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Clockwise from left: Alexander Wang and Anna Ewers, photographed by Maciek Kobielski and styled by David Thielebeule.  
Both in Adidas Originals by Alexander Wang logo T-shirts, track pants and sneakers. For details see Sources, page 116. 
Thomas Keller at his recently renovated French Laundry restaurant in Yountville, California, photographed by Mark 
Mahaney. A detail from Yves Klein’s Relief-Portrait of Arman (PR 1) (1962), photographed by François Coquerel. 
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editor’s let ter

ILLUSTRATION BY ALEJANDRO CARDENAS

STEAM HEAT  Bast and Anubis (both suited up in Prada) beat the late-winter chill by thawing out in a natural hot spring. 

TURNING POINTS

F
EBRUARY IS A TIME of transition—a month 
that often begins beneath a mantle of snow 
and ends with a flicker of warming that 
presages the arrival of spring. A number 
of subjects in this issue find themselves at 

similar junctures, caught up in life passages that are 
at once unpredictable and exciting.

Our cover features Michelle Williams, who is 
attracting widespread acclaim for her emotionally 
devastating role in Oscar contender Manchester by 
the Sea and is herself no stranger to change. The for-
mer teen star has been an actress on television, in 
blockbuster movies and on Broadway. Lately, she’s 
been revealing new depths to her talent by taking 
challenging parts in independent films. Keeping up 

with the competing demands of a shooting sched-
ule and her 11-year-old daughter is at times a tricky 
balancing act for the single mother. When these 
pressures lead to an occasional crack in her facade, 
Williams takes to quoting Leonard Cohen: “There is 
a crack in everything/That’s how the light gets in.”

Our far-flung correspondent Tom Downey touches 
down in the tranquil Himalayan region of Ladakh, 
India, where the Dalai Lama recently visited. For 
years largely isolated from the modernization sweep-
ing the country, the mountainous area had preserved 
its unique regional and spiritual identity. Now, as its 
residents adapt to the demands of a more globally 
connected way of life, Ladakh is searching for ways 
to hold on to some of its more fragile traditions. 

In Yountville, California, another transformation 
has been underway. Long a culinary mecca, Thomas 
Keller’s French Laundry is one of the top restaurants 
in the world, a landmark of contemporary haute cui-
sine. But even the best traditions need updating, and 
Keller’s vision for the institution had outpaced its 
aging physical structure. So he brought in renowned 
architecture firm Snøhetta, which helped give the 
restaurant a $10 million makeover. “There were a lot 
of fears,” Keller admits. But, he says, the risks of the 
redesign paid off in a “magical moment.” 

Kristina O’Neill   
k.oneill@wsj.com

@kristina_oneill
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THE REAL DEAL  P. 94 
Writer Leslie Bennetts first met actress Michelle Williams in 2011. A half-decade later, interviewing her for this 

month’s WSJ. cover story, Bennetts saw the ways Williams has changed. “Michelle had to deal with a major loss at an 
early age with the death of Heath Ledger, the father of her daughter,” says Bennetts. “It’s been poignant but also 

inspiring to watch her grow and mature.” Daniel Jackson photographed Williams in a Los Angeles studio, where he 
captured her in striking black-and-white images. Stylist Clare Richardson sought to dress Williams naturally.  

“I wanted Michelle to be this cool tomboy, which I often feel from her personal style. It was all in the details, like vintage 
Converse or an old battered belt,” says Richardson, adding, “She is a lasting presence.” Bennetts agrees: “I’m not  

sure I’ve ever seen anyone deliver such a shattering performance as quickly as Michelle did in Manchester by the Sea. 
She is only on-screen for a handful of minutes, but her impact is devastating.” —Sara Morosi

february 2017 
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ALL ACCESS  
Clockwise from 
top left: Actress 
Michelle Williams 
in Manchester by 
the Sea; writer 
Leslie Bennetts; 
photographer 
Daniel Jackson; 
stylist Clare 
Richardson.
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WSJ. asks six luminaries to weigh in on a single topic. This month: Commitment.

ROBERT  
A.M. STERN

“I decided early on that 
I wanted to be an archi-
tect. In architecture, 
every project requires 
100 percent commit-
ment, and projects can 
take quite a long time 
to complete. But com-
mitting to an idea that 
might prove to be  
a bad one—well, that’s  
a kind of false com-
mitment. The young 
architect might think 
that his or her first 
design is perfect and 
shouldn’t be changed, 
that the client should 
just line up and accept  
it. But the mature 
architect knows that the 
kernel of an idea can  
survive for a long time 
but needs to be mas-
saged and embellished.  
I remain committed 
to my clients and their 
needs. Sometimes 
they want things very 
quickly and we’ll try to 
educate them about the 
process—it can be a slow 
road. But when the  
commitment goes both 
ways between the client 
and the architect, when 
it’s sincere, only then do 
you get a good project.”

Stern is head of Robert A.M. 
Stern Architects.

“Built into commit-
ment is the idea of a 
promise. The idea itself 
represents something 
positive for me, but it 
also carries with it many 
associations that are 
negative: You commit a 
crime, you’re committed 
to a mental institution, 
you commit suicide. It 
can represent a lack of 
freedom or a surren-
der. As an actor, you’re 
committing all the time. 
You give yourself over 
to these structures and 
rituals, and you don’t 
always know where 
they’ll take you. The act 
of giving yourself over 
to something outside 
of yourself is valuable 
because if you serve only  
yourself, you’re 
limited—limited in 
imagination and energy. 
But once you connect 
and make a commitment 
to something larger, 
you begin to take on the 
energy of that thing. At 
the heart of pretending, 
or acting, is a commit-
ment. That quality of 
engagement is to me the 
central most important 
thing in performing.”

WILLEM 
DAFOE

Dafoe stars in the film The 
Great Wall, out this month.

“As a family law attor-
ney, I’m often asked how 
I can continue to work 
with people who are 
going through such  
terrible times, particu-
larly celebrities in the 
public eye. But, honestly, 
my belief in the idea  
of commitment has only 
grown stronger since  
I started practicing.  
Of course, it gets tiring; 
it’s a challenge to deal 
with the wearing down 
of relationships day in 
and day out. But I also 
see couples committed to 
putting their children’s 
needs first, couples able 
to evolve into a different 
structure for the good 
of the family—it’s what 
I saw my parents do 
when they split up. Many 
people will tell you that 
the biggest commitment 
issue in the demise of 
a marriage is adultery, 
but I find that’s more 
symptomatic of a larger 
problem. People say 
marriage or parenthood 
is the hardest job you’ll 
ever do, but the reason 
we do it is because  
of the amazing feelings 
that come back to us  
as a result of our perse-
verance, our strength 
and our commitment.”

LAURA 
A. WASSER

Wasser is a family law attorney.

soapbox

THE COLUMNISTS

Meiselas is a photographer.

SUSAN 
MEISELAS

“I’ve always been com-
mitted to maintaining  
a connection to subjects 
who have participated 
in the making of an 
image; for me, it’s not 
just about capturing and 
framing moments in 
time or people in time, 
but thinking about them 
over time and rethink-
ing my relationship to 
them. That’s been very 
central to my practice as 
a photographer. I try  
to frame someone within 
a moment so that they 
recognize themselves, 
a reflection of who they 
feel themselves to be 
or what that moment 
meant. A certain level 
of commitment can 
close one down in the 
sense that if you choose 
one path you’re not on 
another. The work I did 
in Kurdistan in the ’90s 
meant that I stayed in 
one region with one 
principal motivating 
idea. I narrated a period 
of my life through that 
commitment—it meant  
I wasn’t elsewhere.  
But all choices have con-
sequences. Commitment 
is just another way  
of acknowledging that.”

Westwater is a founding  
partner of Sperone Westwater 
gallery in New York City.

ANGELA 
WESTWATER

“For a lot of people, the 
word commitment has  
a financial or legal  
connotation; for me, it’s 
 about emotional or 
intellectual allegiances. 
Before I started my  
gallery, I worked  
as managing editor of 
Artforum under the 
leadership of one of the 
founders, John Coplans. 
He was tremendously 
important to me as a 
mentor. The staff was five 
people total—it couldn’t 
exist now. I was Ms. 
Spellcheck and I could 
typeset. We all did a bit 
of everything. We were 
committed to promoting 
certain issues. There was 
not, for instance, much  
of a focus on women 
artists and feminism in 
the art world, but that 
began to change under 
John—I did plenty of 
nudging. There were all 
these issues that arose 
and in a way stoked my 
commitment to artists. 
I witnessed all of John’s 
marvelous friendships 
and thought, Well, you 
can have these art rela-
tionships too. You can 
work on their behalf.”

“I learned a lot about 
commitment from 
my grandmother. She 
stepped in when  
my parents were going 
through hard times, 
showing me love and 
support when I needed 
it most. I’ve learned a lot 
about commitment as  
a father to four beautiful 
kids as well. I’ve known 
since they were babies 
that it’s my responsibil-
ity to be the best father 
I can be for them. I also 
committed everything to 
my boxing career,  
to being the best. When 
I was fighting, I showed 
up to the gym every day, 
completing my workouts 
with the same level of 
focus and intensity.  
At times, it was hard to 
get out of bed, but I did 
what I had to do—I never 
cut corners or short-
changed myself. I spent 
my whole life in the box-
ing gym, and now I spend 
time developing my 
business interests and 
watching over my invest-
ments. I apply the same 
discipline that I learned 
from being committed  
to the sport to my life 
after boxing.”

FLOYD 
MAYWEATHER

Mayweather is a retired boxer. 
He is now president of  
Mayweather Promotions.

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.
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I
N 1946, the Italian company Piaggio, originally 
a builder of aircraft and an outfitter of ships, 
unveiled a new vehicle—a lightweight scooter 
dubbed the Vespa. Cities in postwar Italy were 

rubble-pocked mazes of narrow lanes, and the nim-
ble Vespa was a means of maneuvering through them. 
The scooter’s chic exterior concealed its greasy 
inner workings, and its step-through design allowed 
women in dresses to easily sidle on and off. The Vespa 
soon became an icon of midcentury European style, 
but its initial success was rooted in functionality. 
This was a novel mode of urban transport perfectly 
suited to its context.

Piaggio has continued to design scooters, motor-
cycles and lightweight commercial vehicles, selling 
them worldwide. But some seven decades after the 
Vespa’s debut, Michele Colaninno—the CEO of Immsi 
S.p.A., the holding company that controls the Piaggio 
Group—is plotting the company’s next big move. 

“We cannot survive just offering the same old prod-
ucts,” Colaninno, 40, says by phone from his office in 
Mantua, Italy.

To reinvigorate the 135-year-old transportation 
stalwart, Colaninno launched an upstart offshoot 
called Piaggio Fast Forward. The American-based 
subsidiary opened an office in Boston last year and 
is busy attempting to solve the transport problems 
of the 21st century. “Mobility, cities, behaviors and 
needs are changing so fast,” says Colaninno. “We 
want to be the first to give people something new.”

The seeds of Piaggio Fast Forward were planted 
a few years ago, when Davide Zanolini, Piaggio 
Group’s chief marketing officer, attended an exhibi-
tion at Harvard’s metaLAB—a self-described “idea 
foundry” that encourages interdisciplinary coopera-
tion between technologists, artists and designers. 
He came away impressed with metaLAB’s founder, 
Jeffrey Schnapp, 62, who holds a Ph.D. in comparative 

literature, is the former Rosina Pierotti Chair in 
Italian Literature at Stanford, co-directs Harvard’s 
Berkman Klein Center for Internet and Society and is 
an accomplished racer of motorcycles. What started 
as a series of informal conversations steadily blos-
somed into a formal partnership. Piaggio Group 
decided a new division was needed to break out of 
well-worn ruts, and Schnapp was deemed the perfect 
nontraditional CEO for such an endeavor. 

“The initial challenge that came out of these 
talks,” Schnapp says, “was a sense that the world of 
mobility is undergoing a significant transformation, 
and that motorcycle companies, as distinguished and 
advanced as they may be, are struggling to interpret 
it.” The sweet spot, as Schnapp saw it, was a group 
that could combine the latest advances in robotics, 
the most brilliant ideas in urban planning and the 
deep vehicle-engineering legacy that Piaggio Group—
Europe’s largest manufacturer of two-wheeled 

BY SETH STEVENSON   PHOTOGRAPHY BY TONY LUONG

FAST COMPANY
neX t in tech 

Italy’s Piaggio Group, the creators of the Vespa, launched a U.S.-based division in 2015 
to focus on the future of mobility. In February, its first product rolls out.

>

WHEELS IN 
MOTION 
Greg Lynn (left), 
the chief creative 
officer of Piaggio 
Fast Forward, and 
Jeffrey Schnapp, 
the company’s CEO, 
with a model of 
Gita, which launches 
in February.



motor vehicles—could provide. 
Schnapp tapped his friend Greg 

Lynn, 52, an innovative architect, 
as his chief creative officer. They 
formed an advisory board—which 
currently includes John Hoke (Nike’s 
vice president of global design), Jeff 
Linnell (former director of robotics 
at Google) and Nicholas Negroponte 
(co-founder of MIT’s Media Lab)—and then began to 
ponder what kinds of vehicles their 29-employee team 
might invent.

Sitting at Piaggio Fast Forward’s conference table 
in Boston this past fall—separated by a thin wall from 
the in-house prototyping shop, with a laser cutter and 
a massive robotic arm—Schnapp and Lynn described 
the mission they’ve settled on as “granular mobility.” 
They’re leaving the boulevards and highways to the 
car companies and focusing on solutions for smaller 
urban pathways: the sidewalks, the bike lanes, the 
corridors of buildings. Initially, they won’t attempt to 
transport humans. Instead, they’ve set their sights on 
light cargo. 

Gita, the first product from Piaggio Fast Forward, is 
a round, knee-high robot that Schnapp terms “a smart 
land drone.” The bot functions like an intelligent, agile 
pack mule. Able to carry 40 pounds, Gita can follow 

a human—trailing just a couple of feet behind—
through doorways, down hallways, around corners 
and along crowded sidewalks. Once Gita has traversed 
a given route, it can operate autonomously—finding 
its way back by itself and stopping at previously des-
ignated points along the way. It can’t climb stairs, 
but it can navigate any building that complies with 
the Americans with Disabilities Act. Eventually, if all 
goes as planned, Gitas will be able to convoy, follow-
ing each other in linked teams and wirelessly sharing 
maps of buildings and neighborhoods.

How might Gita be used? A postal worker could 
park her van and then let a team of Gitas help her 
deliver far more mail than she can carry by herself. 
A building superintendent could summon a Gita to 
shadow him on his rounds, lugging heavy tools and 
parts necessary for building maintenance.  

Competing robots already exist—among them 
one from Starship Technologies and another from 
Dispatch—that can perform autonomous deliver-
ies, moving along a sidewalk at a few miles per hour. 
There’s also a hotel-specific robot from Savioke that 
can autonomously ferry room service to guests. 
Schnapp says Gita will differentiate itself with its 
Piaggio DNA. This is a high-performance robot pro-

grammed to turn on a dime 
and capable of moving at up 
to 22 miles per hour (though 
for now its top speed is 
capped at half that). “We 
have Italian engineers doing 
vehicle dynamics, looking 
at braking and cornering,” 
says Schnapp. “Gita could 
follow someone running. 
It could follow a bicyclist. 
Potentially, it could even 
follow a motorcycle.”

Gita makes its debut in 
early February, beginning 
with pilot tests in controlled 
environments like shopping 
malls, campuses and retire-
ment communities. It’s not 
quite prepared to tackle 
the real world’s unexpected 

complications. Questions about price and business 
model—will Gitas be leased in fleets to institutional 
customers, sold individually to consumers or both?—
will remain open until after the initial beta testing. 

“It’s very ambitious, executionally, in terms of mak-
ing a product that works at a price people can pay,” 
says J.P. Gownder, an analyst who covers robotics for 
the research firm Forrester and has been briefed on 
Gita by Piaggio Fast Forward. Gownder envisions large 
enterprises like utility companies as a customer tar-
get, with Gita potentially being an ergonomic godsend 
for field service workers who schlep equipment around 
all day. Elderly people in nursing homes are another 
promising niche, as those suffering from arthritis are 
limited in what they can carry. “Piaggio will need to 
prove Gita can do what they’re promising,” Gownder 
says. “But if they can deliver, they could make a lot of 
money and even change the way people work.”
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Over the past 70 years, Piaggio has 
introduced a range of scooters, 

motorcycles and lightweight vehicles. 
As the company debuts Gita,  

here’s a look at some of the robot’s 
revolutionary predecessors.  

SHIFTING GEARS

APE 
CALESSINO 200

2013

The latest take on the 
three-wheeled, four-

passenger design, first 
introduced in 1949. 

MOTO GUZZI
1955

 This eight-cylin der 
bike was con-

ceptualized for the 
Moto Guzzi Grand 
Prix racing team.

VESPA 400
1957

Piaggio produced 
30,000 units of  

its first four-wheeled 
car with a two-stroke 

engine in the rear. 

VESPA ALPHA
1967

Used in Dick Smart 
2.007, this scooter 

could run on the road, 
as a helicopter or as  

a submarine.  

PIAGGIO MP3 
2006

The first scooter in 
the world with dual 

front wheels increased 
overall stability.

PIAGGIO  
WI-BIKE

2016

 This aluminum-frame 
bike has an electronic 
motor that can go up 

to 16 mph and features 
Bluetooth technology.

VESPA 98
1946

In production for 
two years, this debut 

model was nimble and 
easy to ride and had  

a top speed of 37 mph.
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THE SHAPE OF THINGS   
From top: A robotic arm in Piaggio Fast 
Forward’s prototyping shop in Boston; 
Gita, which can carry up to 40 pounds.
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Function of Beauty, a New 
York City–based company that 
creates custom shampoos and 
conditioners according to users’ 
specific hair type, needs and 
goals, is taking its personalized 
approach a step further. Its new 
subscription service employs  
an algorithm that takes into 
account customers’ hair length 
and the washing schedule 
recommended to them when 
they first order their products 
to determine how often refills 
are delivered. The formula can 
be adjusted to account for dry 
weather and other factors that can 
affect hair. functionofbeauty.com. 

every 
element of 

function 
of Be aut y’s 

products 
can Be 

customized, 
down to the  

color  
and scent.

trend report

HAIR AND NOW

INTO THE WILD  
Bulgari High Jewelry 

necklace and earrings. 
Photography by Jiaxi 
& Zhe. For details see 

Sources, page 116.

jewelry Box

COME SLITHER 
Since the 1940s, the snake has been one of Bulgari’s 

most seductive sources of inspiration. This winter, 
the Roman jewelry house introduces new pieces 

for its Serpenti collection, including these sinuous 
showstoppers featuring diamonds and rubies.
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what’s news

Facts & stats 

M. NIGHT 
SHYAMALAN

PERSONALITIES
(including a 9-year-old boy and 
a middle-aged British woman) 
portrayed by Split star James 
McAvoy, whose character has 
dissociative identity disorder. 

TIMES
Shyamalan has appeared in his films, 
including Split. As for his other  
movies: “I’m a curly-haired Indian guy, 
so I don’t fit in everywhere.”

DOLLARS  
Lifetime box office gross of his 1999 breakout  
hit, The Sixth Sense, his most financially and 

critically successful film. It received six Academy 
Award nominations, including best picture and 

best director.

SHORT FILMS
shot by Shyamalan by the 
time he got to college (some 
of which are included  
on the DVD releases of his 
feature-length films).

107
CITY
in which the last 11 of his movies have been 
shot: Philadelphia, where he was raised. 
His first, Praying With Anger, was filmed 
in India.1

45

6

672,806,292

24

MINUTES
Approximate running time of 

four of Shyamalan’s films—The 
Sixth Sense, Unbreakable,  

Signs and The Village—a fact 
he insists is coincidental.  

After veering into sci-fi action,  
fantasy adventure and found-footage 

horror, writer-director M. Night 
Shyamalan returns to theaters this 

month with the psychological thriller 
Split, a throwback to his twisty early 

hits like The Sixth Sense and Signs. 
Below, a look at Shyamalan’s world.   

—Mark Yarm

closet case

KEY PIECES 

For Jasper Conran, rainy English winters at boarding school 

fueled daydreams of a sybaritic life in far-flung hotels. Forty 

years on, the fashion designer has brought those reveries  

to life and opened L’Hôtel Marrakech, a seven-suite riad in 

the Moroccan city’s Medina. Nothing has been left  

to chance, from the selection of antique furnishings—some 

from Yves Saint Laurent’s private collection—to the restora-

tion of zellij tilework to the recipe for ginger-spiced lamb 

tagine. “English country houses are really good at their 

jobs,” Conran says. “I wanted that level of calm, service, 

food, environment—all transposed on a magic carpet to 

Marrakech.” l-hotelmarrakech.com. —Sarah Medford

The newly launched menswear label Salle Privée offers a tightly edited wardrobe of 
luxurious, well-made staples that varies only minimally from season to season. “I don’t 
know if it’s wise to admit, but I’d like us to be a fashion company that says, We really 
have nothing new,” says designer Patrick Munsters, 52, who was previously the creative 
force behind the Dutch brand Scotch & Soda. He introduced Salle Privée late last year, 
selling his timeless, Italian-made clothes through a sleek Amsterdam boutique and an 
online store. Also available online are the designer’s series of French-made fragrances as 
well as onyx candleholders and other homewares. “What I believe is really following my 
heart,” he adds. “All the pieces are there for a reason.” salle-privee.com.  

