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EPSON DIGITAL COUTURE
NEW YORk | 2.7.17

Epson kicked off NYFW with a two-part event: 
a thought-provoking daytime forum focused 
on how digital technology is transforming the 
fashion industry, plus an evening celebration and 
presentation showcasing designs created with 
their cutting-edge textile printers.

Photographer: Benjamin Lozovsky/BFA.com
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ONE CAN’T JUST BUILD SOMETHING TRULY ITALIAN. ONLY HISTORY CAN.

 a l f a r o m e o u s a . c o m
65

march 2017
26 EDITOR’S LETTER 

30 CONTRIBUTORS

34 COLUMNISTS on Procrastination

37 THE WSJ. FIVE  
 Bring on spring with casually styled pieces. 

 STILL LIFE  Paul Taylor
  The choreographer shares a few of his favorite things.  

What’s News.
47  Chef Fredrik Berselius’s New Brooklyn Eatery
 Not Your Grandfather’s Penny Loafers

50 The Download: Jordan Peele
 The Latest in Menswear Gives Cause for Rebellion

52 Pop Star Stromae’s Unisex Fashion Label
 Facts & Stats: Nobu

54 The Field Jacket Ups Its Cool Factor

56 The Timeless Chic of Grisaille Wallpaper
 Bartenders Worldwide Embrace Sous Vide
 Thaddaeus Ropac Opens a London Gallery

58 Olivier Assayas and Kristen Stewart Reunite
 Over-the-Top Amenities at High-End Resorts

60 Seven Watches Ready for Adventure
 Hair Colorist Christophe Robin’s Must-Have Scrub
 Tensira Home Goods, Handmade in Guinea
 Vincenzo De Cotiis’s Archeo Black Furniture
 Lightweight Kicks From Brunello Cucinelli

62 Neighborhood Watch: Dubai’s Alserkal Avenue

Market report.

65 CHARACTER STUDY
  Look smart with these streetwise versions of  

gentlemanly classics.  
  Photography by Arno Frugier  
 Styling by Mauricio Nardi

ON THE COVER  Bruno Mars, photographed by Maciek 
Kobielski and styled by Ingrid Allen and Tristan Saether. 
Kiton coat, Bally pants, David Yurman necklace, 
Hoorsenbuhs bracelet and artist’s own Gucci T-shirt, 
Rolex watch, cross necklace and ring. 

THIS PAGE  Photographed by Arno Frugier and styled 
by Mauricio Nardi. Bottega Veneta jacket and pants, Dior 
Homme shirt, Balenciaga hat and chain and Vetements x 
Lucchese boots. For details see Sources, page 124.
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Clockwise from left: An interior from designer Pierre Yovanovitch’s farmhouse in Provence, photographed 
by Stephen Kent Johnson. Artist Henry Taylor in his Los Angeles studio, photographed by David Black. 
Milanogarage, co-founded by designer Alessandro Sartori, photographed by James Mollison.

the exchange.

73 TRACKED: Hiroyuki Sasaki
  The designer behind cult Japanese 

brand Tomorrowland is still a fashion 
powerhouse.

 By Lucy Alexander
 Photography by Shinji Minegishi

76 KING HENRY
  This spring, the Los Angeles–based 

painter Henry Taylor brings his 
 outsize work to New York for the 
Whitney Biennial.

 By Michael Slenske 
 Photography by David Black 

78 BACK IN THE GAME
  Natalie Massenet, who built Net-a-Porter,  

is joining forces with one of its  
competitors, José Neves of Farfetch.  

 By Elisa Lipsky-Karasz 
 Photography by Tung Walsh

80 PEAK PERFORMANCE
  After a decade of creating global 

events for entrepreneurs, Summit is 
embarking on its two most ambitious 
projects yet.

 By Gisela Williams
 Photography by Morgan Rachel Levy

Men’s Style issue.

84 LIFE OF MARS
  This month, Bruno Mars launches  

a massive tour for his chart-topping 
’90s-R&B-fueled album 24K Magic. 
Don’t believe him? Just watch.

 By Alan Light  
 Photography by Maciek Kobielski
 Styling by Ingrid Allen & Tristan Saether

90 DREAM STATE
  Take it easy this weekend in vintage-

inspired styles that are sweet enough 
to make anyone fall in love. 

 Photography by Dan Martensen
 Styling by Clare Richardson

 ROOM TO BREATHE
  The spare eclecticism of French 

designer Pierre Yovanovitch is fully 
on display in his 17th-century château 
and farmhouse in Provence.

 By Sarah Medford
 Photography by Stephen Kent Johnson

 108  EARTHLY GOODS 
   Alchemy and ingenuity go hand 

in hand in a new generation 
of ceramics, reinvented with 
 experimental techniques and 
uncommon artistry. 

  By Sarah Medford 
  Photography by Pia Ulin
  Styling by Hilary Robertson

112  ZEGNA REVS UP
   Designer Alessandro Sartori, now  

at the wheel of Ermenegildo Zegna,  
is bringing new energy to the tradi-
tional menswear brand.

  By Angelo Flaccavento  
  Photography by James Mollison

116   NEUTRAL STANCE
   Sometimes the simplest ideas can 

have the biggest impact—in this 
case, selecting the season’s most 
laid-back looks in light tones.

  Photography by Thomas Lohr
  Styling by Tom Van Dorpe  

“sometimes  
i feel like i 
haven’t even 
touched  
the surface.”

–henry taylor, P. 76
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editor’s let ter

ILLUSTRATION BY ALEJANDRO CARDENAS

TOP GEAR  Anubis and Bast, wearing Ermenegildo Zegna, check out a 1970 Lancia Fulvia 1.6 HF “Fanalone.”

RAW POWER

A 
NUMBER OF the luminaries profiled in our 
March Men’s Style issue share a certain 
vision: Whether creating a country garden, 
a tailored suit or a chart-topping song, these 

various talents produce work that draws on tradition 
while remaining unmistakably original.

Our cover star, Bruno Mars, is one of the world’s 
most electrifying showmen. This month, he’s tak-
ing the show on the road as he embarks on a massive 
tour for his latest album, 24K Magic. If Mars some-
times channels classic sounds of an earlier era, 
from doo-wop crooners to Michael Jackson to ’90s 
R&B, it’s because he spent his youth immersed in 
the greats as part of a family of entertainers. With 
21 Grammy nominations and 21 Billboard Hot 100 

singles to his name, Mars knows how to bring an 
audience to its feet. 

“I like the aesthetic of the late ’60s and early  
’70s,” says Alessandro Sartori, artistic director for 
Ermenegildo Zegna, about his taste in vintage cars. 
“There is something wrong, a little bit off. The designs 
of the time are strong and timeless.” Sartori, who co-
owns a vintage-car garage in Milan, brings a similar 
emphasis on strength and timelessness to Zegna, 
where he started his career. Overseeing everything 
from the cut of a cashmere coat to new marketing 
campaigns for the Italian menswear brand, Sartori 
blends an old-school tailor’s attention to detail with a 
bold vision capable of evolving with the times.

Paris-based designer Pierre Yovanovitch is known 

for a minimalist, warm, occasionally idiosyncratic 
approach that has attracted clients such as shoe 
designer Christian Louboutin and prestigious luxury 
firm Kering. In his free time, Yovanovitch jets down to 
Provence, where he’s been renovating a 17th-century 
château. The place retains its aristocratic grandeur 
while accommodating Yovanovitch’s own furniture 
designs and a stunning new garden. “It’s not imme-
diately harmonious,” says a friend in reference to 
Yovanovitch’s aesthetic. “It’s not just smooth and ele-
gant, which can turn easy-boring—it says, Here I am.”

Kristina O’Neill   
k.oneill@wsj.com

@kristina_oneill

Rami Malek See the  lm DIOR.COM/Portraits



WSJ. Issue 81, March 2017 Men’s Style, Copyright 2017, Dow Jones 
and Company, Inc. All rights reserved. See the magazine online at 
www.wsjmagazine.com. Reproduction in whole or in part without 
written permission is prohibited. WSJ. Magazine is provided 
as a supplement to The Wall Street Journal for subscribers 
who receive delivery of the Saturday Weekend Edition and on 
newsstands. WSJ. Magazine is not available for individual retail 
sale. For Customer Service, please call 1-800-JOURNAL (1-800-
568-7625), send email to wsjsupport@wsj.com or write us at: 
200 Burnett Road, Chicopee, MA 01020. For advertising inquiries, 
please email us at wsjpublisher@wsj.com. For reprints, please 
call 800-843-0008, email customreprints@dowjones.com or 
visit our reprints web address at www.djreprints.com.

EDITOR IN CHIEF  Kristina O’Neill 

CREATIVE DIRECTOR  Magnus Berger

EXECUTIVE EDITOR  Chris Knutsen

MANAGING EDITOR  Sarah Schmidt

DEPUTY EDITOR  Elisa Lipsky-Karasz

DESIGN DIRECTOR  Pierre Tardif

PHOTOGRAPHY DIRECTOR  Jennifer Pastore

FEATURES EDITOR  Lenora Jane Estes

STYLE DIRECTOR  David Thielebeule

ART DIRECTOR  Tanya Moskowitz

SENIOR PHOTO EDITOR  Damian Prado

ASSOCIATE EDITOR  Thomas Gebremedhin

COPY CHIEF  Ali Bahrampour

PRODUCTION DIRECTOR  Scott White

RESEARCH CHIEF  Randy Hartwell

SENIOR MARKET EDITORS   

Isaiah Freeman-Schub, Laura Stoloff

ASSOCIATE MARKET EDITOR  Alexander Fisher

ASSISTANT PHOTO EDITOR  Meghan Benson

EDITORIAL ASSISTANT  Sara Morosi

JUNIOR DESIGNER  Caroline Newton

FASHION ASSISTANTS

Giau Nguyen, Lizzy Wholley

PHOTO ASSISTANT  Amanda Webster

DIGITAL EDITOR  Lane Florsheim

CONTRIBUTING EDITORS

Laura Casey, Michael Clerizo,  
Julie Coe, Kelly Crow, Jason Gay,  
Jacqui Getty, Andrew Goldman,  
Howie Kahn, Jane Larkworthy,  

