fistfight 
with the Rotonde’s 

petulant owner.

Still a tourist trap; 
gleams with brass 

and red banquettes  
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what’s news

WORK STUDY   
The Preszler 
Woodshop is located 
on the North Fork  
of Long Island.

26 wsj. maga zine

GOOD LINES 
The finished canoe (right) 
is the result of 14 months 
of labor. Preszler used 
ash wood on the paddles 
and dipped the tips  
in pure molten bronze.

ONE DIRECTION 
A Ritchie Navigation 
super yacht compass 
(above); one of the 
woven hemp-and-leather 
seats (right), opposite 
Preszler’s logo.

I 
CONSIDER MYSELF a maker,” Trent Preszler says, 
explaining why he chose to spend countless hours 
meticulously carving a wooden canoe. “I enjoy 
building things with my hands.” By day, Preszler, 

39, is CEO of Bedell Cellars, a prominent winery in 
Cutchogue, New York, on the North Fork of Long Island. 
A self-professed “plant geek,” he has an M.S. in agricul-
tural economics and a Ph.D. in horticulture, both from 
Cornell University. But in his free time, he can most 
often be found, saw or sandpaper in hand, at his name-
sake woodshop in the nearby hamlet of Mattituck.

Preszler decided to build the canoe after his 
father’s death in late 2014. “He was a cattle rancher 
in South Dakota, and he had a shop with a whole 
bunch of tools,” Preszler explains. “I went out for 
the funeral and drove back to New York with a carful 
of all kinds of woodworking things.” It wasn’t long 
before Preszler had the impulse to use the tools to 
make something. “I thought it might be interesting 
to build a boat, because I live on the water,” he recalls. 
Another impetus was the February 2015 series finale 
of the show Parks and Recreation, in which Ron 
Swanson, played by Nick Offerman, paddled off into 
the horizon in a wooden canoe. (Offerman’s book, 
Paddle Your Own Canoe, was also an inspiration.)

Teaching himself from books and videos, Preszler 
spent 14 months on the project, documenting the 
entire process on Instagram. He was very particu-
lar about the materials he used, working with a local 
exotic-wood dealer to source specific species—like 
the aromatic red cedar he used for the hull. “If I’d 
done the boat in regular cedar, it wouldn’t have that 
vivid red color, with the knots and the white streaks 
running through it,” he says. The accent strips  
are black walnut, while the breasthook and deck are 
Mexican ziricote. Some of the elements were out-
sourced to other artisans: Kristian Iglesias, of North 
Fork–based KAI Design, created the bronze cutwater, 
and Jason Thigpen, of Texas Heritage Woodworks, 
wove the hemp-and-leather seats. 

Preszler recently took his 150-pound labor of love 
out on Peconic Bay. “It’s light and agile on the water,” 
he notes. “Fast, smooth, sturdy.” Selling it, he says, 
will be a fitting conclusion to the artistic process: “I 
think some of the most beautiful things in life begin 
with goodbye.” In any case, he’s already hard at work 
on three more canoes, and his excitement at trying 
out different designs and new woods is visceral. “I 
consider it my art,” he says, “an expression of me, a 
craft, and I love it.” preszlerwoodshop.com 

why does it cost so much?

BY BREKKE FLETCHER   PHOTOGRAPHY BY AARON JOSEPH

THE $100,000 CANOE
Inspired by the memory of his father—and the final episode of  
Parks and Recreation—Trent Preszler built his dream boat.

. . .others are unforgettable

Some moments are worth remembering
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what’s news

Chef Curtis Stone’s new Hollywood restaurant, Gwen, 

is just a quick drive downhill from his home. But its 

unapologetically carnivorous bent is something he  

associates more with his Australian childhood than 

with the veggie-obsessed Los Angeles food scene.

True to the restaurant’s meat-loving vibe, the 

entryway of Gwen, which opens in July, will house a 

European-style butcher shop selling prime and rare-

breed cuts. “It’s something I felt L.A. was missing,” 

says Stone, 40. “We have beautiful produce, but we 

struggle a little to find excellent meat.” From there, 

diners will walk to a vaulted 80-seat dining room serving a seasonal menu focused on making the best use of the 

whole animal. Small bar spaces will offer “cozy little places to sit and have a cocktail” or a bite to eat, Stone says.   

Set in a 1920s building, Gwen is named for Stone’s maternal grandmother, who fed him hand-cut lamb  

chops from the family livestock. (Maude, Stone’s first eatery, in Beverly Hills, takes its name from his paternal 

grandmother, who taught him to cook.) The family affair continues: Stone’s older brother, Luke, 42, is his  

managing partner at Gwen. Fans who know the younger, spiky-haired Stone from Top Chef Masters and his many 

other television appearances will notice the strong fraternal resemblance. gwenla.com. —Erin Geiger Smith

food net work 

MEAT CUTE

BROTHERLY LOVE  
From top: Chef Curtis Stone  
(left) and his brother, Luke;  
Stone’s bone marrow with caviar.

screentime 

BACK TO SCHOOL
It’s hardly a surprise that HBO agreed to produce Vice 

Principals, the latest comedy from actor-writer-director 
Danny McBride, 39, and his frequent collaborator  

Jody Hill, also 39. The success of their earlier series, 
Eastbound and Down—and an unforgettable portrayal  

of the show’s mulletted and mustachioed Kenny Powers —
all but guaranteed a green light. Plus, the premise for  

Vice Principals is ideal terrain for the duo: Two outlandish 
seconds-in-command, one played by McBride, duke  

it out for the top job at a suburban high school. While  
on a break from filming his next movie in Australia,  

McBride discussed his latest ode to the overconfident,  
foulmouthed alpha males with whom he’s often  

associated. “These are the guys I grew up with,” he says.  
“And you write what you know.” —B.F.

What’s the story behind Vice Principals?
Right after our first film, The Foot Fist Way, got picked up at 
Sundance about 10 years ago, Jody and I wrote Vice Principals  
as a feature-length script. But we felt it was missing something,  
so we put it away.

How did you decide to turn it into a limited series?
We had the idea to write and film it as one school year, including  
a fall and a spring semester. So we filmed all 18 episodes and  
broke it into two seasons.

What sold you on casting [Tarantino favorite] Walton 
Goggins as your character’s nemesis, Vice Principal Russell?
We were both in New Orleans. I was doing This Is the End,  
and he was filming Django Unchained. I hadn’t been familiar  
with his work, but when he auditioned, I knew immediately that  
he got the character. He showed up on set with frosted tips.  

Bill Murray has a cameo in the first episode as the departing 
principal. How did you make that happen?
We were scouting in Charleston, South Carolina, where Bill  
has a house. We ended up on the same flight to Los Angeles, and  
he sold us on filming in Charleston. Later I asked him to read  
the role, and he replied with a cryptic email, telling me to meet  
him at a Charleston RiverDogs baseball game with a hard copy  
of the script. He tricked me. We were actually taking part in  
the Charleston episode of Anthony Bourdain: Parts Unknown. 

What are you working on now?
I’ve been in Australia shooting Alien: Covenant with Ridley Scott,  
who has been a hero of mine ever since film school. It’s incredible  
to see him work. 

You’ve worked consistently with Hill, whom you’ve known  
for 20 years. What do you two have coming next? 
A film starring Josh Brolin, The Legacy of a Whitetail Deer Hunter.  
It’s not in the same tone as my other work. It’s a dramatic tale of a 
father taking his son on his first hunt. It has a lot of heart and emotion. 

Interview has been condensed and edited.

PORTRAIT 
OF A MAN

“I like it when someone 
walks into a room  

and you think, ‘That’s 
a beautiful man,’ 

instead of ‘That’s a 
beautiful sweater,’ ” 
says designer Paul 

Helbers, who launches 
his namesake collec-

tion, Helbers, this fall. 
Drawing on his experi-
ence designing mens-

wear at Maison Martin  
Margiela and Louis 

Vuitton, Helbers has 
created a focused  

yet comprehensive 
wardrobe of tailoring, 

sportswear and 
accessories with 

cross-generational 
appeal. The clothes 

project a quiet, worn-in 
elegance inspired in 
part by Irving Penn’s 
photos of men like 

Leonard Bernstein and 
T.S. Eliot. “It’s more 

about personality than 
fashion,” Helbers 

explains. mrporter.com  
—I.F.-S.

wsj. maga zine

HOW MANY FRANCIS BACON works are there? You 
might think the answer would be well-known, given 
the strength of the market for the late British paint-
er’s work. Just one of his pieces—Three Studies of 
Lucian Freud (1969)—sold for a record $142.4 million 
in 2013; this May, a smaller series, Two Studies for 
a Self-Portrait (1970), fetched $34.9 million, nearly 
$5 million above the top estimate. Yet until recently 
no one really knew what the total Bacon output was. 

Now we have at least a provisional tally: 584. 
It comes from the monumental 
Francis Bacon: Catalogue Raisonné, 
published by the artist’s estate 
this June. The opus is so substan-
tial in stature—five clothbound 
volumes, comprising 1,538 pages, 
in a stand-alone slipcase—as to 
qualify as an art objet itself (and it’s 
priced accordingly at $1,500). The 
contents, including many never-
before-published pieces, represent 
a decade of meticulous detective 
work by the principal author, Bacon 
expert Martin Harrison. “I was con-
stantly sending letters all over the 
world,” he says, trying to find can-

vases that hadn’t been seen in a half century.
Hugh Davies, the outgoing head of the Museum 

of Contemporary Art San Diego, who served on the 
Francis Bacon Authentication Committee, notes 
that many of the works were new to him. “I think 
it will really change the scholarship about Bacon,” 
he says, “and also scramble the canon a bit.” Indeed, 
Bacon emerges as a somewhat different artist than 

the one his reputation suggests: a master, for example, of animal painting as well as screaming popes and naked men.
But how could works by such a major talent fall into obscurity? One reason is that the only previous catalog, from 

1963, covered less than half of Bacon’s career. Another has to do with the painter’s capricious attitude to his own 
creations. In 1951 he abandoned his London studio, leaving behind numerous pieces that he then disowned. Harrison 
speculates that if Bacon had gone through the 584 cataloged pictures, “blowtorch in hand,” he might have left “about 
80.” Art lovers and auctioneers alike will be relieved that didn’t happen. francis-bacon.com. —Martin Gayford
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Every July, around 300 captains of 
industry—from Elon Musk to Warren 

Buffett—descend on Sun Valley, Idaho, 
to attend the investment firm Allen  

& Co.’s überexclusive conference. For a 
week, Fortune 500 CEOs and Silicon 

Valley seers hobnob behind closed 
doors, where casual chats often turn 
into the year’s biggest deals. —C.R.

Facts & stats 

SUN VALLEY

MAKING A SPLASH
For generations, the Getty family has summered in Tuscany. 

Designer Rosetta Getty looked to photos of their glamorous  

revelry to create her new capsule collection, launching  

exclusively with online retailer Moda Operandi this July.  

It’s the first time Getty’s eponymous line is offering swimsuits, 

alongside versatile pieces like sarong-inspired pants and  

cotton tunics. Getty, who lives in Los Angeles with her hus-

band, actor Balthazar Getty (son of John Paul Getty III),  

and their four children, predicts this won’t be the last time  

she designs beachwear. “We spend a lot of time at the  

ocean, so it makes sense to continue with swim,” she says.  

“It’s our lifestyle.” modaoperandi.com. —Sara Morosi

BILLION DOLLARS 
Amount that Verizon 

paid to acquire AOL in 
a deal hatched by the 

companies’ CEOs at the 
2014 conference.

DOLLARS
Average nightly rate for a terrace 

suite at the Sun Valley Lodge 
(above), where attendees stay. 

LOCAL BABYSITTERS,
approximately, are hired to 
watch attendees’ children, 
at rates that can reach 
$1,000 or more for the week. 

A.M. 
Start time for a number of the 
conference’s panels, catering to  
early-rising masters of the universe.

GULFSTREAM G650 JETS,
which go for about $65 million, were 
among the dozens of private planes 
parked at Friedman Memorial Airport 
during last year’s event. 

RESIDENTS  
occupy the rural Idaho county where the 

conference takes place and where the per capita 
yearly income is roughly $34,500.

35

7

9
21,592

529

100
4.4

GUESTS
reportedly attended 
the first conference in 
1983. Herbert Allen 
Jr., then Allen & Co.’s 
CEO, is said to have 
pleaded with invitees 
to come.

art talk

FRANCIS BACON IN FULL

TOUR DE FORCE 
From top: Francis 

Bacon’s Two Studies 
for a Self-Portrait 

(1970); volumes from 
the new catalogue 

raisonné of the artist’s 
work, out June 30; his  
triptych Three Studies 

of Lucian Freud 
(1969), which sold for 

$142.4 million in 2013.

IN THE SWIM 
A bikini and a 

strapless suit from 
Rosetta Getty’s 

new collection with 
Moda Operandi.  

For details see 
Sources, page 98.
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what’s news

The actress, director and producer’s latest role: co-founder of WhoHaha, the recently 
launched digital platform that features funny women, from Amy Schumer to Mindy 
Kaling, and their laugh-out-loud content. Below, Banks reveals what’s on her phone. 

Number of contacts in phone 
 2,253.

Number of unread emails 1,573.

First app checked in the morning  
Mail.

Last app checked before bedtime 
Instagram.

Site that sucks you in 
The WhoHaha website—one click  
and then an hour of my life is gone. 

Most-recent Uber ride (distance/how 
much it cost) Home from dinner at 
Paley in Hollywood (8.3 miles/$12.26).

Most-used app Twitter.

DATA PLAN 
In addition to her new 
WhoHaha site, Banks,  
who has appeared in films 
from The 40-Year-Old 
Virgin to The Hunger Games, 
is also set to direct Pitch 
Perfect 3, a reboot of 
Charlie’s Angels and an 
adaptation of the fantasy 
novel Red Queen. 

al arm 
set tings: 
my 3-ye ar-
old is the 

only al arm 
needed.

cra ziest 
pl ace you’ ve 

ever lost 
your phone:  

on top of  
the toilet 

paper 
dispenser in 

an airport 
bathroom.

favorite 
food-

rel ated app: 
yelp.

favorite 
ringtone: 

old car horn.

the download

ELIZABETH BANKS

30 wsj. maga zine

Favorite Instagram feed  
@iss (International Space Station)  
and all the astronauts on the ISS.

Most-listened-to music  
Spotify’s “Chill” playlists.

Favorite podcast Scriptnotes with 
John August and Craig Mazin.

Cities listed in weather app and world 
clock Los Angeles, New York, Venice, 
Paris, Berlin, Park City, Atlanta, Pittsfield 
[her Massachusetts hometown].

App most likely to be viewed while  
in a checkout line Pinterest. 

Game you really wish you could delete 
Monster Truck, but my boys love it. 

Funniest text message of the week  
From my friend Ben Falcone, trying  
to make dinner plans: “Friday the 13th? 
We can kill a ghost or eat cheese.”

Most-surprising app you depend on 
Diptic—I have two kids, and this  
allows me to paste them together  
into one photo.

Sources in your newsstand 
I get my news via Twitter by following 
NYT, LAT, WSJ., Slate, HuffPo, TheAP, 
BuzzFeed, NPR, People, EW, Good, 
Vulture—you name it. 

Strangest auto-correct mishap  
To a VIP I was congratulating:  

“Enjoy the day” turned into “Enjoy 
therapy.”