—Isaiah Freeman-Schub  

study in design

COMFORT ZONE

OF THE ESSENCE 
Clockwise from top: A suede 
bomber, a trench coat, a 
poplin shirt and fragrance 
from Dutch menswear label 
Salle Privée. For details see 
Sources, page 116.
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E XC E L S I O R  H OT E L  G A L L I A 
A L U X U R Y C O L L E C T I O N  H OT E L 

M I L A N ,  I TA LY

H OT E L S  T H AT D E F I N E 
 T H E  D E S T I N AT I O N™

A timeless masterpiece, Excelsior Hotel Gallia captures the modern glamour of Milan.  
Experience a curated ensemble of the world’s most iconic destinations at The Luxury Collection  

hotels and resorts. Explore the collection at theluxurycollection.com 



36

C
L

O
C

K
W

IS
E

 F
R

O
M

 B
O

T
T

O
M

 L
E

F
T

: 
C

O
U

R
T

E
S

Y
 O

F
 C

O
S

 (
2)

; 
JA

C
K

S
O

N
 B

O
X

E
R

 (
2)

; 
S

IL
JA

 G
O

E
T

Z

what’s news

“Food is intrinsically tied to all 
my most profound memories,” 
says Jackson Boxer, the 
31-year-old chef who helms the 
London restaurant Brunswick 
House. This month, Boxer—
whose grandmother Arabella 
Boxer is a renowned cookbook 
author, and father, Charlie 
Boxer, owns London’s popular 
Italo Delicatessen—opens his 
latest spot, Chess Club. It’s 
part of a new Mayfair members 
club of the same name from 
the Experimental Group, the 
French company known for 
its craft-cocktail and natural-

wine bars. The menu, 
Boxer says, is an ode 
to “the best British 
ingredients”—including 
vegetables that he 
cultivates on his family 
farm in West Sussex. 
chessclublondon.com. 

—Tarajia Morrell

LONDON CALLING 
From top: Chef Jackson 
Boxer; braised octopus 

with celery leaves, 
lardo and walnuts from 

Boxer’s new restaurant, 
Chess Club.  

food net work

SPINNING PLATES

After more than three decades alleviating the digestive ailments and chakra 
misalignments of a jet-set clientele, the Austrian health resort Lanserhof  

Lans has had a seven-month-long refreshment of its own. Newly reopened, the 
premier proponent of the two-week cure has added a 60,000-square-foot 

lodge, complete with indoor and outdoor saltwater pools, to its property near 
Innsbruck. Sixteen new suites designed by the German architect and longtime 

Lanserhof adherent Christoph Ingenhoven offer panoramic Alpine  
views ideally suited to Wi-Fi fasts and prescription “energy cuisine” regimens. 

Guests receive daily attention from the clinic’s doctors, who offer a full 
spectrum of holistic and medical care including next-generation treatments 

like cryotherapy. lanserhof.com. —Adam Robb  

SPECIAL TREATMENT

the Cult of 

COS’S CLEAN-CUT DESIGN
“It’s accessible, understated and timeless,” says Karin 

Gustafsson, creative director of COS. She’s referring to 

COS 10, the 10-piece capsule collection of men’s, women’s and 

children’s pieces that will be released this spring to celebrate 

the clothing company’s 10th anniversary. But she may as well 

be speaking about the brand itself. Since launching in 2007, 

COS—which is owned by Swedish retail giant H&M but based 

in London—has gained a large following devoted to its rein-

vented basics and sensible prices (not to mention its endless 

iterations of the white button-down shirt). The brand opened 

its first U.S. store in 2014 and hopes to have 15 by year’s end; 

it has also expanded into 32 other countries. Inspired by the 

work of small, cutting-edge furniture design firms like South 

Korea’s Mun and France’s 

Studio Lo, COS 10—available 

in stores and online starting 

March 24—features interest-

ing geometric shapes, a pure 

palette of sand and white and a 

strong attention to detail. “We 

talk about modernity,” says 

Gustafsson, “but we want to 

offer something that will last 

for a long, long time.” cosstores 

.com. —Meredith Bryan

a women’s 
kimono-

sleeve Coat 
from the  

Cos 10 
ColleCtion

wsj. maga zine

C
L

O
C

K
W

IS
E

 F
R

O
M

 T
O

P
 L

E
F

T
: 

F.
 M

A
R

T
IN

 R
A

M
IN

, 
S

T
Y

L
IN

G
 B

Y
 A

N
N

E
 C

A
R

D
E

N
A

S
; 

G
U

S
T

A
V

 A
L

M
E

S
T

Å
L

, 
S

T
Y

L
IN

G
 B

Y
 N

O
E

M
I 

B
O

N
A

Z
Z

I;
 ©

 M
A

T
S

 G
U

S
T

A
F

S
O

N

why does it cost so much? 

$2,200 SCOTCH

With his luminous watercolors, Swedish-born, U.S.-based illustrator 
Mats Gustafson has revived the 20th-century art of fashion illustration. 

Since 2012, he has worked closely with the house of Dior, capturing 
each season’s looks in elegant silhouettes, building on the legacy  

of René Gruau, Christian Dior’s longtime illustrator of choice. Dior by 
Mats Gustafson, a new book from Rizzoli, features his paintings from 
25 Dior collections as well as studies from the archives. —Julie Coe 

time machines 

SHOW OF HANDS
While most watch brands keep their design 
process under wraps, Tag Heuer gave 
enthusiasts the chance to help envision the 
reissue of its Autavia model. As part of  
the Autavia Cup, fans voted online for their 
favorite historic style, with Tag Heuer CEO 
Jean-Claude Biver making the final call.  
The resulting timepiece, an update on 1966’s 
“Rindt” Mark 3, debuts at the 2017 Baselworld 
fair next month. $5,300; tagheuer.com. —I. F.-S.

CHIC CONTOURS

W
HISKYS FROM HISTORIC, long-shuttered distilleries are 
among the most coveted prizes for serious single-malt-
scotch collectors. And in that special category, few 
producers are as revered as Brora. Originally named 

Clynelish, the Scottish Highlands distillery was created in 1819 by 
the Marquess of Stafford to utilize the barley grown on his farm-
lands. Made with heavily peated malt and infused with the briny 
character of its coastal locale, the whisky became known as one of 
the most distinctive expressions of the region. In the 20th century, 
after the lean years of Prohibition and war, a second distillery was 
opened (also called Clynelish and still in operation) to meet growing 
demand. Tough times hit again, and the original facility, renamed 
Brora, closed in 1983.

Recently, though, Diageo made 2,984 bottles of a 38-year-old Brora 
available through the company’s annual special releases series. Aged 
in American and European oak, the scotch has a smoky, oily nose and is 
smooth and waxy on the palate, with hints of lemon peel and sea salt. 
Bottles are currently going for around $2,200 each, but if that’s out 
of your budget, not to worry. A number of high-minded bars around 
the country have started “break-even” programs, offering pours of 
rare and expensive spirits at cost in the name of education. Bobby 
Heugel, who created the trend at his acclaimed Houston bar Anvil, has 
included the 38-Year Brora, at $77.07 a shot, in his break-even selec-
tion. “It’s an all-time favorite of mine,” he says. “I just wish I could be 
there every time someone ordered it so I could tell them why it’s so 
special.” malts.com; anvilhouston.com. —Christopher Ross

BOLD STROKES 
A look from Dior’s 
spring/summer 
2017 ready-to-wear 
collection, painted by 
Mats Gustafson.
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I
’VE BEEN APPROACHED many times by people wanting to tell the story 
of my life,” says Elite Model Management founder John Casablancas 
in a new Netflix documentary that charts his upbringing and 30-year 
career. “Does it all add up to something meaningful? That, I really 

don’t know—but by God, have I had fun doing it!” 
Produced shortly before the supermodel magnate’s 2013 death, 

Casablancas: The Man Who Loved Women is an affectionately louche 
romp that captures Casablancas as he wanted to be remembered. “No 
one wants to watch an hour and 25 minutes of an asshole,” says direc-
tor Hubert Woroniecki, a former Elite booker who had complete access 
to Casablancas’s archives. “My job was not to make an investigation into 
that world.” Instead, Woroniecki wanted viewers to have the feeling of 
“sitting by a fireplace and having a whiskey and a cigar” with Casablancas 
as he reminisced about his adventures.

The son of a Spanish businessman, Casablancas was born in the United 
States and educated at the elite Swiss boarding school Institut Le Rosey. 
He founded Elite in 1972 in Paris and expanded to New York in 1977. The 
agency—known for scouting new talent, building major publicity cam-
paigns and transforming its “girls” into household names—disrupted 
the prim modeling world then ruled by Eileen Ford. “He invented the 
modern concept of professional celebrity,” says Gregory Bernard, the 
film’s executive producer. At various points, Elite represented some of 
the most in-demand models in the industry, including Cindy Crawford, 
Naomi Campbell, Carol Alt, Paulina Porizkova, Iman, Heidi Klum, Gisele 
Bündchen and Linda Evangelista. By the 1990s, Elite was a $120-million-
a-year business. 

Casablancas’s cannily libidinal, self-promotional chutzpah perfectly 
matched the spirit of the disco age. “He did everything,” says Woroniecki. 
“He drank, he smoked, he slept with young girls.” (One of his most famous 
affairs was with Stephanie Seymour, who was 16 to his 42 when their 
romance began.) “I was always mixing my personal life with business,” 
says Casablancas (who was married three times) in the documentary. His 
constant legal battles with other agencies—the so-called Model Wars of 
the 1980s—also kept him in the news. 

His strategy for promoting models was based on the old Hollywood 
studio system’s PR machine that developed stars as public personalities. 
“You had to build a mystique,” Casablancas says in the film. “Everyone has 
an interesting story—you just have to know how to tell it.” 

“I think John’s particular genius was his ability to connect people,” 
Evangelista said after seeing the documentary. “What I remember most 
is that he was always a gentleman around me. He also taught me early on 
that the only way to eat a tuna salad is with Tabasco sauce—which to this 
day is the only way I can eat it.”

Casablancas left Elite shortly after a 1999 BBC exposé of the unseemly 
side of his agency. The film does not judge, and neither does the director. 
“He was not my best friend,” says Woroniecki. “But I liked the guy. He was 
very charming, at ease with anything.” •

IN GOOD COMPANY  
Clockwise from above: John Casa-
blancas with Stephanie Seymour, 

1980s; British Vogue, 1990; Elite 
president Monique Pillard, Pau-

lina Porizkova and Casablancas in 
the company’s offices, 1986. 

MODEL BEHAVIOR  
Clockwise from above: 

Casablancas on the Late 
Show With David Letterman, 

1985; Elite models, 1981; 
Casablancas with Elite 
“girls,” 1985; New York 

magazine, January 1988. 

38 wsj. maga zine

F
R

O
M

 T
O

P
: 

©
 J

O
H

N
 C

A
S

A
B

L
A

N
C

A
S

; 
F.

 M
A

R
T

IN
 R

A
M

IN
; 

©
 J

O
H

N
 

C
A

S
A

B
L

A
N

C
A

S
; 

N
O

 C
R

E
D

IT
; 

©
 J

A
C

Q
U

E
S

 S
IL

B
E

R
S

T
E

IN
; 

©
 C

L
A

U
D

E
 

G
U

IL
L

A
U

M
A

IN
; 

F.
 M

A
R

T
IN

 R
A

M
IN

A new Netflix documentary captures the 
colorful life of Elite Model Management 

founder John Casablancas and the 
supermodels whose careers he launched. 

LADIES’ MAN
screen time

BY CARL SWANSON A L C H E M Y

abc carpet & home
   abchome.com     

the genesis of  design
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As the bandleader for The Late Show With 
Stephen Colbert and a member of the  

band Stay Human, this 30-year-old is on  
the move. Here, the ever-evolving  

musician reveals what’s on his phone. 

Number of contacts in phone
2,007.

First app checked in the morning 
and last before bedtime
I try not to check apps in the  
morning or before bed except for 
reading the Bible app or Kindle  
app. You gotta feed your mind and 
your soul, baby!

Most-used app
Instagram is my favorite. It’s like  
a never-ending picture book  
for grown-ups. I also check Twitter 
for the news.

Biggest time-wasting app
YouTube is the rabbit hole that 
feeds into my impulsive, quasi 

“research projects.” If you’re look-
ing to procrastinate, check out 
Michael Jackson’s 1988 Grammy 
performance and Steve Jobs’s 2005 
Stanford commencement speech.

Most-essential app while traveling 
My camera app.

Cities listed in weather app and 
world clock app
New York and New Orleans.

Most-listened-to artists on iTunes 
or Spotify
Lately it’s been Donny Hathaway, 
Hank Ballard, Bo Diddley, the 
Nugrape Twins, Lee Dorsey and 
Nina Simone.

Favorite Instagram photo filter
No filter; just keep it real.

Craziest place you ever lost or left 
your phone
At home! Some days you just don’t 
need your phone, and that’s OK.

Favorite podcasts
Congress of Forms and This American 
Life. I also just got introduced to this 
podcast titled Wrongful Conviction 
With Jason Flom.

Favorite fitness/workout app
The Nike+ Run Club app.  
Get it in, y’all!

Sources in your newsstand/Apple 
newsfeed
The New Yorker, Reuters, NPR, The 
Wall Street Journal, the New York 
Times and the Times-Picayune.

Most retweeted tweet
“You’re never too important to be 
nice to people.”

Best recent tweet
The video I posted where Stephen 
Colbert and I challenged President 
Obama and Vice President Joe Biden 
to a game of two-on-two basketball.

Favorite emojis

Alarm settings
5 a.m. on weekdays so that I 
can charge the day. Carpe diem. 
Weekends are fluid.

App you wish someone would 
invent
A telepathy app! Or maybe not, 
actually.

Favorite ringtone
I love to use songs as ringtones. 
Favorites are “I Went to Juilliard” 
from the Late Show EP and 

“Summertime” [by DJ Jazzy Jeff  
and the Fresh Prince].

Outgoing voicemail message
Me singing my heart out!

the download

JON BATISTE
DATA PLAN 
In addition to  
his gigs on late-
night TV and with 
his own band, the 
Louisiana-raised,  
New York–based 
Batiste, who has 
a master’s degree 
from Juilliard, 
is also the artistic 
director–at-large 
of the National 
Jazz Museum in 
Harlem.

person 
you 

facetime 
with most: [my 

girlfriend] 
suleik a 
jaouad.

most-recent 
uber ride: to my 

office to pick 
up a new bl a zer 
and a fresh pair 

of sne akers.

  
there 

are days 
when i wish 

i could just 
have a flip 

phone.

favorite 
food-rel ated 
app: se amless 

comes in 
handy at the 

studio and at 
home.

siri user? i get 
the appe al, but 

i never re ally 
got acquainted 

with siri. i ’m sure 
she’s a nice l ady.

INDEPENDENT, ADVENTUROUS, 
GRACIOUS AND GLORIOUS.

JUST LIKE YOU.
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The Broadmoor off ers a unique, handcrafted, one-of-a-kind experience for a special kind of guest. Our spectrum of distinctive The Broadmoor off ers a unique, handcrafted, one-of-a-kind experience for a special kind of guest. Our spectrum of distinctive 
Colorado activities and adventures begins with world-class golf and spa, but expands to exciting life experiences; from fl y-fi shing to Colorado activities and adventures begins with world-class golf and spa, but expands to exciting life experiences; from fl y-fi shing to 
falconry, from hiking to horseback rides, from a thrilling zip line to a mountainside zoo. The Broadmoor 
is a destination unto itself, inviting you to take a vacation custom-tailored to your preferences and 
passions. Visit broadmoor.com today and allow us to create one for you.
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Colin Firth, Anthony Cenname

Sir Nicholas Serota, Art Innovator Ai Weiwei 

Film Innovator Tom Ford

INNOVATOR AWARDS 
NeW YORk | 11.2.16

The sixth annual celebration was held 
at The Museum of Modern Art and 
sponsored by Cartier, Cadillac, NetJets 
and Autograph Collection. The evening 
honored change agents who have 
revolutionized the fields of architecture, art, 
design, food, film, music and philanthropy.

Photo Credits: 
Zach Hilty, Aria Isadora, Matteo Prandoni, 
Joe Schildhorn / BFA.com

Food Innovators Daniel Humm & Will Guidara, with Daniel BouludJulie Taymor, Design Innovator Es Devlin

Architecture Innovators Snøhetta: Craig Dykers &
Kjetil Trædal Thorsen, with Laurie Anderson

Music Innovator Abel “The Weeknd” Tesfaye, Naomi Campbell

Lauren Bush Lauren, Philanthropy Innovator Melinda Gates, 
David Lauren

Dasha Zhukova

Advertisement
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Giovanna Battaglia Engelbert, Oscar EngelbertVinoodh Matadin, Inez van Lamsweerde 

Karlie Kloss arrives in a Cadillac Escalade 

Thomas P. Campbell, Brooke Garber Neidich, Adam Weinberg

Alice Gao, Taylor Hang 

Diego Della Valle, Bianca Brandolini d’Adda

Mary Frey, Mario Sorrenti 

Jeffrey Deitch, Mary Boone

Andreea Diaconu, Derek Blasberg, Lauren Santo Domingo

Alexander Wang, Anna Ewers

Martha Hunt

Stuart Vevers, Imaan Hammam



Advertisement

HOLIDAY CELEBRATION  
NEW YORK | 12.8.2016 

To fête the holidays, WSJ. hosted a 
private lunch for clients of the magazine 
at Gabriel Kreuther restaurant. All were 
treated to modern French fare by the 
Michelin starred chef and departed 
with bespoke sweets from Kreuther 
handcrafted chocolate.

Photos by: AriaIsadora.com 
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KOLOIKI
“One of the most striking 
landscapes is the area of Koloiki 
overlooking the valley of Maunalei. 
There is no other viewscape in 
Hawai‘i that matches it. Koloiki 
Ridge can be accessed as a hike 
starting along the Munro Trail.”

HULOPO‘E BAY
“Walk along the shore and bluffs 
of Hulopo‘e and Pu‘u Pehe 
(Sweetheart Rock). The nai‘a 
(porpoise) pods frequent the bay, 
often leaping and spinning.”

LĀNA‘I CITY

“Construction on La-na‘i City began 

in 1923. It’s one of Hawai‘i’s last 

examples of an intact plantation 

town. Walking around La-na‘i City 

is like stepping back in time to a 

more peaceful era.”

The island of La-na‘i – which is a short 
ferry ride from Maui – is the perfect 
place to “Let Hawai‘i Happen.” Kepa- 
Maly is the Executive Director of the 
La-na‘i Culture & Heritage Center. 
He loves his home, giving back to his 
community, and spreading awareness 
of this special island:

Three Perfect Pins:

La-na‘i
with Kepa-  Maly

Get inspired at #LetHawaiiHappen
#VisitLanai

™

Kathleen Ruiz, Heather Rimsky 

Brandon Lewis, Tate Magner, Buxton Midyette

Lesley Thompson, Mona Swanson

Anthony CennameJoshua Sherman, Françoise Bezzola

George Kolasa, Talla Gowhari, Andrew Taylor 

Sarika Rastogi, Dinesh Kandiah
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Federica Boido, Stephanie Disegni

Kristine Westerby, Anika Apenbrink, 
Josh Gaynor  



savoirbeds.com

A BEAUTIFUL NIGHT’S SLEEP
The world’s most comfortable bed, hand made in London

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

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

Uptown - 223 East 59th Street, NY 10022     +1 646 767 9935
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Sharp cuts and edgy styling take spring’s hottest  
hue out of girlish territory. 

PINK DIFFERENT

MARKET REPORT.fashion & design forecast february 2017

wsj. maga zine 47

ROSÉ ALL DAY  
Suit a modern look 
with new options. 
From left: Bally jacket, 
pants and sweater,  
and Ralph Lauren 
shirt worn around 
neck. Canali jacket 
and pants, and Polo 
Ralph Lauren shirt 
worn around neck.



SWEET PASTELS 
Go with the fluo. 
From left: Balenciaga 
top and boots and 
Mykita sunglasses. 
Balenciaga dress  
and boots and  
Mykita sunglasses. 