Joshua Levine, Sarah Medford,  
Meenal Mistry, Clare O’Shea,  

Michelle Peralta, Sarah Perry,  
Christopher Ross, Fanny Singer,  

Dacus Thompson

ENTERTAINMENT DIRECTOR 

Andrea Oliveri for Special Projects

SPECIAL THANKS  Tenzin Wild

VP/PUBLISHER  Anthony Cenname
ASSOCIATE PUBLISHER  Stephanie Arnold
ASSOCIATE PUBLISHER/LUXURY  Alberto E. Apodaca
BUSINESS DIRECTOR  Julie Checketts Andris 
MULTIMEDIA DIRECTOR/LUXURY-EU  Omblyne Pelier
EXECUTIVE FASHION DIRECTOR  Tate Magner
BRAND DIRECTOR  Caroline Daddario
BRAND MANAGER  Tessa Ku
MAGAZINE COORDINATOR  Suzanne Drennen
LUXURY SALES COORDINATOR  Robert D. Eisenhart iii

EXECUTIVE CHAIRMAN, NEWS CORP  Rupert Murdoch
CHIEF EXECUTIVE OFFICER, NEWS CORP  Robert Thomson
CHIEF EXECUTIVE OFFICER, DOW JONES & COMPANY  William Lewis
EDITOR IN CHIEF, THE WALL STREET JOURNAL  Gerard Baker
SENIOR DEPUTY MANAGING EDITOR, THE WALL STREET JOURNAL   
Michael W. Miller
EDITORIAL DIRECTOR, WSJ. WEEKEND  Emily Nelson

PRESIDENT AND CHIEF CUSTOMER OFFICER, DOW JONES  
Katie Vanneck-Smith
SENIOR VP MULTIMEDIA SALES  Etienne Katz
VP MULTIMEDIA SALES  Christina Babbits,  
John Kennelly, Robert Welch
VP VERTICAL MARKETS  Marti Gallardo
SVP STRATEGY AND OPERATIONS  Evan Chadakoff
VP AD SERVICES  Paul Cousineau
VP INTEGRATED MARKETING  Drew Stoneman  
VP CORPORATE COMMUNICATIONS  Colleen Schwartz
EXECUTIVE DIRECTOR, MULTIMEDIA SALES/ASIA  Mark Rogers
EXECUTIVE DIRECTOR, GLOBAL EVENTS  Sara Shenasky
AD SERVICES, MAGAZINE MANAGER  Don Lisk
AD SERVICES, BUREAU ASSOCIATE  Tom Roggina



MACIEK KOBIELSKI & ALAN LIGHT
life of mars  p. 84

Writer Alan Light (near left) was sitting across the table from Bruno Mars, the subject 
of this month’s cover story, in a Los Angeles restaurant when the owner asked for 
Mars’s autograph to give to his son. “Bruno made a joke, like, ‘Oh, this never happens!’ 
He handled it politely but also made it clear that we were there to get work done,”  
says Light. At the time of the interview, Mars was busy planning his tour and about to 
leave for a promotional trip to Japan. Even so, Light found the singer to be calm and 
present. “He wasn’t in a rush,” recalls Light. “He actually seemed to enjoy stopping  
and thinking about things for a minute.” Photographer Maciek Kobielski (far left, with 
his son, Cyprien) took a playful approach, shooting Mars at a drum set, riding a bike 
and wearing a parrot on his hat. 
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JAM SESSION  
Musician Bruno Mars 
in his element during 
this month’s cover 
shoot in Los Angeles. 

march 2017

CONTRIBUTORS



JAMES MOLLISON & ANGELO FLACCAVENTO
zegna revs Up  p. 112

James Mollison (far left) photographed Ermenegildo Zegna’s new artistic director, Alessan-
dro Sartori, far from the fashion world, on a different kind of runway—the Milan garage 
that’s home to Sartori’s collection of vintage cars. “His pride and joy was the Ford Mustang. 
It’s beautiful and immaculate, much like his clothes,” Mollison says. Writer Angelo 
Flaccavento (near left), who has known Sartori for years, interviewed him in the month 
before his first Zegna show. “Conversations with him always turn into uplifting, enriching 
experiences,” says Flaccavento. “The most transformative element Sartori will bring to 
Zegna is his wish to address a multicultural, transgenerational audience.” —Sara Morosi 

“The idea was to portray a traveler searching for a new, positive beginning,” says stylist 
Tom Van Dorpe (far right) of the fashion portfolio he conceived for this issue. The 

earth-toned clothing he selected has a utilitarian vibe, but the pieces’ contemporary lines 
give them a more tailored shape. “The story combines luxury and adventure by showing  

a modern guy getting ready for the outdoors,” says photographer Thomas Lohr (near 
right). “He’s sensible, confident, strong and focused at the same time.” The shoot took 

place in a midcentury modern home in upstate New York.

THOMAS LOHR & TOM VAN DORPE
neUtral stance  p. 116

Just before Morgan Rachel Levy (near left) arrived at Utah’s Wasatch Range to photo-
graph Powder Mountain, the new home base for Summit—an organization that creates 
events for innovators and activists—the area received a heavy snowfall. “I tried to 
capture the incongruity of these technologically connected millennials in this end-of-
world landscape,” says Levy. Writer Gisela Williams (far left) experienced Summit 
differently—at sea, during a cruise conference. “It felt like they’d hacked a huge ship and 
turned it into a campus for creative, ambitious entrepreneurs,” says Williams. “It was 
hard to reenter the real world.”

GISELA WILLIAMS & MORGAN RACHEL LEVY
peak performance  p. 80

“Each brand comes with precise codes of tailoring,” says Mauricio Nardi (near right), 
who styled this month’s Market Report, “Character Study.” “I enjoy disturbing those a 

little.” Nardi and photographer Arno Frugier (far right) worked with models across ages 
to present a range of takes on classic menswear tailoring. “Inspired by old photographs, 

we wanted to create family portraits,” Frugier explains of the black-and-white series.  
“I met Arno many years ago,” adds Nardi. “We have been trying to find the right project 

to collaborate on ever since.”

MAURICIO NARDI & ARNO FRUGIER 
character stUDY  p. 65

march 2017 
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WSJ. asks six luminaries to weigh in on a single topic. This month: Procrastination.

ALAN 
MENKEN

“In the ’70s there was 
this motivational pro-
gram called EST. You 
trained yourself to avoid 
procrastination because, 
as you learned, it was  
not only counterproduc-
tive, it also caused you 
pain. As a composer, I 
find that collaboration  
is a huge boon to over-
coming procrastination 
since there’s always 
someone depending on 
you. I don’t like to disap-
point people, so the last 
thing I’m going to do is 
procrastinate. Often,  
I’ll make an appointment 
with my collaborator, 
and I don’t leave the stu-
dio without having made 
some progress. But then 
there’s the benign ver-
sion of procrastination: 
patience. The further 
you get in your career, 
the more you begin  
to recognize that there 
is power and benefit in 
letting your thoughts 
marinate. Sometimes it’s 
OK to wait, to walk away 
for a bit.”

Menken is a composer who 
scored Disney’s Beauty and the 
Beast. A live-action remake of 
the film is out this month.

“Procrastination has  
a psychological compo-
nent; there’s something 
you’re trying to avoid. 
I spent most of my 20s 
procrastinating instead 
of writing, because I was 
afraid that if I started  
I’d find out that I wasn’t 
any good and I’d have 
to go to law school or 
something. But over time 
I got comfortable with 
the idea of revision. I 
began to understand that 
the first draft is usually 
going to be crummy. I 
talk about this to my stu-
dents, who are wonderful 
young writers. There  
is a tremendous struggle 
ahead for them. They 
must come to grips with 
their talents, and their 
anti-talents; they must 
figure out what they can 
do uniquely—and that’s 
really hard. There are 
a lot of offramps, some 
that you can’t even help. 
I tell them, I understand 
that it hurts to get 
critiqued in workshop, 
but it’s important to try 
to get in relation to that 
criticism so that you can 
process it intelligently 
and benefit from it.”

GEORGE 
SAUNDERS

Saunders is a writer. His novel 
Lincoln in the Bardo was pub-
lished last month.

“I’m not the type of 
person who does things 
on time. I feel as though 
if I’m going to answer 
one email, I should also 
open every other piece 
of mail, I should call 
my mom and dad and 
brother. All those things 
the perfect version  
of you would do, but she 
never comes! Setting  
out to write a memoir  
was like someone saying, 
‘Build your own house 
from scratch.’ At first I 
thought that I might 
magically become one  
of those people who 
wrote on weekends or 
for an hour every night. 
But I am so not one of 
those people. When  
I finally came up against 
my third deadline,  
I decided to lock myself 
in a room for five days 
and be unbelievably 
strict with myself.  
Soon the task started 
to feel less insurmount-
able. Not all of it ended 
up in the final book,  
but at least I had written 
something—even if  
it wasn’t immediately 
obvious, there was value 
in doing it.”

ANNA 
KENDRICK

Kendrick is an actress  
who stars in the film Table 19, 
out this month. Her memoir, 
Scrappy Little Nobody, was 
released last year.

soapbox

THE COLUMNISTS

Arnot Reid is a mountain 
climber and adventurer.

MELISSA 
ARNOT REID

“Procrastination is a 
trap to which we’re all 
susceptible. Fear is often 
the silent driver of our 
actions—we fear failure 
and success equally.  
I’m driven once I choose  
to do something, but the 
decision to do it is where 
I really exercise pro-
crastination. Sometimes 
when you’re making  
a difficult climb, the lon-
ger you hesitate to move, 
the more fatigued you 
get. That’s kind of a bril-
liant metaphor for life: 
The more you stand in 
procrastination, the less 
of an ability you have  
to leap to the next step. 
You do a lot of ground-
work to prepare for a 
climb and then you have 
this choice, this moment 
when your actions  
will dictate your success 
or failure relative to 
getting to the summit 
or your safety. It’s easy 
then to feel intense  
pressure knowing that 
these kinds of decisions 
are the turning point of 
all the work that you’ve 
done; the outcome  
is so unknown. But you 
have to move.”

Simpson is an artist.

LORNA 
SIMPSON

“I’ve come to learn that 
hesitation is not neces-
sarily procrastination 
but an opportunity to 
think about and expand 
upon an idea or project. 
Those who work cre-
atively, like writers and 
musicians and artists, 
are constantly on dead-
line; there are demands 
from different places to 
finish and bring things 
right out into the world. 
But it’s essential for us 
to protect and serve the 
creative process. I sepa-
rate out the practicality 
of the management of 
the work and my studio 
from my relationship 
with the work. Certainly, 
I have to create space 
and a timeline to keep in 
mind, and sometimes I 
finish ahead of deadline, 
which is miraculous, 
but the creative process 
is the driving force. 
These demands are real, 
but I have to make the 
demands fit around  
my working process as  
an artist. Deadlines  
are important, but they 
should never disrupt  
or rule a trajectory  
of thought.”

