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43 GIFT GUIDE
  From a top-notch turntable to elegant baubles to the 

perfect present for your pooch, the season’s best 
offerings include something for everyone on your list.

 STILL LIFE  Pedro Almodóvar
  The internationally acclaimed filmmaker shares  

a few of his favorite things. 
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61 Actor and Rapper Riz Ahmed Is on the Rise

64 Mathieu Lehanneur Merges Tech and Design
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 Luxe Custom Boots From Shoemaker R.M. Williams
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ON THE COVER  NBA star Stephen Curry, photographed 
by Theo Wenner and styled by Karen Kaiser. Giorgio 
Armani sweater, Under Armour joggers and Under Armour 
Tim Coppens hat. For details see Sources, page 158.  

THIS PAGE  A piece being prepared for the Dior runway, 
photographed by Estelle Hanania.

FOLLOW @WSJMAG: 

162



T H E  R A L P H  L A U R E N  R L 8 8 8 r
a

l
p

h
l

a
u

r
e

n
.

c
o

m
/

w
a

t
c

h
e

s



From left: Actor and rapper Riz Ahmed, photographed by Geordie Wood. Mark Cross luggage,  
photographed by Gustav Almestål and styled by Noemi Bonazzi; fashion editor David Thielebeule. 
For details see Sources, page 158.

Market report.

81 NEW WAVE
  Fast-forward to spring, when  

“more is more” means choosing bold 
and lustrous pieces that can go far. 

 Photography by Matteo Montanari
 Styling by Stevie Dance

the exchange.

89 TRACKED: Perry Guillot
  The landscape architect is known for 

his breathtaking work on some of the 
most prominent Hamptons estates.

 By Sarah Medford
 Photography by Nicole Franzen

92 ENCHANTED APRIL
  New York–based chef April Bloomfield 

spent years searching for a country  
retreat to provide guests with first-
hand exposure to her rustic culinary 
skills. She finally found one.

 By Jay Cheshes
 Photography by Rahel Weiss

96  BOARDWALK EMPIRE
   Miami’s iconic Surf Club is being 

restored and expanded, with new 
buildings designed by Richard Meier 
and interiors by Joseph Dirand.

  By Tom Vanderbilt
  Photography by Brian Carlson

100  LOFTY GOALS
   Jason Wu, whose namesake fashion 

line celebrates its 10th anniversary 
in February, found a Manhattan 
space expansive enough to accom-
modate his grown-up lifestyle.

  By Sarah Medford
  Photography by Jeremy Liebman

“i often  
found myself 
pinballing 
between 
different 
versions  
of myself.”

–riz ahmed, p. 61

61 43



Clockwise from top left: Real-estate developer Aby Rosen, photographed by Adrian Gaut. The gravel  
driveway at Aby Rosen’s family retreat in Old Westbury, Long Island, New York, photographed by Adrian Gaut.  
An interior from designer Jason Wu’s apartment in New York City, photographed by Jeremy Liebman.

Holiday issue.

106  LIGHT TOUCH
   Reimagine traditional layering with 

lace, florals and ruffles in oversize 
cuts that lend unconventional polish.

  Photography by Josh Olins
  Styling by Clare Richardson

114   GAME CHANGER 
    Underestimated for most of his life,  

Stephen Curry has redefined bas-
ketball to become one of the most 
electrifying and relatable players ever. 

  By Jason Gay
  Photography by Theo Wenner
  Styling by Karen Kaiser

120  PRESERVATION ROAD
   Real-estate developer Aby Rosen 

spent four and a half years restoring a 
modernist landmark from the 1930s.

  By Sarah Medford
  Photography by Adrian Gaut

130  THE DECISIVE MOMENT
    Stroll through the cobblestone 

streets of Paris in the best of the 
resort collections’ gamine suits and 
theatrical accessories. 

  Photography by Zoë Ghertner
  Styling by Brian Molloy

140  THE ARTFUL LODGER
   Maurice Marciano —the co-founder 

of Guess and an art collector—
bought a Masonic temple. Soon it 
will be Los Angeles’s newest museum.

  By Kelly Crow
  Photography by Spencer Lowell

148  ROCKS & ROLLS
   This winter, take the season’s most 

brilliant diamonds out for a spin.
  Photography by Jack Webb
  Prop Styling by Jocelyne Beaudoin
  Fashion Editor David Thielebeule

154  DIOR’S NEW DAY
   For the first time, the fashion house 

has a woman at the helm: Maria 
Grazia Chiuri, formerly of Valentino. 
Here, a rare behind-the-scenes look 
at the lead-up to her inaugural show. 
By Alexandra Marshall

  Photography by Estelle Hanania
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“we were 
going to 
come here…
you know, 
get away 
from 
everybody 
and walk 
around 
naked and 
cook.”
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editor’s let ter

ILLUSTRATION BY ALEJANDRO CARDENAS

ON THE BALL  Bast, in Prada, breaks for the basket while Anubis (also in Prada) and Who play defense.

FULL-COURT PRESS

I
T’S THE HOLIDAY SEASON, and we once again find 
ourselves on the doorstep of a new year, reflect-
ing on the goals that lie ahead and how we hope  
to achieve them. Fittingly, our December/January 

issue features inspiring individuals who, find-
ing themselves at a crossroads, are rising to meet  
new challenges.

Our cover star, the phenomenal Stephen Curry, 
has tended to smash through obstacles as he chases 
his goals. Overlooked early in his career, the 6-foot-
3-inch, 180-pound NBA superstar overcame his size 
disadvantage by honing on-court skills that allow 
him to consistently make shots that others consider 
nearly impossible—moments of athletic prowess that 

have made him a viral sensation on social media. As 
he powers through a new season with the Golden 
State Warriors, following a tough loss to LeBron 
James and the Cleveland Cavaliers in the 2016 finals, 
he understands that the road to any championship is 
filled with countless hours of practice. 

Maurice Marciano built a fortune as a co-founder 
of the denim giant Guess. Since retiring from the 
business four years ago, he has focused his energy 
on his passion for contemporary art. This spring he 
will unveil his foundation’s largely unseen 1,500-
piece collection in a formerly abandoned Masonic 
temple in Los Angeles, which he is opening as a free 
art museum. 

And in a rare, behind-the-scenes portrait, we fol-
low Maria Grazia Chiuri, the first female director 
of womenswear at Christian Dior, in the final days 
before her debut runway presentation. Despite the 
pressure of meeting expectations for the $2 billion 
fashion company, Chiuri remains calm and focused on 
her sartorial interpretations, which reflect a feminin-
ity unafraid of change or challenges. “I think there’s 
a time when you want to test yourself,” she says—a 
worthy sentiment for any New Year’s resolution.

Kristina O’Neill   
k.oneill@wsj.com

@kristina_oneill
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GAME CHANGER  P. 114 
As preparation for their shoot with Golden State Warriors point guard Stephen Curry, photographer Theo Wenner and  

stylist Karen Kaiser studied iconic images of another great athlete—Muhammad Ali. “Curry has the fluidity in basketball that  
Ali had in boxing,” says Wenner. “We wanted to capture the same physicality”—and Curry’s intimate side as well. Wenner 

photographed Curry, dressed in T-shirts and joggers, in an Oakland, California, hotel room. “The images reflect Steph’s real 
moments before and after the games, when he’s relaxing and often FaceTiming with his daughters,” says Kaiser. Writer  

Jason Gay spent time watching Curry on the court during shooting practice. “At the heart of his talent, what people don’t see,  
is the grind,” comments Gay. “Every time he hits one of those crazy three-pointers, he’s literally taken that exact shot tens  

of thousands of times before, in an empty gym.” —Sara Morosi

december 2016 / january 2017 

CONTRIBUTORS

SPENCER LOWELL
Photographer

the artful lodger  p. 140

RAHEL WEISS
Photographer

enchanted april  p. 92

KELLY CROW
Writer

the artful lodger  p. 140

ESTELLE HANANIA
Photographer

dior’s new day  p. 154

JUMP SHOT 
Photographer Theo 
Wenner (center) sets 
the scene for this 
issue’s cover shoot with 
Stephen Curry (right).

OV E R S E A S
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Geneva official watchmaking 
certification

O V E R S EA S
Bearing the prestigious Hallmark of Geneva, this timepiece is

the ideal companion for an extraordinary voyage that reveals a unique
perspective on the world. It is the only watch of its kind.

C R A F T I N G  E T E R N I T Y  S I N C E  1 7 5 5
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The two-time MVP is not just one of the NBA’s most  
dazzling players. He’s also a sports franchise and a cultural phenomenon.  

Here, a snapshot overview of the Curry brand.

STEPHEN CURRY
on the cover

BY BEN COHEN

2008

MVP

A STAR IS 
BORN  
Curry leads 
tiny Davidson 
College on a 
magical NCAA 
tournament 
run that 
captivates  
the nation. 

“Been Steph 
Curry with the 

shot/ 
Been cookin’ 

with the 
sauce, Chef 

Curry with the 
pot, boy” 

JUNE 2009 
The Golden State 

Warriors take Curry 
with the No. 7  

pick in the NBA draft. $450 
MILLION

In July 2010, Silicon Valley  
VC Joe Lacob and 

entertainment mogul Peter 
Guber beat out Larry Ellison 
to buy the Warriors for the 

highest price ever paid for an 
NBA team at the time. 

“Steph- 
   on”

After a pitch 
meeting in August 

2013 when one 
Nike executive 

botches his name, 
according to ESPN, 

Curry defects  
and signs an 

apparel deal with 
 Under Armour. 

OCTOBER 2012
Curry agrees to a four- 
year, $44 million  
contract extension with 
the Warriors. It was  
a bargain: Curry is still 
not among the top-50 
highest-paid NBA players. 

JUNE 2014
A Drake shout-out in  

“0 to 100 / The Catch Up”

DECEMBER 2014  
Curry’s wife, Ayesha, 

remixes the Drake 
track. She later releases 

a cookbook and stars  
in a Food Network show.

“I’m the real 
Chef Curry with 

the pot, boy / 
Stove is getting 

hot, boy /  
Olive oil by the  

box, boy /  
Avocados for 

the guac, boy”

Curry earns his first  
NBA most valuable player title  

in May 2015. 

MAY 2015 
The world  
meets Curry’s 
toddler daughter, 
Riley, when  
he brings her to 
a postgame press 
conference.

JUNE 2015 
Curry and 
the Warriors 
beat LeBron 
James and 
the Cavaliers, 
their first NBA 
championship  
in four decades. 

AUGUST 2015 
Curry goes to 
Martha’s Vineyard 
and golfs with 
Barack Obama. 
They have since 
played again and 
filmed a PSA 
together in the 
White House. 

SEPTEMBER 2015
Under Armour takes Curry on  

a tour of Asia. He does The 
Whip and Nae Nae in Manila. 

24-0
DECEMBER 2015

The Warriors become a historic phenomenon—and 
position themselves to rewrite the NBA  

record books—by opening the season with 24 
straight wins.

MARCH 
2016

Morgan 
Stanley issues 
a cautionary 
report about 

Under Armour’s 
stock valuation, 

adding, “Its 
Stephen Curry 
signature-shoe 

business is 
already bigger 
than those of 

LeBron, Kobe, 
and every other 

player except 
Michael Jordan. 

If Curry is the 
next Jordan, our 

call will likely 
be wrong.”

73
APRIL 2016
The Warriors surpass 
the 1996 Chicago 
Bulls, led by Michael 
Jordan, by winning 
an NBA-record 73 
games in one season. 

MAY 2016 
“Curry with the shot, 
just tell ’em to call me 
Stephanie.” Nicki Minaj 
name-drops Curry in a 
guest appearance on  
an Ariana Grande song. 

JULY 2016 
The Warriors create  

a superteam by signing  
Kevin Durant. 

2019
The scheduled opening date of the Warriors’ 

new arena in San Francisco. 

MAY 2016 

Curry 
becomes 

the NBA’s 
first 

unanimous 
MVP ever. 

MAY 2016 
Curry releases his 
“StephMoji” keyboard app, 
surpassing Kim Kardashian 
on his way to No. 1 in  
the Apple paid-app store. 

l arry  
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Lebowitz is a writer and  
social commentator. 

FRAN 
LEBOWITZ

“When you speak  
to people of my genera-
tion, you’ll find that our 
parents didn’t talk to  
us about things; they 
just told us what to do. 
From morning until 
night, you were issued 
instructions. Seventy-
five percent of those 
instructions had to do 
with manners—don’t 
reach in front of another 
person, elbows off  
the table. As a result,  
you had a certain way  
of seeing the world.  
I went to the Nobel Prize 
ceremony with Toni 
Morrison the year she 
won. I got up at one point 
during the dinner to talk 
with the wife of an editor 
at Knopf. But when I  
got to her, she practically 
shoved me to the ground 
and said, ‘Don’t you 
know you can’t stand up 
when the king is sitting 
down?’ Well, no, I didn’t 
know that. How would  
I know that? Of all  
the things my mother 
told me, that is one thing  
she missed. But other 
than that I pretty much  
know everything!”

40 wsj. maga zine

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

PATRICK 
SEGUIN

“I’ve been running my 
gallery for 27 years. 
Prior to that, I had  
a nightclub and a 
restaurant in the south 
of France and Paris. 
These are jobs in which 
you must interact with 
a diverse clientele, and 
naturally you must be 
polite to the different 
people you meet. It 
comes down to respect, 
whether you’re dealing 
with a concierge or a col-
lector. The art world is 
quite sophisticated and 
subtle—unless it’s about 
business and competi-
tion, in which case it’s 
not so subtle! But there 
are rules. One speaks 
quietly in a gallery, for 
example. Often, I take 
the train for business, 
and sometimes you see 
people talking on their 
phones like it’s their 
office. That’s so rude. 
Generally I won’t say 
anything if someone is 
being rude, though 
I can get angry if it’s 
something particularly 
aggressive. But I’m not 
spending my days cor-
recting others.”

Seguin is an art and furniture 
dealer and the founder  
of Galerie Patrick Seguin.

“When I was a child, my 
parents used to take me 
out to a restaurant once 
a week, even though they 
didn’t necessarily have 
the means. Restaurants 
are a wonderful space 
for a child to learn the 
value of good behavior 
because, in dining, the 
rules of etiquette are 
built on respect. But the 
trouble with rules is that 
once you establish them 
you may find yourself 
bending to the break-
ing point. If someone is 
speaking loudly on their 
cellphone and there are 
other guests trying to 
have quiet conversation, 
you might approach the 
guest and ask them to 
take the call outside. But 
you have to be casual, 
because if you enact a 
policy that forbids cell-
phone use in this day and 
age, your restaurant will 
be empty. It’s also bad 
form to make a reserva-
tion for six and arrive 
alone without calling 
in advance. In those 
situations, you don’t say 
anything to the guest; 
you just remember!”

CHARLES 
MASSON

Masson is a restaurateur. His 
latest project, Majorelle, opens 
in December at the Lowell  
Hotel in New York City.

“My husband and I have 
four sons and two grown 
grandchildren. Good 
manners were as impor-
tant to their education 
as their schooling. 
When our grandchildren 
came to our house, their 
parents would say, ‘Mind 
your Mimi’s manners!’ 
It’s all about treating 
people with courtesy 
and kindness. For 
instance, it’s impolite  
to call someone after 10 
in the evening unless  
it’s an emergency. And  
I think it’s always best to 
converse with someone 
in person, eyeball to 
eyeball, when pos-
sible—the inflection of 
someone’s voice is miss-
ing in an email, and a 
text message can be very 
misleading. If ever I’m 
asked an ill-mannered 
question, I just say,  
‘I’ll forgive you for ask-
ing me that question if 
you’ll forgive me for not 
answering it.’ Oh, and 
the absolute worst thing 
is spitting! To have good 
manners means simply 
to be considerate of 
others—it’s what allows 
us to all get along.”

LYNN 
WYATT

Wyatt is a philanthropist  
and socialite.

soapbox

THE COLUMNISTS

Dern is an actress. She appears 
in the film The Founder, out  
in January, and Big Little 
Lies, a miniseries that begins 
airing on HBO in February.

LAURA
DERN

“It’s always thrilling 
when I meet people, 
particularly men, whose 
manners are beautiful. 
My earliest education in 
manners came from my 
Southern grandmother 
and Southern mother. 
I was raised to believe 
that a man opened 
the door for a lady; he 
walked down the stairs 
in front of her so that 
should she trip and fall 
he could catch her. A 
properly raised gentle-
man considered how he 
could support a woman, 
not because she’s more 
delicate, but because  
it was the right thing to 
do. So the presidential 
election has been a true 
education about man-
ners for me and for my 
daughter as well. The 
most offensive quality is 
the quality of a bully.  
My grandmother taught  
me that even when 
you’re angry, you 
must treat others with 
respect. You must learn 
how to rise above.”

“I’ve conducted lots 
of negotiations in the 
music business at  
different levels during 
different periods—at 
times when I had one 
foot in the grave and one 
on a banana skin—where 
it was important how 
the negotiation came 
through. In all those 
cases, I always believed 
in exhibiting good man-
ners. Musicians have a 
special license, as they 
should. Yes, they can be 
a total pain in the ass, 
but I don’t necessarily 
put that down to bad 
manners. They’re art-
ists! It all comes down 
to ideas instilled in me 
from a very young age. 
We’re talking a long 
time ago, like 70 years. 
It was another world. 
It’s changed over the 
last century. So many 
of those manners have 
been dropped. A letter 
used to always contain 
some flourishing ele-
ment at the end, but now 
it’s just a name. It’s a 
matter of the speed with 
which people live their 
lives today.” 

CHRIS 
BLACKWELL

Blackwell is founder and CEO  
of Island Outpost and  
Blackwell Rum and the founder 
of Island Records.
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From a top-notch turntable to elegant baubles to the perfect present for your pooch,  
the season’s best offerings include something for everyone on your list. 

THE GIFT OF GIVING

december 2016 / january 2017gift guidekeepsakes

HAPPY HOUR  
Handcrafted in Copenhagen, this 
reissued barware, designed in 1938 
by Sigvard Bernadotte, includes a 
sterling-silver tray, ice bucket, beaker 
and cocktail shaker. Georg Jensen 
Bernadotte Bar Set. 
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OUT OF THIS WORLD 
Inspired by the eight planets in the solar system, these bejeweled sterling-silver boxes, designed by Bottega Veneta 

creative director Tomas Maier, have an otherworldly quality. Bottega Veneta Planet Boxes. 

gif t guide KeePsaKes



ARM CANDY 
For his latest eye-catching creation with Hermès, designer Pierre Hardy turned to the sundial for inspiration. The resulting Attelage  

Céleste bracelet, made of yellow gold, pink opal, diamonds and Umba sapphires, has a timeless appeal. Hermès Haute Bijouterie IV Collection. 

gif t guideKeePsaKes
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COMFORT ZONE 
Pull on a cozy cashmere sweater and a pair of soft slippers, then sit back and relax in a plush, carved-oak chair. Calvin Klein Collection cashmere 

sweater and cardigan, The Row slippers (left), Pierre Hardy clogs and lounge chair by Steven Volpe for McGuire Furniture.

gif t guide KeePsaKes
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SITTING PRETTY 
Man’s best friend travels in style wearing a crocodile collar, accompanied by Goyardine canvas trunks and a classic 

silver-lined bowl. All from the Goyard Chic du Chien Collection.

gif t guide KeePsaKes
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EASY LISTENING 
A Detroit-made turntable nods to Motown’s rich musical and manufacturing history, while limited-edition headphones sheathed  

in Italian leather are the height of high-fidelity style. Shinola Runwell turntable and Pryma for Canali headphones.

gif t guide KeePsaKes

LINK LADY
#linkyourlives 

Iris Apfel? Iconoclastic, sparkling, trend-setting.
Link Lady? Unique, intergenerational, without boundaries.

A perfect match to link your lives.
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TIME CAPSULE 
Designer Marc Newson has fine-tuned a reinterpretation of Jaeger-LeCoultre’s iconic Atmos clock, which draws its energy from variations  

in temperature. The mechanism is housed in a crystal cabinet that will stand the test of time. Jaeger-LeCoultre Atmos 568 by Marc Newson.  

gif t guide KeePsaKes
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GRAY AREA 
A sleek shade of slate graces a carafe and tumblers by Venetian designer Giberto Arrivabene and a cubic candle with  

a Moroccan-style tadelakt-effect surface. Dior Maison Vénitienne glassware and Armani/Casa lye candle. 

gif t guide KeePsaKes

BakerFurniture.com
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TREASURE CHEST 
The interior compartments of a suede case are the perfect cache for a string of multicolor cultured South Sea pearls and a pair  

of white-enamel-and-diamond earrings. Ralph Lauren jewelry box, David Webb earrings and Mikimoto pearls. 

gif t guide KeePsaKes
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CHILD’S PLAY 
A bit of sparkle, whether on a petite purse or rugged high-tops, makes the season bright. Ferragamo Mini Collection handbag, 

Golden Goose Deluxe Brand children’s sneakers and Rug Company rug. For details see Sources, page 158.

gif t guide KeePsaKes



BIBHU MOHAPATRA
Visit The Fur Salon at Saks Fifth Avenue.  

For locations, call 888.833.5975 or visit saks.com/fursalon. Fur origin: Sable, Russia.
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L
ONG BEFORE BRITISH ACTOR and rapper Riz 
Ahmed made a career of role-playing, he 
was already navigating competing identi-
ties. “There was a bit of a jump between home 

and school, both culturally and classwise—I often 
found myself pinballing between different versions of 
myself,” says Ahmed, 34, about his teenage years. “I 
guess, in a way, I was sort of acting from a young age.” 
In those days, Ahmed moved between the working-
class London neighborhood of Wembley, where he 
was raised, to the more privileged setting of Merchant 
Taylors’, a prestigious secondary school in Northwood. 
To watch Ahmed on-screen now—most recently in the 
critically acclaimed HBO crime miniseries The Night 
Of and this month’s highly anticipated Star Wars film, 
Rogue One—or to listen to his deeply honest rap songs 
is to bear witness to a tremendous range.