TOP COAT 
Keep things playful by 

layering pieces that blur 
the lines. Above, from left: 

Bottega Veneta jacket. 
Topman Design jacket. 
Right, from left: Sacai 

coat and mesh pullover, 
Ermenegildo Zegna shirt 
and pants, and Valentino 

Garavani bag. Sacai 
jacket, mesh pullover 

and pants, Ermenegildo 
Zegna polo and Valentino 

Garavani bag. 

wsj. maga zine48 wsj. maga zine
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OH, BROTHER  
Preppy looks fresh 
when it appears in 
pale monochrome. 
Left: Both in Thom 
Browne jackets, polos, 
cardigans and pants. 
Below, from left: Gucci 
jacket and pants, Ralph 
Lauren sweater and 
Converse sneakers. 
Paul Smith jacket and 
shorts, Ralph Lauren 
sweater and Bass 
loafers. Roberto Cavalli 
jacket, waistcoat and 
pants, Ralph Lauren 
sweater and Converse 
sneakers. Bottega 
Veneta jacket, shirt and 
pants and Bass loafers. 

FIRST BLUSH 
Frill meets 
function with these 
breezy pieces. 
From left: Fendi 
dress, Vetements 
x Champion 
sweatpants and 
Emilio Pucci 
boots. Vetements x 
Champion hoodie 
and Fendi dress 
and boots.
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PRIVATE EYES 
Try a classic 
jacket with a pop 
of fuchsia. Both 
in Giorgio Armani 
jackets, Ralph 
Lauren polos and 
Mykita sunglasses.

market report
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GOING ROUGE 
Try a color range that 
is more cutting edge 
than cute. Left, from 
top: Hermès jumpsuit 
and New Balance 
sneakers. Longchamp 
romper. Above, from 
left: Bottega Veneta 
dress. Valentino coat 
and pants. Models, 
Jan Carlos Diaz 
and Hector Diaz at 
Request Models, Baylee 
Soles and Kelsey 
Soles at DNA Model 
Management; hair, 
Maranda; makeup, Ozzy 
Salvatierra. For details 
see Sources, page 116.

market report
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A GREAT DAY 
STARTS 
ON A 
GREAT MATTRESS...



A masterpiece of elegant design, Beautyrest® Platinum™  features legendary 
Pocketed Coil® support combined with advanced cooling technologies. 

Beautyrest® Platinum™ features the latest in sleep innovations all working in 
harmony for Elegantly Orchestrated Sleep.

…designed for elegantly 
orchestrated sleep

…that provides 
energizing sleep 
for a restored you

Hit the ground running, refreshed and ready to go. Sophisticated 
design paired with intuitive innovations, such as DualCool™ 
Technology Fiber, help you wake up and embrace the day ahead. 
Get the fresh start you deserve. Get Beautyrest Silver

A masterpiece of elegant design, Beautyrest® Platinum™  features legendary 
Pocketed Coil® support combined with advanced cooling technologies. 

Beautyrest® Platinum™ features the latest in sleep innovations all working in 
harmony for Elegantly Orchestrated Sleep.

…designed for elegantly 
orchestrated sleep

…that provides 
energizing sleep 
for a restored you

Hit the ground running, refreshed and ready to go. Sophisticated 
design paired with intuitive innovations, such as DualCool™ 
Technology Fiber, help you wake up and embrace the day ahead. 
Get the fresh start you deserve. Get Beautyrest Silver



Find a store near you at beautyrest.com

GET YOUR 
BEAUTYREST ®

Sleep is the ultimate luxury. 
Beautyrest Black® is where 
technology and luxury intertwine 
to take you far beyond mere comfort. 
More than a mattress, this restorative 
sleep is like nothing you’ve 
experienced before. A night 
with Beautyrest Black® creates 
a restful escape where 
you can Dream in Black™

…that indulges 
the senses

17BRBP4P1-14-135202-117BRBP4P1-14-135202-1
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C
HEF ANDREW CARMELLINI, 45, operates res-
taurants that strike an elusive balance: They 
serve clever, serious food in settings that are 
as comfortable as they are fun. The major-

ity of the places Carmellini runs, through his NoHo 
Hospitality Group (NHG), which he and his partners 
Luke Ostrom and Josh Pickard founded in 2014, are in 
New York City, including the NoHo brasserie and bak-
ery Lafayette, the SoHo hit The Dutch and two Tribeca 
hot spots, the critically acclaimed Little Park and 
Locanda Verde, which the group co-owns with Robert 
De Niro and the other stakeholders at the Greenwich 
Hotel. NHG’s most recent additions are located in the 
new Brooklyn hotel the William Vale: an Italian restau-
rant (Leuca), an Airstream serving burgers and cones 
(Mister Dips) and a bar boasting 360-degree views of 

the city (Westlight). The group also runs a location of 
The Dutch on Miami Beach, and it is now planning new 
ventures in Baltimore that will play an important role 
in the city’s emerging dining scene.

Originally from Ohio, Carmellini, or AC, as many call 
him, arrived in New York in the early 1990s and at the 
age of 27 became the chef de cuisine at Daniel Boulud’s 
Café Boulud. By that time he had already worked at 
Paris’s Arpège, New York’s Lespinasse and other high-
culinary bastions in the U.S. and abroad. “No one knows 
as much about gastronomy as he does,” says chef David 
Chang, of Momofuku, who trained at Café Boulud. Since 
striking out on his own, Carmellini has worked in a more 
populist vein, channeling his far-reaching knowledge 
of Italian, French and American cuisines into building 
energetic restaurants that have proved themselves to 

be anything but a flash in the pan. The motivation for 
his approach, Carmellini says, came at Café Boulud, 
when a table of regulars told him that they kept return-
ing to the restaurant not for elaborate dishes like leg of 
lamb en croûte, but for off-menu items and specials like 
fried chicken. “It was the first time I had heard someone 
say that,” Carmellini remembers, “and it resonated.” 

Carmellini has a reputation for doing all he does dis-
creetly, letting the restaurants speak for themselves. 
On a recent wet-winter day, he surveyed the sites that 
will become his new Baltimore restaurants, including 
the Rec Pier Chophouse, which will open this spring 
in Under Armour CEO Kevin Plank’s forthcoming 
Sagamore Pendry Baltimore Hotel. At the end of the 
day, back in New York, Carmellini even found a moment 
to step into the Leuca kitchen and do a bit of cooking. >

BY GABE ULLA   PHOTOGRAPHY BY IKE EDEANI

The chef’s next stop in his plan to expand his empire? Baltimore. 

Tracked

ANDREW CARMELLINI

TOP CHEF 
Andrew Carmellini at 
Leuca, his restaurant 
at the William Vale 
hotel in Brooklyn.



90,000
macarons 

The number sold yearly at Lafayette.

1966 
Ford GT40

The car Carmellini most covets at the  
Classic Car Club Manhattan.

10,000
pounds 

The weight of the Mister Dips Airstream 
trailer, located at the William Vale hotel.

2
James Beard Awards 

The honors Carmellini has received from 
the food foundation—he’s been nominated  

a total of 11 times.

350
cooks 

The approximate number of chefs staffing 
NHG kitchens overall once the Baltimore 

restaurants are up and running.

45,000
pounds 

The amount of D’Artagnan chicken  
Locanda Verde buys in one year.

4
places 

Carmellini calls home: Manhattan; 
Cutchogue, New York; Seven Hills, Ohio; 

and Miami.
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30,000
hot fried chicken orders

The annual tally of The Dutch’s  
best-selling item. •

15
restaurants 

The total overseen by Carmellini  
and the NoHo Hospitality Group, once  

the Baltimore properties open.

9:17 a.m.
A site tour of Carmellini’s forthcoming project, Rec Pier 
Chophouse, the restaurant at the soon-to-open Sagamore 
Pendry Baltimore Hotel.

2:18 p.m.
Carmellini checks out 
a 1965 Shelby Cobra 
at the Classic Car Club 
Manhattan, where he 
is a member.

4:21 p.m.
Sampling Lafayette 

pastry chef  
Tyler Atwell’s dark 

chocolate–salted 
peanut entremets.

10:04 a.m.
Carmellini meets with Kevin Plank, CEO 

of Under Armour and owner of Sagamore 
Development, which has partnered with the 

chef on his new Baltimore restaurants.

12:39 p.m.
The chef catches some 

shut-eye on the train 
back to New York City. 

5:30 p.m.
Carmellini drives to Leuca, one 
of his new Brooklyn venues.

6:52 p.m.
Carmellini plating dishes during 

dinner service at Leuca.
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Special Advertising Feature
Montego Bay

With views of the Jamaican countryside and 

Caribbean Sea, Greenwood Great House may be the 

best preserved of Jamaica’s historic homes. Once owned 

by the family of poet Elizabeth Barrett Browning, it’s a 

showcase of opulent plantation life — Spanish chande-

liers, Wedgwood china, Ming porcelain and a 300-volume 

library, which includes an early edition of Charles 

Dickens. Among a collection of rare instruments are 

polyphon music boxes and a barrel organ that can still 

carry a tune.

 Visiting the Rose Hall Great House is a bit like enter-

ing into a novel filled with passion, murder and black 

magic. It’s the former home of Annee Palmer, who did 

away with three husbands and countless lovers while 

mistress of the grand estate. The eerie tales of Jamaica’s 

“White Witch” are best experienced on the candlelit 

evening tour, where you can see the beautifully restored 

18th-century furnishings, visit the dungeon and maybe 

even feel the chilling presence of Annee’s ghost, which 

has been sighted through the years. On the lush grounds 

of Rose Hall is the adults-only Hyatt Zilara and adjacent 

is the all-ages Hyatt Ziva Rose Hall. Both all-inclusive 

resorts offer sugar-sand beaches, poolside cabanas and 

full-service spas for those looking to relax and rejuvenate 

after a day of touring.

Hip and Historic

With its powdery white sands, enchanting Blue Mountains and welcoming spirit, Montego 
Bay is the quintessential Caribbean destination. At Hyatt Zilara™ and Hyatt Ziva™ Rose 
Hall, experience another dimension to tropical enjoyment with two adjacent all-inclusive 
resorts each designed to deliver an elevated island getaway. Choose the tranquil  
ambiance of adults-only Hyatt Zilara or the vivacious all-ages energy of Hyatt Ziva. 
Whichever you select, you’ll enjoy pristine beaches, signature swim-up suites, sparkling 
infinity pools, intimate oceanfront fire pits and mouth-watering jerk chicken all included 
and bestowed with warm, genuine Service from the Heart.®

Playaresorts.com | (800) 720-0051 

H ugging the northwest coast of Jamaica, Montego Bay is 

not just for the beach bum in all of us. There is plenty 

to get you out of your lounge chair and into the action, 

such as rafting down the Martha Brae River, zip lining 

through the Jamaican rainforest or strolling the “Hip Strip” with its art 

galleries, restaurants and shops. Montego Bay also has two of the finest 

examples of the island’s colonial heritage to explore and enjoy.

OCEANFRONT DININGOCEAN VIEW SUITESSWIM-UP SUITESMOROCCAN-STYLE LOUNGE

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. ©2017 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

 The Evolution of  All-Inclusive ®

IN MONTEGO BAY
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T
HINK OF THE FRENCH artist Yves Klein, and 
the mind first leaps to International Klein 
Blue, or IKB, the intense ultramarine and 
resin mixture he dreamed up in 1956 and 

patented in 1960. Next come his Anthropometries, the 
collaborative body prints he began making a few years 
before his untimely death in 1962, at age 34. To cre
ate one, a model transformed herself into what Klein 
called a “living brush,” sponging her naked body with 
blue paint, then pressing herself against white paper 
or fabric. A forerunner of performance art, these 
events sometimes took place before a public audience 
with the charismatic Klein, garbed in a dinner jacket 
and white tie, conducting the proceedings like a chef 
d’orchestre, the whole scene documented by a photog
rapher. (The prints themselves have become iconic, 
with body silhouettes featuring on two dresses from 
Céline’s spring 2017 line.)

But more often, Klein worked on his Anthro
pometries at home, in the Paris apartment that he 
shared with the East German artist Rotraut Uecker, 
his equally charismatic partner. Although Rotraut, 
the name she works under today, never modeled for 
him publicly—“Yves never wanted that,” she says—
she was there at the apartment on the momentous day 
in 1960 when he first used the technique to create body 
prints. The experience of making Anthropometries, 
she says, “was this spiritual thing, that you could see 
yourself not only in the mirror, but also in the print.” 

Because their work space was an apartment living 
room, not a studio—“We were always looking for one, 
but we didn’t get one,” Rotraut says—they had to treat 
it carefully, rolling up the rug and laying paper over 
the parquet. Mozart or Beethoven went on the gramo
phone and work began. 

For going on 55 years, Rotraut, now 78, has main
tained that space much as it was when Klein died. 
And a new monograph by German art critic Matthias 
Koddenberg, Yves Klein: In/Out Studio (Verlag Kettler), 
which features nearly 300 archival photographs, many 
never before published, shows how the artist lived and 
worked there and elsewhere. The book’s snapshots 
and outtakes reveal the mess and mischief behind 
the scenes, as Klein slathered paint on the models, 
sat exhausted on the bed or laughed over meals with 
friends. “Klein always posed and told photographers 
how to photograph him,” says Koddenberg. “So it’s 
nice to have shots that show him really working.”

Before moving in, Klein painted the walls, doors 
and even the fireplace white, abjuring all living room 
furnishings other than a couch and a thick gray rug. 
“It was like The Void,” says Rotraut, referring to the 
exhibition Klein mounted around that time at Galerie 
Iris Clert, in which he famously displayed an empty 
gallery as an artwork.

Just as the gallery overflowed with spectators, their 
home filled with friends: critics like Pierre Restany, 
Klein’s longtime supporter; artists from the Impasse 
Ronsin, a nearby rabbit’s warren of studios, including 
Larry Rivers, Niki de Saint Phalle and Klein’s some
time collaborator Jean Tinguely; and other Nouveaux 
Réalistes—France’s answer to American pop artists—
who signed their first manifesto in the apartment. 
“We were all very young,” says the artist Christo. 

HOME BASE  Editions of Klein’s eight cube-shaped Untitled Sculptures (S 1 2 3 4 5 6 7 8) (1957) and his branchlike Untitled 
Sculpture (S 11) (1960) as well as a pigment-lined table built from a patented Klein design fill his Paris apartment.

BY CAROL KINO   PHOTOGRAPHY BY FRANÇOIS COQUEREL

The Paris apartment where French artist Yves Klein lived,  
worked and died has been preserved by his widow for more than 

five decades. A new book brings his time there to life.

INTO THE BLUE
art talk

>

Luxury 

Indulge your wanderlust 
this winter. These  
warm-weather gems  
offer relaxation and  
so much more.

escapes

Special Advertising Feature



Special Advertising Feature
Marathon Key

Marathon is a mecca for water sports. Anglers are drawn 

to the waters that teem with offshore bluefish and tuna in 

the winter and tarpon in the spring. Snorkelers explore Looe 

Key and Sombrero Reef, two of the most beautiful reefs in the 

Atlantic. Families come to swim with dolphins and feed the 

stingrays. And history is revealed as divers rediscover  

the remnants of lost slave ships, treasure fleets and  

aircraft carriers.

 More than 20,000 foodies descend on the island com-

munity for the Marathon Seafood Festival (March 11-12) to 

savor stone crab, shrimp, fish, conch fritters and chowder. 

Last year, more than 2,000 pounds of lobster were served at 

the two-day event, which also includes a fine art show and a 

boat show.

Seafood lovers needn’t wait for an annual festival to get 

their fair share of great dining experiences in Marathon. The 

Hideaway Café at the Rainbow Bend Resort offers stunning 

oceanfront views, along with a signature dish, Escargot à la 

Edison (snails sautéed with julienne vegetables, cognac and 

cream). An elegant end to a day of adventure, the Butterfly 

Café at Tranquility Bay Beach House Resort is renowned for 

its small but impeccably prepared menu and flawless service. 

Reminiscent of the tropical plantations of yore, the restau-

rant boasts vaulted wood-beamed ceilings, white linens, and 

outdoor seating on a wraparound veranda.

Sport of the Sea

Fly into our airport and you’re landing right in the heart of the Keys. At the Museum 
of Natural History, hike on nature trails that date back hundreds of years. The Dolphin 
Research Center, on nearby Grassy Key, was once the site of Flipper’s Sea School and 
where Flipper’s original 1950s movie was shot. Of course, your visit here wouldn’t be 
complete without checking out the old conch houses on Pigeon Key, accessible only 
from the old Seven Mile Bridge. Yes, Marathon is not only in the heart of the Keys, it  
has more than plenty to steal your heart.

For more information, visit www.fla-keys.com/marathon

A
pproximately 50 miles north of Key West and 50 miles 

south of Key Largo, 10-mile-long Marathon Key lies in 

the middle of the chain of islands that form the Florida 

Keys — a perfect jumping-off point for day trips in 

either direction. However, many visitors are loathe to leave for very long. 

Photo courtesy of The Monroe County Tourist Development Council, The Florida Keys & Key West

40 degrees of separation.

With an average temperature of 76 degrees, just the thought of 
a winter escape to Marathon is enough to give you goosebumps. 
But it’s the family time together that’ll truly warm your heart.

fl a-keys.com/marathon 1.800.262.7284

Florida Keys Vacations Inc.
Great properties with dockage, all of 

Marathon’s offerings just moments away! 
305-395-4370  flakeysvacations.com

Siesta Motel 
Cleanest Rooms in Paradise - affordable, 
with access to the best beaches & fishing. 

305-743-5671  siestamotel.net
 

Hawks Cay Resort
Hawks Cay Resort has 5 pools, spa, 

full-service marina and a saltwater lagoon. 
305-743-7000  hawkscay.com

SeaSquared Charters
Marathon’s finest private, customized 

charters for fishing snorkeling & touring. 
305-743-5305  seasquaredcharters.com 

Cocoplum Beach & Tennis Club & Marina
2/2 condo on beach, kitchen, W&D, heated 

pool, BBQ, boat dock & 4/5 pool home.
800-228-1587  cocoplum.com

Dolphin Research Center
Swim with dolphins – the ultimate thrill! 
Reserve your exciting experience online! 

305-289-1121 dolphins.org



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.

Reserve our Advanced Purchase special and save 15% when you book 30 days prior to 
arrival. Book now by calling 800-328-0170 or visiting 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.

SUMMERING
is a year-round activity.

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

Nothing warms the soul during the holiday season quite like endless sunshine, 

a chaise lounge and a private beach at Eau Palm Beach Resort & Spa. Disappear 

into a world of intuitive service, exceptional cuisine, engaging kids programs and 

an ambiance of new-fashioned luxury that has earned Forbes Five-Star Awards  

for both the resort and the fabulous Eau Spa.



Special Advertising Feature
Antigua

Lined with sea grape trees, Pigeon Point, near 

English Harbour Town, is a perennial favorite. Ffryes Bay 

and Darkwood Beach on the less developed southwest 

corner of Antigua are picturesque and serene. With 30 

beachfront acres and genuine Caribbean charm, the 

adults-only, all-inclusive Pineapple Beach Club rests 

on an enticing sugar-sand beach and has a full array of 

watersports, such as sailing, windsurfing, kayaking and 

snorkeling at the reef just offshore.

 Divers and snorkelers can also head to Cade’s Reef, 

about a 20-minute boat ride from the southwestern tip of 

the island. Along the two–mile-long barrier reef, the col-

ors and creatures of the crystalline waters are in full force, 

showcasing an astonishing array of parrotfish and spiny 

lobsters — even barracuda and reef sharks are known to 

make an appearance.

 Back on land, you can take a waterfront horseback 

ride that will bring you to historic Fort James, built by the 

British in the 18th century to protect the entrance of the 

harbor at St. John’s.  While there, stop by the legend-

ary Russell’s Bar and Seafood Restaurant to indulge in 

locally-inspired seafood dishes and soak up a superlative 

sunset. For another unforgettable view, take the uphill 

drive to the Blockhouse Ruins, which offer commanding 

vistas of the Atlantic Ocean and Antiguan coastline. 

Caribbean Jewel

Escape the cold in Antigua at the adults-only, all-inclusive Pineapple Beach Club. This resort  
is located in a tropical hideaway where the beach curves in a perfect quarter-mile arc of  
brilliant, powdery white sand. Its 180 well-appointed guest rooms provide an array of  
vistas, including garden, beachfront and ocean views. Five intimate restaurants offer diverse 
menus from international and Caribbean specialties to inspired Italian and sumptuous  
buffets. Amenities include the Tranquility Body & Soul Spa, fitness center, tennis courts  
and two freshwater pools. Daily on-site activities include water sports, fitness classes,  
evening entertainment and much more. Pineapple Beach Club offers the best of Antigua: 
casual, relaxed and unhurried.

www.pineapplebeachclub.com | (800) 774-9711

F 
or the serious beach lover, there is much to love in Antigua –  

after all, the 14-mile-long island boasts 365 beaches, one for 

each day of the year.  While your vacation is probably not 

nearly long enough to sample them all, rest easy knowing that 

no matter where you lay your towel or plant your lounge chair, you are likely 

sitting on one of the most beautiful beaches in the Caribbean.