Favorite fitness/workout app  
Nike+ Training Club and the  
7-Minute Workout Challenge.

Favorite shopping app  
Amazon.

Most-watched entertainment  
app and favorite show  
Amazon Prime and Transparent. 

Most-liked photo in your  
Instagram feed  
A selfie with castmates from  
The Hunger Games at the Los  
Angeles premiere.

Favorite Instagram photo filter 
Clarendon—everything is better  
with a little blue in it.

The future of convenient travelling: RIMOWA Electronic Tag. Check in your luggage with your smartphone  
wherever you are and drop it off within seconds. Find out more at: www.rimowa-electronictag.com

RIMOWA ELECTRONIC TAG

THE FIRST DIGITAL CHECK-IN SOLUTION
FOR YOUR LUGGAGE.



Advertisement

LOOKING AT TOD’S LEO
NEW YORK | 5.17.16 

WSJ. and Tod’s celebrated NY Design 
Week at Tod’s Manhattan flagship. 
Renowned architects Giulio Cappellini 
and Marc Thorpe joined for the U.S. debut 
of Looking at Tod’s Leo - a project led 
by Cappellini, who called upon young 
designers in different fields to interpret 
Tod’s iconic accessory. 

Photos by Aria Isadora/BFA.com

 @WSJnoted | wsjnoted.com

EVENTS

Aaron Stern, Matthew Hitt, Roberto Lorenzini

Courtney Paul, Kelly Bensimon 

Tod’s Leo Clamp Gommino Limited Edition Collection

Brendan Fallis

Terry Crews 

Giulio Cappellini, Marc Thorpe

Eric Rutherford

© 2016 DOW JONES & COMPANY, INC. ALL RIGHTS RESERVED. 6AO1559.
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ARCHITIZER A+AWARDS    
NEW YORK | 5.12.16 

The 4th Annual global architecture 
award program, held at Highline Stages, 
celebrated winners from over 100 
categories and 95 countries. Honorees 
included Emerging Firm of the Year:  
Penda, The Impact Award: Daniel Feldman 
and Ivan Quinoñes, Product of the Year: 
Samsung Virtual Reality Gear, Advocate  
of the Year: Paul Goldberger, and Firm of 
the Year: Studio Gang. The late Zaha Hadid 
was also memorialized in a video tribute 
presented by Marcus Fairs. The gala was 
sponsored by Audemars Piguet, Lego,  
and Mini Cooper. The celebration 
continued with an after-party held at  
The Jane Hotel, Ballroom.

Photos by Jenna Bascom and Sam Deitch/BFA.com

Tom Harding

Paul Goldberger

Chris Precht

Jeanne Gang

Marcus Fairs

MINI Clubman S ALL4

Jaime Jiminez, Jim Shreeve and Mark Brashear John Gidding

Marc Kushner, Anthony Cenname

Daniel Feldman, Ivan Quiñones

Audemars Piguet Yellow Gold collection

@WSJnoted | wsjnoted.com © 2016 DOW JONES & COMPANY, INC. ALL RIGHTS RESERVED.  6AO1557.

PHOTOGRAPHY BY LENA C. EMERY
STYLING BY CELESTINE COONEY

This season’s sweetly sophisticated 
dresses bloom with an English  
garden’s worth of floral prints.

PETAL  
PUSHER

MARKET REPORT.fashion & design forecast july/august 2016
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FRESH BOUQUET 
Even in black and white, these flowers are vibrant. From left: Boss dress, 
Michael Kors Collection dress and Carolina Herrera cape and dress. 
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GREAT BLOOMER   
Go big with outsize 
patterns. From left: 

Erdem dress, Dolce & 
Gabbana dress and  

boots and Erdem dress. 

SECRET GARDEN 
Ladylike cuffs and a rich 

brocade combine for  
a look that’s both 

modern and nostalgic. 
From left: Miu Miu  

coat and Gucci dress. 

L I V E
like a monarch

Oceanfront Golf  |  New Miraval Spa  |  Private Beach  |  Seven New Restaurants

Discover the newly transformed Monarch Beach Resort, a realm of casual oceanfront luxury. 

From the award-winning Miraval Spa to new dining venues, pool environments and 

guest amenities, experience a world of regal relaxation.

MO N A R C HBE A C HRE S O RT.C O M  |   855.899.3679

Reserve the Ocean Inspiration package and receive a $250 resort credit. 



Special Advertising Feature

O
nce upon a time,  there was a place where streetlights didn’t 

exist and street addresses were unnecessary.  Instead, houses 

bore quirky geographic descriptions and names like Tinker 

Bell’s Garden, Woof House and Wit’s End.  Hansel-and-Gretel 

cottages with English gardens and picket fences dotted the winding coast-

line.  Amazingly, the storybook city of Carmel on the Monterey Peninsula in 

California is not the stuff of fiction — it exists in real life, just over two hours 

from San Francisco by car.

Carmel, California

Carmel has been colonized twice — the 

first time by Spanish settlers in the 16th cen-

tury. Vestiges of the area’s history can be seen 

at the Carmel Mission, a landmark of natural 

and spiritual beauty that features mature 

gardens and one of the most authentically 

restored Franciscan churches in California.

 About two centuries after the Spanish 

colonized Carmel, a group of painters and 

writers established a thriving arts colony there, 

and the arts have flourished ever since. More 

than 100 art galleries are clustered within the 

one-square-mile municipality, along with 

antique shops, restaurants and tearooms. 

The annual Carmel Bach Festival (July 16-30) 

gathers 22,000 music lovers to the area each 

summer, followed in the fall by the Monterey 

Jazz Festival (September 16-18).

 Monterey County is also one of 

California’s premier wine-producing regions. 

A 20-minute drive or bus ride from Carmel to 

Carmel Valley takes you to wine country — lush 

vineyards, picture-perfect fields and a village 

stocked with more than 20 wineries, tasting 

rooms and wine bars, many within strolling 

distance from one another. Nearby, you can 

enter a latter-day version of a fairy-tale  

forest — the sprawling Los Padres National 

Forest, a two-million-acre parkland of towering 

pines, redwood groves, rugged trails, soaring 

peaks and magical views of the Pacific.

Enchanted Enclave

Carmel Valley welcomes a whole new level of spectacular accommodations this summer. The Villas 
& Suites at Bernardus Lodge & Spa redefine luxury with a warm, sophisticated style and rustic ranch, 
country-chic ambiance. Inspired by Carmel Valley’s wine country setting and its peaceful and relaxed 
lifestyle, guests will enjoy a real getaway that allows them to be as hidden or as social as they like.

Twelve suites, each at a luxe 1,050 square feet, and two 2,100-square-foot two-bedroom villas include 
thoughtful extras special to Bernardus Lodge to make our guests feel right at home.

Book Your Luxury Getaway in Carmel Valley.  
831-658-3400 | reservations@bernarduslodge.com 
www.bernarduslodge.com/accomodations/suites/
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ICONIC STYLE
Balenciaga · Bottega Veneta · Brunello Cucinelli · Burberry · Cartier · Céline · Chanel · Chloé · Dior · Dolce & Gabbana

Fendi · Gucci · Harry Winston · Hermès · Lanvin · Louis Vuitton · Marni · Max Mara · Mikimoto · Moncler · Oscar de la Renta
Prada · Ralph Lauren · Roger Vivier · Saint Laurent · Salvatore Ferragamo · Valentino · Van Cleef & Arpels

Saks Fifth Avenue · Bloomingdale’s · Nordstrom · Macy’s
partial listing
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GREAT BLOOMER   
Go big with outsize 
patterns. From left: 

Erdem dress, Dolce & 
Gabbana dress and  

boots and Erdem dress. 

SECRET GARDEN 
Ladylike cuffs and a rich 

brocade combine for  
a look that’s both 

modern and nostalgic. 
From left: Miu Miu  

coat and Gucci dress. 
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FRILL SEEKERS 
Unexpected flourishes 
make for a memorable 

occasion. From left: J.W. 
Anderson top and skirt, 

Christopher Kane top 
and skirt and Giorgio 

Armani dress. Models, 
Esti Van Balen at The 

Hive Management, Remi 
Meijering at Paparazzi 

and Mar González at IMG; 
hair, Christian Eberhard; 

makeup, Janeen 
Witherspoon; set design, 
Thomas Bird. For details 

see Sources, page 98. 

DARLING BUDS 
Balance out delicate 

pinks with a dark lip. 
From left: Balenciaga 

dress, Balenciaga 
top and skirt  

and Dior coatdress. 



A
S THEY WALK down the tidy, cobbled streets 
of Copenhagen on a crisp spring day, Rolf 
and Mette Hay—the husband-and-wife 
team behind the namesake Danish design 

brand—frequently stop to chat with friends and 
acquaintances they run into along the way, giving 
the impression that they know everyone. Or, at least, 
that everyone knows them. To be sure, anonymity in 
Copenhagen, the small capital of a small country, is 
uncommon, but as the stars of a local success story, 
Rolf, 47, and Mette, 37, are particularly visible. After 
meeting as employees of Danish furniture brand 
Gubi, the couple founded HAY in partnership with 
businessman Troels Holch Povlsen in 2002, with the 
goal of bringing good, affordable design to a broad 
market. “Accessibility is a key word for us,” says Rolf. 
“The term applies not only to price points, but also 
to design concepts.” Their strategy has been wildly 
successful: HAY has grown into a global empire 
operating in more than 50 countries, with last year’s 
turnover reaching $140 million.  

The avant-garde is not part of the brand’s DNA, a 
fact made most apparent at HAY House, the flagship 
emporium in central Copenhagen. Across two floors 
of a lofty townhouse, HAY’s furniture collection—
created by some of today’s leading international 
designers, including France’s Bouroullec brothers—
features the unfussy silhouettes of the Scandinavian 
modernist tradition translated for a contemporary 
context. There’s plenty of color in the HAY universe, 
where sofas tend to be soft and chairs and tables 
minimal but hardly militant. Innovative materials 
and clever production methods keep prices moder-
ate, transforming the aesthetically aspirational into 
the attainable. 

Rolf, a self-taught design obsessive, looks after 
the furniture business while Mette, whose parents 
were also in the industry, focuses mainly on accesso-
ries. She’s also the mastermind behind the HAY Mini 
Market, a smartly merchandized small-object bazaar 
that sells attractive versions of mundane items like 
dishcloths, nail clippers and tape. With Mini Market 
outposts cropping up from Shanghai to New York—
where it’s a shop within a shop at the MoMA Design 
Store in SoHo—the concept has taken off. “It’s not 
about turning a toothbrush into an art object to dis-
play in your living room,” Mette explains, “but about 
making quiet, ordinary moments a bit nicer—that’s 
the backbone of what we do.”

Design informs the couple’s shared everyday life, 
as they take meetings or travel abroad to visit their 
growing network of designers, manufacturers and 
retailers. Throughout the summer, HAY’s Palissade 
collection—an outdoor steel furniture series by the 
Bouroullecs—will be on display as part of architect 
and fellow Dane Bjarke Ingels’s hotly anticipated 
Serpentine Pavilion in London’s Kensington Gardens. 
“When we look at HAY today, it turned into exactly 
what we had hoped for, though maybe a bit faster and 
bigger than we anticipated,” says Rolf. “My dad told 
me once, ‘If you can find a job that really interests you, 
there’s a fair chance you’ll have a happy life.’ We’ve 
been quite lucky to do what we love.” >
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BY NATALIA RACHLIN 
PHOTOGRAPHY BY JAN SØNDERGAARD

At work and at home, the founders of Danish design juggernaut  
HAY are partners in every sense of the word.

Tracked

METTE & ROLF HAY

IT TAKES TWO 
HAY founders Mette 
and Rolf Hay at the 
brand’s product 
development studio 
in Copenhagen. 



3
Age at which Bjørn, the Hays’ son,  

began skateboarding. 

12,917
square feet

Size of HAY’s new Copenhagen  
design studio.

15,000
visitors 

Daily average at HAY’s exhibition at Milan’s 
Salone del Mobile furniture fair in April.

375
items 

in the HAY Mini Market collection.

6
color choices 

for the HAY toothbrush by the  
Norwegian designer Andreas Engesvik  

and dental hygiene brand Jordan.

1,380
perforations 

in the 13Eighty chair, designed for HAY  
by Dutch firm Scholten & Baijings.

400
current employees

The firm started with three in 2002.
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12
products 

in the original HAY collection from 2003. •

1
Eames lounge chair 

The first piece of furniture that Mette and 
Rolf purchased as a couple.

6:45 p.m.
Friday-night dinner  

at the recently  
opened Lou Lou,  

with Magrethe  
(second from right)  

and the publisher 
Malene Malling and  

Ines, her daughter.

4:15 p.m.
At Fælledparken skate park, which 
the Hays visit with their children, 
Bjørn, 6, and Magrethe, 11, at least 
once a week.

9:00 a.m.
Rolf and Mette take  

a breakfast meeting at 
Copenhagen favorite 

Atelier September, 
with their personal 

assistant, Line Feldt, 
and HAY CEO Kristian 

Ramm-Larsen.

1:30 p.m.
Mette checks in with  
colleague Zanne Piper 
Larsen at the brand’s  
flagship, HAY House.  
A Mini Market is  
set up in a side room  
of the main shop.

3:07 p.m.
At Kunsthal Charlottenborg 

with Simon Friese (left), 
director of Copenhagen’s 

Chart Art Fair, and Mikkel 
Grønnebæk of V1 Gallery. 

The fair, which runs August 
26–28, will feature a HAY 

Mini Market pop-up shop.

10:30 a.m.
Discussing the 13Eighty chair—

available this fall—with two of 
HAY’s in-house designers.

PLEASE DRINK RESPONSIBLY
NOLET’S® Silver 47.6% Alc./Vol. (95.2 Proof) ©2016 Imported by NOLET’S US Distribution, Aliso Viejo, CA.

*Cigar & Spirits Magazine, October 2014 & March 2016

Discover More Online @NOLETSGins

AND THE WINNER IS...
RATED #1 WORLD’S BEST GIN*

*Cigar & Spirits Magazine
March 2016 Issue

*October 2014 Issue
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BY STINSON CARTER   ILLUSTRATION BY BEN WISEMAN

Hollywood has long adapted magazine articles into films, but the most recent wave reflects 
moviegoers’ changing tastes—and an unexpected upside for a risk-averse industry.

the shif t

THE REEL WORLD

I
N THE CINEMATIC ERA of superheroes and sequels, 
sometimes it seems that all the smart content 
has migrated to television. But based-on-a-true-
story movies with a journalistic  pedigree—like 

Argo and Spotlight—are the thinking moviegoer’s 
refuge at the multiplex. When it comes to making 
smart films that don’t break the bank in present-day 
Hollywood, truth is the new fiction. 

The practice of turning magazine stories into mov-
ies has a long history; Dog Day Afternoon, Saturday 
Night Fever, Boogie Nights and Almost Famous are all 
examples of films that were inspired by articles. Now 
Hollywood’s rapidly changing business model is fuel-
ing a new wave. Thanks to high-tech, 4K home theaters 
and streaming services, the theatrical distribution of 

movies is facing more challenges than ever. Studios 
increasingly want safe bets, which usually come 
dressed in colorful tights. Many producers who want 
to make sophisticated, grown-up movies are turning 
to long-form journalism for source material. 