As the youngest child of Pakistani immigrants 
(his father freelanced in the shipping industry, and 
his mother was a homemaker), Ahmed used playact-
ing early on to grab his two older siblings’ attention. 
“I was a kind of hyperactive, naughty loudmouth. 
I was always doing impersonations or running 
around the house acting out pretend films,” he 
says. In 1993, when he was 11, he received a govern-
ment scholarship to attend Merchant Taylors’ but 
soon discovered that despite being a social leader 
among his peer group he still felt like an outsider. 
Occasionally, he would skip school to hang out with 
friends whose backgrounds more closely reflected 
his own. Together, they immersed themselves in 
the blossoming Asian street culture of ’90s London, 
a new generation of creatives ushering in hybrid 
forms of cinema, music and fashion. “We used to 
have club nights in the middle of the day because the 
South Asian girls weren’t allowed out at night,” he 
says. “So on the last day of term, all the Asian kids in 
London would go to these daytime raves.”

It was an empowering time for Ahmed and 
his friends, as they witnessed the mainstream 
growth of figures like British-Indian musician 
Bally Sagoo along with the BBC South Asian sketch 
show Goodness Gracious Me. In the aftermath of 9/11, 
all that changed. “A lot of South Asians retreated 
from arts and culture partly as a result of a spike 
in religiosity and the increased scrutiny the com-
munity faced,” Ahmed says. “It meant that it took a 
certain self-confidence, particularly if you were from 
a second-generation immigrant family, to roll the 
dice and decide to become an artist.” 

In 2001, Ahmed enrolled at Oxford University, 
where he studied philosophy and politics. During 

BY THOMAS GEBREMEDHIN   PHOTOGRAPHY BY GEORDIE WOOD

From a lead role in HBO’s breakout summer drama The Night Of  
to a turn in this month’s Rogue One: A Star Wars Story—and  

the release of a rousing new rap album—Riz Ahmed is on the rise.

MAN OF THE MOMENT
creative brief
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what’s news

Ahmed and Heems rap about racial profiling and 
the police, recalling the socially aware, impas-
sioned lyrics of artists like Nas and Tupac, whom 
Ahmed cites as influences. But he rejects labeling 
Cashmere a political album. “For me, it’s a celebra-
tion of mongrelhood, of the 99.9 percent of people in 
the world who feel like they’re somehow in between 
the binary identities the world imposes upon them,” 
he says. “I just want to fly the flag for everyone who 
feels like they don’t necessarily fit in.”

And with three major films in the pipeline, 
Ahmed has hit his stride. He plays Bodhi Rook, a 
former Imperial pilot assisting the rebels, in this 
month’s Rogue One, the first stand-alone movie 
from the Star Wars franchise (“One of my earli-
est memories of film was watching Star Wars with 
my brother,” Ahmed says). He also holds the lead 
role in the upcoming detective thriller City of Tiny 
Lights and appears in the edgy drama Una, star-
ring Rooney Mara and Ben Mendelsohn. Despite the 
growing recognition of his work, Ahmed remains 
driven by the desire to transcend cultural and soci-
etal limitations. “A lot of British films and TV resort 
to period drama,” Ahmed says. “But I believe our 
best stories aren’t behind us. They’re happening 
right now. They’re ahead of us.” •

his free time, he hosted raves and continued to make 
a name for himself as Riz MC, engaging in rap bat-
tles and freestyling on pirate radio stations. Despite 
his extracurricular success, he again found himself 
plagued by the sense of not belonging at school. “The 
first person I met there told me I reminded them of 
Ali G—and they meant it as a compliment,” he says. 
Ahmed briefly considered dropping out before deter-
mining that perhaps he could make the most of his 
time there on his own terms. He co-created a club 
night called Hit & Run, which became an instant suc-
cess among the student population—so much so that 
he was able to pay the rest of his way through school. 

At Oxford, Ahmed also began to focus on act-
ing, appearing in a number of theater productions. 
In 2004, the renowned theater producer Thelma 
Holt witnessed Ahmed’s turn as Cassius in Julius 
Caesar and offered to help him raise money for 
drama school. He studied acting at the Royal Central 
School of Speech and Drama before landing his first 
major role in 2006’s highly praised film The Road 
to Guantánamo. “I started acting when they needed 
people that looked like me, but I wasn’t interested 
in some of those projects,” says Ahmed. “Then this 
project comes along, this needle in a haystack.” He 
followed that performance with a slew of other mem-
orable roles, including that of an anxious cameraman 
in the Academy Award–nominated film Nightcrawler, 
opposite Jake Gyllenhaal and Rene Russo, and a 
Pakistani academic in The Reluctant Fundamentalist, 
alongside Kate Hudson.

This year has proved Ahmed’s busiest yet, 
with parts in the latest installment of the Jason 
Bourne series and in the HBO phenomenon The 
Night Of, in which he played the son of 
a Jackson Heights taxi driver, caught 
at the center of a murder investigation. 
It is a character he brings to life with 
nuance, highlighting the flaws in the 

criminal justice system and the 
devastating toll it can take on 
the convicted, both innocent and 
guilty. “We shot for nearly a year, 
and Riz never tired of that long 
process,” says Night Of director 
Steven Zaillian. “There are a lot 
of scenes without dialogue—Riz 
was comfortable with that, able 
to express himself just by being 
in the situation and making it 
real. Not everyone can do that.” 

Ahmed received the script 
from his agent while boarding 
a plane after the Venice Film 
Festival. “He said, ‘You have an 
audition as soon as you land,’ ” 
Ahmed says. “I wasn’t that ner-
vous, because I knew so little 
about it. I wasn’t even that famil-
iar with HBO’s serials.” That 
experience taught him a crucial 
lesson—to allow his instincts 
to lead instead of approach-
ing a role strictly analytically  
or academically.

It’s a lesson he has also incorporated into his 
music, which is evident on Cashmere, his debut 
album with Swet Shop Boys—a rap duo that also 
features Himanshu Suri (aka Heems), the Queens-
based rapper formerly of Das Racist, whom Ahmed 
met while researching his role in The Night Of. 
With their producer, Redinho, they recorded the 
album in five days earlier this year at Ahmed’s 

London flat, embrac-
ing an improvisational 
approach reminiscent 
of freestyling. On tracks 
like “T5” and “Shottin,” 

BALANCING ACT 
From left: Ahmed in the HBO 
drama The Night Of; the cover 
of his new album, Cashmere; 
the poster for the upcoming 
film Rogue One.

“i just want to fly the flag for 
everyone who feels like they don’t 

necessarily fit in.”
–riz ahmed

62 wsj. maga zine

FORWARD THINKING 
This year, Riz Ahmed 
has three major films 
in the works, including 
Rogue One, City of Tiny 
Lights and Una.    
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“With the serum, as with  
our wine, we believe you have 
to be able to control the quality 
from start to finish,” says April 
Gargiulo (above), who founded 
Vintner’s Daughter and whose 
family owns a Napa Valley win-
ery. Her skin serum has surged 
in popularity thanks to its blend 
of top-quality natural botani-
cals and its inflammation-
reducing, glow-inducing results. 
It has sold out twice since April, 
prompting devotees to stockpile 
the one-ounce bottles. Makeup 
artists like Jamie Greenberg  
and Andréa Tiller use it  
on their celebrity clients, includ-
ing Amy Schumer and Tracee 
Ellis Ross—“It creates a perfect 
matte glow,” says Gargiulo. And 
this winter, it’s found its way 
into facials: Skin-care special-
ists Joanna Czech and Dangene 
incorporate the serum into 
treatments, and London’s Pfeffer 
Sal skin clinic mixes it with hya-
luronic acid and vitamin C for 
microneedling. $185; vintners 
daughter.com —Fiorella Valdesolo

the cult of 

VINTNER’S 
DAUGHTER

SOLE PROPERTY
Fresh off the September opening of  

its first U.S. store, in New York, 
Australian shoemaker R.M. Williams is 

offering a new bespoke service that allows 
customers to order a pair of the brand’s 
classic boots made from their choice of 

kangaroo, crocodile or 10 other types of 
skin. 212-219-3619. —Isaiah Freeman-Schub

study in design

BRIGHT IDEAS
French designer Mathieu Lehanneur, 42, often blends science, technology 

and style to create works of great imagination, such as his plant-powered 

terrariumlike air filter, the “pale-pink egg” light fixtures he recently 

installed at the Louvre’s Café Mollien and the rippling black Liquid 

Marble table he showed in September at London’s Victoria and Albert 

Museum. At his solo Carpenters Workshop Gallery exhibit in London this 

fall, he debuted Spring Lamp, whose handblown-glass tubes arc dramati-

cally from their cylindrical marble base. “The impressionist painters tried 

to catch elements that are not supposed to be caught: light, air, wind,” 

explains Lehanneur. “My work is stopped movement that is transformed 

into an object.” More of his recent designs go on view with Carpenters 

Workshop at Art Basel Miami Beach in early December. —Ted Loos

Scribner’s Catskill Lodge  
Built in 1966 in upstate 

New York, this updated inn 
now features vintage-chic 

interiors, a lineup of nature 
hikes and cider tastings, 

chef Joseph Buenconsejo’s 
Alpine-inspired dishes  

and panoramic views of the 
Catskill Mountains.  
scribnerslodge.com

The Suttle Lodge  
Located in central Oregon’s 
Deschutes National Forest, 
this 11-room getaway also 
boasts timber-clad cabins, 

as well as snowshoeing and 
ski biking. Portland chef 
Joshua McFadden’s boat-

house menu leans on hearty 
vegetable chowders.  
thesuttlelodge.com

Timber Cove  
Set above the Sonoma, 

California, coastline, this 
lodge has outfitted its 46 
rooms in calming natural 
wood. Mushroom picking 
and rainy treasure hunts 

lead to fireplace chats,  
followed by dinner at Phillip 

Kaufman’s Coast Kitchen. 
timbercoveresort.com

A trio of renovated, 
one-of-a-kind retreats 

offers interiors, cuisine and 
activities distinct to each 

milieu. —Kate Donnelly

INTO THE  
WOODS

AHEAD OF  
THE CURVE 

Designer Mathieu 
Lehanneur’s Spring 

Lamp, made of 
marble and hand-

crafted glass tubes.

C
HILEAN DIRECTOR PABLO LARRAÍN has two ambi-
tious films out this month, both of which have 
strong Oscar buzz: Jackie, in which Natalie 
Portman plays First Lady Jacqueline Kennedy, and 

Neruda, which concerns Chilean poet-turned-politician Pablo Neruda. Both are complex looks at 
20th-century icons. Just do Larraín a favor and don’t call them biopics.

“There are a lot of biopics where they work hard on the way that people looked and behaved and 
talked,” explains the 40-year-old director. “But they work so hard on it that there’s not necessarily 
a movie there. With the biopic genre, it feels like somebody’s trying to tell you who that person was 
by exposing the most important moments of their life on film, and that’s almost impossible to do.”

With both Jackie and Neruda, Larraín eschews the conventional cradle-to-grave narrative 
structure in favor of an artful approach that blurs the line between fact and fiction. The films focus 
on short spans in the protagonists’ lives: In the case of Jackie, it’s the week after John F. Kennedy’s 
assassination, as the young widow maneuvers to define her husband’s legacy; with Neruda, it’s a 
two-year period during which the poet, threatened with arrest for his Communist politics, goes on 
the lam, pursued by a policeman played by Gael García Bernal.

Neruda in many ways finds Larraín in his comfort zone. Like his previous movies—including the 
Oscar-nominated No (2012), which was the culmination of a trilogy set during the rule of Chilean 
dictator Augusto Pinochet—it delves into the politics and culture of his home country. On the other 
hand, there’s Jackie, which, aside from centering on a near-mythic American political figure, is 
Larraín’s first English-language film. “The language of course is different,” he says, “but what was 
really challenging for me was to make a movie about a woman for the first time.” 

Fortunately, Larraín had Portman, his only choice to play Kennedy. “Jackie was the most 
unknown of the known people of the 20th century,” he says. “Natalie has that mystery too. And 
that creates a very beautiful, unknown intimacy.” —Mark Yarm

screen time

DOUBLE VISION
MAKING HISTORY 
Left: Actress Natalie 
Portman as First Lady 
Jacqueline Kennedy in 
director Pablo Larraín’s 
upcoming film Jackie. 
Below: Larraín, during 
the filming of Neruda, 
also out in December. 
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what’s news

Leave the heels at home and dip a toe into 
the newest evening trend: embellished slides 

that are effortlessly elegant.

accessories report 

STEP FORWARD

In 2012, a challenge from a 6-year-old cousin to make computers and coding as easy 

and fun as Legos got Alex Klein, a former tech journalist based in the U.K., think-

ing. He and two partners started Kano, which produces kid-friendly, make-it-yourself 

computers. Now the company is set to release three new products, starting with the 

Lite-Brite–style Pixel Kit this month. After assembling the device, users can connect it 

to any web browser and learn to program classic arcade games, shifting color patterns or 

real-world data displays. “It’s the least obvious conceptually,” says Klein, “but it’s the 

staff favorite.” Camera and speaker kits will follow in 2017. kano.me. —Christopher Ross 

CRACK THE CODE

k ano’s 
new pixel 

kit (right) 
pairs with 

its DiY 
computer 

(above).

From top: Roger Vivier, Dorateymur, Giuseppe Zanotti, 
Bottega Veneta, Sanayi 313 and Oscar de la Renta. For details 

see Sources, page 158.
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what’s news

After the launch of his hospitality brand earlier this fall, 

Karl Lagerfeld—the creative director of Fendi and Chanel—

is now revealing the plans for his first U.S.-based interior 

design project: the Estates at Acqualina, a residential 

development in Miami’s Sunny Isles Beach, which will 

feature two Lagerfeld-designed lobbies. “I made enough 

houses for myself that it is now time for me to do places 

for other people,” says Lagerfeld, 83, who has renovated 

and designed about 20 homes over the past half century. The Miami lobbies’ standout features include 

hammered metal floors, water fountains, ocean-blue mosaic rugs inspired by the project’s beachfront 

setting and Lagerfeld’s photographs of ancient Roman fountains etched onto the skylights and 10-foot-

tall panels of glass. “He pulled everything together in a very contemporary way but with a tremendous 

amount of history in it,” says Estates at Acqualina owner and developer Jules Trump, who partnered 

with New York–based creative agency Leitzes & Co. on the project. The 5.6-acre development is slated 

to be completed by 2020. —Lenora Jane Estes

SERVICE 
handles hassles like 

lost luggage and 
cable outages  

by contacting pro-
viders on custom-

ers’ behalf. The 
new Protect feature 

keeps track of  
purchases, allow-
ing users to easily 

file a claim.  
getservice.com

HELLO ALFRED 
assigns its clients 
personal butlers 
who coordinate 

cleaning, grocery 
shopping and other 
tasks. The company 
is now partnering 
with residential 

buildings to make 
its services a 

standard amenity. 
helloalfred.com

SHOPANDBOX 
makes it possible 

for consumers  
to buy products 

from abroad that 
are unavailable 

online. Users  
connect with “box-

ers” around the 
world who shop 

for and ship their 
desired items. 

shopandbox.com 

JOURNY 
provides person - 

alized travel  
itineraries for over  

50 cities, cor-
relating clients’ 

interests and 
requests with 

recommendations 
from its global 

network of taste-
makers. 

gojourny.com 

SIMPLY 
SMART

It’s hard to think of an object 
people spend more time with than 
 their phones, a fact that inspired 

Charlotte Stockdale and Katie 
Lyall of the London-based brand 

Chaos to create a line of tech 
accessories. “We felt that there 
was a gap in the market for a 

luxury brand making high-quality 
iPhone cases,” says Stockdale. The 
recently launched collection also 
includes zip lanyards, alphabet 
charms and luggage tags and 

belts. chaos.club. —Scott Christian

neX t in teCh 

ON THE CASE

interior alChemy

EYE FOR DESIGN

FLIGHT OF FANCY
Jet-set fans of Rimowa luggage can  
now purchase a plane to match. Co-CEO 
Dieter Morszeck has revived the famed 
Junkers F13 plane, which first flew in 
1919. The new version can be ordered for 
$2.5 million and features the same 
grooved metal as the suitcases—but with 
a leather-finished interior. rimowa-f13.com 

From travel and 
shopping to house  - 
hold management 
and customer ser - 
vice, apps and online 
resources that  
merge the efficiency 
of technology  
with individualized 
attention from  
actual people are 
making it easier  
to manage the details  
of everyday life. 

—Sara Morosi

KARL’S KINGDOM  Karl Lagerfeld (top) 
incorporated his own photographs of Roman 
fountains (above) into his design for  
the lobbies at Miami’s Estates at Acqualina. 

a Deerskin 
iphone 

Case, zip 
l anyarD 

anD 
Charms 

from 
Chaos.

FR ANKL IN LEONARD FOUNDER, THE BLACK LIST

H OTEL  N O.

H OTEL  PA RK  C I T Y
PA R K CI T Y, U TA H

E X AC TLY
L IK E
NOTHING 
ELSE
The stories we see on screen all begin with 
words on a page. Franklin Leonard founded 
The Black List with a mission to help filmmakers 
shine a light on screenplays worthy of a wider 
audience. Similarly, Autograph Collection 
finds exactly like nothing else hotels and 
shares their unique stories with guests all over 
the world. What better place to bring our 
passions together than the Hotel Park City in 
Utah, the home of independent film and the 
beating heart of creativity and inspiration for  
filmmakers everywhere.

AUTOGRAPHHOTELS.COM
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DUARDO COSTANTINI JR. developed a sophisticated taste in film from 
an early age. His mother, actress and director María Teresa Costantini, 
often brought him to her television and movie sets and introduced him to 
the work of famed auteurs. “I would watch Fellini, Godard and Rossellini 

with her,” says the Buenos Aires–born, New York–based entrepreneur, 40. “Each 
great voice in cinema influences you. All that is kept somewhere  in your brain 
or your heart.” At the same time, his father spurred his interest in other forms 
of visual art. Eduardo Costantini Sr., a major Argentine real-estate developer 
and art collector, founded MALBA, the Museum of Latin American Art of Buenos 
Aires, in 2001. After studying film and business, Costantini Jr. went to work at 
the museum, initiating its film program and, soon after, becoming MALBA’s 
executive director. During his tenure, he mounted Latin America’s first exhibi-
tion on the work of seminal Belgian director Chantal Akerman. After leaving 
the museum in 2006, Costantini entered the film world through a new channel, 
partnering with the Weinstein Company and eventually financing 14 movies, 
including Stephen Frears’s 2006 drama, The Queen, which won Helen Mirren an 
Academy Award for best actress.

In 2007, amid an influx of new video-on-demand platforms like Netflix, 
Costantini began to realize that there was no such venue for the edgy art films 
he grew up watching. So he co-founded The Auteurs, which he describes as “the 
anti-Netflix.” The subscription-based platform, renamed MUBI in 2010 and now 
available in over 200 countries, provides a rotating selection of international 
films produced from the 1880s to the present—many of which aren’t available 
for streaming through comparable services like Hulu. In October, for example, 
MUBI showcased Werner Herzog’s cult classic Fitzcarraldo, a series of films 
by Spanish surrealist director Luis Buñuel and seasonally appropriate horror 
flicks. Looking forward, Costantini is exploring a launch in Asia, conducting 
negotiations with companies such as the China-based Huanxi Media Group. The 
expansion would allow MUBI to tap into the largest online pop-
ulation in the world.

With his newest endeavor, Kabinett Inc., Costantini has 
envisioned an even more comprehensive cultural project. 
The company grew out of his Buenos Aires concept shop of 
the same name, founded in 2013 as a hub for local artists and 
designers. Just as MUBI serves as a filter for high-caliber film, 
Kabinett rejects Instagram’s “ocean of information” model, 
says Costantini. Instead, app users post images from categories 
including art, film, music, and fashion and write about them. 
Kabinett-appointed tastemakers curate a selection of their favorite posts on a sepa-
rate channel. For the music section, Costantini has already tapped Jonathan Galkin, 
the co-founder of DFA Records. Costantini views Kabinett, which plans to launch its 
site and app this month, as the synthesis of “everything I’ve learned in my 20 years 
of experience in filmmaking, technology and the arts.” 

Eventually, he wants to produce original content through Kabinett and MUBI so 
they can grow like Amazon and Netflix before them. And he continues to build on 
his other interests as well. Costa Partners, the real-estate firm Costantini founded 
in 2006, is designing an ambitious project with Uruguayan architect Carlos Ott: the 
master plan for Colonia City, a development in Uruguay that will include commercial 
and residential buildings as well as cultural, educational and hospitality facilities.  

GOOD COMPANY 
From top: Costantini at 
his home in New York; with 
David Lynch at the David 
Lynch Foundation’s gala 
in 2013; meeting the Dalai 
Lama at MALBA in 2006. 

BY ALINA COHEN
PORTRAIT BY EMILY JOHNSTON

With a successful track record in film and art, 
Eduardo Costantini Jr. is ready to make  
more waves with the launch of his latest app.

OUTSIDE THE BOX
The InspIraTIon

“each greaT voIce In cInema 
Influences you. all ThaT  
Is kepT somewhere In your 
braIn or your hearT.”

–eduardo cosTanTInI Jr.
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FOOD CHAIN Above: The exterior of  
the restaurant Rolf and Daughters.  
Left: Wilder’s wide selection of goods. 

STEPPING OUT   
Above: Breakfast from Barista 
Parlor. Right: Abednego’s offerings; 
footwear from Peter Nappi.

ON THE BLOCK  Above: The spa 
Poppy & Monroe. Right: An array 
of dishes from Butchertown Hall.  
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what’s news

BY SARA LIEBERMAN

neighborhood watch

GERMANTOWN
Nashville’s original suburb has 
become an urban destination 

thanks to acclaimed restaurants, 
chic shops and a new hotel. 

T
HERE’S A LOT OF NOISE being made in 
Nashville, and it’s not all coming from the 
Ryman Auditorium, the storied perfor-
mance venue in downtown Music City that 

celebrates its 125th anniversary in 2017. The cool com-
motion is coming from the district just north known 
as Germantown—named for the influx of European 
immigrants in the mid-19th century. Considering 
its history as Nashville’s first suburb, the 18-square-
block neighborhood feels refreshingly current. 

Many of the city’s hottest addresses are sprinkled 
amid the area’s tree-lined streets, including the arti-
sanal beer–focused gastropub Butchertown Hall and 
the Italian-leaning restaurant Rolf and Daughters, 
which opened in 2012 in an old textile mill. Ever 
since, the exposed-brick dining room has been abuzz 
with gourmands clamoring for a taste of chef Philip 
Krajeck’s shareable plates. At 5th & Taylor, chef 
Daniel Lindley, who worked under Tom Colicchio at 
NYC’s Gramercy Tavern, sources ingredients from a 
Manchester, Tennessee, farm to create refined com-
fort food such as beer-can chicken with Swiss chard. 