Pineapple Beach Club Antigua



Special Advertising FeatureKey Largo

John Pennekamp Coral Reef State Park is an 

underwater wonder, home to a vibrant display of 

coral formations and marine life. You can spend 

the day on a snorkeling or diving expedition, take 

a trail walk or kayak through the expansive man-

grove forest. A more restful option is to relax with a 

good book on palm-fringed Cannon Beach, which 

features a reconstruction of an early Spanish 

shipwreck just 100 feet offshore.

 In addition to diving, Key Largo is equally 

well-known for its abundant stock of game fish 

that draws sport fishermen from around the 

world. Ambitious anglers come to try their luck 

at the flats fishing “grand slam”— catching a 

tarpon, permit and bonefish all in one heady day. 

Next month, the top anglers in the country will 

hit the waters when Jimmy Johnson, two-time 

Super Bowl coach and former head coach at the 

University of Miami, hosts the prestigious Jimmy 

Johnson’s Championship Fishing Week (March 

8-11), featuring a celebrity pro-am tourna-

ment, the National Sportfish Championship 

and the highly competitive National Billfish 

Championship, with a guaranteed purse of  

$1 million. 

Southern Sanctuary

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

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

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

heading south from Miami — and some say it is the most memorable. 

Scenic and tropical, Key Largo has more than its fair share of 

winding creeks, botanical beauty and breathtaking sunsets. Its 

claim to fame, though, lies below the surface, where divers can explore schools 

of midnight parrotfish, moray eels and nurse sharks, as well as Spanish galleons, 

British freighters and other sunken treasures.

PlayaLargoResort.com
305.853.1001

INTRODUCING
THE FLORIDA KEYS’ NEWEST 

LUXURY RESORT
DISCOVER A HAVEN OF 

EXQUISITE WATERFRONT COMFORT

IN HARMONY WITH NATURE. 

AWAKEN YOUR SPIRIT AT OUR

ALL-EMBRACING LOCATION,

RICH IN AMENITIES & EXPERIENCES AND 

LIKE NOTHING ELSE.

IT’S OUR
NATURE TO 

DELIGHT



CASADECAMPO.COM.DO   •   866.642.1807   •   LA ROMANA, DOMINICAN REPUBLIC

E X P E R I E N C E  E N D L E S S  P O S S I B I L I T I E S

RESORT & VILLAS
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WEDDINGS

GROUPS
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SHOOTING

SPA

MARINA

GASTRONOMY

MENTION PROMO CODE “WALLSTJOU” AND RECEIVE 10% OFF ROOM RATE (CERTAIN CONDITIONS APPLY)



Disneyland, Klein bought Rotraut a ring at a gift shop 
and made their engagement official. They married in 
January 1962, in an elaborate ceremony in a gothic 
Parisian church, with Rotraut already pregnant. But 
in May, at the Cannes Film Festival, after seeing a sen
sationalized depiction of his Anthropometries in the 

film Mondo Cane, Klein had the 
first of three heart attacks. He 
suffered the third in early June 
and died in the apartment. 

Rotraut says she had some 
warning: After exhibiting The 
Void, Klein had told her that “he 
thought the price to pay was 
that he should totally go.” Still, 
his death was a massive shock. 
She kept him lying in state at 
home for four days, so friends 
could pay their respects and 
she could “realize that he was 
really dead,” she says. “At 
night, I felt he still had his arms 
around me.” Their son, Yves 
Amu, was born in August. 

Six years later, Rotraut 
remarried. Her husband, Daniel Moquay, turned his 
attention to managing Klein’s estate, building Klein 
into such a seminal figure that the artist’s work is 
always on view somewhere—the Tate Liverpool is 
currently running a retrospective through March 5. 

Rotraut had three more children and now spends most 
of the year making art—sculptures of dancing fig
ures and paintings of the cosmos and starry skies—in 
Phoenix. When in Paris, she continues to work in 
another wing of the apartment, which she has since 
expanded. 

But the central space remains untouched. “I 
thought it should always stay,” Rotraut says. “You feel 
the richness of creation, of all the events and all the 
tremendous art he made here.” •

“We were almost like a family.” A political refugee 
from Bulgaria who could barely speak French, Christo 
dropped by whenever possible, hoping to meet col
lectors who would buy his work or dealers who would 
advance his career. 

Rotraut frequently cooked. “We always sat on the 
floor, Japanesestyle, surrounded by Yves’s work,” 
recalls Virginia Dwan, the dealer who first showed 
Klein’s work in Los Angeles. An enormous wooden 
platter served as a table, and Klein, who was also 
developing ideas for an “architecture of the air,” 
involving pneumatic structures, always spoke of one 
day making both guests and table levitate.

Klein realized many of his greatest projects, which 
prefigured conceptualism and installation and envi
ronmental art, during his time living in the apartment, 
including the 1960 photograph Leap into the Void, in 
which he appears to jump from a window into the sky. 
He made other work there, too, including his famous 
Monochromes, each featuring a single pure color, 
most often IKB; his goldleaf Monogolds; and sculp
tures covered in blue pigment, 
such as the Relief-Portrait of  
Arman, an edition of which 
still hangs in the apartment.   

Klein, whose parents were 
both wellestablished paint
ers, claimed to have made his 
first grand creative gesture at 
19, in 1947, while lying on the 
beach in Nice with two friends 
he’d met at judo school. On a 
whim, they divided up the uni
verse among them, with the 
poet Claude Pascal taking the 
air, the sculptor Arman tak
ing the earth and Klein taking 
the sky.  He later called it “my 

greatest and most beautiful work.”
Soon after, Klein created his first artwork, for 

chamber orchestra, the Symphonie Monotone-Silence: 
a single note played for 20 minutes, followed by 20 
minutes of silence. (The piece still resonates today. 
This January, art dealers Dominique Lévy and Brett 
Gorvy arranged a perfor
mance at San Francisco’s Grace 
Cathedral.) Then he began 
traveling the world, working 
for a London framemaker, 
which gave him the idea of 
making monochromes with 
pure pigment and gold leaf, and 
studying judo, most notably in 
Japan. (He eventually earned 
a fourthdegree black belt.) In 
1955, after returning to Paris, 
Klein opened his own judo 
school, a simple space hung 
with his Monochromes. 

Klein officially showed those 
seminal works for the first time 
in Paris later that year. By 1957, 
having formulated IKB, he 
had become a star, with shows in Milan, London and 
Düsseldorf, Germany, and twin Paris exhibitions, one 
featuring an empty room, the other a sculpture con
sisting of 1,001 blue balloons released into the sky. 

That summer, Klein met Rotraut, an East German 
émigré nearly 11 years his junior, in Nice. The younger 
sister of the artist Gunther Uecker, she’d grown up on 
a farm during the war, exploring the land and mak
ing art, guided largely by intuition. She was employed 
as an au pair by Arman and his wife, and she already 
knew—and loved—Klein’s blue paintings. “I assumed 
he was a wise, old man with a little beard, maybe a 
yogi,” Rotraut says. Instead, he turned out to be “this 
young man, all excited seeing me, like sunshine, with a 
big energy field all around him.” It was kismet. 

Rotraut left Nice to assist Klein on a major com
mission, a facade of huge blue sponges for Germany’s 
Gelsenkirchen opera house. He pushed her to pursue 
art seriously, and they soon moved in together in Paris.

In 1961, the couple visited Los Angeles, where Klein 
was showing at Dwan’s gallery. The Russian cosmo
naut Yuri Gagarin had just orbited Earth, adding new 

meaning to Klein’s focus on 
the sky. “You always had the 
feeling that Klein was involved 
with something bigger and 
greater than we were con
sciously dealing with,” Dwan 
recalls. And now his work 
“gave you the sense of space 
and life and death.” (Examples 
appear in Los Angeles to New 
York: Dwan Gallery, 1959–1971, 
a traveling show originat
ing at the National Gallery of 
Art and next opening March 
19 at the Los Angeles County 
Museum of Art.) 

On that trip, while visiting 

BODY OF WORK  A model making an Anthropometry 
print at the apartment in 1960. Right: An edition of Klein’s 
Relief-Portrait of Arman (PR 1) (1962) hangs on the wall.

PERSONAL SPACE  Klein and Rotraut at home in 1962, 
shortly before his death. Left: Arman’s Homage to  
Yves Klein (1992) now stands in one corner; Rotraut’s 
Kite Paintings (2014) are mounted in the hall.
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REEL SIMPLE 
“Having the A24 logo 

in front of your movie is 
like a badge of honor,” 
says Jonah Hill, whose 

debut as a writer-
director, Mid-’90s, will 

be distributed by the 
company. A24 has made 

its name by backing 
offbeat, low-budget films.

THE LITTLE FILM COMPANY 
THAT COULD

Screen Trade  

Boasting a series of critically acclaimed projects, entertainment upstart A24 hopes to claim 
the mantle once owned by Miramax by nurturing its outsider status.    

BY JONAH WEINER  
 ILLUSTRATION BY CHRISTOPHER DELORENZO

O
NE NIGHT IN NOVEMBER, in an opulent 
Hollywood ballroom watched over by 
a battalion of enormous Oscar statues, 
the Academy of Motion Picture Arts and 

Sciences threw its annual Governors Awards—a 
black-tie gala that exists, officially, to honor movie-
world vets and grandees but that also provides polite 
cover for a frenzy of glad-handing, proselytizing 
and favor-jockeying in advance of Oscar season. 
Emma Stone was in the room, representing  La La 
Land, as was Joel Edgerton for Loving. Amy Adams, 

Tom Hanks, Universal Pictures chairwoman Donna 
Langley, Pixar chief John Lasseter—too many other 
power movers to list. “All of Hollywood,” says Daniel 
Katz over espressos a few days later. He quickly cor-
rects himself: “The upper end of Hollywood.”  

The 39-year-old Katz is a co-founder of A24, a rela-
tively tiny entertainment company that has somehow 
carved out a spot for itself at Hollywood’s upper end 
while also remaining a resolute outsider. Katz is at a 
Beverly Hills breakfast spot alongside David Fenkel, 
41, his longtime friend and a fellow co-founder; both 

men live and work in New York City, with an office 
in West Hollywood. While Katz figures that he and 
Fenkel travel west roughly once a month for business, 
he cites the Governors Awards to illustrate the value 
of keeping L.A., mostly, at a 2,500-mile remove.

“Our table was off to the side, and I’m like, ‘Oh, 
what a shitty f—ing table!’ ” Katz says, laughing. “We 
shouldn’t and don’t normally care about that, but 
when you live in Los Angeles, every other step you 
take is about trying to get to the center table—versus 
just trying to do good work.”
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a badge of honor,” says Jonah Hill, whose upcoming debut as a writer-
director, a coming-of-age story set in Los Angeles called Mid-’90s, will 
be distributed by the company. Hill doesn’t start shooting till June, 
but A24 has already impressed him. “When you make a movie at a big 
studio, you don’t get to know the people whose hands it’s going to pass 
through,” he says. But A24 “asked me to come to their offices and walk 
the whole staff through the movie, so now everyone who’ll be putting 
out trailers, doing the artwork—doing everything—is deeply familiar 
with the emotions and ideas going into it, before it’s even been made.”

A24  has proved adept at not just picking movies but packaging 
them—setting up attention-grabbing campaigns that feel true to the 
material rather than gimmicky feints. At the 2015 South by Southwest 
premiere of Ex Machina, A24 created a fake Tinder profile for the film’s 
robot star, played by Alicia Vikander, who popped up in local swipe 
results, asking users algorithmically generated questions about love 
before pointing them toward the movie—an ingenious ploy that under-
scored A24’s more-bang-for-the-buck mentality to hawking its films.

“A lot of the money issues in Hollywood have to do with trying 
to manufacture something cultural,” says Fenkel. “Buying billboards 
and big TV spots and forcing a movie down people’s throats.” He 
cites  A24’s promotion for  The Witch, during which the company 

created a cryptic social-media pres-
ence for the film’s ominous goat, 
Black Phillip, who plays a small 
but crucial role in the movie: “If 
we build a campaign around a cool 
interactive goat who creeps you out 
on his own website and on Twitter, 
saying crazy things that go viral, it 
becomes cultural organically.”

Despite their palpable opti-
mism, they don’t want to come 
off as cavalier: “It’s a scary busi-
ness,” says Katz. “We don’t know 
what’s going to happen on Friday.” 
Among the uncertainties dogging 
the contemporary entertainment 
industry is fragmentation, “con-
tent producers” warring for our 
attention across an ever-increasing 
array of apps, media and platforms. 
Discussing the competition, Katz 
says, “We lose movies to studios 
sometimes, to some of the digital 
platforms.” “Amazon and Netflix 
are competitors, a little,” says 
Fenkel. But they point out that such 
rivals can be partners, too:  A24  is 
currently shooting a television 
show with Channing Tatum that 
may end up on one of those stream-
ing services. 

More radically, the company 
recently financed an eight-minute 
sci-fi short, set in Japan, simply 
because the partners loved its 
haunting concept: a terminally ill 
baby who lives an entire virtual-
reality life in just two weeks. 
“Who knows what we’ll do with 
it,” Fenkel says. “We might sell it 
to a brand. Sell it to NASA! I don’t 
know.” As Katz puts it: “We try to 
say yes, then figure it out.” •  

wSj. maga zine

You may not know A24’s name, but you almost cer-
tainly know its work: Not since the ’90s-era heyday 
of Miramax—a big influence on A24’s founders—has 
a single outfit cranked out so much offbeat, critically 
adored, zeitgeist-tapping cinema. Among the mov-
ies it’s ushered into the world are the James Franco 
neon-noir Spring Breakers; the eerie sci-fi parable Ex 
Machina;  the austere horror smash  The Witch;  and 
the wrenching survival drama  Room, which was 
nominated for four Oscars, including best picture. 

The company’s rise is especially significant at a 
time when countless obituaries have been drafted 
for the kinds of ambitious mid-budget movies, aimed 
at audiences hungry for originality and complex-
ity, that once filled release calendars. Against this 
backdrop, A24 is thriving. Spring Breakers, which 
cost about $2 million to produce, made more than 
$30 million at the worldwide box office;  The Witch, 
which  A24  acquired for $1 million, earned $40 mil-
lion. Such grosses sound small-fry compared to the 
gargantuan returns of, say,  Star Trek  reboots, but 
the profits are healthy. “You can do very well making 
lower-budget movies,” Katz says—a truth that sits at 
the core of  A24’s success, even if Hollywood seems 
increasingly estranged from it.

According to Katz, the company depends, first and 
foremost, on instinct: “The first question we always 
ask is: Is this cool?” At the outset,  A24  chased that 
vision of cool solely as a distributor, scooping up proj-
ects whose production other people paid for and then 
masterminding their releases. But the plan had long 
been to finance films, too. A24’s first such effort was 
last year’s Moonlight, an exploration of black mascu-
linity by the writer and director Barry Jenkins that 
has proved a hit in limited release and received six 
Golden Globe nominations, including for best motion 
picture—drama. “On paper, it’s a tough movie to mar-
ket,” says Fenkel. “Who’s it for? Who’s this director?” 
says Katz, imitating a skeptical executive. “But when 
you read something special, you work to figure it out.”

T
HE IDEA FOR THE COMPANY arose in the late 
aughts. Fenkel, Katz and co-founder John 
Hodges (who today focuses on the company’s 
television projects) were indie-cinema exec-

utives with years of combined experience in financing, 
developing and producing. They’d crossed paths over 
the years as colleagues and collaborators, and their 
take on the movie landscape was simpatico: “Nothing 
really felt that cool,” says Katz. “So many movies were 
never even getting made,” Fenkel chimes in, “and if 
they were, they weren’t getting the right attention.”

They launched  A24  in 2012 and have since 
expanded to a staff of about 50. Then and now, their 
prevailing MO has been to acquire work by directors 
with distinct visions—indie auteurs both established 
(Noah Baumbach, Sofia Coppola, Andrea Arnold) 
and ascendant (Alex Garland, Yorgos Lanthimos). 
Another strategy has been to seek out scrappy movies 
featuring bankable stars intent on burnishing their 
acting credentials: Scarlett Johansson as a predatory 
alien in Under the Skin; Jason Segel as David Foster 
Wallace in The End of the Tour.

“Having the A24 logo in front of your movie is like 

HOT PROPERTIES  
A24 projects include Moonlight  
(the first film fully financed by  
the company), 20th Century Women 
(released in December), Under the 
Skin, The End of the Tour, Room, 
Spring Breakers and Ex Machina. 
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I 
DON’T KNOW THAT I had the right personality 
to run a small shop and just be the day person 
there,” says Liz Lambert, the 53-year-old Austin, 
Texas–based hotelier. “There was too much 

interesting stuff to do.” 
Had Lambert resigned herself to running a one-

hotel operation, she’d have only Austin’s Hotel San 
José to her name. She purchased the dodgy, $30-per-
night motor lodge in 1995 and later converted it 
into the 40-room, Southwestern minimalist bastion 
of cool it is today. San José’s opening in 2000 her-
alded—and quite possibly facilitated—a turnaround 
in Austin’s local economy, especially in the area of 
South Congress. 

Since then, Lambert has opened a handful of 
other Texas establishments. With Bunkhouse Group, 
the company she founded in 2006, Lambert’s port-
folio now includes Hotel Saint Cecilia in Austin, 
El Cosmico in Marfa, Hotel Havana in San Antonio 
and Jo’s Coffee shops—Bunkhouse’s only non-hotel 
enterprise—also in Austin. This month, Bunkhouse 
expands internationally with the Hotel San Cristóbal 
on Mexico’s Baja Peninsula. The property is the com-
pany’s fifth hotel (and its first outside of Texas). 

Over the past two decades, Lambert has become one 
of the most influential hoteliers in the industry. Her 
personal aesthetic—a mix of industrial minimalism, 
Texan traditionalism and bohemian rocker-chic—
has given rise to a new breed of American boutique 
hotels. “When you’re really curating and cultivating 
a world around a hotel, you get a much more cultur-
ally rich and textured approach to it, where it truly 

BY LAURA NEILSON    
PHOTOGRAPHY BY PIA RIVEROLA

With the opening of her first 
international property this month, 

hotelier Liz Lambert, who has 
made a name for herself in Texas, 

is exploring new frontiers. 

THE PATRON’S 
SAINT
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BEFORE SUNSET 
 A view from 

Bunkhouse Group’s 
new Hotel San 

Cristóbal in Todos 
Santos, Mexico.
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TRUE GRIT  
Below: Liz Lambert,  
the Austin-based 
hotelier who will open 
her first property 
outside of Texas 
this month, on her 
motorbike in Mexico. 

IN LIVING COLOR  
Above: One of Hotel  
San Cristóbal’s 32 guest  
rooms, featuring locally 
made furnishings  
and Guatemalan fabrics.

THE LIFE AQUATIC 
Above: The pool area 
of Hotel San Cristóbal, 
which overlooks  
Playa Punta Lobos.

STEP AHEAD 
Left: A stairway to the 
Hotel San Cristóbal’s pool 
and yoga deck. Above: 
Nevería La Paloma, a local, 
family-run ice cream store.

FOOD FOR THOUGHT  
Below: Fish and shrimp 
tacos and a michelada 
from El Parguito, a nearby  
taqueria in Todos Santos.

feels like someone’s home,” says J.Crew’s president 
and creative director, Jenna Lyons, a close friend of 
Lambert’s. “And I think that’s something that’s really 
hard to do, but I don’t feel like she’s trying. I don’t 
think she can do it any other way.” 

As Austin has become a more popular travel des-
tination, the Hotel San José maintains its status as 
one of the city’s most sought-after establishments. 
And yet, outside of Texas and the 
hospitality industry, Lambert, a 
former lawyer who was once a pros-
ecutor for the Manhattan district 
attorney’s office, remains relatively 
unknown. 

Conceptually and aesthetically, 
no two Bunkhouse properties are 
alike. The Hotel Saint Cecilia, which opened in 2008, 
is an intimate, 14-room hideaway built around an 
1880s Victorian home in the Travis Heights neigh-
borhood, not far from the Hotel San José. Given 
its secluded setting, the tree-shaded property has 
attracted its share of high-profile guests. In fall 2015, 
the Foo Fighters stayed there to record their five-
track EP, aptly named Saint Cecilia.

El Cosmico, in Marfa, which opened a year later, 
is a wilder concept; it comprises a series of vin-
tage trailers, tepees and tents on the property’s 21 
acres. “She has a great knack for creating a space 
that relates to the location,” Lyons says shortly 

The acquisition installed Lalvani as Bunkhouse’s 
new CEO, while Lambert remains chief creative offi-
cer. “We’d had a number of other situations where 
people were interested in investing or partnering, 
but none of them were really right until Standard,” 
Lambert says. “Culturally, we’re a great fit. Standard 
can continue to grow in these gateway cities and do 
big hotels that have a certain personality, and we’re 

going to do different, more quirky 
things in different markets.”  