“A friend once told me 
that the way you do 
anything is the way you 
do everything. I live by 
that rule. Whatever it is, 
don’t procrastinate, do 
it now. When it comes to 
health and fitness, a lot 
of people don’t real-
ize how harmful their 
current lifestyles are 
to their general well-
being. Of course, there’s 
a distinction between 
health and weight; it’d 
be incorrect to think 
that those things always 
go hand in hand. But 
it’s important to stay in 
shape and stick to a fit-
ness plan so that you can 
do all the things that you 
want to do in the future; 
maybe it’s water-skiing 
in lakes around the world 
or just a bike ride down 
the block, but it would 
be a shame if you were 
unable to participate in 
those kinds of activities 
because of something 
physical. So why wait? 
Fitness anniversaries are 
overrated, that whole, 
‘I’m going to start after 
my 30th birthday’—just 
start! Find a reason, 
whether it’s your kids or 
other loved ones.”

GUNNAR 
PETERSON

Peterson is a fitness expert  
and trainer. 
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PHOTOGRAPHY BY BEN GRIEME 
STYLING BY DAVID THIELEBEULE

Bring on spring with casually  
styled pieces that make a quick 
getaway easier than ever.

SOFT 
TOUCH

march 2017
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the wsj. fivekeepsakes

1. THe HaT
Keep things classic. 
Hermès hat and jacket 
and model’s own earring 
(worn throughout).



THe wsj. five

38 wsj. maga zine

2. THe waTCH 
Time to work a neutral 

option into the rotation. 
Rolex watch and Boglioli 

sweater and shirt. 

berluti.com

berluti.com

M A DISON AV ENUE, NE W YOR K  – MI A MI DESIGN DISTR ICT, MI A MI
SOUTH COAST PL A Z A, COSTA ME SA  – THE SHOPS AT CRYSTA LS, L A S V EG A S
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3. THe Bag
A chevron carryall is a 
standout take on a standard 
satchel. Louis Vuitton bag, 
sweater and shorts.
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4. THe gLasses 
Reflect on a lighter frame 

this season. Dior  
Homme sunglasses.



THe wsj. five
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5. THe sHOes
Put a new spin on a staple 

with an espadrille-style 
loafer. Ermenegildo Zegna 

shoes and pants and  
Falke socks.

   
Model, Nick Hadad at 

Re:Quest Model 
Management; hair, 

Kenshin Asano; makeup, 
Kristi Matamoros.  

For details see Sources, 
page 124.



hublot.com

B O U T I Q U E S
MADISON AVENUE • FIFTH AVENUE

BEVERLY HILLS • BAL HARBOUR
MIAMI • BOCA RATON • LAS VEGAS
PALM BEACH • ATLANTA • DALLAS

ORLANDO • HOUSTON • SAN FRANCISCO
Tel: 1 800 536 0636

Big Bang Meca-10 All Black.
Case in black ceramic. In-house manual 
movement, with a 10-day power reserve 

and an innovative architecture inspired by 
Meccano-type design. Interchangeable 

strap with a patented attachment. 
Limited edition of 500 pieces. 47wsj. maga zine

what’s news.the world of culture & st yle march 2017

BY HOWIE KAHN   PHOTOGRAPHY BY CLÉMENT PASCAL

Chef Fredrik Berselius, who recently earned two Michelin stars for his Brooklyn 
restaurant Aska, launches his next great Nordic-rooted eatery. 

NORTHERN LIGHT
food net work

NATURAL SELECTION
Langoustine tail in a 
bouquet of herbs with 

spruce and juniper 
branches, a dish featured 

on the menu at Aska.
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what’s news

E
VERY NIGHT I’M SCARED going up to that first 
table to serve food,” says Fredrik Berselius, 
the 37-year-old Swedish chef behind the 
Brooklyn restaurant Aska. Still, he always 

makes the effort to personally present parts of the 
meal. “The interaction is a way to feel challenged, 
alive,” he says. The tasting menu at Aska, which is situ-
ated in a 19th-century former factory in Williamsburg, 
features dishes like langoustine veiled in an herb bou-
quet, later followed by lamb’s heart—cured, blackened 
and powdered over pickled sunchoke. The restaurant 
has 10 tables, each assigned to a single party per night; 
diners are encouraged to stay as long as they like. 
Assertive, earthy and elegant, Berselius’s cooking 
earned him two Michelin stars within four months of 
Aska’s opening last July. “We haven’t had time to cele-
brate yet,” Berselius says one afternoon in January. “I 
need to start planning for the year.” 

Besides his work at Aska, 
Berselius recently launched a sec-
ond Brooklyn eatery, Norman, in 
nearby Greenpoint. Set in a mem-
bership-based, co-working space 
called A/D/O, Norman takes its 
inspiration from the Scandinavian 
office canteens familiar to both Berselius and his busi-
ness partner, Claus Meyer, the Danish restaurateur 
and bakery magnate. “I just had a gut feeling about 
Fredrik,” says Meyer, co-founder of Copenhagen’s 
iconic Noma restaurant. “This is the first time I took 
on this kind of role without even tasting a chef’s food.”

Born in Stockholm, Berselius moved to New 
York City in 2000 after having spent time there as 
a tourist. He had no intention of becoming a chef—
he’d been most focused, as a teen, on competitive 
snowboarding. “I was already in love with putting 
myself in a situation that made me uncomfortable,” 
he says, describing both the 720-degree jumps he’d 
mastered and the sense of adventure that drew him 
to the kitchen. Berselius briefly worked as a model, 
walking in shows for labels like Miu Miu, but when 
modeling didn’t pay the bills, he started learning 
to cook, taking entry-level kitchen jobs in New York 
and, while visiting his sister, in London. There he 
became inspired by his sister’s roommate (now her 

husband), the Scottish chef Tom Kitchin. “Tom was 
working at La Tante Claire for [three-Michelin-star 
chef] Pierre Koffmann and had been cooking since he 
was 14,” says Berselius. “I was already in my 20s and 
felt late to the game.”

Once he was permanently settled in New York, 
Berselius played catch-up by landing jobs at Aquavit, 
Per Se and Corton. In 2012, in partnership with chef 
Richard Kuo, he set out to open his own restaurant, 
Frej, a three-night-a-week pop-up in Williamsburg’s 
Kinfolk Studios, where baristas, bartenders and DJs 
shared the same space. Later that year, Berselius 
upped the number of nights to seven and changed 
the name to Aska, which means “ashes” in Swedish. 
The restaurant, despite earning rave reviews, 
closed in early 2014, as Berselius disliked the setup. 
“Somewhere else in the room, some drunk guy would 

be throwing ice cubes,” he says.
After shuttering Aska 1.0, 

Berselius had every intention of 
quickly reopening, but rounding 
up investors, finding a new location 
that suited his vision and doing 
construction left him without a 
kitchen until last summer. 

What saved Berselius’s sanity during the delays, 
he says, was time spent developing a farm on a 
plot of land owned by his wife Katrina’s family, in 
Masonville, New York—a place that reminds him of 
the connection he felt with the natural world as a 
child. “We’ve planted over 200 fruit trees and berry 
bushes,” Berselius says. “Some of them won’t give 
fruit for another 20 years.” The ones that already 
do, however, enabled him to start working on Aska 
2.0’s pantry, harvesting, fermenting and preserving 
whatever he could for the restaurant’s dishes. 

“The food at Norman is more simple,” Berselius 
says. Lunch there is presented as a single offering 
to reflect the idea that simplification enhances cre-
ativity and productivity (its dinner menu is more 
broad). “Maybe lunch is root vegetables, a piece of 
roast pork, some sauce, berries, and that’s it,” says 
Berselius. “Norman’s the kind of creative space and 
community I wish I’d had when I was working all 
these years on Aska.”

“I JUST HAD A  
GUT FEELING 

ABOUT FREDRIK.” 
–claus meyer

TASTE MAKER   
Clockwise from top: 
Fredrik Berselius; 
Norman, in Green-
point; Aska, in Wil-
liamsburg; pear sorbet 
with chamomile, 
celery and bee pollen, 
served at Norman.

SHARP  
CENTS 

Whether paired with 
denim or tailored 

trousers, this spring’s 
penny loafers in rich 
brown and oxblood 

hues offer a versatile 
alternative to the 

classic black variety. 
For details see Sources,  

page 124.
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what’s news

 Number of contacts
2,101. I speak to 10 on a regular basis.

First app checked in the morning 
Twitter.

Last app checked at night
YouTube.

Favorite fitness app
Pokémon Go.

Favorite Instagram feed 
My wife, Chelsea Peretti, is the funniest 

person. (@chelsanity)

Favorite entertainment app  
The Big Brother Network app. (No, I’m  

not proud.)

Favorite emoji 

Siri user? 
No, unless it’s for comedy’s sake.

Craziest place you ever left your phone 
The sock drawer.

Favorite tweet
“In the end, we didn’t deserve to see 
Joseph Fiennes as Michael Jackson.” 

(@JordanPeele)

Game you wish you could delete 
The Banner Saga.

Most-recent Uber trip 
To the spa for a massage. ($14 fare.)

Outgoing voicemail message
Me as Obama, I think. I haven’t heard  

it in a while.

Alarm setting 
9 a.m. on weekdays. I keep it on vibrate  

so I can ignore it easily.

Cities listed in your weather and  
world clock apps 

L.A.; Montreal; Boston; Charleston, South 
Carolina; Columbus, Ohio; Glendale, 
Idyllwild and Cupertino, California; 

Fairhope, Alabama; London; La Turbie, 
France; Rapallo and Portofino, Italy.

Favorite food-related app 
I have a love-hate relationship  

with Postmates.

Funniest text message of the week 
I don’t know if it’s funny, but I sent a friend 

a picture of Katie Holmes Photoshopped  
to look elderly. It was so confusing. 

App you wish someone would invent 
Nice try.

The director of the new dark-comedy thriller 
Get Out—and former co-star of the hit show  

Key & Peele—reveals what’s on his phone.

the download

JORDAN PEELE

LOOK SHARP  
Clockwise from  
top: Stella McCartney 
sunglasses, Coach 
1941 jacket, Valentino 
Garavani bag, Maison 
Margiela boot, Childs 
shirt and Dsquared2 
wallet chain. For details 
see Sources, page 124.