When the eatery Henrietta Red opens in January, 
it’s bound to garner attention due to the return of 
Nashville native Julia Sullivan, who spent eight years 
cooking in notable New York kitchens, such as Blue 
Hill at Stone Barns, Per Se and Franny’s. Here the 
chef will fire up oysters, seasonal veggies and fish in 
a wood-burning oven.

Stop in for a pick-me-up at Steadfast Coffee, 
where filter brews are served in glass mugs, or 
at Barista Parlor, which offers whiskey-infused 
espresso drinks and apple-praline doughnuts.

Musicians like the Kings of Leon and Sheryl Crow 
go to Peter Nappi, a multigenerational shoe atelier 
located inside a 4,200-square-foot former meat-
packing plant, for a pair of the locally designed, 
Italian-made boots that sell for upward of $650. 

On 4th Avenue North, a strip of shops including 
Wilder, Abednego and Rich Hippies features home 
décor, clothes and kids items ranging from porcelain 
mugs and floppy felt hats to fringe shorts and hand-
kerchief bibs. Nearby, pop into Poppy & Monroe, 
a beauty bar with hardwood floors and mod chan-
deliers that uses all-natural products.

For true Southern hospitality, check into one of 
the six rooms at the Germantown Inn, the neighbor-
hood’s first hotel, which opens this month.  
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MEAL PLAN 
The dining room at chef 

Daniel Lindley’s 5th & 
Taylor. Right: A beverage 

from Steadfast Coffee.  
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what’s news

FINEST HOUR  
Top, from left: Chopard 
L.U.C XPS 1860 watch 
and Peuterey turtleneck; 
Slim d’Hermès watch 
and Berluti turtleneck.  
Middle, from left: 
Piaget Polo S watch and 
Michael Kors turtleneck; 
Patek Philippe Calatrava 
watch and Prada 
turtleneck and pants.

SWEATER WEATHER 
Left: Breguet Classique 
7147 watch and Dolce 
& Gabbana turtleneck. 
Right: Panerai Luminor 
Due 3 Days watch, 
Brunello Cucinelli 
turtleneck and Berluti 
pants. Model, Keisuke 
Asano at Re:Quest Model 
Management; grooming, 
Aya Komatsu. For details 
see Sources, page 158. 

PHOTOGRAPHY BY VAN SARKI
FASHION EDITOR 
ISAIAH FREEMAN-SCHUB 

trend report

TIME 
CHANGE
Sleek watches paired with 
turtleneck sweaters are 
an elegant foundation for 
modern evening dressing.
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The designer, who celebrated the 30th 
anniversary of his business last year, recently 

released a memoir, American Dreamer:  
My Life in Fashion and Business. Below,  

he reveals what’s on his phone.

Number of unread emails
Twenty-six. I try to keep it as low 
as possible.

Number of contacts in phone
Too many to count!

First app checked in the morning 
Weather app.

Last app checked at night
Women’s Wear Daily.

Alarm settings
6:30 a.m.—but no alarm on week-
ends or vacation.

Most-used app
Instagram. It’s a great platform to 
get inspired.

Siri user? 
No.

Game you really wish you  
could delete  
Angry Birds, but I don’t pay atten-
tion to scores.

Favorite food-related app 
Zagat. It’s my go-to app when I’m in 
search of a great restaurant.

Craziest place you ever left your 
phone
On a ski lift in Aspen!

Most-essential app while  
traveling
ICRSS PRO. It allows me to monitor 
my home while I’m away. 

Most-listened-to track on Spotify
“Ziggy Stardust” by David  
Bowie. I use Spotify to create play-
lists for my workouts and save  
my favorite music.

Favorite ringtone 
I’m a fan of the classic ringtone.

Person you FaceTime most often 
My daughter Kathleen.

Favorite shopping app
Mr. Porter. They deliver excellent 
service.

Outgoing voicemail
Automated.

Sources in your News app 
The Wall Street Journal, the New 
York Times, the New York Post and 
the Business of Fashion.

Most-niche app you depend on
MarineTraffic app. It provides 
photos and descriptions of 
different ships around the world—
it’s fascinating to be able to track 
their journey. I’ve always loved the 
nautical world. It was one of my 
earliest inspirations in designing.
 
Cities listed in your weather and 
world clock apps
New York; Greenwich, Connecticut; 
Miami; London; Aspen, Colorado; 
Mustique.

App I wish someone would invent
A time-management app.

the download

TOMMY 
HILFIGER

DATA PLAN  
Hilfiger, who showed 
his first collection in 
1985, will launch the 
second installment 
of his Tommy x 
Gigi collection—a 
collaboration with 
model and Tommy 
Hilfiger global brand 
ambassador Gigi 
Hadid—this spring.

i have a nav y 
case but 

no logos or 
stickers.

l ast destination 
mapped: an organic 

country market  
in upstate new york.

homescreen: 
an image 

of my son 
sebastian.

most recent 
photo: 

 the rolling 
stones at 
a private 

concert in 
massachuset ts.

INTRODUCING OUR COMPLETELY REMODELED ROOMS AND SUITES.  You are sure 
to appreciate celebrity chef restaurants and electric nightlife. And now, there’s something else
to love. Our beautifully remodeled rooms. They’re the perfect blend of comfort and vibrant style,
so you are certain to wake up feeling refreshed and ready for an amazing meeting. 
mandalaybay.com/conventions

#iwokeupthisway

BELLAGIO®   ARIA®   VDARA®   MGM GRAND®   THE SIGNATURE AT MGM GRAND®   MANDALAY BAY®   DELANO™ LAS VEGAS   THE MIRAGE®   MONTE CARLO™   NEW YORK-NEW YORK®   LUXOR®   EXCALIBUR®   

CIRCUS CIRCUS® LAS VEGAS   BEAU RIVAGE® BILOXI, MISSISSIPPI   GOLD STRIKE® TUNICA, MISSISSIPPI   MGM GRAND® DETROIT, MICHIGAN   MGM MACAU™, CHINA   MGM GRAND® SANYA, CHINA
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what’s news

Sommeliers possess a refined palate and a sharp nose, not to mention 
an encyclopedic knowledge of grapes, vineyards, vintages and regions. 
Here, three stars of the wine world—Marco Pelletier, Pascaline Lepeltier 
and Jeff Kellogg—share their exacting taste in bottles and restaurants  
as well as in other pleasures. —Lucas Wittmann

Leave it to a charming Canadian  
to bring a burst of energy to the Parisian 

wine scene. A native of Montreal, 
Pelletier, 42, earned a degree in civil 

engineering but quickly realized, after 
working the harvest in Champagne,  

that wine would be his life. He  
has directed the wine programs at two 

august Paris institutions: first at  
the restaurant Taillevent and then at the 
hotel Le Bristol, which also involved trips 

to St. Barts to stock Le Bristol’s sister 
property, Eden Rock. Most sommeliers 
might have stopped there, but Pelletier 

was thirsty for more. Since 2009, he has 
been collaborating with some friends  

on a winery, Domaine de Galouchey,  
in Bordeaux. And this summer he left Le 

Bristol to devote himself to Vantre, the 
bistro à vins he and chef Iacopo Chomel 

opened in Paris in October. The list there 
will eventually feature more than 1,500 

of Pelletier’s favorite wines. “Vantre is  
a dream I’ve had since I arrived in France 

18 years ago,” he says. “Now I’m in  
my own house with my own identity.” >

MARCO 
PELLETIER

Vantre, Paris

5. What’s the best book for learning about wine? 
Hugh Johnson and Jancis Robinson’s The World Atlas of Wine.

6. What’s your favorite wine region? 
Energy is the key word. Northern climates and high elevations. 
The Loire, northern Burgundy, the Jura, Savoie, Switzerland 
[the Ticino region is shown], the Mosel [in Germany] and so on.

1. What’s your favorite 
hotel? 
Eden Rock in St. Barts. It’s 
paradise on earth. 

2. Who’s your favorite 
musician? 
Nina Simone, because she 
was both a singer and a 
composer, like a sommelier 
who makes the wine, sells 
it and pours it, too.

3. What’s your essential 
grooming product? 
Les Eaux Primordiales, 
artisanal perfumes by 
Arnaud Poulain.

4. What place do you 
most enjoy visiting? 
San Francisco. It’s human 
size with megacity culture.

7. What restaurant’s wine list do you 
think is truly incredible?
Both La Tour d’Argent and Taillevent have 
deep back vintages from great produc-
ers, but Taillevent is more open to wine 
[shown] from underrated regions.

8. What’s your favorite restaurant, 
apart from your own? 
The Bistrot Paul Bert [in Paris], for its 
simplicity and comfort food.

9. What’s the ideal food-wine pairing? 
Cheeses like Beaufort, Cantal [shown] and 
Comté with a bone-dry northern wine.
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what’s news

Loire Valley native Pascaline Lepeltier, 
35, was studying for a master’s in phi-

losophy when she met her mentor, Patrick 
Rigourd, at his Angers wine shop and 

began training to become a sommelier. 
But it was participating in the harvest  
in the Loire that really sold her. “I saw 
how brilliant the winemakers were in 

their understanding of biodiversity and 
soil,” she says, “and how this relation-

ship with the earth produces something 
transcendent.” In 2009, Lepeltier was 

working for the Brussels restaurant 
Rouge Tomate when she was offered the 

chance to oversee the wine program at 
its new Manhattan branch, a role that 

quickly earned her accolades and a fol-
lowing. The Midtown location closed two 

years ago, but a new incarnation opened 
in Chelsea in September. With her list 

favoring low- or no-sulfur natural wines, 
Lepeltier, who is now one of only 32 

female master sommeliers in the world, 
has already re-established Rouge Tomate 

as an important destination for the  
oenophiles of New York and beyond. >

PASCALINE 
LEPELTIER

rouge tomate, new York citY

6. Who’s your favorite musician? 
Tori Amos.

7. What’s your favorite grape? 
Chenin, of course. It’s an extraordinary, versatile grape that can 
translate any terroir and ages so well.

1. What museum do you most like 
to visit? 
The Met [in New York]. It is endless. 

2. What’s the ideal food-wine 
pairing? 
Dry Anjou Chenin and pork rillettes. 

3. Who is your favorite artist? 
Bach. His chaconne is probably one of 
the most sublime. 

4. What was the first wine that 
really caught your attention? 
A 1937 [Château d’] Yquem. It made me 
decide to become a sommelier.

5. What’s your favorite indulgence? 
Surfing. I wish I could go more often.

8. What are your travel essentials? 
With a notebook, a camera and a credit card, 
you can go anywhere in the world.

9. What’s your favorite restaurant, 
apart from your own? 
El Celler de Can Roca [in Girona, Spain] is 
very special, not only because of the food 
[shown], but also because of the vision and 
spirit of the brothers Roca: their commit-
ment to preserving Catalonia’s natural 
patrimony, their involvement in the local 
economy, their voice at the UN as ambassa-
dors for sustainable development.

10. What’s your favorite wine region? 
The Loire, because it’s the most diverse, 
exciting area where you find every style of 
wine possible with an incredible quality for 
value. There’s a calm beauty in these wines, 
too, maybe because of the light of the river.
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what’s news

In 2013, when Jeff Kellogg became wine 
 director at New York’s Maialino  

restaurant, he took what many Italians 
have long known—that French cham-

pagne often goes perfectly with Italian 
dishes—and made an art of it, build- 

ing a list of bottles from France’s most 
interesting producers of fizz. It didn’t 

hurt that he also featured hundreds  
of Italian wines, from old-vintage Barolos 
to Sicilian whites to rare Friulanos. With 
his fascinating pairings and well-priced 

list, Kellogg, 35, quickly made a name for 
himself. An Ohio native, Kellogg learned 
the basics of hospitality from large fam-

ily dinners. “There were eight of us at the 
table,” he says. “It was my favorite part 

of the day.” His first sommelier job was at 
The Greenbrier resort in West Virginia. 

Then he moved to California, where he 
worked the harvest in Napa and got hired 

as a sommelier at Redd in Yountville 
and at San Francisco’s RN74. After three 

years in New York, he returned to San 
Francisco this fall to become wine direc-

tor for the three-Michelin-star Quince 
and its sister restaurant, Cotogna. •

JEFF KELLOGG
quince and cotogna,  

san Francisco

5. What’s your main indulgence? 
When I go home to Canton, Ohio, I’m not afraid to crush 
more than one pint of Graeter’s Buckeye Chocolate Chip.

6. What tool is essential to your job? 
My Durand corkscrew. We open so much older wine, it saves 
me an incredible amount of time in not breaking corks.

7. What’s your favorite album? 
Tupac’s All Eyez on Me. There wasn’t a party or a car ride 
when I was in high school without this album playing. 

8. What’s your favorite hotel? 
The Greenbrier in West Virginia. It’s  
so rare in the United States to have so  
much history and still be so relevant.  
They also gave me a sommelier job when  
I was younger. 

9. What’s your favorite grape? 
Nebbiolo. No other grape ages as well. 
Find a Gattinara from 1964, notice how 
inexpensive it is and then be blown away 
by how delicious it is.

10. What are your travel essentials? 
Most of my trips involve an unhealthy 
amount of food and wine, so I always like 
to pack some Braulio as a digestivo.

1. What’s your favorite wine region? 
Barolo, Italy. The wines will change your life with 
their complexity and aromatics. We’re in a special 
time with Barolo pricing. While it’s not cheap,  
in the near future it will be much more expensive.

2. What’s the ideal food-wine pairing? 
French fries and champagne.

3. What place do you most enjoy visiting? 
Paris. I always come back so energized and 
inspired. I’m speaking mostly about the food 
and wine scene and the passionate people doing 
unique things, but also in terms of life in general.

4. What’s your favorite restaurant? 
I’m obsessed with restaurants where I can get 
the caliber of food, service and wine selection of 
high-end restaurants but in a casual setting I want 
to visit every week. I don’t know a place that com-
bines all those things like Charlie Bird in NYC.
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� e h� iday spice flat white
holiday spices

ristretto espresso
velvety milk

Available this holiday. Only at Starbucks.

At participating stores. While supplies last. 
© 2016 Starbucks Coffee Company. All rights reserved.
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Fast-forward to spring, when  
“more is more” means choosing bold 

and lustrous pieces that can go far.

NEW WAVE

MARKET REPORT.fashion & design forecast december 2016 / january 2017

wsj. maga zine 81

SHORE UP  
Layer a loose knit 
over a short dress 
for an effortless play 
on proportion. Dior 
dress and sweater and 
Courrèges boots.
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LEARNING CURVE 
A voluminous  
sleeve lends intrigue  
to a V-neck top. 
Burberry sweater and 
Hermès shorts.

wsj. maga zine

SILVER METTLE 
Add polish to statement 
pants with a crisp  
white blazer. Hermès 
jacket, Hanro T-shirt 
and Miu Miu pants.
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LIFE’S A BEACH  
Be ready for anything 
in sporty graphics 
balanced by a feminine 
skirt. Proenza Schouler 
sweater and Alexander 
McQueen skirt.

wsj. maga zine

SHINE BRIGHT 
Sequins can look both 
elegant and easy.  
Ralph Lauren Collection 
jacket and pants  
and Hanro T-shirt.
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PATENTED IDEA 
A structured shoulder  
is a simple way  
to add sophistication. 
Louis Vuitton dress.

wsj. maga zine

NIGHT WATCH 
Monochromatic layers 
make the cut. Céline 
tunic, pants and earring. 
Model, Luisana González 
at Ford Models; hair, 
Franco Gobbi; makeup, 
Sil Bruinsma. For details 
see Sources, page 158.
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I 
CALL THESE my potato shoes,” says landscape 
architect Perry Guillot of the mud-caked brogues 
he’s lacing up in his front hall. “For the potato 
fields of the Hamptons.” It’s an Indian summer 

day on Long Island, and Guillot, 56, is heading from his 
Southampton studio to a jobsite on nearby Gin Lane, 
where a holly tree is being transplanted. (Potato fields 
are now few and far between in the Hamptons, as he 
knows—this is what counts for gardener’s humor.) 
Guillot’s days are spent tramping across some of the 
country’s most expensive real estate, and he’s played a 
key role in the landscape’s transformation. His vision 
for the modern garden—spare, architectural and pre-
dominantly green, inspired by the 18th-century ideal 
of the English countryside—has fueled a successful 
35-year career. By his count, he’s created over 150 local 
gardens. “I mainly work on second homes,” he says. 
“My clients are very busy, and they’re not the type to 
tiptoe in the tulips.” Nor are they around all the time; 
he designs in response to their schedules, keeping 
plants at their peak when clients are in residence. Over 
the years Guillot has made gardens for Aerin Lauder in 
Wainscott, Tina Brown and Harold Evans in Quogue, 
Woody Johnson in East Hampton and Tory Burch in 
Southampton, where he combined restoration with 
fresh planting on her historic 1929 property.

A native of Baton Rouge, Louisiana, Guillot worked 
for a couple of Manhattan-based firms before going 
solo in 1991. As his clients began migrating to the 
Hamptons on weekends, he followed; he moved to 
Southampton’s North Sea area full time in 2007. 
With the exception of occasional jobs he takes on in 
Connecticut, Florida and California, he stays close 
to home, which allows him to oversee every stage of  
his projects (though outside contractors handle ongo-
ing maintenance).  

Guillot enjoys breathing life into new gardens for 
new houses. Such tabula rasa situations are also more 
plentiful these days than drowsy, overgrown estates. 
“Engaging with architecture is more interesting to 
me—to talk about a garden in those terms,” he says. He 
strives for a total integration of building and environ-
ment in his design of plantings, hardscaping and 
features like tennis courts and pools. The tools of his 
trade are crammed in the trunk of his black Range 
Rover: 100-foot measuring tapes, colored ribbons and 
Sharpies to tag transplants, wooden stakes and a mal-
let for siting trees and irrigation lines. When he meets 
with clients on these jobs, Guillot says, he often hears 
the same refrain. “They want more—paving, fire pits, 
outdoor kitchens, hot tubs, all those things,” he says. 
“Importing stone to the Hamptons, where there are no 
stone quarries!” He tries to be the voice of restraint. “I 
often say my gardens are planted, they’re not built.” >

BY SARAH MEDFORD
PHOTOGRAPHY BY NICOLE FRANZEN

The landscape architect is known for  
his breathtaking work on some of the most prominent 

Hamptons estates.

tracked

PERRY GUILLOT

GREEN DAY  Landscape architect Perry Guillot checking 
on dune plantings at a house in Southampton, New York.



5
visits 

The number of times Guillot has been  
to his favorite garden, Rousham House and 

Garden, in Oxfordshire, England.

7
plant species

The maximum number he introduces 
per project.

2004
The year Guillot published his book,  

Privet Lives: An Imaginary  
Tale of Southampton’s Iconic Shrub.

10
minutes 

The amount of time he spends listening  
to Morning Joe over breakfast.

2,200
years old

The age of the American Indian pot Guillot 
found buried in his yard.

4
pairs of work shoes

He keeps his favorite footwear by French 
company Heschung in heavy rotation.

1
employee 

Guillot’s sole staffer, Conlan, is an architect 
who helps with computer renderings.
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16
gardens

The lineup of projects his office is  
currently fielding. •

3,400
linear feet

The average length of privet hedges Guillot 
plants each year for Long Island projects.

8:00 a.m.
Guillot’s morning routine at his home in Southampton, 
New York (left), includes eating pecan-laced granola 
and reading emails on his iPad.

3:00 p.m.
The landscape architect reviews  
plans with Massi and two associates 
from Massi’s firm, A+M+L Architects.

12:32 p.m.
Guillot meets with 
architect Fulvio  
Massi, with whom he’s  
working on two 
projects, over lunch 
at Silver’s—a favorite 
spot in Southampton.

6:18 p.m.
Back home, Guillot 
catches up with his 
friend and neighbor 
Carol Beinecke.

9:09 a.m.
He reviews his schedule and current  

projects with colleague Patrick Conlan.

9:30 a.m.
A model of the garden he is designing 

for the LeFrak family in Southampton. 
Yew shrubs surround the pool.

5:27 p.m.
A house in Southampton 

designed by architect William 
T. Georgis. Guillot completed  

the landscaping seven years ago.
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O
N A BRISK morning in late September, April 
Bloomfield is up well before dawn, stoking 
a pit fire just outside her new farmhouse 
kitchen. The British-born New York–based 

chef, hair pulled tight behind headlamp straps, is 
running on fumes under the black Cornish sky. She 
cooked dinner for 12 guests last night before catch-
ing three hours of sleep. “I’d rather be busy than 
not,” she says. “I like moving.” She adds a log from 
a wheelbarrow to the hole in the ground, then shov-
els on smoldering embers from a nearby stone stove. 
“There’s something very peaceful about a fire, just 
watching it, feeling its presence,” she says, squatting 
on a stump. “Whenever you cook over fire everybody 
gets a little bit silent.” A haunch of aged British beef 
starts to brown on a rack high above the flames. 
“We’ll cook it real slow for about six hours,” she says 
as the sun begins to crack the horizon. “We’ve invited 
some friends. I don’t get to see my friends all that 
often, so it’s kind of nice to get them down.”

For years, armed with the belief that she no lon-
ger wanted to buy her meat from “big corporate 
distributors,” the 42-year-old chef has been chas-
ing a dream of owning a farm where she can grow 
and raise things and cook them on-site—part of 
Bloomfield’s grand plan to exert more control over 
the food she serves, from the escarole in the 

BIRDS OF A FEATHER  “As I’ve gotten older, it’s nice to collaborate,” says Bloomfield (holding a Rhode Island Red) of her 
partnership with Tom Adams of London’s Pitt Cue. The two opened Coombeshead Farm in Cornwall to visitors this summer.  

BY JAY CHESHES
PHOTOGRAPHY BY RAHEL WEISS

New York-based chef April 
Bloomfield spent years searching 

for a country retreat to provide 
guests with first  hand exposure  

to her rustic culinary skills.  
She finally found one–thousands 

of miles away in her native England.

ENCHANTED 
APRIL

epicurean travel

>

IN THE TIME IT TAKES 
TO READ THIS AD, 
WE’VE MADE LITTLE TO 
NO PROGRESS.
We slow-roast the finest 100% Weber Blue Agave for more than three days
and then slowly crush it with a two-ton tahona stone wheel. The result is an
earthy, complex taste that’s more than worth the wait.