Director Todd Phillips’s new film, War Dogs (out 
in August), is the latest example. Starring Jonah 
Hill and Miles Teller, the comic drama is based on 
“Arms and the Dudes,” a March 2011 Rolling Stone 
article by Guy Lawson. It chronicles two opportunis-
tic twentysomethings in Miami Beach who landed a 
nearly $300 million defense contract during the Bush 
administration, exploiting a so-called small-business 
initiative that allowed pretty much anyone with an 
Internet connection to bid on U.S. military contracts. 

Needless to say, things did not go according to plan 
for the two young men.

Known for raucous comedies like Old School and 
The Hangover, Phillips, who co-wrote, directed and 
produced War Dogs, opted for a slightly more seri-
ous tone with his first film based on an article. “Argo 
did a lot of the heavy lifting for a movie like War Dogs 
because it’s the same studio, and it was a huge success 
for them. They took an interesting article and made a 
phenomenal film that really resonated,” he says.

Argo is the poster child of the magazine-to-movie 
model, with its three Academy Awards and over 
$200 million in worldwide box office earnings. So 
it’s no mystery why Warner Bros., the same studio 
behind Argo, has similar ambitions for War Dogs. >

C R A F T  M E E T S  C O L D

IN  S T O R E S  N O W

S W E E T &
C R E A M Y

B O L D  &
B A L A N C E D

© 2016 Starbucks Coffee Company. All rights reserved. 



DOG DAY 
AFTERNOON  
The 1975 
Oscar-winning 
movie, starring 
Al Pacino, 
was based on 
P.F. Kluge and 
Thomas Moore’s 
1972 Life article.

ALMOST FAMOUS  
The 2000 Academy 

Award–winning 
movie, written and 

directed by Cameron 
Crowe and starring 
Kate Hudson, took 

cues from Crowe’s 1973 
Rolling Stone article.

ARGO 
The 2012 Academy Award–winning 
film, directed by and starring Ben 
Affleck, was inspired by Joshuah 
Bearman’s 2007 Wired article.

WAR DOGS  
Out in August, the Todd 
Phillips–directed film stars 
Jonah Hill and Miles Teller 
and is based on Guy Lawson’s 
2011 Rolling Stone article. 

Hollywood has relied 
on source material 
from stage plays and 
books for decades, but 
many magazine articles 
have also served as 
inspiration for movies 
from Dog Day Afternoon 
to American Gangster  
to War Dogs.    

PAGE 
TURNERS
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the e xchange the shif t

key difference is that in order to profit from film and 
television rights, the magazine publishers must pos-
sess those rights, which in the past were typically 
retained by the journalists themselves. 

“What amazed me in a happy way when I started 
in the business is that I would retain the copyright 
ownership of my work,” Lawson recalls. “It’s like the 
one piece of dignity that you get, 
and now some media companies are 
taking that away. As someone who 
loves journalism, I feel like this next 
generation of journalists is getting 
ripped off.”

Another element that may be 
bolstering these types of films is 
the recent change to the Academy 
Award nomination rules. “It wasn’t 
too long ago that there were only 
five best picture nominees, and now there can be up 
to 10,” says Josh Singer, who co-wrote the screenplay 
of last year’s best picture winner, Spotlight. “What I 
think has been great about expansion is that a lot of 
people want a little statue. So you have hungry pro-
ducers and they say, ‘Hey, it’s not just five. I can get 
in, I can get nominated.’ Nonfiction movies tend to 
do well in this category, so that expansion makes it 
that much more lucrative to make these movies—it 
gives hope.”

Journalist-turned-screenwriter Mark Boal (The 
Hurt Locker, Zero Dark Thirty) has made a particularly 

successful transition from journalism to mass enter-
tainment. And his new production company, Page 
1, which he started in 2013, could be described as 
an embodiment of this trend of combining the two. 
The company is co-run by former magazine edi-
tor Hugo Lindgren and backed by producer Megan 
Ellison’s company, Annapurna Pictures. Tossing out 

the old dynamic of screenwriters 
spitballing ideas with development 
executives, Page 1 assigns journal-
ists to report on broad themes, such 
as wealth inequality. 

“Journalism is part of our devel-
opment process,” says Lindgren, 
who was the editor of the New York 
Times Magazine, then worked at the 
Hollywood Reporter and left pub-
lishing in 2014 to run Page 1 with 

Boal. “It’s not like we just hand over the research to 
the screenwriter, and they’re off and running. What 
it has involved is teaming reporters with our screen-
writers and having them work together.” Rather than 
being just another production company scouring 
magazines for articles to option, Page 1 has moved the 
newsroom into the production company. 

Page 1 has not yet released its first film, but 
Lindgren says they have been working on a project 
about Bowe Bergdahl—the U.S. Army soldier who 
caused tremendous controversy in 2014, when he 
was accused of desertion after he was freed from 

the Taliban in a prisoner exchange. “We were really 
attracted to that story, because you have this small 
story at the front of it—just one guy and what he did—
and then you had this tremendous resonance and 
reverberation in the world,” he says. After amass-
ing hours of interviews with Bergdahl and becoming 
experts on his story, Page 1 found it had enough mate-
rial on its hands to cross over from journalistic film 
research to journalism proper, with a collaboration 
on the newest season of the podcast Serial, which was 
based on Bergdahl. In developing an upcoming crime 
drama set during the 1967 Detroit riots and directed 
by Kathryn Bigelow, Boal led a team of five journalists 
on six months of interviews and research.

Investigative journalism is high risk for a produc-
tion company, Lindgren says. His company has to go 
down the road a long way with a story before really 
knowing if it has that “resonance and reverbera-
tion” quality. “And that’s where our backing from 
Annapurna is really valuable to us,” he says. “We have 
a backer in Megan Ellison, who wants Mark to take 
big swings. One of Mark’s classic responses when 
we’re talking about stories is ‘Ehh, that’s a canoe. I 
want us to be building battleships.’ ” 

A canoe would have floated in 1970s Hollywood, 
but this is the age of battleships. “Not many people 
can submit to the discipline required to find these 
stories,” says Lawson. “Journalists are the ones who 
have to walk down the beach with their metal detec-
tors, looking for the treasures.” • 
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Like Argo, the film is based on a magazine article that 
digs into a period of history we thought we knew, in 
order to tell a story that no one would believe if it 
weren’t actually true. “Oftentimes truth is stranger 
than fiction,” says Phillips. “Which is what you find 
with Argo and hopefully with War Dogs.”

Argo’s impact came as a surprise to journal-
ist Joshuah Bearman, who wrote the Wired article 
(“The Great Escape”) on which the film is based. 
“Argo was my first article that was optioned, and 
it was only my second big magazine story,” says 
Bearman, who was contributing to LA Weekly when 
he wrote the Wired article. “And then I sold my next 
10 stories. All of them.”

Bearman served as a consultant on Argo as well 
as a creative producer on other projects adapted 
from his articles, including an upcoming movie 
based on his two-part Wired article “The Rise and 
Fall of Silk Road,” published last year. He believes 
that Hollywood’s interest in nonfiction stories is 
directly tied to the age of superheroes and sequels—
a period dominated by a film industry term known 
as pre–brand awareness (studio marketing depart-
ment speak for playing to a built-in audience). 
“Pre-awareness is pushing the studios toward 
Wolverine 7,” Bearman says. “But at the same time it’s 
pushing them toward these true stories.” 

For a studio executive, it can be harder to make 
a $20 million movie than a $200 million one, and 
adapting nonfiction has gone from being a creative 

choice to a financial necessity. “What we’re seeing 
is a desire on behalf of financiers, particularly major 
studios, for proof of concept,” says Mark Gordon, the 
veteran producer (Saving Private Ryan, The Patriot, 
Steve Jobs) who first brought the article that inspired 
War Dogs to Todd Phillips’s attention. There’s a prac-
tical reason for optioning an article rather than just 
appropriating the underlying idea: “If War Dogs 
wasn’t a true story, I think an audience would have 
a hard time buying it,” says Gordon. “Audiences are 
more attentive these days to things that are true—
even if they’re modified substantially.” 

How substantially these stories are modified varies 
from movie to movie. “In the case of Argo, the movie 
worked because of its authenticity,” says Bearman, 
who provided the screenwriters with ample research. 
But in his experience, the process differs from genre 
to genre: For example, there is often more creative 
freedom with comedies. While War Dogs has a heavy 
dose of humor, Phillips tried to stay true to the tone 
of the original article. “You need to make sure every-
thing falls in line either with what did happen or what 
could have happened,” says Phillips. 

“The article acts as a treatment,” Phillips con-
tinues. “It’s not necessarily valuable intellectual 
property in that millions of people have read it and 
are waiting for the movie, but it’s valuable IP in that 
it sets the tone and acts as an outline for the studio to 
read and go, ‘Yeah, I could see that.’ ”

When Hollywood needs real stories, it’s a lot easier 

to turn to journalists who are out in the field find-
ing them—rather than screenwriters who are by and 
large geographically tethered to Los Angeles.  

“It’s hard to find original ideas in Santa Monica, 
and journalists go out into the world and find them,” 
says Lawson, who wrote not only War Dogs’ underly-
ing Rolling Stone article but also a 2015 book on the 
same subject—Arms and the Dudes. 

“The magazine world is a bazaar of ideas for 
movies, where Hollywood can go shopping for new 
stories,” Lawson says. Typical film options for arti-
cles can range from $5,000 to $75,000, while actually 
making a film like Argo costs tens of millions, so the 
ratio of what gets made versus what gets optioned 
remains low. For studios, these options are an inex-
pensive way to buy story legitimacy. “The business of 
Hollywood is becoming a little less entrepreneurial,” 
he says. “And along with that has come the need for a 
stamp of approval from the New York Times, Rolling 
Stone, GQ or Vanity Fair that an executive can show 
to the studio.” 

As articles have become more popular as film 
and television source material, magazine publishers 
have moved to capitalize on this trend as well. Major 
publishing companies (Random House, Macmillan, 
Condé Nast and American Media, Inc. among them) 
have created new film and television divisions or 
developed joint ventures. This move is similar to the 
way that Marvel Studios began capitalizing on its 
properties, beginning with Iron Man in 2008. One 

“oftentimes 
truth is 
stranger 
than 
fiction.”

—todd phillips

THE BLING RING  
The 2013 movie, 
directed by Sofia 
Coppola, turned to 
Nancy Jo Sales’s 2010 
Vanity Fair article.

BOOGIE NIGHTS  
The 1997 film, directed  
by Paul Thomas Anderson 
and starring Mark 
Wahlberg and Julianne 
Moore, was inspired  
by Mike Sager’s 1989 
Rolling Stone article.

ADAPTATION  
The 2002 film, directed by Spike 
Jonze and starring Nicolas Cage, 
Meryl Streep and Chris Cooper, 
was based on Susan Orlean’s 1995 
New Yorker article.

AMERICAN 
GANGSTER  
The 2007 Ridley 
Scott–directed film, 
starring Denzel 
Washington and 
Russell Crowe, 
was based on Mark 
Jacobson’s 2000 
New York article. 

SATURDAY 
NIGHT FEVER 
The 1977 film, 
starring John 
Travolta, was 
inspired by  
Nik Cohn’s 1976 
New York article.
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the e xchange

BY ALEXANDRA MARSHALL

Designer Demna Gvasalia launched a fashion brand  
from his living room two years ago. His CEO brother, Guram,  

explains their unconventional path to success, their latest 
collaborations with companies like Reebok, Champion and Juicy 

Couture—and the $800 price tag of their sweatshirts.

the cult of

O
N A LATE-SPRING afternoon at the Parisian 
restaurant La Société in Saint-Germain-
des-Prés, a sharply dressed crowd is 
gathering on the terrace. With his neat red 

beard and a tailored Saint Laurent overcoat thrown 
over his shoulders, Guram Gvasalia, the 30-year-
old CEO of brand-of-the-moment Vetements, blends 
in seamlessly as he sips a Coca-Cola. It’s eons away 
from the skate parks that provide inspiration for his 
older brother Demna’s designs for the label, not to 
mention their native country 
of Georgia. Yet it’s still surpris-
ing when Guram announces, 
“I don’t want to be revolution-
ary”—because in both aesthetic 
and business terms, Vetements 
is often considered exactly that.  

In just over two years, the 
independent fashion line, which 
the brothers launched in 2014 
with their own savings out of 
Demna’s Paris living room, has created a fashion 
maelstrom. Its oversize “mall-rat” hoodies, metal 
band T-shirts and lopsided prairie dresses fly off 
the shelves of avant-garde boutiques like London-
based Dover Street Market, or online retailers like 
Matches Fashion, despite asking prices near couture 
level for what are essentially streetwear-inspired 
pieces. In 2015, the label was named a finalist for 
the LVMH Prize for Young Fashion Designers, and 
last October, Demna was anointed artistic director 
at Balenciaga. Originally, Vetements was a labor 

in culture,” says Scott Daley, Reebok’s general man-
ager of running. “The opportunity to work with 
them was something we jumped at.” (Reebok’s 
previous partnerships have included pop culture 
figures like the rapper Kendrick Lamar and more 
mainstream fashion companies like Sandro.) “We 
are trying to make Brioni relevant to a different gen-
eration,” says Gianluca Flore, the CEO of the Italian 
company. Though Champion declined to comment 
on Vetements’s previous unauthorized tweaks to 
its logo, nowadays, “we like their approach,” says 
vice president Joseph Monahan. And for Eastpak’s 
general manager, Stefano Saccone, who OK’d the 
development of an oversize wallet-style clutch, “the 
collaboration with Vetements gives us a visibility at 
the best fashion and lifestyle retailers in the world. 
It’s also a chance for our designers to get exposure 
to a totally different creative approach and process.” 

The Vetements design team was granted 
extensive access to the collaborators’ archives, co-
developing prototypes, leading immersive seminars 
on their tailoring and manufacturing techniques 
and allowing them to use their logos. Jason Schott, 
the fourth generation to head up the family-owned 
company, which has previously partnered with 
Jeremy Scott, Yohji Yamamoto and Supreme, 
was persuaded by the technical specificity of the 
Vetements proposal. “No one else included units of 
kilopascal, an industrial pressure term,” he says. 
Schott NYC’s Perfecto jacket will undergo machine 
pressing “to make it look like it had been buried in 
a box for decades,” Schott explains. “They’re tak-
ing these gorgeous new jackets and destroying 
them, but in a calculated, well-thought-out way that 
showed me they really cared.”

The collaborations have also changed Vetements’s 
own processes. “When we approached Alpha 
Industries,” which makes jackets for the U.S. Air 
Force, “they looked at the bomber we were trying to 
make in Italian factories and said it had 47 mistakes 
in it,” says Guram, such as the number of stitches per 
inch. “Now we’re developing technical garments with 

of love for Demna, 35, who had become frustrated 
with what he saw as the fashion industry’s excess 
after spending two years as a senior designer at 
Louis Vuitton’s womenswear studio and four years 
at Maison Martin Margiela. It was Guram, with his 
business school education and his master’s degree 
in fashion management from the London College of 
Fashion, who could envisage a commercial success 
in the nascent line. “Demna is very creative, and I 
am very analytical,” he says. “Demna can create 

something that he knows young 
people will want, old people 
will want, [and] to make it more 
raw. And I will look at it and try 
to understand who is going to 
buy it, who is going to pay for it, 
who is going to wear it.” 