Featuring black leather, bold embroidery 
and metal accents, the latest in 

menswear gives cause for rebellion.

 

TOUGH LOVE

no Case:  
“i like living on 

the edge.”

number 
of unread 

emails:  
79,240. “i never 

delete.”

iphone 
wallpaper: 

the Carpet in 
the shining.

l anvin

lemaire
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what’s news

TWO STEP 
Clockwise from 
left: Coralie 
Barbier and 
Stromae; a pair 
of their new 
shoes designed 
with Repetto; 
a selection of 
other items 
from Mosaert’s 
latest collection. 
Photography by 
Aaron Joseph.

partnership

THE PERFECT MIX
Belgian-Rwandan pop star Stromae and his wife, Coralie Barbier, 

launch the latest collection from their fashion label, Mosaert.

H
E’S WORKED with Kanye West and sold 
out Madison Square Garden, but pop 
singer Stromae (Paul Van Haver) has 
remained largely under the radar in 

the United States. For the Belgian-Rwandan art-
ist, who performs entirely in French, it’s a very 
different story elsewhere around the globe, par-
ticularly Europe—his 2013 album, Racine Carrée, 
went to No. 1 in 25 countries.

The attendant level of fame, says the 31-year-
old, is the reason he has quit performing live 
for the foreseeable future. Instead, Van Haver 

is focusing on other 
pursuits, key among 
them Mosaert, the 
unisex clothing line he 
launched in 2014 with 
his stylist and now 
wife, Belgian designer 
Coralie Barbier.

“We like to mix stuff 
that you are not used 
to seeing together,” 
Barbier, 32, says of 

Mosaert’s aesthetic. For example, the first two 
capsule collections, which were influenced by 
the music of  Racine Carrée, featured cardigans, 
polos and socks inspired by African wax prints 
and the work of M.C. Escher.  

But Mosaert’s soon-to-be-released fourth 
capsule goes in an alternate direction, melding 
tropical and baroque imagery. While the kinds 
of items in each line have remained largely the 
same, this is the first capsule to include shoes—
slip-ons created in partnership with the French 
fashion house and dancewear purveyor Repetto.  

Meanwhile, Mosaert is expanding into a 
creative agency for other musicians. Van Haver is 
looking for artists to produce and, along with his 
brother Luc Junior Tam and Wes Anderson col-
laborator Martin Scali, has recently co-directed 
music videos for French-Israeli singer Yael Naïm 
and electronic music stars Major Lazer. The 
change seems to be suiting Van Haver well. “It’s 
just not normal for any human being to receive 
so much attention all the time,” he says of his 
turn in the spotlight. “I really enjoy creating for 
others, behind the scenes.” —Mark Yarm

Facts & stats 

NOBU

SEATS
The capacity of Nobu 
Downtown, up from 120 
at the original location. 
The FiDi space is also 
9,700 square feet larger 
than the old one.

HANDMADE BLACK CERAMIC PIECES
The components of the two brushstroke murals 
in Nobu Downtown’s main dining room, created 

by Canadian artist Pascale Girardin.

ORDERS  
The approximate yearly total of rock shrimp 

tempura dishes prepared at Nobus worldwide. 
The company also estimates it serves 416,000 

liters of sake and 546,000 pounds of rice per year.

RESTAURANTS
The total number of Nobus 
around the world. Rockwell 
Group has designed most of 
them, including the original 
space and its reincarnation.

44

NOBU HOTELS
The brand’s current portfolio, which will 

soon expand to nine. The first Nobu hotel 
opened in Las Vegas in 2013.3

32

1,650

312,000

279

TABLE NUMBER 
Robert De Niro’s regular 

spot at the original Nobu. 
The actor is a longtime 

friend and business 
partner of the chef’s.

This spring, Nobu New York 
becomes Nobu Downtown, moving 
from its original Tribeca location 

to a new 12,500-square-foot space 
in the financial district. Since 

Nobu Matsuhisa opened the res-
taurant, in 1994, it has become the 
flagship of the chef’s global empire. 

ubs.com/childrensfuture

What will 
my children’s 
future hold?
Will they be prepared?

How can I give them the best start?

The value of investments can go down as well as up. Your capital and income is at risk. In the UK, UBS AG is authorized by the Prudential Regulation Authority and subject to regulation by the Financial Conduct 
Authority and limited regulation by the Prudential Regulation Authority. © UBS 2017. All rights reserved.

Your children are your legacy. And you want them 
to be well equipped for the challenges ahead.

In a changing world, you don’t know what skills 
they’ll require. Or how much you’ll need to set aside. 

We can help ensure you have the means to give them 
the best chance of success. 

Today. And tomorrow.

For some of life’s questions, you’re not alone.
Together we can find an answer.
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what’s news

BASIC TRAINING 
Top, from left: R.M. 
Williams jacket, Vince 
sweater and Boglioli 
pants. Caruso jacket, 
Simon Miller T-shirt  
and Ddugoff pants. 
Middle, from left: 
Givenchy by Riccardo 
Tisci jacket and pants 
and Vince sweater;  
Brioni jacket, Brunello 
Cucinelli sweater and 
Ddugoff pants. 

PHOTOGRAPHY BY  
HANS NEUMANN
FASHION EDITOR  
ISAIAH FREEMAN-SCHUB

trend report

PRACTICAL 
MATTERS
Originally a military staple, 
the field jacket ups its  
cool factor this season with 
sharp cuts and fresh hues.

STANDARD ISSUE  
Left: Boglioli jacket, 
sweater and pants.  
Right: Etro jacket, 
Peuterey sweater and 
Ddugoff pants. Model, 
Kyle Mobus at Re:Quest 
Model Management; 
grooming, David  
Colvin. For details see 
Sources, page 124.

GRANTORINO SOFA. DESIGNED BY J.M. MASSAUD.
SALONE DONNA ELENA, PALAZZO CORSINI, FLORENCE.

Italian Masterpieces

poltronafrau.com

For the nearest Poltrona Frau showroom please call:  1 855 768 5931
Express Program: select products available in stock

New York  Los Angeles  Washington DC  Chicago  San Francisco  Miami  Boston  Houston  Cincinnati  Dallas  Seattle  Jackson Hole  Denver  Tulsa  Atlanta  Philadelphia
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what’s news

LONDON EYE

C
ONTEMPORARY art dealer Thad-
daeus Ropac, 57, spent two years 
scoping out a location for his 
latest gallery, which opens next 

month on London’s blue-chip Dover Street. 
“I was very precise—it had to be Mayfair, 
a rather large space and rather original,” 
says the Austrian-born Ropac, whose 
stable of artists includes Georg Baselitz, 
Anselm Kiefer and the estate of Joseph 
Beuys, among others. Ropac has a history 
of sidestepping the white-box model: His 
original space, opened in 1983, occupies  
a 19th-century mansion in Salzburg; one  
of his two Paris outposts is a former 
industrial ironworks. In London, Ropac 
and architect Annabelle Selldorf are con-
verting a 1772 Georgian mansion known 
as Ely House into 16,000 square feet of 
gallery space and offices. Four exhibitions 
will mark its debut, including a selection 
of major minimalist works by Donald Judd 
(shown), Lee Lozano, Richard Serra and 
others, presented in the space that was 
formerly the Bishop of Ely’s library—a 
perfect 33-by-33-foot square. “You feel it 
was created for a purpose,” Ropac says of 
the palatial room, which features ornate 
details and ceilings nearly 20 feet high. 
“So art is moving in now and having a bit 
of its way.” ropac.net. —Sarah Medford

an 18th-century mayfair 
mansion renovated  
by annabelle selldorf  
is home to thaddaeus 
ropac’s newest gallery.

Grisaille wallpaper, featuring 
monochrome patterns in 

shades of gray, sets a modern, 
understated tone that plays 

off its long decorative history. 
Used during the Renaissance in 
paintings and frescoes, grisaille 
was adapted to wallpapers in 

the 19th century by great French 
firms like Dufour and Zuber. 
The design has recently come 

back in style in both abstract and 
figurative motifs.  
—Mieke ten Have

material world 

GRAY MATTER

DUST COVER  
Above: Libris 

Maximus by 
Fornasetti Murals 

from Cole & Son. 
For details see 

Sources, page 124.

FRESH SLATE 
Above: Pyne 
Hollyhock by 
Schumacher. Left: 
Strata Study by 
Zak + Fox and 
Apparatus. Below: 
Classic Hua Trees 
Mural by Sian Zeng.

SHADOW PLAY 
Left: Sultana custom wallpaper 
by Eskayel in collaboration with 
Briana DeVoe White. 

MAVERICK MIXOLOGY
Bartenders worldwide are using the sous vide technique—slow-cooking  

vacuum-packed ingredients at low heat—to create complex cocktails. —Chadner Navarro

ZEN GARDEN 
Three elements of this signature 
drink at Double9 in Lisbon are 

combined sous vide: a tequila-and-
kaffir-lime infusion, an herbaceous 

pineapple syrup and vodka seasoned 
with buchu leaves.

SIGNIFICANT OTHER
For this gin-vermouth-Falernum–
green Chartreuse concoction from 

NYC’s NoMad Bar, olive oil is added 
to Dolin Blanc sous vide, then 

removed by freezing, leaving behind 
its flavor but not its heaviness.

THAI TEA GT
At Teens of Thailand in Bangkok, 
the gin and tonic is given a local 

twist: Bombay Sapphire gin is mixed 
sous vide with sweet Thai tea, 

and the drink is garnished with a 
cinnamon stick, mint and lemon zest.

+ + +
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what’s news

screen time

DOUBLE 
VISION

Olivier Assayas and 
Kristen Stewart reunite for 

Personal Shopper.

I
NSPIRATION CUTS both ways for 
French director Olivier Assayas and 
his American muse Kristen Stewart. 
Assayas wrote the role of Maureen 

Cartwright in his latest movie, Personal 
Shopper (opening March 10), specifically 
for the 26-year-old actress. “If there had 
been no Kristen,” he says, “there would 
have been no film.” 

Stewart, who plays the haunted assis-
tant to a Parisian supermodel, was struck 
by her character’s duality: “Maureen is 
drawn to aesthetics and things that are 
implicitly superficial,” she says. “But  
she also has a disdain for these things.”