The perfect way to enjoy Patrón is responsibly. Handcrafted and imported exclusively from Mexico by The Patrón Spirits Company, Las Vegas, NV. 42-45% abv.



and sheepskin throws. An honor bar, surrounded by 
cookbooks, offers Scotch and house-made cordials 
and tinctures. Dining is family style around a long 
wooden table or, in good weather, outside on a repur-
posed barn door. Overnight guests are received like 
old friends and are allowed to linger in the kitchen to 
observe the cooking and nibble. The breakfast spread 
includes granola, house-churned butter and Cornish 
sausage. Just-baked bread and charcuterie are avail-
able all day.

If all goes as planned, two more barns on the prop-
erty will eventually house a small restaurant, bakery, 
cooking school, smokehouse and additional guest 
rooms. This vision for Coombeshead, and what it 
will become, has many sources of inspiration—from 
Philip Warren Quality Butchers in the nearby town of 
Launceston, which supplies London restaurants like 
Pitt Cue and The Ledbury, to Dan Barber’s Blue Hill at 
Stone Barns outside New York, to Francis Mallmann’s 
remote Patagonian island where Bloomfield spent a 
few days cooking whole beasts outdoors early this 
fall. Starting next year, guest chefs will come to the 
farm for a few days at a time to forage, teach and 
cook. “All our friends will come do workshops,” says 
Bloomfield, mentioning that she’s already invited 
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John Dory Oyster Bar’s extra-creamy Caesar salads 
to the blend of ground beef in the Spotted Pig’s cult 
burger. This past spring, after several years spent 
scouring the New York area and coming up empty, 
she closed on 66 acres quite a bit farther from her 
adopted home than anticipated, partnering with 
young London chef Tom Adams on a rambling former 
dairy farm across the Atlantic in Cornwall.

The two chefs met in 2012 after Bloomfield 
wandered into Adams’s Pitt Cue in London’s Soho 
neighborhood—then a tiny, new venue that had 
begun life as a food truck serving British barbecue 
and bourbon cocktails along the south bank of the 
Thames (the restaurant recently moved into a larger 
space in East London). “I really loved the vibe— 
refreshing, different,” says Bloomfield, “with a lot 
of spice and fermenting, and just really good pork.” 
They cemented their friendship a few months later 
when Adams, then 24, spent a few weeks cooking at 
Bloomfield’s bustling meat-focused New York restau-
rant, The Breslin.

Coombeshead, the farm they purchased together 
in April, exists in its own remote bubble—three 
and a half hours from London on the Great Western 
Railway out of Paddington station. While no meat or 

produce from the farm will make it to Bloomfield’s 
restaurants in New York or San Francisco—or to Los 
Angeles, where she’s opening a new spot soon—they 
may eventually end up on a homecoming menu in 
London. Bloomfield began her career in the English 
capital—rising to sous-chef at the River Cafe before 
her move to New York in 2003 to launch the Spotted 
Pig, her pioneering West Village gastropub. “I like 
the idea of doing restaurants in places I like to spend 
time in,” she says. “We’ve looked at spaces in London 
over the years; we were thinking maybe we’d do 
another [Spotted] Pig.”

The Cornwall farm, which includes five cozy 
rooms for overnight guests, is just one piece of 
the puzzle as Bloomfield aims to become more 
self-sufficient. Last year she hired a pair of butch-
ers—Jocelyn Guest and Erika Nakamura—to work 
full time in New York, breaking down whole sides 
of beef. The young women have assumed key roles 
in a new project, White Gold—her seventh restau-
rant with partner Ken Friedman—a neighborhood 
restaurant with its own butcher shop, which opened 
this fall on New York’s Upper West Side. Bloomfield 
and Friedman are still hunting for the fantasy farm 
to supply their New York restaurants, ideally near 

her country house along the Hudson River. “I’ve 
done things in a kind of discombobulated way,” she 
says, “but I think I’ll get there in the end.”

Before joining forces with Adams, Bloomfield, 
raised in the very urban setting of Birmingham, 
England, still dreamed of adding “livestock farmer” 
to her résumé. Adams, who grew up among pigs and 
chickens in a rural hamlet southwest of London, was 
already rearing hogs on a friend’s farm in Cornwall. 
Three years ago he invited Bloomfield down for a 
weekend of butchering, cooking and feasting with 
friends on the farm; scenes of the two of them cook-
ing together were featured in the PBS series The 
Mind of a Chef.

That weekend set the stage for their eventual part-
nership at Coombeshead, just six miles from the farm 
where Adams, for now, still keeps his pigs. “April and 

I had been mumbling about buying a farm,” he says, 
“but that really informed it. It was such a special 
atmosphere, like-minded people absorbed by some-
thing creative, working together, not looking over 
each other’s shoulders.”

Though the barns and grounds were in good 
shape already, Adams worked briskly to get the place 
up to snuff, with his restaurant staff and immediate 
family all pitching in. “It was a case of everyone 
mucking in,” he says, “painting, moving rubble.” 
Bloomfield weighed in long distance on the décor 
and furniture. Over the summer, they welcomed 
their first paying guests.

“I think as I’ve gotten older, it’s nice to collaborate,” 
says Bloomfield, who plans to visit the farm every 
couple of months. “It doesn’t all have to be about me.” 
Adams, who moved full time to the farm last spring—
he returns to London just two days a week—hopes 
to begin raising his woolly Mangalitsa pigs, known 
for their richly marbled flesh, in a wooded corner of 
the property next year. There are already chickens 
to provide fresh eggs for breakfast on-site, as well as 
Hebridean sheep and honeybee hives.

The main Georgian farmhouse features a living 
room warmed by a wood-burning cast-iron stove 

Mallmann, Argentina’s king of live-fire cooking, and 
René Redzepi, of Copenhagen’s Noma.

After breakfast, during my visit, Bloomfield gath-
ers blackberries and cèpes in the forest, while inside 
the farmhouse Ben Glazer, a visiting baker from 
London who has consulted on Pitt Cue’s bread, shares 
the secrets to his crusty sourdough loaves. That 
afternoon, as chickens scamper by, a 10-person film 
crew, boom mic overhead, shoots the outdoor cook-
ing for a special episode of The Mind of a Chef, airing 
this winter.

Toward the end of the day, Bloomfield serves 
her lunch feast to a small group outside, includ-
ing Adams and his longtime girlfriend, Lottie Mew 
(who helps run the farm); it’s a spectacular spread of 
smoky grass-fed Friesian beef with creamy dill and 
wild-garlic emulsion, house-pickled garlic scapes 
and nasturtium seed capers, all paired with free-
flowing magnums of Ornellaia’s Le Volte wine.

Adams, who earlier had helped dangle cabbages 
and kohlrabi over the pit fire, says the day’s activi-
ties remind him of the first weekend he spent with 
Bloomfield. “That’s what we’re trying to get in this 
place, some bustle.”

“Yeah,” says Bloomfield, “some energy.” •

GREEN ACRES  
Left: Purple 
sprouting broccoli. 
Above: A corner  
table allows guests  
to watch the kitchen’s 
goings-on. Right: A 
stand of beech trees 
in a meadow inspired 
the farm’s logo. 
Far right: Pickles, 
vinegar and cordials.

BED & BREAKFAST  
Left: Celeriac tendrils 
wrapped in house-
cured bacon,  
prepped for roasting. 
Right: One of the 
farm’s five guest 
rooms. Far right:  
The breakfast spread.

COUNTRY LIFE  
From far left:  
The main Georgian 
farmhouse; spoons  
in the dining  
room; a view of the 
barns from a sheep-
mowed meadow. 

FARM FRIENDS 
Left: Bloomfield with 
Tom Adams, co-owner 
of Coombeshead. 
Center: Cèpe 
mushrooms foraged 
from the nearby woods.

“i like the idea of doing 
restaurants in places 

i like to spend time in.”  
—april Bloomfield
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BY TOM VANDERBILT

Miami’s iconic Surf Club, once a retreat for the rich and famous, is being restored and  
expanded, with new buildings designed by Richard Meier and interiors by Joseph Dirand. 

hot ProPert y

BOARDWALK EMPIRE

I
N THE LATE 1920S, there were plenty of dreams 
floating around Miami Beach, a fantasy empire 
carved from a once-unwanted stretch of man-
grove swamp. The country’s winter playground 

mixed together, like some garishly intoxicating 
cocktail, old-line WASPs with Detroit industrialists, 
Hollywood starlets with European royalty, ballroom 
dances with big crime syndicates. 

Amid that heady air, a new vision took shape one 
night aboard the yacht of rubber magnate Harvey 
Firestone. The Surf Club, as it became known, would 
be a private haven where the well-to-do could with-
draw from the crowds on a generous oceanfront 
parcel at 90th Street and Collins Avenue. Opened 

on New Year’s Eve, 1930, in a Mediterranean Revival 
building (with accompanying cabanas) by seminal 
Miami architect Russell Pancoast, the place, as Tom 
Austin writes in his book The Surf Club, had “the 
hush of money and the cool serenity of a European 
cathedral, leavened with a dose of all-American dec-
orative pizzazz.” 

Under swaying palm fronds, with a mural of 
Bacchus (and the text to the Prohibition Act) in 
the background and attended to by military-
crisp cabana boys and epauletted waiters, the 
Surf Club’s guests included members of the beau 
monde: Douglas Fairbanks Jr., Gary Cooper, Alfred 
Hitchcock, Tennessee Williams, Frank Sinatra, 

Elizabeth Taylor and Noël Coward, to name a few. 
This was hardly the picture that greeted Nadim 

Ashi, a Liberian-born Lebanese developer, when he 
began to visit the Surf Club five or so years ago. “It 
felt like the world had stopped,” he says with a tone 
of wonder. All was not well in paradise. Membership 
was declining—dying off, selling off or simply van-
ishing. Finances were stretched. The club’s former 
architectural glory had been covered up, bit by bit, 
with additions like acoustic-tiled drop ceilings. 

Ashi became so entranced with the Surf Club that 
he (along with several investors, including Turkish 
conglomerate Koç Holding and the Boston-based 
Cabot family) bought it for $116 million. The place >

FRANK, OCEAN  
Sinatra and crew in 1968. The 
Surf Club’s period details have 
been meticulously restored.  



late architect Zaha Hadid, 
who lived part time in an 
apartment in the Miami W, 
complained of hotel guests 
in the elevator spoiling 
the feeling of domesticity; 
at the Surf Club, the resi-
dences will have their own 
Four Seasons valets.) 

Strolling down the 
club’s “Peacock Alley,” a 
loggia flanked by vaguely 
Moorish arched columns, 
with an open view of a 
mature banyan tree trans-
planted to the outdoor 
patio, Dirand, unshaven, 
clad in jeans, an untucked 
blue shirt and espadrilles, 
says that he wanted visi-
tors to move from the heart 
of the historic club, with 
its regal keystone and painted timbers, into 
“another paradise,” the minimal, light-maxi-
mizing world of Meier.   

As we enter a finished oceanfront hotel 
room, Dirand notes that the palette (beige, 
white, blue, green) is “related to what you 
have in front of your eyes”—sand, grass 
and the shifting hues of sky and ocean. The 
minibar area is made from Irish marble; the 
precast-plaster walls are ribbed, evoking the 
old paneled walls of the 
beach cabanas. Mirrors 
near the window expand 
the ocean view, like a 
visual infinity pool. Where 
hotel orthodoxy might call 
for a plain desk with an 
ergonomic task chair, or 
the superfluous bedroom 
sofa (“When I rent a suite, 
I’m never going to sit next 
to my wife or girlfriend 
or whatever,” he says), 
Dirand designed a “mul-
tifunctional object,” a 
connecting set of daybeds 
with a movable tabletop that allows both a 
natural dining nook, nestled just against the 
glass to access the full sweep of the view, as 
well as a place to lounge. (“It creates a lot of 
erotic ideas as well,” notes Dirand.) 

One person taken with the Surf Club’s volu-
minous ocean frontage—a rarity in Miami, 
where properties are typically wedged in, per-
pendicular to the beach—is Meier himself. “I’ve 
done buildings around the world, and I always 
say, ‘That’s a nice place to be,’ ” the architect 
told me in Manhattan. This one he thought 
so nice he bought a residence there. “I have a 
photograph somewhere of Winston Churchill 
sitting in his cabana doing a watercolor. I hope 
someday I’m able to do that myself.” •
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COCKTAIL HOUR  
Clockwise from left: 
Joseph Dirand, at the 
bar, oversaw the Surf 
Club’s remodeled 
interiors; a former 
ballroom will become 
the champagne  
bar; the new Richard 
Meier buildings. 

ROOM SERVICE  
Left: Ribbed walls, 
part of Dirand’s 
scheme for the 
residences in the 
new Meier-designed 
buildings, evoke the 
club’s beach cabanas. 
Below: A high  
flier above the pool.

still had the potential to dazzle. One day when he 
dropped in for a beer, Ashi says, he was startled to 
realize that the person next to him at the bar was 
Lech Walesa, the onetime Polish president and win-
ner of the Nobel Peace Prize. “He said he liked it 
because nobody knew who he was. He said, ‘I go to the 
beach, rent a cabana, have a drink.’ ”

In early 2017, the Surf Club will reopen, not as a 
private club but as a 77-room Four Seasons hotel, 
floating above the overhauled, historically faithful 
Pancoast building, and flanked by two new 12-story 
residential buildings, all designed by Pritzker Prize–
winning architect Richard Meier. The hotel, with 
interiors by Parisian architect and designer Joseph 
Dirand, will feature two restaurants by Thomas 
Keller and Antonio Sersale, of Positano’s famed Le 
Sirenuse (his first excursion outside of Italy), as well 
as a spa, the shop Les Ateliers Courbet and a branch 
of the Turkish home-goods boutique Haremlique.  

Standing at a bar of brass and green lava stone, 
designed by Dirand, amid the dust and bustle of 
construction, Ashi, sporting close-cropped hair and 
eyeglasses with translucent frames, recounts that 
his first task was to win over the club’s members, 
who collectively owned the property and had been 
approached previously with an offer to buy part of it, 
a small hotel on the northern side. “I said, ‘Why don’t 
you sell me the whole club, let me preserve it, bring 
it back to how it was?’ ” He promised the previous 
members lifetime access to the new Surf Club, offer-
ing them their own dedicated space. Once the sale 
went through (not without a lawsuit from several 
disgruntled owners, since settled), the next hurdle 
was the local department of historic preservation. 
“I still remember the first meeting. They told me, 
‘You can only build a Mediterranean building,’ ” says 
Ashi. “I said, ‘That will hurt the building. It’s going 
to look like Disney.’ ”

Ashi had other plans, specifically a nearby condo-
minium project—“the Glass House”—commissioned 
from Meier but never built. “I felt it was like a jewel,” 
he says. Meier agreed to let him repurpose the 
design, with one proviso: He wanted to design the 
whole property. Ashi eventually won over the pres-
ervation committee, in part by convincing them that 
Meier’s design could harmonize with the existing 
Surf Club but also, through an exhaustive trawl of 
photographs and records, that much of the original 
building had already been changed. “They had beau-
tiful doors,” he says, gesturing toward an opening to 
the beach. “But they replaced them with ugly doors. 
We brought back mahogany doors.”

The final piece of the puzzle was the Four 
Seasons. First Ashi had to persuade a Four Seasons 
owner in Palm Beach, who possessed an exclusiv-
ity clause, to allow him to open (“We became great 
friends, and I ended up buying his property”). Even 
then, what Ashi was proposing with the Surf Club 
was a bit out of the hotel company’s comfort zone: a 
77-unit property in a market where 200-unit hotels 
are the norm. The company wanted ballrooms, but 
Ashi thought weddings in a place that a wealthy cli-
ent base would call home, at least some of the time, 
would “kill the energy.” (Ashi says his friend, the 
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BY SARAH MEDFORD    
PHOTOGRAPHY BY JEREMY LIEBMAN

Jason Wu, whose namesake  
fashion line celebrates its  

10th anniversary in February, 
found a Tribeca space expansive 

enough to accommodate  
his grown-up lifestyle.

LOFTY GOALS
designer dwelling

J
ASON WU TURNED 34 a few months back, and 
lately the designer has been feeling his age. 
“When I started in this business, I always 
thought fashion parties were the best,” he says, 

pouring himself a glass of white wine in his Tribeca 
kitchen. “Now that I’m in it, they are the last thing I 
want to do at night. What’s more interesting to me 
is the Epicurious app. And cookbooks. I’m obsessed 
with Ina Garten. Obsessed. Everything she makes 
is perfect.” Wu, who flew in from Germany the day 
before, hosted friends last night for Thai red curry 
and steamed fish with lime and cilantro. “My next 
goal is to get better at baking,” he says. “I just bought 
a tart pan—I want to make a fruit tart.”

With a proper kitchen and plenty of stylish seat-
ing for entertaining, Wu’s Manhattan loft makes 
an appropriate setting for his grown-up aspira-
tions. In February, the designer will mark the 10th 
anniversary of his namesake label, a collection of 
ultrafeminine ready–to-wear and accessories popu-
lar on the red carpet and with First Lady Michelle 
Obama, who wore his gowns to both of her husband’s 
inaugurations. He launched the business with a 
modest investment in 2007, three years out of the 
Parsons School of Design, and in 2014 sold a majority 
stake to investment firm InterLuxe, which has fueled 
his recent expansion into 140 stores worldwide. He 
also serves as the artistic director of Hugo Boss 
womenswear, headquartered just outside Stuttgart, 
Germany. This past June saw the debut of Grey Jason 
Wu, a more casual secondary line; and in August Wu 
opened the first shop-in-shop for his primary label at 
Saks Fifth Avenue’s New York flagship. The project’s 
interior designer, Andre Mellone, was well versed in 
Wu’s classically tailored aesthetic—he’d just spent 
a year shaping a new home for the designer and 

his husband, Gustavo Rangel, the company’s chief  
brand officer.

The couple relocated with their two cats from 
Midtown, where they’d spent a decade living in the 
shadow of the Waldorf Astoria. The building they 
moved into, constructed in 2009, didn’t offer much 
in the way of detailing, but they saw possibilities in 
the two-bedroom loft’s generous proportions and 
unimpeded views. They imagined the space as a 
pared-down, styled-up sanctuary.

“I think there’s a certain richness to what Jason 
does with clothes,” says Mellone, a Brazilian–born 
New Yorker who met Wu and Rangel through friends. 

“For the apartment, he wanted some of that for 
sure—but he didn’t want to go crazy. Jason is still 
a young guy. He didn’t want to create an entire life 
story overnight.”

Mellone has worked with fashion clients before, 
notably Thom Browne on global retail shops, so he 
was comfortable with the speed and specificity of 
Wu’s directives. He made the open living area more 
conducive to cooking and to hosting friends, as Wu 
had requested, by partly enclosing the kitchen (and 
slotting in a breakfast nook) and converting the sec-
ond bedroom into a late-night hideaway for cocktails 
and TV. “Jason loved the fact that I draw,” Mellone >

COOK’S NOOK  
Wu (right) with his 
husband, Gustavo 

Rangel, in the 
breakfast area of 

their loft. Table and 
banquette custom-
designed by Andre 

Mellone. Vintage 
Marcel Breuer Cesca 

chair; Waldorf 
pendant light by 
Lambert & Fils.

Winter is the perfect 
excuse to spend time in 
warm, wonderful places.

Luxury
escapes

Luxury
escapes

Luxury
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Special Advertising Feature
The Palm Beaches

Looking for that idyllic spot where you can 

turn off the social whirl and tune out for a while? 

The Four Arts Botanical Gardens in Palm Beach 

provide a serene escape minutes away from 

tony Worth Avenue. You’ll feel a bit like Alice in 

Wonderland as you meander through Chinese, 

formal and tropical gardens on paths paved 

with coral stone that lead to little surprises, such 

as fragrant frangipani, a moon gate and tucked-

away sculptures. A half-hour drive south takes 

you to the Morikami Museum and Japanese 

Gardens in Delray Beach, a picture of tranquil-

lity with a hidden waterfall, colorful koi and 

beautifully designed bridges. On select Sundays, 

discover the ancient rituals and quietude of 

sado, a traditional Japanese tea ceremony, at the 

Seishin-an Tea House.

A more private way to unwind awaits at 

Eau Palm Beach Resort & Spa, which offers 

seven acres of pristine beach and pampering 

poolside amenities such as complimentary 

mini daiquiris and orange wedges with sea salt. 

Another place to hang out — literally — is Eau 

Spa’s Self-Centered Garden, replete with hang-

ing chairs, dipping pools and a waterfall bench.

Elegant Enclave

Your #EauMoments await at Eau Palm Beach Resort & Spa. This AAA Five Diamond and Forbes 
Five-Star oceanfront resort is where new-fashioned luxury stands out from the traditional. 
Located at the southern tip of Palm Beach Island, this intimate retreat features seven acres  
of private beach, 309 guest rooms and suites fashioned by famed Jonathan Adler, and the  
Forbes Five-Star 42,000-square-foot Eau Spa, where guests are encouraged to pause,  
play and perfect.

Stay through January 31, 2017 and enjoy your fourth night free. Book now by calling  
(800) 328-0170, visiting www.eaupalmbeach.com or contacting your travel professional. 

The Palm Beaches, with its tantalizing blend of cachet and culture, 

is anything but sedate. First-rate shopping, top-notch museums, 

fine dining and a full roster of sports, culinary and arts events, such 

as the Winter Equestrian Festival (January 11-April 2) and Boca 

Bacchanal (March 24-25), can pack your vacation itinerary full of things to see,  

do and enjoy. Luckily, when it comes time to take a break from the hustle and 

bustle, the Palm Beaches offer just as many opportunities to relax and regroup.

DISCOVER
the new-fashioned luxury of Palm Beach.

one hundred south ocean boulevard • manalapan, florida 33462
eaupalmbeach.com • 800.328.0170

EPB-2507  Wall Street Journal Magazine LO4 • Dec/Jan

*4th Night Free offer applies to oceanview room or higher category. Valid for stays Now - January 31, 2017.  Blackout dates apply and offer cannot be combined with any other offers or promotions. 

Rated #1 in Florida by Conde Nast Traveler’s Readers’ Choice two years in a row, Eau Palm 
Beach is home to a private beach, two oceanfront pools, exceptional dining, world-class Eau 
Spa and engaging kids programs. There’s only one thing more splendid than three days and 
nights at the Forbes Five-Star Resort. An extra day and night to savor it all.

4TH NIGHT FREE*



Food, fun and exhilaration are just the beginning of what’s included at Elite 

Island Resorts. This is your authentic Caribbean experience, where tradition 

and exploration combine with  the warmest service, bluest waters and a world 

of activities. So whether you’re here to relax or in the mood for something a little 

more adventurous, we’ve got you covered.

