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 STILL LIFE  Danielle Steel
 The best-selling author shares a few of her 
 favorite things.
 Photography by Drew Kelly
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ON THE COVER  Gigi Hadid, photographed by Inez & 
Vinoodh and styled by George Cortina. Brandon Maxwell 
top and pants, Rodarte belt, Marley Glassroth bandanna 
and Lisa Eisner bracelets. For details see Sources, page 139.  
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compound in Melides, Portugal, photographed by  
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“I spent a lot  
of my lIfe not 
speakIng up 
because  
It dIdn’t seem 
ladylIke.”

–sallIe krawcheck, p. 73

From left: Hotel Petra #12 (2010), a Robert Polidori photograph of a bombed-out, abandoned Beirut hotel. 
Ellevest co-founder and CEO Sallie Krawcheck in New York City, photographed by Brian Finke.
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73 TRACKED: Sallie Krawcheck
  After dominating Wall Street,  

the CEO is forging a new path in  
tech and finance.

 By Thessaly La Force
 Photography by Brian Finke

76 SHARED VISIONS
  In a world distracted by small-screen 

snapshots and selfies, two eminent 
photographers are proving that large-
scale environmental images are not 
only relevant but also vital. 

 By Stephen Wallis

80 AGAINST THE GRAIN
  Nathan Myhrvold is giving new life to 

centuries-old baking techniques in his 
never-ending search for the greatest 
thing since sliced bread.

 By Adam Robb   
 Illustration by Aart-Jan Venema

Market report.

61 LET’S GET LOST
   When there’s a chill in the air, seek 

out chic, comfortable pieces that 
combine an adventurous attitude with 
rugged, ready-for-anything style.  

  Photography by Dan Martensen  
 Styling by Ondine Azoulay
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From left: Ron Meyer in Malibu, California, photographed by Matthew Kristall. Miu Miu jacket, shirt and shorts, 
photographed by Christian MacDonald and styled by Véronique Didry. For details see Sources, page 139.

escapes issue.

88  BLACK MAGIC
   Gigi Hadid embarks on a mystery 

tour in dark, dramatic looks that  
are enchanting in any place or time.

  Photography by Inez & Vinoodh 
  Styling by George Cortina

104  THE SIMPLE LIFE
   Christian Louboutin adds a sixth 

property—this time in Portugal—to 
his collection of homes and  
a fragrance line to his brand’s  
growing portfolio. 

  By Alexandra Marshall  
  Photography by Salva López

112  SNAP HAPPY
   This fall, Snapchat is launching its 

first hardware product, Spectacles, 
and changing its company name. But 
are these video-sharing sunglasses 
merely a toy—or an opening gambit 
for CEO Evan Spiegel’s next move? 

  By Seth Stevenson
  Photography by Karl Lagerfeld

116  SPIRITED AWAY 
   From Marrakech to Essaouira, the 

Moroccan landscape makes a  
cinematic setting for elegance that 
can travel anywhere.

  Photography by Christian MacDonald 
  Styling by Véronique Didry

128  STELLA’S NEW STITCH
   Fifteen years after she founded  

her women’s line, Stella McCartney 
is delving into menswear with  
a collection that nods to British  
musical history.

  By William Van Meter
  Photography by David Bailey

134   MR. NICE GUY
   From his early days as a superagent 

to his current reign as NBCUniversal’s 
vice chairman, Ron Meyer has  
built a career on relationships. In his  
first major profile in nearly two 
decades, the Hollywood heavyweight 
goes off-script.

  By Ned Zeman  
  Photography by Matthew Kristall

“I thInk peace 
Is better 
than war, 
and I can be 
had once. 
but I can’t be 
had twIce.”

–ron meyer, p. 134
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editor’s let ter

ILLUSTRATION BY ALEJANDRO CARDENAS

OVER THE HUMP  Anubis and Bast, both wearing Armani, travel through the breathtaking Moroccan landscape as Who hitches a ride. 

BIG TIME

A
NYONE WHO’S MANAGED to get a successful 
project, career or business off the ground 
inevitably confronts a follow-up question: 
How do I grow from here? Our October issue 

explores the ways individuals from across the culture 
have answered that challenge as they’ve made the 
move from upstart to the major leagues.

For cover star Gigi Hadid, the process came 
quite naturally. Discovered at a young age, she has 
embraced her 21st-century-style celebrity with con-
fident ease, whether on the set of a fashion shoot or 
sharing snippets of her daily life with millions of 
Snapchat and Instagram followers. In this issue, she 
brings an otherworldly poise to our fall fashion port-
folio (stunningly photographed by Inez & Vinoodh), 

where she’s silhouetted in a series of dramatic and 
bewitching statement pieces.

Nascent tech companies are often vexed by similar 
questions as they plot growth. Go it alone? Or become 
part of a larger corporate parent? Attempt to per-
fect a single product? Or expand into new, uncharted 
waters? Evan Spiegel, the co-founder and CEO of 
Snapchat, has faced them all. Despite competitors who 
have imitated features of his popular social-media 
platform or offered extravagant sums of money to buy 
him out, Spiegel has forged ahead on his own. In an 
exclusive feature, we offer a look at the first hardware 
product from the newly christened Snap Inc. What 
Spiegel describes as a mere toy may offer his company 
a strategic advantage down the road. 

Becoming the head of a fashion company was an 
almost accidental fate for shoe designer Christian 
Louboutin, who opened his first Paris location 24 
years ago at a friend’s suggestion. Today his portfo-
lio of products—which includes his iconic footwear 
plus lipstick, nail polish and now fragrances—is 
known around the world. This expansion has helped 
fund a network of idyllic escapes, including a recently 
acquired compound in Portugal. His recipe for suc-
cess? “As long as you drive something to the end and 
do it your way, you’ll always be proud.” 

Kristina O’Neill   
k.oneill@wsj.com

@kristina_oneill
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SNAP HAPPY  P. 112 
Writer Seth Stevenson has reported on many prominent CEOs—but none quite like 26-year-old Snapchat co-founder Evan Spiegel,  

whom he profiled for this issue. Accustomed to being granted a brief hour with such VIPs, Stevenson found Spiegel to be generous with 
his time. For their second meeting, the young tech mogul carved out much of the afternoon, which included a stop at a pop-up photo studio 

created by documentary filmmaker Davis Guggenheim. While the portraits of Spiegel accompanying the article were taken by  
Karl Lagerfeld, the photograph above was shot by Guggenheim. During that visit, Stevenson recalls, Spiegel was laughing and getting lost 

in the music that was playing, particularly the White Stripes song “Little Room.” “I don’t remember the last time I had an experience  
where people listened intently to the lyrics of a song together,” says Stevenson. “But to see how the lyrics had touched him, and to see him 

wanting to express that to us—it was an intense moment.” —Sara Morosi
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LOOKING FORWARD 
Seth Stevenson (left) and 

Snapchat co-founder 
Evan Spiegel wearing the 
company’s new product, 

Spectacles. 
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A
T 21, GIGI HADID already has quite a résumé: 
jet-setting supermodel, Instagram phenom, 
fashion designer. On a sweltering sum-
mer Sunday in Manhattan, she added 

another line to her CV: “My friend has a garage 
on the street, so we decided to have a lemonade 
stand,” Hadid says. The friend—fellow super-
model Kendall Jenner—made the lemonade, and 
Hadid painted the sign; they earned about $100, 
which they donated to the American Society for 
the Prevention of Cruelty to Animals. “It’ll help, 
like, four dogs,” Hadid says, laughing. “But it 
was fun.” 

It’s hard to imagine a pair of earlier-gener-
ation supermodels—say, Christy Turlington 
and Linda Evangelista—hawking lemonade 
on a sweaty street corner. But Hadid has made 
a career out of being the kind of bombshell-
next-door who might plausibly walk in the Victoria’s 
Secret fashion show one day and sell refreshments to 
save puppies the next. Tucked into a corner table at 
Manhattan’s Ludlow House, a Soho House offshoot 
on the Lower East Side, she’s sporting a relaxed 
burgundy-and-navy Tommy Hilfiger suit, a white 
mock-turtleneck crop top and sneakers that she’s not 
sure who made. “Let me check!” she chirps, yanking 
one off. (For the record: Montreal brand ZCD.) 

“I think it’s called effortless,” says Hilfiger, who 
has cast Hadid in multiple campaigns and runway 
shows; made her the face of his new fragrance, The 
Girl; and named her a global brand ambassador. 
“She’s got great confidence, but not in an arrogant 
way. The first time she modeled for me, we had 50 
models in the show, and she was the first person to 
come up and say, ‘Thank you very much for having 
me.’ Let me tell you: That does not happen.” 

“She’s just genuinely herself,” agrees 
supermodel Karlie Kloss, another of Hadid’s 
good friends. “In friendships, professional 
relationships and social media, you’re getting 
the same Gigi.” 

Hadid’s relatability is a big part of her 
success, placing her at the forefront of a 
squad of contemporaries whose online celeb-
rity has grown hand-in-hand with their 
modeling careers—including Kloss, Jenner, 
Cara Delevingne and Hadid’s younger sister, 
Bella. “It’s weird, because it happened so natu-
rally for me,” Hadid says of her 22 million–plus 
Instagram followers. “I think Instagram 
started when I was a junior in high school—if 
you scroll to the bottom of my account, I still 
have pictures with 500 likes. And then it just 
happened to be the theme of our generation of 

The sought-after supermodel, 
social-media star and first-time 
designer discusses what’s next.

GIGI HADID
on the cover models: the ‘social-media supermodel’ or 

whatever they call it.” 
To be fair, Hadid was likely always going to 

be a model, web fame or not. She booked her 
first gig at the age of 2, when Guess co-founder 
Paul Marciano spotted her in his daughter’s 
preschool class and cast her in a Baby Guess 
campaign. But Hadid’s mother—the Dutch 
former model Yolanda Hadid—forbade her 
from modeling professionally until she was 
18 so she could have as normal a childhood 
as possible. Hadid spent her toddler years in 
Aspen, Colorado, where her father, the real 
estate developer Mohamed Hadid, built the 
Ritz-Carlton hotel (now the St. Regis). Soon 
they moved to Santa Barbara, California, 
where Hadid jumped horses competitively, 
including her favorite mare, Calypso’s Trendy 
Lady. (“She was brave,” she recalls. “When 
she heard that bell, she would go nuts.”) Later, 
while at Malibu High, Hadid was a captain of 
the volleyball team. “I miss it a lot,” she says 
of the sport. “I could still go play, but being 
on a team, playing all day in a tournament—
there’s nothing in life like that.” 

When Hadid started modeling in ear-
nest and booking jobs—landing campaigns 
for Guess and, later, Tom Ford—she and her 
mom plotted out a list of goals: the big four 

Vogue covers (American, British, French and Italian), 
a Victoria’s Secret show, the Sports Illustrated 
swimsuit issue and a clothing line. They called it a 
five-year plan; Hadid finished it in about a year and 
a half. The last item on the list came to fruition in 
September with the launch of the collaborative col-

lection she designed with Hilfiger, called 
Tommy x Gigi. 

Hadid says the collection is “very 
Tommy”: She took his nautical theme 
and “put my style on it—made it a little 
more street, a little more cool.” 

Now that it’s time for a new five-year 
plan, Hadid isn’t rushing into anything. 
She’s designing more (the Gigi Boot, her 
collaboration with Stuart Weitzman, 
launches this fall); she might try acting; 
and she’d love to have her own food show 
someday. (A cooking buff—“It’s very 
calming for me”—Hadid competed on 

Gordon Ramsay’s MasterChef in January, and her 
pickled-jalapeño burger won $25,000 for Lyme 
disease research, in honor of her family members 
who have battled the illness.) “I’m open to any-
thing,” Hadid says. “I think if you’re good at what 
you do and a good person, a lot more opportuni-
ties come than you even plan for or strategize.”

Tomorrow Hadid flies to Los Angeles to shoot 
the Tommy Hilfiger spring 2017 campaign; 
then she has an entire month off for the first 
time in as long as she can remember. She’ll see 
her boyfriend, pop star Zayn Malik, who lives 
there—then it’ll be a road trip, a camping trip or 
something she hasn’t even thought of yet. Hadid 
says she can’t wait: “All options are on the table.” 
—Josh Eells 

FASHION FORWARD 
Clockwise from above: 

Hadid’s Guess spring 
2015 campaign; her first 

CR Fashion Book cover 
from spring/summer 

2014; her Vogue cover, 
from August 2016, with 

Ashton Eaton.

FLASHBACK 
Clockwise from left:  
Gigi Hadid with 
her siblings Bella 
and Anwar and 
mom, Yolanda; with 
Kendall Jenner 
backstage at the 2016 
Victoria’s Secret 
Fashion Show; with 
her boyfriend, Zayn 
Malik, at the 2016 
Met Gala; with Cara 
Delevingne and 
Taylor Swift on July 
4, 2016; with her 
horse Prince Philip, 
in 2002.
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“After I had finished 
Who’s the Boss?, my 
manager came up  
with an idea for a TV 
series for me. So we did 
seven episodes, but it 
didn’t go beyond that.  
I was also doing movies, 
but eventually things 
just sort of stopped. My 
manager told me that 
I needed to go back to 
the theater. Here comes 
along this wonderful 
play about—you’re going 
to laugh—an aging 
sitcom star. He said it 
was perfect for me. I had 
started in the theater, 
but I was scared. I didn’t 
think I had the chops. I 
went to a yoga camp and 
meditated and finally 
called him, but by that 
point they had already 
cast it. So I told myself, 
‘The next thing that 
comes up, I’ll go for it.’ It 
was this play, Wit. I had 
to shave my head and 
get naked onstage—I 
could have done a play 
with my clothes on! But 
it changed my life. I had 
to face the critics. I had 
dragged my feet because 
I was afraid of making 
a mistake, but what 
came out of it enabled 
me to learn something 
valuable.”

JUDITH 
LIGHT

Light stars in the Amazon series 
Transparent.

MINNIE 
DRIVER

“I genuinely don’t 
believe that mistakes 
are truly mistakes—I 
know, it’s very 1972 and 
crunchy. But anything 
that I’ve perceived to be 
a mistake has invariably, 
at some point down the 
line, given rise to some-
thing else wonderful. I 
made a movie that was a 
very difficult experience 
for everybody, cast and 
crew. It was nine months 
in 22 million gallons of 
water—it wasn’t fun. The 
movie didn’t do well. It 
didn’t further my career. 
It didn’t do all the things 
it was supposed to do. 
But I couldn’t call it a 
mistake, because so 
many good things came 
out of it. I met people 
during filming whom I’m 
still friends with today. 
You have to be aware 
of the alchemy of life. I 
think we’re too harsh 
with ourselves about 
what we consider to be 
mistakes. The only mis-
take is looking at your 
life myopically and not 
appreciating the vast-
ness of experience.”

Driver is an actress who stars in 
the new ABC series Speechless.
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WSJ. asks six luminaries to weigh in on a single topic. This month: Mistakes.

“I’m from Los Angeles. 
When I was young, I 
hung out with gangsters. 
My mom lived in a Crip 
neighborhood, and my 
dad lived in a Blood 
neighborhood. I used to 
walk from one neigh-
borhood to the other 
every day. I had a friend 
who was a Blood, but he 
went to a Crip school. He 
wanted me to walk with 
him because I knew both 
Crips and Bloods. He 
had a gun that he used 
to keep. We would play 
Street Fighter and then 
walk to Inglewood. That 
was a mistake that I used 
to make daily. I wish 
I could have slapped 
myself on the back of my 
head and said, ‘What are 
you doing?’ But it was a 
mentality. Living in that 
part of the city didn’t 
affect me. I didn’t let it 
scare me. I was fortu-
nate, though, in that 
those mistakes didn’t 
end up hitting me too 
hard. You learn quite a 
lot from your mistakes, 
especially those that  
you make coming from  
a good place.”

KAMASI 
WASHINGTON

Washington is a jazz musician.

soapbox

THE COLUMNISTS

Gebbia is co-founder and chief 
product officer of Airbnb.

JOE 
GEBBIA

“The fear of mistakes 
is the fast track to 
irrelevance. Of course 
Airbnb made mistakes 
the first year! Some came 
from our own precon-
ceptions. When we 
started, we designed our 
interface for ourselves, 
internet-savvy twenty-
somethings. We never 
considered the role of 
good eyesight in our 
interface—font size, ver-
nacular; it all matters. 
The fastest-growing 
group of Airbnb hosts 
in the United States is 
seniors; the second-
fastest-growing group 
is people in their 50s. So 
we learned our lesson. 
On a recent Mother’s Day 
we invited our moms to 
visit the company, and 
we encouraged them to 
use the website in front 
of us. We were able to 
witness firsthand if 
something didn’t work 
for them. But it’s impor-
tant to remember that 
the failure itself is not an 
event. It’s the relation-
ship that you choose to 
have with an event—how 
you react to it—that 
matters.”

Ito is an architect.

TOYO
ITO

“I was born in Seoul in 
1941. Before the war, my 
father had worked at a 
trade firm, and I thought 
that after university I 
might go into banking or 
work at a trade firm. But 
when I took the entrance 
exam for prospective 
economics and law 
majors at the University 
of Tokyo, I failed. 
The following year, I 
decided instead to try 
the entrance exam for 
science and engineer-
ing majors—I passed. 
I wanted to become an 
engineer after gradu-
ation but my academic 
results were poor, 
which led me toward an 
architecture course with 
Mr. Kenzo Tange. It was 
an inspiring experi-
ence—he was working 
on the Yoyogi National 
Gymnasium project at 
the time. I cannot imag-
ine how my life would 
have turned out had I not 
encountered academic 
failure. Life can change 
its course at many small 
yet critical points. Even 
if one thinks they have 
failed, that failure may 
open up another path for 
that person’s life.”

“Arrogance is a mistake 
that many people make 
when they’re younger. 
I went to Princeton and 
graduated summa cum 
laude—I thought I’d be 
one of those 22-year-old 
hot young things with a 
book deal. But my first 
job out of college was as 
an education reporter 
at this small daily paper 
in central Pennsylvania. 
Part of my job was typ-
ing the lunch menus for 
five school districts. 
Every Monday, I’d be 
typing, ‘Hot Dog in Bun, 
Milk.’ I was so mad—I 
wanted desperately 
to be in New York City 
working at a magazine. 
But, honest to God, it 
taught me humility. I 
was in a different part of 
the country outside of 
my comfort zone; I had 
to find stories to tell. I 
couldn’t be snotty about 
who I thought was inter-
esting and who wasn’t. 
In retrospect, I’m so glad 
that I was 31 and not 21 
when my first book came 
out, because I would not 
have handled it well.”

JENNIFER 
WEINER

Weiner is a novelist whose 
memoir, Hungry Heart, is out 
this month.
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F
OR THE HARD-CHARGING art dealer 
Elizabeth Dee, even a leisurely bike ride 
is a business opportunity. After buying 
an apartment in Harlem four years ago, 
she pedaled around “asset mapping” the 

neighborhood. With the lease on her Chelsea gallery 
set to expire in early 2016, Dee was hunting for a new 
space when she cycled past an abandoned building 
with two sun-filled floors on Fifth Avenue at 126th 
Street, right next to the National Black Theatre. 
Through a chat with a local merchant, she found her 
way to the owner and signed a new lease. 

On a hot summer morning months later,  Dee, 
42, is trying her best to be heard over the banging 
of construction workers who are readying the new  
gallery for its late-September debut. “By the time 
I left Chelsea it had become 57th Street,” she says, 
referring to the Manhattan retail haven. In Harlem, 
“you still have mom-and-pop stores. There’s the 
familiarity of a village. The economic and social 
diversity is radical in relationship to Chelsea.” 

Contemporary art gallery Gavin Brown’s Enter-
prise moved from the West Village to 127th Street 
earlier this year, and the Studio Museum in Harlem, 
which, coincidentally, had its first home in Dee’s new 
space, is planning a major expansion with noted 
architect David Adjaye. Many artists, including 
Julie Mehretu and Ugo Rondinone and his partner, 
John Giorno (whom Dee represents), have already 
migrated north. Dee is confident other galleries will 
follow, whether big operations in search of satellite 
spaces or smaller ones like her own that are getting 
priced out of downtown. 

By taking on an impressive 12,000 square feet far 
from the art world’s central arteries—Chelsea, the 
Upper East Side and the Lower East Side—Dee  may 
have finally found a match for her outsize ambi-
tions. But it’s not the first time she has plunged into 
a risky endeavor. In 2009, amid the global financial 
meltdown, she put together X Initiative, a yearlong 
not-for-profit series of projects. The following year, 
underwhelmed by the mall-like aesthetic of art 
fairs, Dee co-founded Independent, which now stages 
annual fairs in New York and Brussels, where it also 
boasts an exhibition space.

She has also taken chances in her gallery pro-
gram, often showing art by virtually unknown 
artists that was not obviously commercial. In 2010, 
Ryan McNamara, for instance, hung every “artwork” 
he’d made since early childhood and gave tours of 
his personal art history.  Dee  managed to sell the 
performance piece, comprising McNamara’s future 
performances of it along with the archive, to promi-
nent collectors Philip and Shelley Fox Aarons. In 
McNamara’s next show, Dee sold hundreds of small 
pieces decoupaged with photos he’d taken of gal-
lery visitors, each for a few thousand dollars.  “So 
now hundreds of collectors have something by Ryan 
McNamara in their collections,” she says. “That’s 
game-changing.”

Chelsea had its advantages in the aughts, being 
what  Dee  calls a “cultural campus,” pre–High Line 
and condo frenzy. But when she wanted to mount 

HOT SPOT 
Elizabeth Dee in her  
new gallery on Fifth 
Avenue and 126th Street, 
with Carl Ostendarp’s 
1992 foam painting  
What’s Next to the Moon. 

BY JULIE BELCOVE   PORTRAIT BY CAROLL TAVERAS 

Art dealer Elizabeth Dee has moved from New York’s Chelsea to 
Harlem, where she just opened a 12,000-square-foot gallery.

NORTHERN EXPOSURE
creatiVe brief

>
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SERENGETI KITCHEN
Doughba Caranda-
Martin III, owner of 

cozy Harlem tea shop 
Serengeti Teas and 
 Spices, will open 

Serengeti Kitchen, 
his new restaurant 

celebrating the diverse 
cuisines of Africa,  

in November.

a comprehensive exhibition of the work of seminal 
African-American conceptual artist Adrian Piper 
in 2010, she had to rent an entire floor of Dia’s old 
building because her quarters were so cramped. Fast-
rising real estate prices, driven in part by behemoths 
such as Gagosian, David Zwirner, Pace and Hauser & 
Wirth, made expansion prohibitive.