Personal Shopper, which earned 
Assayas the best director award at the 
2016 Cannes Film Festival, is the second 
project he has written and directed featur-
ing Stewart. She had a supporting role in 
2014’s Clouds of Sils Maria, for which she 
became the only American actress ever 
to win a French César Award. Indeed, the 
experience of working with Assayas—who 
recently finished writing the screenplay 
for Roman Polanski’s Based on a True 
Story—encouraged Stewart to direct 
her short, Come Swim, which premiered 
at this year’s Sundance Film Festival. 
“I could sense that he was proud,” says 
Stewart, who gave Assayas an early look  
at the film, “and he said that I was off in 
the right direction.” —Tobias Grey

worth the trip

PRINCELY PERKS
In the race to attract travelers to far-flung corners of the earth, high-end 

resorts are getting creative. Personal submersibles, pearl-powder facials, 
even picnics on a pop-up sandbar—these are some of the most over-the-

top amenities from the Bahamas to Bhutan. —Heidi Mitchell

hôtel 
hermitage 

Monaco

amanemu 
Japan

como uma
Bhutan

helena Bay 
lodge  

New Zealand

musha cay 
Bahamas

l aucal a 
isl and

Fiji

Butlers draw 
baths of coconut 
milk in open-air 
tubs.

Explore the reef 
in a DeepFlight 

Super Falcon 
submersible.

Wagyu beef, 
eggs from 
Austrian 

Sulmtaler 
chickens and 

heritage 
pork 

from 
the resort 

farm.

Visit the on-site 
orchid garden 

featuring 4,000-
plus varietals.

Weave a  
masi basket in 

 one of Fiji’s 
last traditional 

villages. 
laucala.com

Three-minute 
treatments in a 
 -166° F cryo-

therapy chamber.

Bhutan’s 
first private 

helicopter tours 
whisk guests 
between the 

sister properties, 
eliminating the 

need for the five-
hour car transfer.

World-
renowned chef 
Alain Ducasse 

prepares private 
meals for guests 

on request.

Watch Formula 
One races from 
your balcony or 

the exclusive 
paddock lounge 
just beside the 

racetrack.

Ladurée mac-
arons in exclusive 

flavors. 
montecarlosbm.com

Sessions with 
resident doctor 

Nikhil S. Pawar, 
a specialist 
in posture 
alignment.

Buggies  
and e-bikes ferry 

guests around 
the resort’s 800 

acres.

Dine with  
a local farming 
couple in their 

traditional house 
or on the hotel’s 

archery field.

Helicopter trips 
to the Hobbiton 

set to experience 
Tolkien’s  

Middle-earth.

Custom 
wellness plan 
to keep that 

zenned-out vibe 
going.

comohotels.com

On-call therapist 
obviates the need 

for spa menus.

Charter flights 
arrive on 

Musha’s own 
landing strip.

Just-butchered 
Wagyu from  

the on-site farm, 
prepared by 
chef Michele 
Martino of 

Italy’s Michelin-
starred Don 

Alfonso 1890.

Dive to an 
underwater art 

installation 
or go on an 
elaborate 

treasure hunt.

Honey made by 
resident bees.

helenabay.com

Body scrubs 
using hand-
harvested 

volcanic soil 
and salt from 

the island.

Maseratis on 
call to shuttle 

guests between 
casino, beach 
club and spa.

A flat-bottom 
boat pulls up 

to a picnic on a 
two-mile-long 
sandbar that 

disappears after 
lunch.

Seven-night 
glamping treks, 
at an altitude of 

16,000 feet.

Selfies taken at 
Houdini’s own 

pool table.
mushacay.com

Onsen baths; 
eye masks made 
with free-diver-

harvested pearls.

Helicopter 
charter from 

Nagoya 
(otherwise it’s  
a two-and-a-

half-hour drive).

Fish with an 
expert angler 

from a sheltered 
shore; chefs 
prepare the 

catch tempura- 
and sushi-style.

Learn the 
ancient practice 

of zazen 
meditation 
in Shima’s 
hydrangea-

draped Daijiji 
Temple.

Incense, 
ise-katagami 

bookmarks and 
other surprises 

left at turndown.
amanemu.com

Sold by pub-
lishing magnate 
Malcolm Forbes 

to Red Bull 
billionaire 
Dietrich 
Mateschitz.

A 19th-century 
Belle Epoque 
darling with 
a lobby by 
Gustave  
Eiffel.

Two hotels 
separated by 
a Himalayan 
valley, owned 
by the elusive 
Singaporean 
entrepreneur 

Christina Ong.

A new five-room 
estate on two 
miles of North 

Island beach, re-
portedly owned 
by Russian steel 
baron Alexander 

Abramov.

Illusionist David 
Copperfield’s 
own 
island 
retreat.

Aman’s newest 
resort, a hot 

springs retreat 
in Ise-Shima 

National Park, 
on the shores of 

Ago Bay.
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Vintage Trouble, 2017
Kings Theatre , Brooklyn, NY
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WHAT ’S NEWS

THE CULT OF

THE BEACHY 
SEA SALT–

SCRUB  
SHAMPOO 

FROM  
CHRISTOPHE 

ROBIN,  
COLORIST TO 
CATHERINE 
DENEUVE 

AND TILDA 
SWINTON,   

HAS BECOME 
A STAPLE FOR 

TOP HAIR-
STYLISTS,  

WHO SWEAR 
BY ITS  

CALMING, 
EXFOLIATING  
PROPERTIES.  
$52; christophe-robin.com

In 2010, Tuulia Mäkinen Diallo, a Finnish-born designer who spent 
five years at Roger Vivier, and her husband, Hamidou Diallo,  

a businessman who grew up in Guinea, joined forces to launch the 
Paris-based home-goods company Tensira. Tuulia creates two col-
lections a year, and everything, from totes to throws to mattresses 
stuffed with kapok fiber (shown above), is handmade in Guinea. 

This spring, new fabrics in red-and-black ticking and black-checked 
gingham add to the bohemian vibe. tensira.com. —Julie Coe

OBJECTS OF DESIRE

TENSIRA TEXTILES

FOOTLOOSE

Materials are paramount to Brunello Cucinelli’s tailoring and knitwear,  
and the Italian label’s new Ares sneakers follow suit. The shoes’  

three-layer microfiber base—milled and assembled by hand—is topped with 
nylon and suede, making for a luxuriously lightweight pair of kicks.  

$695; 212-813-0900. —Isaiah Freeman-Schub

ACTIVE DUTY
With sporty details and 
versatile complications, 

these rugged timepieces are 
ready for adventure.

From top: Omega; Tag Heuer; Patek 
Philippe; Hublot; Breguet; Rolex; 
Audemars Piguet. For details see 

Sources, page 124.

Archeo Black, a new furniture 
collection from Milanese 

architect Vincenzo De Cotiis, 
comprises 11 marble, fiberglass 

and brass pieces that look 
wrested from the earth: Stools 

balance like upturned rocks; 
tables are cleft into glittering 
layers. The series is on view at 
Carpenters Workshop Gallery 

in New York from March  
14 through April 22. —S.M.

DARK AGE

The Other Conversation

For the nearest Cassina showroom please call: 1 800 770 3568 
Quickship Program: selected products available in stock

New York       Washington DC       Miami       Chicago       San Francisco       Los Angeles

8 sofa designed by Piero Lissoni at Shore House by Mount Fuji Architects, Japan
discover more at cassina.com
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what’s news

TASTE OF DUBAI 
Clockwise from left: Wild & the Moon’s dining 
room; a chocolate platter from Mirzam Chocolate 
Makers; the Jumeirah Al Naseem resort. 

EYE FOR DESIGN 
Clockwise from above: The interior of 
Inked; Athier Mousawi’s installation at 
Ayyam Gallery; Samia Halaby’s Orange 
Kiss with Sky, from Ayyam Gallery.

COLOR STORY 
Above: Wild & the Moon’s cold-

press juices. Right: Avega Dance 
Creations at The Junction. 

neighborhood watch

ALSERKAL 
AVENUE

Dubai’s historically 
industrial area is now a 

cultural epicenter. 

Wild & the Moon
French expat Emma Sawko’s latest eatery 
(she’s also the co-owner of Comptoir 102) 

features a cold-press juice bar and a 
menu of plant-based options, such as nori 
quinoa with cashews, kale and guacamole. 

wildandthemoon.com 

The Junction
This 160-seat space is where local  

comedians, dancers, thespians and compos-
ers flock to share their talents. Year-round 

performances range from a cappella 
concerts to avant-garde theater productions.  

thejunctiondubai.com

Mirzam Chocolate Makers
This UAE-born artisanal chocolate brand, 

whose flagship factory opened last 
fall, infuses some of its dark chocolate with 
spices from Madagascar, India, Spain and 

Indonesia to create rare flavor combinations. 
mirzam.com

Ayyam Gallery
Since opening its first location (now closed)

in Damascus, Syria, in 2006, the gallery 
has expanded to Beirut and Dubai. It show-

cases artists (such as Tamman Azzam) who 
highlight provocative social issues.  

ayyamgallery.com

Inked
The city’s latest culinary concept specializes 

in out-of-the-ordinary dishes, such as 
liquid truffle “pizza” and Guanaja chocolate 

“soil” with honeycomb. It also offers pop-up 
dinners, cooking workshops and tastings. 

inked.ae  

Jumeirah Al Naseem
This nearby resort is perched on the 

beach and overlooks the iconic Burj Al Arab 
Jumeirah. The property, which is peppered 

with pieces by local artists, has 387 
rooms, 43 suites and eight restaurants.   

jumeirah.com. —Dylan Essertier

SASCHA LEWIS  FOUNDER, FLAVOR PILL

H OTEL  E L  M A N G RO OVE
COSTA R ICA

E X AC TLY
L IK E
NOTHING 
ELSE
As soon as you land in Costa Rica and check-
in to El Mangroove, you hear “Pura Vida!” 
It’s the guiding philosophy here…a wonderful 
reminder to accept the infinite beauty all 
around us. Autograph Collection selects exactly 
like nothing else hotels that are a true reflection 
of their local community and El Mangroove is 
the ultimate expression of Pura Vida. The gift of 
nature, community and beauty is shared with all 
who visit. Inviting guests to disconnect and meet 
the natural splendor of Costa Rica head on.