The latest to open is the 32-room 
Hotel San Cristóbal, which is part 
of Tres Santos, a new community 
that Chip Conley, Airbnb’s head of 
global hospitality and strategy, first 
brought to Lambert’s attention. 

The airy, ’70s-feeling beachfront haven, situated 50 
miles north of Cabo San Lucas in the small fishing 
town of Todos Santos, offers guests the anti-Cabo 
experience: a place to surf and slow down in a setting 
featuring furnishings crafted in Guadalajara, vibrant 
Guatemalan fabrics and local design elements such 
as stamped concrete tiles. 

The Hotel San Cristóbal is new territory for 
Lambert and her company, but they’ve incorporated 
familiar concepts. Besides offering employment for 
Todos Santos residents, Bunkhouse sought connec-
tions with the town’s community separate from the 
hotel. (The company already applies this strategy 

in Austin, making concert series, workshops and 
holiday parties at the Hotel San José open to the 
public.) In the fall of 2015, the company contributed 
to travel expenses for a game between the Austin 
baseball club the Texas Playboys and a local Todos 
Santos team in the town’s stadium, which both 
American groups—Bunkhouse and the Playboys—
had repainted the day before. 

Lambert’s ties to Texas run deep. She grew up in 
West Texas in Odessa, with three older brothers, in a 
family that was in the ranching business. She credits 
her mother, who loved to travel, and her grandfather, 
a rancher who brought her along to business meet-
ings at grand old hotels, for instilling an early love 
of the hospitality world. After graduating with a law 
degree from the University of Texas, Lambert moved 
to New York in the early ’90s, where she worked in 
Manhattan’s district attorney’s office for several 
years. A job with the Texas attorney general and per-
sonal matters eventually called her back to Austin, 
marking a dark chapter in her life. AIDS and HIV 
eventually claimed the lives of several close friends 
as well as her brother Lyndon (another brother, 
Blake, died of heart failure four months later). 

Lambert suddenly perceived risk and fear of 
failure differently. “I knew that no matter what hap-
pened, I wasn’t going to be buried in debt for the rest 
of my life,” she says of her impulsive decision to pur-
chase her first hotel, the Motel San José, a decaying 

property across the street from Austin’s hallowed 
music venue the Continental Club. 

At first Lambert ran the motel as it was, intend-
ing to convert one room at a time. She quickly 
realized that one or two decent, higher-priced rooms 
wouldn’t be enough to attract a more ideal clientele 
to the motel as a whole. After three years, she finally 
secured financing and enlisted the Austin architec-
ture firm Lake Flato to create plans for the 14-month 
transformation. 

If any Austin-based company embraces the city’s 
famous “Keep Austin Weird” slogan, it’s Lambert’s. 
The sign outside its headquarters on East Cesar 
Chavez Street, which reads Bunkhouse “Corporate” 
Offices, flaunts its disregard for typical big-company 
culture, while its core values, which are distributed 
on large, thick-stock cards, include directives such as 
“Be Real,” “Embrace Adventure” and “Create Magic.”  

Outside-the-box thinking courses through the 
company’s veins as well. “I wouldn’t be doing mar-
keting for another hotel group,” says the director of 
marketing and communications, Isadora McKeon, 
who started at Bunkhouse almost a decade ago as 
Lambert’s assistant. Like Lambert, most employees 
don’t come from hotel backgrounds, which makes for 
less adherence to standard-issue industry practices.

“I think there’s definitely a sense of family in 
how she combines people, and that it has a lot to do 
with alchemy, fun and collaboration,” says Carrie 

Brownstein, who met Lambert in 2012 while writ-
ing her memoir, Hunger Makes Me a Modern Girl, 
in Austin. The musician, writer and actress had 
inquired about a long-term stay at the Hotel Saint 
Cecilia; Lambert offered up her guesthouse instead. 
Brownstein, now a close friend, officiated at Lambert’s 
wedding to makeup artist Erin Lee Smith in 2015. 

Today Bunkhouse counts 300 employees. Sitting 
at the kitchen table of her home in Travis Heights, 
Lambert points toward her living room: “We used 
to have the company Christmas party here,” she 
says. “We could never do that now.” Even more 
employees are likely to join the team to help manage 
several upcoming Austin-based projects, including 
the ambitious, 89-room Hotel Magdalena. The Lake 
Flato–designed structure, a series of five multitiered 
buildings inspired by Texan vacationers’ lake houses, 
is scheduled to open in 2018. And Bunkhouse recently 
took over management of the Austin Motel, located 
next to the Hotel San José. Its 41 rooms will be fully 
renovated by March. 

Looking ahead, Lambert talks of opening hotels 
in more markets (cities such as Nashville or New 
Orleans, perhaps), expanding El Cosmico and poten-
tially launching a budget-friendly, limited-service 
brand of hotels, all of which makes that idea of a 
single-hotel operation seem even more distant. “I 
think that’s part of the fun of it—to keep moving,” 
Lambert says. •

before heading from New York down to Marfa for El 
Cosmico’s annual Trans-Pecos Festival of Music + 
Love. The colorful three-day event in the West Texas 
desert features vendors and musical acts that have 
included Neko Case, Ben Kweller, M. Ward, Patty 
Griffin and Robert Plant.

Even as Bunkhouse’s portfolio grows, Lambert’s 
hands-on role in the design process hasn’t changed. 

The rooms are tapestries of locally made furnish-
ings and eclectic treasures found on her travels, each 
infused with a touch of rock ’n’ roll. 

“It actually just comes from stuff she likes, so really 
it’s an extension of her,” says Amar Lalvani, CEO and 
managing partner at Standard International, who 
met and befriended Lambert while visiting Austin 
about five years ago.  

Lalvani and Lambert started out as friends who 
bonded over their shared industry and interests; today 
they’re colleagues. In 2015, Standard International 
invested a 51 percent stake in Bunkhouse Group (an 
increase from an earlier investment of 20 percent). 

“she has a great knack for creating  
a space that relates to the location.”

—jenna lyons
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Venturing off the beaten 
track brings its own rewards. 
Traditional Thai sabai wrap, 

Vetements x Hanes T-shirt and 
Hermès pants.
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AWAY



WILDFLOWER  
Blow where the 
wind may take you 
in an efflorescent 
print. Gucci dress, 
Balenciaga earrings 
and Oliver Peoples 
The Row sunglasses.

PHOTOGRAPHY BY ANGELO PENNETTA
STYLING BY EMILIE KAREH

Book a ticket to 
Bangkok, where bright, 
playful looks fit in 
with the kaleidoscopic 
surroundings.
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WATERING HOLE
Find a happy place, in an ensemble that’s ready to take the plunge. Ralph Lauren Collection shirt, Norma Kamali swimsuit 

and Alexander Wang pants. Opposite: Louis Vuitton dress.
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MARKET WATCH 
Strolling in balmy weather calls for pieces with airy, freeing cuts.  

Proenza Schouler top, Levi’s C/O Off-White pants, Linda Farrow sunglasses and Emporio Armani shoes.  
Opposite: Louis Vuitton dress, Charlotte Chesnais bracelet and shoes from local market. 
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WEEKEND COMMUTE 
Let loose and live a little in striking prints. Giorgio Armani top and earrings and Maison Rabih Kayrouz pants.  

Opposite: Salvatore Ferragamo top, Norma Kamali swimsuit bottoms and Miu Miu cap. 



83

DUSK TILL DAWN 
Sunset over Bangkok’s Chao Phraya River.  

Opposite: Balenciaga shirt and earrings and vintage pants.
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TRUE COLORS 
When worn with élan, relaxed utility pants can become a wardrobe workhorse.  

Alexander Wang top, model’s own earrings and ring and vintage pants. Opposite: Chanel top, vintage pants, Charlotte Chesnais bracelet 
and Emporio Armani shoes. Model, Mica Argañaraz at DNA Model Management. For details see Sources, page 116.
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F
OUR YEARS AGO we started out with the 
idea that we were only going to remodel 
the wine cellar,” says a smiling Thomas 
Keller, standing outside the French 
Laundry, his landmark three-Michelin-
star restaurant in Yountville, California. 

Dressed in tailored black trousers, leather clogs and 
his customary bespoke Isaia chef’s coat, Keller, 61, sur-
veys what has become a much larger construction site. 

Six buildings have now been demolished on the 
restaurant’s half-acre campus to make room for a new 
1,981-square-foot kitchen; a separate 2,120-square-
foot annex for offices, an area for butchering and 
16,000 bottles of wine; and 9,000 square feet of fresh 
landscape design, including a new dedicated pathway 
onto the property that leads into the dining room.

To enter the restaurant, guests will first pass 
through a row of Japanese maple trees and an open-
air threshold cut into a wall made from local basalt. 
Beyond that, they’ll see the kitchen, skinned with 
contrasting materials. On the left: panels of fritted 
glass. On the right: gray-brown wood treated with 
a Japanese scorching technique known as shou sugi 
ban. “That wood is never painted,” explains Keller. 
“It’s beautiful because of the way it’s burned.”

Keller shrugs at the ambition of it all, as if the 
project, one of the most comprehensive undertak-
ings of his career, were fated to happen. “It’s been a 
bit crazy,” he says, maintaining a zenlike tone. “But 
that’s what the restaurant needed—a total rebuild.”

The idea of renovating the French Laundry carries 
substantial weight.  Corey Lee, the San Francisco–
based chef of the three-Michelin-star restaurant Benu 

and the newer In Situ, worked for Keller at the French 
Laundry for more than six years and helped him to 
open his East Coast flagship, Per Se. Lee describes the 
restaurant as a kind of national treasure, the sort of 
place that can be changed only with tender care. “It’s 
one of the most important restaurants in America,” he 
says, “especially because it’s a fine-dining restaurant 
that has been able to cross over to the mainstream 
and become an emblem of gastronomy for an audi-
ence outside of the usual gourmands. It’s like the 
Fenway Park or Augusta National of the restaurant 
industry. You don’t have to be a baseball fan or golfer 
to appreciate their significance.”

But whereas sports venues can skate by for years 
on mythology alone, restaurants cannot survive on 
lore. Pete Wells, reviewing Per Se, demoted it last 
January from four New York Times stars to two, 
deeming it complacent and static. Knowing that 
restaurants must remain dynamic in their striv-
ing,  Keller has never stopped tweaking the French 
Laundry. Thousands of dishes have appeared on its 
menu over the years. 

The kitchen itself has been quietly built and 
rebuilt several times, mostly without fanfare. 
(During the most recent phase of construction, it 
was set up in four shipping containers, which have 
been sold at auction.) “I’ve always tried to maintain 
this idea of a slow evolution,” says Keller. “So that it 
didn’t really shock anybody coming to the restau-
rant; they still felt as they did when they came the 
previous year, or the previous 10 years. I wanted to 
make sure it was slow. Of course, what you’ll get now 
is enormous in its evolution.”

W
HEN KELLER began thinking 
about changing his restaurant’s 
footprint, only one architectural 
precedent came to mind: I.M. 
Pei’s glass-and-steel pyramid 
at the Louvre. That structure 

was commissioned by French President  François 
Mitterrand in 1983 and added an element of timeless 
modernity to a 12th-century palace that’s one of the 
greatest cultural attractions in the world. 

The French Laundry has humbler origins. Built 
out of fieldstone and lumber in a utilitarian style by a 
Scottish stonemason named Alexander “Gus” Clark in 
the early 20th century, it opened as the Eagle Saloon, 
serving as a bar and brothel for residents of a nearby 
veterans’ home. After liquor was banned within 1.5 
miles of the home in 1906, the two-story building was 
purchased by a young French couple who turned it 
into a steam laundry. It’s been known as the French 
Laundry ever since. 

Keller’s origins are equally humble. His parents 
divorced when he was 4; his father, Edward, who lived 
on property in one of the French Laundry’s cottages 
for the final years of his life, was a captain in the United 
States Marines. During Keller’s childhood in Florida, 
his mother, Betty, managed dining operations at the 
Palm Beach Yacht Club. Keller started his restaurant 
career there as a dishwasher. A later job at the Dunes 
Club, in Narragansett, Rhode Island, inspired Keller, 
in 1977, to pursue cooking at its highest level. “The 
chef there, Roland Henin, was French, and they were 
the most refined, the most acclaimed, they had the 
most skills, the most knowledge. And so—that was it. 

The New 
French Laundry

BY HOWIE KAHN 
PHOTOGRAPHY BY MARK MAHANEY

Thomas Keller turned his California flagship into one of the most admired  
gastronomic temples on the planet. Now, working with architecture firm Snøhetta,  

he’s expanding the premises and updating the kitchen for the 21st century.

REBOOT CAMP 
“That’s what the 
restaurant needed,  
a total rebuild,” says 
chef Keller, seen here 
in the new kitchen of 
the French Laundry, 
scheduled to be fully 
operational this spring. 
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Fine dining. French. That’s when I decided to become 
a chef.”

In 1994, after working his way through the ranks 
in various kitchens in France (at  Guy Savoy and 
Taillevent) and running acclaimed restaurants in New 
York and Los Angeles, Keller, something of a journey-
man at the time, bought the 1,600-square-foot French 
Laundry building from its then owners, restaurateurs 
Don and Sally Schmitt. Including its surrounding 
land, the property cost Keller $1.2 million. He was 
38. That original building now houses the restau-
rant’s dining rooms and can’t be modified much on 
the outside because of its designation on the National 
Register of Historic Places. 

In Keller’s Louvre scenario, it’s this original build-
ing, with its mandate for preservation, that’s the 
palace. It’s also where he began turning the French 
Laundry into a cultural attraction in its own right, 
setting the tone for what fine dining would become 
in America: ingredient-obsessed (in a way that’s now 
the norm), story-driven (one early dish featuring veal 
tongue and beef cheek molded into a squat tower of 
meat was listed on the menu as “Tongue and Cheek”) 
and far less uptight than ever before (dessert offer-
ings included fancy doughnuts). Keller did all this 
while paying homage to classical French technique 
with absolute clarity. 

Keller’s two new buildings look like a pair of mod-
ernist Scandinavian barns, with asymmetrically 
pitched roofs and gables; a continuous strip of glass 
bisects the kitchen horizontally, wrapping around 
two  sides to allow uninterrupted views of the chefs 
at work. While the architectural contrast isn’t as 

dramatic as at the Louvre, Keller nevertheless seemed 
worried about whether his new structures were a 
little disproportionate to the old one. “My impres-
sion’s that they’re too big,” he says. “But my architect 
assures me they’re not. So I have to trust him.”

It was another museum project—a three-year, 
$305 million expansion of San Francisco’s Museum 
of Modern Art, completed last May—that influ-
enced Keller’s decision to hire the architecture 
and design firm Snøhetta and its co-founder Craig 
Dykers. While considering possible collaborators for 
his project, Keller had been looking for a firm with 
Scandinavian sensibilities. “Simplicity of materials, 
simplicity of design, but very impactful,” he says. He 
wanted to dedicate even more of his property toward 
ensuring his restaurant’s 62 seats remain worthy 
of his legacy, without completely overshadowing 
his restaurant’s history. It also thrilled Keller that 
although Snøhetta has roots in Norway (the firm’s 
new design for that country’s paper currency goes 
into circulation this spring), Dykers is American 
and is based in Brooklyn. Conflating European and 
American architectural attitudes seemed to dovetail 
nicely with the restaurant’s approach to food and its 
strong ties to French technique. 

Snøhetta had a number of significant commissions 
under its belt: the Pavilion at the National September 
11  Memorial & Museum at the World Trade Center 
in New York City, a revival of the ancient Library of 
Alexandria in Egypt and the Norwegian National 
Opera & Ballet complex. Restaurants, however, aren’t 
exactly  Snøhetta’s sweet spot. “We’ve done several 
in Oslo,” Dykers points out, “but none that you would 
have heard of. This is simply in another league alto-
gether. I don’t think anything in restaurant design 
really compares to the French Laundry kitchen.”

Keller himself is consumed by questions of 
design—especially kitchen design. “The dining room 
is a beautiful place to work,” he says. “We’re trying to 
make our kitchen the same.” Getting to that point has 
required a collaboration—between  Keller, Snøhetta 
and the Berkeley, California–based design and archi-
tectural firm Envelope A+D—as well as the efforts of 
the kitchen specialists at Harrison & Koellner LLC, 
whose principal, Tim Harrison, has worked with 
Keller for more than 20 years. 

Everyone associated with the $10 million endeavor, 
however, confirms that Keller remains its  leader. 
“Architects have their own egos,” says Dykers. “But 
I think in this particular case, you’re working with 
someone who knows their craft so well that they’re 
able to guide us.” Keller, in return, refers to his col-
laborators as interpreters, “draftsmen,” he says, 
“drawing the things we tell them to draw.” 

Before becoming a chef, Keller considered making 
architecture his vocation. “I designed Rakel, my first 
restaurant, myself,” he says. He has since had a hand 

in designing the 13 restaurants and bakeries he cur-
rently owns, including his upcoming riff on a classic 
American steakhouse that he’ll open in Manhattan’s 
Hudson Yards development in 2018 (other serial col-
laborators include the designer Adam D. Tihany and 
Laura Cunningham, Keller’s fiancee and vice presi-
dent of branding for the restaurant group). 

Keller has also designed a line of cookware for All-
Clad, silver servingware and barware for Christofle 
and porcelain dinnerware for Raynaud. Not every 
design has been open to the public. When Keller 
moved to New York City in 1982 and found the size of 
his one-bedroom Upper West Side apartment a little 
confining, he sketched and commissioned an all-in-
one piece of furniture to relieve his spatial issues. “It 
was walnut veneer and had eight drawers, two side 
tables, bookshelves and a pull-down desktop that I 
could use while sitting in bed,” he says.

Since construction began in earnest in December 
2014, Keller has put his know-how into practice at 
the French Laundry’s weekly contractors’ meetings, 
held mostly on Wednesdays in a trailer toward the 
back of its 3.1-acre farm. While bundles of greens 
are being harvested for dinner service, Keller 
sits inside, at the head of the table, weighing in on 
decisions about drain width, drywall, Dekton, roof-
ing and whether the terrazzo flooring has enough 

BLUE HEAVEN  The front entrance to the restaurant. 
Left: A detail of the French Laundry’s new architecture.

AMUSE-BOUCHE  Macarons and chocolates, among 
the thousands of items and dishes that have appeared on 
the French Laundry’s evolving menu over the years. 
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slip-resistance to keep chefs from losing their foot-
ing on wayward consommé. 

During one meeting, the big news is that the fritted 
glass panels have finally been approved. They’ve taken 
months to produce, having started out as sketches 
the SnØhetta team made while watching chefs grind 
through lunch and dinner services in the kitchen at Per 
Se. (Although on different coasts, Per Se and the French 
Laundry have a kind of symbiotic relationship; they 
inspire and push each other, and the chefs at one can 
always see the chefs at the other via closed-circuit TV.) 
Keller wanted the exterior of his new French Laundry 
kitchen to be clad in glass to suggest transparency. 
Dykers proposed adding an element of abstraction. 
“We tracked the chefs’ fingertips,” says Dykers. “That’s 
the print you see on the glass. It’s not immediately obvi-
ous, but you can feel the movement. Then, we colored 
the movement in, in green and brown so that it would 
blend with the garden outside the restaurant and 
kitchen. It’s two metaphors working together. The nur-
turing garden, the movement of the chefs’ hands.” 

Inside the kitchen, which diners will be able to tour 
upon request, there’s more symbolism at work. “We’re 
calling the ceiling The Cathedral,” says the restau-
rant’s 36-year-old chef de cuisine, David Breeden. 
Made of glass-fiber-reinforced gypsum, it drapes 
down like a piece of suspended linen, partly concealing 

the hoods and vents that typically hang exposed, just 
above the cooking surfaces. Generous skylights are 
carved into the apex. The design resembles the curved 
cuff of Keller’s Isaia coat, but he points out that it’s a 
statement about tablecloths and aprons, too, fabrics 
at work in both the front and the back of the house. He 
says the material will feel linen-like to the touch. 

  

B
EFORE BREAKING ground, Keller had 
considered another approach entirely. 
“There was an idea to just move the 
whole thing across the street,” he 
says—dig up the farm and plant a res-
taurant in its place. “We did a sketch 

for it,” Dykers adds. “I was conflicted with the whole 
thing,” says Keller, “because the restaurant has a 
reputation for being one of the top restaurants in the 
world. And it doesn’t represent that sense of luxury, 
like when I walk into Michel Bras, where you have 
these extraordinary architectural buildings. We 
don’t have that. It’s just a very modest building that 
we’ve had to kind of nurse along.” 