In Harlem,  Dee  has increased her space sixfold. 
She now has the luxury of staging multiple exhibits 
simultaneously and is christening the gallery with 
a group show, as well as the first of a series she has 
dubbed Research. This periodic series is meant to 
bridge the gap between a gallery show of new work 
and a scholarly museum retrospective by focusing on 
a single key period for an artist. Works may not even 
be for sale. The inaugural subject is mixed-media art-
ist Annette Lemieux; Research shows on Piper and on 
Joan Wallace are upcoming. “These are not emerging 
artists,” Dee says. “This is a way to go deep.”

At the end of this month,  Dee  will unveil Every 
Future Has a Price: 30 Years After Infotainment, a 
redux and expansion of the 1985 survey Infotainment, 
which introduced a generation of artists focused 

on appropriation and popular culture, 
including  Dee artists Julia Wachtel and 
Joel Otterson, to audiences in half a dozen 
American and European cities but never 
ran in New York.  Dee  also is planning 
multiple programs and collaborations 
with organizations ranging from local 
nonprofits to Columbia University. 

Through her days at Michigan’s 
Cranbrook Schools and then at Mount 
Holyoke College in Massachusetts, 
Dee  nursed ambitions to be an artist. 
But after graduating, she landed a job at 
Daniel Weinberg Gallery in San Francisco, 
where she noticed that Weinberg’s stable 
of stars, from Jeff Koons to Sherrie Levine, 
held him in great esteem. That respect 
persuaded her to become a dealer instead. 
“That generation of artists understood 
how important the gallery was for getting 

their art seen,” Dee says. “You could see how signifi-
cant Dan’s role was, and I started to think of that as a 
potential art practice.”

The self-assured Dee jump-started her own collec-
tion by offering to pay Weinberg artist Barry Le Va for 
a drawing in monthly installments 
(she was earning $18,000 a year 
at the time). “I wrote a check for 
$50 or $100, put it in the mail,” she 
says. The following week a package 
arrived containing a black-and-
white Rorschach-like piece—and 
her check. “The note said, ‘Keep 
your f—ing money. Love, Barry.’ ”

After two years in San Francisco, 
she moved to New York, where she 
worked for Luhring Augustine gal-
lery and, in 1998, launched an experimental gallery in 
a SoHo loft. In 2002, she opened officially in Chelsea, 
where she exhibited artists such as Enoc Perez, 
Josephine Meckseper and Mika Tajima. The artist 
to whom Dee has been most closely linked is experi-
mental filmmaker Ryan Trecartin, whom she helped 

become a breakout star of the mid-aughts. His edgy, 
frenetic  videos became widely shown in museums 
and sold for $250,000 apiece. Trecartin broke with 
Dee in 2011 and joined Andrea Rosen Gallery the fol-
lowing year. Dee admits to heartbreak when an artist 
leaves. But, she says, “It’s a sign of success. If other 
galleries do not want your artists, maybe you’re not 
doing enough for them.” She is also philosophical. 
“It is a business relationship. It’s a lot of pressure on 
both artist and dealer to presume that forever should 
be the only goal. I’m much more interested in set-
ting concrete goals, what our involvement will yield 
together, to our mutual benefit.”

She cites the rising profile and prices for Wachtel’s 
whimsical but incisive paintings. “When I first 
took her on, she was selling her work for under 
$20,000,”  Dee  says. “I said, ‘No. Your value needs 
to be on a par with your female—and male—peers. 
We’re talking $50,000 to $75,000 for your current 
work, over $100,000 for your ’80s work.’ We got 
there within two years.”

Wachtel, for her part, has cottoned to  Dee’s old-
school approach dictating that a dealer’s job is not 
simply to sell art but to see to the near-complete 
care and feeding of her artists. “If I said I can’t get 

the dry cleaning, they would,” 
Wachtel says. “There’s a kind of 
unconditional love—I’m sure it’s 
conditional at some point—but  
you’re certainly meant to feel that.”

As for the move to Harlem, Dee 
says she’s already noticed a change 
in her clients’ demeanors when 
they make the trip uptown. “The 
conversations are more in depth,” 
she says. “It’s not, ‘I’ve gotta go to 
Zwirner, then Anton Kern, then….’ ” 

She’s quick to caution that she doesn’t expect the 
area to become overrun with galleries. “You have 
to consider what Harlem is,” she says. “It’s vast. It’s 
as if we put Stuyvesant Town, Alphabet City, the 
East Village, SoHo, Greenwich Village and the West 
Village together and called it one neighborhood.”

Harlem has long  
been one of the most 
vital contributors to 
New York City’s artistic 
history. As the area 
evolves, it continues 
to offer a rich cultural 
experience, and this  
fall is no exception.

on the scene

HARLEM 
STORY

OPTICAL REVOLUTIONS Contemporary pieces that will be 
exhibited by Dee at her new space include, from left, Philippe 
Decrauzat’s painting Flag (2015) and Joan Wallace’s mixed-media 
piece Split Girl/Man Sleeping (Trying to Keep Things Still) (1989). 

“by the time  
i left 

chelsea, it 
had become 
57th street.”

–gallerist 
elizabeth dee

MINTON’S
The jazz supper club, 

which sits on the site of 
the former Minton’s Play-

house, once a hangout  
for legends like Miles 

Davis, features a packed 
schedule of performances 

this month, including 
a midnight breakfast 

hosted by Patti LaBelle.

STUDIO MUSEUM
Opening on November 
17, Circa 1970 presents 
art from the museum’s 

collection made between 
1970 and 1979, including 
works by Malick Sidibé. 

A new home for the 
institution, designed  
by David Adjaye, will 

open in 2017.

RED ROOSTER
On October 18, acclaimed 
chef Marcus Samuelsson 
releases The Red Rooster 

Cookbook, featuring 
recipes from his beloved 

Harlem restaurant;  
a series of festivities 

brings the book to  
life and celebrates the 

neighborhood.

HARLEM STAGE
For nearly four decades, 
the arts center has been 
devoted to supporting 

performing artists  
of color. This month it 
observes 10 years at its 

current home, the historic 
Gatehouse building, 

with performances by 
musician Christian Scott.
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what’s news

Now there’s a bit more sparkle in 
Rome’s centuries-old Spanish Steps, 
thanks to Italian jeweler Bulgari. In late 
September, the landmark reopened 
after a nearly yearlong restoration  
project financed by the brand, whose 
storefront is located just beyond the 
piazza at the stairway’s base. To cel-
ebrate, Bulgari has created a one-of-a-
kind necklace inspired by the rich history 
and timeless beauty of the Scalinata di 
Trinità dei Monti, as it’s known locally. Set in 
white gold, the necklace features emeralds, blue 
sapphires, rubies, pink tourmalines, amethysts and 
one spinel bead, all surrounded by brilliant-cut and 
pavé-set diamonds. bulgari.com. —Sara Morosi

“Hopefully people will see a beautiful object and then 

check who designed it, not the other way around,” 

says Christian Elving, who aims to promote emerg-

ing talent through his Copenhagen-based lifestyle 

brand, Karakter. When Elving, who previously 

worked in publishing, was relaunching Danish 

heritage brand Lyngby Porcelain in 2012, he saw an 

opening for a company that would maintain the qual-

ity and utility intrinsic to Danish design, but move beyond the influence 

of icons like Poul Kjærholm, Finn Juhl and Arne Jacobsen. Over the past 

20 months, he’s worked with a stable of interna-

tional designers to create a full range of new pieces, 

including a rotund silver pitcher by Dutch talent 

Aldo Bakker and a geometric side table from Swiss 

team PlueerSmitt. This fall, Karakter will reintro-

duce overlooked classics by Italian masters Achille 

Castiglioni (shelving, a hinged tray table) and 

Joe Colombo (lighting, seating, glassware). Nice 

start for a guy who traces his love of fine furniture 

back to countryside visits with his grandparents. 

karakter-copenhagen.com. —Sarah Medford

study in design

THE NEW  
DANISH CLASSICS

FORM AND FUNCTION 
Clockwise from above: Christian 
Elving, founder of Danish design 
firm Karakter; Aldo Bakker’s 
silver “Fat One” pitcher;  
Chair 300 by Joe Colombo.

MEAL PLAN
This fall, an appealing menu of 

cookbooks and restaurant  
reads is hitting the shelves.  

Here are six favorites. —Gabe Ulla

TEN RESTAURANTS THAT CHANGED AMERICA   
Yale historian Paul Freedman’s  

examination of the restaurants that have 
shaped the country’s food culture—like  

Le Pavillon and Chez Panisse—is essential 
for anyone who cares about where they  

go to dinner. (Liveright, September)

FOOD52: A NEW WAY TO DINNER   
“This is the first book to give you the nitty-
gritty on how to cook ahead for the week,” 

says Amanda Hesser, the co-founder of 
cooking site Food52 and co-author of this 
title, which includes handy timelines and 
grocery lists. (Ten Speed Press, October) 

POWER VEGETABLES!  The team behind the 
food magazine Lucky Peach explores the 

plant kingdom. “Strictly speaking,  
the book is lacto-ovo-pescatarian,” says 

lead author Peter Meehan. “Most ‘veg-
etarians’ eat dairy, eggs or fish at least 

occasionally.” (Clarkson Potter, October)

THE MOON JUICE COOKBOOK  Now fans can 
re-create the nutrient-rich, healthy-chic 

potions from Amanda Chantal Bacon’s L.A. 
wellness boutiques. Even the Hot Sex Milk. 

(Pam Krauss Books/Avery, October)

EVERYTHING I WANT TO EAT  Jessica Koslow, 
the chef behind the L.A. phenomenon Sqirl, 

offers up her toasts, jams and bowls in 
one of the most anticipated releases of the 

season. (Abrams, October)

TASTE & TECHNIQUE  Naomi Pomeroy, the 
chef of Portland, Oregon, restaurant Beast, 

brings her self-taught spirit to her first 
book, a collection of nearly 140 recipes that 
detail her French-inflected dishes in clear 

steps. (Ten Speed Press, September)

Rome’s spanish 
steps inspiRed 

BulgaRi’s  
new neckl ace.

the inspiRation

MONUMENTAL  
PROPORTIONS
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what’s news

Buy the Book

ALTERNATE REALITY
In New York City, real estate is ruled by byzantine laws, battling egos and backroom deals, a scenario that generates—and  

often scuttles—architectural plans both brilliant and outrageous. Greg Goldin and Sam Lubell’s new book, Never Built  
New York (Metropolis), presents the city as it might have been had certain failed proposals made it through. —Carol Kino
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Nine cube-
shaped galleries 
stacked around 

a core, with 
marble and 

white-glazed-
brick walls.  

MoMA moved 
into a West 
53rd Street 
townhouse, 

donated by John 
D. Rockefeller, 
with too slim  
a footprint for 

the design. 

A much larger version 
of Gehry’s Guggenheim 
Bilbao parked on piers 

at the end of Wall 
Street—with about four 
times the gallery space 
of the uptown flagship.

After the September 11 
attacks, the museum 

concluded that raising 
the necessary millions 
was unlikely, stating  

in late 2002 that “given 
the current situation, 

the Guggenheim 
project has to be re-

thought, perhaps on a 
more modest level.”

A two-mile-diameter, 
climate-regulated 

dome over Midtown, 
built of aluminum, one-
way shatterproof glass 

and electrodes to  
melt snow on contact.

In 1961, developer 
William Zeckendorf 

asked Fuller to 
introduce his concept 
of a city-size dome in 

Yonkers, and Fuller got 
the idea to build  

a Manhattan version as 
well. But neither plan 
ever got much further 

than empty talk. 

A cheeky revision of 
 Philip Johnson 

and John Burgee’s 
much-despised, 

ultimately unrealized 
1983 Times Square 

Redevelopment plan.

Nothing went wrong; 
it was a lark. The 

proposed towers were 
already a cliché of 

corporate architecture, 
and the apple slyly 

suggested, as Denise 
Scott Brown says now, 
that Johnson “didn’t 

know how to handle the 
mixing of scales.” 

Planned to be the 
world’s tallest 

building, at 100-
plus stories, 

this office tower 
and transit hub 
was to replace 
Grand Central.

The New York 
Central Railroad, 
which co-owned 
Grand Central, 

was beset 
with financial 

difficulties, which 
may also have led 
to the chairman’s 

suicide. 

The Gateway to the 
New World recast as 

Tomorrowland: a raised 
platform built with 

housing for thousands 
and moving sidewalks 

instead of cars.

This project was one of 
the last Wright worked 

on before his death.  
The U.S. government, 

which had sought 
proposals for the site, 
rejected Wright’s and 
all others, eventually 

creating a national park 
instead.

A globe over 700 
feet high, topped 
with spotlights—

featuring a 
circus, weather 

observatory, 
roller rink, palm 
garden and more. 

Friede laid the 
cornerstone, 
poured the 

foundations and 
contracted for 

4,000 tons of steel. 
Then the $1 million 
scheme collapsed 

amid charges  
of embezzlement 

and fraud.

VENTURI, 
SCOTT BROWN

FRANK 
LLOYD WRIGHT

SAMUEL 
FRIEDE

I.M. PEIR. BUCKMINSTER
FULLER

HOWE & 
LESCAZE

FRANK GEHRY

Having teamed up with fashion lines from Marni to Mary Katrantzou, Current/Elliott, an L.A.-based 

brand known for denim, is no stranger to collaboration. Its latest partnership marks the 125th anniversary 

of North Carolina’s Cone Denim Mills with a limited-edition collection made from the mills’ White Oak 

selvage fabric, which is still woven on ’40s-era looms. The collection includes three vintage-inspired washes 

that each take up to a day to complete, including one sun-faded Greensboro style based on a pair of over-

alls from the Cone archives. “Denim is like a blank canvas,” says Kirk Von Heifner, Current/Elliott’s men’s 

design director. “It can be changed in any way.” $368–$388; currentelliott.com. —Isaiah Freeman-Schub
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of the period in two decades, 
out this month. Expanding on 
Shore’s long-out-of-print 1995 
book, The Velvet Years: Warhol’s 
Factory 1965–67, the new edition 
features dozens of previously 
unseen images, including por-
traits of Allen Ginsberg, Yoko 
Ono and Marcel Duchamp. It 
also marks the first time Shore 
has published his contact 
sheets. Novelist and critic Lynne  
Tillman, who originally encoun-
tered Shore in the mid-’60s 
when she was dating Velvet 
Underground icon John Cale, 
has updated the introduction 

she contributed to the 
original volume and 
reprised the old inter-
views she conducted with 
Factory habitués like 
Cale, the late resident 
photographer Billy Name 
and Ramones manager 
Danny Fields (the subject 
of the acclaimed new doc-
umentary Danny Says).

“I’m sure my parents 
had hopes and dreams 
for me that I would 
graduate high school 
and go to college, but I 
think it was clear that 
this was just so interest-
ing,” says Shore, who 
writes about the parties 
he threw at his parents’ 
Sutton Place South apart-
ment, where Warhol 
would hang with his 
father and Nico divulged 

her life story to his mother over matzohs. 
“I think they just gave up and gave in to it.” 
Shore did them proud: His photos are not merely an 
illuminating art historical journey about Warhol’s 
process. The distinctive formal qualities of his 
Factory images—as opposed to Name’s more stylized 
reportage—presage Shore’s celebrated career, which 
included a solo debut at New York’s Metropolitan 
Museum of Art when he was just 23. 

Before Warhol, says Tillman, “photography was 
this sacred space, and the subject matter was sup-
posed to be serious. But Warhol did this flip with 
American culture and what was possible to be 
looked at. Stephen really took that on. He learned 
to take seriously things that earlier photographers 
wouldn’t have. He learned a lot from Warhol, but his 
eye is his own.” —Michael Slenske

B
Y THE TIME Stephen Shore dropped  
out of Manhattan’s Columbia 
Grammar and Preparatory School 
as a senior in 1965, he had already 

sold three of his photos to the Museum 
of Modern Art—at the age of 14 and via 
Edward Steichen, no less—and become 
one of the main photographers document-
ing Andy Warhol’s first Factory on East 
47th Street.

“I met Andy at Jonas Mekas’s Film-Makers’ 
Cinematheque the night [Warhol’s 1965 movie] The 
Life of Juanita Castro was shown alongside a film I 
made called Elevator,” recalls Shore, who turns 69 
this month. He ended up taking his first photos of 
the Factory scene about six weeks later during the 
filming of Warhol’s Restaurant. “I don’t remember 
specifically what I knew about the Factory back then,” 
Shore says, “but within a couple of days of going there 
I understood I could just stay as long as I wanted.”

For the next three years Shore did just that, cap-
turing thousands of artfully framed moments—a 
laconic Lou Reed melting into a velvet sofa beneath 
the Factory’s silver walls, a wispy Edie Sedgwick 
consumed by a call on the house pay phone. These 
images are now the subject of Factory: Andy Warhol 
(Phaidon), the photographer’s first examination 

GLOBAL ENTRY
Swiss watchmaker Vacheron Constantin 

had frequent travelers in mind  
when reinventing its Overseas collection, 
especially the Overseas World Time seen 
here; it displays 37 time zones, allowing 
globe-trotters to adjust the hour to their 

present location with a quick turn of  
the crown. $37,000; vacheron-constantin.com.  

—I.F.-S.

EARLY PROMISE  Clockwise from 
top: Edie Sedgwick at Andy Warhol’s 
Factory as captured by the teenage 
Stephen Shore in the mid-’60s; the 
photographer is publishing work 
from this period for the first time 
in two decades in a new book from 
Phaidon, out this month; his portrait 
of Yoko Ono. 

The rich textures and touches of 
fringe on this season’s handbags echo 
another era, but metallic accents and 
embellishments add a modern twist. 

accessories report

ALL THAT JAZZ

creative brief

FOREVER YOUNG
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IN THE BAG 
Clockwise from top:  
Lanvin, Alexander Wang, 
Marc Jacobs, Ralph Lauren 
Collection, Loewe and 
Roberto Cavalli. For  
details see Sources,  
page 139.
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The latest hands-on concept in beauty: products  

that can be whipped up on the spot, using 

potent ingredients with peak levels of nutrients. 

Created moments before application, these 

serums, masks and creams stave off the molecu-

lar breakdown that often occurs naturally over 

time with ready-made goods. At the move-

ment’s forefront is Nuori founder Jasmi Bonnén, 

whose Supreme-C Serum Treatment contains 

“food-grade” botanicals and a powder form of 

7.5 percent ascorbic acid. The vial’s dispenser 

releases the powder into a hydrating base, and 

when mixed together they form a skin-bright-

ening elixir that remains fresh for 10 to 15 days. 

Going small batch also allows beauty companies 

to use ingredients not typically found in jars 

with a shelf life, points out NYC dermatolo-

gist Dennis Gross. His new Hyaluronic Marine 

Hydrating Modeling Mask contains a hyaluronic 

gel infused with algin, an extract harvested in the Norwegian Sea that’s rich in guluronic acid. When blended with an 

activating powder, it forms a moisturizing mask. “You couldn’t create a product that delivers this level of results if it 

was premixed,” he says. For Odacité founder Valérie Grandury, combining elements on the spot yields tailored benefits. 

Her Synergie [4]: Immediate Skin-Perfecting Beauty dry mask is activated with water and can be spiked with pantry 

items—apple cider to clear up breakouts or milk to calm redness, for example. “It’s similar to food,” she says. “Making 

your own meals from scratch takes more time. But you control the ingredients and the health factor.” —Kari Molvar

NUORI  
A release of vitamin 

C into a moisturizing 
serum results in a skin-

brightening tincture. 
Supreme-C Serum Treat-

ment, shen-beauty.com  

KIEHL’S  
 Pick two elixirs matched 

to personal needs and mix 
them into a lipid-based 

concentrate at home. 
Apothecary Preparations, 

kiehls.com

DR. DENNIS GROSS 
Blend the hyaluronic 

cushion gel with  
the powder activator to 

create a skin-cooling 
mask. Hyaluronic Marine 

Hydrating Modeling Mask, 
drdennisgross.com 

ODACITÉ  
 Combine with water and 

other natural ingredients 
(it comes with recipes) to 
amplify benefits. Synergie 

[4]: Immediate Skin-
Perfecting Beauty Masque, 

odacite.com 

DR. BRANDT 
Add a few drops of the 

highly concentrated 
vitamin C into any 

cream for a supercharged 
formula. Power Dose C, 

drbrandtskincare.com   

Born and raised in New Orleans, Stirling Barrett, 27, was always inspired 
by his home city, but he found its lack of relevance beyond the culinary 
and jazz worlds frustrating. “People here are doing recognizable things in 
food and music, but no one was doing anything major in the fashion sense,” 
he says. So in 2013, he used $40,000 in savings to produce the first three 
models of his sunglasses line, Krewe. Three years later, the label produces 
19 different styles, has 32 employees and counts Beyoncé, 
Amber Heard and Dakota Fanning as fans. This summer, it 
was nominated for a Council of Fashion Designers/Vogue 
Fashion Fund award. But the creative director and CEO 
isn’t done. In November, Krewe will introduce all-titanium 
frames, custom lens tints and new colorways of beloved 
styles, and early next year the company will release its first 
true optical line. Even so, says Barrett, “Krewe as a brand 
won’t necessarily always be eyewear. It might be surprising 
where we decide to go.” krewe.com. —Dacus Thompson

VISION BOARD 
Far left: Stirling 
Barrett, the founder 
of Krewe, a New 
Orleans–based 
eyewear brand. 
Left: The company’s 
French Quarter 
boutique. Below: 
The best-selling 
St. Louis frame.

The bridge  
is inspired 

by new 
Orle ans’s 
wrOughT-

irOn railings.

Trend repOrT

FORWARD LOOKING

The beauT y Of

FRESH THINKING

BakerFurniture.com



52 wsj. maga zine

C
L

O
C

K
W

IS
E

 F
R

O
M

 T
O

P
 L

E
F

T
: 

JA
S

O
N

 L
A

V
E

R
IS

/C
O

N
T

R
IB

U
T

O
R

/G
E

T
T

Y
 I

M
A

G
E

S
; 

C
O

U
R

T
E

S
Y

 O
F

 M
A

R
T

A
 S

A
L

A
; 

©
 L

O
N

G
 W

A
Y

 H
O

M
E

 P
R

O
D

U
C

T
IO

N
S

 2
01

5;
 

M
E

R
R

IC
K

 M
O

R
T

O
N

/F
O

C
U

S
 F

E
A

T
U

R
E

S
; 

R
IC

H
A

R
D

 F
O

R
E

M
A

N
; 

©
 2

01
6 

U
N

IV
E

R
S

A
L

 S
T

U
D

IO
; 

L
A

U
R

IE
 S

PA
R

H
A

M
/B

L
E

E
C

K
E

R
 S

T
R

E
E

T

what’s news

Facts & stats 

LAUGH TRACK

AGE
 at which Guest won an Emmy  

for co-writing Lily Tomlin, a 1975 
TV special that aired on ABC.