A L L  -  I N C L U S I V E  O F F E R S

T r a v e l  t h r u  J a n  2 0 1 8

U P
T O50%SAVE

TO BOOK CALL 800-774-9711 | VISIT ELITEISLANDRESORTS.COM/WS
OR CONTACT YOUR TRAVEL PROFESSIONAL 

ANTIGUA  |   BARBADOS |   ST. LUCIA  |   PALM ISLAND  |   TORTOLA



Amidst all of the wonder that makes Atlantis amazing rests a chic, secluded hideaway where each and 
every moment takes you further and further away. So inhale, exhale and let The Cove wash over you. 

You deserve an exclusive escape like this. 
Book now and receive up to a $500 resort credit.
888.605.3909  |  TheCoveAtlantisBahamas.com

Book by Dec 20, 2016 and stay 3-4 nights at The Cove Atlantis to receive $300 resort credit per room, per stay. Resort credit is only valid for new bookings and is subject to a 3 night minimum stay. 
Stay 5 nights or more and receive a resort credit of $500 per room, per stay. Valid for new bookings and is subject to a 5 night minimum stay. Terms and conditions are subject to change. 2017 offer 
details available at TheCoveAtlantisBahamas.com

E V E N  P A R A D I S E

H A S  A  P A R A D I S E .

OCEANFRONT DINING AT 
HYATT ZIVA PUERTO VALLARTA

THE SPA AT  
HYATT ZIVA LOS CABOS

OCEANFRONT SUITES AT 
HYATT ZIVA CANCUN

SWIM-UP SUITES AT 
HYATT ZILARA CANCUN

 The Evolution of  All-Inclusive ®

HYATT ZILARA AND HYATT ZIVA ROSE HALL

Hyatt Zilara and Hyatt Ziva resorts are owned and operated by Playa Hotels & Resorts.

The Hyatt Zilara™ and Hyatt Ziva™ trademarks and related marks are trademarks of Hyatt International Corporation. ©2016 Hyatt International Corporation. All rights reserved.

Call Your Preferred Travel Agent |  800.720.0051
HOT DEALS NOW AT P L AYA R E S O RTS.CO M

A L L  I N C LU S I V E  R E S O R T S
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A pen produced by the same machines that make space telescopes has every right to hold its rollerball 

head high. It’s not a pen. It’s a precision instrument. Made from the highest-grade stainless steel and 

brass. Made with springs and gaskets using the world’s most advanced technology.

This is a masterpiece of minimalism. And while the design may be reductive, the R&D was anything but. 

Three years were spent prototyping, sourcing and obsessing over every bevel, curve and twist. 

The pen may be mightier than the sword, but some pens are mightier than others.

Available at TheJournalCollection.com
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but just in what I like—soft and feminine and a lot 
of glamour. So we make a good counterpoint.” Wu 
talked Mellone into covering his bedroom desk chair 
in short-hair mink; Mellone talked Wu into toughen-
ing up the floor-length curtains with black venetian 
blinds, a look he associates with James Stewart in 
Alfred Hitchcock’s hypergendered 1958 film, Vertigo.

Throughout the loft, Mellone delivered on his 
client’s request for midcentury furnishings with 
less-expected examples from Europe and Brazil, 
including a Belgian Brutalist sideboard in the din-
ing area and chrome-and-leather lounge chairs and 

a pair of jacaranda-wood 
tables, all by Polish-Brazilian 
modernist Jorge Zalszupin, 
that lend warmth to the 
steely corner living room. 
A granite dining table—a 
minimalist 1980s design by 
Angelo Mangiarotti—turned 
out to be Wu’s favorite piece 
in the apartment. But it’s the 
runner-up a few feet away 
that most surprised him: 
a rippling screen of ebon-
ized plywood by Ray and 
Charles Eames, circa 1946. 
“I said to Andre, ‘I grew up 
with screens, and they’re not 
chic,’ ” the designer recalls, 
breaking into laughter.

Wu and Rangel have 
started collecting art and 
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recalls of their shared process. “After we first 
met, he sent me a card saying, ‘I can’t wait to see  
your sketches.’ ”

The role reversal was a pleasure for Wu, who shut-
tled in and out of the project between runway shows 
and trips abroad. The designer would drop a few 
references—Josef Albers, American midcentury fur-
niture, gray flannel (gray is his favorite color)—and 
get on a plane, leaving Mellone to interpret.

“Andre and I make a pretty good pair because 
he’s supermasculine in his tastes and I’m very femi-
nine,” says Wu. “Not in my living style particularly, 

photography; scattered around 
the apartment are monochro-
matic works by early-career 
painters (Brendan Lynch, 
Daniel Turner) they’ve begun 
to follow. Some of their smaller 
pieces are grouped salon-style 
on the lushly upholstered walls 

of the TV room. A pair of figure drawings Rangel 
bought in Italy keeps company with a Bruce Weber 
portrait of their friend Guinevere Van Seenus and a 
Cartier-Bresson boating scene from the 1930s. Over 
the sofa are photographs of Stephanie Seymour and 
Christy Turlington Burns, among other models, 
vamping in some of Wu’s favorite restaurants—La 
Grenouille, Mr. Chow, Indochine. “They are iconic for 
me,” he says of the images, which were shot by Inez 
and Vinoodh for Wu’s past ad campaigns. “The envi-
ronment defines who the girl is. It’s very New York, 
and I’m a New York designer.”

Like many New Yorkers, Wu came from else-
where—in his case Taiwan by way of Vancouver. He 
learned about design from magazines that glamor-
ized America’s fashion capital. Some of his favorite 
issues are still stacked on his bedroom shelves next 
to a trove of saffron-colored National Geographics. 
For all his out-of-the-box success in fashion, Wu has 
always been interested in exploring a broader world 
of design. As a teenager, he created a line of dolls 
(“chic, not cute,” he says) for Integrity Toys and trav-
eled to China to oversee their fabrication. A few years 
ago, he conceived a series of matte-black fixtures for 
the plumbing company Brizo (“Apparently they were 
big news in the faucet world,” he says); some are now 
installed in the loft.  

New categories are under consideration. “I never 
came into this business thinking I was going to do it 
small,” the designer says before reaching onto the 
shelf to show off his latest acquisition: a plexiglass-
boxed volume written by Christian Dior, with 
illustrations by René Gruau. It’s a cookbook. •

FINE LINES  From left:  
A Belgian Brutalist sideboard 
beneath a Brendan Lynch piece 
in the dining area; the den.

GRAY EMINENCE   
From left: Brazilian modernist  
side tables and chairs warm the 
living room; a desk in the bedroom.



The BR-X1 HYPERSTELLAR is the perfect synthesis of Bell & Ross’s expertise in the world of aviation watches and master watchmaking: an instrument with 
an innovative design, conceived for an adventure in space and produced in a limited edition of only 250 pieces. Lightweight and resistant, the grade 5 titanium 
case of the BR-X1 is protected by a titanium and high-tech rubber “belt”, that serves as a defensive shield. Ergonomic and innovative, the push buttons allow 
the chronograph functions to be used easily and efficiently. Sophisticated and reliable, the skeleton chronograph movement of the BR-X1 is truly exceptional 
and combines haute horlogerie finishes with extreme lightness · Bell & Ross Inc. +1.888.307.7887 · e-Boutique: www.bellross.com

Ground a sheer dress with rugged 
boots worthy of any adventure. 

Céline dress, bra, briefs and boots.

NATURAL 
GRACE



FINE PRINT 
An unbound feminine 
dress and translucent 
lace reveal just a touch 
of skin. Calvin Klein 
Collection dress. 
Opposite: Joseph jacket, 
Proenza Schouler 
sweater, Christopher 
Kane skirt and Céline 
boots (worn throughout).

PHOTOGRAPHY BY JOSH OLINS
STYLING BY CLARE RICHARDSON

There’s a new kind of  
lady in town. Reimagine 
traditional layering with 
lace, florals and ruffles 
in oversize cuts that lend 
unconventional polish. 

LIGHT TOUCH
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SHEER THRILLS  
A jacket or a high-
necked blouse 
modernizes a skirt-
and-shirt combo. Acne 
Studios jacket with 
attached top and skirt. 
Opposite: Off-White 
c/o Virgil Abloh jacket, 
Valentino lace top and 
skirt and Sportmax top 
(worn underneath).
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TREAD CAREFULLY 
Boots worn with 

elongated layers create 
extra drama. Sportmax 
coat and Paco Rabanne 

dress. Opposite: 
Givenchy jacket, sheer 

coat and white dress and 
top (worn underneath).



HARD CHOICES 
White shirts run the

 gamut from cropped to 
oversize, offering a  

mix of boy meets girl. 
Louis Vuitton top 

and shorts. Opposite: 
Christopher Kane 

jacket, Calvin Klein 
Collection shirt and 

Valentino skirt. Model, 
Frederikke Sofie at 
DNA Models; hair, 

Shon; makeup, Yumi 
Lee; manicure, Michina 

Koide. For details see 
Sources, page 158.
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SHOOTING STAR 
“I love challenging 

myself,” says Curry. 
“That’s part of the 
grind. That’s what 

separates the guys who 
are one or two years 

in the league from the 
Kevin Garnetts and 

Kobe Bryants.” Under 
Armour undershirt.

BY JASON GAY
PHOTOGRAPHY BY THEO WENNER   
STYLING BY KAREN KAISER

GAME
CHANGER
Underestimated for most of his life, Stephen Curry redefined basketball 
to become one of the most electrifying and relatable players ever.  
But he still plays as if he has something more to prove. 



116

“Steph’S aS grounded aS anybody I know—SuperStar or not.  
he JuSt haS a great foundatIon of ValueS and a humIlIty off the court.”

—SteVe kerr 

S
TEPHEN CURRY THOUGHT it was still pos-
sible to get away from being Stephen 
Curry. This was over the summer, a 
month or so after Curry’s Golden State 
Warriors had suffered a painful Game 7 
loss to LeBron James and Cleveland in 

the NBA Finals. Curry and his wife, Ayesha, decided 
to celebrate their fifth wedding anniversary with 
a trip to the South of France. St. Tropez. The plan 
seemed perfect. Come on—who was going to care 
about Steph Curry in St. Tropez?

“We thought it was going to be really, really, 
really low key,” Curry says. “Then we get to the hotel, 
and the next thing you know, there’s an article that 
night: the currys’ vacation.”

Curry smiles, part amazed, part rueful. This 
has been his reality for a few years now, ever since 
the undersize point guard from Davidson College 
metamorphosed into one of the most electric basket-
ball players ever, a virtuoso shooter and highlight 
machine changing the boundaries of his sport. 

Here, sitting in his black Under Armour signature 
sweats at the Warriors’ practice facility in Oakland, 
California, Curry blends in. Stepping outside, how-
ever, can provoke a fuss. It can mean strangers 
running up to Curry with iPhones, begging him to hop 
on FaceTime with other strangers. Curry’s 4-year-
old daughter, Riley—well-known from her adorable 
appearances at her dad’s postgame press confer-
ences—now does surveillance on family outings.

“Riley’s at the point where she’ll point out when 
people are trying to sneak pictures,” Curry says. 

Curry doesn’t sound jaded or unappreciative about 
his fame and what it has brought him. He exudes none 
of that celebrity/athlete world-weariness that makes 
the rest of us want to break out a tiny violin. The 
28-year-old knows that almost anybody on the planet 
would love to switch places with him. “I understand,” 
he says. “We play a game. Our fans love it.” 

It’s more of a riddle to Curry: How does he main-
tain the semblance of an ordinary life in the middle 
of an extraordinary one? 

After all, ordinariness is part of Curry’s appeal. 
Basketball stars often appear otherworldly, as if 
drawn for comic books. But at 6 foot 3 and “180 pounds 
soaking wet,” as his new Under Armour commercial 
says, Curry is a superhero stuck inside a mortal’s 
body, a back-to-back league MVP who would not stand 
out in line at an airport Starbucks. Big-time colleges 
did not recruit him; NBA teams worried he didn’t 
have the muscle to evolve into a top player. Curry’s 
success among the NBA giants is a beacon to anyone 
who’s been discouraged from chasing a dream.  

“His excellence doesn’t come from being physi-
cally overpowering, but from his special skills,” says 
NBA commissioner Adam Silver. “Whether those 
skills are shooting or ball handling, there’s a sense, 
especially for kids, that those are things they can 
excel at as well.”

Off the court, Curry seems intent on maintain-
ing normalcy. It’s hard not to be charmed by Curry’s 
superdad life with Riley, 1-year-old daughter Ryan 
and Ayesha, a Nigella Lawson in the making who just 
launched a Food Network TV show called Ayesha’s 
Homemade and whose first cookbook, A Seasoned Life, 
became a bestseller. Faith (Curry is a devout Christian) 

is a huge part of his identity. He comes from NBA 
roots—his father, Dell, played 16 seasons in the league, 
and Steph and his brother, Seth, spent their child-
hoods in locker rooms and practice courts. Instead of 
entitlement, that background seems to have cultivated 
a level-headed self-awareness about the profession. 

“Steph’s as grounded as anybody I know—super-
star or not,” says Curry’s coach, Steve Kerr, who 
played with Michael Jordan and Tim Duncan over 
the course of his career. “He just has a great foun-
dation of values and a humility off the court. That 
wouldn’t seem to jibe with his incredible confidence 
on the court, but it’s a great combination.” 

And then there are the Steph Curry Moments. 
Pretty much everyone has a Steph Curry Moment.

Maybe you were lucky enough to experience your 
Steph Curry Moment live, in person. More likely, 
you saw it on television or via a clip on social media. 
Maybe it came in a text message from a friend with a 
link and four simple words: You gotta see this. 

You saw it, and you couldn’t believe it. Steph 
Curry—and for the last time, it’s pronounced Steff 
not Steve, and Steffin not Steven or Steff-ON (like 
the old Saturday Night Live character)—was doing 
things that nobody had done in basketball before. 
Here was a relatively small-bodied player who was 
stretching the limits of a big person’s game, redefin-
ing its flow and knocking down decades-old beliefs 
about scoring and decision making. 

Dear Lord, he’s not going to shoot it from there. Oh, 
he’s going to shoot it from there. (Swish.)

A good deal of credit belongs to the Warriors, 
an unselfish club that preaches ball movement and 
plays with a relentless, fluid style that is almost 
giddy to watch. Curry is the straw stirring at the 
center, always moving, always a threat to score, no 
matter the distance from the hoop. “Every time he 
has the ball, you can’t turn your head away because 
you think he’s going to do something that has never 
been done before,” says Silver.  

He just crossed half court. No, he’s not. Yes, he is. 
(Swish.)

Curry isn’t simply a basketball phenomenon. 
Sometime in the middle of last season, during which 
the Warriors won a league-record 73 regular-season 
games, Curry and his team became the greatest show 
in sports, drawing in viewers who’d abandoned bas-
ketball years ago or had never watched at all. Children 
in particular piled on the bandwagon. I live nearly 
3,000 miles from Oakland, in Brooklyn, New York, 
where there are more Curry jerseys on neighborhood 
kids than Knicks or Nets shirts. (Curry has led the NBA 
in merchandise sales for the past two seasons.) Boys, 
girls, it doesn’t matter. It’s as if Star Wars and Frozen 
joined up and became a basketball player. 

It reached a point where Warriors fans started 
showing up to games early, just to watch Curry 
take his practice warm-up shots, as if he were Bruce 
Springsteen doing a sound check. The ritual amuses 
but mystifies Curry. “It’s confusing because it’s just 
my routine, it’s what I do every day,” he says. He tries 
to focus on his practice and not get swept up in the 
mania, fearful of getting “lost in that scene.”

Curry knows that everything the fans love had 
been borne in solitude, through practice, repeti-
tion, hard work. An hour before, I’d watched Curry 

work with some Warriors assistant coaches on his 
shot, rotating around the three-point line in a drill 
familiar to anyone who’s played basketball even at 
the lowest level. Again and again, he went through 
the routine. It occurred to me that this might be like 
watching Mozart noodle around on the piano. The 
person shooting jump shots might be better than 
anyone who’s ever done it.

Swish. Swish. Swish. Swish. Swish.
On and on it went, for close to an hour. I ask Curry 

if he ever gets bored of the repetition. “I don’t ever 
get tired of shooting,” he says. “I might not have as 
much energy based on what day it is, but I love chal-
lenging myself. That’s part of the grind. That’s what 
separates the guys who are one or two years in the 
league from the Kevin Garnetts and Kobe Bryants. 
They might not like it, but they know they have to do 
it, and they attack it as hard as they would in a game.”

It’s this underdog mind-set that attracted Curry, 
once a Nike athlete, to Under Armour, the Maryland-
based apparel company, which was looking to build 
a new line of basketball footwear. Under Armour had 
successfully penetrated a sportswear market long 
dominated by Nike and Adidas, and in Curry, it felt it 
had found a spiritual match, a player repeatedly told 
he’d never break through at the highest level. “As 
soon as we sat down with Steph and his family, I think 
everyone in the room was thinking: ‘This is the kind of 
athlete, the kind of person you want to be associated 
and in business with,’ ” says Kris Stone, who heads 
marketing for Under Armour’s basketball division. 

Curry gave Under Armour an immediate splash 
in the sport, though there have been a few hiccups. 
At the height of the playoffs last year, a new shoe 
release, the Chef Currys, became the subject of a 
rowdy social-media roast, with critics ridiculing the 
simple white shoes as footwear for suburban soccer 
dads, or worse: Air Jordans for nurses. Minivans for 
the feet. Early Bird Specials. Larry David 2 Lows. 

CHILL OUT  “We’re going to lose games,” Curry says 
of the Golden State Warriors, who this summer raised 
expectations by signing Kevin Durant. “We’re going to have 
struggles. There’s a patience that has to happen.” Under 
Armour Tim Coppens shirt and Under Armour joggers.
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“All of a sudden it was just a barnstorm of jokes,” 
Curry says. “It was pretty creative, all the different 
names they had for the shoes. I got a good laugh out 
of that.”

The Great Steph Curry Shoe Roast also served as 
a reminder that Curry is a superstar of the digital 
era. LeBron James came into the league years before 
Instagram and Twitter were things, but Curry’s 
ascension has paralleled social media’s rise; when we 
spoke, Curry had 27.5 million combined followers on 
Facebook, Twitter and Instagram. The same digital 
audience that poked fun at Curry’s shoes has cham-
pioned his greatness, almost evangelically, through 
bite-size clips of his on-court brilliance. “It’s as if he’s 
ready made for social media,” says Adam Silver.

Given the Warriors’ geographic closeness to 
Silicon Valley, it’s not surprising to learn that Curry 
has begun putting himself into the digital space. “The 
access is there for sure,” he says. “If you’re serious 
about something and call up somebody at Sequoia 
or Andreessen Horowitz or any venture capital firm, 
they’ll give you a meeting. But they won’t put money 
in, or go in blindly, just because it’s me.”

In addition to traditional endorsements like 
Chase bank, Brita and Muscle Milk, Curry is involved 
with a small batch of digital start-ups, including 
Bubble, a soon-to-launch photo-sharing app, and 
another called CoachUp, in which users can find 
private trainers in a variety of sports. Most promi-
nently he’s chief information officer of Slyce, which 
he co-founded with Bryant Barr, his former Davidson 
roommate. Slyce aspires to be a one-stop destination 
for high-profile people trying to manage social-
media demands from multiple sponsors. (Curry 
talked about Slyce in September at TechCrunch’s 
Disrupt San Francisco conference, an experience he 
found “awesome.”)

Curry’s longtime agent, Jeff Austin, says that 
he and Curry now mostly say no to potential offers, 

including plenty they would have leapt at early in 
Curry’s career. Ayesha, meanwhile, is her husband’s 
main sounding board. Her entrepreneurial career 
has been growing rapidly: Besides the cookbook and 
the Food Network show, Ayesha will launch a meal-
kit delivery service in early 2017. 

“We talk about everything,” says Ayesha. “We make 
sure to communicate and bounce ideas off each other 
all the time.” Steph, she says, is “really good at being 
the devil’s advocate—looking at cause and effect.”

They are grateful for the opportunities, Ayesha 
says, but finding a proper balance between work and 
family is essential. The Currys are a couple with two 
very young children; they have chaos without even 
leaving the house. “Everything we do has to make 
sense and align with one another,” says Ayesha. 

Home life with the Currys sounds cozy, with 
comfort food to match; a recent episode of Ayesha’s 
Homemade featured the couple tangling over the 
best way to make a sloppy Joe. “She’s basically been 
cooking since she was 5,” Steph says.

I ask Steph if he and his wife have dabbled in 
the Bay Area’s wine and art worlds. “We have a 
solid starter wine collection, and we have two Hunt 
Slonem pink butterfly paintings,” he says. Sounding 
like a budget-conscious parent, he adds: “We haven’t 
gone overboard.” 

T
HIS BASKETBALL SEASON is an intrigu-
ing new chapter for Curry. Already the 
craziest traveling circus in basket-
ball, the Warriors this summer signed 
another Big Top superstar, Kevin 
Durant, a seismic free-agent move 

that not only broke hearts in Oklahoma City (where 
Durant came of age as a player when the Sonics moved 
from Seattle and changed their name to the Thunder) 
but also immediately installed Golden State as pro-
hibitive favorites to win the title and perhaps shatter 
last year’s record regular season. 

Curry can’t help but laugh at all the hyperbole. 
“Everyone’s calling us a super team and this and that, 
and talking about 82–0 or that we will beat 73 wins,” 
he says. “The questions we get asked are ridiculous.

“We’re going to lose games,” he continues. 

“We’re going to have struggles. There’s a patience 
that has to happen.” Curry’s words sound wise after 
opening night, when they are surprisingly blown 
out by San Antonio. 

Durant’s addition has also caused an atmospheric 
shift in Oakland. Curry now shares the court with 
another MVP—Durant is the last player to win the 
award before Curry won it back-to-back. Early on, 
Durant’s adjustment looks smooth—“The things he 
can do on the floor amaze you,” Curry says—but it’s 
possible Curry’s numbers will dip, a change everyone 
on the roster claims to be comfortable with if it means 
another championship. But Golden State is no longer 
viewed as the cuddly start-up from the Bay Area. It is 
now a presumed juggernaut, a Goliath, a Google. 