The brand stood out right 
away for its reimagined bomber 
jackets and deconstructed 
vintage-denim jeans with 

exaggerated proportions. Twenty-seven stores 
immediately picked up the line, which allowed 
Vetements to become profitable after its first sea-
son, according to Guram. Last year, such items as 
a shrunken version of a Champion tracksuit that 
recast the athletic-wear logo to spell “Vetements”; 
an oversize $800 black sweatshirt with Gothic let-
tering favored by Kanye West and Rihanna; and 
a seemingly ironic, barely altered DHL T-shirt 
with a $330 price tag all garnered viral attention 
online. To help keep consumers rabid, the Gvasalias 

deliberately limit distribution to retailers, which 
now number more than 200 and as of this season 
include department stores like Saks Fifth Avenue, 
Nordstrom, Barneys and Bergdorf Goodman. That 
DHL shirt, for example, was made in a run of 250. 
The brothers also believe that too many clothes are 
bad for both the environment and the soul. “You 
don’t need an extra shirt—it’s your ego that needs 
an extra shirt,” says Guram. And so Vetements 
has earned a reputation as an antifashion, finger-
in-your-eye cult making a righteous critique of 
consumer culture. 

Yet on July 3, during the week of haute couture 
shows in Paris, Vetements will present a new col-
lection of both men’s and women’s ready-to-wear 
that includes a parade of official collaborations with 
companies that anticapitalist types might consider 
problematic. Among them are Reebok, Juicy Couture 
and Champion. Some were chosen for the iconic sta-
tus of their products, such as Canada Goose parkas, 
Mackintosh raincoats, Schott NYC motorcycle jack-
ets, Eastpak bags and Levi’s jeans, which Demna has 
been cutting and reassembling since Vetements’s 
earliest days. Church’s, Dr. Martens, cowboy boot 
company Lucchese, Kawasaki and Hanes will also be 
participating. Others include Comme des Garçons 
(for shirting), Brioni (for tailoring), Linda Farrow 
(sunglasses) and Manolo Blahnik, whose signature 
will be printed on each pair of stilettos created for 
Vetements. “We wanted, for the dresses, to work 
with either Azzedine Alaïa or Juicy Couture,” says 
Guram, noting the disconnect between the Paris-
based master couturier and the tracksuit company. 
After Alaïa’s production processes proved too 
time-consuming to make the brothers’ four-month 
turnaround before their show, Demna chose Juicy 
Couture, using its signature terry cloth to create 
evening dresses. And starting in September, its 
website will be revamped as a Vetements-only clone 
of the old Style.com, a Condé Nast–owned site.

“Brands help you to define something in your 
life, and Demna likes to play with objects that come 
from everyday life,” says Guram. “This collection is 
an homage to the industry. It’s saying thank you for 
everything it’s given us and paying respect to the 
brands that inspired our products.” 

By showing in July, Vetements is also setting the 
fashion clock ahead by several months, which was 
Guram’s idea. Moving the traditional March and 
October ready-to-wear calendar to January and 
July means that, given production and delivery time 
from factories to stores, “You’re now on the shelf 
for six months instead of two before going on sale,” 
says Guram. He and Demna eschew precollections 
to avoid oversaturating the market and taxing the 
design team. Vetements might one day adopt the 
type of see-now-buy-now program currently being 
tested at Burberry, Tom Ford and, in a limited way, 
Diane von Furstenberg, but “That’s my utopian 
model that could be in the future,” says Guram. 
“Maybe it can happen in three to five years.”  

The collaborating companies are happy to bask 
in the reflected cool of such a white-hot label. “We 
were aware of Vetements’s position and influence 

them, even if you’re not going to fly a plane in ours.” 
Though some partnerships may persist over mul-

tiple seasons, as Vetements denim and sweatshirts 
currently do, distribution and production runs will 
vary according to each company’s capabilities. The 
prices will too. Guram explains that the high prices 
for Vetements pieces, such as $924 for a printed 
T-shirt, are due to expenses like higher-quality 
cotton—nearly 400-thread-count, for example, 
instead of 200—as well as overhead costs, such as 
international shipping and warehouse logistics, 
and European production. “People don’t consider 
the fact that the hoodie that they go and buy for 
$50 is produced in 50,000-piece runs, and I do a few 
hundred; and they do it in different 
factories. No one wants to know where 
clothes come from,” he says. “Our 
pricing is not so bad if you compare it 
to other people’s. At the end of the day, 
this is a business.” 

Given Vetements’s Middle-
A mer ica-meets-Sov iet-bac k water 
aesthetic, the jolie laide models and 
the unconventional styling of its fash-
ion shows, it could be easy to see the 
brothers as fringe figures from behind 
the Iron Curtain. It is true that, unlike 
their Western counterparts, the 
Gvasalia brothers grew up relatively 
free from marketing and advertising, 
in Communist Georgia. They were 
not complete fashion naifs, however: 
Their grandmother had flight-attendant friends 
willing to smuggle in luxury clothing, and there was 
an uncle with a penchant for Pierre Cardin suits. 
In the late ’90s, when Demna had graduated from 
high school and Guram was a teen, the family fled 
to Düsseldorf, Germany, after years of civil war and 
unrest had ravaged Georgia. Demna went on to fash-
ion school in Antwerp, Belgium, earning a master’s 
degree. Guram, who started working in boutiques in 
Germany when he was 16, studied business before 
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graduating from London College of Fashion. He 
worked as a consultant and self-published a book 
on spiritual business management techniques. 
Growing up, “Demna and I were never close,” says 
Guram. “We’re very different people.” Today, Guram 
lives a peripatetic life but spends as much time as 
possible in Paris to attend to Vetements business. He 
and Demna “speak 10 times a day, and we have spe-
cial numbers for each other,” says Guram. “Demna 
trusts me, and in his position today, it’s very diffi-
cult to trust people.”

“A lot of people think that what we do is get drunk, 
smoke a joint, go to a party till 7 in the morning and 
then go to work,” Guram adds. “But I work 20-hour 
days.” The company is small enough that even 
though he says it has revenues of eight figures, he 
still personally selects which piece will go to which 
boutique at their warehouse in Germany. “There is 
a certain energy to each piece,” Guram notes. “Even 
fabric has its own memory. At the warehouse, I don’t 
go and take the first coat or the last coat; I take a 
certain coat for a certain client—it’s for Susan, you 
know, in San Francisco.” He is about to embark on a 
monthlong tour of Vetements’s U.S. retailers. 

Guram understands the precariousness of popu-
larity in the fashion world. “We are becoming quite 
big at the moment, but the thing is, you go up and 
then you can go down very quickly,” he says. “That’s 
one reason why we are doing different things like 
this season’s collaborations. Next season it will be 
a whole new story. We have to be very careful with 
every move that we make.” •

FAST TRACK  
From left: Selena 
Gomez in a Vetements 
jogging suit; Kanye 
West in a Vetements 
sweatshirt; Taylor 
Swift in Vetements 
boots; a Vetements 
runway look from the 
spring 2016 collection;  
the 2016 collection  
also featured an 
authorized DHL 
T-shirt; reworked 
vintage jeans and  
an oversize bomber 
from the spring  
2015 collection.

“people think  
we party till 7  

in the morning.  
But i work  

20-hour days.”  
–guram gvasalia

GOOD GENES 
“We are very different,” 
says Guram Gvasalia, 
left. Above, his brother, 
Demna, the designer  
of Vetements. 
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THOUGHT
OFF THE CUFF  

Try on a sophisticated iteration  
of a girlish dress. Chanel Haute Couture 

dress and Chanel Fine Jewelry  
diamond ring.
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Instead of tightly stitched ballgowns,  
this season’s couture collections offer 

unexpected ease in everything from a pair 
of slacks to a deconstructed day dress. WILD ABANDON  

Find freedom with wind-
swept tendrils and some 
sinuous tailoring. Atelier 
Versace jacket. Opposite: 
Bouchra Jarrar blouse 
and pants and Giuseppe 
Zanotti Design shoes.



DREAM STATE  
Head into the night 

with elegant separates. 
Gaultier Paris jacket 

and jumpsuit. Opposite: 
Giorgio Armani Privé 

jacket and pants.



DETAIL ORIENTED 
A glimpse of skin is just 

enough. Valentino Haute 
Couture dress and chain 
and Valentino Garavani 

boots. Opposite: 
Givenchy Haute Couture 
by Riccardo Tisci dress, 

top, briefs and rings, and 
Cartier necklace. 



ELEMENTS OF 
SURPRISE 
Banish the banal with  
unusual touches. Maison 
Margiela Artisanal 
designed by John 
Galliano coat, Falke 
tights and Manolo 
Blahnik shoes. Opposite: 
Dior Haute Couture top 
and skirt. Model, Chiara 
Scelsi at Women Direct 
Milan; hair, Christian 
Eberhard; makeup,  
Lisa Eldridge. For details 
see Sources, page 98.
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From a cameo appearance in Beyoncé’s Lemonade to defending her Slam titles and playing for gold at the 
Rio Olympics, Serena Williams is on fire both on and off court. And working as hard as ever to stay on top.SHE’S GOT GAME



TEE TIME  Serena “expects the best from herself,” says 
Williams’s coach, Patrick Mouratoglou. Balmain tank, 
Belperron ear clips, Audemars Piguet watch (Williams’s 
own), vintage David Webb cuff and vintage Cartier 
necklace. Previous spread: Onia swimsuit and vintage ring.

S
ERENA WILLIAMS does not consider her-
self a morning person—“Not at all,” she 
says with a distressed look—but if she 
could wake up one morning and not be a 
globally famous tennis champion, here’s 
what she would do: go to an amusement 

park. Or shop at the grocery store. “Ordinary things,” 
she says. “I’d go to the mall. I never go to the mall.”

It’s early spring, and Williams is sitting on an 
outdoor couch near the pool at her handsome two-
story home in Palm Beach Gardens, Florida. Chip, 
Williams’s energetic Yorkshire terrier, and Lorelei, 
her Maltese, roll on the cushion between us. Williams 
is dressed post-training casual: purple Nike head-
band, white top, shorts. Her feet are bare.  

I ask Williams who she thinks she would be right 
now if she hadn’t ever picked up a tennis racket.

“I think I would be in California,” she says. “Maybe 
I would be married? Maybe I would have kids? I 
would like to believe I would. I would have probably 
gone into some kind of science. I love animals.” She 
rubs Lorelei on her pink, white-haired belly. “Maybe I 
would have become a veterinarian.”

Williams did pick up a tennis racket, of course, 
and the rest is a history well-known and remarkable. 
In a few hours, Williams will get into a car for Miami, 
heading to the airport and Europe and a clay court 
season that will conclude in Paris at the 2016 French 
Open, where she is the defending women’s singles 
champion. At the end of June comes Wimbledon, 
where Williams is also the defending champion—
she has won six times. Entering this year’s French 
Open, Williams had captured 21 women’s singles 
Grand Slam titles in her tennis career, putting her at 
the doorstep of Margaret Court (24) and Steffi Graf 
(22). She had also won 13 additional Slams in doubles 
and two more in mixed doubles, along with her four 
Olympic gold medals. At 34, she is the oldest women’s 
tennis player to ever be ranked No. 1.

 One could make a compelling case that Williams 
is the greatest women’s player of all time—expert 
voices like Chris Evert now freely pronounce Williams 
the best ever. But the story of how she got here—with 
her sister Venus, African-American champions from 
Compton, California, schooled by an eccentric and 
prescient father, Richard—is so dazzling and improb-
able it’s almost fable-like. Today Serena Williams 
is at once a symbol of female and African-American 
power, a philanthropist, social media influencer, 
fashion designer and celebrity unlike anyone in wom-
en’s sports, who can stand shoulder to shoulder with 
any icon of her era. When Williams recently showed 
up in a video for Beyoncé’s new album, Lemonade—
dancing alongside the beguiling pop queen in a 
Louisiana plantation home—her appearance felt 
both surprising and perfectly natural.

Beyoncé. Serena. Of course.
“I’ve known Bey for a long time,” Williams says. 

She also confesses: “I got really sore from dancing!”
Williams has been a superstar in full view for 

nearly two decades but still inhabits a compli-
cated relationship with the public. I should come 
clean here: I think a lot of the griping about Serena 
Williams over the years has been utter nonsense. 
She’s had her unfortunate episodes—most memora-
bly, a pair of verbal outbursts at the U.S. Open, which, 
while regrettable, hardly crack the upper echelon of 
Antisocial Moments in Tennis History. (Meanwhile, 
John McEnroe, who routinely menaced umpires, and 
Jimmy Connors, a habitual crotch-grabber, are cele-
brated as raffish antiheroes.) Only a fool would fail to 
see the obstacles and biases Williams has overcome, 
which she noted last December after winning Sports 
Illustrated’s Sportsperson of the Year.  

“I’ve had people put me down because I didn’t look 
like them,” Williams said in a speech captured in her 
documentary, Serena, which arrived on Epix June 22. 
“I’ve had people look past me because of the color of 
my skin. I’ve had people overlook me because I was a 
woman.... I’m still going.”

She is very much still going. When she is playing 
at her best, she remains unstoppable. At an age when 
tennis players are often years retired, she is rewriting 
the books. Elite athletes who have breathed similar 
success cede to Serena’s greatness. “You can’t talk 
about women’s sports without first thinking of Serena 
Williams,” says Abby Wambach, the recently retired 
U.S. women’s soccer star who won two Olympic golds 
and a World Cup. To Wambach, Williams embodies 
“power, strength, beauty and confidence.”

Or, to put it another way: “what it means to be a 
badass female anything.”

  

L
AST YEAR, I WATCHED Williams stand 
in the hot afternoon sun in New York 
and hit serves for an hour and a half. 
Just serves, one after the next. She had 
won an early-round match at the U.S. 
Open, but her serve had been rocky, and 

the match wound up narrower than it should have 
been. Minutes after leaving the Arthur Ashe Stadium 
court, Williams walked out to the practice area with 
her coach, Patrick Mouratoglou, and began to serve. A 
crowd quickly gathered—Serena Williams! Williams 
kept serving. The crowd grew. Williams kept serv-
ing. And serving. After a while, the crowd got a little 
bored and began to thin. Williams kept serving and 
serving. She stayed until she felt she’d gotten it right.

There’s often an assumption with sports super-
stars that once they’ve ascended to the top, the 
hardest work ends. But the opposite is usually true. 
Whether it’s Steph Curry with his three-point jump 
shots or Tom Brady throwing spirals, the greatest 
seem to work harder once they’ve been recognized 
as great, as if that status is perpetually under attack. 
Williams is the same. Behind the scenes she is known 
as one of the hardest workers in the sport. “The num-
ber of hours is one thing, but [more] impressive is 
the effort,” says Mouratoglou. “She expects the best 
from herself.”

To be a champion today requires an obsessive 
attention to detail. I ask Williams what she thinks TV 
announcers miss during tennis matches—what they 
don’t talk about but should. “I don’t think they talk 
enough about the lifestyle and what it’s [become] in 
the past 10 years,” she says. “Players used to have 

their parents. Or a coach. But now you wake up, 
sleep, eat…everything is tennis. The gym is tennis. 
Nutrition. Physio.”

In Williams’s living room, next to the clean white 
couch and a pod chair that hangs from the ceiling (“I 
saw it on Pinterest,” Williams says proudly), is per-
haps the home’s most important piece of furniture: 
a massage table. At this point in her career, nagging 
aches and pains should be constant. But Williams says 
her body feels good when she wakes up. (Williams is 
an unapologetic night owl—it’s not uncommon for her 
to stay awake until 3 or 4 a.m. working on her various 
projects. “I try to skip the mornings.”)