INSTRUMENTS   
Guest currently owns.  

“I’ve collected guitars since the 
late ’60s,” he says. 

TIMES  
Guest calculates people 
have quoted his Spinal Tap 
character Nigel Tufnel’s 
famous line, “These go to 11.”

FAUX DOCUMENTARIES
Guest has starred in: This Is Spinal 
Tap (1984), Waiting for Guffman (1996), 
Best in Show (2000), A Mighty Wind 
(2003) and Mascots (2016). 

SONGS  
Guest estimates he’s 
written. He has even 

toured with the Spinal 
Tap band.

89

YEARS 
it generally takes Guest to make a movie, 

from start to finish.2

5
100

25

3,750

28

MINUTES 
The runtime for 
Mascots. Guest 
spent nine months 
editing it down from 
approximately 100 
hours of film.

AMERICAN 
PASTORAL 
(October 21) The life 
of a seemingly perfect 
American couple 
(Ewan McGregor and 
Jennifer Connelly) is 
torn apart after their 
daughter (Dakota 
Fanning) commits an 
act of terrorism during 
the Vietnam War. 
Based on the Pulitzer 
Prize–winning novel 
by Philip Roth, the 
drama is McGregor’s 
directorial debut. 

DENIAL 
(September 30) In 
this adaptation of 
historian Deborah 
Lipstadt’s acclaimed 
memoir, History on 
Trial, Lipstadt (Rachel 
Weisz) engages in a 
fiery legal drama with 
Holocaust denier 
David Irving (Timothy 
Spall) after he sues 
her for libel in the 
English court system, 
requiring her to prove 
that the Holocaust 
actually happened.

THE GIRL ON 
THE TRAIN 
(October 7) Emily 
Blunt stars as Rachel 
Watson, the title 
character of Paula 
Hawkins’s novel. An 
alcoholic divorcée 
who becomes obsessed 
with a couple she sees 
on her daily commute 
(the film alters the 
setting from London 
to New York), Watson 
becomes a subject of 
the investigation when 
the woman disappears.

LION 
(November 25) 
Starring Dev Patel, 
Lion is based on A 
Long Way Home, the 
extraordinary memoir 
of Saroo Brierley, 
who was adopted as 
a small child after he 
took a wrong train 
and got lost far from 
his Indian village. 
Twenty-five years 
later, he used Google 
Earth to retrace  
his path and search  
for his birth family. 

NOCTURNAL 
ANIMALS 
(November 18) Fashion 
designer Tom Ford’s 
latest project—
adapted from novelist 
Austin Wright’s 
classic Tony and 
Susan—sold to Focus 
Features for a reported 
$20 million at Cannes. 
It brings together Jake 
Gyllenhaal and Amy 
Adams in a story about 
a woman haunted by 
her ex-husband’s book 
manuscript.

G
ROWING UP in a Milanese 
furniture-making  family 
gave Marta Sala an abid-
ing appreciation for 

craftsmanship. So last year, when 
she launched her eponymous fur-
nishings brand, she set up artisanal 
production in Italy and tapped 
Rome-based architects Claudio 
Lazzarini and Carl Pickering—whose 
broad-minded practice ranges from 
minimalist countryside villas to 
a Fendi boutique in Paris—to con-
ceive the label’s debut offering. The 
duo also signed on for the second 
Marta Sala Éditions collection, com-
ing out this fall, which comprises 
such refined essentials as a split-
back armchair in mohair velvet, a 
leather-wrapped desk and a bifold 
table mirror. “Claudio and Carl add 
new ideas to a market that is more and 
more globalized and uniform,” says 
Sala of the architects’ designs, which 
feature subtle references to classic 
modernism. Discussing her decision 
to leave the family business and strike 
out on her own, she explains, “I think 
when you’ve got a story behind you, 
it’s your duty to go farther, to add new 
energy and work.” martasalaeditions 
.it. —Sarah Medford

partnership

NEXT GENERATION

SITTING PRETTY 
The Lavinia chair from 
the new Marta Sala 
Éditions collection.

From thrillers to memoirs, high-minded literature makes the leap to the big screen this season with 
some of fall’s must-watch releases—a trend sure to please book lovers everywhere. —Thomas Gebremedhin

Actor and director Christopher Guest 
has made a career of poking fun  

at rock bands, community theater,  
dog shows and other subcultures  
with his faux-documentary style.  

His latest film, Mascots, out this month 
on Netflix, takes aim at the world of  

sports teams’ kooky, costumed 
cheerleaders. “I thought about making 

a real documentary about mascots,” 
says Guest. “But then it occurred to me: 
That’s not what I do.” —Brekke Fletcher

SPEAKING VOLUMES
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THE ART OF IT ALL 
Clockwise from above: Spice 
Alley; the BEAMS Arts 
Festival in the Chippendale 
Creative Precinct;  
the gallery MOP Projects. 

ON DISPLAY  Clockwise from above: Yellow Tulip, 
by the Strutt Sisters, at Kensington Contemporary; 
the exterior of Kensington Contemporary galleries;  
a Xu Zhen sculpture at White Rabbit Gallery; 
coconut sticky rice with strawberries from Glider KS.

WELL PLATED 
Clockwise from top 
left: The counter at 
Chippendale’s Glider 
KS; Ester Restaurant 
and Bar; a blue 
mackerel dish from 
Automata, one  
of the Old Clare  
Hotel’s restaurants. 
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what’s news

BY GISELA WILLIAMS

neighborhood watch

CHIPPENDALE
Once an industrial enclave, 

this historic district in Sydney, 
Australia, is now home to  

a thriving art and food scene. 

I
N THE ’80S, Chippendale—a neighborhood near 
Sydney’s midtown business district where the 
drug dealer Warren Lanfranchi was notoriously 
shot and killed—was considered an unsavory 

area. In the aughts, an underground art space and 
nightclub called Lanfranchi’s Memorial Discotheque 
sparked an avant-garde movement in the district that 
has continued to grow ever since. 

And now, more than a decade after the area’s 
iconic 19th-century brewery closed its doors, in 
2005, the six-acre complex has been restored as a 
mixed-use urban village called Central Park. One of 
the first structures to be completed was One Central 
Park, a Jean Nouvel project featuring a shopping 
complex and two residential towers with the world’s 
tallest vertical garden, designed by Patrick Blanc. 

Even with its sleek new architectural landmarks, 
the neighborhood remains a breeding ground for 
exploratory art. British gallery owner Nicky Ginsberg 
founded the Chippendale Creative Precinct, an 
organization that supports many of the city’s niche 
galleries, including Kensington Contemporary 1 
& 2 (tiny galleries in renovated workers’ cottages), 
MOP Projects (an artist-run initiative) and White 
Rabbit Gallery, which features a significant contem-
porary Chinese art collection. 

More recently, a handful of restaurants and cafes 
has redefined Chippendale as a new culinary corner 
in the city. Ester Restaurant and Bar has attracted 
locals with its innovative menu, including steak 
marinated in fermented rice and served with grilled 
shiitakes. Around the corner is the popular barbecue 
joint LP’s Quality Meats, which has a car-size wood-
burning smoker. The neighborhood’s first specialty 
coffee shop, Glider KS, which also serves Asian-
influenced dishes, opened in 2015, followed by Spice 
Alley, a lane lined with Asian street-food stalls. For 
dessert, head to Kakawa Chocolates, which boasts 
the most decadent ice cream sandwiches in town. 

Chippendale also welcomed the Old Clare Hotel, a 
62-room luxury property (the area’s first), in 2015. It 
has a buzzing rooftop pool and bar as well as multiple 
restaurants, including Automata, run by Sydneysider 
Clayton Wells, and Kensington Street Social, helmed 
by British celebrity chef Jason Atherton. 

54

www.roche-bobois.com

French Art de Vivre

Ph
ot

o 
M

ic
he

l G
ib

er
t. 

1  C
on

di
tio

ns
 a

pp
ly

, a
sk

 y
ou

r s
to

re
 fo

r m
or

e 
de

ta
ils

. 2  P
ro

gr
am

 a
va

ila
bl

e 
on

 s
el

ec
te

d 
ite

m
s 

an
d 

su
bj

ec
t t

o 
av

ai
la

bi
lit

y.

∙  Complimentary 3D Interior Design Service 1   ∙  Quick Ship program available 2

Saga 2 Collection. Dining table and sideboard, design Christophe Delcourt.
Kompass. Chairs, design Roberto Tapinassi and Maurizio Manzoni.
Manufactured in Europe.



Yet Dagnino became their manager, and in 2014, 
Ibeyi signed with XL Recordings, also Adele’s and 
Radiohead’s label. 

It was Beyoncé who introduced the twins to a wider 
audience when she posted their song “River” on her 
Instagram feed in August 2015. Then she invited them 
to be in Lemonade, the one-hour film accompanying 
her album of the same name, which debuted on HBO in 

April. “We were like, What? Is this 
serious?” says Naomi. The twins 
appear in several scenes, includ-
ing one in which they’re posed at 
a Southern mansion with other 
young talents, including actor 
and political activist Amandla 
Stenberg and singer Zendaya. 
“It was really interesting to be a 
part of it—how Beyoncé managed 
everything. She’s in charge,” says 
Lisa-Kaindé. “It was really late, 
and we were cold. And then sud-
denly she sang a cappella, and we 

forgot it was cold. That really humbles you, and you 
think, I have to work hard.” 

With that in mind, they’re eager to begin record-
ing their new record next month. “We are really 
excited about the second album,” says Lisa-Kaindé. 
“You know when you have the feeling that the second 
is the one? We’ve been preparing.” 
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T
WINS Naomi and Lisa-Kaindé Díaz, who form 
the musical duo Ibeyi, are only 21 years old, 
yet they have released an album, appeared 
in Beyoncé’s Lemonade film and won the 

approval of Karl Lagerfeld. They’ve been on tour for 
almost two years, playing everywhere from Benin to 
California’s Coachella festival. “We were living lives 
that were really separated and suddenly we had 24 
hours a day together,” says Lisa-Kaindé on a rainy 
afternoon in London, where the pair is enjoying a 
short break. 

The sisters are the daughters of the late Cuban 
musician Miguel “Angá” Díaz and the French-
Venezuelan Maya Dagnino. Díaz was a respected 
percussionist, playing the congas and the boxlike 
cajón drum for the Buena Vista Social Club and its 
various members’ solo projects. Shortly after the 
twins were born, the family moved from Paris to 
Havana, where they spent three years before return-
ing to Paris. “It’s home,” Naomi says of Havana. “I feel 
as Cuban as French—sometimes more Cuban.

“We have one foot inside Cuba and one foot out-
side,” adds Naomi, who plays the batá cajón and, 
like her father, the cajón, while her sister sings lead 
vocals and plays piano. 

They had a homecoming of sorts in May when 
Lagerfeld tapped them for the Chanel resort collec-
tion presentation in Havana. “I was always fascinated 
by Cuban music,” says Lagerfeld. “I love Ibeyi’s songs 

and their energy. They have great talent; they are the 
French-Cuban connection.” Ibeyi opened the runway 
show and played the after-party, singing in English 
and Yoruba, a West African language that made its 
way to Cuba with the slave trade and became the 
de facto tongue of Santeria, the mystical tradition 
that blends Catholicism and African beliefs. It’s still 
spoken widely in Africa and sung by crossover art-
ists including Beninese singer 
Angélique Kidjo, but it’s rarely 
heard in Western pop music. “You 
don’t need to be able to speak 
Yoruba to understand it,” says 
Lisa-Kaindé. “It’s so powerful 
that people feel it.” 

Their music, which is a mix of 
complex percussion, simple piano 
bars and Lisa-Kaindé’s chanted 
vocals, reveals influences from 
jazz to hip-hop. “If we had grown 
up in Cuba, we wouldn’t have had 
access to all the culture we did 
in France,” says Lisa-Kaindé. “Maybe we would be 
doing reggaeton,” interjects Naomi, referencing the 
popular Caribbean sound. Lisa-Kaindé says, “But 
France gave us access to soul music, to rap, to clas-
sical music,” which they began studying at 7. “Our 
parents taught us to love music, not to be musicians,” 
she adds. “I don’t think our mother was thrilled.” 

BY JACK SUNNUCKS   
PORTRAIT BY QUENTIN DE BRIEY

These French-Cuban  
twin sisters, who perform 

as Ibeyi, have had a 
banner year—from singing 

at Chanel’s resort show  
in Havana to appearing in 

Beyoncé’s Lemonade. 

PERFECT 
HARMONY

UPstaRt

“i love ibeyi’s 
songs and  
theiR eneRgy. 
they have  
gReat talent; 
they aRe the 
fRench-cUban 
connection.”

—KaRl lageRfeld

FAMILY TIES  
“We have one foot 
inside Cuba and one 
foot outside,” says 
Naomi Díaz (left), 
pictured with her 
sister, Lisa-Kaindé. 
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The way we date night.

Stay exquisite at more than 40 St. Regis hotels and resorts worldwide. 
@stregishotels
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The makeup artist and founder of the cosmetics 
company that bears her name is celebrating her 

25th anniversary in business this year.  
Below, the Chicago native and beauty guru 

reveals what’s on her phone.

Number of unread emails 
Right now? 12.

First app checked in the morning
The New York Post.

Last app checked at night
Instagram.

Most-used app  
Amazon—I can find everything I 
need there. I recently bought coco-
nut milk powder, Health Warrior 
chia bars and a Polar H7 Bluetooth 
heart-rate monitor. 

Most-recent Uber trip  
From my osteopath to a meeting 
downtown with Vogue. It cost $18.  

Favorite emoji  
The martini glass. 

Most-surprising app you depend on 
Notes—but sometimes I can’t  
even understand the ones I leave 
for myself. 

Siri user?  
Yes. I ask her to remind me of 
things, or just “What’s up?”

Favorite filter  
#Nofilter.

Your most-liked Instagram photo  
A photo of my backstage makeup 
kit, which got 24,000 likes.

Most-watched entertainment app  
and favorite show  
YouTube videos of over-contoured 
makeovers.  

Alarm setting  
Six a.m.—during the week.

Places listed in weather app  
New York; Bahamas; Telluride, 
Colorado; and Cupertino, 
California.

Favorite food-related app  
Velocity, an app that allows you to 
eat out and leave without waiting 
for the check. 

Favorite podcasts  
Vogue and Man Repeller. 

Funniest text message of  
the week  
I save a bunch from my youngest 
son when he is mad at me. He once 
texted “Lose my number” but 
apparently didn’t mean it for long 
because it was followed by a  
text asking me for a new bumper 
for his Jeep.

People you FaceTime most often  
My son Duke and my dad, Joe.

Favorite fitness tracker  
The Apple Watch, which I use 
to track my steps. My record is 
26,000.

Favorite shopping app  
Fancy and Net-A-Porter. I recently  
got Rag & Bone jeans, a Saint 
Laurent black silk shirt and Kenzo 
sneakers.

Craziest place you ever lost or  
left your phone  
The ladies room at the White 
House. I was there to speak to  
a group of students the first lady 
was mentoring. I ran into Reese 
Witherspoon and forgot my phone. 
But it’s the White House—I got  
it back.

the download

BOBBI BROWN

DATA PLAN  
Brown recently 
created a ’90s 
Spotify playlist for 
her staff to celebrate 
the anniversary  
of Bobbi Brown 
Cosmetics. She 
included “Good 
Vibrations,” by 
Mark Wahlberg as 
Marky Mark, and 
“American Woman,” 
by Lenny Kravitz, 
among others.

outgoing 
Voicemail 

message: i ’m a big 
anglophile, so  

it was recorded  
by a woman  

on my product 
deVelopment 
te am who has 

the best british 
accent. 

 Funniest 
autocorrect: 

i ’ Ve been 
known to te x t 

“ what the duck” 
more than 

once. 

my 
ringtone: 

“big poppa” 
by the 

notorious 
b.i.g.

homescreen: 
Fresh 

berries.

FaVorite instagram Feeds:  
@cle anFooddirt ycit y,  

@be autiFuldestinations and  
@drawbertson. 

A new dimension for contemporary living: a 100% Made in Italy realization with wide international scope. This is the new 
Poliform showroom; a 10,000 square foot exhibition space on Madison Avenue, conceived as “home,” a place for unique, 
captivating experiences. It presents concepts ranging from the living space to the kitchen, from the night areas to the 
walk-in closets, evoking an intimate environment, aligning with a modern and cosmopolitan lifestyle. An innovative  
concept, designed to portray sophisticated style, project quality and technical research, offers an exclusive sensation driven 
by the unique harmony that is the perfect synthesis of space and detail.

Poliform | 112 Madison Ave. | New York, NY 10016
poliformonmadison@poliformusa.com | www.poliformusa.com
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PHOTOGRAPHY BY DAN MARTENSEN 
STYLING BY ONDINE AZOULAY

When there’s a chill in the air, seek out chic, comfortable pieces that combine 
an adventurous attitude with rugged, ready-for-anything style.

LET’S GET LOST

FAR AFIELD  
Go off the beaten track 

with an oversize coat. 
Balenciaga coat and 

model’s own nose ring 
(worn throughout). 
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SIT BACK  
Unwind in a sweater 

that doubles  
as a cozy wrap.  

Giorgio Armani 
cape and Prada 

tights and boots.
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SHORE THING 
Classic flannel is 
always in style. Etro 
shirt, Ralph Lauren 
Collection sweater 
(worn underneath), 
Rag & Bone skirt, 
Prada tights  
and boots, Loewe 
backpack and House 
of Lafayette hat.

5 WEST HALKIN STREET, LONDON SW1X 8JA
+44 (0)20 7823 0100 • ELIZABETH–GAGE.COM





savoirbeds.com

A BeAutiful Night’s sleep
The world’s most comfortable bed, hand made in London

London         Paris         Düsseldorf         St Petersburg         Hong Kong         Seoul         Beijing         Shanghai         Taipei         New York

Downtown - 54 Greene Street, NY 10013     +1 212 226 3640

Uptown - 223 East 59th Street, NY 10022     +1 646 767 9935
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LUCKY STARS 
Ground frilly layers with a chunky sweater and hiking boots. Chloé sweater and dress, J.Crew socks and DKNY boots. 
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BENCH WARMER 
Put it all on the line 
with patent leather. 

Louis Vuitton jacket, 
pants and boots.

featuring BRET EASTON ELLIS and CAROLINE VREELAND
shop at santonishoes.com

NEW YORK - 762 Madison Avenue - Ph. +1 646 762 3554
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LUNCH BREAK  
Nubby shearling works for any occasion. Burberry coat, Akris shirt and A.P.C. hat.

traveler reviewa

SEEPUERTORICO.COMVISIT
AND BOOK YOUR VACATION TODAY.

Flamenco Beach, Culebra

That's what I said to my fiancé
when we arrived at Playa Flamenco.
The sand was soft, the view was
stunning, and the water was heavenly.
THAT'S AS GOOD AS IT GETS…

Flamenco is not only one of the most
award-winning beaches in the Caribbean.
It’s a five star world class attraction. 
Live your own five star vacation story.

See Puerto Rico @PRTourismCo SeePuertoRico

THIS 
IS THE
DREAM

Flamenco Beach, Cul

Jen P, New York
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ALL ABOARD 
A flash of bold color 
makes any ensemble 
stand out. Céline coat, 
Vetements track jacket 
and pants, A.P.C. hat, 
Filson backpacks, 
J.Crew socks and 
Prada boots. Model, 
Heather Kemesky  
at DNA Models; hair, 
Kevin Ryan; makeup, 
Justine Purdue.  
For details see 
Sources, page 139.

. . .others are unforgettable

Some moments are worth remembering

WWW.HALEKULANIMOMENT.COM   |   800.367.2343   |   HALEKULANI PAST, PRESENT, FOREVER...

. . .others are unforgettable

Some moments are worth remembering

WWW.HALEKULANIMOMENT.COM   |   800.367.2343   |   HALEKULANI PAST, PRESENT, FOREVER...



It’s private air travel, reimagined.

  
  It’s a belief rooted in service,  
   peace and comfort.

    It’s business. It’s pleasure.

  

	 	 It’s	first	class.	It’s	last	minute.

     It’s high-tech.  
      It’s high touch.  
       It’s “Hi, how are you?”

    It’s simplicity. It’s luxury.

       It’s buttoned up. It’s relaxed. 
         
         It’s Sentient.

DISCOVER A HIGHER LEVEL OF PRIVATE AVIATION AT SENTIENT.COM
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W
ALKING INTO the Manhattan offices of 
Ellevest, the digital investment start-
up co-founded by Sallie Krawcheck, 
is a bit like stepping onto the set of a 

Nancy Meyers film: Light streams through large loft 
windows into conference rooms named after iconic 
women (Gloria, for Gloria Steinem; Alice, for Alice 
Walker), and pristine rows of Perrier bottles line the 
refrigerator shelves. It’s here that Krawcheck, who 
seems to glide through life like the classic Meyers 
protagonist—a stylish, successful career woman—
has set her sights on the $11 trillion female investment 
market, all in an effort to empower women.

Raised in Charleston, South Carolina, and edu-
cated at the University of North Carolina at Chapel 
Hill, Krawcheck, 51, worked her way through the 

ranks of Wall Street from an investment bank-
ing position to CEO of Citigroup’s Smith Barney. In 
2008, in the aftermath of the financial crisis, she 
parted ways with Citi over differences with the com-
pany’s then-CEO (“That was a party!” she says, with 
an ironic smile). Eventually, after a stint at Merrill 
Lynch, Krawcheck left Wall Street altogether—she 
threw out her business suits, bought a rack of leather 
jackets and got to work founding Ellevest.

The platform, which launched earlier this year, 
has carved out a space for women who are serious 
about their long-term investment goals—whether 
that’s having the funds to support a family or to 
start a company. Women, Krawcheck notes, invest 
less than men, and this gap can cost them the differ-
ence of millions of dollars. “Think about Ellevest as a 

Fidelity or Schwab 4.0,” she explains. “We’re seeing a 
pop of women on the site at 9:30 p.m. You know, she’s 
having her glass of Chardonnay while our algorithm 
constructs a fully bespoke investment portfolio for 
each of her goals.”  