At the same time, there’s revenge in the air. Last 
summer’s finals had a bit of everything, including a 
Warrior, Draymond Green, getting suspended for a 
game for hitting LeBron James in the groin. But in 
the end it felt like a declaration of James’s supremacy 
as the game’s best player. Curry had the back-to-back 
MVPs and the better overall team, but James was The 
Man, willing the Cavaliers to victory as Cleveland 
roared back from a 3-games-to-1 deficit. A historic 
season for Curry and the Warriors got spoiled. Not 
that he needs motivation, but Curry will not be com-
placent. “He’s a defending two-time MVP who still 
thinks he can get better,” says Austin.

There’s also this: Curry himself will be a free 
agent next summer. Though Curry has been one of 
the most underpaid stars of the past few years and 
is due for a significant and deserved raise, it’s diffi-
cult to think of him leaving Golden State. Although 
he says “curveballs happen all the time,” it should 
relieve millions of people in the Bay Area that Curry 
feels that he is home. “It’s hard to see myself any-
where else,” he says. 

Our conversation drifts back to this past summer 
and the off-season. Curry tried to take three solid 
weeks off where he didn’t touch a basketball. But, he 
confessed, he occasionally sneaked a peek at sports 
coverage, catching up on NBA news or turning on a 
classic replay from years ago. 

“I tried to check out as much as possible,” Curry 
says. “But I love it too much.” •

GAME FACE  “I don’t ever get tired of shooting,” says 
Curry. His pregame warm-up routine is now well attended 
by Warriors fans. Under Armour undershirt and joggers. 
For details see Sources, page 158.

“eVery tIme he haS the ball, you can’t turn your head away becauSe  
you thInk he’S goIng to do SomethIng that he haS neVer done before.”

—adam SIlVer
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BY SARAH MEDFORD 
PHOTOGRAPHY BY ADRIAN GAUT

Real-estate developer Aby Rosen spent four and a half years restoring a  
1930s modernist landmark in Long Island as a family retreat, preserving its signature  

blend of grandeur and intimacy.

Preservation Road

PRIVATE PARTS 
The 1938 A. Conger 
Goodyear House, in Old 
Westbury, Long Island, 
was brought back to 
life by new owners Aby 
Rosen and Samantha 
Boardman. Damien 
Hirst’s sculpture The 
Virgin Mother stands on 
the front lawn.  
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“When I told 
my WIfe, she 
saId, ‘are you 
crazy?’ and  
I saId, ‘thIs Is 
a house that 
I love. I can 
see myself 
doIng 
somethIng 
cool WIth It.’ ”

—aby rosen

A
BY ROSEN IS CUTTING across a garden 
path to reach his new guesthouse and 
tennis pavilion. Though the land-
scape was planted only 18 months 
ago, a cloud of meadow flowers—bee-
balm, Joe-Pye weed, New England 

aster—hovers around his chest. He raises his phone 
above the flora to snap a picture, aiming at a tower-
ing sculpture of brightly painted figures by Keith 
Haring. “I haven’t been here in two months—it has 
dramatically changed,” says Rosen, wearing a black 
T-shirt and jeans. “A good landscaper layers things.”

Rosen and his wife, Samantha Boardman, are 
visiting the Old Westbury, New York, estate on Long 
Island’s North Shore, which they moved into just 
over a year ago following a four-and-a-half-year 
restoration. The main residence was built in 1938 
by A. Conger Goodyear, the first president of the 
Museum of Modern Art, and designed by Edward 
Durell Stone, the co-architect of the museum’s first 
permanent home on West 53rd Street in Manhattan.

“Edward Durell Stone is, in my opinion, one of the 
last of the great Mohicans, and this is probably one 
of his last houses left on the East Coast,” says Rosen 
as he crosses the gravel drive. “Goodyear turned it 
into one of the most visited houses by any cultural 
figure, period. He was a great entertainer, and there 
was always great food, art, discussions. It was basi-
cally like a salon when he owned it.”

Rosen—a German-born, New York–based real-
estate developer and a colorful figure himself—is 
coming off the successful launch of 11 Howard, his 
new downtown hotel, whose restaurant, Le Coucou, 

is one of the city’s most coveted reservations. In 
January he welcomes a new restaurant to the former 
home of the Four Seasons in the Seagram Building. 
The Mies van der Rohe–designed skyscraper on Park 
Avenue is one of several modernist landmarks—
Lever House across the street is another—owned 
by RFR Holding, the real-estate investment, devel-
opment and management company Rosen founded 
with partner Michael Fuchs in 1991. In 2017, RFR’s 
portfolio will expand further with the opening of 
One Hundred East 53rd Street, a 63-story tower 
designed by Norman Foster that sits just to the east 
of the Seagram Building. Early condo buyers include 
Amal and George Clooney.  

Despite the public profile of his ventures, Rosen 
professes to live out of the spotlight these days. 
“People think we are social butterflies, but we’re 
not,” he says of his personal life with his wife, a psy-
chiatrist and the founder of Positive Prescription, 
and their two young children, Alexander and 
Vivian (Rosen also has two grown sons, Gabriel and 
Charles, from a previous marriage). “We are home 
a lot more than anybody ever thinks.” Staying in 
for the Rosen family now means choosing between 
homes in Manhattan, Southampton, St. Barts and 
Old Westbury.

In Goodyear’s day, sheep grazed the 110-acre pas-
tureland encircling the house, which offered views 
of Long Island Sound. The Rosen property, now 
just five and a half acres, has been lushly planted to 
screen out the neighbors. From the main house and 
the newly constructed guesthouse, the couple can 
watch over the Haring sculpture, Damien Hirst’s 

33-foot-tall naked and pregnant The Virgin Mother 
in the front yard and the creepy/cute Wind-Up Hello 
Kitty by Tom Sachs that looms over the tennis court. 
Each figure pops into view within its own discreet 
setting in the landscape.

Since his arrival in New York from Frankfurt 
in 1987, at the age of 27, Rosen, now 56, has taken a 
keen interest in art and design of the 20th and 21st 
centuries. He enjoys rotating his collection of pro-
vocative paintings and sculpture between various 
projects and homes; Sachs’s Wind-Up Hello Kitty 
was part of a 2008 show at Lever House, where RFR  
is headquartered.

Goodyear was also a prodigious art collector. At 
the time he bought the property—a weekend get-
away from his apartment on New York’s Upper East 
Side—the 61-year-old heir to a railroad and timber 
fortune was a bachelor in need of wall space, having 
left his estranged wife and four children in Buffalo, 
New York, almost a decade earlier. In hiring Stone, he 
saw an opportunity to distill lessons from the young 
architect’s two-year stay in Europe, where he’d vis-
ited Mies van der Rohe’s Barcelona Pavilion and 
other new modernist wonders.

The single-story Goodyear House features a 
sunken living room, a circular, glass-walled din-
ing room (back in the day, the original pedestal 
table retracted into the floor for dance parties) and 
a picture gallery connecting the public and private 
areas. Fifteen years ago, their condition was at a 
nadir. Goodyear had died in 1964, and the estate was 
given to the Long Island Institute of Technology, 
which later sold it off for development. In December 
2001, the dwelling was scheduled for demolition. 
“It’s one of the few great International Style houses 
by an American architect of the 1930s,” architect 
Robert A.M. Stern told the New York Times that fall, 
when plans to raze it became public. “It’s surpris-
ingly luxurious in a Busby Berkeley–meets-Bauhaus 
kind of way.”

Within days of its demolition date, a partner-
ship cobbled together by the World Monuments 
Fund and other groups stepped in to acquire it. The 
WMF restored heat, electricity and running water 
and made emergency roof repairs; it also drew up 
legal protections preventing major alterations. The 
estate was put on the market in 2002, and around 
that time, Rosen first laid eyes on it. “It was in such 
horrible condition, which didn’t really scare me,” he 
says, drinking a cappuccino at the dining table. In 
2011, having passed to two subsequent owners, the 
property was back on the market. Rosen had since 
married Boardman, who had family ties on the North 
Shore, and he swooped in and bought it. 

“When I told my wife, she said, ‘Are you crazy?’ 
And I said, ‘This is a house that I love. I can see 
myself doing something cool with it.’ Sam grew up 
in the summers in Locust Valley, a very WASPy kind 
of a scene, not far away, so she went with it. She said, 
‘Look, we’ll try it out and see how it goes.’ ”

Rosen hired David Kelly, a landscape designer who 
is affiliated with New York architect Steven Harris. 
“We tried to make the house feel like it was on a 
much bigger piece of land than it is,” Kelly says. “We 
wanted to make it its own world. We planted a gazil-
lion trees.” As Kelly began to sort out the grounds, 

HOUSE OF PANE
The glass-walled living 

room, with slender 
columns and an extended 

roof plane, reveals 
architect Edward Durell 

Stone’s romance with 
International Style 

modernism. Opposite: 
Rosen and Boardman at 
the front door. The work 
behind them is an Andy 

Warhol/Jean-Michel 
Basquiat collaboration.O
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WILD THINGS 
From the terrace of  
the newly built 
tennis pavilion, Keith 
Haring’s Untitled 
(Three Dancing Figures) 
animates a wildflower 
garden. The structure 
was designed by Steven 
Harris Architects. 

EXHIBITION SPACE 
Chairs by Ron Arad 
(left) and Jean Royère 
(center) in the picture 
gallery. Right: Tiles 
collected by Goodyear 
surround the master 
bedroom fireplace.

CIRCLE GAME 
The round dining room, 
shaded by trees planted 
in the 1930s. Left: The 
original woodwork, and 
Warhol’s R.C. Gorman 
over the fireplace, in 
the library.



CURVES AHEAD 
An arcing plane of 
textured brick next to 
the porte-cochere.  F
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VIEWFINDER 
 François Stahly’s 

Neptune, a banyan-wood 
sculpture from 1967, 

stands sentinel at 
 the entrance from the 

family’s quarters to 
the picture gallery. The 
painting visible through 

the doorway is by 
Friedrich Kunath.



Rosen spoke with Harris, a longtime professor at 
Yale, about the house’s potential. The developer 
began to envision the place as a family retreat within 
an hour of their primary residence in the city. They 
hired Harris to oversee a restoration.

“We wanted something smaller in size, with lit-
tle nooks—rather than this kind of a megamonster 
thing, which we in theory like, but we don’t really 
live like that,” Rosen explains. “We were going 
to come here, low key, no staff, and do it all our-
selves—that was the idea. You know, get away from 
everybody and walk around naked and cook. That 
didn’t happen. We walk around naked, but there’s 
staff here all the time.”

The Goodyear House is a carefully poured cock-
tail of grandeur and intimacy. The scale of the 
5,600-square-foot dwelling is welcoming, and even 
the stepped-down living room, where Goodyear 
displayed a Gauguin nude over the fireplace and 
Rosen has hung a Warhol camouflage painting, has 
a convivial feel. This, in part, was what the World 
Monuments Fund wanted to protect. “To us, the inte-
riors were the most important work of significance,” 
explains Henry Tzu Ng of the WMF, noting that this 
approach was highly unusual. “The lighting in the 
library is related to the original MoMA lighting. And 
it took somebody like Aby—and Steven Harris—to 
work within those restrictions.”

The architect and his team made subtle modern-
izations to the bedroom wing, slipping in a playroom 
and a tiny office among five bedrooms. They also 
updated the kitchen and turned the basement into 
a “man cave,” as Boardman calls it, with a spa, an 
exercise room and a wine cellar. In the landmarked 
areas, they cleaned and restored—and refabricated, 
as needed—floors, woodwork, hardware and built-in 
lighting. “That lighting was state of the art for 1937,” 

Harris says. “And it was returned, perfectly, to state 
of the art 1937. Down to the color temperature of 
the light, which was much warmer then. The cost of 
restoring those fixtures was eye-watering.”

“It took us four and a half years to do this,” Rosen 
says, glancing around the dining room, its glass walls 
cleaned and reinstalled. “Our goal was to keep the 
structure alive. There was an old bathroom, and they 
said, ‘Why don’t you restore it?’ And I said, ‘I don’t 
want to restore a bathroom; I want a brand-new bath-
room. The house needs to fit into the 21st century.’ ”

“While he’s deeply respectful of the Goodyear 
House and its importance,” says Harris, “Aby basi-
cally doesn’t give a shit what other people think of 
how he lives. And he lives very well.”

The Rosens have been making the most of their 
family weekends in Old Westbury since moving in. 
“We didn’t need this house, but it’s woven itself into 
the fabric of our lives,” Boardman says. “Much more 
than we dreamed, I think.” Last winter, they kept the 
pool heated throughout the season and practiced div-
ing off the roof. When snow finally came, they made a 
sledding trail through the legs of The Virgin Mother.

O
N THE FAR SIDE of the garden is the 
Rosen family’s biggest contribu-
tion to the former Goodyear estate: 
a two-bedroom guesthouse nestled 
into the hillside alongside the tennis 
court. Designed by Harris, the struc-

ture is a deft improvisation on the main house, built 
of matching tumbled, white-painted brick. “You 
wouldn’t really notice this building was new,” Rosen 
says. “Most architects wouldn’t get that—they’d 
probably screw it up because they want their signa-
ture on it. I give Steven a lot of credit for having done 
this right.”

Rosen has a reputation as a challenging client but 
also one who enjoys being challenged. Over the span 
of five years, he and Harris debated the fine points of 
restoration. “If I had told Steven, ‘Make [the house] 
all brand new,’ what would he have said?” Rosen asks. 
“Would he have said, ‘Hey, client, yes, for sure’? Or 
would he say, ‘Let’s fight for it’? I believe he would 
have fought for it. That’s why you want to get an archi-
tect who has a voice, an opinion, a conviction, rather 
than doing everything the way the client wants.”

Wrangling with preservation authorities is an 
unavoidable ritual for architects and real-estate 
developers. In the mid 2000s, Rosen faced off 
against the New York City Landmarks Preservation 
Commission over a tower he hoped to build atop 980 
Madison Avenue, which RFR owns. More recently, 
his plan to revitalize the interior of the former Four 
Seasons restaurant was publicly denounced by the 
commission. He downscaled, but never abandoned, 
his efforts, which will be on view soon. “It was just 
time to move on,” he says of the episode. “And it’s 
hard to move on from something so great. To get rid 
of garbage is easy. To get rid of quality is very hard.” 

Rosen brightens as he describes the design 
choices being made for the Seagram Building’s new 
restaurant tenant by architect Annabelle Selldorf 
and designer William T. Georgis. “We did not let 
anything out without thinking about what we were 
going to put back,” Rosen notes, mentioning fabric 
they’ve commissioned from Fortuny, a 1958 supplier 
to the original restaurant.

Such attention to detail, Boardman says, is 
“almost a bit of a curse” for her husband. Lately he’s 
been thinking hard about the art and furnishings he 
wants to deploy in Old Westbury. Over the past year, 
the Rosens have been filling the Goodyear House and 
guesthouse with knockout examples of 20th-century 
design from their collection, including pieces by a lit-
any of trophy names: Pergay, Adnet, Prouvé, Barovier. 
Assisting them has been New York City firm Rees 
Roberts + Partners, led by Lucien Rees Roberts, who 
is Steven Harris’s husband and a regular collaborator.

Rosen admits he’s “a junkie” when it comes to buy-
ing art and furniture. “I really do believe provenance 
makes a difference,” he says of the pieces he goes for, 
often buying at auction out of prominent collections. 
“You are always looking up to quality—and the right 
person, who gets that, buys something. What he puts 
together is going to be 90 percent ‘wow.’ ”

Against a glass wall in the picture gallery are 
two pony-skin chairs by Jean Royère, once owned 
by the shah of Iran; the plaster bas-relief over the 
dining room fireplace is from the collection of Karl 
Lagerfeld. Rosen spent months puzzling over the 
placement of art and furnishings. “You want the eye 
to go from indoors out,” explains the developer. “Sam 
and I laugh about what we call ‘the hedgie look’—the 
hedge funders always have a couple of eye-catchers, 
which is usually a Damien Hirst spin painting. This 
is more of a ‘by the way’ house. You see things by the 
way. Art needs to be part of the whole experience.”

“It’s far more subtle, this house,” Boardman says 
to her husband. “You weren’t trying to make a point 
with it.”

“The house was the point,” he responds. “The 
point was for us.” •

“We dIdn’t need thIs house, but 
It’s Woven Itself Into the fabrIc 
of our lIves.”

—samantha boardman
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BUENA VISTA  
The original house had 
uninterrupted views of 
Long Island Sound. 

GARDEN PARTY 
Echinacea blooms in 
the wildflower garden 
along the path to 
the tennis pavilion, 
which has a jutting 
roof echoing that of 
the main house.



PHOTOGRAPHY BY ZOË GHERTNER   STYLING BY BRIAN MOLLOY

Stroll through the cobblestone streets of Paris in the  
best of the resort collections’ gamine suits and theatrical accessories.

The Decisive Moment
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SELF-PORTRAIT 
Make a statement in pieces 
that have both length and 
volume. Dior jacket, dress 
and pants, Charvet shirt, 

New York Vintage pin 
and J.W. Anderson shoes. 
Opposite: Burberry coat, 
J.W. Anderson dress and 

shoes, Marc Jacobs pants 
and Balenciaga earrings. 



HAT TRICK 
Strike a jaunty balance 
by cinching the waist  
on oversize styles. Céline 
coat and pants, Charvet 
shirt, Early Halloween 
vintage hat, Hillier 
Bartley brooch and 
Church’s shoes. Opposite: 
J.W. Anderson dress, 
pants and earrings and 
Hillier Bartley brooch.
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SNAP HAPPY 
There is no need to hide 
with these photo-ready 
ensembles. Gucci jacket, 
shirt and skirt, Wolford 
tights and New York 
Vintage hat. Opposite: 
Valentino cape and 
pants, Charvet shirt 
and pin, Tomas Maier 
earrings, Wolford tights 
and J.W. Anderson shoes.



SHADOW PLAY  
Ornament a masculine  

sil houette with accessories 
pulled from the past. 

Emporio Armani jacket and 
pants, Charvet shirt and 

belt, Sophie Buhai brooch, 
New York Vintage boa 

and J.W. Anderson shoes. 
Opposite: Ralph Lauren 
Collection jacket, shirt, 

pants and hat, Charvet pin 
(at left) and Hillier Bartley 

brooch (at right).
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PICTURE PERFECT 
A loosely fitted suit  
or large jacket projects 
a relaxed attitude. 
Chanel jacket, pants 
and belt, Charvet shirt 
and cuff links, Hillier 
Bartley brooch, Tomas 
Maier earrings and 
J.W. Anderson shoes. 
Opposite: Vetements x 
Brioni jacket, Vetements 
x Comme des Garçons 
shirt, Wolford tights, 
Charvet pin and J.W. 
Anderson shoes. Model, 
Ally Ertel at Muse 
Management; hair, Rudi 
Lewis; makeup, Thomas 
de Kluyver; manicure, 
Laura Forget. For details 
see Sources, page 158.
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O
NE OF THE MOST mysterious build-
ings in Los Angeles is a midcentury 
Freemasons’ temple that sits like a 
white-marble albatross on Wilshire 
Boulevard a few miles west of the 
city’s downtown. It is covered with 

cryptic symbols and takes up an entire city block. 
Built in 1961 as the Scottish Rite 
Masonic Temple, it has hosted secret 
meetings between Hollywood hon-
chos, late-night boxing matches 
and a nightclub. But for the past 
decade it has sat, locked and empty, 
wreathed in wire fencing.

Maurice Marciano, the ebullient, 
snowy-haired co-founder of denim 
juggernaut Guess, has the keys now, 
after buying this 110,000-square-
foot building three years ago for 
$8 million with his brother Paul. 
The Marcianos plan to open it 
in the spring as the Marciano 
Art Foundation to display their  
1,500-piece collection of contempo-
rary art. 

“Imagine—a room just for wigs,” 
Marciano says as he pushes open 
the doors during a recent visit and 
weaves around construction equip-
ment to join architect Kulapat 
Yantrasast inside the main gallery—
a cavernous room that once served 
as the temple’s Broadway-scale the-
ater. In the 1960s, more than 10,000 
men in Los Angeles—including film 
pioneers like producer Darryl F. 
Zanuck—belonged to a subset of the 
Masons called the Scottish Rite, the 
vestige of an 18th-century social 
club that emphasizes networking 
and self-improvement and gives 
its members medieval-sounding 
monikers like Knight of the Brazen 
Serpent or Elu of the Fifteen. To 
advance through the rite’s 33 ranks, 
members are required to perform 
in secret historical dramas or morality tales while 
dressed in ornate costumes. When Marciano bought 
the space, he discovered dust-covered velvet jackets 
and powdered wigs. In the rafters, he found 65 scenic 
backdrops worthy of The Wizard of Oz. 

“I kept everything,” Marciano says, grinning. He 
plans to preserve some of the artifacts as a Masonic 
archive, but the rest, he says, “I’m leaving for the art-
ists’ imaginations.”

It is tempting to draw comparisons to the city’s 
other new art museum, The Broad, a gleaming cube 
that real-estate billionaire Eli Broad opened last 
year several miles east. Like Broad, who is from the 
Midwest, the Marciano brothers came to Los Angeles 
decades ago with little. Originally from Algeria, they 
arrived by way of Marseille, France, and built a fash-
ion empire out of stonewashed, skinny jeans and sultry 
advertisements starring Claudia Schiffer and Anna 
Nicole Smith (and more recently, Gigi Hadid and Hailey 
Baldwin). Both Broad and Maurice Marciano, who are 

BY KELLY CROW   
PHOTOGRAPHY BY SPENCER LOWELL

Three years ago, Maurice Marciano—the co-founder  
of Guess and an art collector—bought a deserted Masonic 
temple. Soon it will be Los Angeles’s newest museum. 

THE ARTFUL 
 LODGER

COLOR FIELD 
Maurice Marciano (left and opposite  

page) with Dan Colen’s 2014 flower-
filled piece, Killed by Death. Marciano 

plans to fill a Masonic temple in  
Los Angeles, which he bought for 

$8 million, with some of the 1,500 pieces 
of art he and his brother have collected 

for the Marciano Art Foundation. 
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BUILDING HOPES 
Opposite: Mark 

Grotjahn with a 2009 
work. Clockwise 

from above: Mai-Thu 
Perret’s sculpture 
Black Balthazar in 

a future gallery; 
Kulapat Yantrasast, 

the project’s architect; 
Jonas Wood in  

the museum with his 
piece Grid Pot With 
Pink Plant, which is 

part of the Marciano 
foundation collection; 

painter Mary 
Weatherford with her  

2014 piece La Niña,  
also in the collection. 