Despite those extra practice serves, Williams 
did not win the 2015 U.S. Open, losing in a semifinal 
shocker to the unseeded Italian veteran Roberta 
Vinci, a defeat that was immediately categorized 
as one of the biggest sports upsets ever. Though 
Williams admitted the loss was painful and hard to 
put behind her, some perspective is useful. At that 
point, Williams had already won the 2014 Open and 
then the 2015 Australian Open, French Open and 
Wimbledon all in a row. The only thing denied was a 
fifth straight major and the symmetry of a “calendar” 
Grand Slam. There is not a tennis player in the world 
who wouldn’t take that kind of run. It was not exactly 
a disaster. Williams would move on. “There are very 
few champions on this planet, and they share things 
in common,” says Mouratoglou. “One of those things 
is the ability to forget the past…. They never look 
behind, always ahead.”

After the Open, Williams put down her racket for 
a while. She immediately threw herself into New York 
Fashion Week with a show for the Serena Williams 
Signature Statement line she sells on HSN, unveiling 
a line of fringe-inspired evening dresses and week-
end wear. Vogue editor Anna Wintour and Williams’s 
then-rumored paramour, Drake, sat in the front row. 
After an upset loss, a lot of people would want to lie 

“You can’t 
talk about 

women’s 
sports 

without first 
thinking 

of serena 
williams, 

[her] power, 
strength, 

beautY and 
confidence.”  

—abbY wambach
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THE GODDESS WITHIN   
“I’ve had people overlook 

me because I was a woman,” 
Williams said in a speech 

last year. “I’m still going.” 
Versace swimsuit, vintage 

David Webb earrings  
and ring and vintage cuff. 



DON’T LOOK BACK  “There are very few champions on this 
planet,” says Mouratoglou. “One of the things they share 
is the ability to forget the past. They never look behind, 
always ahead.” Onia swimsuit, Belperron ear clips and 
vintage David Webb necklace, bracelet and ring. All vintage 
jewelry courtesy of Richters of Palm Beach. Hair, Tomo 
Jidai; makeup, Mark Carrasquillo; manicure, Tina Le; prop 
styling, Holli Kingsbury. For details see Sources, page 98. 

“there are 
lots of 
records to 
break, if she 
wants it. 
when You get 
to her age, 
You have to 
decide how 
much You’re 
willing to 
invest 
phYsicallY, 
emotionallY. 
the effort  
is more  
as You get 
older,  
not less.”  

—billie jean king

in bed and eat a tub of Häagen-Dazs. Instead there 
was Williams, walking down the runway, trading one 
pressurized centrifuge for another.

Williams’s interest in fashion has long passed the 
point where it could be considered a part-time hobby. 
Both she and Venus (a designer herself) attended 
fashion school amid their tennis careers, and Serena 
obsesses over details like model casting and hair and 
makeup even as she plays in tournaments. Whereas 
a lot of celebrity collections are simply stars signing 
off on other people’s work, Williams considers it a 
point of pride that she knows “how garments work, 
fabrics work, how patterns are conceived.”

“Sometimes people just put their name on some-
thing and turn up at the event, and that’s it,” says 
Wintour. “Serena has the passion and the drive to 
make it her own, which is so different from many of 
these celebrities.”

Williams was once criticized for having inter-
ests outside of tennis. Both she and Venus heard it: 
They’re not focused. They’re not serious enough. 
Fashion school? You’ve got to be kidding me. Over 
time, however, it’s become apparent that those 
departures probably extended the careers of both 
sisters. Tennis is a game rife with early burnout, the 
byproduct of childhoods and adolescences devoted 
exclusively to one thing. Caring about something 
besides tennis isn’t bad. It’s healthy.

“I think it was great that they did that,” says Billie 
Jean King, the women’s tennis legend who played 
singles until she was nearly 40 and doubles even lon-
ger. “Why not? People should have the journey that 
they want.”

Today, Williams’s off-court passions are part of 
what fans love about her; it’s where they get to see the 
other Serena, who’s more relaxed and a bit of a goof. 
“She’s really funny,” says her close friend and ten-
nis competitor Caroline Wozniacki. “We both think 
we’re hilarious and could be comedians.”

By now everyone in tennis knows that Serena 
Williams is a karaoke warrior (“That’s her thing,” 
says Wozniacki), but she also continues to be fas-
cinated with dance. Each year, she and Venus host 
a competition called the Williams Invitational in 
which teams compete in, among other events, dance 
routines. Then there was Williams’s appearance in 
Beyoncé’s “Sorry” video, which Serena had to keep 
confidential for months.

“If you tell me, ‘Don’t say anything,’ I won’t say 
anything,” Williams says.

“She really kept it a secret,” says Wozniacki, who 
didn’t know about the video until she saw it.

“Sorry” is an edgy hit. But Williams’s favorite 
dance song is more of a vintage choice: “Conga,” by 
Gloria Estefan and Miami Sound Machine. Her favor-
ite TV show? The Golden Girls. (Yes: I will point out 
that both “Conga” and The Golden Girls debuted in 
1985, when Williams was a toddler.) She has never 
watched Game of Thrones (“I saw the first five min-
utes, and I was like, ‘This is waaaaay too much for 
me’ ”). She wishes she got out more. “I am too much 
of a hermit,” she admits. “I go through phases—I was 
going out to dinner a lot, but I’ve [reverted] to my old, 
staying home thing.”

If Serena Williams could spend a day following 
one person, who would it be? “Elon Musk,” she says. 
“I’d follow him to see what he’s doing with all his 
innovations, all of the stuff he’s creating. I’d love to 
figure out where he’s going.”

  

W
ILLIAMS’S 2016 did not begin 
like her steamroller 2015. In 
January, she lost the Australian 
Open final in three sets to 
Germany’s Angelique Kerber, 
then in the Indian Wells final to 

Victoria Azarenka. She finally won her first tourna-
ment in mid-May at the Italian Open, a few days after 
a bizarre incident in which she snacked on some of 
Chip’s hotel room-service dog food and got an upset 
stomach (an episode discussed in detail on Snapchat).

“Not as great as I want it to be,” says Williams, 
assessing her year so far. “I could do better. But hon-
estly, that’s how I felt about 2015.”

Just to clarify: In 2015, Serena Williams went 53–3.
When I ask what she’s most proud of in her 

career, she doesn’t mention a medal or a Slam. 
She says she’s most proud of her return to Indian 
Wells, the California tournament she and Venus 
shunned for nearly a decade and a half after Serena 
was mercilessly booed in the 2001 final, a couple of 
days after Venus had withdrawn from their semi-
final match with an injury. “I don’t blame them for 
not playing there,” says Billie Jean King. “People 
treated them horribly. I was there. I think it’s great 
she went back.”

“To be forgiving,” Williams says. “I am proud 
of that.”

Oddly, Williams found herself drawn into another 

Indian Wells controversy at this year’s tournament, 
when the event’s CEO, Raymond Moore, made a series 
of tin-eared remarks on the topic of equal pay in the 
sport, claiming, among other things, that if he were 
a “lady player” he would “go down every night on my 
knees and thank God Roger Federer and Rafa Nadal 
were born, because they have carried this sport.”

“We, as women, have come a long way,” Williams 
said at a tournament press conference shortly before 
Moore would resign under pressure. “We shouldn’t 
have to drop to our knees at any point.”

Even as an ensconced World No. 1, Williams can-
not avoid questions about her tennis mortality. 
Mouratoglou says that at this point, Williams is in 
it for the Slams—“I do not think that her ranking 
is important to her”—and thinks she will stop only 
when she does not believe she can win major tour-
naments. Williams does not have a reliable nemesis 
on tour; the women’s game’s second-most-decorated 
player, Maria Sharapova, is currently serving a 
suspension for taking a banned prescription drug, 
but Sharapova is hardly a rival—she hasn’t beaten 
Williams in more than 10 years.

King thinks Williams has plenty left. “There are 
lots of records to break, if she wants it,” she says. 
“When you get to her age, you have to decide how 
much you’re willing to invest physically, emotionally, 
if the return on investment is worth the effort. And 
the effort is more as you get older, not less.”

“I think it will hit me,” Williams says. “I’ll just 
have the feeling of ‘I don’t want to do it anymore.’ ”

The end does not appear to be imminent. As for 
Williams’s post-tennis life, there’s her fashion busi-
ness, which she hopes to expand. There are her 
philanthropic efforts, like the schools she sponsors in 
Kenya and Jamaica. When I ask Williams if she could 
see herself in a TV booth during a tennis match, she 
won’t rule it out. (The only idea she gives a stern no 
to is coaching.)

“She has so many avenues open to her I can’t imag-
ine her being defined by one choice,” says Wintour. 
“You give up your life to go on that circuit. I imagine 
she’ll enjoy the freedom after tennis.”

“Being a mom would be fun,” Williams says. How 
many children?

“Twelve,” she says, deadpan. “A baker’s dozen,” 
she continues, laughing.

Williams’s life remains such a whirlwind that she 
fantasizes mostly about taking a break. A perfect day 
off, she says, would be sitting at home on the couch 
watching Netflix and Investigation Discovery, and 
maybe taking a dance class. But such days almost 
never happen. Those ordinary things like amuse-
ment parks, grocery stores and trips to the mall that 
Williams sometimes craves still feel far away. They 
might not happen for a long while, because Serena 
Williams picked up that tennis racket and built an 
extraordinary life. •
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PHOTOGRAPHY BY MARIO SORRENTI

Over the past half century, Gerhard Richter’s 
oeuvre has grown to encompass colorful abstracts, black-and-white 

photo-realist works, conceptual sculptures and 
computer-generated prints—and now, at 84, as he returns to the 

canvas, some of his most vibrant paintings to date. 

Brush With
GREATNESS
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DRAWING ATTENTION  Richter, photographed with his 
new drawings in New York’s Marian Goodman Gallery, is 
ambivalent about his celebrity. “He’s old, and this painting 
is a million or two,” he mimics would-be collectors saying.

G
ERHARD RICHTER is sitting in the 
tiny library of New York’s Marian 
Goodman Gallery, trying to figure out 
how to talk about his newest abstract 
paintings, which hang in the brightly 
lit space on the other side of the wall. 

Thickly striated with brilliant blurs of color—blue, 
yellow, green, violet and red—made by dragging 
a giant squeegee across the canvas, their layers 
pulse with an ebullience that hasn’t marked his 
work for decades. Perhaps that’s why the artist, long 

renowned for being squeamish about interviews, 
has decided to “surrender,” as he jokes, to this one. 
Even though “it’s fantastic to be asked, because it 
shows interest, I feel very incompetent to answer,” 
he says in thickly German-accented English by way 
of explaining his chronic reluctance. 

At 84, the man considered by many to be the 
world’s greatest living painter—and its priciest, 
too, at least at auction, where his record stands at 
$46.4 million for 1986’s Abstraktes Bild, just behind 
Jeff Koons’s $58.4 million sculpture Balloon Dog 

life,” he says. “It may be more difficult when you are 
old.” Besides the angst of creation, the physical exer-
tion takes more of a toll: As he puts it, “This is a reason 
these paintings are not as large as in the movie.”  

I
F EVER AN ART CAREER exemplified the saying 
“Be careful what you wish for,” it well may be 
Richter’s. For decades, he’s been lauded—and 
sometimes mistrusted—for his dazzling abil-
ity to move back and forth between figuration 
and abstraction, using a vast array of styles.

He first became widely known for blurry grisaille 
oil paintings based on black-and-white photo-
graphs, including, most notably, the 15 works in 
October 18, 1977, a 1988 series fashioned after news 
imagery of the arrests and deaths of Germany’s 
terrorist Baader-Meinhof Group. Richter has also 
produced fluffy white clouds, still lifes and por-
traits that suggest old masters and Romantics, 
landscapes that recall surveillance photographs 
and unfocused likenesses based on snapshots that 
oddly foreshadow the contemporary obsession with 
cellphone photography. Then there are the abstrac-
tions, which include everything from those heavily 
impastoed squeegee works to monochromatic gray 
canvases, colored mirrors, framed glass panels and 

(Orange)—is still vigorously creating work. But 
before he created these paintings, he had barely 
put brush to canvas in four years. Today, though 
the show’s official opening is some days off, the gal-
lery is crowded with critics, curators and collectors 
hoping to land one of the new creations. Richter 
confesses that he hates the hoopla surrounding his 
shows. “The worst thing is the dinner afterward. 
Sometimes I don’t go. Even when I was young, some-
times I didn’t go.” Yet he always finds it thrilling to 
see the work in the gallery: “This is fantastic, ja.” 

Richter’s third wife, the artist Sabine Moritz, 46, 
is sitting beside him, watching protectively. (He’s 
painted her so many times, suffused in Vermeer-
like light, in 1994’s Lesende (Reader), or nursing 
their first son in the 1995 series S. mit Kind (S. with 
Child), that her presence seems oddly familiar.) 
Richter initially comes across as demure and polite, 
with cropped gray hair, a rumpled gray suit and a 
formal, professorial mien. Occasionally he speaks 
through a translator. But he can also be playful, 
interspersing conversation with emotive ja’s, then 

conceptual color charts based on industrial paint 
samples. And his abstractions sometimes flirt with 
reality, like the 2005 series Wald (Forest), whose 
brushstrokes suggest tree trunks, or the 1986 series 
Cage, which Richter made while listening to the 
avant-garde composer John Cage, whose ideas about 
chance-controlled creation have long inspired him. 

“I think of Richter as a gymnast,” says Neal 
Benezra, the director of the San Francisco Museum 
of Modern Art, which has one of the world’s most 
significant collections of the artist’s work. “The his-
tory of modern painting has been one of painters 
trying to identify a signature style. Picasso is the 
great exception to that rule, and Richter has had a 
fundamental role in putting that idea away for good. 
He keeps the audience on their toes.”

Along with Richter’s outsize ability has come 
outsize fortune and fame, and the potential for 
idolatry, which has soared along with the market 
for his paintings. “Picasso loved it, and Gerhard 
does not,” says the critic and curator Robert Storr, 
who organized Richter’s 2002 retrospective at the 
Museum of Modern Art, which boosted the artist’s 
visibility and helped begin his transformation into 
a hot auction commodity. “Gerhard has huge artistic 
ambition, but he was not seeking the kind of artist 
persona that Picasso and other people of that gener-
ation sought. He lives modestly. He is a family man.”

Richter met Moritz in 1992, when she became his 
last student at the Kunstakademie Düsseldorf, where 
he taught for 23 years; they married in 1995, after he’d 

split from his second wife, the sculptor Isa Genzken. 
They now have three children, Moritz, 21, Ella, 19, 
and Theo, 9. (Richter also has a daughter, Babette, 49, 
from his first marriage to the textile designer Ema 
Eufinger.) Today, his life centers around his house 
and his studio next door, a boxy concrete building 
on the outskirts of Cologne. He is there most days by 
8 a.m. and works until 6 or 7 p.m., leaving only to eat 
his regular lunch of bread, yogurt and tomatoes. “I 
know that even on holidays or Sundays, I can call his 
studio and he’ll be there,” says Dieter Schwarz, the 
director of Switzerland’s Kunstmuseum Winterthur 
and a close friend. 