Krawcheck admits that she only recently began to 
call herself a feminist. “I spent a lot of my life not 
wanting to speak up because it didn’t seem ladylike,” 
she says. But these days, she’s comfortable talking 
about the sexism she encountered at the beginning of 
her career. “When I first started at Salomon Brothers, 
there was a Xerox copy of male nether regions on my 
desk every day,” she says. Of course, she wasn’t 
deterred. And with a fast-growing user base and a 
book coming out next year (Own It: The Power of 
Women at Work),  she’s not stopping now. >

BY THESSALY LA FORCE   PHOTOGRAPHY BY BRIAN FINKE

After dominating Wall Street, this CEO is forging a new path in tech and finance.

tracked

SALLIE KRAWCHECK

HAIL TO THE CHIEF 
Sallie Krawcheck, 
co-founder and CEO 
of digital investment 
platform Ellevest,  
in New York City.



4
Ubers 

The average number of rides Krawcheck 
takes each day.

2013 
The year Krawcheck bought 85 Broads,  

now Ellevate, a professional network  
whose mission is to advance the role of 

women in the workplace.

10
mentees 

The number of young women Krawcheck 
regularly advises.

1.45 million
The number of LinkedIn users who  

follow Krawcheck through the networking 
platform’s Influencers program.

6.5
hours 

The amount of sleep she gets each night.

40,000
employees 

The size of the staff Krawcheck managed as 
CEO of Merrill Lynch Wealth Management 

and U.S. Trust.

20
employees

The number of people who work for 
Krawcheck at Ellevest.

74 wsj. maga zine
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1
bottle of rosé 

At the Ellevest offices, the refrigerator is 
always stocked with wine. •

$10 million 
The funding raised by Ellevest during its 

Series A financing round last year.

8:30 a.m.
Breakfast with a good friend, journalist 
Perri Peltz, at Michael’s New York.

2:23 p.m.
Discussing Ellevest on the  
NPR show Here & Now.

3:37 p.m.
Krawcheck meets with her editor 
at the Crown Publishing Group to 
talk about her forthcoming book.

6:12 p.m.
Drinks with Lisa Shalett—a friend 
from Krawcheck’s Merrill Lynch 
days—at the Regency Hotel.

5:10 p.m.
The CEO gives a presentation to Poppin 

staff about the gender wage gap.

10:15 a.m.
Krawcheck leads  
a meeting with  
the Ellevest team.
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S
TARTING IN THE 1990S, advances in digital 
technology made it easier for photographers 
to print their work at previously unimagi-
nable sizes. The result was a golden age of 

vast pictures—typified by the work of artists such as 
Andreas Gursky—with the kind of impact previously 
limited to painting or films. But in these social-
media–saturated times, when we’re constantly 
thumbing through palm-size images shared freely 
on Instagram, Twitter and Facebook, is there still a 
meaningful place for photographs measured in feet?

For Edward Burtynsky and Robert Polidori, two 
of today’s most esteemed practitioners of large-scale 
photography, the answer is unequivocally yes. And 
this fall they are both offering fresh reminders of 
their art’s visual power and relevance with gallery 
shows and new books. Both Canadian-born, these 
two artists have spent the past three decades work-
ing on loosely parallel tracks, each bringing a sharp 
aesthetic eye to documentary images that thought-
fully address issues of historical, socioeconomic and 
ecological consequence. Technically ambitious and 
often shot in far-flung, challenging locales, their pho-
tographs provide perspectives rarely seen. Seductive 
yet unnerving, they act like mirrors, revealing things 
about who we are and what we’re becoming.

In a way, Edward Burtynsky’s artistic path is the 
result of a wrong turn. Driving through Pennsylvania 
in the early ’80s, he wound up in the tiny coal-mining 
town of Frackville, where he suddenly found himself 
in a surreal landscape stripped of all traces of nature. 
He knew then that he’d discovered his mission. “We’re 
an expanding population that’s bearing down on 

the resources of the planet,” says the photographer, 
who has since traversed the globe shooting mines 
and quarries, oil fields and factories, waterways 
and farmlands. His bird’s-eye views, often captured 
from planes, helicopters and, more recently, drones, 
take an unsparing look at the relationship between 
humans and nature.

Today, Burtynsky oversees a busy Toronto stu-
dio, where a small team coordinates logistics for 
his complex shoots, performs postproduction work 
and communicates with 
museums and his 11 gal-
leries around the world. 
His first new body of work 
in four years, a group of 
photographs of Indian salt 
farms, is being unveiled 
this fall by galleries in 
three cities: Flowers in 
London (through October 
29), Nicholas Metivier in Toronto (September 29–
October 22) and both Howard Greenberg (November 
4–December 31) and Bryce Wolkowitz (November 3–
December 23) in New York. Also on display will be a 
selection of photographs from the forthcoming book 
Essential Elements (Thames & Hudson), a survey of 
Burtynsky’s career that pairs familiar images with 
pictures from his lesser-known series.

To capture the salt works, Burtynsky traveled to 
the Indian state of Gujarat, to an area near the Arabian 
Sea known as the Little Rann of Kutch. Here more 
than 100,000 laborers work in a 400-year-old salt-
harvesting industry now under threat from a receding 

water table and unfavorable market forces. Using his 
60-megapixel Hasselblad camera, Burtynsky shot 
from both a helicopter and a Cessna at altitudes 
between 300 and 4,000 feet. The resulting images 
(Steidl is publishing a book of them this month) are 
captivating studies in pattern and color variations. 
While the salt pans differ in size, shape and configura-
tion, the palette ranges from gray, brown and white to 
ochre, pink and pale blues and greens. 

Getting up close to a Burtynsky photograph, the 
largest of which measure 
nearly five by seven feet, 
is a visceral encounter. 
Unable to take in the entire 
picture at once, your eyes 
scan the surface as the 
image almost envelops 
you. “At that scale, there’s 
this hovering-over, bodily 
experience that I like to 

work with,” says Burtynsky. “You stand in front of it, 
and there’s an almost dizzying, vertigo-like effect.” 

That many of his landscape images, from Spanish 
dryland farms to New Mexico copper mines to 
Chinese rice terraces, evoke abstract painting isn’t 
lost on Burtynsky or his dealers. “He has been com-
ing back to a more abstract visual idea,” says Howard 
Greenberg, who has co-represented Burtynsky in 
New York with Bryce Wolkowitz for the past several 
years. “He’s done that by shooting from even greater 
heights and eliminating the horizon.”

An important element of Burtynsky’s career has 
been his eagerness to embrace new mediums and 

ABOVE AND 
BEYOND  
From left: Edward 
Burtynsky’s Chino 
Mine #1 (2012), 
taken in Silver 
City, New Mexico, 
on view this fall at 
New York’s Howard 
Greenberg Gallery. 
The photographer, 
shooting from a  
crane, at Bonneville 
Salt Flats, Utah.

“You stand in front 
of it, and there’s an 
almost dizzYing, 
vertigo-like effect.”

–edward BurtYnskY

BY STEPHEN WALLIS

In a world distracted by 
small-screen snapshots 
and selfies, two eminent 
photographers are 
proving that large-scale 
environmental images 
are not only relevant but 
also vital.

on displ aY

SHARED
VISIONS
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MAYBE IT’S JUST ME, BUT ISN’T THE VIEW BEAUTIFUL EVEN WHEN YOU CAN’T SEE IT?

We create windows and doors that captivate the eye, elevate the spirit and 
keep the elements safely at bay. Please visit www.loewen.com to learn more. W I N D O W S  A N D  D O O R S



LOOK SHARP  
Right: Robert 

Polidori using his 
view camera. Far 

right: His Hotel 
Petra #7 (2010), shot 

in an abandoned 
Beirut hotel,  

part of a show at  
New York’s Paul 
Kasmin Gallery.

technologies, whether employing drones or experi-
menting with photogrammetry, a process that uses 
software to translate two-dimensional images of an 
object, taken from multiple angles, into a rendering 
that appears 3-D when viewed with virtual-reality 
goggles. Currently, Burtynsky’s team is working with 
some 2,300 images he shot before an ivory burn—the 
destruction of illegally obtained elephant tusks, meant 
to curb poaching—in Kenya earlier this year. “The 
technology isn’t quite there yet,” the photographer 
says, “but the idea is to have this pile of tusks, which 
was 20 feet high and 20 feet across, rendered in a way 
that would allow you to put on a VR headset and expe-
rience it at scale by walking around it.” Burtynsky’s 
aim with all of his work is “to have the viewer spend 
time with and really consider these worlds,” he says. 
“I want people to enter them.”

D
ESCRIBING HIS APPROACH as a photogra-
pher, Robert Polidori says he is “basically 
an impressionist.” The Montreal native, 
who recently moved his studio to Ojai, 

California, after three years in Los Angeles, clarifies 
that by adding, “I’m a medium, not a creator.” Despite 
his journalistic impulse—he has shot for many pub-
lications and was a staff photographer for the New 
Yorker from 1998 to 2006—Polidori has never been 
purely a documentarian. His interest has always lain 
in making “psychological portraits” of architectural 
spaces, which he sees as vessels for memories and as 
projections of the people who have lived there.  

The photographer’s best-known series include 
shots of the Château de Versailles under restoration, 

crumbling old Havana interiors, New Orleans homes 
devastated by Hurricane Katrina and deserted 
sites near the Chernobyl nuclear disaster. “I picked 
Chernobyl as a subject because I thought it was his-
torically important, a signal,” the photographer says. 
“It was a modern-day Pompeii, but it was an event 
caused not by nature but by man’s irresponsibility.”

This fall Polidori is having his first show with the 
Paul Kasmin Gallery in New York. On view through 
October 15 are several of the evocative photographs 
Polidori shot inside Beirut’s deserted and crum-
bling Hotel Petra as well as three monumental works 
related to his interest in urban slums and favelas, 
places he refers to as “auto-constructed cities—the 
sort of wild, self-made, non-sanctioned settlements 
that come out of an organic need.” Created from pic-
tures he took in Mumbai, India, these technically 
remarkable works were a decade in the making. 

Polidori’s Hotel Petra photographs—the subject of 
a book Steidl is publishing in December—are remind-
ers of the lasting impact of Lebanon’s long civil war. 
The once-grand building was badly damaged in that 
conflict, which lasted from 1975 to 1990, and was 
left abandoned for many years before eventually 
being demolished. Polidori’s images, some of which 
stand six feet high, are ravishing meditations on the 
concepts of transience and decay, the cracked and 
peeling walls revealing layers of history. 

“His commentary on humans’ relationship with 
architecture and on the changing world is incredibly 
compelling,” says Paul Kasmin. “Plus, his working 
process is quite extraordinary.”

Polidori shoots with a massive view camera with 

giant bellows, using large-format film, up to 11 by 
14 inches, because, he explains, “I love the smooth-
ness and higher resolution of film. Also, I like having 
something physical that the image is embedded in.” 
Everything is later scanned into digital form, allow-
ing him to create works such as the centerpiece of 
his show at Kasmin: a panorama of 60 Feet Road, a 
street of makeshift dwellings in Mumbai’s Dharavi 
slum. Polidori started by photographing one side of 
the road’s entire length, moving his camera later-
ally, tracking-shot style, along an adjacent drainage 
canal. Detailed in its own forthcoming book, also from 
Steidl, the final work is a composite of 22 different 
images stitched together in Photoshop and printed on 
a 40-foot-wide canvas.  

It’s not the way our eyes would actually see the 
place, of course. Shot between 6:30 a.m. and 10:30 
a.m., the 22 images have different light, for one thing. 
“On one side it’s darker and bluer,” notes Polidori, 
“and as you move across it gets reddish and golden, 
and then you’re into shade and then bright sunlight 
again.” Plus, the perspective is as if we were stand-
ing directly in front of each segment simultaneously. 
“What I’m trying to do is make a more idealized ver-
sion of what I perceive the subject to be,” he explains. 

Part of what draws Polidori to places like 60 Feet 
Road is a compulsion to document an important 
aspect of human existence that he feels most serious 
photographers overlook. “When these places no lon-
ger exist, the images will be a record of one face of the 
industrial age’s end,” he says. “I’ve always felt that 
this is photography’s great utilitarian function—the 
witness of time.” • C
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“what i’m trYing to do is 
make a more idealized 
version of what i perceive 
the suBject to Be.”

–roBert polidori
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BY ADAM ROBB    
ILLUSTRATION BY AART-JAN VENEMA

In a lab outside of Seattle, Nathan Myhrvold, chef and former 
Microsoft executive, is giving new life to centuries-old baking techniques 

in his never-ending search for the greatest thing since sliced bread. 

AGAINST THE GRAIN
Food net work

80
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T
HIS IS ONE OF the few places in the world 
where you can watch a nuclear reactor 
being designed while baking bread,” says 
Nathan Myhrvold as he surveys the gleam-

ing chrome kitchen inside Intellectual Ventures 
Laboratory, his research facility housed in an unas-
suming Bellevue, Washington, office park.  For 
the past three years, the former Microsoft chief 
technology officer has been working with a group 
of grain experts on a follow-up to his 2011 cook-
book,  Modernist Cuisine: The Art and Science of 
Cooking. A self-published, 2,438-page, $625 culinary 
encyclopedia–cum–art object, Modernist Cuisine 
was created with the help of a team of international 
chefs and was quickly recognized as this century’s 
most comprehensive analysis of contemporary gas-
tronomy. A companion title, Modernist Cuisine at 
Home, priced at $140, followed a year later. Those 
books and the forthcoming Modernist Bread: The 
Art and Science, which will also retail at $625 and is 
currently available for preorder, are sideline projects 
for Myhrvold, 57, an outsize character whose main 
job conceiving new technologies might liken him to 
a Bond villain were his ambitions not so benevolent: 
The reactor, for instance, is a  prototype that could 
one day supply a cheap source of clean energy from 
recycled nuclear waste. The device sits just outside 
the kitchen, separated from a weathered Hobart 
mixer only by a retractable transparent garage door.

Intellectual Ventures basks in the anonymity of 
tinted windows and concrete. No facade could bet-
ter hide the fact that some of the world’s top hackers, 
scientists and engineers pull into the parking lot day 
and night to labor over innovations as diverse as they 
are influential—malaria eradication, vaccine dis-
tribution, cow insemination—research science that 
requires even esteemed visitors, like former El Bulli 
chef Ferran Adrià, to sign nondisclosure agreements 
when they pass through the unmarked side door. 
With so many projects vying for Myhrvold’s atten-
tion, even he can’t be in the kitchen every day. At 
this point in his career he has reverted to the clas-
sical definition of chef. “The word chef means chief; 
it means manager,” says Myhrvold, who recognizes 
that he can be the weakest link when it comes to 
day-to-day labor and that there’s no shame in that. 
“People at Microsoft would always say, ‘Bill did this,’ 
but he couldn’t do it all by himself.”

Myhrvold’s introduction to cooking took place 
in his mother’s kitchen in Santa Monica, California. 
“I made Thanksgiving dinner when I was 9. It was 
around that time that I started baking bread,” he 
says. Myhrvold’s aptitude in the kitchen was on par 
with his all-around brilliance—he enrolled in commu-
nity college at 14, eventually graduating from UCLA in 
1979, and went on to receive a Ph.D. in theoretical >

T
H

E
R

U
G

C
O

M
P

A
N

Y.
C

O
M

S
ta

cc
at

o 
by

 K
el

ly
 W

ea
rs

tle
r
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TWO VERY SPECIAL PLACES TO LIVE FROM  

EXCLUSIVE MARKETING AND SALES AGENT DOUGLAS ELLIMAN DEVELOPMENT MARKETING.SPONSOR RESERVES THE RIGHT TO MAKE CHANGES IN ACCORDANCE WITH THE OFFERING PLAN. THE COMPLETE OFFERING TERMS ARE IN AN OFFERING PLAN AVAILABLE FROM THE 
SPONSOR. FILE NO. CD14-0106. SPONSOR: 215 CHRYSTIE LLC, C/O THE WITKOFF GROUP LLC, 130 EAST 59TH STREET, 15TH FLOOR, NEW YORK, NEW YORK 10022. PROPERTY LOCATION: 215 CHRYSTIE STREET, NEW YORK, NEW YORK 10002. EQUAL HOUSING OPPORTUNITY. 

A
R

T
IS

T
’S

 R
E

N
D

E
R

IN
G

215 CHRYSTIE
BY APPOINTMENT ONLY 212 466 0215 

215CHRYSTIE.COM 
OCCUPANCY MARCH 2017

 IAN SCHRAGER AND HERZOG & DEMEURON



AMERICAN MADE SINCE 1980

Corbett dining table, $2499; Lira chairs, $499; Aurora pendant, $169.
Chelsea  236 West 18th Street, New York City
roomandboard.com

575 MADISON AVENUE, NY, NY 10022. 212.891.7000  © 2016 DOUGLAS ELLIMAN REAL ESTATE.   EQUAL HOUSING OPPORTUNITY. 
Artist: Yoni Alter



Special Advertising FeatureKey Largo

John Pennekamp Coral Reef State Park is an 

underwater wonder, home to a vibrant display of coral 

formations and marine life. You can spend the day on 

a snorkeling or diving expedition, take a trail walk or 

kayak through the expansive mangrove forest. A more 

restful option is to relax with a good book on palm-

fringed Canon Beach, which features remnants of an 

early Spanish shipwreck 100 feet offshore.

In addition to diving, Key Largo is equally well 

known for its abundant stock of game fish that draws 

sport fishermen from around the world. Ambitious 

anglers come to try their luck at the flats fishing 

“Grand Slam” — catching a tarpon, permit and bone-

fish all in one heady day.

Diving and watersports may have made Key 

Largo famous, but surely, the eponymous 1948 film 

classic put it on the radar. Key Largo — along with 14 

more of Bogie’s best — will be shown, both indoors 

and outdoors, at the annual Humphrey Bogart Film 

Festival (Oct. 12-16) at Playa Largo Resort & Spa. 

Those movie buffs that can’t make it in October can 

still experience a bit of film history: The African 

Queen, the century-old steamboat from the 1951 

movie, is anchored and available for canal and dinner 

cruises throughout the year.

Southern Sanctuary

Playa Largo Resort & Spa, the 100th Autograph Collection Hotel, opened its doors this fall in 
Key Largo, Florida as the first new resort built in the area in more than 21 years. Brought to life 
by Prime Hospitality Group and Shaner Hotel Group, Playa Largo’s design pays homage to its 
tropical island surroundings. With a variety of luxury rooms and suites, private bungalows and a 
secluded beachfront house, Playa Largo features a beautiful sandy beach, expansive pool, three 
on-site restaurants (including a steakhouse and ceviche bar), an amazing ballroom, meeting 
facilities, fitness center, sport courts, private marina and the full-service Ocean Spa.

(305) 853-1001 | 97450 Overseas Hwy, Key Largo, FL 33037

The northernmost of the Florida Keys, Key Largo is the first key 

heading south from Metro Miami — and some say, the most 

memorable. Scenic and tropical, Key Largo has more than its fair 

share of winding creeks, botanical beauty and sunsets that are 

breathtaking to behold. Its claim to fame, though, lies below the surface, where 

divers can explore schools of midnight parrotfish, moray eels and nurse sharks, 

as well as Spanish galleons, British freighters and other sunken treasures.

PLAYALARGORESORT.COM
305.853.1001

INTRODUCING THE KEYS’ 
NEWEST LUXURY RESORT

DISCOVER A HAVEN OF 

EXQUISITE WATERFRONT COMFORT

IN HARMONY WITH NATURE. 

AWAKEN YOUR SPIRIT AT OUR

ALL-EMBRACING LOCATION,

RICH IN AMENITIES & EXPERIENCES 

AND LIKE NOTHING ELSE.

IT’S OUR
NATURE TO 
enCHANT



(855) 886-4824 or visit www.fi rstrepublic.com   New York Stock Exchange Symbol: FRC

Member FDIC and Equal Housing Lender 

“ First Republic takes extraordinary care of us and 
provides fl awless service.”
H E L G I  T O M A S S O N

Artistic Director & Principal Choreographer
San Francisco Ballet

M A R L E N E  T O M A S S O N

Former Dancer, Wife and Mother

HOTELDEL.COM
BEACHVILLAGEATTHEDEL.COM

855.540.1730 

H O L I D AY S  AT  T H E  D E L

The Del is a majestic wonder of  ice and DELights where those
from near and far come for inDELible memories on our golden sands.
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and mathematical physics from Princeton. After 
his first year of postdoctoral studies with Stephen 
Hawking at the University of Cambridge, he left to 
found a computer start-up in Oakland, California. 
In 1986, Microsoft acquired his software company, 
Dynamical Systems Research Inc., and Myhrvold rose 
up the ranks under Bill Gates. He resigned in 1999, and 
the following year, he founded Intellectual Ventures, 
a firm that now generates billions of dollars in reve-
nue from acquiring, licensing and selling technology 
patents. This income stream only bolsters Myhrvold’s 
already substantial personal wealth and affords him 
the opportunity to indulge all of his passions with 
unrivaled resources. An actual Tyrannosaurus rex 
skeleton dominates his living room at his home in 
the Seattle suburbs, a symbol of all the successful 
digs he’s funded. And he frequently publishes incon-

venient academic opinions in scientific journals; he 
recently challenged NASA on how it detects planet-
killer asteroids in space.

When  Modernist Bread  is released next spring, 
the five-volume, 2,300-plus-page compendium on 
grain science will reflect three years of field research 
Myhrvold undertook with the goal of upending the 
science of bread making and jump-starting an indus-
try that, he feels, rejects innovation in favor of a rigid 
devotion to tradition. “Just because you’re an artisan 
baker doesn’t mean you need to bake like every other 
artisan baker,” he says. “It’s OK to innovate, to make 
it yours. It’s a really basic concept but it’s so foreign 

to the world of bread.” Myhrvold’s 
research took him around the globe: 
He traversed an Arctic archipelago 
to reach Norway’s Svalbard Global 
Seed Vault, the doomsday bunker 
safeguarding the agricultural bio-
diversity essential to mankind’s 
survival; he toured the Louvre, 
documenting the forgotten breads 
depicted in Renaissance still lifes; 
he ventured down into the humid 
brick tombs under the Paris bou-
langerie Poilâne, where three 
generations have baked their signa-
ture pain de campagne since 1932.

According to Myhrvold, it’s 
stories like the origin of Poilâne’s 
wood-fired round loaf that pro-
mote the romanticized fallacies 
about bread baking that he 
hopes Modernist Bread will dispel, 
liberating the next generation of 
bakers to do as they please. Rather 
than emulate Poilâne’s seasoned 
practice of wood-fired bread bak-
ing, which Myhrvold finds both 
dated and, in lesser hands, unre-
liable, he would recommend that 
contemporary bakeries use exact-
ing gas ovens. 