“I’ve never worked lIke  
thIs. the process Involved 
art at every level.” 
—kulapat yantrasast

friends, have steadily climbed the ranks of the city’s 
artistic elite, with Broad helping to found the Museum 
of Contemporary Art in Los Angeles and Marciano now 
serving as the co-chairman of that institution’s board. 

Broad methodically amassed a collection he always 
intended to give away or exhibit publicly, buying 
internationally recognized postwar trophies by Roy 
Lichtenstein and Cy Twombly and housing them all in 
a long-planned futuristic art pod designed by architect 
Elizabeth Diller. Spend time with Marciano, 67, and you 
almost get the impression he’s opening his museum on 
a lark—because he finds the challenge invigorating. 
Since he retired from Guess in 2012, art has been his 
creative outlet. He’s not even sure he wants to call his 
space a museum, though in terms of square footage, 
it’s as big as MOCA and The Broad. 

The artist Alex Israel, known for his pastel-colored 

self-portraits, acted as the building’s accidental real-
estate broker. He spotted a for-sale sign on the temple 
a few years ago and insisted the collector take a look. 
“I said, ‘Wait, before you buy anything else—you have 
to check out this building on Wilshire,’ ” Israel says. 
“ ‘It’s unlike any other space.’ ”

The temple will offer a rare chance to see the 
Marciano Art Foundation’s collection. Though some 
impressive pieces have been displayed in Guess’s slick 
headquarters in downtown L.A., much of the work 
has not been exhibited publicly. Aside from lend-
ing a few pieces to museums, the brothers have kept 
their collection discreet—until now. Maurice and 
Paul, 64, pool their fortunes to buy art for the founda-
tion, but Maurice is primarily in charge of their more 
recent choices destined for the museum. A closer look 
reveals they admire artists who rose to fame in the 

’90s and beyond, such as the puckish German painter 
Albert Oehlen, who at one point was using his fingers 
to paint riotously colorful abstracts. The Marcianos 
own 17 Oehlens as well as examples by the current 
generation of art stars influenced by his playful pro-
cesses, including Rudolf Stingel, Wade Guyton and 
Seth Price. Lately Maurice has also gravitated to L.A.-
based artists like Israel and mixed-media artists Paul 
Sietsema and Kaari Upson. “We’re all waiting to see 
what he has,” says collector Howard Rachofsky.

L.A. native Doug Aitken, an artist whose films 
have been shown at New York’s Museum of Modern 
Art and Washington, D.C.’s Hirshhorn Museum, says 
Marciano’s carefree approach has led him to take 
risks while building his collection. “A lot of private 
museums are interested in checking off lists, but they 
don’t create any helpful disruption,” says Aitken, who 
had long been intrigued by the temple. “I’d been dying 
to get in there my whole life. The first time I went in 
there it was pretty creepy. It was like opening up the 
pyramid of Tutankhamen.”

The Marcianos have earned courage points 
among the local cognoscenti for tackling the temple, 
an eyesore that had been vacant since 1994, says 
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SELFIE MADE 
Artist Alex Israel, 
here with a 2012 work, 
helped Marciano find 
the temple. “You 
have to check out this 
building on Wilshire,” 
he said. “It’s unlike  
any other space.” 

Philippe Vergne, MOCA’s director. Its revival has been 
hailed as proof that this fresh-faced city has history 
to preserve. The temple could also give L.A. a hulking, 
alternative art space similar to what London has with 
Tate Modern’s Turbine Hall or New York has in the 
Park Avenue Armory. “I’m slightly jealous,” Vergne 
says after getting a tour. 

Los Angeles cultural circles have grown weary 
of being compared to New York; here, a midcentury 
building counts as historic, and the funkier its back-
story, the better. “This is a guy who looks to Los 
Angeles as a barometer rather than the old model of 
New York,” says L.A.-based dealer David Kordansky. 
“Maurice is on the ground here.”   

Like the fraternal society that built the temple, 
Marciano has been acting largely in secret, conspir-
ing on renovations with Yantrasast, 48, a protégé of 
minimalist master Tadao Ando. Yantrasast made his 
name with projects like the sleek Grand Rapids Art 
Museum in Michigan and the Speed Art Museum in 
Louisville, Kentucky. “I’ve never worked like this,” 
says Yantrasast of collaborating with Marciano. “The 
process involved art at every level.” 

Before any work began, Marciano invited video 
artists Ryan Trecartin and Lizzie Fitch to come by for 
a peek. The pair and their friends arrived with tents 
and cameras—some strapped to drones—and camped 
in the temple for three months. The frenetic, horror-
movie spoof they produced, 2014’s Ledge, will be 
shown under a tent in the museum’s inaugural show, 
Unpacking: The Marciano, organized by guest cura-
tor Philipp Kaiser, a former director of the Museum 
Ludwig in Cologne, Germany, who recently organized 
The Broad’s Cindy Sherman survey.

Jim Shaw, a Los Angeles–based artist known 
for painting fantastical murals, also spent several 
days poring over the temple’s theatrical backdrops, 

making sketches for a possible future show. 
“Artists are turned on by stories of secret hand-

shakes,” says another local sculptor, Analia Saban, 
who is fascinated by the building’s Masonic mystique. 
Saban, who has used household items like kitchen 
countertops in her work, was invited to the temple to 
rummage for furniture. She selected a dining room 
chair that became the piece Cane Back Chair (With 
Back Weaving Rubbing), now part of 
Marciano’s collection. 

Marciano has done his own dig-
ging, compiling books about Masonic 
history and acquiring a few pieces 
that dovetail nicely, including Cindy 
Sherman’s 2010 self-portrait wherein 
she’s dressed in a Masonic costume. 
He also bought Yael Bartana’s 2013 
film Inferno, which features robed 
figures from a Brazilian neo-Pente-
costal church attempting to build a 
scale replica of Solomon’s temple.

“Maurice is an honorary Mason 
now,” says Yantrasast. His challenge 
has been to salvage elements of the 
building’s architecture while recon-
figuring it to flow as a public museum. For starters, he 
took out at least 2,200 theater seats and the theater’s 
mezzanine as well as transformed the former back-
stage into a sunken space where Marciano intends to 
display Adrián Villar Rojas’s clay-and-cement rendi-
tion of Michelangelo’s David, with the iconic figure 
arrayed in a horizontal, sleeping pose.

The theater’s upper-level balcony is now a second-
story landing so that visitors can stand along a 
glass railing and peer down at the art. Yantrasast 
redesigned two of the building’s three passenger 
elevators but intends to keep the last as is, in all its 

gold-speckled, Camelot-era glamour. On the museum’s 
upper floors, Yantrasast has converted the former 
ballroom into an airy gallery, its kitchen areas likely 
reserved for exhibiting videos. Nearby, in a space 
where Masons once held meetings, Marciano hopes to 
show a Mike Kelley sculpture that evokes the lost city 
of Kandor, of Superman fame, as well as a stalagmite-
like sculpture by Sterling Ruby. The courtyard outside 

will showcase Oscar Tuazon’s cement 
wall adorned with tree branches and a 
basketball hoop. 

Several murals and mosaics pop 
up throughout the temple—on the 
second-floor landing and in the former 
ballroom above—that were created 
by the building’s original architect, 
Millard Sheets, who was also a well-
known California regionalist painter. 
These have been freshly conserved 
by Sheets’s son, Tony. Meanwhile, a 
mural by Israel will be installed in the 
mezzanine overlooking the lobby. “It’s 
an amazing opportunity,” says Israel. 
“Not a lot of collectors will buy a mural, 
or a Masonic temple to put it in.”

“Architecture sometimes gives up the story to be 
clean and timeless,” Yantrasast adds, “but you lose 
meaning that way. Here, the stories keep giving.”

That extends to the Marcianos, whose own saga 
is nearly as far-reaching and unusual as that of the 
Masons who once hung out here. Saban, the artist, 
says, “Only after going through so many twists do 
you come to a building like this. It takes a long path.”

I
N AUGUST 2015, Maurice Marciano sold his 
nearly 20,000-square-foot Bel Air mansion 
in L.A. to casino magnate Steve Wynn for 
$48 million. This past spring, he spent around 
$20 million on a smaller, minimalist home in 
Trousdale Estates. On a clear day, his back-

yard views can stretch to the Pacific Ocean.
Whatever the weather, he’s also got a backup 

view of the Santa Monica surf across a wall in his 
new living room. Israel, the artist who tipped him 
off to the temple, created this billboard-like work by 
pairing stock photographs of the city with phrases 
conjured by American Psycho author Bret Easton 
Ellis. Marciano’s sunset scene reads, “Somewhere 
in the empty house Jen could hear the Eagles sing-
ing ‘Hotel California,’ its deep and hidden meanings 
revealing themselves in waves.” 

“You can’t be more classic L.A.,” Marciano says. 
At first glance, the same could be said of the art on 

display, such as a painting of plants by Jonas Wood 
over the stairwell, an abstract work by Mark Grotjahn 
in the hallway and a Bambi–giving-birth-to–Snow 
White sculpture by Paul McCarthy in the kitchen. 

But look harder and there are hints of Marciano’s 
past, such as Moroccan-French artist Latifa 
Echakhch’s piece in which she dipped a canvas in 
indigo dye and turned the whole thing upside down, 
letting the color ooze. Marciano said the work reminds 
him of seeing bunches of yarn drying and dangling 
outside homes in Marrakech, where his rabbi father 
was born. Downstairs, near his prized Bordeaux cel-
lar, there’s also New York installation artist Jim 

“we don’t 
need 
another 
moca or 
broad or 
hammer 
museum. It 
has to be 
dIfferent”

—maurIce   
  marcIano

OPEN STUDIO 
Sculptor Kaari Upson, 
whose work Marciano will 
display in the museum.
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STATUS SYMBOLS 
Right: Sculptor Analia 

Saban used a chair 
from the temple to 

create this piece, Cane 
Back Chair (With Back 

Weaving Rubbing). 
Opposite: The former 

temple’s marble facade 
retains traditional 

Masonic inscriptions. 

Hodges’s abstract from 2013, When the Spirit Takes 
Center Stage, featuring gold leaf sprayed atop a patch-
work of denim—the material he used to make his 
fortune. Marciano says, “How could I resist?”

Growing up, Marciano had no plans to build a life 
in fashion, or in art. Born in Algeria in 1948, he fled 
the Algerian War with his parents, his three brothers 
and his sister when he was 7 years old, resettling in 
Marseille, where his dad taught in a local synagogue. 
There was no art in their home, and he says he quickly 
discovered in class that he was “terrible” at drawing. 
As a teen, he took a school field trip to Paris and sur-
prised himself by immediately falling for everything 
hanging in the Musée d’Orsay, from Paul Cézanne’s 
fruit to Claude Monet’s waterlilies.

After he graduated from high school, he and his 
brothers Armand, Georges and Paul opened a few 
fashion boutiques in southern France under the 
name MGA. Their top seller: unisex jeans. In 1978, he 
and Georges moved to Los Angeles to see if they could 
pull off a similar feat, borrowing a mottled wash 
they’d noticed on jeans in an Italian laundromat. (At 
the time, jeans came only indigo blue or bleached.) 

Armand and Paul soon followed them to California; 
Georges came up with their company name after 
driving past a McDonald’s billboard asking drivers 
to guess which eatery had the biggest cheeseburger. 
Marciano says, “Georges came home and said, ‘I 
think I found our name. Guess.’ ” Marciano tossed up 
ideas until he got exasperated, and finally his brother 
clarified himself. 

Guess, with its red triangle patch, stonewashed 
denim and signature zipper sliding up each ankle, 
was officially launched in late 1981 and proved 
an immediate hit. In just one year, sales through 
Bloomingdale’s and Guess’s Beverly Hills store hit 
$6 million. Georges designed the clothes, Maurice 
handled the finances and sales, Armand oversaw dis-
tribution, and Paul created the ads.

Marciano said one of the first pieces of art he and 
his brothers bought after launching Guess was a 
painting of a pergola with a view of the sea by French 
impressionist Henri Martin that reminded them of 
Marseille. “I think we were homesick,” he says. 

During their regular trips to Paris, they started 
shopping at galleries, bringing home examples by 
postimpressionists like Gustave Loiseau. At that 
point, Marciano says, they never paid more than 
$150,000 apiece for any work. On November 10, 1988, 
they made their first leap into contemporary art by 
paying $1.3 million for Roy Lichtenstein’s 1974 paint-
ing Sailboats III at Sotheby’s in New York. It was 
estimated to sell for only up to $600,000. After that, 
they bought works by Yves Klein, Willem de Kooning, 
Jean-Michel Basquiat, Andy Warhol and others. 

Then in early 1990, the art market crashed. Over 
the next few years, Marciano hired appraisers and 
got valuations that were roughly half what they had 
paid for their art. “It was kind of depressing,” he says. 
The brothers decided to keep a handful of favorites, 
including a Klein, but started offloading pieces such 
as Lichtenstein’s Sailboats in 1998, which they sold 
for around the same price that they had paid for it 
a decade earlier. Looking back, he wishes he’d just 
packed it up in storage and ridden out the doldrums. 
Four years ago, Sotheby’s resold the same painting 

for $11.8 million. “We learned the hard way,” he says. 
Guess went public, and Marciano redoubled his 

focus on the company as its chairman and CEO, later 
sharing the role with his brother Paul. (In 2015, the 
company had revenues of $2.2 billion, with over 800 
stores worldwide.) Yet he realized he missed art. “It’s 
so personal,” he says, “but when you live with art, it 
becomes your environment. You see it every day, and 
I realized I felt an emotional attachment.” 

In May 2005, he plunged back in, attending a 
Christie’s auction in New York where he paid $3.4 mil-
lion for a 1962 Richard Diebenkorn, Untitled (Santa 
Cruz I), well over its $2.5 million high estimate. In 
2009, he went to his first Art Basel Miami Beach and 
took a side trip to tour the private art warehouse of 
Miami collector Rosa de la Cruz, a space he cites as an 
inspiration for his own. The following year, dealer-
turned–museum director Jeffrey Deitch convinced 
Marciano to join MOCA’s board. He retired officially 
from Guess in 2012, assuming the role of director 
and chairman emeritus, and two years later became 
co-chairman of the MOCA board. 

Nathalie de Gunzburg, chairman of the board of 
the Dia Art Foundation and a fellow collector, says 
she has watched Marciano come into his own in the 
contemporary art world, aided by his collection 

manager and foundation director, Jamie G. Manné. 
“The more he learned, the more excited he got,” de 
Gunzburg says. His enthusiasm is shared by one of 
his three daughters, Olivia, who once worked at New 
York gallery Luxembourg & Dayan and is planning to 
help run the foundation and museum. 

Marciano disappeared from the art circuit for a 
few months last year after a car accident in May 2015. 
Speculation swirled about the fate of his temple. 
But Marciano, who injured his right leg, eventu-
ally recovered—and artists around town once again 
started seeing him pop by their studios. 

These personal interactions with artists drive 
Marciano’s collecting now, pushing him into more 
experimental areas like video and bulky installa-
tions. His frequent studio visits to L.A.-based artists 
have heavily influenced his collecting. At a time 
when every collector, including Broad, is yearning 
for global holdings, Marciano’s focus on his adopted 
hometown seems refreshingly counterintuitive.

“I love artists’ thought process—how everything 
around them becomes art,” Marciano says. “I don’t 
want this to feel like a regular institution. We don’t 
need another MOCA or Broad or Hammer Museum. It 
has to be different, or why do it? We want to be an 
incubator for artists.” •
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TEST DRIVE 
Layer long strands  
of diamonds or choose  
a choker for striking 
style. From left: Graff 
and Harry Winston 
necklaces. Opposite: 
Bulgari necklace  
and Cartier rings.
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BIG WHEELS  
Collect geometric 

pieces that will  
light up the night.  

Tiffany & Co. 
rings. Opposite: 
Forevermark by 

Maria Canale cuff and  
De Beers brooch.
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HOOD ORNAMENTS 
Art Deco–inspired 
pieces, from collar 
necklaces to dramatic 
drops, make a strong 
impression. From  
left: Fred Leighton  
and Van Cleef & Arpels 
necklaces. Opposite, 
clockwise from bottom 
left: Kwiat, Cartier  
and Graff earrings.  
For details see Sources, 
page 158.
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BY ALEXANDRA MARSHALL  
PHOTOGRAPHY BY ESTELLE HANANIA

For the first time, the French fashion house has a woman at  
the helm: Maria Grazia Chiuri, formerly of Valentino. Here, a rare 
behind-the-scenes look at the lead-up to her inaugural show.

DIOR’S 
NEW DAY

I
T’S FOUR DAYS before Maria Grazia Chiuri’s 
debut runway presentation in her post as 
artistic director of womenswear at Christian 
Dior—the first time the public will evalu-
ate the 52-year-old designer’s new direction 
for one of fashion’s most storied houses. The 

atmosphere this late September day is outwardly 
calm, but Chiuri, clad in slouchy jeans, a navy silk 
blouse and a pair of flat strappy sandals, each finger 
adorned with an enormous ring, is intensely focused. 
She huddles with her team, including 10 members of 
her design studio, Dior’s hat maker, Stephen Jones, 

and the stylist Elin Svahn, in a massive showroom on 
the ground floor of one of the eight Haussmann-style 
buildings occupied by the company in Paris’s eighth 
arrondissement. “I call it Diorland,” Chiuri says in 
her thick Roman accent, “because it’s so huge.” 

A mock-up of the minimalist plywood runway 
and distressed gray-and-white-painted walls that 
will appear at the show occupies much of the main 
room. Chiuri’s designs have remained essentially 
unchanged since she gave her sketches to the Dior 
patternmakers at the end of July, two weeks after 
the company announced its decision to hire Chiuri. It 
took three quarters of a year to fill the position after 
the previous artistic director, Raf Simons, resigned 
in October 2015. He seemed to rankle at the pressure 
of producing six collections a year. “I’m not the kind 
of person who likes to do things so fast,” he said in an 
interview with System magazine days before he left. 

Though some of her peers, such as Marc Jacobs, 
Miuccia Prada and Gucci’s Alessandro Michele, are 
known for designing up until the last nail-biting 
minute, Chiuri betrays no second thoughts nor 
indulges in any 11th-hour reversals or improvisation 
with Dior’s phalanx of 50 tailors and dressmakers, 
though she had never worked with them before. 
There are no raised voices and few big pronounce-
ments other than the occasional, “Yes, bellissimo.” 
(Chiuri learned English when she took the reins at 
Valentino in 2008 with her longtime professional 
partner, Pierpaolo Piccioli, but French has eluded 
her so far.) Speaking two days after the show, she 
says, “Maybe it’s because of my age, but with experi-
ence, I know what I want.”

The show’s hair and makeup test, happening in an 
hour, is running two days ahead of schedule. “Maria 
Grazia is very simple, very direct and very calm. It’s 
an organized process,” says the hairstylist Guido 
Palau, who collaborated with Chiuri on all but two 
shows in the eight years that she was co–creative 

GRAY MATTERS 
A model walks a mock-

up runway wearing an 
ensemble from designer 

Maria Grazia Chiuri’s 
debut collection two  

days before the show.  
Opposite: Chiuri at work. 
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watches and menswear. It is led by Arnault’s trusted 
deputy Sidney Toledano, who has been CEO of  
Dior since 1998.

The next day, Chiuri, wearing the same clothes as 
the day before, focuses on fittings for the few models 
already confirmed for the show, fine-tuning small 
details. At one point, Svahn tries to change a blouse 
under one of the fencing-inspired jackets, and Chiuri 
says, “No, no good.” Later, they consider adding a 
lace rosette to a gown but ultimately nix the idea. At 
all times Chiuri is trailed by cameras: an in-house 
video crew of three documenting every moment, 
snippets of their work feeding out to the public via 
the official Dior Instagram account. There is also a 
team from the U.K.’s Channel 4 that has been work-
ing on a profile of the company since last May, as 
well as a freelance photographer, Janette Beckman, 
whom Chiuri has hired, she later explains, to provide 
an outside vision of the moment. “I like women to 
give their point of view on other women,” she says. 

She reveals only momentary discomfort with 
the attention, passing the occasional pained look to 
her daughter, Raquele Regini, 20, who is on a break 
from her art studies at Goldsmiths, University of 
London. Regini, whom Chiuri often refers to as a 
muse, is dressed with the kind of eclecticism Chiuri 
hopes her collection can capture: tailored shorts, a 
shrunken black T-shirt, stacked-sole combat boots, a 
jockey cap and a long vintage kimono. “My daughter 
is my reference [to] new women today,” says Chiuri. 
“I find them so exciting because they change and  
challenge themselves.” 

As the clock ticks down, Chiuri still shows no sign 
of tension. On the day of the show, a few hours before 
curtain, she is already dressed in the no-nonsense 
black pantsuit she’ll wear for 
her bow. Taking her place in 
the bleachers at the tent Dior 
has erected in the gardens 
of the Musée Rodin, for the 
show’s only run-through, she 
mom-dances in her seat to 
the snippets of PJ Harvey and 
Nina Simone that DJ Michel 
Gaubert has arranged for the soundtrack and directs 
show producer Alexandre de Betak. 

This élan is noteworthy: It’s the first time in 27 
years that Chiuri is working without Piccioli. Their 
relationship remains cordial and supportive: After 
the show, Piccioli is the first person Chiuri will take 
a picture with backstage, and she will sit front row 
at his first solo show at Valentino the following day. 
And as Dior was proud to emphasize when it first 
announced Chiuri’s appointment in July, she is the 
first woman to lead the house, after six men held the 
job: Following Dior himself, the list includes Yves 
Saint Laurent, Marc Bohan and Gianfranco Ferré as 
well as Galliano and Simons. Chiuri is happy to give 
Dior a more female focus, including brainstorming 
an Instagram campaign called “The Women Behind 
My Dress,” which centers on Dior’s female employ-
ees, from the showroom receptionist to the PR team. 
“It’s very strange at Dior,” Chiuri says. “If you see the 
company from the outside, you feel that it’s cold, but 
that’s not true. Inside it’s a huge and also warm fam-
ily. I don’t know why they didn’t show it before.” 

Whether women design one way and men another 
is a fairly fraught question, but Chiuri is clear where 
she stands. “I like women as they are,” she says. “I 
don’t have an idealistic view of women.” She spoke 
with key merchants from Dior’s 138 stores around the 
world who will sell her collection, “to introduce this 
idea to look at the woman in front of you and propose 
an idea in a way that’s good for her,” she says. Too 
many designers are trying “to dress a woman with 
your brand or dress a celebrity with your brand. I 
feel it’s more of a conversation.” She adds, “It’s about 
a vision of women more consistent with themselves, 
dressing themselves in a way that’s close to them. 
It’s completely different from the past—now it’s the 
woman who wants to decide.” 