Richter is known for making his paintings com-
pletely on his own, without help from his two studio 
assistants. His wife is one of the few people he relies 
on for feedback: In the documentary, she visits to 
look at some new paintings and, after thoughtful 
assessment, suggests that he put one away before 
he’s tempted to change it. 

Richter is a merciless editor, stopping, starting, 
reworking canvases again and again until he is satis-
fied. Throughout his career, he has also been known 
to destroy finished work, even after it has been 
exhibited. “I think there always has been a strug-
gle,” Schwarz says. “He always has had this kind of 
skeptical attitude toward what he was doing.” For 
this reason, he adds, Richter is unimpressed by the 
present trends in art. “He thinks you have to have 
knowledge of technique and art history, and you 
have to be really critical toward yourself and toward 

erupting into wry asides and hearty laughter.
He began the abstract oil paintings in this 

show in 2014, after a hiatus when he had so many 
exhibitions—including a 2011 Tate Modern retro-
spective, Panorama, which traveled to Berlin’s Neue 
Nationalgalerie and Paris’s Centre Pompidou—that 
he’d hardly been able to paint at all. The crush of 
bureaucratic responsibilities can be stifling, he finds. 
“The more known I am, the more work I have to do—I 
am like a manager now,” he says. Instead, during that 
period, he created reams of other work, including 300 
psychedelic-looking “Behind Glass” abstracts (some 
of which are also on view in the gallery), made by 
pouring lacquer onto glass, and over 80 eye-popping 
striped “Strip” digital prints, a few as long as 32 feet, 
achieved by putting slices of a photograph of a 1990 
painting—each a fraction of a millimeter wide—
through innumerable permutations on a computer.

Since Richter sometimes refers to himself as a 
picture-maker rather than a painter, does it matter 
how his vision is achieved? He looks shocked. “One is 
handmade, and the other not,” he says. “When you do 
something with your hand, it’s a different thing than 
simply conceiving it. You do it with your whole body.”

Indeed, in the 2011 documentary Gerhard Richter 
Painting, he’s seen staggering from one side of the 
canvas to the other as he pushes a squeegee into lay-
ers of wet paint, then stands back to consider the 
effect before shouldering his burden and starting the 
task again. Richter says his judgments have grown 
more assured with age. “It’s another job now, like 

“Gerhard has huGe artistic ambition, but he  
is not seekinG the kind of artist persona that 
picasso souGht. he lives modestly.”  —robert storr
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what is happening in order to find a position. Today’s 
‘anything goes’ attitude is very foreign to him.”

Indeed, Richter’s own tastes in art tend toward 
the historical and the painterly. He and Moritz 
live with a Courbet landscape, and he is a fan of 
Velázquez. On this New York trip, he has seen a show 
of Edgar Degas monotypes at the Museum of Modern 
Art (“I was very taken with it,” he says) and had 
plans to see an exhibition of Robert Ryman’s work 
at Dia: Chelsea. “He’s a great admirer of Ryman,” 
says Storr, “I think in part because Ryman does the 
things he cannot do. Bob has a kind of unquestion-
ing faith in abstraction, and Gerhard has always 
questioned abstraction. He’s been drawn to it and at 
the same time doubted it.”  

But despite his chronic self-questioning and 
doubt, his worst times come, Richter says, when he 
is not making any work at all—the moments when 
“I get very unhappy or I’m afraid to start over,” he 
says. “I’m just empty.”  

B
ORN IN DRESDEN in 1932, a year before 
Hitler came to power, Richter seems to 
have always had an underlying need to 
work against the grain. After training 
as an artist in East Germany, he estab-
lished a successful career as a muralist, 

working mostly in the Soviet-approved socialist 
realist style. But in 1959, he saw his first Jackson 
Pollocks and Lucio Fontanas at the Documenta art 
exhibition in Kassel, West Germany, and realized he 

every day was “very hard for him,” she says. “I mean, 
that is his life’s work—this daily practice of painting 
and having the time to let things come to the surface 
and to experiment and to change.”

In summer 2014, after the Beyeler retrospective 
opened, he was finally able to tackle an idea that 
had possessed him for years: making paintings 
based on four blurry black-and-white photos taken 
covertly by a prisoner in the Auschwitz-Birkenau 
concentration camp, which documented the lead up 
to a gassing and its aftermath—the ultimate buried 
moment in German history. (As a boy, Richter had 
been obligated to join a junior branch of the Hitler 
Youth.) “They are fascinating, and different from 
photographs taken by liberators and documentary 
photographers,” Richter says. “Illegal, taken under 
very bad conditions, shaky.” But his attempts to ren-
der them as photo-paintings, as he’d done with the 
Baader-Meinhof material, failed.  

“I tried to make them realistic,” Richter says. But 
he soon realized that “they were not to be improved 
upon. I couldn’t make them better. I could only make 
them worse.”

The paintings he ultimately created, mournful 
black-and-white abstractions, streaked with green 
and red, layered on top of the photo-paintings, 
toured Germany and will be shown at Moscow’s 
Jewish Museum & Tolerance Center this fall. After 
painting them, Richter says, he began to “feel free.” 
Not long after, he found his way into the new, more 
colorful abstractions on view in New York—though 

by some accounts, he still experienced doubt and 
frustration while making them.

A different sort of frustration is in evidence when 
he discusses the current state of the art world, a topic 
that clearly rankles him. “We don’t have so many 
painters now,” Richter says. “Painters are so enter-
taining now, with performance, with this and that. 
Sometimes it makes me angry, because museums 
only try to catch people,” he adds, referring to their 
increasing transformation into social-gathering 
hubs. What would he rather see? “To be more serious,” 

he says. “There’s not so much interest in painting.” 
The attention his own work receives, Richter 

believes, centers around one thing: “Money,” he says. 
“He’s old,” he mimics someone saying, “and this 

painting is a million or two! ” He’s also heartily sick 
of people telling him everything he does is wonder-
ful. “People are so impressed by the success I have 
that they lose their ability to make a judgment. And 
there’s so many people who just want to buy a picture. 
They don’t even care about seeing it. They just want 
to write the check. There’s so many counterfeiters 

and so many people who do the kind of art where 
they’re simply signing their name to postcards.”

A few days later, Richter dutifully arrives, with 
Moritz at his side, at the glittering dinner held in his 
honor at New York’s Rainbow Room following the 
private opening of his show. Among those who have 
come to pay their respects are curators from MoMA 
and the Metropolitan Museum of Art, collectors like 
Glenn Fuhrman and Charles and Helen Schwab, and 
old acquaintances like the artist Bruce Nauman. As 
the crowd files into the dining room to eat, Richter’s 

youngest son, Theo, who’s accompanied his parents 
on one of these trips for the first time, suddenly 
leavens the mood by bolting around the tables and 
zipping up the stairs.

But it’s still a long way from Richter’s serene 
Cologne studio. Back in the gallery, separated by 
only a wall or two from his paintings as they hang in 
glorious daylight in the space, Richter is smiling at 
the thought of getting back to work. “I’m happy that 
I’m able to paint,” he says. “To make something, ja. 
Normally, as we all do.” •

had to get out. Two years later, in 1961, he fled for 
Düsseldorf with his first wife. He enrolled at the 
Kunstakademie, an avant-garde hotbed soon domi-
nated by Joseph Beuys, the shamanistic godfather 
of conceptualism—although Richter was always 
highly skeptical of the hero-worshipping claque 
Beuys gathered around himself. He never saw his 
family in the East again, but Richter was able to find 
common ground with other East German artists like 
Blinky Palermo and Sigmar Polke. He soon made his 
name by painting blurry versions of family photo-
graphs—like Onkel Rudi (Uncle Rudi, 1965), showing 
his mother’s favorite brother, who’d died a few days 
into the war, posing proudly in his Wehrmacht uni-
form—thereby unearthing the festering history 
that many sought to forget.

By 1971, Richter was teaching at the 
Kunstakademie himself. The photographer Thomas 
Struth, who entered his class in 1974, remembers 
him as an intense taskmaster. The judgments about 
what was good and not good were often “very tough,” 
Struth says. “It’s obviously important to create your 
own foundation. For a 19- or 20-year-old, it was not 
so easy. And he was at the time quite an ironic man. 
You had to guess what was being said.”  

Hans Ulrich Obrist, the artistic director of 
London’s Serpentine Galleries, met Richter as a 
teenager in 1986 at the opening of a retrospective 
in Switzerland. By then, the artist had added many 
different series to his quiver. “I was completely 
mesmerized by all these parallel realities,” Obrist 

says. “The ’80s abstract paintings, the monochrome 
gray work, the photo-painting, the glass art—it was 
almost like quantum physics.” In their first conver-
sation, Richter told him painting was a game. “It’s 
like playing boules,” Obrist recalls him saying. 
“Each time, you create new situations.” They have 
been fast friends since—even though Obrist curated 
one of the recent shows that kept Richter out of his 
studio, the 2014 Pictures/Series retrospective at 
Basel’s Fondation Beyeler. 

Richter’s relationship with Marian Goodman, 
who represents him everywhere in the world but 
Japan, has also been enduring. They first worked 
together during the ’80s market boom, when 
New York had a frenzied interest in German neo-
expressionist painters like Georg Baselitz and Jörg 
Immendorff. “I realized everyone was looking in the 
wrong direction,” she says, “and the great artist of 
our time was Gerhard.”  

After an awkward meeting in Richter’s studio, 
then in Düsseldorf, during which the two were so 
shy they barely spoke, they began working together. 
Gradually, his other galleries fell by the wayside. 
Today, Richter continues to be handled exclusively 
by the 88-year-old dealer herself. 

“He’s not an artist who just picks up a paintbrush 
and produces a work,” Goodman says. “It’s this 
intellectual exercise.” Although Goodman suspects 
that making the computer-generated Strip pieces 
may have helped Richter radically rethink his use 
of color, the period in which he was unable to paint 

“people are so impressed by the success i have 
that they lose their ability to make a judGment.” 

—Gerhard richter

BIG PICTURE 
From top left:  
Tisch (Table), 1962;  
4 Glasscheiben (4 Panes 
of Glass), 1967; Domplatz, 
Mailand, 1968; 1024 
Farben (1024 Colors), 1973.

TRUE COLORS 
From left: Abstraktes 
Bild, 1986; Betty, 1988; 
Strip, 2013; 938-4 
Abstraktes Bild, 2014.
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From the mountain home where French 
furniture designer Pierre Paulin spent his 

final years, his family is drawing on vintage 
prototypes and archival sketches to  

bring his neglected masterpieces to life.

BY JOSHUA LEVINE   
PHOTOGRAPHY BY FRANÇOIS HALARD

DESIGN
FOR 

LIVING

I
N 1993, AT THE AGE OF 66, French furniture designer Pierre 
Paulin retreated to the country house he built high in the 
Cévennes mountains of southern France. From this windy 
perch, on a clear day, you can just make out the faint sparkle of 
the Mediterranean 45 miles away, but none of its beachy warmth 
reaches here. This is some of France’s hardest country—“rock, 

nothing but rock and razor-sharp shale” is how the 19th-century his-
torian Jules Michelet characterized it. That’s why Paulin chose it: a 
flinty place for a flinty person. 

When he moved here from Paris, Paulin had recently been pushed 
out of the industrial design firm he and his wife, Maïa Wodzislawska-
Paulin, founded in the mid-’70s and then sold in 1992 to the giant 
French ad agency that is now Havas Worldwide. It was a crushing end 
to an illustrious career, and he was bitter about it. He spent the rest of 
his life, until his death at 81 in 2009, sequestered here. His glory days 
behind him, he continued to design, placing his drafting table in the 
living room so that he had a view of the rugged Cévennes peaks.

From the outside, the slant-roofed house that Paulin named La 
Calmette looks like many of the neighboring homes, but its style isn’t 
what Paulin originally had in mind. His first scheme was to burrow 
directly into the rocks, and he drew up plans for a fantastical subter-
ranean dwelling. The local authorities, not so fantastically minded, 
rejected the plan and insisted Paulin build something more in keeping 
with the chaste Cévenol idiom. 

LIFE’S TURNS 
A prototype for 

 Pierre Paulin’s 1966 
La Déclive chaise and a 
reproduction of his 1967 

Osaka sofa brighten 
the old stone bergerie on 

the Paulin property in 
France’s mountainous 

Cévennes region. 
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SENSE OF PLACE 
Far left: The living room 
at La Calmette, with 
Paulin’s Tongue chairs, 
the Milan Cathedral 
bookcase he built for 
the house in 1990 and 
a 1984 prototype for 
the Diwan rug, now a 
Paulin, Paulin, Paulin 
limited edition. Left: 
The Cévennes landscape. 
Below: A vintage Eero 
Saarinen table stands 
next to the home’s 
fireplace.

Paulin designed for Herman Miller in the early 
1970s. Crafted with oversight from Michel Chalard, 
Paulin’s trusted collaborator, these pieces became 
the subject of the exhibition Louis Vuitton staged 
that year as part of an Art Basel Miami Beach satel-
lite show. The architect Daniel Libeskind wandered 
by and was stopped in his tracks by the display’s 
bulbous purple sofa. 

“It was the size of a large car, but oh, it was so 
beautiful,” recalls Libeskind. “I bought it immedi-
ately. To get it into my apartment, they had to close 
the street and hoist it through the window with a 
crane. I immediately got rid of all my Corbusier, all 
my Mies. My living room is almost completely empty 
now except for this incredible sensuous object. I 
think Paulin is really more of an architect the way his 
pieces shape the space.”

Gallerist Emmanuel Perrotin also visited the 
Vuitton exhibition, at the Paulins’ invitation. Thus 
began a relationship that resulted last year in Paulin, 
Paulin, Paulin, a show at Perrotin’s Paris gallery 
featuring limited-edition furniture that had pre-
viously existed only as drawings or prototypes. 
“Everybody knows Paulin’s iconic pieces from the 
’60s—they are part of our collective unconscious,” 
says Perrotin. “Now people are keen to discover the 
lesser-known ones, or the ones that have never been 

produced before and would never otherwise exist.” 
The extraordinary Déclive chaise was among them, 
as was the Cathedral table, and interspersed were 
works by artists like Tara Donovan, Jesús Rafael 
de Soto and KAWS. John De Andrea’s mannequin-
like human figures lounged on the upholstery, and 
a Candida Höfer photo showed Paulin’s Borne ban-
quettes in the Louvre. 

A different version of the show, renamed Pierre 
Paulin, is at Perrotin’s New York gallery from June 23 
to August 19. The mix of pieces has changed: It now 
includes new editions of the 1984 Diwan carpet from 
La Calmette’s living room, the rose-window-like 1971 
Rosace coffee table and two sofas designed in 1968 
for the cultural center in the French city of Rennes. 
Video art by Xavier Veilhan, Jesper Just and others 
plays alongside.

Further insight into Paulin can be gleaned at 
Paris’s Centre Pompidou, where a comprehensive 
retrospective of the designer’s work is up through 
the summer. “Paulin never got boxed in by a particu-
lar style,” says Cloé Pitiot, who curated the exhibit. 
“With each producer, you get a sense you’re seeing a 
completely different designer. You have a hard time 
getting a sense of the whole body of work, but for me, 
what I hear throughout is the same music.”