Above all else, Myhrvold hopes  Modernist 
Bread  ends what he sees as the trivialization of real 
bursts of originality. The attempts of Sullivan Street 
Bakery’s Jim Lahey to bring no-knead bread into 
the mainstream, he argues, were diminished as an 
exercise best left to the amateur home baker, while 
the rustic-seeming loaves made by Tartine’s Chad 
Robertson get labeled as throwbacks to a simpler time, 
when, in actuality, the science behind Robertson’s 
high-hydration method is a profound achievement.

Indeed, despite Myhrvold’s international trav-
els, it’s close to home that he has found bakers who 
are learning from history so as not to repeat it. This 

past summer, he invited select collaborators drawn 
from the West Coast’s grain vanguard—including 
Avery Ruzicka, head baker and co-owner of Manresa 
Bread in Los Gatos, California; Portland restaurateur 
and cookbook author Ken Forkish; and Stephen S. 
Jones, director of the Bread Lab at Washington State 
University—to Intellectual Ventures Laboratory 
to preview his findings. After signing their oath of 
secrecy at the front door, then navigating past a 
Babbage Difference Engine and under a Tesla coil, 
they milled about Myhrvold’s lair, sampling the 
first crumbs of his still unfinished treatise. While 
the lab’s bakers prepared a bounty of goods from 
the book’s perfected recipes—a steely gray huitla-
coche miche studded with corn kernels, a crisp New 
York–style pizza clearly engineered more by equa-
tion than instinct, pillowy pork bao the size of dolls’ 
heads—Myhrvold held court outside the kitchen, 
where the open floor overlooks his other most sig-
nificant science project to date. Like the reactor, the 
techniques in Modernist Bread succeed in recycling 
materials and eliminating waste. Not only are there 
recipes for croutons and  kvass (a Russian peasant 
cider brewed from stale rye bread), but also the first 
practical method for salvaging overproofed dough.

At the end of the day, Myhrvold told the crowd 
that bakers like them are as essential to bread’s 
progress as yeast is to dough, and likewise any 
reader of his book can make as profound a contribu-
tion as the team in his laboratory. “Bread is a human 
invention—it doesn’t exist that way in nature,” he 
said, “and that transformation that goes from grain 
to bread is at least as profound as milk to cheese and 
grape to wine.” And they drank to that. •

STIRRING THINGS UP 
Left: A cross-section image of a mixer 
from Myhrvold’s forthcoming Modernist 
Bread: The Art and Science. Below: His 
encyclopedic Modernist Cuisine: The Art 
and Science of Cooking, published in 2011.

MAN OF THE FLOUR 
Above: Myhrvold with 
his researchers at 
Intellectual Ventures 
Laboratory in 
Bellevue, Washington. 
Left: Freshly baked 
panettones cool off in 
the kitchen.

“just because  
you’re an artisan 

baker doesn’t mean 
you need to bake  
like every other 
artisan baker.”
–nathan myhrvold
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Gigi Hadid casts a spell in a striking  
black gown. Alexander McQueen dress and 

Marley Glassroth bandanna.

BEWITCHED
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YOUTHFUL HAZE 
Wrap up in an oversize coat 
and a glamorous headdress. 
This spread: Balenciaga 
coat, Valentino tulle skirt, 
Valentino Garavani boots 
(worn throughout) and 
Marley Glassroth bandanna 
(worn throughout).

PHOTOGRAPHY BY INEZ & VINOODH   STYLING BY GEORGE CORTINA

Gigi Hadid embarks on a mystery tour in dark, dramatic looks  
that are enchanting in any place or time.

BLACK MAGIC



TURNING POINT  
Put a new spin on 

daytime dressing with a 
long gown. This spread: 

Hermès dress and  
Lisa Eisner bracelets.
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SPELLING TROUBLE  
A leopard-print cloak 
works better than  
any incantation. This 
spread: Dries Van Noten 
cape and dress.



GAM SQUAD 
Charm any audience 

in a dress with a 
dramatic cutout. 

This spread: Haider 
Ackermann dress.



HEX AND BALANCES  
Conjure up a new look  
from a classic silhouette. 
This spread: The Row dress.

97



ILLUSIONS OF GRANDEUR 
A sculptural dress is a  

proven showstopper. This 
spread: Azzedine Alaïa dress 

and Lisa Eisner bracelets. 



HOCUS-POCUS  
There’s something 
magnetic about an intricate 
skirt. This spread: Junya 
Watanabe Comme des 
Garçons shirt and skirt  
and Lisa Eisner bracelets.
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HABIT FORMING  
There’s nothing prim  

about dressing in elaborate 
leather. This spread:  

Marc Jacobs dress with  
belt. Model, Gigi Hadid at 
IMG Models; hair, Ward; 

makeup, Kabuki; manicure, 
Michelle Saunders. For 

details see Sources, page 139.



BY ALEXANDRA MARSHALL   PHOTOGRAPHY BY SALVA LÓPEZ

Christian Louboutin adds a sixth property—this time in Portugal—to his collection 
of homes and a fragrance line to his brand’s growing portfolio.

The Simple Life

105

DREAM HOUSE  
One of several structures 
on Christian Louboutin’s 
property in Melides, 
Portugal. Dubbed the 
boathouse, it is painted 
in the white-and-blue 
style typical of Portugal’s 
Alentejo region. 
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PLUNGE AHEAD  
This page: Louboutin 

shipped an Indian 
Mughal-style, 1900s-era 

kiosk from Udaipur  
to serve as a pool house 

for his 82-foot “water 
reservoir,” which 

features custom tilework 
based on a traditional 

18th-century Portuguese 
design. Opposite page: 

Louboutin with his ’70s 
Citroën Méhari, which 
he bought despite not 

having a driver’s license.  

C
HRISTIAN LOUBOUTIN, dressed in 
shorts, a faded navy T-shirt and a pair 
of well-worn yellow Havaianas, his 
straw fedora askew, is stretched out on 
an overstuffed banquette overlooking a 
rice paddy on Portugal’s Alentejo coast. 

The Paris-based shoe designer arrived here two weeks 
ago to sketch his next collection, something he does 
every season in seclusion. His compound of low-slung 
whitewashed bungalows is set off a dirt road outside 
of Melides, a beach village just south of the resort 
town of Comporta, which Louboutin used to frequent 
before it became a popular destination. “I received 
invitations to parties from people I didn’t even know,” 
he says with a laugh. “Like I’m going to go to a party at 
your place when we haven’t even met? The thing is, on 
holiday I really don’t like to do too much.” Why would 
he? The sun is shining, and the ocean is just visible 
over the low, green hilltops as Louboutin’s teenage 
godson sprawls like an overgrown puppy on a living 
room sofa upholstered in a psychedelic Josef Frank 
print. Louboutin’s curly-haired daughters, fraternal 
twins, now nearly 2 years old, toddle around happily. 

“I’ve never had business goals,” says Louboutin, 
53. “I don’t understand how people do that.” And yet 
here he is, with sales that have grown by double dig-
its every year for the past two decades; today there 
are about 400 points of sale worldwide, as well as 
131 stand-alone Christian Louboutin boutiques, with 
plans to add 12 next year. Celebrities can’t get enough 
of his shoes, with glossy red soles that are as loud as 
their often wildly embellished uppers. Jennifer Lopez 
was an early, devoted fan. So were Madonna, Beyoncé 
and Kate Moss. This fall, the designer—whose open-
ing salvo from Christian Louboutin Beauté was nail 
polish in 2013, followed by lipstick in 2014—ventures 
into the perfume market with three scents bearing 
the torrid names Trouble in Heaven, Tornade Blonde 
and Bikini Questa Sera. 

Louboutin has a confessed madness for acquiring 
property. He’s part owner of a château in the Vendée 
region of France that he shares with his longtime 
CEO, Bruno Chambelland. He also has a country 
house near Luxor in Egypt (along with a dahabeah 
to cruise the Nile), a place in Los Angeles, an apart-
ment in Lisbon and one in Paris, which is his primary 
home. This compound in Melides is his latest real 
estate project, though it started as a happy accident 
about six years ago while he was renting a house in 
Comporta. He was drawing when a deep paper cut—
occupational hazard—sent him to the local hospital 
for a few stitches. “On the way back I popped by the 
road here and I thought, That looks nice, let’s have a 
look.” He discovered a small cottage on the other side 
of a rice paddy, and as soon as it became available to 
buy, he acquired it and transformed it into an atelier. 
Three other whitewashed structures have since been 
built on the 148-acre plot. All share a similarly low-
slung, airy style and encompass guest rooms, his own 
bedroom, a kitchen and a living room. 

With the help of his former partner, celebrated 
landscape designer Louis Benech (Louboutin is 
currently single), the property’s landscaping was 
designed to be colorful but natural. Bougainvillea and 
trailing grapevines lead the way to the house from the 
road. By the main residence there is a vegetable patch, 

with tomatoes, zucchini, carrots, potatoes and herbs; 
fig, plum and pomegranate trees; and onion plants 
gone to flower, their tall stalks topped with tiny blos-
soms spread out into lacy parasols. Like most of his 
vacation homes, it also has a sizable space set aside to 
store the treasures he amasses on the road. This one 
is filled with glossy Mexican pottery, Senegalese rugs, 
benches designed by William Kent for Houghton Hall, 
children’s furniture and surfboards. “Yes, I surf—
badly,” he says. A shopping completist, Louboutin 
is known to buy multiples whenever possible. “Two 
weeks ago I went to see this monastery outside of 
Sofia, Bulgaria, and I found, in the middle of nowhere, 
a tent displaying pottery. It was beautiful, fully col-
ored inside. I started buying and thought, OK, maybe 
I will have to buy an extra suitcase. And then the guy 
I had traveled there to see said, ‘I know someone with 
a little truck who travels around Europe.’ I told him, 
‘You don’t even understand what you just said.’ I took 
the entire two tents’ worth. Having a store myself, it’s 
one of my missions to be the customer I would like: the 
person who is excited, happy and takes everything.” 

Despite all the finery, Louboutin is not precious, 
nor does he work with a decorator. His common areas 
are lived-in—the large desk in his atelier is flanked 
by baby furniture. In the living room, a taxidermied 
tiger given to him by a friend sits proudly by a vintage 
Brazilian coffee table next to needlepoint tapestries 
by Alexander Calder. If someone has any better ideas, 
Louboutin is open to them. “My trainer from Paris was 
spending his holiday nearby and came to have lunch. 
He looked at the living room chandelier and said, 
‘It doesn’t make sense to have it here; you’ll hit your 
head.’ ” And so it was moved several feet back, requir-
ing less-than-pristine housing for the wires. “Design 
by democracy might not always work,” Louboutin 
says, “but it’s important to listen.” 

A massive deck joins three of the structures, mak-
ing Louboutin’s bedroom easily accessible from the 
living room and kitchen. Social life at the compound 
revolves around this outdoor space, where a long table 
seats 10 on rush-wrapped chairs, midcentury designs 
attributed to T.H. Robsjohn-Gibbings. “You remember 
the Marilyn Monroe movie How to Marry a Millionaire? 
They have that table and those exact chairs in the 
kitchen,” says Louboutin. His cook reigns over the out-
door grill, preparing local fish such as whole dorade. 
Wide steps lead down the hill from the deck, creating 
bleachers whose sole purpose is to make it possible to 
observe the changing colors of nature. 

With the architect Tarek Shamma, who designed 
Louboutin’s Madrid and Luxembourg boutiques, he 
is also adding a fifth structure, called La Folly, a few 
hundred yards from the existing compound, on a 
separate plot of land nearer to the main road. In the 
steel-rod-and-cement-block phase now, it will become 
a 1,500-square-foot observation deck inspired by the 
stepwells of Jaipur, India. In the center of the struc-
ture will be a fire pit, with views visible through a 
series of small windows above. “What’s nice about 
this spot is it’s very close to the water,” says Shamma, 
“so all the rice fields become a lagoon in the winter. 
Christian didn’t want another house, but he didn’t 
want to miss this opportunity. He runs here every 
morning and walks in the afternoon, so he had the idea 
to do something where he could stop and just be.” 

“Design  
by Democracy 

might not 
always work, 

but it’s 
important to 

listen.”
–christian louboutin



T
O HEAR LOUBOUTIN speak about his 
life, it has been a series of picaresque 
adventures. Growing up in the 12th 
arrondissement of Paris the son of a 
cabinetmaker and a housewife, he was 
bright and capable but expelled from 

school after school. Other students called him le métis, 
or “mixed race,” which caused him to wonder if he was 
secretly adopted. (Three years ago he discovered he 
was the product of an affair his mother had with an 
Egyptian man.) Louboutin was allowed to come and 
go when he pleased, and before he was old enough to 
drive, he was living part time with an older man. His 
closest school friend, Eva Ionesco, now an actress and 
filmmaker, was the subject of a national scandal due 
to provocative photographs taken by her artist mother 
when she was a young girl. “Louis Malle’s poster for 
Pretty Baby was a copy of her photograph. They called 
her Baby Porno. She was so sweet that I had to protect 
her,” he says. (Ionesco, now married to the novel-
ist Simon Liberati, is lounging poolside, shaded by 
a pergola imported from Rajasthan.) With Ionesco, 
Louboutin became an adolescent fixture at the glamor-
ously dissolute nightclub Le Palace, which resembled 
New York’s Studio 54 in its high-low mix of socialites, 
punk urchins, famous designers and rock stars, and 
in the enthusiastic consumption of substances of all 
kinds. A nomad at heart, Louboutin would periodi-
cally run off to Egypt or India. “My favorite game as a 
kid was to play travel agent in my bedroom,” he says. 
“OK, so I’m traveling for three months. I want to start 
in the Middle East and then go to India. I’m going to 
take this plane, arriving at six o’clock. By the time I’m 
out of the airport, at nine o’clock, I’ll be in the hotel.” 
In his childhood fantasy he sent money ahead to each 
destination. Today he is accompanied everywhere by 
his butler. 

At 16, Louboutin got his first real job working back-
stage as a gofer at Paris’s Folies Bergère, where his 
notebooks full of the outrageous shoes he had been 
sketching since he was a schoolboy failed to find any 
takers. Looking at his dramatic designs today, with 
their crystal-studded stilettos, exposed-toe cleav-
age, vertiginously high heels and exotic motifs, it’s 
easy to trace their aesthetic roots back to that immer-
sion in the burlesque. Their spirit, too: Louboutin’s 
shoes have always been bold and sexy, mischievous 
and joyful, the optimistic product of someone who 
went looking for himself and liked what he found. 
With no formal training, Louboutin used those same 
sketches to help land a job as a design assistant at the 
French shoe company Charles Jourdan. He went on to 
freelance for shoe designer Maud Frizon and Chanel, 
but when a temporary job for his idol Roger Vivier 
ended, Louboutin believed he had experienced the 
best he ever would and decided to leave the business. 
He pursued his other passion, gardening, and started 
working as a landscaper. 

Then, one afternoon, when he was looking at a 
lamp he wanted to acquire from his friend, the dealer 
Eric Philippe, now a prominent purveyor of midcen-
tury design, Philippe pointed out an empty shop 
across the way in the arcade Galerie Véro-Dodat in 
the first arrondissement. “He said, ‘Why don’t you 
do your own shoes? You just take a store.’ ” Two days 
later, over dinner with his old friend Henri Seydoux 

LONG VIEW   
Louboutin designed  
the fire pit surrounded  
by grapevines, which  
he calls Carla’s Corner,  
in honor of his friend 
Carla Bruni-Sarkozy. 
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COAST ALONG  Above: Louboutin’s canoes. 
Right: On the deck, an installation of fossilized 
shells from Paris auction house Drouot hangs 
over midcentury chairs and a table attributed 
to T.H. Robsjohn-Gibbings.

ECLECTIC DREAMS  
Above: In the living room, 
a ’50s Brazilian coffee 
table mixes with a blue 
Josef Frank couch, green 
’60s chairs by Hermès, a 
taxidermied tiger given by 
a friend and a chandelier 
bought in Portugal. Right: 
The pool has custom tiles. 
Far right: In addition  
to the Méhari, Louboutin 
has a ’60s Land Rover  
for beach trips.

NATURAL FLAIR  Above: Louboutin’s 
collection of rocks and tree stumps from 
Tucson, Arizona. Right: He designed  
the wide steps and the wood deck, which 
is the social center of the compound. 

WILD AT HEART 
Left: One of two iron 
rhinoceroses that 
once served as décor 
for the 50th birthday 
party of Louboutin’s 
friend, the Turkish 
business mogul Ömer 
Koç, who shipped the 
pair to Louboutin  
as a surprise gift after 
the event. 

SHIPSHAPE  
A guest bedroom 
in the “boathouse” 
features a model ship 
and a vintage chair. 
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with pointed bottoms? Some are covered in scales, 
making them look like sea creatures topped with jew-
eled crowns. Instead of coming in classic boxes, they 
are nestled into cushioned jewelry-style cases. “We 
don’t make a huge margin,” Louboutin says. “So if we 
need to raise the price, we raise the price.” Sephora 
stocks both lip and nail lines—with products selling 
for $90 and $50, respectively. As of this month, 60 of 
Louboutin’s own boutiques will sell the perfume (for 
$275) and nail polish lines. 

Perfume, that great engine of profit, was the next 
logical step. Still, Mourot says this new perfume will 
be available in fewer than 200 points of sale world-
wide, because “we don’t want to lose control of our 
distribution.” To create the scent, they put out briefs 
to 30 perfumers, and Louboutin ultimately winnowed 
down the 120 samples (an unusually large number to 
choose from) to three. The results are as maximalist 
as everything else Louboutin has done. The hyper-
feminine scents explode out of colorful glass bottles 
designed by Thomas Heatherwick. 

“I thought the bottle should be designed by an 
architect,” Louboutin says. The late Oscar Niemeyer, 
whose drawings decorate Louboutin’s Melides bed-
room, was his first choice to design packaging for the 
lipsticks and the perfume. “I went to see him about the 
project, and he was so sweet. He was already 100 years 
old. ‘I’m completely busy,’ he said. ‘But I would love to 
do it if you can wait.’ I told him, ‘Of course I’ll wait,’ and 
then he died.” 

Heatherwick’s connection to the project was casual 
at first. The two chatted during a series of friendly 
encounters that began in London and continued dur-
ing social visits with mutual friends in Umbria, Italy, 
and appointments in New York whenever their travel 
plans overlapped. “I had never worked on designing 
a bottle, and didn’t expect to, and wasn’t even sure if 
I was interested at first, but I enjoyed bouncing ideas 
around with Christian,” Heatherwick says. “We were 
exploring everything: what color the liquid should be, 
if it should be a liquid at all, how you apply things to 
your body and the relationship of body and fragrance. 
Finally he asked if I’d consider designing the bottle.” 
The result resembles “a pastry where they put a slit 
in the middle and twist it inside out on itself,” says 
Heatherwick. “The idea evolved from making a simple 
rectilinear bottle and turning it inside out so it still 
has a square top and bottom—something that played 
with both geometry and softness.”

It’s no surprise that Louboutin’s scents are big. 
“I’m a believer in the strength of people in general,” 
he says, “and beauty is a way for women to decide how 
they want to express themselves.” Unlike some design-
ers, who have an official house muse on the payroll, 
Louboutin has an ad hoc arrangement with a group of 
women who help inspire him. He counts among them 
Ionesco and Elisa Sednaoui, his goddaughter, who 
poses in the marketing visuals for the perfume, as well 
as fashion fixture Farida Khelfa and Léa Seydoux, who 
is a daughter of his co-founder. “It’s not about their 
looks,” Louboutin says, as Ionesco emerges from the 
pool in a picture hat and a one-piece black bandeau, 
her dark-gray eye shadow smudged languorously. “It’s 
definitely about their attitude. People who are around 
me, that I know, are survivors. They’re in charge of 
their own destiny, of themselves.” •

and Chambelland, then his romantic partner, 
Louboutin brought up the idea, and Chambelland 
jumped on it, helping to fund it with Seydoux. The 
timing might have seemed fraught—it was 1992, 
and the global mood was bleak—but Louboutin was 
unfazed. “Most people would say it was crazy to start 
a business then,” he says, “but I don’t think there is a 
correct moment anyway.” 

Chambelland, who ran the business side, knew to 
keep the worst details away from Louboutin, espe-
cially during the first few years, when “the money 
was bleeding,” he says. Luckily, American shoppers 
soon took interest after a fashion journalist spot-
ted Princess Caroline of Monaco at the store. Soon, 
Chambelland and Louboutin could open wholesale 
accounts overseas as well as more of their own stores, 
expanding to New York, Los Angeles, London, Moscow 
and Hong Kong. Louboutin didn’t advertise then and 
still doesn’t. In the immediate aftermath of 9/11 and 
the subsequent cratering of the U.S. luxury market, it 
was his geographic diversity—Asia and Europe were 
strong markets even if America wasn’t—and the ris-
ing importance of celebrities that helped him stay 
afloat. Those red soles were always so easy to spot in 
paparazzi pictures: Cameron Diaz, Oprah Winfrey and 
Rihanna brought attention to the brand just by being 
seen in Louboutin’s wares. 

By 2007, the company’s growth was starting to out-
pace Louboutin’s bandwidth, forcing him to make too 
many business decisions. “I started to become nervous 
and irritable. I had changed—I couldn’t concentrate 
anymore.” Knowing they needed help, Chambelland 
and Louboutin found Alexis Mourot, who had worked 
for Marc Jacobs. After an almost four-hour interview, 
Mourot came on as chief operating officer and general 
manager, and the business has grown 14-fold since. 
Says Mourot, “It’s about, Christian has a feeling or an 
idea, and how do we work to make sure it’s well-man-
aged operationally?” 

With Mourot onboard, strategic expansion became 
possible, though Louboutin continues to work on 
instinct. He launched handbags in 2003. Men’s shoes, 
launched in 2010, came about only because Louboutin’s 
friend, the singer Mika, wanted him to make him some-
thing he could wear on tour. Today they account for 22 
percent of sales. Nail polish came next, mostly because 
Louboutin wanted something to complement open-toe 
models in his marketing lookbooks. But it also made 
sense, given that Louboutin’s famous red sole was first 
created, in 1993, by painting the bottom of a shoe with 
red nail polish. In 2012, Louboutin formed a joint ven-
ture with the private-label company Batallure Beauty. 
Today there are 31 colors of nail polish, ranging from 
sea-foam green to dark gray to, of course, Louboutin 
Rouge, and 45 hues of lipsticks. 