Unlike at Valentino, Chiuri will not have oversight 
of everything in the Dior woman’s universe, like fine 
jewelry, makeup and fragrance. “It’s difficult to con-
trol the whole thing,” she says. “I want to share my 
vision with the other people in the company, but 
to control all of it is ambitious and, in my personal 
opinion, impossible.”

Chiuri says her friends hailed her debut collec-
tion as “courageous,” when we speak two days after 
the show, another plate of untouched macarons 
beside her. “But courageous was deciding to move 
to Paris, not in my collection! Courage is to decide 
to change your life. That was not easy, honestly,” 
she says, mentioning that her weekdays are spent in 
Paris in a still-empty apartment near the Jardin du 
Luxembourg. On weekends she travels back to Rome 
to see her husband, Paolo Regini, who has a shirt-
making atelier, and her 24-year-old son, Nicolo. She 
commuted to work before, when she was at Fendi. 
But France is another culture, language and world-

view. “I said, OK, I really love the Valentino company, 
but if I don’t move now, when?” She doesn’t think 
she’ll have the same physical energy to take on such 
a change 10 years from now. “Pierpaolo and I grew up 
together, we respect each other, but I think there’s a 
time when you want to test yourself.” 

Chiuri confesses surprise that Christian Dior 
approached her in the first place. “They knew me 
many years before,” she says, recalling a time, 15 
years ago, when she was interviewed for a differ-
ent position at the house. “I was not so polite about 
my ideas!” And she was frank again when Dior came 
back to her to discuss the job she ended up accepting. 
“They said, ‘No, really, we’d like you to come—we 
think you’re right.’ And I was straight again. I think 
it’s stupid not to be honest. If you have to start a new 
adventure, it’s important to be clear.” Especially at 
this point in her life. “It’s like when you meet a man,” 
she continues. “When you’re young you try to find 
a compromise, but when you grow up, it’s better if 
you’re immediately clear about what you really like 
and really want.” •

director at Valentino with Piccioli. (Piccioli remained 
to helm Valentino as solo creative director.) 

Palau has been tasked to interpret Chiuri’s inspi-
rations—Flemish paintings, fencing, boyish girls 
and the talismans of house founder Christian Dior, 
such as stars, hearts, four-leaf clovers and tarot 
motifs—into a runway look. Many fashion shows 
are Las Vegas–like spectacles of light and sound and 
décor, the clothes sometimes competing with all the 
rest for attention. Not Chiuri’s production, a marked 
departure from the walls of fresh flowers and futur-
istic sets favored by her predecessor, Simons, and, 
before him, the extravagant theatricality of John 
Galliano. Her tight focus makes the smallest details 
more significant, which is not lost on the beauty 
team. “Whether the hair is dry, shiny or there’s a 
bit coming out to make it more easy, it’s nuances,” 
says Palau in an upstairs studio strewn with takeout 
pasta salads and Prince of Wales plaid–upholstered 
chairs. As his team of four key assistants blow-dries, 
teases and brushes out four of the show’s models, 
Peter Philips, Dior’s creative and image director 
of makeup, goes to work five feet away in monkish 
silence, highlighting the cheekbones of another wil-
lowy teenager. “It’s important that I get this really 
right for her,” says Palau, who, with Philips, had 
been briefed on the collection only moments before. 
And both do; in the space of about an hour, Chiuri 
approves their work with only minor adjustments—
a slightly looser chignon for Palau, an admonition 
against too much shine on the delicate, neutral faces 
for Philips. 

Chiuri then returns her attention to a board of 
photographs of the collection in the order it will be 
shown. Her goal is to reduce the number of ensem-
bles to 62, but as she and her team power through 
small bottles of water and ignore saucers of pastel-
colored macarons and chocolate truffles, it’s proving 
a challenge they will not end up meeting. It will take 
64 looks to say everything she wants to say. The final 
combination includes no-nonsense tailored pieces, 
lacy sheer blouses, leather jackets, message T-shirts, 
flat sandals, fencing-style boots, 1970s-inspired logo 
tote bags and tulle concoctions that hark back to her 
work with Piccioli and to specific pieces from the  
Dior archive.

At Valentino, Chiuri and Piccioli led the brand 
to annual sales of over $1 billion with embroidered, 
angelic eveningwear and popular “Rockstud” 
embellished accessories. (Before they ascended to 
become co–creative directors, the pair worked as 
head accessories designers at Valentino and Fendi.) 
At Christian Dior Couture, a company with over 
$2 billion in revenue, Chiuri must prove her mettle 
on a larger variety of critical touchstones: daywear 
both sporty and polished, eveningwear, jewelry and, 
crucially, accessories. She will also present separate 
couture collections. Behind the scenes, the impor-
tance of Dior transcends even the house itself, given 
its personal significance to Bernard Arnault. Arnault 
began amassing his considerable fashion empire 
when he acquired Christian Dior in 1984, then seiz-
ing control of the LVMH group in 1989. Today he is 
the majority shareholder and chairman of LVMH 
and of Christian Dior Couture, a separate entity that, 
besides women’s fashion, encompasses fine jewelry, 

“I thInk It’s stupId not to be honest. 
If you have to start a new 
adventure, It’s Important to  
be clear.” —marIa grazIa chIurI

TULLE KIT  Above: An in-progress dress in the Dior atelier,  
three days before the runway show. Right: Silhouettes of two 
models in dresses two days before the show. “I like women as they 
are,” Chiuri says. “I don’t have an idealistic view of women.”  

OUT OF THE BOX   
Above: A Dior bag  
is freshly unpacked. 

ON GUARD 
Left: A mood board 
showing some of 
Chiuri’s inspirations, 
which include fencing 
uniforms as well as 
archival Dior dresses. 
Below: Chiuri’s designs, 
worn by two models  
on the day of the show, 
include romantic 
dresses and fencing-
style jackets. 

HOUSE RULES 
Above: Chiuri used a tape with a play on the slogan 
“J’adore Dior.” Right: A model ready for showtime. 
Far right: A pair of flats adorned with the new saying. 

BRAID EXPECTATIONS 
Left: The venue was specially 
constructed in the garden of Paris’s 
Musée Rodin. Above: Hairstylist Guido 
Palau devised a skater-inspired topknot. 
Right: Models wearing some of the  
64 final looks line up for the catwalk. 
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Proenza Schouler sweater, 
$1,925, Proenza Schouler, 
Greene Street, New York, 
Alexander McQueen skirt, 
$4,194, Alexander McQueen, 
Madison Avenue

page 85
Ralph Lauren Collection 
jacket, $5,990, and pants, 
$1,690, select Ralph Lauren 
stores, Hanro T-shirt, $64, 
hanro .com

page 86
Louis Vuitton dress, price 
upon request, select Louis 
Vuitton stores
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Céline tunic, $1,950, and pants, 
$1,450, Barneys New York, 
Céline earrings, $680, Bergdorf 
Goodman

NATURAL GRACE
page 105
Céline dress, $4,550, bra, 
$590, briefs, $410, and boots, 
$2,200, Céline Madison 
Avenue

LIGHT TOUCH
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Calvin Klein Collection 
dress, $1,595, Calvin Klein 
Collection, Madison Avenue
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Joseph jacket, $895, joseph-
fashion .com, Proenza Schouler 
sweater, $750, Proenza 
Schouler, Greene Street, New 
York, Christopher Kane skirt, 
$3,990, christopherkane .com, 
Céline boots, $2,200, Céline 
Madison Avenue

page 108
Acne Studios jacket with 
attached top, $1,900, 
acnestudios .com, and skirt, 
price upon request, similar 
styles available at acnestudios 
.com, Céline boots, $2,200, 
Céline Madison Avenue

page 109
Off-White c/o Virgil Abloh 
jacket, $898, Barneys New 
York, Valentino lace top, 
$3,290, and skirt, $3,950, 
Valentino boutiques, Sportmax 
top, $465, Sportmax, West 
Broadway, New York

page 110
Sportmax coat, $1,490, 
Sportmax, West Broadway, 
New York, Paco Rabanne 
dress, $3,350, Barneys New 
York, Céline boots, $2,200, 
Céline Madison Avenue

page 111
Givenchy jacket, $980, 
similar styles available at 
The Webster Bal Harbour, 
sheer coat, $3,895, Givenchy 
New York, white dress, $1,945, 
similar styles available at 
Forward by Elyse Walker, and 
top, similar styles available 

Madison Avenue, David Webb 
earrings, $36,500, David 
Webb, Madison Avenue, 
Mikimoto pearls, $36,000, 
Mikimoto New York, 
212-457-4600

page 58
Ferragamo Mini Collection 
handbag, $675, ferragamo 
.com, Golden Goose Deluxe 
Brand Children’s Shoes 
Francy sneakers, $310, 
goldengoosedeluxebrand 
.com, Rug Company rug, 
$236 per square foot, 
therugcompany .com

WHAT’S NEWS 
page 65
Slides: Roger Vivier, $1,395, 
rogervivier .com, Dorateymur, 
$475, Net-a-Porter, Giuseppe 
Zanotti, $795, Giuseppe 
Zanotti design boutiques, 
212-650-0455, Bottega Veneta, 
$440, 800-845-6790, Sanayi 
313, $730, shop.sanayi313 .com, 
Oscar de la Renta, $750,  
Oscar de la Renta boutiques

page 72
Chopard L.U.C XPS 1860 
watch, $20,250, Chopard 
boutiques, and Peuterey 
turtleneck, $495, peuterey 
.com; Slim d’Hermès watch, 
$7,650, Hermès boutiques 
nationwide, and Berluti 
turtleneck, $770, Berluti, 
Madison Avenue; Piaget Polo 
S watch, $9,350, piaget .com, 
and Michael Kors turtleneck, 
$295, Saks Fifth Avenue, 
New York; Patek Philippe 
Calatrava watch, $26,080, 
Patek Philippe, 212-218-1240, 
and Prada turtleneck, $980, 
and pants, $690, select Prada 
boutiques; Breguet Classique 
7147 watch, $21,500, breguet 
.com, and Dolce & Gabbana 
turtleneck, $1,245, select 
Dolce & Gabbana boutiques; 
Panerai Luminor Due 3 Days 
watch, $7,900, Officine Panerai 
boutique, Madison Avenue, 
Brunello Cucinelli turtleneck, 
$1,325, Brunello Cucinelli, 
Greene Street, New York, and 
Berluti pants, $1,010, Berluti, 
Madison Avenue
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page 81
Dior sweater, $3,200, and 
dress, $3,500, Dior boutiques 
nationwide, Courrèges boots, 
$360, courreges .com

page 82
Burberry sweater, price 
upon request, similar styles 
available at burberry .com, 
Hermès shorts, $1,275, Hermès 
stores nationwide

page 83
Hermès jacket, $3,350,  
Hermès stores nationwide, 
Hanro T-shirt, $64, hanro 
.com, Miu Miu pants, $3,725, 
select Miu Miu boutiques

COVER
Giorgio Armani sweater, 
$1,695, Giorgio Armani 
boutiques nationwide, 
Under Armour joggers, $70, 
underarmour .com, Under 
Armour Tim Coppens hat, 
similar styles available at 
underarmour .com/en-us/uas
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page 22 
Mark Cross luggage in 
black, $9,000, and green, 
$7,500, markcross .com, 
red, $8,250, Joyce, +852-
2523-5944, and blue, $9,950, 
modaoperandi .com
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page 43
Georg Jensen Bernadotte Bar 
Set tray, $6,250, ice bucket, 
$17,500, beakers, $2,250 each, 
and cocktail shaker, $21,500, 
Georg Jensen boutique, 
Madison Avenue

page 44
Bottega Veneta Planet Boxes: 
Venus, $8,200, Mars, $8,340, 
Jupiter, $7,180, and Earth, 
$7,450, 800-845-6790
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Hermès Haute Bijouterie IV 
Collection Attelage Céleste 
bracelet, price and availability 
upon request, 800-441-4488 
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Calvin Klein Collection 
cashmere sweater, $1,695, and 
cardigan, $1,895, Calvin Klein 
Collection, Madison Avenue, 
The Row slippers, $985, 
Net-a-Porter, Pierre Hardy 
clogs, $495, pierrehardy .com, 
lounge chair by Steven Volpe 
for McGuire Furniture, $5,995, 
mcguirefurniture .com
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Goyard Chic du Chien 
Collection crocodile collar, 
$2,020, travel trunks in blue, 
$4,730, and black, $3,640, and 
orange bowl, $2,485, Goyard 
boutiques nationwide

page 50
Shinola Runwell turntable, 
$2,500, shinola .com, Pryma 
for Canali headphones, $550, 
canali .com
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Jaeger-LeCoultre Atmos 
568 by Marc Newson clock, 
$28,000, Jaeger-LeCoultre 
boutique, Madison Avenue
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Dior Maison Vénitienne small 
glass, $140, large glass, $158, 
and carafe, $524, Dior Maison, 
New Bond Street boutique, 
London, Armani/Casa candle, 
$85, Armani/Casa, 979 Third 
Avenue, New York 
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Ralph Lauren Brooke jewelry 
box, $1,995, Ralph Lauren, 
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available at christopherkane 
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underarmour .com

THE DECISIVE MOMENT
page 130
Burberry coat, $3,995, 
burberry .com, J.W. Anderson 
dress, $1,035, Barneys New 
York, and shoes, $1,050, Net-
a-Porter, Marc Jacobs pants, 
$995, Marc Jacobs stores, 
Balenciaga earrings, $355, 
Balenciaga, Mercer Street, 
New York
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Dior jacket, $4,500, dress, 
$7,000, and pants, $1,500, 
Dior boutiques nationwide, 
Charvet shirt, $495, 
saksfifthavenue .com, New 
York Vintage pin, price upon 
request, newyorkvintage .com, 
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York Vintage hat, price upon 
request, newyorkvintage .com

page 135
Valentino cape, $2,250, and 
pants, $1,190, Valentino 
boutiques, Charvet shirt, $545, 
saksfifthavenue .com, and pin, 
$33, Charvet, +33-1-42603070, 
Tomas Maier earrings, $450, 
tomasmaier .com, Wolford 
tights, $61, Wolford boutiques 
nationwide, J.W. Anderson 
shoes, $1,050, Net-a-Porter

page 136
Ralph Lauren Collection 
jacket, $2,690, shirt, $750, 
pants, $1,250, and hat, $1,950, 
select Ralph Lauren stores, 
Hillier Bartley brooch,  
$280, matchesfashion .com,  
Charvet pin, $33, Charvet, 
+33-1-42603070

page 137
Emporio Armani jacket, 
$1,095, and pants, $595, 
Armani, Fifth Avenue, Charvet 
shirt, $495, saksfifthavenue 
.com, and belt, $270, Bergdorf 
Goodman, Sophie Buhai 
brooch, $650, sophiebuhai 
.com, New York Vintage 
boa, price upon request, 
newyorkvintage .com, J.W. 
Anderson shoes, $1,050,  
Net-a-Porter

page 138
Vetements x Brioni jacket, 
$3,850, boontheshop .com, 
Vetements x Comme des 
Garçons shirt, $650, Saks Fifth 
Avenue, New York, Wolford 

tights, $61, Wolford boutiques 
nationwide, Charvet pin, $33, 
Charvet, +33-1-42603070, 
J.W. Anderson shoes, $1,050, 
Net-a-Porter 

page 139
Chanel jacket, $3,600, pants, 
$1,300, and belt, $300, select 
Chanel boutiques nationwide, 
Charvet shirt, $495, 
saksfifthavenue .com, and cuff 
links, $230, Charvet, +33-
1-42603070, Hillier Bartley 
brooch, $280, matchesfashion 
.com, Tomas Maier earrings, 
$450, tomasmaier .com,  
J.W. Anderson shoes, $1,050, 
Net-a-Porter

ROCKS & ROLLS
page 148
Bulgari necklace, price upon 
request, 800-BVLGARI, 
Cartier rings, prices upon 
request, select Cartier 
boutiques nationwide

page 149
Graff necklace, price upon 
request, Graff, Madison 
Avenue, Harry Winston 
necklace, price upon request, 
Harry Winston, 800-988-4110

page 150
Tiffany & Co. rings, clockwise 
from bottom left, $60,000, 
$55,000 and $600,000,  
tiffany .com

page 151
Forevermark by Maria Canale 
cuff, price upon request, 
forevermark .com, De Beers 
brooch, price upon request,  
De Beers, Madison Avenue

page 152
Kwiat earrings, price upon 
request, Kwiat, 212-725-
7777, Cartier earrings, price 
upon request, select Cartier 
boutiques nationwide, Graff 
earrings, price upon request, 
Graff, Madison Avenue

page 153
Fred Leighton necklace, price 
upon request, Fred Leighton, 
212-288-1872, Van Cleef & 
Arpels necklace, price upon 
request, vancleefarpels .com
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INDULGENCES 
& ESCAPES

on sale januarY 28, 2017

5th Annual Architizer A+Awards
The World’s Largest Architecture Awards Program

 

Entry Deadline: December 16, 2016

Enter now at awards.architizer.com
Arctia Headquarters by K2S Architects
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PATRONTEQUILA.COM

PATRÓN HOLIDAY BOTTLE

This holiday, Patrón offers a new larger size 1-liter 
bottle of ultra-premium Patrón Silver tequila, in a 
convenient gift bag.

@wsjnoted  |  wsjnoted.com

GOLDBELY.COM

AMERICA’S BEST FOODS DELIVERED 

Meet Goldbely: curators of iconic foods from the 
country’s most renowned restaurants, chefs and 
artisans, shipped to your door nationwide.

DAVIDDONAHUE.COM

DAVID DONAHUE

We thrive on the details. Meet our black onyx 
diamond-cut stud set, meticulously crafted in 
sterling silver.

MIKIMOTOAMERICA.COM

GINZA SPECIAL EDITION

Mikimoto is proud to have been part of the Ginza 
district since 1899. In celebration of our new 
Ginza boutique, Mikimoto presents the Ginza 
Special Edition.  

TAGHEUER.COM

LINK LADY FROM TAG HEUER

A sophisticated dress watch and icon of 
contemporary femininity. TAG Heuer reintroduces 
the LINK Lady collection this fall in an exclusive 
series of timepieces designed for women.

AN INSIDE LOOK WITH @WSJNOTED

Follow @wsjnoted for a behind-the-scenes look  
at WSJ events, conferences and more. Tag 
#wsjoftheday in your posts for a chance to  
be featured!

INSTAGRAM.COM/WSJNOTED

Advertisement
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P E O P L E ,  P L A C E S  &  T H I N G S  W O R T H  N O T I N G
F R O M  O U R  A DV E R T I S E R S

BULGARI.COM

DARING DIVAS’ DREAM

Sparkle in Bulgari’s elegant, exquisite  
and romantic Divas’ Dream collection this  
holiday season.

STREGISBOUTIQUE.COM

THE ST. REGIS SCENT

The St. Regis first-ever bespoke scent is now 
exclusively available as a room fragrance. 
Experience Caroline’s Four Hundred at  
St. Regis hotels and resorts or by visiting the 
online boutique.

BAUME-ET-MERCIER.COM

BAUME & MERCIER WATCHES

Celebrating the holidays since 1830, Swiss  
watch brand Baume & Mercier is the go-to gift  
for men and ladies this season.

NOLETSGIN.COM

NOLET’S SILVER GIN

Spread your holiday cheer with an award-winning 
gin featuring botanicals of Turkish Rose, Peach & 
Raspberry. @NOLETSGins

KARMAAUTOMOTIVE.COM

THE KARMA REVERO

We design vehicles with an almost primal beauty. 
Timeless and modern. Voluptuous and sensual. 
Created to elicit a visceral, emotional response.

AMERICANA PERSONAL SHOPPING

AMERICANA MANHASSET, a collection of 60 
fabulous shops on Long Island’s Gold Coast, 
offers the ultimate complimentary service. 
Wherever you may be located, Americana’s 
Personal Shopping team is here for you! 

AMERICANAMANHASSET.COM
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“I BOUGHT THE COW MUG in the early ’90s—it holds 
all my writing utensils. Writing is a solitary, painful 
process, but the cow is always happy for me. The car-
nation and the large photo on the right are from the 
late choreographer Pina Bausch. They represent two 
of her pieces: Nelken and Café Müller, which appears at 
the beginning of my film Talk to Her. I had already fin-
ished the script when I first saw a performance of Café 
Müller, but I was so captivated that I knew it was going 
to open my movie. The Oscar is for Talk to Her, one of 
the only foreign-language films to win best original 
screenplay. I bought the seated-man sculpture to 
the left in the late ’80s or early ’90s. It appears in my 
new film Julieta, out this month, because I wanted to 

transfer its sturdiness to the character of Ava. The 
clear star in the center was a gift from Orion Classics 
to celebrate the success of Women on the Verge of a 
Nervous Breakdown. It’s from Tiffany’s, but it’s prob-
ably the least expensive thing there—10 or so dollars. 
I bought the blue box on the left at a shop for tour-
ists in Mexico City in 1995. It’s simple but baroque. 
The bull on the right is a reproduction of the huge 
Osborne brandy billboards that have been part of 
the Spanish countryside since the ’50s. A law in the 
’90s said the bulls must be taken down, but many 
people—intellectuals, artists, politicians—worked to 
get them named heritage landmarks. We Spaniards 
don’t agree on anything, but this was a time when 

everybody came together. I bought the beaded frame 
next to it at the Guggenheim gift shop in New York 
City—it holds a picture from the ’40s of my mother. 
I keep it on the bookshelf behind my desk so that 
she can look over me as I write. The amulet in front 
belonged to the Mexican singer Chavela Vargas, who 
gave it to me the night we met in 1992. Its role is to 
protect and prolong life, and it’s made of quartz and 
jade. I probably shouldn’t tell you this, but with amu-
lets the recipient is supposed to be the only one who 
touches it, or else you break its protections. Someone 
else recently touched the piece. So if my life is more 
miserable from now on, I will know whom to blame!” 
—As told to Elliott Krause

PHOTOGRAPHY BY SILVIA CONDE

still life

PEDRO ALMODÓVAR
The internationally acclaimed filmmaker shares a few of his favorite things.

“Nothing behind me, everything ahead of me,
as is ever so on the road.”

JACK KEROUAC
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