One reason the start-from-scratch approach didn’t 
happen is that Keller got stuck on the restaurant’s 
name. If it moved, would he have to change it? “At the 
end of the day,” says Keller, still visibly relieved he 
chose to build around his original structure, “that’s 
not the French Laundry. What would I call it? The 
French Laundry Across the Street?”

As months passed, Keller, whose kitchens are 
all adorned with a clock captioned with the words 
“sense of urgency,” had to come to terms with the 
fact that his slow evolution had become even slower 
than expected. He originally envisioned a fully 
updated French Laundry for the beginning of 2016. 
“My timeline was unrealistic,” Keller recently told 
me, explaining that things like drilling 500-foot-
deep geothermal wells, getting the bullnosing on the 
Dekton just right and his exacting production stan-
dards for the fritted glass panels conspired to nearly 
double the length of the project. “It’s all required a 
kind of patience I don’t necessarily have,” he says, 
“but I’ve had to learn to develop it.” 

Dealing with the fallout from the New York Times’s 
negative Per Se review also demanded Keller’s tol-
erance and time during an already intensely busy 
year. Besides working on the French Laundry, he 
was building a chocolate factory in Napa with Italian 
olive oil magnate Armando Manni and concluding 
three years of research with scientists in Florence to 
develop a process for manufacturing chocolate that 
preserves more of its antioxidants. Still, he made the 
effort to pen a public apology that ultimately read like 
the restaurant-world equivalent of a Coach Taylor 
halftime speech from Friday Night Lights. In it, Keller 
swings from sincere contrition (“We are sorry we let 
you down”) to impassioned motivation (“When we 

fall short, we work even harder”). He also flew to New 
York to address his Per Se staff in person, before trav-
eling to each of his 11 other establishments to give 
the same speech. In November, 10 months after the 
Times takedown, Per Se retained its three-Michelin-
star rating, meaning Keller remains the only chef in 
America with three stars in two places. 

Still, anxiety was a byproduct of all the waiting 
to complete the new kitchen, especially at the con-
struction site. “There were a lot of fears,” says Keller, 
having admittedly spent many hours second-guessing 
his design decisions and worrying over what he might 
have missed. He also feared that his 22-year-old res-
taurant was vulnerable to its age. “We hope what we 
do still has great value for guests who want to see us,” 
he says. Further, Keller got tired of looking at samples 
and renderings. But one day late last year, as his team 
began to remove the fritted glass’s protective wrap-
ping for the first time, Keller delighted at finally seeing 
his vision in real life. “It was this magical moment,” he 
says, “glimmering, shimmering and quite impressive. 
I felt a huge relief to see all the planning pay off.” 

Last winter, long before the construction site had 
begun to resemble the new French Laundry, Keller 
already had ideas about its next phase. He looked 
to the edge of his property, out beyond where the 
Japanese maples would go, where he’d recently 
purchased an adjacent inn. Keller said he’d soon be 
building a small hotel there. “It’s just a natural exten-
sion for the restaurant to have rooms available, too,” 
he says. “My goal is to be able to retire from my other 
stuff and reimmerse myself in the French Laundry—
even more than in the past.” •

REAR WINDOW  A view into the kitchen; the window 
bisects fritted glass panels, at top and bottom. 

WAVE THEORY  Satsuma mandarin oranges, a Bosc 
pear and Fuyu persimmons. Opposite: A section of the 
glass-fiber-reinforced gypsum ceiling in the new kitchen. 

“We are calling  
the  ceiling in 

the kitchen the 
catheDral.”
–DaviD breeDen



I 
USED TO WEAR BASKETBALL SHOES,” says Alexander Wang, explaining that  
he stopped because they too often featured fat tongues and bloated uppers. 
“My legs are skinny,” he says, laughing. “I started looking like Mickey Mouse.” 
But now the fashion designer has solved his footwear dilemma, thanks to his 
new collaboration with athletic giant Adidas.  

Lifting his leg up from under his banquette at Tribeca’s Roxy Hotel, in New 
York City, Wang, 33, reveals a black high-top with a nylon-elastic cuff hugging the 
ankle, a perforated toe and angular panels of leather and suede. Its sole is tricolor: 
black rubber in the front; gum, in the manner of a traditional Adidas Samba soccer 
shoe, at the heel; and a strip of Adidas’s proprietary white Boost filling out the mid-
dle. Wang worked alongside Adidas Originals’ vice president of design, Nic Galway, 
44, to create the sneaker. “We weren’t trying to use fashion materials,” Galway says 
via phone. “We originally cut up everything by hand and patched it together.”

For Wang, the shoe represents the ethos of Adidas Originals x Alexander Wang, 
the 84-piece unisex collection of clothing and footwear that he and Galway created. 
“I really wanted to do something that felt DIY,” Wang says, noting that with mass 
production, the designer’s hand often disappears. 

Galway, who has worked on previous collaborations with Yohji Yamamoto, Rick 
Owens, Stella McCartney and Kanye West, first met Wang the day after his 10th-
anniversary fashion show in New York City in the fall of 2015. Soon Galway invited 
Wang to visit the Adidas archives, near Nuremberg, Germany. While archivists 
presented historic objects such as Jesse Owens’s track spikes and Muhammad Ali’s 
training boots, Wang was taken by more utilitarian pieces. “Like the uniforms we 
made for Olympics referees,” Galway says. “Or the stitching on the archivists’ gloves.”

Wang’s runway designs often include references to athletic wear and sports cul-
ture. He’s shown knit dresses inspired by sneakers, sweatshirts with football-style 
shoulder pads and a white fur scarf that resembled a locker room towel. But the 
designer wondered if, in the oversaturated athleisure market, he’d have anything 
new to add. By taking classic Adidas stalwarts like track pants, jerseys, hoodies and 
T-shirts and introducing high-design concepts, Wang found his way. For example, 
“We turned the famous Adidas trefoil upside down,” he says. “It’s symbolic. Starting 
over and tearing things up are always the most inspiring moments for me.” Prices 
are more accessible than luxury fashion, ranging from $80 to $450.

Distribution tactics were somewhat subversive too. The collection began to be 
released in January in Adidas stores, Alexander Wang boutiques and online, but a 
capsule collection was sold on the streets of Tokyo, London and New York last year, 
with lines lasting as long as 13 hours to buy the all-black pieces. “This new drop has 
more iconic Adidas colors,” says Wang, “like the firebird blue, the Stan Smith green 
and the soccer-jersey orange.” 

Already working on a second season with Galway, Wang notes that friends have 
been more interested in his Adidas designs than his runway offerings. “They know 
they can wear this every day,” he says. “They’re like, ‘Where’s my sample?’ ” •
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Designer Alexander Wang has partnered with 
Adidas Originals on a unisex collection  
equally suited to relaxing—or running—in style. 

Sole Search

TRUE STRIPES  
Anna Ewers and 

Alexander Wang in his 
new collection with 

Adidas Originals. Both 
in Adidas Originals by 
Alexander Wang logo 
T-shirts, track pants 

and sneakers. Hair, Tina 
Outen; makeup, Zenia 
Jaeger. For details see 

Sources, page 116.
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STYLING BY CLARE RICHARDSON

Throughout her 20-year career,  
Michelle Williams has never shied away from 

a challenging film role. When it comes to  
her life off-screen, she’s equally courageous.

THE  
REAL DEAL

U
NOBTRUSIVE AS A SHADOW, she slips into Fort 
Defiance wearing black jeans and a fisherman’s 
sweater as pale as her tousled hair, which looks as 
if she just rolled out of bed—except that she never 
went to bed last night. She’s the opposite of a diva 
making an entrance; this is a woman who knows 

how to hide in plain sight, with no makeup, no frills, no attention-
grabbing gestures. In this busy restaurant in Red Hook, Brooklyn, 
she seems to inhabit a bubble of stillness; it’s easy to see why one 
critic described her as “a slight, unprepossessing person” in a 
review for the 2011 film Meek’s Cutoff. But when the wagon train 
of settlers gets lost in the wilderness and the men can’t figure out 
what to do, it’s her character who takes charge and becomes the 
unlikely heroine.

Now Michelle Williams has done it again. In Manchester by the 
Sea, Casey Affleck dominates the action as a handyman whose life is 
wrecked by an unbearable tragedy. As his ex-wife, Randi, Williams 
spends only a few minutes on-screen—and yet she commandeers 
the movie with her gut-wrenching portrayal of an ordinary woman 
mustering the emotional courage to endure the unendurable.  

“The thing that moved me about her wasn’t her sadness,” 
Williams says after ordering a chai latte. “It was her bravery 
that moved me to tears. To think about somebody who could do 

THE CHANGELING   
“She’s a real chameleon,” 

says Kenneth Lonergan, 
who directed Michelle 

Williams in Manchester 
by the Sea. “I prefer 

character actresses who 
can transform themselves 

rather than just playing 
themselves over and over 

again.” Thom Browne 
jacket, Acne Studios 

shirt, Jeffrey Rüdes tie, 
RE/DONE Levi’s jeans and 
vintage Converse sneakers. 
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“the past—you 
might be done 

with it, but  
it’s not done 

with you.”
—michelle williams

that—because if it happened to me, I wouldn’t be 
so brave. Sometimes your mind drifts there, to the 
worst thing you can possibly imagine, and you say, 
How would I cope with the unimaginable? I can’t 
imagine going on.”

Written and directed by Kenneth Lonergan, the 
film is so bleak it seemed an unlikely candidate for 
wide renown, let alone the Oscar buzz it’s gener-
ated. But for Williams, who has already received 
Golden Globe and SAG award nominations as best 
supporting actress, Randi was the latest in a long 
line of idiosyncratic roles that are as unpredictable 
as she is. It’s hard to believe that the sensual beauty 
who played the ultimate sex goddess in My Week 
With Marilyn is the same person as the neglected 
wife of a closeted gay cowboy in Brokeback 
Mountain, or the driven nurse fed up with her dis-
appointing husband in Blue Valentine—and yet 
Williams earned Academy Award nominations for 
all three performances. 

“She’s a real chameleon,” says Lonergan. “I prefer 
character actresses who can transform themselves 
rather than just playing themselves over and over 
again, and Michelle is a brilliant actress with incred-
ible range and power.”

She is also a woman who understands paralyzing 

grief. Like Randi, a mother forever shattered by a 
malevolent moment of fate in Manchester by the Sea, 
Williams is a mother who has spent years trying to 
recover from an irreparable loss. 

After Williams and the Australian actor Heath 
Ledger got involved while filming Brokeback 
Mountain in 2004, they moved with dizzying speed 
from the euphoria of new love to the responsibilities 
of parenthood. Williams had just turned 25 when 
she gave birth to their daughter, Matilda, in 2005. 
She and Ledger separated two years later, and five 
months after that he died of a drug overdose at 28.    

The demands of single motherhood have dictated 
Williams’s personal and professional choices ever 
since. When we meet for brunch, she’s just spent 
the weekend in Los Angeles promoting Manchester 
and flown back to New York on the Sunday red-eye in 
order to greet her daughter on Monday morning. “I 
wanted to come home, but arriving home as some-
one who is tired doesn’t always leave you in the best 
state,” she says. “I got there in time to wake her up 
and make her breakfast and be late for school. I was 
trying to do all of it, but there are loose ends.” 

Although it’s only 11 a.m., Williams has already 
squeezed in a costume fitting for The Greatest 
Showman, the movie musical she’s shooting in 

Brooklyn with Hugh Jackman, who stars as P.T. 
Barnum. For Williams, this has been a busy season; 
in addition to Manchester, the closing months of 2016 
brought the release of Certain Women, which stars 
Williams, Laura Dern and Kristen Stewart.

“Two tiny parts in two tiny movies I never 
expected anyone to see—that’s really the only film 
work I’ve done for three and a half years,” Williams 
says. “It seems busy now, but that comes on the heels 
of a lot of space, a lot of waiting. It’s been a slow time, 
as far as making movies is concerned.”

Williams compensated with two major roles on 
Broadway, starring in Cabaret as the hard-partying 
Sally and in Blackbird as the furious, heartbroken 
Una, who is struggling to come to terms with the sex-
ual relationship she had with a middle-aged neighbor 
when she was 12. Such parts can be harrowing, but 
Williams is eager for more stage work.  

“I look forward to going back as soon as possible,” 
she says fervently. “It’s harder than movies, and I’m 
hooked on the hard thing. I believe in the hard way. 
Long recipes, no shortcuts. I like things that take 
time. We only have so much time; we only have one 
life. That’s time I want to spend on things that really 
are worth time.” 

When I ask if eight performances a week ever 

tempted her to phone it in, Williams looks horrified. 
“Never!” she exclaims. “Every night you’re thinking 
this is an opportunity to do the best show you’ve ever 
done. My work is the place I allow myself to take risks 
that I don’t necessarily in my day-to-day life. The 
worst that can happen in my work is that I’m bad, and 
that makes it harder for me to get the next job. But 
my friends will still love me, and my daughter will 
still think I’m great.”

Finding suitable film roles is tougher, and their 
demands often conflict with her daughter’s needs. 
“I think about work and how to do both all the 
time,” Williams says. “I worry about the next job 
and when it’s coming and will I be able to get it, but 
when you’re looking at something, there’s also the 
criteria of timing, the school calendar, the location, 
the duration and just where we’re at as a fam-
ily. How much does this work for me as a person, and 
how much does this work for my family? Sometimes 
they balance up perfectly, and sometimes they lean 
in one direction.”

But Williams can no longer pack up her 11-year-
old daughter and bring her along while shooting a 
movie. “We haven’t been on location in five years; I 
haven’t taken jobs that put us on the road,” she says. 
“Everyone told me to travel while she’s young, but 

they hit a certain age, and they want a life. So we’re 
stuck—in a good place. There’s a lot of constancy. 
She’s in such a good place that I don’t worry about the 
stability of our unit when I have to go back to work.”

Maintaining a happy family life is Williams’s top 
priority, but the logistics aren’t easy. After Ledger 
died, she and Matilda continued to live in their 
Boerum Hill townhouse, which was spacious enough 
for Williams’s mother, sister, brother-in-law and 
assorted friends to live there on and off. When she 
finally moved, she found it excruciating to give up 
the home they had shared with Matilda’s father. 

“At that time, I was inconsolable, because I felt, 
How will he be able to find us? This is where we lived, 
and he won’t know where we are,” she says, dabbing 
away tears. “And now I can’t believe I thought that. 
Maybe what’s making me cry is I feel sad for the per-
son who thought he won’t be able to locate [us].”

She shakes her head. “The past—you might be 
done with it, but it’s not done with you.”

Leaving that house forced Williams to sacrifice 
the comforting presence of her extended family. 
“Everyone dispersed,” she says. Her mother and sis-
ter moved to the West Coast, and Williams rented an 
apartment in Red Hook for herself and Matilda.

But the dislocation brought unexpected benefits. 

“I got very lucky with this rental building situation,” 
Williams says. “I didn’t know anyone there, but we’ve 
made friends. It’s a modern family. I have a best friend 
next door, and a grandma and grandpa down the hall. 
There’s Rosie and J.P.—Rosie will see me in the eleva-
tor and say, ‘You look tired—you need to take better 
care of yourself,’ and then bring over a lasagna. And 
there’s Kate and her daughters. There’s a building 

HAPPY DAYS   
“She’s so luminous she’s 

like Grace Kelly,”  
says Hugh Jackman, who 

stars as P.T. Barnum 
alongside Williams 

in the upcoming film 
The Greatest Showman. 

“We’re singing and 
dancing and having the 

time of our lives.” Schott 
NYC leather jacket, 
Vince muscle tank,  

RE/DONE Levi’s jeans 
and vintage leather belt.
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ethos of ‘What do you need?’ and ‘What can I do?’ ” 
Such support helps Williams handle the inevi-

table crises of single motherhood. “A sickness can 
absolutely bring us to our knees,” she says. “Who do 
I call? Our next-door neighbors—and they’re there in 
30 seconds. It really is fantastic.”

Williams doesn’t have a romantic partner at 
the moment, although she has had several rela-
tionships in the past nine years. “I have not gotten 
married because I have not had a person to whom I 
would—so I have not let my sense of conformity or 
duty override my instincts,” she says. “It’s hard to 
romanticize romance when you’re 36. When you’ve 
been a parent for 11 years and you’ve done it alone, 
you don’t have romantic ideals, because you have a 
practical understanding that you can do it by your-
self. The romantic idea of meeting your person and 
having a storybook family life that looks like the 
model you grew up with—that doesn’t really exist 
for me. It’s a little bit difficult to contend with a 
feeling of failure for not living up to a standard of 
normal. Sometimes it can feel alienating; at school 
functions, there’s only two of us single mothers. 
Everyone else has a partner, so we buddy up. But I 
have a family; I have the thing you typically get mar-
ried for. I live in a commune.”

In reality, Williams never had a storybook family 
life, even as a child. Born in Kalispell, Montana, she 
was the daughter of a homemaker and a stock and 
commodities trader who ran and lost two U.S. Senate 
races as the Republican nominee. When Michelle 
was 9, the family moved to San Diego, and she began 
working as an actress in California. At 15, she filed 
for legal emancipation from her parents so she could 
circumvent child labor laws while pursuing her act-
ing career. By the time she was 16, she was starring in 
the television series Dawson’s Creek as Jen Lindley, a 
wild-child character she once said she understood 
because both of them grew up “too fast.”

Ever since her adolescence, work has provided 
the essential constant that structures Williams’s 
life. “It’s the thing I’ve always done. It’s the thing 
I know how to do,” she says. “It’s the thing that 
makes our life work. It’s how we buy groceries. In the 
times when my self-esteem has been so thin as to be 
untraceable, there’s always been a thread of work to 
hang onto. When I’ve felt without a sense of identity, 
there’s been work. Now I have a more well-developed 

sense of self and of defining personal accomplish-
ments, so it’s not the same kind of substitute for self 
that it once was.”

That shift has permitted her to enjoy time off dur-
ing summers when she and Matilda spend school 
vacations “doing nothing” at their country house 
in upstate New York. If parenting is an ongoing 
challenge, Williams has learned to take the long 
view. “Whatever you’re struggling with, just wait a 
while—it’s a moving target,” she says. “As soon as 
you get good at something, that’s a sure sign you’re 
done with it, and they’ve moved on. But the chal-
lenges are the norm. They don’t mean I’m doing 
something wrong, and I’m an idiot and haven’t fig-
ured it out. The challenges are life itself.”

Williams has also developed a longer perspective 
on the events that defined her early adult life. In 2011, 
when I first met her, three years had passed since 
Ledger’s death. “My heart was broken,” she admit-
ted at the time.

By coincidence, Randi says the exact same words 
in Manchester when she finally tries to talk with her 
ex-husband about the catastrophe that destroyed 
their lives: “My heart was broken. It’s always going 
to be broken.”

“Who hasn’t said at some time in their life, ‘My 
heart is broken’?” Williams says. “ ‘There is a crack 
in everything; that’s how the light gets in,’ ” she adds, 
quoting Leonard Cohen’s song “Anthem.” “Even if it’s 
not true, I needed it to be true. You need some way to 
justify and make sense of the brokenness, make some 
sort of purposefulness. There’s something to learn 
there. The learning might not be positive; it can be 
really hopeless. I’m still thinking—it’s never really 
over. But there’s more time in between the waves. 
They still break over you, but you have more time to 
swim and catch your breath.”

Over time, she has learned a tough lesson. “When 
you find yourself in hell, the best thing to do is keep 
going,” she says. “Don’t stop. Put one foot in front of 
the other. The territory keeps changing, but it won’t 
change if you sit down. Keep moving.”

Williams has also rethought the frontier ethos 
she absorbed as a child. “I wish I hadn’t had the 
Western pioneer mentality of ‘I did this all by 
myself,’ ” she says. “It’s a hard concept for self-
made people. Self-reliance is my motto, and I didn’t 
want to let go of it. It was very difficult for me to 

come to terms with the fact that I needed help.”
She knows better now. “Reach out,” she says. “Pick 

up the phone and call a friend. That’s my only regret. 
I wish I had asked for more help. I still experience 
a slight pang of shame about needing something, 
about burdening someone, but I override that. It’s a 
reciprocal relationship. When you ask someone for 
help you’re allowing someone else the opportunity 
to give, and that’s one of the secrets of happiness, to 
do good for others.”

In the past, her choice of roles has often seemed 
punishing. Williams has made three low-budget 
independent films directed by Kelly Reichardt 
(Wendy and Lucy, Meek’s Cutoff and Certain Women), 
playing difficult parts that sometimes required her 
to work for scale instead of movie-star paychecks. 
“When we sent her Wendy and Lucy, I’m sure there 
was no one telling her it was a good idea to make that 
movie,” Reichardt recalls, “but she can make up her 
own mind. In Certain Women, she’s not a character 
that’s easy to relate to; it’s a hard role, but she needed 
no convincing, and she didn’t want to soften her up. 
She was totally in for playing a woman who a lot of 
audiences were not going to like; there was not one 
minute that Michelle wanted to make that character 
into someone you’d fall in love with.”  