Over the years, companies have come to him propos-
ing licenses, including for eyewear and fashion lines; 
he has refused them all. “Legitimacy is a big thing for 
me,” he says, “and I want to work on the product. My 
goal is to do something I’m proud of. As long as you 
drive something to the end and do it your way, you’ll 
always be proud. If it’s successful, even better.” Take, 
for example, his packaging for his cosmetics: If the 
efficient packing of shipping crates makes a difference 
to the bottom line, then what to do with the oversize 
spikes on Louboutin’s nail polishes, and lipstick tubes 

FINE LINES 
Left: An open roof is 
intended for a jade vine 
planting inspired by 
Brazilian landscape 
designer Roberto Burle 
Marx. Opposite page: 
An outdoor shower off 
of Louboutin’s bedroom 
overlooks the rice paddies. 

“as long as 
you Drive 
something to 
the enD anD 
Do it your way, 
you’ll always 
be prouD.”

—louboutin



harmed by something they’d put on the internet.”
That was the initial selling point of Snapchat: 

the means to send messages—especially photos—
that would self-delete after just a few seconds in 
the recipient’s hands. No more ill-advised keg-stand 
shots coming back to haunt you at a job interview. No 
drunk, half-nude selfies making your life hell when 
you later decide to run for district attorney. Teenage, 
young adult or even Wall Street shenanigans would 
evaporate before they could incriminate.

Jamie Lynton was so enamored with the notion of 
vanishing content that she tracked Spiegel down and 
asked if she could meet him. Spiegel had co-founded 

Snapchat in 2011 while still at Stanford. By now he 
had dropped out and was working on the app full 
time with a tiny team based in his father’s house in 
Los Angeles. He made it over to the Lyntons’ home in 
Brentwood within the hour. “I was stunned at how 
impressive he was in the room as he talked to Jamie,” 
says Michael Lynton. “You got the sense he had a 
commercial instinct. But he was also so articulate 
about the philosophy of what he was trying to do.”

The Lyntons, among his initial investors, gave 
Spiegel bridge financing. Shortly thereafter he 
received major venture capital valuing the company 
at tens of millions of dollars, and as he assembled 
a corporate board, he put Michael Lynton on it. By 
late 2013, with Lynton’s advisement, Spiegel was 
spurning an offer from Facebook to buy Snapchat for 
$3 billion in cash (possibly more, depending on whom 
you ask) . The infamous November 2014 Sony hack 
uncovered a slew of Snapchat information embedded 
in Lynton’s email. (“The benefit of having online stuff 
disappear is something I can probably speak to,” says 
Lynton, laughing, “with the greatest conviction of 
anybody.”) Among the juiciest tidbits was a private 
comment Lynton emailed to a friend regarding the 
Facebook offer. “If you knew the real number,” Lynton 
wrote, “you would book us all a suite at Bellevue.”

For Spiegel, then 23 years old, deflecting 
Facebook’s avalanche of money was an astonish-
ing gamble. The hunt for revenue was, and remains, 

I
N AN UNMARKED BUILDING on a quiet side 
street just off the beach in Venice, California, 
26-year-old Snapchat CEO Evan Spiegel stands 
in a small conference room. He’s draped a 
towel over a mysterious object sitting on a 
table. He is eager to the point of jitters.

  “You wanna see it?” he asks, grinning widely. 
There’s drama in this reveal: I’m about to join an 
exceedingly small circle of people whom Spiegel has 
shown the object to. As he lifts the towel, he breaks 
into a delighted laugh. “Boom!”

What initially appears to be a normal pair of sun-
glasses turns out to be Spectacles, the first hardware 
product from Snap Inc., as the firm has been newly 
christened (Spiegel is refreshing the company name 
because its offerings now go beyond the Snapchat 
app). When you slip Spectacles on and tap a button 
near the hinge, it records up to 10 seconds of video 
from your first-person vantage. Each new tap records 
another clip.

Why use a pair of video sunglasses—available 
this fall, by the way, one-size-fits-all in black, teal or 
coral—instead of holding up your smartphone like 
everyone else? Because, Spiegel says, the images that 
result are fundamentally different. Spectacles’ cam-
era uses a 115-degree-angle lens, wider than a typical 
smartphone’s and much closer to the eyes’ natural 
field of view. The video it records is circular, more like 
human vision. (Spiegel argues that rectangles are an 
unnecessary vestige of printing photos on sheets 
of paper.) As you record, your hands are free to pet 
dogs, hug babies or flail around at a concert. You can 
reach your arms out to people you’re filming, instead 
of holding your phone up, as Spiegel describes it, 
“like a wall in front of your face.”  

He remembers testing a prototype in early 2015 
while hiking with his fiancée, supermodel Miranda 
Kerr. “It was our first vacation, and we went to Big 
Sur for a day or two. We were walking through the 
woods, stepping over logs, looking up at the beautiful 
trees. And when I got the footage back and watched it, 
I could see my own memory, through my own eyes—
it was unbelievable. It’s one thing to see images of an 
experience you had, but it’s another thing to have an 
experience of the experience. It was the closest I’d ever 
come to feeling like I was there again.”

  
WHEN YOU ASK PEOPLE in the tech industry about 
Spiegel, and how it is that by age 26 he’s built a com-
pany with more than 1,000 employees and offices on 
three continents, one thing they often cite is Spiegel’s 
aptitude for product design. It’s what he studied at 
Stanford, before dropping out just shy of gradua-
tion to focus on Snapchat. It’s what makes his app so 
addictive that it now reaches more than 150 million 
daily users—nearly 15 million more than Twitter. 
It’s what attracts star talent like Imran Khan, whom 
Spiegel lured from Credit Suisse in 2014. “The reason 
I joined here was Evan,” says Khan, now chief strat-
egy officer of Snap Inc., “because it was evident that 
he was the best product visionary I’d met in my entire 
life. And with technology companies, if you don’t 
have good product, you die.”

The glasses are the culmination of a years-
long development process described by Spiegel as 
“Measure a thousand times, cut once.” They have 

thrust his company, suddenly, into the teeming retail 
gadget marketplace. And they risk provoking, as any-
one who recalls the saga of Google Glass knows, a fair 
amount of ridicule the moment they begin to appear 
on the pimpled faces of America’s teens.

For the moment, Spectacles appears to be a bit of a 
lark. At a price of $129.99 and with limited distribu-
tion, it won’t be relied upon for significant immediate 
revenue. Spiegel refers to it as a toy, to be worn for 
kicks at a barbecue or an outdoor concert—Spectacles 
video syncs wirelessly to a smartphone, mak-
ing it easily shareable. “We’re going to take a slow 
approach to rolling them out,” says Spiegel. “It’s 

about us figuring out if it fits into people’s lives and 
seeing how they like it.”

Why make this product, with its attendant risks, 
and why now?  “Because it’s fun,”   he says with 
another laugh. This looseness, this sense of confident 
experimentation, seems to encapsulate one aspect of 
Snapchat’s startling success.

Then there’s another side: Spiegel’s eye on what’s 
coming down the pike. Spectacles will allow Snap 
Inc. to at last control a physical camera, instead of 
making the app a slave to your smartphone’s built-in 
lens. He hints that there could be far-reaching impli-
cations if Snapchat can seize the means of image 
production. It’s not mere fun, it turns out. There are 
commerce gears clicking beneath the frivolous exte-
rior of these glasses.

M
ICHAEL LYNTON, the 56-year-
old CEO of Sony Entertainment, 
remembers the first time he saw 
Snapchat. It was a few years ago, 
before Spiegel had done any seri-
ous fundraising. Lynton’s two 

older daughters were already using the app, and 
his youngest was trying to download it, so Lynton’s 
wife, Jamie, became curious. “When she realized 
what it was, she said, ‘This is fantastic,’ ” Lynton 
remembers. “Because there’d been a number of kids 
at my children’s school whose reputations were 
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This fall, Snapchat is launching its first hardware product, 
Spectacles, and changing its company name. But are  
these video-sharing sunglasses merely a toy—or an opening 
gambit for CEO Evan Spiegel’s next move?

SNAP HAPPY

VISION PLAN
Spiegel, CEO of the 

newly christened 
Snap Inc., wearing 

Spectacles. “We’re 
going to take a slow 
approach to rolling 
them out,” he says 

of the device, which 
records up to 10 

seconds of video at 
the tap of a button. 



here. “I figured out what I want to do with you today,” 
he says, leading me from the conference room out to 
the sidewalk. “There’s something I want to show you.”

As we stroll the sun-splashed streets, I barrage 
him with personal questions. Spiegel grew up in 
Pacific Palisades with two younger sisters and two 
attorney parents (his mother chose to stay home 
after Spiegel was born). He attended the private 
Crossroads School for Arts and Sciences—known for 
attracting the children of Southern California’s rich 
and famous—before he left for Stanford. He tells me 
he’s still tight with his high school friends. He says 
his favorite book is Milan Kundera’s The Unbearable 
Lightness of Being  and that he once wrote a school 
paper in which he linked the novel with the Czech-
French photographer Josef Koudelka’s series of 
snapshots from 1968 Prague. He frequently asks for 
informational meetings with people from non-tech 

industries, ranging from fashion designers to risk 
analysts to politicians, and gets them. He says it’s his 
favorite perk of being a famous CEO.  

But it’s clear that Spiegel is intensely uncomfort-
able when it comes to talking about himself. When 
I express sympathy, he confesses, with a wan smile, 
“This is like talking to a therapist with the ability to 
humiliate you.” 

Public  perceptions of Spiegel have been shaped 
by a few unsavory incidents from his college years. 
There were leaks of vulgar emails he sent to frat 
buddies back at Stanford, which he now calls “abso-
lutely mortifying.” He also waged a nasty legal 
battle with a Stanford fraternity brother over early 
Snapchat ownership claims—which he is now legally 
constrained from discussing. Spiegel’s general reluc-
tance to do much press has resulted in a lack of rosy 
counternarratives.

uncertain. A huge number of daily users does not 
guarantee success—just ask Twitter. And there are 
risks inherent in any service dependent on the good-
will of fickle young internet users. “Look at the fate 
Vine has suffered,” says Richard Greenfield, a media 
and tech analyst at the trading firm BTIG. The video-
looping service “was all the rage, but it now appears 
to be in real pain. I think they were out-innovated. 
In the mobile world, you’re only as good as the next 
competitor coming along.”  

So far, though, time and subsequent investors 
have proven Spiegel wise. Recent reports peg Snap 
Inc.’s value anywhere from $16 billion to $22 billion. 

 
WHAT FACEBOOK ENVIED in 2013, and what tech 
observers still marvel at, is the extent to which 
young Americans are entranced by Snapchat. As it 
turned out, users weren’t focused solely on sending 
risqué content without consequences. (That feature 
had always been a tad overhyped. Anyone with quick 
screenshot reflexes, or a second camera, can grab a 
friend’s embarrassing image before it disappears into 
the ether.) Instead, what young people came to adore 
about Snapchat’s disappearing photos is how they 
make social media a far more casual experience.

This wasn’t like Facebook, where you can build 
a lasting monument to yourself with curated photo 
albums from spring break and graduation. Nor was 
it Instagram, where you post flattering selfies and 
then wait to see how many “likes” they accrue. On 
Snapchat, photos and videos quickly expire. With no 
way for users to “fave” or “share” them, Snaps never 
go viral. There’s less pressure to be perfect.

Celebrities have jumped onto Snapchat in part 
because they face no rude feedback there, the way 
they might on other platforms. “On Snapchat you can 
be so open and share whatever you want,” says Kim 
Kardashian via email. “There’s something so freeing 
about not feeling judged, shamed or bullied by not 

and who you are right now. Internet-connected pho-
tography is really a reinvention of the camera. And 
what it does is allow you to share your experience of 
the world while also seeing everyone else’s experi-
ence of the world, everywhere, all the time.”

  

S
NAPCHAT’S NUMBERS keep growing. 
More than 60 percent of 13-to-34-year-
old smartphone users are now on the 
app. Snapchatters send more than one 
billion Snaps a day and watch more than 
10 billion videos. Among the younger 

generation, Snapchat has essentially become what 
television was for baby boomers. Consider a stat 
that Snapchat employs to woo advertisers: On any 
given day, the app reaches 41 percent of all 18-to-
34-year-olds in the United States, while an average 
TV network in the top-15 for the same demographic 
reaches six percent. 

Wherever eyeballs (and particularly young eye-
balls) go, ad dollars follow. This is the crux of a brutal 

battle in the tech sphere right 
now. Platforms like Facebook, 
Instagram and Snapchat are 
all fighting for their slice of the 
time people spend looking at 
video on phones. Why? Because 
marketers will pay good money 
to insert mobile video ads inside 
that content.

Facebook remains the behe-
moth, powered in large part by 
the fact that it warehouses so 

many people’s digital identities. Its core pitch is that 
its wealth of user information allows advertisers to 
micro-target. If you want to sell diapers to a subur-
ban, Spanish-speaking woman who holds a college 
degree and recently gave birth, Facebook can help 
you find her—and serve her customized ads (though 
Procter & Gamble, the largest advertiser in the world, 
recently moved away from targeting consumers 
quite so precisely, with a spokesperson confessing 
that some P&G ads “went too narrow”).

Snapchat can’t offer those micro-targeting capa-
bilities. It tends to know more general things about 
you—such as your age, your gender, your location 
and whether your phone is iOS or Android. It coun-
teracts this by functioning, from an advertiser’s 
perspective, more like television.

An advertiser who buys on Snapchat can be 
assured it will reach a very wide swath of American 
youth, just as it once did by running ads on MTV. 
“You’re reaching a certain demographic, broadly, at a 
place where they spend a lot of time and come back to 
throughout the day,” says Ben Thompson, who writes 
about the technology industry at Stratechery.com. “I 
see Snapchat as a natural recipient of TV ad dollars 
as those dollars move online.”  

When you watch videos on Snapchat—whether 
Stories from a friend or a celebrity such as Kardashian, 
or professional content on Snapchat’s Discover chan-
nels from media outlets like  BuzzFeed  or The  Wall 
Street Journal—the app will autoplay clips one after 
another and slip ads in between. These ads can be 
full-screen video with sound, creating an effect very 
much like a TV commercial interrupting a sitcom. 

The Snapchat Stories feature has been so attractive 
to both users and marketers that Instagram (which 
is owned by Facebook) was driven to imitate  it this 
summer with Instagram Stories—not even bothering 
to change the name.

Neither Spiegel nor Instagram CEO Kevin Systrom 
would comment on Stories for this article. But it’s not 
the first time Snapchat has faced replication efforts 
from Mark Zuckerberg’s empire. In 2012, Facebook 
created an app called Poke that essentially attempted 
to clone Snapchat. Facebook’s failure with Poke no 
doubt helped spur the 2013 buyout offer that Spiegel 
rebuffed. Facebook then tried and failed again to imi-
tate Snapchat with a 2014 app called Slingshot. At 
this point, Thompson views Instagram’s copycatting 
as a “defensive move” by Facebook.

“Facebook is trying to put Snapchat in a box of dom-
inating U.S. teens and young adults,” says Thompson. 
“They’re trying to limit Snapchat from expanding. 
But they have admitted they won’t get those users 
back. They’re not trying to take Snapchat’s users 
away; they’re just trying to prevent new people from 
trying Snapchat in the first place.” (Facebook declined 
to comment for this article.) 

Thompson feels Snapchat has passed a threshold of 
user adoption that makes it unlikely to be abandoned 
en masse. BTIG’s Greenfield even envisions it finding 
growth in older users. After all, Facebook started on 
college campuses but now grandmothers check it daily.

Snapchat won’t comment on its revenue figures. An 
internal document reported on by TechCrunch sug-
gests that the company took in a paltry $59 million in 
2015. But Snapchat has begun to ramp up its overtures 
to advertisers, attempting to offer better feedback 
metrics and slightly more advanced targeting options 
(like knowing whether a user tended to watch news-
based content on Snapchat’s Discover channels or 
preferred lifestyle content), and the document in the 
TechCrunch report held that Snapchat estimates 2016 
revenues between $250 million and $350 million. In 
2017, it aims to  bring in $500 million to $1 billion.   

Ambitions like that will depend in part on 
Snapchat’s continuing ability to generate new ad for-
mats that marketers love. For instance, Lenses are 
special effects you can add to your Snapchat selfie, 
turning your face into a dog with a wagging tongue 
or making it peek through a hole in a piece of toast. 
Sponsored versions of Lenses allow you to transform 
yourself into a taco (with a Taco Bell logo in the corner 
of the screen) or animate a bucket of Gatorade being 
dumped over your head. Even luxury retailers like 
Burberry, Michael Kors and Tiffany & Co. have gotten 
into the sponsored Lenses game. What makes the for-
mat especially attractive is that users are choosing 
to include these ads in their Snaps. And on average, 
they’ll spend 20 seconds playing around with a spon-
sored Lens before sending the Snap—similar to the 
length of a TV commercial, yet radically different 
in terms of how the consumer is engaging with the 
brand. Facebook, in another acknowledgement of 
Snapchat envy, has recently experimented with its 
own version of this feature.

SPIEGEL MADE A DELIBERATE CHOICE to base Snapchat 
in Venice instead of the bland suburbs of Silicon 
Valley. A far more vibrant culture surrounds him 

having any comments or likes. You’re free to be you!”
Most Snaps between pals are tossed-off, jaunty 

communiqués.  This is the dumb outfit I’m wearing 
right now. Here’s a funny dog I’m looking at. Check 
out the goofy thing I’m up to this very second. Snaps 
aren’t meant to stand the test of time, or even be 
viewed again tomorrow. Your Snapchat Story is a reel 
of photos and videos taken in the past 24 hours, melt-
ing away to be replaced by whatever happens next. 
(When Snapchat recently introduced Memories, 
a feature that lets you add older, saved photos to 
today’s Story, there was mild uproar that the fea-
ture had upended one of the app’s central covenants. 
Spiegel sees it as simply giving users more creative 
tools to express how they’re feeling.)

Even the interface is relaxed. There’s no instruc-
tion manual on the app, and finding people isn’t always 
intuitive—users are expected to fumble around and 
figure things out. “We make it easy to play with,” says 
Spiegel. “You can’t break anything on Snapchat.”

For some older users not as adept at navigating 
new software, the lack of guid-
ance can be confusing. “I used 
to think Snapchat was like those 
high-pitched whistle sounds that 
only teenagers can hear,” says 
Stewart Butterfield, 43-year-old 
CEO of the corporate messaging 
platform Slack. “It was a pretty 
hard thing for me to grasp at the 
very beginning. I come from a 
generation where a one-mega-
byte hard drive was incredibly 
expensive, and digital information seemed so pre-
cious because you had to make tough choices about 
what to keep or delete. So the idea that this photo is 
not going to be saved somewhere forever took a while 
to wrap my head around. But then I realized, it’s just 
like a conversation. You have the memory of it, but 

you don’t have a perfect recording. And 
that makes it much more spontaneous 
and free.”

That concept—ephemeral conversa-
tions conducted through images—is 
the prime mover driving Snapchat’s 
popularity. “People wonder why their 
daughter is taking 10,000 photos a 
day,” says Spiegel. “What they don’t 
realize is that she isn’t preserving 
images. She’s talking.”

Snapchat makes it easy to annotate 
photos and videos by adding text, a 
quick finger drawing or a variety of pre-
designed embellishments, all of which 
encourage creativity. I send you a pic 
of me frowning next to my car with the 
words “parking ticket” scrawled above 
my head and a Snapchat-provided 
“Manhattan” chyron at the bottom 
of the screen. You send me a video of 
you fake crying with “sorry” typed 
beneath and a sad-face emoji hovering 
over your shoulder.

“It’s not about an accumulation of 
photos defining who you are,” says 
Spiegel. “It’s about instant expression 
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“Internet-
connected 

photography 
Is really a 

reInventIon of 
the camera.”

–evan spIegel

ON THE BEACH 
Top: Snapchat’s original 

Venice, California, 
headquarters; the 

company moved to a 
bigger space nearby 

three years ago. Right: 
Spiegel and Miranda 

Kerr attending a state 
dinner at the White 

House earlier this year. 
The couple has since 

become engaged. F
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(Continued on page 138)



PHOTOGRAPHY BY CHRISTIAN MACDONALD
STYLING BY VÉRONIQUE DIDRY

From Marrakech to Essaouira, the Moroccan 
landscape makes a cinematic setting for elegance 

that can travel anywhere.

SPIRITED
AWAY

SEA AHEAD 
Elevate utilitarian style 
with exaggerated details. 
Stella McCartney coat, 
Isabel Marant shirt (worn 
underneath), hooded 
djellaba from local market, 
Proenza Schouler pants 
and shoes from local 
market (worn throughout). 
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ESCAPE ARTIST  
Get outfitted for  

great discoveries in 
knits and plaids. Prada 

coat, Gentle Monster 
sunglasses and scarf from 

local market. Opposite: 
Bottega Veneta jacket, 

Dries Van Noten sweater, 
Lemaire shirtdress, 

Proenza Schouler pants 
and stylist’s own shoes.



PICTURE PERFECT 
Make lasting memories 
with impeccable style. 
Michael Kors Collection 
shirt, The Row coat 
(around waist) and 
model’s own vintage 
Levi’s jeans and ring 
(worn throughout). 
Opposite: Ralph Lauren 
Collection jacket 
and pants, Lemaire 
shirtdress and stylist’s 
own hat and shoes.
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DESERT COURSE  
Neutrals can have  

natural glamour.  
Valentino dress.
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DON’T LOOK BACK 
Explore ensembles that 
are tailored yet relaxed. 
Gucci blouse and pants. 
Opposite: Chanel trench 
coat, Theory shirt, 
Lemaire pants and scarf 
from local market. 



THINK LOCAL  
Make new friends 
on every corner with 
dramatic pieces. Dior 
coat and jacket (worn 
underneath), hooded 
djellaba from local 
market and model’s 
own vintage Levi’s 
jeans. Opposite: Loewe 
dress and scarf from 
local market. Model, 
Guinevere Van Seenus  
at The Lions; hair, 
Yannick D’Is; makeup, 
Karim Rahman. For 
details see Sources,  
page 139. 



BY WILLIAM VAN METER
PHOTOGRAPHY BY DAVID BAILEY
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FAMILY TIES 
This page: Ronnie Wood with his twin daughters, Gracie Jane and Alice Rose. Stella McCartney jacket, organic T-shirt and 

antique silver chain necklace and his own necklace with pendant. Right: Stella McCartney in a sweater of her own design. 

Fifteen years after she founded her women’s fashion line, Stella McCartney  
is delving into menswear with a collection that nods to British musical history.   

Here, a few of her friends try on the new line for size.