AUTOGRAPHHOTELS.COM



SUIT YOURSELF 
Mix things up for an 

unexpected take on a 
staple. Etro jacket and 

pants, Dior Homme 
shirt and buttons and 

model’s own ring.

PHOTOGRAPHY BY ARNO FRUGIER 
STYLING BY MAURICIO NARDI

Look smart with these streetwise 
versions of gentlemanly classics.

CHARACTER 
STUDY

MARKET REPORT.fashion & design forecast march 2017
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REBEL ROUSERS 
A hit of leather 
toughens up 
traditional styles. 
Dior Homme 
jacket and shirt, 
Coach 1941 pants 
and Balenciaga 
belt. Opposite, 
from left: Boss 
jacket and pants, 
Gucci turtleneck 
and Vetements  
x Church’s shoes; 
Dries Van Noten 
coat, Kiton jacket 
and pants, Berluti 
shirt, Dolce & 
Gabbana tie and 
Balenciaga boots.
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TRIPLE THREAT 
Stand out with 
fanciful detailing. 
From left: Dior 
Homme jacket, 
buttons and tie 
and Comme des 
Garçons shirt; 
Dolce & Gabbana 
jacket, Comme 
des Garçons shirt, 
Boss tie and Dior 
Homme necklace; 
Balenciaga jacket 
and Dolce & 
Gabbana shirt 
and tie.
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FULL GEAR 
Look confident  
in pieces that break 
with convention. 
Lanvin coat, 
Dolce & Gabbana 
shirt and tie, Raf 
Simons pants 
and Vetements x 
Lucchese boots. 
Opposite: Marni 
jacket and pants, 
Lanvin top and 
Balenciaga belt and 
chain. Models,
Ernest Klimko at 
Premium Models,
Ville Sydfors at 
Diva Models, Bernd 
Sassmannshausen 
at TIAD, Dylan 
Roques at 16Men; 
hair, Joseph 
Pujalte; makeup, 
Carole Colomban. 
For details see 
Sources, page 124. 



762 Madison Avenue, New York — Bal Harbour Shops, Bal Harbour — shop at santonishoes.com

Maurizio Cattelan
in
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the exchange.leading the conversation march 2017

H
IROYUKI SASAKI, the founder of Japanese 
fashion label Tomorrowland, is recover-
ing after a late flight from Kobe, where he 
has been overseeing designs for next sea-

son. Over the course of his career, the designer, 69, 
has perfected his signature deconstructed take on 
preppy Americana—voluminous plaid pants, feather-
light navy blazers—while continuing to broaden 
Tomorrowland’s international reach. In 2014, the 
brand landed in American stores and online retail-
ers like Barneys and Mr Porter. A year later, the 
first stand-alone Tomorrowland store outside Japan 
opened in New York City—Sasaki’s empire now 
extends to 166 stores. 

Born in Yokohama in 1947, in a house near the U.S. 
naval base, Sasaki was fascinated by Western style 
from a young age. The foreign ships in Yokohama har-
bor inspired him to work in international trade, and 
after graduating from Rikkyo University, he took a 
job at a textile export company. In 1978, he founded 
his own company—his aim, he says, was to rescue 
Japanese men from the corporate golfer look that was 
de rigueur at the time. In terms of price and profile, 
Tomorrowland sits somewhere between Japan’s cou-
ture triumvirate of Issey Miyake, Yohji Yamamoto and 
Rei Kawakubo and the country’s mainstream-but-
edgy brands, such as United Arrows and Beams. He 
signs off on eight annual seasonal collections, designs 
all the fixtures in each store and selects everything 
from art (one Tokyo store features prints by Yayoi 
Kusama) to the driftwood in a beach-themed display. 
In addition, he oversees the Tokyo-based stores for 
other brands like Isabel Marant and Dries Van Noten. 
Delegation, he admits, is a challenge: “The only thing 
I don’t do is the accounts.”

Looking forward, Sasaki is considering expanding 
his presence in London beyond what’s sold online, but 
he says he intends to “take it slow.” This January was 
the first in 35 years that he did not fly to the Milan 
menswear shows, instead sending his son, Yuhei, who 
took over as CEO in 2014. “I used to eat out a lot and go 
to a club and then go on to bars till 2 a.m.,” Sasaki 
says. “Now I usually pick my daughter up after work, 
and we go home and cook dinner together.” >

BY LUCY ALEXANDER  
PHOTOGRAPHY BY SHINJI MINEGISHI

After 40 years in the 
business, the designer behind 

cult brand Tomorrowland  
is still a fashion powerhouse.

tracked

HIROYUKI 
SASAKI

FASHION FORWARD 
Hiroyuki Sasaki, 
founder of Japanese 
label Tomorrowland, at 
his showroom in Tokyo.



13
The number of original labels within  

the Tomorrowland family, including Caban, 
Des Prés and Bacca.

1,600
The number of Tomorrowland employees.

5
bones

The number Sasaki broke in 2004 while  
racing his Cisitalia between Siena and  

Florence in a vintage car rally. He returned 
the following year to complete the race.

10
hours straight

The amount of time that Sasaki  
can sleep on a flight. “A meal, a movie,  

a sleeping pill, then I’m out.”

1947 
The year his beloved Cisitalia 202 SMM 

sports car was built. His collection  
also includes a 1967 Aston Martin and a 

1956 Maserati 150s.

15
trips 

On average, the number of times per  
year Sasaki travels internationally, mostly 

to Paris, Milan and New York.

3
months

The average time it takes to make a 
Tomorrowland clothing sample.
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2
weeks 

The time Sasaki spent making a  
Perspex table filled with vintage buttons  

for one of his stores. •

1979
The year Sasaki met his favorite designer, 

Paul Smith. “He’s like the Beatles to me.”

7:43 a.m.
A morning coffee at Tokyo’s 
Palace Hotel.

3:54 p.m.
He positions heraldic crests on a women’s  
jacket for Bacca’s spring/summer 2017 collection.

7:39 p.m.
Celebrating his granddaughter’s 

birthday, along with his daugh-
ter, Yuka, and son-in-law, at 

Bareburger, an American organic 
burger chain that Sasaki  

helped bring to Tokyo in 2015.

2:03 p.m.
Catching a taxi to Tomorrowland’s 

office in the Ebisu neighborhood.

11:20 a.m.
A visit to Tomorrowland  
in Tokyo’s Marunouchi area.

2:21 p.m.
At the office, Sasaki 
heads to a menswear 
design meeting.

1:18 p.m.
Eating lunch at the cafe above the 
concept store Super A Market.
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W
HAT’S HAPPENING, bro?” booms the 
gravelly voice of Henry Taylor as he 
crosses South Los Angeles Street, a 
bustling offshoot of L.A.’s downtown 

Fashion District. Dressed in his uniform of work 
boots, baggy jeans and an unbuttoned oxford shirt, 
the 58-year-old artist  has sunglasses balancing on 
the tip of his nose, a cigarette dangling from his lips 
and a young woman in tow who will sit for one of his 
portraits—or what he calls “slow chess games”—in 
his nearby second-floor studio inside a former factory.  

“I’m a quick starter, but I’m not a finisher,” Taylor 
says, pointing to a wall of several large works in prog-
ress as we walk inside his massive, double-height 
workspace. There are dozens of his deeply personal 
and political paintings  and assemblage sculptures 
that, over the past decade, have earned him solo 
shows at Harlem’s Studio Museum, MoMA PS1 and 
the L.A. and New York gallery spaces of his primary 
dealer, Blum & Poe. “I’ve got too many things to work 
on,” he says. “Everywhere I travel I make work. I used 
to go to openings and take milk cartons full of paint 
because I just couldn’t stop painting—but I’ve never 
been under the gun like this.”

The recent pressure follows his acclaimed Blum 
& Poe solo show in Culver City, California, this past 
fall, and his inclusion in the Whitney Biennial, which 
runs from March 17 to June 11, in New York. He’s been 
working overtime since the summer preparing for 
both. As he bounds around the 2,100-square-foot 
space, Taylor riffs in an expletive-laced staccato 
about his works—six of which will be displayed at the 
Whitney. There’s a wall-size landscape that depicts 

an allegorical funeral procession for his grandfather, 
a horse trainer and gambler who was killed in Naples, 
Texas, in 1933; and an image of 32-year-old Philando 
Castile (who was fatally shot by a Minnesota police 
officer in July 2016) inside an automobile with a gun 
pointed toward him through the passenger window.

A portrait of Taylor’s late friend Noah Davis sits 
near the studio entrance. “That’s for his mom,” says 
Taylor, momentarily dropping his firecracker tone to 
reflect on Davis, the talented painter and installation 
artist who started L.A.’s Underground Museum and 
succumbed to cancer two years ago at the age of 32. 
“He taught me not to have so much anxiety.”

Still, Taylor seems nervous about the many dead-
lines he faces. In addition to showing at the Whitney 
Biennial this spring, he will make his solo debut at 
Zurich’s Galerie Eva Presenhuber in June. He also 
recently completed commissions for the Whitney’s 
Christmas card and a High Line Art mural in Chelsea 
that will be installed this spring, which features a self-
portrait of Taylor floating on colorful pool noodles.

BY MICHAEL SLENSKE   PHOTOGRAPHY BY DAVID BLACK

The Los Angeles-based artist Henry Taylor has long been  
a legend for his paintings and his personality. This spring, for the  
Whitney Biennial, he’s bringing his outsize work to New York.

KING HENRY
art talk

“i used to go to openings 
and take milk cartons 
full of paint because  

i couldn’t stop painting.”
–henry taylor
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CHINATOWN TAYLOR 
The artist in his 

2,100-square-foot  
studio in downtown Los 

Angeles with several 
paintings in progress.
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“Henry is having a moment right now because 
he has the capacity to create compelling paintings 
that not only embrace figuration but also diver-
sify it,”  says Naima Keith,  the deputy director of 
exhibitions and programs at the California African 
American Museum, who has been friends with Taylor 
for nearly a decade. “More importantly, it seems figu-
rative painters like Henry are portraying people in 
response to salient topics and issues of the 21st cen-
tury—from race, gender and war to social activism.”

Taylor’s oeuvre comprises snapshots, news clip-
pings and ephemera that illuminate the lives of 
family, friends, homeless neighbors and legend-
ary figures—including Olympic high jumper Alice 
Coachman in midair (a painting of whom sold 
for $149,000 at a 2016 Christie’s auction). “I am 
constantly intrigued by the ways he makes no dis-
tinction between iconic historical figures and the 
person sitting in front of him,” Keith says. “People 
from the neighborhood might wander in and become 
the subject of a portrait alongside Black Panther 
leader Eldridge Cleaver.”