Maïa Wodzislawska-Paulin still lives most of the 

Inside, Paulin’s brash, brightly colored early works 
are arrayed all around the main living spaces—his 
Mushroom and Globe chairs from 1959, the Tongue 
chair designed in 1963, the Ribbon chair from 1966. 
So too are beautiful prototypes for pieces he never 
saw commercialized in his lifetime—the Cathedral 
table from 1981, for instance, so called because its 
pedestal is formed by what look like intersecting 
cathedral arches. Paulin considered it his master-
piece. In the bergerie, the old stone hut that came with 
the property, the 1966 model for La Déclive, a kind of 
five-person chaise longue made from adjustable alu-
minum ribs upholstered in bright red, gives the fluid 
impression of a magic carpet, frozen mid-flight. 

La Calmette’s charm comes from its dramatic 
windswept site and the interplay of Paulin’s ludic 
designs with their sober surroundings. “The furni-
ture is in direct conflict with the hard, gray stones, 
and that’s where you sense the duality of my father—
his emotional austerity on the one hand, and the 
sensuality and generosity of his work on the other,” 
says his son Benjamin Paulin. 

A hidden rigor underlies everything at La 
Calmette, even those elements that seem least fussed 
over. A scattering of large boulders on the lawn looks 
directly deposited by the glacier, but Paulin made 
sure to position each of them with Japanese preci-
sion. “The house represents everything my father 
was,” says Benjamin, 37, who closely resembles his 
dad, down to the high tuft of hair. 

La Calmette lies over an hour’s drive northwest of 
Nîmes, with the last few miles of sharp switchbacks 
taking up a good part of the trip. From this remote 
locale, Maïa, 74, and Benjamin are writing the next 
chapter for Pierre Paulin’s work. Not long before the 
designer’s death, Maïa and Benjamin created a fam-
ily enterprise called Paulin, Paulin, Paulin. The idea 
sprang from Paulin’s wish late in life to see some of 
his unrealized designs produced, but it has turned 
into something bigger—a mission to win him the 
wider recognition he craved but couldn’t bring him-
self to pursue. In fact, you could even say he impeded 
it. “Pierre was never his own best promoter,” says 
Benjamin. “He just stirred up trouble for himself.”

Without Paulin’s “haughty modesty,” as Maïa 
puts it, holding them back, the family is making 
headway advancing his cause—too late for the man, 
but not for his legacy. Over the past several years, 
Maïa has signed deals with Holland’s Artifort (the 
original producer of much of Paulin’s best-known 
work), France’s Ligne Roset and Italy’s La Cividina to 
re-edit over 40 of his pieces. The Paulins have also 
engaged some of the original French and Italian 
craftsmen who worked with Paulin to produce pro-
totypes of designs that had never made it off the 
drawing board. And they have worked with some 
of Paulin’s biggest fashion-world fans, Azzedine 
Alaïa and Louis Vuitton creative director Nicolas 
Ghesquière among them, to place these prototypes 
in boutiques and runway shows. 

In 2014, Ghesquière seated the audience for 
Louis Vuitton’s 2015 cruise presentation on rows of 
Paulin’s snakey Osaka sofas from 1967. Soon after, 
the Paulins contacted the French fashion house 
with an ambitious project in mind: the fabrica-
tion of 18 prototypes from an unrealized collection 

RUSTIC LOOK 
A 1954 Chaise TV is 
paired with a wooden 
dining tabl     e and 
benches Paulin designed 
in the ’70s for his firm’s 
office. Above: A red 
Ribbon chair. Left: 
La Calmette’s main 

EN FAMILLE 
From left: Maïa 

Wodzislawska-Paulin, 
Alice Lemoine, 

Benjamin Paulin and 
Alice and Benjamin’s 

daughter, Irène, with a 
family dog, Doki Doki.
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for the next Eames and Nelson. He spent three years 
working on a complete modular system for the 
home—low platforms with seating that popped up 
and down in origami-like panels; modular shelving 
that made new rooms within rooms. 

Alas, the project was not to be. Herman Miller was 
moving more toward office furniture and declined to 
make the huge investment Paulin’s system required. 
It was a major blow. All that remained were the tiny 
scale models over which Paulin had labored so long. 
(The maquettes are now in the Centre Pompidou’s 
permanent collection.) So it was cause for celebration 
when Louis Vuitton finally built the prototypes, and   
Paulin, Paulin, Paulin has now put several of these 
designs into limited-edition production. Brought to 
life, the pop-up platform, part of the Perrotin show, 
looks like an overgrown child’s toy—in the best pos-
sible way. Anybody with an ounce of playfulness 
would have a hard time resisting it.

Though the collapse of the Herman Miller con-
tract by no means signaled the end of Paulin’s career, 
as time went on his work grabbed less and less atten-
tion, mostly because he refused to do any of the 
grabbing himself. Benjamin tells the story of a big 

in a kind of gilded pillory. His chairs and sofas were 
sinuous, sculptural, truly new. In 1959, when most 
chairs still looked pretty much like chairs, Paulin 
stretched bathing-suit fabric over an oblate steel-
tube frame cushioned with Pirelli foam rubber. 
Whoa! The resulting Mushroom chair looked like a 
special order for Alice’s hookah-puffing caterpillar.

The Ribbon chair followed the Mushroom in 1966, 
and when the Tongue chair was released in 1967, New 
York’s Museum of Modern Art pounced on it for its 
permanent collection. Produced in a range of bright 
colors, these chairs caught the mood of the free-
wheeling ’60s. They exuded grooviness and fun, even 
if their austere creator did not. (Paulin, for example, 
disliked the nicknames his organic forms inspired. 
For him, the Mushroom remained the F560.)

Whatever you call the chairs, it is pure pleasure 
to curl up in them. Paulin viewed human beings as 
the final moving pieces of his furniture. Everything 
had to fit well together. This body-friendliness is one 

its doors near the end of the war. But Paulin’s educa-
tion there had less influence on his values than did his 
early trips to Scandinavia and especially the United 
States. This is where he learned to prize utility over 
decorative flourish, to see how industrial might could 
spread good design to everybody and to appreciate 
how forward leaps in style could spring from the bot-
tom up, not as in France from the top down.

“The French always had their noses stuck in their 
glorious past and weren’t interested in modernity,” 
Paulin told Geel in a series of 2006 radio interviews. 
“When I saw the production of the American world 
[of Herman Miller and Knoll], which is to say an 
American-German world, I was blown away!” 

Paulin worshipped Charles Eames, but he felt a 
closer kinship with the great George Nelson. Like 
Nelson, Paulin considered himself a “functional-
ist,” but he and Nelson added “two little drops of 
poetry,” he said, while Eames did not. For all that, 
Paulin refused to call himself an artist, “a word that 
has been cheapened in the worst way.” He considered 
himself much closer in spirit to an artisan. 

In the early ’70s, Paulin got his shot at a design 
partnership with Herman Miller, which was looking 

time at La Calmette. Benjamin and his wife, fashion 
designer Alice Lemoine, 30, come down frequently 
from Paris. The three were recently gathered around 
the table in the homey kitchen, discussing family his-
tory over roasted monkfish. Maïa was working as a 
designer’s agent when she met Paulin in 1969, and 
she offered to represent him. He said no, and then, 
three years later, he said yes, first professionally, 
then personally. The youngest of Paulin’s children—
the designer had a daughter and a son from his first 
marriage—Benjamin came along in 1978. In France, 
he has a successful singing career (his latest album, 
Meilleur Espoir Masculin, debuted June 3), but his 
main focus these days is the family enterprise. What 
gets him particularly riled up is the “pop art” label 
that stuck to his father after his splashy ’60s hits. 
“We’ve got to get him out of the pop box!” Benjamin 
says with some heat.

Paulin was able to break the hold of the stiff classi-
cal tradition that trapped so many French designers 

commission from an industrial furniture producer 
that fell through when his father refused to write a 
marketing text to accompany his designs. To Paulin, 
the whole exercise was pointless.

Later in his career, Paulin dabbled in artisanal 
furniture made from rare woods—just the kind 
of thing he had run away from early in his career. 
President François Mitterrand even commissioned 
several Paulin pieces for his office. On the whole, how-
ever, Paulin turned increasingly to industrial design 
through the firm he founded with Maïa. But the world 
is unlikely to remember the fondue pots, steam irons 
and razors that came from his pen.

Throughout their life together, Maïa did her 
utmost to prod her husband, but he rarely budged. He 
had no stomach for either the clangorous American-
style rough and tumble or the sly politicking of the 
French. In the end, he chose what Maïa calls his “flight 
to the Cévennes.” La Calmette became Paulin’s refuge 
from all the buffeting of the world below. It’s hearten-
ing to see it now, transformed by his widow and son 
into a springboard for his shadowed reputation. Maïa 
puts it this way: “Pierre was the king of the pains in 
the butt, but he was fabulous.” • 

reason so many fashion designers dig him—not just 
Alaïa and Ghesquière, but also Tom Ford and Christian 
Lacroix, who collect Paulin’s furniture, and Miuccia 
Prada, who used Paulin’s Iéna chairs and Jardin à la 
Françoise rug in a 2014 Miu Miu show. When it came 
to his own flesh, though, Paulin favored mortification. 
“He worked standing up and always chose the coldest 
room in the house,” recalls Maïa.

In 1969, President Georges Pompidou resolved to 
show the world that France could master the idiom of 
modern design. This being France, the call went forth 
to the modern version of the king’s furniture-maker, 
known as the Mobilier National, and Paulin, who had 
already worked with the agency on plans for museum 
seating, was summoned. Amid the rococo stage sets 
of the Élysée Palace, he installed three delightfully 
funky spaces for Pompidou’s private quarters—a 
smoking lounge, a small salon and an intimate dining 
room whose ceiling is cloaked in plastic partitions 
that look like inverted petals, evoking the inside of 
a giant flower.  

Afterward, Paulin might have done himself a 
world of good with a few whispered words in the 
president’s ear. “He refused to use what he was given: 
A simple phone call, an introduction to this minister 
or that minister, and he could have been off redoing 
every French embassy around the world,” says Maïa. 
“But for Pierre, jamais!” 

P
IERRE PAULIN came by his contradic-
tions honestly. His father was French, 
his mother Swiss-German, and a kind 
of Franco-Prussian War raged within 
him. The Prussian forces were led by 
his formidable maternal grandmother, 

who gave Paulin his stiff spine and insisted he speak 
only German to her. (This stopped abruptly one day 
in 1933, when his grandmother announced that 
“little Pierre will no longer speak German because 
Monsieur Hitler is not a gentleman.” Yet deep inside, 
he said, he remained a little Swiss-German boy.)

The path Paulin chose owed much to two uncles 
he admired greatly. His father’s brother Georges 
Paulin, a dentist by training, came up with an inge-
nious system for a folding car roof. He sold it to a 
Peugeot distributor and spent the rest of his short 
life designing sleek roadsters. (The Germans caught 
him spying for Britain in 1942 and shot him.) Pierre 
Paulin always loved cars. What is a steel-tube frame 
cushioned with foam and covered with stretch fab-
ric, really, but a car seat?         

Paulin’s great-uncle Freddy Stoll was a sculptor, 
and this is what Paulin finally resolved to become. 
After the war, he trained in ceramics and stone carv-
ing. The dream ended when Paulin put his right arm 
through a plate-glass window, severing several ten-
dons. He could never use his hand freely after that.

It may sound too neat to ascribe the sculptural 
depth of Paulin’s pieces to his uncle’s influence, but 
there’s no denying that his furniture is meant to be 
walked around and not taken head-on. “For Pierre, 
an object had to be beautiful in 360 degrees,” says 
Catherine Geel, a design historian who helped orga-
nize Paulin’s shambolic archives at La Calmette.

In 1950, Paulin enrolled in the École Camondo, 
the prestigious Parisian design school that opened 

TRUE ORIGINALS 
Far left: Blue 
Mushroom chairs 
surround an early ’70s 
prototype for one of 
Paulin’s Élysée tables. 
Left: The model for 
the 1981 Cathedral 
table on a 1987 version 
of the Jardin à la 
Française rug; both 
are now produced by 
Paulin, Paulin, Paulin. 
Opposite: The living 
room’s Diwan rug was 
designed to rise from 
the floor up the wall.

PERSONAL SPACE 
Above: Paulin’s 1963 
F444 chair in front of a 
Canadian quilt. Right: 
The designer’s drafting 
table, featuring his 
portrait, a photo of his 
1971 Élysée pedestal 
tables and a miniature 
of his 1966 Ribbon chair.

“The furniTure is in direcT conflicT  
wiTh The hard gray sTones, and ThaT’s where 

you sense The dualiTy of my faTher.”  
—Benjamin Paulin
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PHOTOGRAPHY BY GREGORY HARRIS
STYLING BY JULIAN GANIO

The beat of the 1960s goes on with these 
updated takes on men’s suiting that evoke  
the spirit of Swinging London. 

 Talkin’ 
’Bout 
 My 
 Generation

GLORY HAZE  
Dressing up never  
looked so laid back. 
Louis Vuitton suit  
and jacket (worn 
underneath) and Drake’s 
shirt and tie (worn 
throughout). Opposite: 
Ermenegildo Zegna 
Couture blazer and 
pants, Pantherella socks 
and Church’s shoes. 



TOP COLLAR 
Undone buttons  
can be cool but  

collected. Gucci  
jacket. Opposite:  

Boglioli trench,  
cardigan and suit. 



CHECKERED PAST 
Introduce some new 

patterns to old  
habits. Ralph Lauren  

suit and sweater. 
Opposite: Bottega  

Veneta coat, jacket, 
turtleneck and pants. 



868686

MODERN MOD  
Grab a pint in striking 

style with a standout 
coat. Berluti coat, 
 jacket and pants. 

Opposite: Salvatore 
Ferragamo suit.
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STAIR DOWN  
These classic hits are 
never boring. Giorgio 

Armani jacket and pants 
and Church’s shoes. 
Opposite: Burberry 

coat and scarf. Model, 
Fionnan Byrne-Perkins 

at Next London; 
grooming, Matt Mulhall. 

For details see  
Sources, page 98.
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BY SARAH MEDFORD   PHOTOGRAPHY BY FRANÇOIS HALARD

SOMETHING OLD,  

SOMETHING NEW

The couple behind Atelier AM, whose clients include Tom Cruise  
and Brad Grey, specialize in blending minimalist architecture with classic antiques, 

an approach richly on display in their own Manhattan loft.

A
SSEMBLING TALENT is a daily preoc-
cupation for Brad Grey, chairman and 
CEO of Paramount Pictures. This may 
have given him a leg up while building 
a house for himself and his family on 
the west side of Los Angeles. “We’d 

been looking for the right combination of design-
ers,”  says Grey, speaking by phone from his car on 
the way to his office.  He and his wife, Cassandra, 
hired  architect Howard Backen, of Backen, Gillam 
& Kroeger in Northern California, to oversee the 
master plan of the low-slung house.  The interior 
architecture and design would fall to someone else. 
“It’s analogous to putting a movie or television show 
together with great artists—you hope they get along. 
Having built a number of homes, I can say that this 
one is coming out very much as I’d hoped.”

For the interiors, they turned to Los Angeles– 
based Michael and Alexandra Misczynski, the hus-
band-and-wife partnership behind Atelier AM. The 
Misczynskis, who take on only a handful of projects 
each year, worked closely with Backen to refine the 
plan. In collaboration with the Greys, they’ve also 
built an extensive collection of antiques and con-
nected the couple with British landscape designer 
Miranda Brooks, who has since joined the project.