Stella’s New Stitch
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S
TELLA McCARTNEY is sitting in a Notting 
Hill hotel pouring tea from a silver teapot 
into a porcelain cup. Behind sits a fam-
ily decked out in all-white Gatsby-esque 
tennis attire for dinner. “I like this ten-
nis family, by the way,” she says. “It’s all 

about tennis this season. Such a look. Sweater on the 
shoulder—very Bill Murray, Chevy Chase. You might 
see that in my next collection.”

It is early on a muggy July evening, and the sun is 
still out. We are near McCartney’s London design stu-
dio, but she didn’t come from the office. “I worked as a 
mum today. It was ballet watching and sports day for 
two kids,” says McCartney, 45. “How uninteresting is 
that on a scale of 1 to 10?” She is strawberry blonde and 
tan and wearing her own designs—“I only wear my 
own stuff,” she says—including tight jeans and an off-
the-shoulder ruffle top with cropped sleeves that end 
in the crisp, buttoned cuffs of a men’s shirt. The blouse 
encapsulates her aesthetic: It is more cheeky than 
sexy, heavy on the English eccentricity and feminine 
with an underlying flourish of men’s tailoring. 

Her self-named fashion line turns 15 this year, 
meaning it’s her oldest baby. With her husband of 
13 years, Alasdhair Willis, the creative director for 
British outerwear brand Hunter, she has four children 
(Miller is 11, Bailey 9, Beckett 8 and Reilly 6). The fam-
ily splits its time between London and a country pile 
in Wiltshire, two hours west of the city. “I don’t thrive 
on being insanely busy,” McCartney says. “But it does 
come with the territory at the moment, so I’m finding 
my way through it.”

Next month, she unveils her first full ready-to-wear 
men’s line, complete with accessories like bags, shoes, 
hats and sunglasses. Menswear is the latest category 
in a robust catalog for the brand, which was founded 
in 2001 in a joint venture with fashion conglomerate 
Kering. Besides womenswear, it includes lingerie, 
eyewear, a children’s line and athletic apparel with 
Adidas. Earlier this year, McCartney introduced 
swimwear and her latest fragrance, Pop. Her wom-
enswear is sold in 77 countries at 852 locations, and 
this month she opens her 48th store, on Paris’s rue 
Saint-Honoré. 

“I didn’t start out and go, ‘I’m going to do this, 
this, this and this,’ ” she says. “It all happened quite 
naturally, but I think I’m quite—I hate the word—but 
I’m quite lifestyle-y. I like to fill up the house. I see a 
drawer unfilled, I go, ‘I can fill that drawer.’ ”

McCartney has had a taste for men’s styling since 
she was young, thanks in part to her parents, Paul 
and Linda McCartney. “I was obsessed with tailoring 
because I had grown up with my dad’s Beatles suits 
and wardrobe. And my mum had men’s suits made for 
her by Tommy Nutter,” she says, referring to the ’60s 
Savile Row tailor. “It was that era of rock ’n’ roll. That’s 
what I was looking at and in love with growing up.” 

With this new collection, McCartney delivers a 
casual, sexy romp through the chronology of British 
music subcultures. “It’s very much a journey through 
inspirations that have been in my life and a nod to 
Britain,” she says. There are Teddy Boy suits, PVC-
style punk pants, massive Baja-style striped sweaters 
like those worn by the Stone Roses and rave-worthy 
oversize trousers and hooded shirts. There are 
also multiple references to Britpop (which in itself 

referenced many U.K. genres before it), such as soccer 
hooligan–style scarves, tracksuits and bucket hats. 

Some of the designs reveal personal homages to her 
father. Light-blue collarless cotton tunics, for exam-
ple, were inspired by a vintage photograph McCartney 
found of her father and clearly invoke the Beatles’ 
Maharishi period. “My dad had a tailored shirt on, and 
he had this hippie shirt over the top,” McCartney says. 
“That’s such a great approach—that idea of struc-
tured, quite masculine and classic, then softening it 
with transcendental meditation and music.

“Everything I do is quite opposing,” she adds. 
“When you look at my collections, there’s always 
something quite delicate and feminine, and there’s 
always something quite hard and sporty or urban.” 

Menswear, as she envisions it, is an antidote to the 
lace-swathed androgynes currently dominating the 
European runways. “Oddly, there are very few women 
designing for men,” McCartney says. “The shaggable 
side of it came up a lot when we were working on it. It 
was important for us that it should be.”

M 
cCARTNEY’S MENSWEAR journey 
began when she was a student in 
the ’90s at Central Saint Martins, 
London’s preeminent fashion 
school. Her aesthetic at the time 
was more put-together glam than 

the grungy anti-fashion that was then in vogue—
famously, her 1995 grad show featured supermodel 
pals Kate Moss and Naomi Campbell in lace-trimmed 
minidresses and pinup-style skirt suits. “The more 
weird, unconventional and out of the box you could 
be creatively, the better you were in this school,” she 
says. “But I wasn’t challenging myself technically. 
I felt that I had to learn the skills of pattern cutting 
and tailoring.” 

At the end of a school day she’d go to Savile Row, the 
epicenter of bespoke suiting, and apprentice for mas-
ter tailor Edward Sexton. (She met him through her 
father, who was a client and had sported a custom suit 
cut by Sexton on the 1969 Abbey Road album cover.) 
“I’d go into the basement,” she says. “We’d be smoking 
fags, drinking beer. I may as well have been on a build-
ing site with the best bricklayers in the world, because 
it was just guys doing a trade, taking three years to 
learn how to set a sleeve. I am still fascinated.”

Suiting was an early and ongoing component of 
her designs, whether the sharply tailored blazers 
that were a hallmark of her time at Parisian fashion 
house Chloé when she was creative director from 1997 
to 2001 or the relaxed zoot suit–inspired pieces that 
have often come down the Stella McCartney runway. 
“When I started doing fashion, one of the first suits I 
made was a seersucker,” McCartney says. “My [mater-
nal] grandfather was from America, used to buy all 
of his suits from Brooks Brothers. My American side, 
that more preppy side, is a real contrast to the more 
kind of rock, streety, urban thing.”

McCartney has made custom men’s pieces for some 
of rock’s elite—David Bowie (a suit), Morrissey (shoes) 
and the Rolling Stones’ Ronnie Wood. “I saw her in a 
wonderful overcoat once, gray with pinstripes, and 
I said, ‘Oh, I love that,’ ” Wood recalls. “She said, ‘Oh, 
this is my personal overcoat. I’ll make you one.’ Like a 
year later, I’d forgot all about it, I saw her and she went, 

‘Look, I’ve got a present for you,’ and it was perfect. 
She said, ‘I made one for you and one for my dad.’ I’ve 
never forgotten that.”

For her own brand, “We started talking about 
men’s like six years ago,” says McCartney. “I don’t get 
nervous that much, but I’m a little nervous talking 
about a brand-new category. It’s a big deal. It’s almost 
like we’re launching a brand within the brand.” At 
present, nine staffers (five in design and four in devel-
opment), including some members who came from her 
womenswear team, are dedicated solely to men’s. 

The brand’s CEO, Frederick Lukoff, who has been at 
the company since 2009, thinks that the crossover to 
men’s is a natural progression. “There’s always been 
a masculine side to what she did in women’s,” he says. 
“We think the values that we have in women’s and 
what Stella stands for translate well into men’s. We’ve 
always tried to be a very inclusive brand and appeal 
to women of all ages, sizes. We have the same ambi-
tion for men.” The prices are analogous, with jersey 
T-shirts starting at $245 and denim at $370, and out-
erwear topping out at $2,155. “The Stella woman and 
Stella man are friends,” McCartney says.  

Saks Fifth Avenue’s menswear fashion director, 
Eric Jennings, thinks the brand will be able to suc-
cessfully cross the gender divide. “As a lifestyle brand, 
it makes sense to include men’s in that lifestyle,” he 
says. “When we launched Jimmy Choo shoes for men, 
I wasn’t sure if it was going to catch on as quickly as 
it did. I think the same is true for Stella McCartney. 
Menswear is the place to be right now—it’s an impor-
tant and growing part of our business.” The line will 
also be carried globally in Stella McCartney stores as 
well as in Milan’s 10 Corso Como, Le Bon Marché in 
Paris and, in America, at boutiques including L.A.’s 
Just One Eye and New York’s Jeffrey.  

There will not, however, be a show during the 
London men’s fashion week. Instead, the new men’s 
line will be incorporated into the women’s resort pre-
sentation in London on November 10 and available 
to purchase the following month. “We felt it made 
sense,” says Lukoff. “For men it’s particularly relevant. 
When men see something, they want it right away. I 
don’t know many men who postpone their purchase 
six months out and still desire it.”

McCartney’s men’s line is also as eco-conscious as 
her women’s designs. Stella McCartney is the only lux-
ury brand that doesn’t use leather or fur—McCartney 
is a lifelong vegetarian, thanks to her parents’ influ-
ence. “We’re trying to solve a problem and give an 
alternative that doesn’t compromise. This collection 
is over 50 percent sustainable and organic,” she says. 

Her efforts have been an inspiration to the British 
explorer and environmentalist David de Rothschild, 
who recently launched his own eco-conscious brand, 
The Lost Explorer. “It’s not easy finding factories that 
want to make products in a sustainable way,” he says. 
“You can only do that and push the industry when 
you’ve got the kind of clout that Stella has. ” 

Meanwhile, McCartney is already working on 
her next men’s collection. “When I’m designing for 
women, I know exactly what I’m doing. I don’t even 
think about it,” she says. “I’m just like, ‘Yeah, bring it 
down two centimeters. That’s one millimeter too far 
to the left.’ I can do that in my sleep. When it comes to 
men’s, I’m like, ‘What would a man think?’ ” •

TRUE STRIPES  
“I was obsessed with tailoring because I had grown up with my dad’s Beatles suits and wardrobe,” says McCartney.  

“It was that era of rock ’n’ roll.” This page: British rapper Professor Green in Stella McCartney shirt. G
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FRESH STYLE 
“I didn’t start out and go, ‘I’m going to do this, this, this and this.’ It all happened quite naturally,” says McCartney.  

This page: British Olympic diver Tom Daley. Stella McCartney sweater. For details see Sources, page 139.

RUGGED TERRAIN 
According to McCartney, the collection is over 50 percent sustainable and organic. “You can only do that and push the industry 

when you’ve got the kind of clout that Stella has,” says British explorer David de Rothschild (above). Stella McCartney drill jacket. 
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W
HEN RON MEYER appears 
in the front doorway of his 
13,693-square-foot beachfront 
home in Malibu, wearing baggy 
gym-shorts, a black T-shirt, 
flip-flops and day-old whiskers, 

the 72-year-old vice chairman of NBCUniversal looks 
less like the most enduring chieftain in Hollywood 
and more like your favorite uncle. 

Like its owner, the home—a modernist design by 
the late architect Charles Gwathmey—is a temple of 
order, structure and discipline. Meyer, who provides 
strategic guidance and counsel on NBCUniversal’s 
entire portfolio (film, TV, theme parks, resorts), rou-
tinely wakes every day at 5:30 a.m. and spends an 
hour working out in his personal gym. Then he reads 
newspapers—including the Los Angeles Times, the 
New York Times and The Wall Street Journal—while 
eating breakfast in his home’s pristine dining area. 
“Everything is in a line here,” he says, gesturing 
toward the wood floors and stainless-steel railings. 
“Everything is on a grid. And if you look at the screws 
here, each one is exactly the same direction.” He 
shrugs. “I’m a little anal retentive.”

Similar orderliness applies to his corner office at 
Universal—about an hour’s drive away at the foot of 
the Hollywood Hills. In the office, which houses three 
of Andy Warhol’s Mao silkscreen portraits, even his 
pens lie in a straight line. By the time he arrives each 
morning, after fielding calls on the drive in (he takes 
around 100 a day), he’s made his to-do list, which 
always includes reminders to call his children: his son, 
Eli, and daughters Carson, Sarah and Jennifer. Eli, 19, 
is a student; Carson, 22, is pursuing an acting career; 
Sarah, 36, is a senior vice president at Joel Silver’s 
Silver Pictures; and Jennifer, 39, is a jewelry designer 
with an A-list clientele (Jennifer Aniston, Jessica 
Alba) and a movie-star husband (Tobey Maguire). 

Meyer is the industry’s ultimate people guy—one 
whose every major professional accomplishment was 
born of his human touch. People skills explain how 
a high-school dropout and tattooed ex-Marine co-
founded the vaunted Creative Artists Agency in the 
mid ’70s and personally guided the careers of Tom 
Cruise, Sylvester Stallone, Barbra Streisand, Meryl 
Streep and Cher, among others. When Universal 
Studios was looking for a new chief, in 1995, those 
same skills won Meyer the job. He ran the place for 
18 years—the longest studio reign in Hollywood his-
tory—thanks to his ability to produce major hits, 
including Erin Brockovich, Gladiator, A Beautiful 
Mind, 8 Mile, Meet the Parents, The Fast and the 
Furious and Despicable Me.  

Many, or most, of those projects have been built 
on his relationships in Hollywood, where everyone 
calls him Ronnie and where he serves as friend and 
mentor to a diverse array of industry players. His loy-
alists range from old school (Michael Douglas, Steven 
Spielberg) to new school (Kevin Hart, Jimmy Fallon). 

Angelina Jolie Pitt’s connection to Meyer dates back 
to her childhood. He represented her father, Jon Voight, 
at CAA. “The interesting thing about Ronnie is he’s so 
straightforward, very levelheaded, and he’s Ronnie to 
everybody,” she says. “I don’t associate him with the 
stereotypes one has about people in his position. He’s 
clear and honest—you never have a problem with ego.”

BY NED ZEMAN
PHOTOGRAPHY BY MATTHEW KRISTALL

From his early days as a superagent to his  
current reign as NBCUniversal’s vice chairman,  
Ron Meyer has built a career on relationships.  
In his first major profile in nearly two decades,  
the Hollywood heavyweight goes off-script.

MR. NICE GUY
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UNIVERSAL APPEAL
Meyer, pictured in front 
of photographer Wang 
Qingsong’s Follow Me, in 
his home office in Malibu.
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cast and the executives in the company,” Meyer says. 
“I’m the old guy in the company, so I figure they should 
at least know I care.”

E
NTERING THE Studio Grill, a Wolfgang 
Puck restaurant on the Universal lot 
that’s one of his regular lunch locations, 
Meyer, who even as an agent eschewed 
wearing suits, is in blue jeans, sensible 
brown moccasins, a dark blue shirt but-

toned to the top and his customary wire-rim glasses. 
He can’t walk five feet without being approached by 
an endless series of suits (executives, marketing guys) 
jockeying for face time. He greets each one warmly 
and by name. A full nine minutes elapse before Meyer 
gets from the maitre d’ station to his table, where the 
visitations slow but never stop. He always takes the 
same seat in the same back booth, beneath a poster 
for a 1956 sci-fi movie called The Mole People. Before 
he arrives, a waitress makes sure his place setting 
includes a bottle of water. No tap. 

Meyer’s punctiliousness took hold when he was in 
his late teens. He was raised in a working-class sec-
tion of West Los Angeles by parents he describes as 
“fabulous but very simple people.” The late Edward 
and Edith Meyer were first-generation Jewish immi-
grants who’d escaped Nazi Germany. Ron figures 
he inherited his business sense from Edward, who 
worked as a traveling dress salesman, and his opti-
mism from Edith, whom he describes as “a guilt-free 
Jewish mother.”

During his early years, however, Meyer often got 
into trouble. He dropped out of high school at age 16. 
Despite his modest size, or perhaps because of it, he 
proved adept at bare-fisted street fighting. He was 
arrested more than once and didn’t find meaning-
ful structure until he served a six-year stint in the 
Marines, beginning in the early 1960s. 

While in service, he caught the measles, ended up 
in quarantine and received a care package from his 
mother; it included the most influential book Meyer 
had ever read (because, at that point, it was one of the 
only books he’d ever read, he says). The Flesh Peddlers, 
by Stephen Longstreet, chronicled the pulpy exploits 
of a Hollywood talent agency for which, as its cover 
touts, “lust was big business.” 

Meyer saw a future in being an agent. He used a 

“I’ve known him long enough to call him Ronnie,” 
says Fallon, who has been seeking Meyer’s counsel 
since The Tonight Show host’s Saturday Night Live 
days. “He’s got that thing you can’t get in school. 
Street smarts. He can hang with anyone and relate to 
all classes of people.”

Hollywood’s top-earning actor, Dwayne “The 
Rock” Johnson, says Meyer is “like a second dad” 
to him. He credits Meyer with giving him the confi-
dence to transition from professional WWE wrestler 
to movie star. Johnson’s first film role was in The 
Mummy Returns (2001), which was a hit for Universal. 
Johnson says: “I was nervous. I was unsure. Ronnie 
took me through a 50,000-foot perspective. He was 
very influential in my career at a time when I really 
needed guidance. Ronnie is an anomaly in our busi-
ness: He is an incredible amalgamation of elegance, 
brilliance, focus, care and warmth.” 

Meyer often puts it another way: “Here’s the deal—
in order to be successful in Hollywood, you don’t need 
to be an asshole.”

Last year, thanks to the collective success of 
Jurassic World, Furious 7, Pitch Perfect 2, Fifty Shades 
of Grey and Minions, Universal Pictures earned 
$6.9 billion in worldwide box office—the highest-
grossing year ever for a studio. The company’s theme 
parks are booming. No wonder, then, that Meyer 
recently signed a five-year contract extension.

Meantime, he’s prominently featured in James 
Andrew Miller’s splashy new book, Powerhouse: The 
Untold Story of Hollywood’s Creative Artists Agency, 
an oral history with industry titans in which the 
author charts the company’s groundbreaking found-
ing and plumbs Meyer’s epic falling-out with Michael 
Ovitz, one of CAA’s famed founders. 

At the moment, though, Meyer isn’t looking to 
publicly pick a fight with Ovitz or anyone else, includ-
ing all the media and industry types who periodically 
predict his imminent retirement. “I’m still here,” he 
says with a half-smile. 

His spirits are high. For one thing, he’s eager to 
watch his wife, Kelly, paddleboard in the Pacific. For 
another, Bourne, the latest installment of the film 
franchise produced by Universal, is in the midst of a 
$110 million opening weekend worldwide. (The film 
has thus far made a solid, if underwhelming, $391 mil-
lion.) “Internationally, it’s the highest of any Bourne 
movie,” Meyer says. “So we’re thrilled.”

Meyer has already reached out to the movie’s key 
players, including Matt Damon and director Paul 
Greengrass. “There was a time when I used to call 
everyone, but I sent very happy emails to the Bourne 

tenuous family connection—“my mother’s best girl-
friend’s husband’s sister” (who was married to an 
agency head’s brother)—to land an entry-level job 
as a messenger at the Paul Kohner Agency, where he 
learned the guiding principles that he follows to this 
day: Write everything down and return all phone calls. 

Six years later, Meyer scored a junior-agent gig at 
the biggest show in town: the William Morris Agency, 
where he toiled alongside a fellow grunt named 
Michael Ovitz. Temperamentally, the two were 
polar opposites. Meyer was a genial soul looking for 
camaraderie, and Ovitz was focused on dominating 
Hollywood. But both were hungry, smart and ready 
to strike out on their own. In 1975, Meyer and Ovitz, 
along with Bill Haber, Rowland Perkins and Michael 
Rosenfeld, founded CAA, which for a period was 
furnished with card tables and folding chairs. The 
founders’ wives also temporarily took turns answer-
ing the phone.

Meyer’s way with people, coupled with Ovitz’s 
tactical jujitsu, gradually enticed clients who’d tired 

of William Morris’s hegemonic reign. In the late 
’70s, CAA’s biggest clients were Sally Struthers and 
Rob Reiner; by 1985, it represented Robert Redford, 
Dustin Hoffman, Robert De Niro and the lion’s share 
of Hollywood’s top-notch talent. In the 1990s, CAA 
would launch several megastars (Will Smith, Sandra 
Bullock) and represent powerhouses including Tom 
Hanks and Bill Murray.

As CAA bent Hollywood to its will, identities hard-
ened. Ovitz was the alpha—a brilliant and ruthless 
businessman who lived and died according to Sun 
Tzu’s Art of War. Meyer was the beta—a cool-headed 
diplomat who championed clients, defused crises and 
led by example. “He taught us a great deal about the 
art of being an agent,” recalls CAA’s current presi-
dent, Richard Lovett, whom Meyer hired. “Ron loved 
his clients. He really cared. So when the leader walks 
his talk, the rest of the agency finds it very easy to 
accept that this is how we work.”  

Lovett adds: “If an agent didn’t return a client’s 
call, Ron would be deeply and truly angry. He would 
find that kind of disregard for another human being 
and their feelings beyond unacceptable.”

In the 1980s and 1990s, Meyer enjoyed vast power 
and eight-figure wealth. But trouble arose. He and 
his first wife, Ellen, divorced. He dated actresses, 
including Ali MacGraw, and developed a high-stakes 
gambling habit that, according to sources in the book, 
occasionally put him in the hole. And, not least, he had 
an acute case of “Ovitz fatigue,” as CAA types called it. 

By the mid-1990s, Meyer planned to set up shop 

as an independent producer until Ovitz, being Ovitz, 
had another deal in mind. The new owner of Universal 
Pictures, Seagram CEO Edgar Bronfman Jr., wanted 
Ovitz to run Universal. And Ovitz wanted Meyer to 
come with him to run the movie studio. 

Shortly after the principals reached a handshake 
agreement, however, things got weird. Bronfman 
blamed Ovitz for making additional financial 
demands; Ovitz accused Bronfman of walking back 
on his initial offer. In any event, the deal imploded. 
Enter David Geffen, the billionaire co-founder of 
DreamWorks SKG, who urged Bronfman to hire some-
one Geffen liked better than Ovitz: Ron Meyer. 

By his own account in the book, Ovitz didn’t take 
it well. 

WHEN MEYER TOOK the reins at Universal, in 1995, he 
faced a mountain of skepticism. That he’d excelled at 
managing actors in no way meant that Meyer—who 
had no formal business training—had the stuff to run 
a publicly traded, billion-dollar movie company. 

Universal had long been the domain of two iron-
fisted traditionalists, Sidney Sheinberg and Lew 
Wasserman, who ran the place like old-school British 
headmasters. Meyer, with his penchant for blue jeans 
and bonhomie, seemed as though he’d get eaten alive.