Raised in Oxnard, California, Taylor is the young-
est of eight children (“I’m Henry the Eighth,” he 
jokes). Some of his 
first memories of 
art are admiring 
the paintings in the 
wealthy homes his 
mother cleaned and 
watching his father 
work as an industrial 
painter at Naval Air 
Station Point Mugu. 
On the weekends, 
Taylor would help his 
father paint houses or 
bars around Ventura 

County.  He also got an early art 
education from his neighbors  and 
classmates:  Mario, Gilbert and 
Jaime Hernandez, the artist broth-
ers behind the  Love and Rockets 
comic books. 

“When I met artists like those 
guys, I became aware of a per-
son’s draftsmanship,” says Taylor, 
who drew sports idols alongside 
the Hernandez brothers  during 
their adolescence.  By high school, 
he was making ceramics and had 
completed his first painting—a 
mountainous landscape based 
on Truman Capote’s essay  A 
Ride Through Spain.  In the 
early ’80s, he studied cultural 
anthropology, journalism, set 
design and interior design at 
five schools between Oxnard 
and Oakland, including Laney 
College, where he took his first 
art course, in etching.  Taylor 
spent the next decade working 
as a psychiatric technician at 

Camarillo State Hospital, the well-known men-
tal health facility north of Los Angeles.

“I tend to embrace [mentally ill people] eas-
ier because of my relationship with them at the 
hospital. I’ve found that a lot of them are just 
innocent, sweet human beings,” says Taylor, 
who painted portraits of schizophrenic and 
bipolar patients during his years at Camarillo, 
while studying for a B.F.A. at the California 
Institute of the Arts.

Although Taylor’s tender early works, which 
he debuted at his home gallery in January 2016, 
have been validated by critics, collectors and 
curators alike, he remained insecure about his 
painting until he was 40.  In fact, before every 
critique at CalArts, Taylor would load his art-
work into an ice cream truck owned by his then 
girlfriend (the mother of his 25-year-old son, 
Noah, an artist who now assists Taylor with his 
paintings) and bring them to the home of his 
late Oxnard College mentor, James Jarvaise, 
the Southern California painter who was part 
of MoMA’s seminal 1959 survey  Sixteen Americans. 
“He’d look at every f—ing one,” says Taylor, who ulti-

mately decided not to pursue an 
M.F.A. “He was the game changer.”

Taylor spent the ’90s raising 
his son in Thousand Oaks—he 
also has a 28-year-old daughter, 
Jade, who is a social worker in 
New York—while hawking paint-
ings on cigarette packs and cereal 
boxes around L.A. when he couldn’t 
afford canvases.  Slowly, he built a 
reputation as a raw talent with a 
big personality, aka “Chinatown 
Taylor,” the hard-partying bard of 
the downtown district.

“He was kind of a legend before he was a legend,” 
says Tim Blum, co-founder of Blum & Poe. “He’s like a 
walking, living, breathing work of art, and alongside 
being a visual artist, he’s a poet. He sort of embodies 
that wherever he goes. But Henry also has wrestled 
with a lot of demons.”

Having battled early financial setbacks and a few 
near-death experiences, Taylor has persevered, most 
recently resulting in his acclaimed Blum & Poe solo 
show this past fall. “He’s never done such a total dom-
ination of a space,” says Blum. In addition to filling its 
galleries with massive paintings, Taylor turned one 
space into a skid row lot with a half-buried shopping 
cart, a dead tree, a homeless encampment and a graf-

fiti homage to Michael Jackson. Another area served 
as a replica painting studio with art supplies and a 
constellation of small portraits. Taylor transformed 
yet another gallery into a blacked-out screening 
room—enhanced with Jamaican musicians and mar-
ijuana smoke—for a short film he made with director 
Kahlil Joseph about a chance backstage encounter 
Taylor had with Bob Marley at the Santa Barbara 
Bowl when he was 20 years old.

While the exhibition left a considerable impres-
sion on critics and curators from coast to coast, the 
pressure of the deadlines has left Taylor search-
ing for more. “Sometimes I feel like I haven’t even 
touched the surface,” Taylor says as he surveys the 
unfinished works in his studio. “I’m just trying to get 
back in here and have some mother—ing fun.” •

FAMILIAR FACES  Taylor’s paintings often capture not only family 
members and neighbors but also iconic figures. Clockwise from above:  
The Love of Cousin Tip, 2016–2017; Food, 2016; and The Frances Stark, 2016. 
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O
N A STORMY NIGHT in London’s Shoreditch 
neighborhood, three stories up in a for-
merly gritty factory–turned–luxury loft 
building, a clandestine gathering is tak-

ing place. “In Sherlock Holmes movies, this is where 
they would come to find the criminals in opium 
dens,” says a bearded man sitting at the table, José 
Neves. Joining the 42-year-old founder and CEO of 
Farfetch, an online shopping website and platform 
that reached a $1 billion “unicorn” valuation in 2015, 
is Natalie Massenet, 51, the founder of Net-a-Porter, 
which changed the luxury e-commerce game when 
she launched it out of her apartment in 2000 after 
leaving a fashion job at Tatler. Eighteen months after 
her abrupt departure from Net-a-Porter just prior to 
its merger with the fashion e-commerce enterprise 
Yoox Group, and following four weeks of secret dis-
cussions, Massenet is joining Farfetch as Neves’s 
nonexecutive co-chairman and member of the board.

Although once adversaries, competing over the 
$22 billion online fashion market, the two are now 
teaming up. Of Farfetch’s business model, Massenet 
says, “If I were starting Net-a-Porter today, that’s 
exactly what I would do. But I don’t feel like doing 
a startup again in that way.” She’s been there, done 
that, and values her eight hours of sleep a night. (Her 
favorite new discovery is Pzizz, a power-napping 
app.) In addition to being a “cheerleader,” she’ll offer 
her expertise in customer experience and tap into the 
strong relationships with fashion brands and indi-
vidual designers that she cultivated at Net-a-Porter 
and the British Fashion Council, where she has been 
chair since 2013. “Those are going to be called upon,” 
she says with a quick smile. 

While Net-a-Porter upended luxury retail by sell-
ing merchandise without a physical store—enticing 
buyers of $25,000 gowns with 24-hour virtual ser-
vice and doorstep delivery instead of plush dressing 
rooms and fawning staff—Farfetch pushes the idea 
one step further: It’s a retailer without any mer-
chandise. (In Neves’s terms, it’s “an omni-channel 
e-commerce platform.”)

“Uber is one of the biggest transportation compa-
nies, but it doesn’t have its own cars,” says Massenet. 
“Farfetch also doesn’t hold inventory.” Instead it 
focuses on marketing and fulfillment, connecting 
customers with more than 500 boutiques and stores 
from more than 200 brands around the world via 
a website translated into nine languages, includ-
ing Russian and Chinese. The company coordinates 
everything from photographing each item to digital 
marketing and international shipping and returns, 
for which it charges stores a fee of up to 25 percent of 
the purchase price.

In addition to a new London office, Farfetch 
maintains 11 global outposts, including locations in 
Shanghai; São Paulo, Brazil; Moscow; Tokyo; New 
York; Los Angeles; and three cities in Neves’s native 
Portugal. Same-day service is offered in nine inter-
national cities (and two summers ago included yacht 
deliveries in the Mediterranean). In 2016, Farfetch 
achieved $750 million in sales, taking a slice some-
where in the ballpark of $200 million—all without 
buying so much as a T-shirt or building a dressing 

room. “From a business perspective, not holding 
inventory is the holy grail,” says Massenet.

One of Farfetch’s strengths is the variety of its 
offerings. Someone living in Berlin might be looking 
for the latest Olympia Le-Tan clutch—hard-to-find 
embroidered purses often modeled after cult book 
covers—and find more than 40 iterations on Farfetch 
from boutiques ranging from Miami’s The Webster to 
Restir in Tokyo. (At press time, Net-a-Porter carried 
only four of Le-Tan’s limited-edition bags.) A fan of 
Gucci’s women’s designs, shopping in early February, 
would have found 629 items to choose from—includ-
ing 233 items of ready-to-wear—versus Neiman 
Marcus’s offering of 455 items, only 33 of which were 
pieces of clothing.

Even so, Farfetch trails luxury e-commerce’s top 
players. According to a 2015 study by research com-
pany Technavio, the leading five were Nordstrom’s 
website (including its sale site Nordstrom Rack) 
followed by the Neiman Marcus Group, Saks Fifth 
Avenue, Ralph Lauren and finally Net-a-Porter.

Neves, who founded the company in 2008, was 
initially a software developer and later launched a 
shoe line, Swear, in 1996, along with a showroom, 
SIX London, and then a London-based boutique, 
B-Store, in 2001. “I was never a marketing executive 
or a brand builder or, as in Natalie’s case, a journalist 
with an understanding of content,” says Neves. 

He hopes that together they will tackle Farfetch’s 
weaker points, particularly in customer service and 
editorial. Farfetch “is consumer-centric, but maybe 
we haven’t looked at all the touch points,” he says.

“I think there is room for storytelling,” adds 
Massenet, though she says she will not be starting a 
glossy monthly along the lines of Porter, the shoppa-
ble magazine she launched in 2014. “Farfetch is going 
to be putting on its best dress and its best suit.” 

Massenet’s departure from Net-a-Porter was 
fraught: The majority shareholder, Compagnie 
Financière Richemont, had struck a deal to sell the 
company to Yoox at a valuation far lower than she 
expected—$1.4 billion rather than $2.3 billion. After 
initially announcing that she would stay on at the 
renamed Yoox Net-a-Porter Group (YNAP) under 
Yoox’s founder and CEO, Federico Marchetti, she 
shocked the fashion world by announcing her depar-
ture from the company that she had nurtured for the 
past 15 years. Fashion’s front row was captivated by 
the matter, which was eventually settled via arbitra-
tion, resulting in an extra $150 million for Massenet. 
(Richemont declined to comment.) 