But these days Williams is reaching for other pri-
orities. Performing in Cabaret was so rigorous she 
often went home crying. “That was a bruiser,” she 
says. “Matilda’s pediatrician asked me how I was 
doing, and I said, ‘The show is driving me into the 
ground. It’s very difficult.’ He said, ‘Surely there’s 
access to joy somewhere out there.’ I thought, I just 
have to find the joy.” 

Filming The Greatest Showman has helped. 
Williams plays Charity, the wife of P.T. Barnum, and 
theirs is “a truly great love story,” Jackman says. 
“She’s so luminous she’s like Grace Kelly. It’s a really 
joyful part, and it’s a very happy set. We’re singing 
and dancing and having the time of our lives.”

For Williams, such exuberance is quite a depar-
ture from the emotionally tormenting roles she 
usually chooses to play. These days she loves going 
to work, and she seems genuinely surprised by how 
much fun she’s having. She’s also excited about play-
ing Janis Joplin in Janis, the upcoming movie that 
will be directed by Sean Durkin.

“I’m having a blast,” Williams says. •

“in the times when 
my self-esteem has 
been so thin as to 
be untraceable, 
there’s always 
been a thread of 
work to hang onto.”

—williams

IN HER SHOES   
“When you find yourself 
in hell, the best thing 
to do is keep going,” 
Williams says. “Don’t 
stop. Put one foot in 
front of the other. Keep 
moving.” Boss turtleneck, 
RE/DONE Levi’s jeans, 
vintage leather belt 
and Cole Haan loafers. 
Hair, Esther Langham; 
makeup, Sabrina Bedrani; 
manicure, Allison  
Burns. For details see 
Sources, page 116.
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BY TOM DOWNEY   PHOTOGRAPHY BY QUENTIN DE BRIEY

For centuries, the scenic Himalayan region of Ladakh, India, forged its tranquil identity 
in relative isolation. Will it survive the forces of globalization?

Ladakhi Mountain High 

SEPARATE PEACE  
The Jama Masjid, a Sunni Mosque, in Leh. On a recent visit to Ladakh, the Dalai Lama noted that the region’s Buddhists and Muslims coexist harmoniously: 

“This is something very precious that you must preserve.” Opposite: The road to Turtuk, near the Pakistani border.



PEAK ATTRACTIONS
Left: A police car parked at Leh’s Kushok Bakula Rinpoche airport; at more than 10,000 feet above sea level, it’s one of the 

highest-altitude airports in the world. Right: A hand-painted road sign on the way to Turtuk. 
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I
N THE VILLAGE OF THIKSEY, a group of women stands outside the gates of 
an ancient whitewashed monastery. Removing sunglasses and donning 
large, looped earrings, gold-embroidered jackets and hoods adorned 
with Tibetan turquoise, they prepare for the arrival of a special guest to 
this part of Ladakh: the Dalai Lama. The roughly 500-year-old monas-
tery has been given a face-lift for the occasion—a fresh coat of paint and 

a new outdoor meeting space, with thousands of colorful prayer flags fluttering 
overhead. My guide, Nawang Phunchok, who grew up in this village, helps the 
women fasten fur-lined capes and adjust intricate metalwork necklaces. When 
everyone is fully dressed, he snaps cellphone photos to preserve the moment for 
Facebook and Twitter.

His Holiness’s visit to Ladakh, in the state of Jammu and Kashmir, in the 
northeast corner of India near the borders of Pakistan and China, stems from 
the fact that nearly half of Ladakh’s population now practices Tibetan Buddhism. 
(The religion arrived roughly 2,000 years ago, hundreds of years before it flour-
ished in what is now called Tibet.) The sect led by the 81-year-old Dalai Lama—the 
Gelugpa, or Yellow Hat sect—is one of the most popular forms of Buddhism in 
Ladakh. This spiritual connection to Tibet is echoed in the local architecture, 
notably in Thiksey’s monastery, which is modeled on the Potala Palace in Lhasa. 

Unlike Tibet, however, where Buddhism has been under siege from China 
for decades, Ladakh allows the religion to thrive in the monasteries that dot 
this high mountain plateau and attract children as young as 6 or 7 to train as 
monks. Tibet is occupied by the Chinese government, which forced the Dalai 
Lama into exile in 1959 and seeks to limit his influence. Ladakh enjoys almost 
total religious freedom and is one of a handful of places on earth where Tibetan 
Buddhism is alive and unfettered.

On my first morning in Ladakh, I awake in a white tent outfitted with a private 
patio that commands a glorious view across an empty valley. In the misty dawn, 
the towering monastery rises like a medieval mirage. On my way to morning 
prayers, I walk through the grounds of my hotel, TUTC (The Ultimate Travelling 
Camp), which offers safari-style accommodations in two Ladakh locations: here 
in Thiksey, just outside the city of Leh, and in Nubra, a remote mountain valley a 
day’s drive north across one of the world’s highest passes.

I climb the stairs to the monastery’s rooftop and stand next to two teenage 
monks wrapped in maroon robes. Each picks up a brass horn and begins to blow 
discordant notes that ring out across the valley. Below us, on cue, dozens of 
monks file into the prayer room. Inside they are met with an explosion of color: a 
circle of bright orange drapery dappled in sunlight from a skylight and hundreds 
of paintings of the Buddha in his various incarnations, some bearing a patina, 
others shiny and new. After an hour or so of chanting, the youngest monks pour 
cups of tea made with yak butter and distribute handfuls of ground, powdery 
roasted barley. Senior monks, still seated, pause in their prayers to mix the liquid 
and grain by hand in wooden vessels before consuming this first meal of the day. 

After prayers, I sit with Phunchok’s uncle, Chamba Norfail, a 37-year-old monk 
who has lived here for nearly three decades. “When I joined this monastery,” he 
says, “there were 56 students. Now there are just 15 or 16.” Today, he and many 
other monks own cellphones. Norfail speaks English well and likes to communi-
cate with the monastery’s foreign visitors to learn about the world beyond Ladakh. 
He tries to reckon with the spiritual dimensions of the global shift toward mod-
ernization. “People today are taking the short route to happiness,” he says. “But 
it’s certain that only internal things can provide us with permanent happiness.”

T
HE MOUNTAIN KINGDOM OF LADAKH, long known as Little Tibet, 
was for centuries an important nexus among Central Asian trad-
ers who sought pashmina wool shorn from sheep grazing in the 
high-altitude Changthang region. Under Indian rule, after parti-
tion in 1947, Ladakh was caught up in conflicts between India and 
Pakistan, and later with China. When things finally settled down, 

India allowed tourists to enter the district in 1974. Even with its steady flow of 
Central Asian traders (and later foreign tourists), geography kept Ladakh iso-
lated. The two mountain passes into the region—from Kashmir to the west and 
from Himachal Pradesh to the south—are crossable only in summer months. For 
centuries, the area remained cut off for most of the year.

Air travel and migration from neighboring lands eventually brought a surge 
of cultural and economic influences from India. In the mid-1990s, when I first 
visited, traditional Ladakhi dress was still in favor. Today, dark-colored cloaks 
have given way to other, nontraditional styles of dress. Some younger Ladakhi 
women have adopted Indian styles, such as the shalwar kameez (a combination 
of loose-fitting pants and a long tunic). Leh is also now wired to the outside 
world, albeit with an internet connection that seems to fail daily. Many remote 
villages remain cut off by inclement weather or poor telecommunications, but 
their isolation may not last much longer.

Tourism in Ladakh tends to emphasize the region’s Buddhist heritage, but 
part of what sets Ladakh apart from Tibet and Bhutan, other Himalayan enclaves 
that embrace similar spiritual practices, is its multireligious identity. The Dalai 
Lama noted this during his speech in Thiksey. “Here in Ladakh,” he said, “I am 
happy to see that Buddhists and Muslims have good relations and live together in 
peace. This is something very precious about Ladakh that you must preserve. It’s 
a treasure that others in India and the world at large may admire.”

For a non-Buddhist perspective, I went to meet Gulzar Hussain, a Ladakhi 
Muslim whose family has lived in Leh’s old city for seven generations and who 
now runs a local mountaineering company, Frozen Himalayas. Hussain takes me 
to see his grandfather, who sits on the carpeted floor in the living room of their 
ancestral home, perched atop a labyrinth of lanes. Muhammad Hassan, now in his 
early 90s, says that long before Ladakh had motorized vehicles he made a living 
as a tax collector, chasing down scofflaws on horseback as a member of the maha-
rajah’s police force. After serving some tea and juicy apricots, Hassan explains 
that before cars and navigable roads came to Ladakh, the local government main-
tained stables at locations across the land. As he went about his rounds, he could 
stop and change out horses, not unlike the system behind today’s Zipcars.

Later Hussain—who at 29 still recalls a time when electricity was scarce 
and water came from a public tap—leads me through the alleyways of the old 
city. Leh is in the midst of massive change, he says, with a controversial plan to 
rebuild the central market. The project, already underway, aims to install run-
ning water and sewage infrastructure in a dense downtown zone that has never 
seen indoor plumbing. A separate planned hydroelectric plant will eventually 
provide a stable 24-hour source of electricity.

The move to modernize has brought sacrifices and trade-offs: Dozens of 
mature willow trees that once lined the bazaar have already been hacked 
down, Hussain says. New stones have been laid to replace dirt roads; at the 
same time, cars are now forbidden to enter the market street. Despite these 
changes, all along the main boulevard I encounter the same sorts of vendors 
I’d seen two decades ago, seated aside piles of dried fruit, exotic spices and 

“PeoPle are taking the short route to haPPiness.  
but only internal things can Provide Permanent haPPiness.”

–chamba norfail



RUG LORDS
Young men selling carpets in the market in Leh. “In every village, at least one person used to know how to weave,” says Jigmat Norbu, 

co-owner of a fashion venture in Leh. “Now hardly any people know how, because they started buying ready-made things.”

FIT FOR A KING 
A room inside what is known as the Royal Palace in Turtuk, a village that became part of India in the 1970s  

and was opened to tourists a few years ago.
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ON TOP OF THE WORLD 
Opposite: A rest stop on the road from Leh to Thiksey. Above left: Apricot pits, used in traditional Ladakhi cuisine,  

set out to dry in Nimmu village. Right: Table and chairs outside a teahouse near the Khardung La road pass (altitude: 17,582 feet). 



nuts, and jars of traditional Tibetan medicines produced here in Ladakh.
According to Hussain, the atmosphere of the old town has changed. When he 

was growing up in Old Leh, he says, “there was no tension between Buddhists 
and Muslims. These are families who have lived together for many centuries. My 
grandfather’s mother was a Buddhist. We still live together peacefully, but mar-
riage between Buddhists and Muslims has become much more difficult. We now 
have many Hindus from India and Muslims from Kashmir living here in Ladakh. 
Everything is much more complicated.” 

Until recently, tourism in Ladakh involved low-budget backpacking and cheap 
homestays. Today, luxury operators have erected tented camps in scenic loca-
tions and transformed neglected mansions into boutique hotels. At the same 
time, many younger Ladakhis, who for decades left home for a university educa-
tion in other parts of India (often Delhi), are rediscovering the culture they left 
behind. Some have returned to open restaurants, or to launch fashion ventures 
or trekking companies. A key question for this generation is whether it will end 
up saving the culture it was raised in or become its last living witness.

Just off Leh’s main street, I find Jigmat Couture, a clothing store that bridges 
high fashion and traditional Ladakhi craft. The co-owner, Jigmat Norbu, 
explains that yesterday he’d been cleaned out of much of his menswear collec-
tion by a Bollywood star, Salman Khan, in Ladakh to shoot a movie. “My wife, 
Wangmo, and I worked in Delhi in fashion design,” Norbu says. “She was work-
ing for Reebok India.” In 2008 the couple—both originally from Leh—started 
researching traditional Ladakhi textiles, a vanishing art form as the weavers 
who produce them have died off. Eventually Norbu and his wife decided to quit 
their jobs in Delhi and move back to Leh to start this business. 

After a year and a half of intense R&D, Norbu and his wife excavated and 
archived enough textile knowledge to hire and teach a dozen young Ladakhis 
how to weave using the old techniques. Their next project is a museum to show-
case everything they’ve learned and collected. “In every village, at least one 
person used to know how to weave,” Norbu says. “But now hardly any people 
know how, because they all started buying ready-made things. In just one gen-
eration, if people don’t learn and practice, this tradition is going to die out.”

 

A
FTER STAYING AT TUTC’S tented camps in Thiksey and up north 
in the Nubra Valley, I tour a few small villages in the Indus Valley 
with Shakti Himalaya, a tour operator that has transformed sev-
eral old Ladakhi houses into lodging, including in Stakna, about 
45 minutes south of Leh. A riverside village with a monastery 
atop a steep hill, Stakna is home to a 5-year-old lama who has 

been anointed the 13th reincarnation of a Tibetan monk. (I try a couple of times 
to visit the young lama, but he’s either eating or napping.) We venture north-
west, to Stok, home of Ladakh’s royal family and its impressive hillside palace; 
then onward to Nimmu, at the convergence of the Indus and Zanskar rivers.

In the evening, I take a walk from one of Shakti’s guesthouses in Nimmu to the 
town’s main street. As the sun sets over the rivers’ fast-flowing waters, lights 
blink on in fruit and vegetable stores and residents crowd around tables in front 
of a tea shop. An aging compact car comes hurtling down the highway from the 
direction of Lekir monastery, then pulls to a stop. A short, bespectacled monk 
hops out of the driver’s seat, sits down next to us and starts to chat amiably as 
he orders two samosas. He has escaped the monastery for a teatime treat. Our 
driver joins us at the table and the monk lets out an exclamation. It turns out the 

driver had tried to join his monastery a few years ago but left after only a couple 
of months. “The monk’s life wasn’t for him,” the monk says, laughing.

Ladakh’s population of 275,000 is stretched across roughly 23,000 square 
miles—it’s as if the population of Newark, New Jersey, were spread across West 
Virginia. The rest of India is about 80 times as dense. As a result, villages in 
Ladakh tend to be wealthier than their Indian counterparts; Nimmu boasts 
large, well-built homes and ample tracts of fertile farmland irrigated by the 
Indus. Given the region’s relative prosperity, families with school-age children 
and young adults who are starting a career often relocate from the countryside 
to the more urban environs of Leh in search of a better education or higher-
paying jobs. As we walk back to our house and pass several silent, dark homes, I 
wonder how long this rural way of life will last.

About an hour’s drive from Nimmu we come to Alchi, site of the region’s most 
ancient Buddhist architecture, dating back roughly a thousand years. Near the 
entrance to these edifices (now more like a museum than a living monastery), 
on an alleyway filled with trinket and amulet vendors, sits Alchi Kitchen. After 
entering the restaurant and taking a seat, I note that the menu lists dozens of 
dishes (including ngamthuk, a tsampa soup, and thangthuri, leafy greens with 
buttermilk) that I haven’t eaten, or even heard of, during my stay in Ladakh. “We 
just opened two months ago,” says the owner, Nilza Wangmo. “We’re the only 
Ladakhi restaurant in Ladakh.” 

Wangmo talks to me as her mother expertly rolls out brown dough and then 
forms delicate bow-tie pasta by hand; this becomes chhutagi, a noodle dish, served 
with a topping of rich chutney made of walnuts, apricot seeds, coriander, spring 
onion and salt. Using ingredients sourced on the high mountain plateau, Ladakhi 
cuisine has little in common with Indian food. “We have so many different grains, 
different kinds of flour, legumes, that used to be common in our cuisine,” Wangmo 
says. “It’s all being lost very quickly. We’re trying to change that.” 

One reason the area has become a popular destination among Indian tourists 
is the influence of the 2009 Bollywood hit comedy 3 Idiots, about a group of friends 
from Delhi, one of whom becomes a teacher in Ladakh. The uncredited inspiration 
for that character, most locals believe, is Sonam Wangchuk, a Ladakhi man who 
co-founded a nongovernmental organization here, the Students’ Educational and 
Cultural Movement of Ladakh (SECMOL), in 1988. On the drive to SECMOL’s rural 
campus, my guide, Rohan Dhar (who worked there for six months), tells me that 
Wangchuk’s mission was to create an educational, cultural and environmental 
movement: This has meant, among other things, teaching Ladakhi high school 
dropouts and developing ways to harness solar energy.

As Dhar recounts bits of Wangchuk’s story,  I realize that I met and befriended 
him on a bus from Srinagar when I was last here, in the mid-1990s; I ended up 
staying with his family at their home, a couple of hours west of Leh. As we arrive 
at the NGO, I see that the dream Wangchuk described 20-odd years ago when I 
first met him has become a reality: a residential campus for Ladakhi students to 
learn about their culture, to practice an environmentally responsible way of life 
and to figure out, through trial and error, what will sustain them in the future.

On the day of my visit, Wangchuk presides over a team of architects who are 
helping him plan an even larger, globally connected university, one he hopes will 
serve the people of rural Ladakh well beyond his lifetime. As he gazes at plans 
hanging on the wall, he speaks with passion to the entire group: “We have to 
imagine not just what this place will look like in 20 years, but how it will look in 
50. Or a hundred.” •

“there were no tensions between buddhists and muslims in leh.  
now everything is much more comPlicated.”

–gulzar hussain

FARM FRESH 
Vendors selling vegetables in Leh’s main bazaar. A plan to update the city’s downtown zone, bringing indoor plumbing  

and sewage facilities to the area for the first time, is underway.  
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ARTS & CRAFT 
A Fang tribal mask 
from Gabon presides 
over the living room, 
near a vintage George 
Nelson credenza 
that once belonged 
to Sybil’s father. 
Left: David and 
Sybil Yurman on the 
roof of their West 
SoHo aerie. Sybil 
collaborated on 
the plantings with 
landscape designer 
Ann Krupp.  

BY SARAH MEDFORD    
PHOTOGRAPHY BY ADAM FRIEDBERG

Partners in life and in work from the moment they met, David and Sybil 
Yurman have created a New York haven for themselves and their art with  
as much care as they crafted a $500 million jewelry business together. 

LORDS OF 
THE RING

H
IGH CEILINGS, multiple levels and 
a terrace with sweeping views of 
downtown Manhattan will always 
be selling points for a New York City 
apartment, but jewelers David and 
Sybil Yurman didn’t buy their latest 

place for any of that. They already enjoy those quali-
ties in their own West SoHo duplex right across the 
hall. What they really wanted was square footage—
and convenience. The Yurmans are both artists (he is 
a sculptor, she is a painter) and for 15 years had used 
their second floor as a studio and meditation space. “It 
was too long a trip,” David jokes as he hops down the 
stairs to join his wife at their white-marble kitchen 
table. Their 4,500-square-foot new space is just 
steps away. “What’s nice is that at night I can just go 
in there and paint,” Sybil says. The quiet meditation 
room upstairs is a spare bedroom now. Her husband 
says, “We don’t have much time to meditate.” 

The Yurmans’ namesake brand, which they 
founded together 37 years ago, is known for its 
wearable approach to fine jewelry. Their pieces are 
comfortable and unfussy but rooted in cultural tra-
ditions of adornment that date back to Egyptian 
times. Though silver has long been the company’s 
signature, gold and other precious metals are also 
popular, and colored gemstones now play a key role 



LOFTY IDEALS 
Wave-shaped ’70s sofas 

by Italian designer 
Giovanni Offredi make 

a statement in the 
living room, alongside 

pieces collected on 
the Yurmans’ travels, 

including African 
sculpture and Danish 

furniture such as a 
Jørgen Hansen credenza 

and a green ’40s sofa.

in its twice-yearly collections, as do materials like 
forged carbon and meteorite (both in the men’s 
jewelry line, launched in the early 1990s). David’s 
signature design is a thick cable, which he obtained 
a patent for in 2015. Prices are purposefully acces-
sible: A silver ring in the design starts at $125. At the 
other end of the spectrum, a chunky cable necklace 
in sterling silver and glittering pavé black diamonds 
is $47,000, while custom pieces go for even more.  

From their earliest days in business, the Yurmans, 
both 74, have viewed the process of designing and 
selling their creations less as a commercial enterprise 
than as an extension of their own artistic practices. 
Materials and techniques that David used for his 
sculptures became the cornerstone of their jewelry. 
This has fueled a privately held operation that gen-
erated over a half-billion dollars in revenue last year, 
according to company CEO Gabriella Forte, and has 
landed them in over 400 retail locations worldwide, 
including 46 of their own stand-alone stores. 

I
T ALL STARTED by chance. The pair met in 
1969, in the New York studio of the Dutch-born 
abstract sculptor Hans Van de Bovenkamp, 
where David was a foreman and Sybil arrived 
as a project manager. They quickly found com-
mon ground: “We’d both lived in California 

during the beatnik era,” Sybil says. “David was in 
Big Sur and Venice, and I was in San Francisco. Jack 
Kerouac lived in the house that I stayed in.” 