Over the next few years, Meyer oversaw enough 
big-ticket duds (Waterworld, McHale’s Navy, Blues 
Brothers 2000) that he feared the next one could be 
the end of him. Meyer’s apprehension led him to back 
out of a commitment to make Titanic—a project that 
Paramount and Fox later parlayed into what was then 
the highest-grossing film in history. “I punked out,” 
says Meyer. “I deserved to be thought of as a short-
timer. I was in over my head way more than I thought 
I would be. I had a lot to learn. And those first three 
years—I feel very fortunate that I survived them.”

Even after the studio began producing hits—Erin 
Brockovich, Gladiator, Meet the Parents—Meyer still 
felt vulnerable because the company changed own-
ers frequently. His corporate overlords would include 
Seagram, Vivendi, Barry Diller, General Electric and 
Comcast, each of which required him to prove himself 
anew. Asked to name which new ownership change 
made him feel the most vulnerable, Meyer shrugs. 
“Every owner,” he says. “Each time a new owner came 
in, we anticipated that they would make a change.” He 
grins. “And, by the way, so did the press.”

Meyer’s ability to win all of them over defied the 
laws of Hollywood, where studio bosses have short 
life spans. “New owners quickly learned that Ron 
could be counted on,” Lovett says. “The input he was 

giving was accurate. They could trust him. They could 
believe him. And he was creating a bridge between a 
new owner and an insular business community.”

Geffen attributes his friend’s success to several 
factors. First, he says, Meyer wisely “stayed away 
from choosing which movies the company made.” 

“I’ve always thought that younger people really 
have to be making those decisions,” Meyer explains. 
“I look at some of the films that were very success-
ful, and the truth is, I wouldn’t have made them. Or 
I would have made them differently. So I know that 
that’s not what I should be doing.” 

Also, it’s a solid insurance policy for Meyer. A few 
years ago, when Universal hit another fallow period—
remember Cowboys and Aliens or Battleship?—Meyer 
took responsibility. “If you’re going to take credit for 
your hits,” Meyer says, “you’d better take a lot of blame 
for your flops.” Unlike the executive who had green-lit 
those films, however, Meyer survived. Then Universal 
hit a hot streak that included Ted, Despicable Me 2 and 
six other films that opened at No. 1. 

Unlike other studio bosses, Geffen notes, Meyer 
embraces being “the No. 2 guy.” “Ronnie gets along 
with every person who’s bought the company. That’s 
very unusual. I would say it’s never happened. And it 
all comes down to his skill with people.”

The human touch that made Meyer a great agent 
gives him an edge as an executive. “Ronnie knows it’s 
always about the talent, and that we all serve,” says 
Lorne Michaels, the Saturday Night Live impresario. 
“If you ever forget that, you tend to be gone. It’s never 
about you.” 

Jolie Pitt credits Meyer with giving her the where-
withal to direct her 2014 war drama, Unbroken. 
“What was amazing about the process was that Ron 
and the studio didn’t make it easy,” she says. “He 
made it clear that I wasn’t an actress but a director 
and that I had to prove myself. That taught me how to 
make a bigger film. I felt very direct communication, 
very strong guidance.”

That Meyer is known as the town’s King Mensch 
can be deceiving. “Don’t let Ron’s mayoral presen-
tational style fool you,” Spielberg says. “When it is 
tough out there, there is no one tougher. If I can make 
a comparison to battlefield generals, he is less like 
General George Patton and more like General Omar 
Bradley. With a smile on his face, he gets the job done.”  

Anyone who’s ever worked for the man knows that 
to defy his code of behavior is to do so “at your peril,” 
says Donna Langley, chairman of Universal Pictures. 
“He has an extraordinary work ethic, and he expects 
the same of those who work for him. You’ll hear 

from him if you don’t. He’ll call and tell you how you 
screwed up and why. And he’ll be right.” 

“It’s understood that you don’t want to be his 
enemy,” says Michaels, who likens Meyer to a “smil-
ing cobra.” 

“You know what gives you the reputation of being 
a nice guy?” Meyer says. “You treat people the way 
you want to be treated, and you return phone calls 
and give people answers. I’m not a nice guy because I 
say yes to everything or because I do what everybody 
wants me to do. People should never mistake niceness 
for weakness. I think peace is better than war, and I 
can be had once. But I can’t be had twice.” 

MEYER IS FEELING reluctant about an event he’s sched-
uled to attend this fall at the Director’s Guild Theater. 
In a rare public appearance together, he and Ovitz will 
sit down for a “conversation” about the CAA book in 
which they offer clashing anecdotes and accusations. 
The central conflict involved their messy effort to 
leave CAA for Universal. In the book, Meyer says Ovitz 

accused him of stealing his job and that he responded, 
“No, Mike, you left it in the trash can, and I retrieved it.” 

The most farcical dispute pertains to real estate. 
When Meyer was initially mulling whether to buy 
his lot in Malibu, in 1997, he solicited Ovitz’s opin-
ion. Shortly thereafter, Ovitz bought the land for 
himself without mentioning it to Meyer. (Ovitz says 
he had already been in discussion with the seller.) 
Ultimately, Ovitz sold Meyer the property, currently 
the only home he owns. 

By all reports, their ensuing feud raged for years. 
Gradually, though, given their 45-year history, the 
hard feelings gave way to a kind of detente, and they 
have been speaking to each other. 

Meyer treads carefully when discussing where 
things stand with Ovitz but gives credit where credit 
is due. “Mike and I have a very long and complicated 
relationship. But I do know this—I wouldn’t have got-
ten this far without him,” he says. “He pushed me 
farther than I would have pushed myself.” 

While Ovitz wasn’t available for an interview, 
he did provide the following comment: “I have deep 
admiration for Ron and the success he has achieved. 
I am immensely proud of what we all created and 
accomplished together.”

Meyer says he gives little thought to retirement. 
He doesn’t even like long vacations. The longest one 
he’s ever gone on—a 10-day family trip to Africa in 
2007—was a stretch for him. He’s a bit of a homebody 
who spends most weekends in Malibu, eating break-
fast at Nobu, shooting pool (he’s played since he was 

RON’S WORLD  “He’s so straightforward, and he’s Ronnie 
to everybody,” says Angelina Jolie Pitt, one of Meyer’s 
A-list friends and former clients, many of whom are seen 
above. (For a full list of who’s who, visit wsj.com/magazine.)
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He’s especially private when it comes to discuss-
ing Kerr, the 33-year-old Australian supermodel he’s 
been dating since 2015. Kerr was previously married 
to the actor Orlando Bloom, with whom she has a 
5-year-old son. “I love her, and she’s an inspiration,” 
Spiegel tells me. “I feel very lucky and grateful to 
have a great partner.” After that, he ends the line of 
inquiry, declining to comment on tabloid rumors that 
he’s been ring shopping. A few days later, reports 
emerged that he and Kerr had become engaged. 
Kerr broke the news on Snapchat, posting a Snap 
in which a cartoon avatar of Spiegel is down on one 
knee, proposing to her. (The cartoon was created by 
Snapchat’s Friendmoji service, introduced after the 
company acquired Bitmoji earlier this year.)

“OK, we’re here,” Spiegel says, ducking into a tent 
set up at the edge of a busy street. Inside, it’s dim, 
and there are several photography umbrellas and a 
Hasselblad camera on a tripod. A few days before, 
Spiegel had met the documentary filmmaker Davis 
Guggenheim, director of An Inconvenient Truth and 
Waiting for “Superman.” Guggenheim lives a short 
walk from Snapchat’s Venice office, and he’d invited 
Spiegel to check out this temporary photo booth he’d 
thrown up on a whim. Anyone could walk in and, for a 
small payment, get a studio-quality portrait. Spiegel 
loved the concept.

In Spiegel’s thinking, Snapchat isn’t a social-
media company. It’s a camera company. He’s studied 
the histories of firms like Kodak and Polaroid and 
how they pitched themselves to the public. “First it 
was make a photo,” Spiegel says, characterizing the 
way people would visit a studio akin to the one we’re 
in now for a formal sitting. “Then it was take a photo,” 
as portable cameras let people capture casual snap-
shots. “And finally it became give a photo,” starting 
with instant Polaroids handed to friends at a party 
and evolving into smartphone cameras that let you 
zip your selfie to anyone on the planet.

As Guggenheim snaps photos of Spiegel and me, 
Spiegel demonstrates Spectacles to him, careful 
to hide the still-top-secret product from pedestri-
ans wandering by outside. Though he calls it a toy, 
Spectacles also seems like a Trojan horse for Spiegel’s 
vision of the future: a way of taking photographs 
that is more natural, as the wearer turns reflexively 
to look at items of interest. The resulting scenes, he 
hopes, will feel less like bland camera-phone snippets 
than like an archive of memories. Or dreams.

Beyond the images it produces, a wearable cam-
era also knows a lot about what you’re doing in any 
given moment: which person you’re looking at, which 
product you’re browsing in a store window, whether 
the sky is blue or gray. It might guess what you need 
before you ask for it. In a tech scrum where fighting 
for a share of people’s daily video consumption is a 
zero-sum game, using the camera like this opens up 
fresh commercial possibilities.

When Spiegel warms to a subject that excites him, 
as Spectacles does, he often breaks into a giggle. 

“When you played that song the other day,” Spiegel 
says to Guggenheim, still jazzed but shifting topics, 
“everything hit me, and it blew my mind. I listened 
to it again yesterday, and everything came together.”

Guggenheim walks to his computer and starts 
to play the song again, “Little Room,” by the White 
Stripes:

 
 Well you’re in your little room 
 and you’re working on something good
 but if it’s really good
 you’re gonna need a bigger room
 and when you’re in the bigger room 
 you might not know what to do
 you might have to think
 of how you got started
 sitting in your little room

 
“It’s everything I’ve been thinking about,” says 

Spiegel, in wonderment. “Literally, I was thinking 
about when we started Snapchat, all of us sitting at 
the dining room table. And I was thinking, How do 
you access that little room inside the big room? How 
do you build the little room inside the big room?”

As Snapchat opens doors to ever bigger rooms, 
it will face stiffer competition. Implacable gargan-
tuans like Facebook will continue to war with it. 
Both professionally and personally, this is a moment 
of transition for Spiegel—launching a new prod-
uct, proposing to his girlfriend and battling rival 
companies while fast becoming a CEO celebrity. If 
Snapchat’s core concepts are privacy, connection, 
creativity and ephemerality, it occurs to me that 
those are precisely the themes that must be weigh-
ing on Spiegel right now.

“Are you having fun?” asks Guggenheim.
“I am having the best time,” Spiegel says, and the 

laughter starts again. •
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12 years old) and watching half a dozen current or 
forthcoming movies in his 24-seat home theater. He’s 
typically accompanied by family (which includes four 
grandchildren) and friends. The latter group often 
includes his longtime neighbors (and ex-clients) 
Michael Douglas, Barbra Streisand and James Brolin. 
Also, he’s active on the charity circuit. He annually co-
chairs a fundraiser for the Simon Wiesenthal Center’s 
Museum of Tolerance, and next year he’ll receive the 
organization’s prestigious Humanitarian Award.

Mostly, though, Meyer remains a workhorse with 
increasingly broad and general responsibilities. Since 
he became NBCUniversal’s vice chairman, in 2013, 
he’s served less as a manager and more as an émi-
nence grise. “My family always asks, ‘So, tell me what 
you do. What do you do?’ It’s always hard to describe 
it because every day is completely different,” he says. 
“There are so many things that need to be done. And 
there are so many things that are a waste of time. But 
all of it has to be dealt with.” 

Meyer thinks of himself as the mayor of a small 
town—one that happens to comprise 40,000 people 
worldwide. In recent weeks, he’s made work trips to 
Orlando, Florida (theme parks), Las Vegas (Bourne 
premiere), London (more Bourne) and New York 
(Comcast). He’s in New York every other week (26 
times a year) for meetings with NBCUniversal’s CEO, 
Stephen Burke, and expresses confidence that the 
corporation isn’t just another fly-by-night owner. 
“Everybody knows that Comcast is very much here to 
stay,” Meyer says. “They’re completely invested.”

As evidence, he cites the company’s recent 
$3.8 billion acquisition of DreamWorks Animation, 
whose hits include Shrek and Madagascar. Meyer 
played a key role in the deal. Before that, he and 
Comcast conspired to revive the company’s floun-
dering theme parks. The clincher came when Meyer 
turned to his old friend Barry Meyer, chairman of 
Warner Bros. Entertainment, and persuaded him to 
share a portion of Warner Bros.’ lucrative Harry Potter 
franchise. “Other people could not have done that,” 
Geffen says. “That’s pure relationships. And that’s 
what Ron does.”

The Wizarding World of Harry Potter has since 
become a blockbuster attraction at three Universal 
parks (with more on the way). Collectively, the theme 
parks—in Hollywood, Orlando, Japan and Singapore—
now earn more than $3 billion a year. 

On the Hollywood whisper circuit, the biggest criti-
cism leveled at Meyer is that Universal’s production 
slate has grown increasingly conventional and risk-
averse. More than a third of the films on Universal’s 
2016 roster are sequels; the rest tend toward bro-com-
edy, talking animals and magical orcs. “As a movie 
company, every single movie is a risk,” Meyer argues. 
“If there were sure things, we’d all be billionaires.”

He points to Universal’s art-house division, Focus 
Features, whose credits include Dallas Buyers Club 
and The Theory of Everything. But both of those films 
were developed and co-financed by other companies.

 Meyer frequently notes that his job is to make 
profits, not art, and has acknowledged that one of 
Universal’s most celebrated films, A Beautiful Mind, 
probably wouldn’t get made today because it would be 
deemed too commercially limited. And the two films 
he’s proudest to have overseen, Brokeback Mountain 
and United 93, were made more than a decade ago.

When asked if he has a professional endgame, 
Meyer offers a blithe “No.” When asked what he’d do 
if Hollywood were no longer an option, he shrugs. 
“I guess I wouldn’t have to do anything,” he says. “I 
wouldn’t need the money, and this is what I do.”

Moments later, while exiting the Studio Grill at 
Universal, Meyer arches an eyebrow. “Wanna get 
the golf cart?” he says, semi-rhetorically. “Yeah, 
let’s get the cart.” In a flash, he commandeers a golf 
cart and steers along a roadway that snakes through 
Universal’s vast, hilly backlot. Shortly before reach-
ing the house featured in Alfred Hitchcock’s 1960 film, 
Psycho, he narrowly passes a packed tour bus coming 
in the opposite direction. He seems pleased.  

When he started at the studio, he says, he’d look 
around this rambling backlot and think it lacked the 
style and refinement of the lots at Paramount and 
Warner Bros. “But now I look around this place and 
think it looks really beautiful,” he says, and floors it. • 
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and dress, $1,276, Bergdorf 
Goodman, Marley Glassroth 
bandanna, price upon request, 
info@marleyglassroth .com

pageS 94 & 95
Haider Ackermann dress, 
$2,819, haiderackermann .com, 
Marley Glassroth bandanna, 
price upon request, info@
marleyglassroth .com

pageS 96 &97
The Row dress, $1,290, The 
Row Retail, 17 East 71st Street, 
New York, Marley Glassroth 
bandanna, price upon request, 
info@marleyglassroth .com

pageS 98 &99
Azzedine Alaïa dress, price 
upon request, boutique 
.moussy@alaia.fr, Lisa 
Eisner Spore bracelets, $990 
each, Maxfield, Los Angeles, 
Marley Glassroth bandanna, 
price upon request, info@
marleyglassroth .com

pageS 100 & 101
Junya Watanabe Comme 
des Garçons top, $230, 
and skirt, $1,747, newyork 
.doverstreetmarket .com, Lisa 
Eisner Spore bracelets, $990 
each, Maxfield, Los Angeles, 
Marley Glassroth bandanna, 
price upon request,  
info@marleyglassroth .com

pageS 102 &103
Marc Jacobs leather dress 
with belt, $6,500, Marc Jacobs 
stores, Marley Glassroth 
bandanna, price upon request, 
info@marleyglassroth .com

SPIRITED AWAY
page 117
Stella McCartney coat, $1,825, 
Stella McCartney, Greene 
Street, New York, Isabel 
Marant shirt, $1,190, Isabel 
Marant Broome Street, New 
York, Proenza Schouler pants, 
$1,350, Proenza Schouler 
Greene Street, New York

page 118
Bottega Veneta jacket, $3,900, 
available upon request at 800-
845-6790, Dries Van Noten 
sweater, $2,130, Bergdorf 
Goodman, Lemaire shirtdress, 
$1,176, lemaire.fr, Proenza 
Schouler pants, $1,250, 
Proenza Schouler Greene 
Street, New York

page 119
Prada coat, $5,980, select 
Prada boutiques, Gentle 
Monster sunglasses, $215, 
en.gentlemonster .com

page 120
Michael Kors Collection shirt, 
$1,250, select Michael Kors 
stores, The Row coat, $3,990, 
Neiman Marcus

page 121
Ralph Lauren Collection 
jacket, $4,390, and pants, 
$2,990, select Ralph Lauren 
stores, Lemaire shirtdress, 
$1,176, lemaire.fr

page 122
Valentino dress, $5,300, 
similar styles available at 
Valentino Fifth Avenue

page 124
Gucci blouse, $1,300, and 
pants, $1,300, select Gucci 
stores nationwide

page 125
Chanel trench coat, $5,650, 
local Chanel boutiques, Theory 
shirt, $325, Theory boutiques, 
Lemaire pants, $1,000, 
lemaire.fr

page 126
Dior coat, $4,600, and jacket, 
price upon request, Dior 
boutiques nationwide

page 127
Loewe dress, $4,245,  
loewe .com

STELLA’S NEW STITCH
page 128
Stella McCartney jacket, 
$1,840, Stella McCartney Las 
Vegas, organic T-shirt, $265, 
Stella McCartney Los Angeles, 
antique silver chain necklace, 
$355, stellamccartney .com

page 129
Stella McCartney sweater, 
$1,095, Stella McCartney 
New York

page 130
Stella McCartney shirt, $445, 
Stella McCartney New York

page 132 
Stella McCartney drill jacket, 
$1,045, Stella McCartney 
 New York

page 133
Stella McCartney sweater, 
$1,030, Stella McCartney 
Las Vegas
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SourceS

HAPPY CAMPER 
Explore the great outdoors 

in style. Prada jacket, dress 
and tights, Chloé neck scarf, 

Patagonia bag and model’s 
own nose ring. For details 

see “Let’s Get Lost,” below.





Hunger Is® is a joint initiative of the Albertsons Companies Foundation and the 
Entertainment Industry Foundation, which are 501(c)(3) charitable organizations.

I was one of our nation’s hungry kids growing up. Today, 1 in 5 children in America 
struggle with hunger. But when they get breakfast, their days are bigger and brighter. 
Learning, attention, memory and mood improve. Together, we have the power to 
get breakfast to kids in your neighborhood — let’s make it happen. Go to hungeris.org 
and lend your time or your voice.

Viola Davis, Hunger Is Ambassador

MAKE BREAKFAST 
HAPPEN 
SO KIDS 
CAN BE 
HUNGRY 
FOR 
MORE
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HALEKULANIMOMENT.COM

GOHAWAII.COM/HAWAII-ISLAND

BAKERFURNITURE.COM

LONGCHAMP.COM

DEBEERS.COM

MONTENAPOLEONE.LUXURY
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EXPERIENCE HALEKULANI 

At Halekulani, the most internationally acclaimed 
of all Hawaii hotels, we blend serenity and  
understated elegance with exceptional service,  
to create an oasis of tranquility.

#LETHAWAIIHAPPEN ON THE ISLAND  
OF HAWAI‘I 
@zakshelhamer I’ve been blown away by just  
how wild this land feels. #VisitislandofHawaii

PURE MASTERY 

Inspired by aristocratic interiors of the 20th 
century, Baker’s Jean-Louis Deniot Collection 
blends practical elegance with casual 
sophistication.

PARIS PREMIER

Named after the elegant first district in the city of 
lights, the Paris Premier handbag shines bright 
this fall!

DE BEERS DIAMOND JEWELLERS 

Discover the magnificent solitaire creations from 
the diamond expert since 1888. Visit our flagship 
store on Madison Avenue.

LA VENDEMMIA OCTOBER 2016 

100 luxury brands of Milan’s Fashion District  
will host the most prestigious wineries and  
sommeliers. Book your stay now at 5-star  
hotels and receive a La Vendemmia VIP pass.
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“I BOUGHT THE TYPEWRITER, a vintage Olympia, 
secondhand for $20. I’ve written 155 books on it, 
including my forthcoming novel, The Award. I don’t 
trust computers. There are three options when I send 
an email: that I send it to the wrong person (prob-
ably someone I’ve gossiped about), that I erase it 
(especially if it’s crucial) or that I actually send it. 
It’s a crapshoot! To the left is a small Fabergé case 
from around 1900, a gift from my late husband John 
Traina. It was already inscribed: ‘I would like to be 
a cigarette, to live on your lips for an instant, and 
then be extinguished.’ The ebony bracelet to the left 
is by Van Cleef & Arpels. They were originally made 

in the 1970s, but they were very expensive, so I never 
bought one. When they came out with a new edi-
tion, I rushed to the store and got this one. That’s 
an antique Cartier card case next to it. Two of my 
daughters gave it to me for Christmas. I received the 
medals in the back from the French government—
one is the Order of Arts and Letters and the other is 
the Legion of Honor. I grew up in France, and I live 
there for six months of every year. To the right are 
photos of my beloved dogs, Blue and Minnie. The 
Scottish artist Anne Mackintosh did the portrait 
in the back in 2003. I commissioned her to do por-
traits of seven of my children, too. I had the large 

silver box in the front made by Verdura for John. To 
the right is a cutout photograph of all my children 
at the wedding of my eldest daughter. It was the last 
time we were all photographed together, because my 
son Nick died four months later. The stuffed animals 
belonged to him. He slept with them every night. I 
bought a new set, which I put in the casket with him 
so I could keep his. The Love sculpture is by Robert 
Indiana. I have his Hope sculpture in Paris. I hope 
that the underlying message of my books is hope. I 
want to show people that they’re not alone, that other 
people go through the same things and survive.”  
—As told to Thomas Gebremedhin

PHOTOGRAPHY BY DREW KELLY

still life

DANIELLE STEEL
The best-selling author shares a few of her favorite things.

With vintage typewriters hanging from 
the ceilings and quotes lining the walls, 
The Press Hotel draws inspiration from its 
past as the Portland Press Herald. In a story 
of rebirth, journalist Ani Tzenkova explores 
a one-of-a-kind Old Port experience you 
can only find in the Autograph Collection.®

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



T H E  F I F T H  A V E N U E  M A N S I O N

NOW OPEN

#CARTIERNYC

Discover the story at cartier.com/mansion

653 FIFTH AVENUE