Despite stylistic differences with Backen, best 
known for rustic wineries in Napa, the Misczynskis 
bonded with him on one key point: The house and the 
materials had to feel relaxed. “We set out to build an 

elegant, yet homey-and-cozy California indoor/out-
door home,” says Grey with a laugh. “I know that’s a 
lot!” Atelier AM specializes in conjuring the effects of 
age in otherwise contemporary settings. “I decided it 
would be important to take Howard’s rigorous axial 
layout and soften it a bit, ratcheting it down and mak-
ing it more minimalistic,” says Michael, an architect 
by training. “What if the two wood structures at the 
courtyard entry became concrete pavilions, pre-
ceding the clapboard buildings? What if the wood 
became reclaimed teak? Everyone was on board with 
that. We hired the team that poured the concrete for 
a Tadao Ando project in Malibu last year.”

Michael is explaining all this from the walnut din-
ing table of the couple’s pied-à-terre in Manhattan, 
where he’s been holed up for a few days in preparation 
for client meetings. A bottle of cold-press juice and 
a bowl of berries sit next to a sheaf of well-marked 
blueprints. His wife is back in L.A. with their two 
sons, Miles, 11, and Henry, 8, in their Mediterranean-
style bungalow tucked behind the Chateau Marmont 
hotel; she oversees the fabric selections for their 
projects, collaborates with Michael on furniture 
choices and keeps their eight-person office humming 
while he’s away.

Over the past 14 years, Atelier AM has become 
known for rooms that meld eye-catching antiques in 
settings that are both austere and deeply comfortable 
in a traditional sense. From the couple’s earliest days 
in business, when referrals to philanthropist Eli Broad 

and then–Disney CEO Michael Eisner jump-started 
their career, the Misczynskis have found clients who 
appreciate a bold approach, whether that translates 
into pristine cubes of concrete for the Greys or a raft 
of commanding Russian antiques like the ones they 
sourced a decade ago for Tom Cruise for a home in L.A.

A few years ago, when the couple realized that 
over half their new jobs were on the East Coast, 
they decided it was time to advance from their tiny 
SoHo walk-up to a larger apartment that could dou-
ble as a workspace. The Misczynskis now occupy 
the top  floor  of an 1898 brick building in lower 
Manhattan that once housed light manufacturing. 
Through a sequence of rippling glass windows, the 
view takes in blue sky dipping down into a sea of cast-
iron columns, water towers and cornices jutting out 
from brick facades—old SoHo, still intact five flights 
up. The couple were drawn to the original details of 
the 1,400-square-foot loft, though they had to demol-
ish a bedroom partition to restore its open plan.

The new apartment is a short  walk down Prince 
Street from their former one—just on the other side 
of Raoul’s, their favorite restaurant. “I proposed to 
Alex at Raoul’s. That place, that block and that little 
corner park at Spring and Thompson mean every-
thing to us,” says Michael, 47, dressed in jeans and a 
T-shirt. (Miles and Henry “can get a table anytime 
they want,” he adds.) “I don’t need any more excite-
ment than that.”

A quick tour of the couple’s shared Google Calendar 

FOR THE AGES 
In the master bath 

of Michael and 
Alex Misczynski’s 

SoHo loft, a vanitas 
photograph by 

François Halard 
hangs on an inky 

pigmented plaster 
wall. At right, a 

Lingbi scholar’s rock. 



LIGHT READING 
Center: In the entry 
hall, a Chinese vase, 
a tiny Roman torso 
and a contemporary 
Korean painting 
top a 17th-century 
Neapolitan table 
with ivory inlay. Left: 
A lamp by Alberto 
Giacometti for Jean-
Michel Frank, circa 
1936, joins Asian 
ceramics on Michael’s 
bedside table.

OPEN PLAN 
Right: Alex and Michael 
Misczynski in the 
work area of their loft. 
Far right: A slate-top 
coffee table on a floor of 
reclaimed oak threshing 
boards in the living area. 
Below: A lion’s head on 
a cast-bronze chair by 
Diego Giacometti. 

explains why. For the past few years, they’ve traveled 
tag-team style on marathon, multicity sprints, one of 
them doing the school run in L.A. with the boys while 
the other sources antiques in Europe or meets with 
clients on the East Coast. On a recent Sunday, Alex, 
43, was about to leave for the airport to meet Cruise 
in London about a new project when Henry toppled 
backward off a chair. She took him to get stitches 
instead, compressing London into a 24-hour round 
trip two days later and returning just after Michael 
boarded a plane to Denver. “Tom said to me, ‘You 
could have gone to the Philippines,’ ” she says wanly.

When one of them travels they speak constantly by 
phone, splitting their FaceTime calls between team 
discussions in the office and private ones at home. 
Alex admits that the separation is harder for her 
than for her husband. “Michael has a great outlook,” 
she says. “And he appreciates the chance to work 
without interruption. We’re doing this together, 

we’re reaching a goal—and we could just work in L.A. 
But our projects wouldn’t be as rewarding, and we 
wouldn’t be as jazzed or as creative.”

The challenges are familiar. “We disagree at 
times, sure,” Michael says. “If something’s not right, 
we talk it out and fix it rather than letting it stay.”

“I’ll cede to him on architecture,” Alex explains. 
“And he does to me on fabrics. We respect the lines.” 
More concerning are the personal costs they feel 
mounting as the boys get older. “We love what we 
do, and we’ve become quite consumed by it,” Michael 
admits. “We’re trying to be great parents as well. So 
we’re becoming choosier, both aesthetically and in 
what we make time for. But people pay a lot for this,” 
he continues, nodding at  the plans on the dining 
table. “It’s a big investment of money and time—and 
they deserve attention, too.”

The irony of working so closely with his wife and 
sometimes putting children and clients above their 

own relationship hasn’t been lost on him. “Alex and I 
met on a New York job site in 1998—but it was totally 
a personal connection. It was there instantly for me. 
We were both working for other people at the time, 
and we were in a relationship that had nothing to do 
with aesthetics or design—that really wasn’t part of 
the discussion. Sadly, it’s become so much more. We 
think we spend too much time talking about design.”

A Los Angeles native, Michael studied archi-
tecture at the University of Southern California 
and later worked in Richard Meier’s office, moving 
between  projects in L.A. (the Getty Center), Rome 
and New York, and eventually circling back to L.A. 
in his early 30s. Alex grew up in Manhattan and 
Westchester County, the daughter of a decorator who 
favored English antiques, and she apprenticed with 
interior designers Naomi Leff on the East Coast and 
Michael Smith on the West after relocating to be with 
Michael. “Alex really didn’t grasp the value of being 

93

SOHO GRAND 
In a corner of the living 
area, a 1925 Jean-Michel 
Frank screen stands 
behind a 1960 lamp  
by Marc du Plantier  
and an armchair by  
Atelier AM design.  
The gilt-bronze table  
is by Claude Lalanne.

AGE APPROPRIATE 
Above: Chinese Neolithic-
period jade discs and 
fabric swatches on a 
counter in the workspace. 



in L.A. until we had kids,” he says. “She would come 
back to New York all the time to shop and to work on 
projects. New York for us has always been part of this 
relationship, and the business.”

Rose Tarlow—the renowned Los Angeles antiques 
dealer and decorative adviser to David Geffen and Eli 
and Edythe Broad, among others—first suggested 
that the couple work together. Tarlow was something 
of a mentor to them starting in the late ’90s, long after 
her gimlet eye for European antiques had established 
her reputation. The Misczynskis were enthralled by 
her home in Bel Air, where she surrounded herself 
with gnarled English armchairs, balding French vel-
vet sofas, old silver by the drawerful and, famously, 
tendrils of ivy trained to grow in through the win-
dows. Her interiors, serene and timeless, had the 
quality of an impenetrable sanctuary (she went on 
to replicate the effect for Geffen and others). Tarlow’s 
work still resonates deeply with the couple today.

Atelier AM’s identity as a Southern California 
design practice was sealed with the success of early 
jobs for clients like Michael and Jane Eisner, who 
entertained  often  and referred the firm to friends. 
Introduced by Tarlow, the Misczynskis started 
working on the Eisners’ Malibu beach house in 
2002,  followed by their home in Bel Air. “It was 
Provence on the beach,” recalls Alex, “casual and 
comfortable, but elegant. Jane and I traveled around 
New York and Europe together—it wasn’t a shop-
from-pictures scenario at all.” With only one job to 
focus on, the couple worked constantly.

At heart they are both classicists: She gravitates to 
neutral, high-texture fabrics and sculptural furnish-
ings; he favors nobly proportioned spaces rendered 
in sensuous materials. The formula has been a suc-
cess, yet Michael, especially, is restless with the 
image that has grown up around it. “The percep-
tion that we are an L.A. firm is one I’m interested in 

breaking down a bit,” he says. “Are we West Coast? 
Or East Coast, when we work in New York?   If I had 
to choose, I’d say we’re European in our influences at 
this point.”  

That influence is  fully  in evidence in their SoHo 
loft, where rather aggressively ordinary walls and 
ceilings deflect attention onto floors of wide-plank 
reclaimed barn wood. “Rough floors take the pre-
ciousness out of antiques,” says Alex of the choice, a 
signature of Atelier AM’s work. “They make every-
thing more approachable.” That’s a pretty tall order 
here: The contents seem less like furnishings than a 
decorative arts study collection, and they represent 
the spoils of months, if not years, of looking.

Arrayed around  the open-plan living space  are 
a Jean-Michel Frank straw-marquetry screen from 
1925; a fossil known as a gogotte, roughly 30 million 
years old; and a spectacular William and Mary burr-
walnut cabinet on a stand, its front feet propped on 
stones to even them up on the wonky floor. One of 
the first items they bought for the apartment, the 
cabinet was meant to star alongside an all-English 
cast until they kept stumbling across other things 
they couldn’t resist. The quiet simplicity of the art—
abstract paintings by Asian modernists—makes a 
strong complement to the more flamboyant furni-
ture. For clients, the Misczynskis typically have a 
hand in selecting both. The more challenging part 
of the relationship, they agree, lies in convincing 
someone to invest upfront in the surroundings for 
their possessions.

“You could spend 10 million bucks on furniture, 
and if the house or the apartment is bad, it’s still a 
bad place in the end,” Michael says. “If you do the 
interior architecture correctly, it could be empty and 
still sing—still be absolutely magical.” He admits to 
being less diplomatic about such things than his wife 
is, but his candor, he says, can play well with clients: 
“Everyone’s demanding, each in his own way. And 
they respect a straight answer back.” The couple 
oversee every decision on every project personally; 
such attention extends  to those who haven’t hired 
them yet.  “When we’re up for a job, I’ll spend a ton 
of time reviewing the plan,” says Michael. “Either 
people are thankful and embrace it, or not. Some peo-
ple say, ‘This sucks. Where’s the sales pitch?’ I don’t 
bring that sense of carnevale to a project.”

Atelier AM is currently juggling several proj-
ects across the country, building from scratch or 
collaborating with top architects—at the moment, 
with Tom Kundig on a project for a Seattle art collec-
tor and with Richard Meier on a major compound in 
Beverly Hills. In New York, there are four apartments 
underway. The more time they spend here, accepting 
more jobs and enjoying more late-night dinners with 
friends at Raoul’s, the closer the Misczynskis come 
to the idea of flipping the balance of their year to the 
East Coast. “We talk about eventually being here,” 
says Michael. “Would the boys go to high school 
here? Alex’s parents are here. There are reasons to be 
here….”  He pauses. They aren’t quite there yet.

“People seem to appreciate the fact that we’re not 
from here,” Michael says. “I don’t know that we’re a 
typical L.A. firm, but I don’t think that we’ll ever be 
a typical New York firm, either. We just kind of march 
to our own beat.” •

ANCIENT REVIVAL 
An English carved-
pine mirror hangs 
above an Italian 
marble console, 
both from the 19th 
century. The Khmer 
torso is from the 11th 
century. Opposite: 
An Etruscan vessel 
from 550–500 B.C.
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415.292.1000 | LIVING@GHIRARDELLISQ.COM
FAIRMONTATGHIRARDELLI.COM
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“IT’S IMPORTANT FOR ME to live by water—you can 
see the river from my window. I used to live by the 
ocean in Big Sur, after I moved away from Hollywood 
in the ’60s. I’d been living in Bel Air when there was 
that big fire in 1961. Later there was a mudslide. My 
house washed away; my furs slid down the mountain. 
The studio gave me a van, and I packed what I could. 
But I remember all I wanted was a kosher pickle and 
a pastrami sandwich. So I got this sandwich from 
a deli, but they were out of pickles. I broke down. 
The man at the deli said, ‘Lady, what’s so important 
about a dill pickle?’ But, of course, it wasn’t about 
the pickle. Afterward, I drove down the coast for a 
time before pulling over and running naked into the 
surf. I cleansed myself of Hollywood in the water. 
The piece of driftwood on the table is from when I 

used to wander the beaches, painting and sculpting. 
The table, which features a beautiful bronze chim-
panzee, comes from France and was sculpted during 
the art nouveau era. All my life, I’ve wanted a live 
chimpanzee—so when I saw this table I had to have 
it. On the left side of the tabletop is a book given to 
me by Henry Miller, one he wrote called To Paint Is to 
Love Again. We were kindred spirits, both inspired 
by nature. To the right are two rosaries, one belong-
ing to my grandmother and one given to me by Pope 
John Paul II in 1991. I used to rest them on the lamp 
in the back. But I had a fire out here, too, and some-
how the lamp broke through the window and the 
rosaries were thrown clear, out onto the grass. So 
much was destroyed, but the lamp and the rosaries 
survived. Behind the rosaries is a “minute box”—my 

husband and I had it made when we were married 
40 years ago. We save up the minutes we owe each 
other from bets, like playing cards. To the right is 
a photograph of my goat, Creature, and me. After I 
left Hollywood, I didn’t trust people. The people you 
met there wanted to know you because of who you 
were or how much money you had. So I turned to ani-
mals, like my dog Patches on the right, because they 
don’t care who you are. The painting in the back is 
not completed yet. I painted as a young girl and got 
sidetracked by Hollywood, but I’ve returned to it. 
It’s so healing. Finally, there is a hummingbird pin 
beneath the lamp; Jimmy Stewart bought it from 
Alfred Hitchcock after Vertigo and gave it to me. I 
wore the pin on the gray suit in the film. I hated that 
gray suit!” —As told to Thomas Gebremedhin
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still life

KIM NOVAK
The Hollywood star and artist shares a few of her favorite things.

EX ACT LY
L I K E 
NOTHING 
ELSE
Cotton linens, cotton curtains, cotton artwork 
and even a seven-story spiral staircase made  
to evoke the spinning of cotton. From the mind 
of Lázaro Rosa-Violán, the Cotton House Hotel 
is a one of a kind experience you can only find 
in the Autograph Collection. Gracias, Lázaro!

Watch this story and explore our collection  
of independent hotels at autographhotels.com

L Á Z A RO ROSA -V I O L Á N I N TER IOR DESIGN ER

H OTEL  N O.

COT TO N H O USE  H OTEL
BA RCELONA



Breguet, the innovator.
Tradition Self-Winding Retrograde Seconds 7097
Inspired by the famous subscription watches, the Tradition Self-Winding 

Retrograde Seconds offers a contemporary interpretation of Breguet’s 

watchmaking heritage through a perfect architectural balance brilliantly 

orchestrated by the symmetry of the bridges. The gold oscillating weight 

on the back is the same shape as the original created by Abraham-Louis 

Breguet in 1780 for his self-winding  watches. History is still being written ...  
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