“She stepped over his passed-out body many 
times,” David says. 

“I’d run away from home at 16,” Sybil explains. 
“And I lived in a house called the Hyphen House, which 
was fairly well-known at the time. It was Michael 
McClure, Jack Kerouac, Neal Cassady—I took care of 
the place. Their friends or girlfriends lived nearby in 
the East-West house. It was a time of learning about 
Zen and meditation.”

David had grown up on Long Island and had learned 
to direct-weld the summer before 11th grade. At Great 
Neck High School, he sold pendant necklaces and 
pocket-size figures to his classmates. As an appren-
tice sculptor, first to the modernist Jacques Lipchitz 
and then Van de Bovenkamp, he developed his metal-
working techniques and kept a studio going on the 
side. Sybil had spent her childhood in the Bronx, and 
her father was a craftsman in fabrication shops for 
the architectural trade. She attended classes at U.C. 
Berkeley and taught ceramics before returning to 
the East Coast. When David met his future wife, he 
remembers, “I fell in love with Sybil’s paintings just as 
much as I fell in love with her. Maybe more—depended 
on the day,” he says, teasingly. “You had me at your 
first brushstroke.” 

He made a sculpted bronze necklace of intertwined, 
almost figural forms for his new girlfriend. “We went 
to an opening at the Forum Gallery,” he says, referring 
to the pioneering Upper East Side gallery of figurative 
art where the owner, Bella Fishko, exhibited painter 
Raphael Soyer, sculptor Chaim Gross and others. 
“Bella took a look at Sybil’s necklace and asked if it was 
for sale,” David recalls. “I said no. Sybil said yes and 
she took it off. She was actually making a sale! Where’s 
the romance?” He looks up at the ceiling. “And Sybil 
said to me, ‘You’ll make more.’ ”
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T
HE YURMANS have lived downtown 
since 1978, two years before they 
officially launched their brand with 
funds from selling pieces at craft fairs 
and from the sale of Sybil’s artwork. 
She was having a good run, and they 

seeded the launch of the new company partly from 
shows at prominent galleries such as the Barbara 
Gladstone Gallery. Their son, Evan, was born in 1982.  
The family opened their first boutique, on New York’s 
Madison Avenue, in 1999 and a few years later moved 
to their current loft, which became their private haven. 
Evan Yurman, now 34 and chief design director at the 
company, lives with his wife, Ku-Ling Siegel, a film-
maker, and their three children blocks away. The kids 
have their own art table and space here for sleepovers. 
The company headquarters are also nearby. “It was 
never about us being in business,” Sybil says. “It was 
just about being able to work together.” 

After buying the place next door, in 2016, the 
Yurmans deliberately did not combine the two 
units; each has its own attention-getting minimal-
ist staircase and wall of west-facing windows in the 
seven-story former warehouse building, which dates 
to 1909. The first loft also possesses skylights and 
several foot-thick concrete dividing walls that lend a 
tough elegance to the Yurmans’ Danish modern fur-
niture—Finn Juhl, Jørgen Hansen, Ole Wanscher and 
Hans Wegner are represented, among others—along 
with low-slung Italian sofas by Giovanni Offredi. The 
previous owner completed an extensive renovation 
with Manhattan-based Rogers Marvel Architects. 
Arranged over every available surface in the loosely 
defined rooms are pre-Columbian figures, tiny bronze 
Buddhas, 18th-century French porcelain, Japanese 
lacquer boxes with tasseled silk cords, a portrait of 
George Washington from a framer’s workshop in 
Basel, Switzerland, and other rare finds. Several larger 
pieces, including a bodhisattva statue, an early-20th-
century African antelope carving and two Fang masks 
from Gabon, serve as architectural totems against the 
smooth plaster walls. Japanese metalwork and 20th-
century Scandinavian ceramics, including hare’s-fur 
glazed pieces by Berndt Friberg, are favorites. “It’s 
great going around to antique stores and saying, ‘Oh, 
I like that—let’s own that,’ ” says David, taking a walk 
around the living room. “For a long time, we couldn’t.” 

In the dining area, he surveys one of their big-
gest prizes, a vintage Danish table they bought in 
Copenhagen that once belonged to Isak Dinesen. “I 
think the Danes nailed furniture,” David says. “They 
are so steeped in craft. It’s an apprenticeship—before 
you are a furniture maker, you’re a journeyman. 
That’s what we do, too. And it’s got to be comfortable,” 
he adds, taking a gold bangle off his wife’s wrist and 
working the clasp as he talks. “A chair you can get out 
of. But jewelry is different.” 

Upstairs, a terrace overlooking the Hudson River 
and much of downtown Manhattan has been planted 
in an arrangement of Scotch pine, hydrangea, sedum 
and a profusion of Japanese grasses. Sybil, an avid 
gardener, collaborated on it with landscape designer 
Ann Krupp. “We wanted the feeling of wilderness, 
with grasses, not a lot of flowers,” she says. “In the 
winter and the rain we sit out here under the canopy. 
Sometimes we don’t go to the country, because we 

can stay out here.” The couple has a second home in 
Amagansett, New York, built of Tennessee fieldstone 
and surrounded by trees. “It’s like a Frank Lloyd 
Wright house on steroids,” she says. 

In the Hamptons, David is able to devote substan-
tial hours to his horses—a pastime that has interested 
him since childhood. He keeps several in Amagansett 
for trail riding; a decade ago he took up reining, a col-
orful western form of dressage, and a few times a year 
he travels nationally for long weekends “with the cow-
boys and cowgirls,” he says. Riding Chicken Enchilada, 
his expertly trained Western quarter horse, he has 
graduated in competition. “It takes a lot of practice, 
a lot of discipline,” he says of the pursuit. “The whole 
experience is great for my head—it’s so other.” 

He also escapes to his sculpture studio. “Very 
small,” he says of his aerie. “Little jewelry, little 
sculptures, welding table, drawing table, a waxwork—
very concise.” In one corner is a bronze mother and 
child that has been sized up from several inches tall; 
sketches for Stax, one of the brand’s most recent 
collections, cover the table, and a vintage Eames stor-
age cabinet holds additional materials. David has 
re-embraced sculpting in the past year following the 
arrival of Forte as CEO in 2015, which freed up a signif-
icant amount of his time. “It felt right to start welding 
again,” he says. “I do little figures, like [the ones] I did 
in high school. It’s very immediate.” 

On the designer’s bulletin board is a drawing he 
made of a cable bracelet. Yurman’s interest in the form 
dates back to his days as an apprentice, when he would 
take Sybil on dates to the Metropolitan Museum of 
Art. “These helix forms were everywhere,” he recalls. 
“It was seminal for the ancients—the Peruvians had it, 
the Minoans had it, the Greeks, Romans, Scythians—
it’s truly a form that defines us.”

He continues to direct a studio of 45 designers and 
craftspeople in the production of two annual collec-
tions, which are fabricated in a few workshops located 
around the world. His wife collaborates with him on 
their gold jewelry and creates the bridal line, follow-
ing many years working on the marketing side. “And 
Sybil tweaks my designs,” David adds. “She’s such a 
noodge. But in a good way.”  

“My parents have always worked as a team,” says 
Evan. The company’s influential ad campaigns, for 
instance—shot by photographers including Peter 
Lindbergh, Mert Alas and Marcus Piggott, and Bruce 
Weber, and featuring models such as Gisele Bündchen, 
Kate Moss and Natalia Vodianova in work shirts, bath-
ing suits or not much at all—were born directly out of 
the couple’s personalities. “It wasn’t about a piece of 
jewelry,” Sybil explains. “It was about a lifestyle and 
an ease and a casualness. It was how I wore my own 
jewelry and how David designed it for me. The models 
became a sit-in for my attitude. My sense of cheekiness 
and playfulness, zaniness and wildness.”

“Are you zany, wild and cheeky?” her husband 
jokes, hugging her. “Yeah, you are,” he says, laughing, 
as she looks on, deadpan. “I just wanted you to say it! 

“We’re sculptors, we’re entrepreneurs, and I think 
we’re maker-builders,” he says. “The thought of art 
being separate from craft—that’s a mental construct. 
You’re doing what you want to do, but then you have to 
find the market. Bob Dylan said it: ‘You’re gonna have 
to serve somebody.’ ” •

TOP SHELF 
Above: A bookcase displays a library 
collected over the years. Right: 
The Yurmans found their vintage 
Danish dining room table—which 
once belonged to Isak Dinesen—in 
Copenhagen. Sybil’s Blue Houses (2005) 
painting is displayed over a  
’60s rosewood credenza by Danish 
designer H. Rosengren Hansen. 

FAMILY TIES 
Above: A photo of young 
David is next to one of the 
couple with their son, Evan.

PLAYING THE ANGLES  Top: More Danish pieces, including a 
handmade carpet and an Ole Wanscher cabinet, fill the living 
room. Above: A meditative guest bedroom on the second floor of 
the main residence. Right: A 1974 sculpture by David, titled Mother 
and Child, greets visitors at the base of the minimalist staircase.

WELD DONE 
Above and right: Jewelry 
designs and sculptures in 
David’s studio. 

EASEL LIVING  “I fell in love with Sybil’s paintings as much as I fell in love with her. Maybe more—depended on 
the day,” says David, who was a sculptor’s apprentice when he met Sybil in 1969 at the studio of artist Hans Van de 
Bovenkamp, where they both worked. Above: A 2005 painting in Sybil’s new studio space, titled Red Houses. 

TRUE COLORS  Left: Two vintage chairs are displayed under 
prints by Sybil in the Yurmans’ recently purchased loft, which 
they use as an art studio. Above: Sybil’s brushes next to personal 
mementos including a taxidermied rooster named Willy. 

S
IT

T
IN

G
S

 E
D

IT
O

R
, 

K
A

T
H

E
R

IN
E

 H
A

M
M

O
N

D
; 

H
A

IR
, 

PA
N

C
H

O
 S

O
E

K
O

R
O

; 
M

A
K

E
U

P,
 T

IN
A

 L
IP

M
A

N
; 

M
A

N
IC

U
R

E
, 

D
O

N
N

A
 D

.



boots, $2,850, Balenciaga, 
148 Mercer Street, New York, 
and Mykita sunglasses, $569, 
similar styles available at 
mykita .com. Balenciaga dress, 
$1,895, Neiman Marcus, 
Dallas, Texas, and boots, 
$2,850, Balenciaga, 148 Mercer 
Street, New York, and Mykita 
sunglasses, $495, similar styles 
available at mykita .com

page 49
Bottega Veneta jacket, $2,250, 
800-845-6790. Topman 
Design jacket, $395, topman 
.com. Sacai coat, $1,200, 
and mesh pullover, $300, 
sacai.jp, Ermenegildo Zegna 
shirt, $345, and pants, 
$445, Ermenegildo Zegna, 
Fifth Avenue, and Valentino 
Garavani bag, $1,145, 
Valentino boutiques. Sacai 
jacket, $1,130, mesh pullover, 
$300, and pants, $635, sacai 

WHAT’S NEWS 
page 33
Bulgari High Jewelry necklace 
and earrings, prices upon 
request, 800-BVLGARI

page 34
Salle Privée jacket, $2,456, 
overcoat, $1,453, shirt, $272, 
and fragrance, price upon 
request, all salle-privee.com

PINK DIFFERENT 
page 47
Bally jacket, $1,695, pants, 
$750, and sweater, $550, Bally, 
Madison Avenue, and Ralph 
Lauren shirt, $450, select 
Ralph Lauren stores. Canali 
jacket and pants, $2,250, 
Canali retail stores, and Polo 
Ralph Lauren shirt, $99, select 
Polo Ralph Lauren stores

page 48
Balenciaga top, $1,395, and 

COVER
Dior jumpsuit, $3,000, Dior 
boutiques nationwide. Louis 
Vuitton sweater, price  
upon request, select Louis  
Vuitton stores 

TABLE OF CONTENTS 
page 17 
Boglioli tuxedo jacket, 
$1,160, and pants, $520, 
Boglioli, 10 Bond Street, 
New York, Kiton tuxedo 
vest, $900, Kiton stores, 
and vintage Converse sneakers, 
$78, What Goes Around 
Comes Around boutiques 
nationwide

page 20
Adidas Originals by Alexander 
Wang logo T-shirt, $160, track 
pants, $270, and sneakers, 
$260, adidas.com/originals

.jp, Ermenegildo Zegna polo, 
$375, Ermenegildo Zegna, 
Fifth Avenue, and Valentino 
Garavani bag, $2,795, 
Valentino boutiques

page 50
Thom Browne jacket, 
$1,390, cardigan, $1,500, 
polo, $760, and pants, $790; 
jacket,$1,590, cardigan, 
$990, polo, $680, and pants, 
$890, all Thom Browne, New 
York. Gucci jacket, $2,250, 
and pants, $750, select Gucci 
stores nationwide, Ralph 
Lauren sweater, $995, select 
Ralph Lauren stores, and 
Converse sneakers, $50, 
converse .com. Paul Smith 
jacket, $660, and shorts, 
$415, paulsmith .co .uk, Ralph 
Lauren sweater, $995, select 
Ralph Lauren stores, and 
Bass loafers, $110, ghbass 
.com. Roberto Cavalli jacket, 
$3,225, waistcoat, $1,450, and 
pants, $2,255, robertocavalli 
.com, Ralph Lauren sweater, 
$995, select Ralph Lauren 
stores, and Converse sneakers, 
$50, converse .com. Bottega 
Veneta jacket, $1,850, shirt, 
$590, and pants, $890, 800-
845-6790, and Bass loafers, 
$110, ghbass .com

page 51
Fendi dress, $2,250, fendi 
.com, Vetements x Champion 
sweatpants, $810, Blake, 212 
W Chicago Ave., Chicago, 
and Emilio Pucci boots, $990, 
Emilio Pucci boutiques. 
Vetements x Champion hoodie, 
$660, bergdorfgoodman .com, 
and Fendi dress, $3,700, and 
boots, $950, fendi .com

page 52
Giorgio Armani jackets, 
$2,795 each, Giorgio Armani 
boutiques nationwide, Ralph 
Lauren polos, $350 each,  
select Ralph Lauren stores,  
and Mykita sunglasses, $569 
each, similar styles available  
at mykita .com

page 54
Hermès jumpsuit, price 
upon request, Hermès stores 
nationwide, and New Balance 
sneakers, $110, newbalance 
.com. Longchamp romper, 
$560, longchamp .com. Bottega 
Veneta dress, $5,300, 800-
845-6790. Valentino coat, 
$5,490, and pants, $1,490, 
Valentino boutiques

FAR AND AWAY 
page 73
Vetements x Hanes 
T-shirt, price upon request, 
vetementswebsite .com, 
Hermès pants, price upon 
request, Hermès stores 
nationwide

ESCAPE PLAN 
page 74
Gucci dress, $5,890, select 
Gucci stores nationwide, 
Balenciaga earrings, $445, 

Balenciaga, 148 Mercer Street, 
New York, Oliver Peoples The 
Row sunglasses, $420, Oliver 
Peoples boutiques

page 76
Louis Vuitton dress, price 
upon request, select Louis 
Vuitton stores

page 77
Ralph Lauren Collection 
shirt, $650, select Ralph 
Lauren stores, Norma Kamali 
swimsuit, $150, normakamali 
.com, and Alexander Wang 
pants, $525, Alexander Wang, 
New York, 212-977-9683

page 78
Proenza Schouler top, $1,650, 
similar styles available at 
Proenza Schouler, 121 Greene 
Street, New York, Levi’s 
C/O Off-White pants, $754, 
off---white .com, Linda Farrow 
sunglasses, $515, lindafarrow 
.com, and Emporio Armani 
shoes, $745, Emporio Armani 
boutiques

page 79
Louis Vuitton dress, price 
upon request, select Louis 
Vuitton stores, and Charlotte 
Chesnais bracelet, $1,195, 
charlottechesnais .com

page 80
Salvatore Ferragamo top, 
price upon request, Salvatore 
Ferragamo boutiques 
nationwide, Norma Kamali 
swimsuit bottoms, $75, 
normakamali .com, and Miu 
Miu cap, $800, select Miu Miu 
boutiques

page 81
Giorgio Armani top, $1,495, 
and earrings, $1,095, Giorgio 
Armani boutiques nationwide, 
and Maison Rabih Kayrouz 
pants, $1,130, Dover Street 
Market, New York

page 83
Balenciaga shirt, $885, and 
earrings, $445, Balenciaga, 
148 Mercer Street, New York, 
and vintage pants, $198, What 
Goes Around Comes Around 
boutiques nationwide

page 84
Chanel top, $3,800, select 
Chanel boutiques nationwide, 

vintage pants, $98, What 
Goes Around Comes Around 
boutiques nationwide, 
Charlotte Chesnais bracelet, 
$1,195, charlottechesnais 
.com, and Emporio Armani 
shoes, $745, Emporio Armani 
boutiques

page 85
Alexander Wang top, $495, 
Alexander Wang, New York, 
212-977-9683, and vintage 
pants, $198, What Goes 
Around Comes Around 
boutiques nationwide

THIS page
Saint Laurent by Anthony 
Vaccarello top, $3,990,  
Saint Laurent, 57th Street, 
New York

SOLE SEARCH
page 92
Adidas Originals by Alexander 
Wang logo T-shirts, $160, track 
pants, $270, and sneakers, 
$260, adidas .com 
/originals

THE REAL DEAL
pageS 94–95
Thom Browne jacket, $2,500, 
Thom Browne, New York, 
Acne Studios shirt, $250, 
acnestudios .com, Jeffrey 
Rüdes tie, $200, jeffreyrudes 
.com, RE/DONE Levi’s jeans, 
$270, shopredone .com, and 
vintage Converse sneakers, 
$78, What Goes Around 
Comes Around boutiques 
nationwide

page 96
Schott NYC leather jacket, 
$740, schottnyc .com, Vince 
muscle tank, $120, Vince 
stores, RE/DONE Levi’s jeans, 
$270, shopredone .com, and 
vintage leather belt, $128, 
What Goes Around Comes 
Around boutiques nationwide

page 99
Boss turtleneck, $192, Hugo 
Boss stores, RE/DONE Levi’s 
jeans, $270, shopredone .com, 
vintage leather belt, $128, 
What Goes Around Comes 
Around boutiques nationwide, 
and Cole Haan loafers, $170,
colehaan .com
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WOMEN’S 
FASHION

on Sale  
february 18, 2017

HEAT SEEKING 
Approach after-

hours dressing with 
a fearless attitude. 

Saint Laurent by 
Anthony Vaccarello 
top and shorts from 

local market. For 
details see “Escape 

Plan,” below. 
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“MY GRANDMA GAVE ME the illustrated Bible on the 
left. There was a lot of tumult in the household grow-
ing up, and during those times she’d say, ‘Rodney, this 
is part of your education.’ I made the ‘light suit’ on 
top for my crazy rescue dog. I was always losing her at 
night when she ran off to chase rabbits, so I tied a flash-
light to her. Eventually I built a full harness of lamps. 
She was like this little light bulb. The framed letter in 
back is from David Remnick, editor of the New Yorker. 
In 2015, I received an invitation from Vogue’s Anna 
Wintour to speak at one of her weekly Condé Nast 
staff meetings. Remnick’s thank-you note came in the 
mail a couple of weeks after my talk. It’s been on my 
wall ever since. The framed photo on the right is from 

my friend Danny Way, the gnarliest skater ever. He 
inscribed a meaningful message on it for me. Jamie 
Thomas gave me the skateboard to the right after I 
broke my ankle on tour in the ’90s. He told me to never 
quit, and that stuck with me. To the right is a painting 
of a lion done by the skater Marc Johnson. In the ’80s, 
freestyle skating—the flat-ground type of skating I’d 
been known for—started to die off. I spent a few years 
trying to be a street skater—that’s the style we see 
today—but I wasn’t able to fully express myself, and 
it began to lose some degree of meaning for me. But 
Marc was instrumental in why I began integrating 
freestyle into my street; he flipped a switch in me. In 
front is a card from the Make-A-Wish Foundation. I’m 

just a grown man who rolls around on a piece of wood, 
so the fact that some kid wants to see me as his last 
wish is humbling. My friend Ben Harper gave me the 
Grammy to the left. He won it in 2004 for best gos-
pel album. He has a heart of gold. I got the patch and 
the flashlight to the left from two Navy SEAL friends. 
They’re like family. Finally, that’s a photo of my mom 
and me, which my grandmother gave to me after my 
mom passed. I grew up in a wealthy home, and as a 
kid I always struggled to measure up to all that I 
was given. This picture provides me with a sense of 
comfort. As long as I do what I do with all my heart, 
I know that my mother would have been proud.”  
—As told to Thomas Gebremedhin

PHOTOGRAPHY BY CLAUDIA LUCIA

still life

RODNEY MULLEN
The skateboarding pioneer 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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