She took a year off to focus on her two daugh-
ters, Isabelle, 17, and Ava, 11, and her partner, Erik 
Torstensson, who owns a fashion branding agency 
and a denim line. On her painful split from Net-
a-Porter, she quotes from Woody Allen’s Hannah 
and Her Sisters: “ ‘The heart is a very, very resilient 
little muscle.’ So it’s all about looking forward and 
not being afraid of change.” An active proponent of 
creative visualization (think The Secret), she often 
identifies goals five years out and starts plotting a 
path toward achieving them. “The reason that people 
get money is that it’s not lying on the beach with a 
piña colada—it’s called work,” she says.

And yet, heading to Farfetch—even in an advi-
sory capacity, in which, as she says, she’ll send 
late-night messages via WhatsApp—looks an awful 
lot like throwing down the gauntlet to YNAP. “And 
why not? What’s wrong with that?” says Massenet. 
“The goal has always been the same: to build the 
fashion platform. That hasn’t changed. I’m still 
going to do it.”

Neves—who last year closed a $110 million 
round of funding—has been challenging YNAP in 
other ways. In 2015, Farfetch launched a division 
called Black & White that competes with Yoox’s 
business-to-business division: creating turnkey 

e-commerce sites for existing brands. So far, cli-
ents include DKNY, Manolo Blahnik and Christopher 
Kane. (YNAP, which declined to comment, works 
with Giorgio Armani, Lanvin, Dolce & Gabbana and 
Ermenegildo Zegna, among others.) In April, Neves 
and Massenet will announce a new initiative dubbed 
Store of the Future, exploring ways for brands to 
meld digital capabilities with real-life in-store expe-
riences. Browns, the revered London boutique that 
Farfetch acquired in 2015—where Holli Rogers, a 
former Massenet protégé, is CEO—will serve as a 
sort of shopping laboratory. 

“Farfetch is at the beginning of what will pot- 

entially be one of the biggest tipping points of how 
fashion is consumed and bought and marketed,” 
Massenet says. It’s a topic that she is constantly 
exploring, in part through making personal 
investments. She’s been meeting with tech entre-
preneurs, and in 2015, she also registered a company, 
Imaginary Ventures Ltd., causing much speculation 
in the press. “It’s a holding company that I created 
for my future projects,” she says. Among these is a 
startup, she hints.

“I am very ambitious and very patient,” says 
Massenet. “Which is a killer combination, as it 
turns out.” •

BY ELISA LIPSKY-KARASZ 
PHOTOGRAPHY BY TUNG WALSH 

Natalie Massenet,  
who built Net-a-Porter 
into a leading luxury 
e-commerce site, is 
joining forces with one  
of its competitors,  
José Neves of Farfetch. 
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L
AST NOVEMBER, nearly 3,000 entrepre-
neurs and activists boarded the Norwegian 
Escape, a 20-deck cruise ship docked in 
the Port of Miami. The ship’s retail out-

lets and casinos were shut down, social media was 
banned, and the chefs and crew from restaurants 
like the Beaming Organic Superfood Café  com-
mandeered the industrial kitchens. At one of many 
panel discussions throughout the day, the musician 
and entrepreneur  Will.i.am  riffed on innovation 
and technology. Environmentalist  Erin Brockovich 
discussed water pollution in the United States. DJs 
and musicians including Jermaine Dupri took over 
the nightclubs in the evenings. Even though the ship 
was at sea for three days and docked twice in the 
Bahamas, almost no one left—what was happening 
on board was more compelling.

This was Summit at Sea, the annual flagship con-
ference for Summit—an organization that has built a 
10,000-person community through a series of invite-
only global conferences for activists, innovators and 
entrepreneurs. Summit was founded almost a decade 
ago by four American friends now in their early 30s: 
Elliott Bisnow, Brett Leve, Jeff Rosenthal and Jeremy 
Schwartz. In 2008, Bisnow, who was then working 
for his family’s business, Bisnow Media, cold-called 
two dozen renowned entrepreneurs and invited them 

to a free ski weekend at Alta Mountain just outside 
Salt Lake City. Nineteen accepted, including Blake 
Mycoskie, the founder of Toms Shoes, and they spent 
two days hitting the slopes and networking. Bisnow, 
who initially charged everything to his credit card, 
managed to cover most of the costs through sponsors. 
Buoyed by the weekend’s success, Bisnow brought on 
partners and continued to reach out to entrepreneurs 
and organize events. “In the beginning,” Rosenthal 
says, “we’d giggle about who’d we call next.”

Almost inadvertently, a successful enterprise 
was born with the relatively simple concept of 
offering smart events within a music festival–like 
atmosphere. It was exactly what most ambitious, 
multitasking millennials wanted: to make valuable 
connections while having a good time. “By throw-
ing an event on top of a mountain or on a boat where 
there is no cell service, they force people to engage 
face to face,” says Neil Blumenthal, co-founder of eye-
wear company Warby Parker.

Summit’s events grew quickly, with 40 entrepre-
neurs at its second gathering in Playa del Carmen, 
Mexico, in late 2008. The third conference was held 
at the White House the following year with leaders 
from some of America’s top tech companies, includ-
ing YouTube and Twitter, in attendance. In 2011, the 
founders launched the first Summit at Sea, which 

enabled them to bring a thousand participants 
together for several days. The average cost per per-
son to attend: about $3,000.

During the first few years, the Summit founders 
were unsure what direction to take their growing 
platform. With time, they discovered that the more 
varied the community, the more energized the 
events became. “We realized that bringing together 
people from a diverse set of backgrounds, ages, pro-
fessions and socioeconomic statuses leads to the 
most unlikely collaborations,” says Rosenthal.

“Davos and Summit are similar in that they 
spark alliances, collaborations and even businesses, 
but Summit is younger, fresher, freer,” says Barry 
Johnson, the CEO of the Johnson Global Advisory 
Group and a former adviser to President Obama.

The content at 2016’s Summit at Sea was curated 
almost entirely by women, including Ellen Gustafson, 
the co-founder of FEED Projects and the co-director 
of Summit’s new nonprofit think tank, the Summit 
Institute.  The days on board were packed with at 
least a hundred talks and workshops, including an 
interview with Bob Pittman, an MTV creator, and a 
conversation with civil rights icon Dolores Huerta. At 
a panel titled “Make No Small Plans: Summit Series 
Update,” the founders were the focus.

Much of the half-hour session was spent updating 

attendees on Summit’s new physical home: Powder 
Mountain. In 2013, the founders, along with ven-
ture capitalist Greg Mauro, bought 10,000 acres in 
Utah’s Wasatch Mountain Range after crowdsourc-
ing much of the funding for the reported $40 million 
deal from the Summit community. Now they’re 
in the process of building what they are calling a 
“next-generation mountain town” complete with co-
working spaces, yoga studios and a Standard Hotel. 
The plan includes a mix of townhouses, condos, 
cabins and treehouses inside the new town, called 
Summit, and 500 single-family homes (capped 
at 4,500 square feet) surrounding the village. 
More than 115 homesites (priced from $250,000 to 
$2.75 million each) have been sold to Summit sup-
porters such as Richard Branson.

“We want to build a mountain town with a focus on 
innovation, entrepreneurship, arts and altru-
ism,”  says  Rosenthal, who references the Sundance 
Mountain Resort in Utah and the Aspen Institute as 
inspirations. The Summit founders say that afford-
able housing for those who make $38,000 or less is 
central to their master plan. One of the three hotels 
in development will be a youth hostel where guests 
can stay in bunk-style rooms for around $25 per 
night. They’ve also completed a temporary home 
for the Summit Institute, which has already hosted 

conferences with the Gates Foundation, the Blue 
Shield of California Foundation and Sorenson Impact.

Mauro, the chairman of Powder Mountain, who 
originally organized the deal with the Summit 
founders, says that the main reasons they decided to 
collaborate on the resort were to save it from over-
development (a former plan aimed to include over 
10,000 units) and to provide Summit with a perma-
nent home. “We want to build a community that we 
can live in for the rest of our lives,” Rosenthal says. 

The 2016 Summit at Sea was to be the last. This 
November, the founders will launch Summit 2017 
in downtown Los Angeles, their largest-scale event 
to date. For three days, panels and performances 
will take place in historic theaters and on rooftops. 
Inspired by the concept of a modern world fair, 
they are planning to build a pop-up campus with 
tents, stages and health-conscious food stalls. “We 
want to shut down Grand Avenue and throw a city-
wide barbecue for 20,000 people,” says  Rosenthal. 
Schwartz adds,  “The number of choose-your-own-
adventure experiences we can create in a city versus 
a ship is next level.”

Rosenthal and his partners believe that the 
Summit community has the potential to help trans-
form downtown L.A. “The city has invested billions 
of dollars of infrastructure in downtown L.A.,” Leve 

“we want to 
build a 
mountain 
town with a 
focus on 
innovation.”

–jeff rosenthal
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says. “They want it to be a hub for innovation, but the 
crowd hasn’t shown up yet. ” 

Several speakers have been confirmed, including 
Malcolm Gladwell, Jane Fonda, Kobe Bryant and Brian 
Grazer. While some programs will be open to locals, 
most of the workshops will remain invitation-only. “For 
us, it’s not about your net worth and title,” says Leve. 
“We are open to including people of good character and 
integrity who are doing transformational work.” 

James Wallman, the founder of the Future Is Here 
think tank and the author of Stuffocation, believes 
that the Summit community represents the “new 
elite.” “Leadership in the 21st century has changed,” 
he says. “These days in order to have a business with 
a dedicated workforce you need to inspire them with 
a mission. You also have to improve people’s lives.” 

Will Summit be able to maintain its lofty vision 
while engaging in real-world development ventures? 
In the past few years, the Summit community has 
raised $750,000 for a marine conservation project 
in the Bahamas, contributed $3 million to Kenya’s 
Namunyak Wildlife Conservancy and supported 
dozens of cultural and social-justice projects. “Look 
at the world—everything is moving faster than we 
can comprehend,” Leve says. “We are trying to intuit 
what needs to happen next in order to have the most 
impact on the emerging culture.”•

BY GISELA WILLIAMS   
PHOTOGRAPHY BY MORGAN RACHEL LEVY

After almost a decade of creating global events for entrepreneurs, 
Summit is embarking on its two most ambitious projects yet.  

PEAK PERFORMANCE
the inspiration

NEW HEIGHTS   
From left: Summit founders 
Elliott Bisnow, Brett 
Leve, Jeff Rosenthal and 
Jeremy Schwartz; the 
Summit Institute Skylodge. 
Opposite: A snowy Powder 
Mountain peak. 
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STYLE 
COUNCIL

 Bruno Mars in Opening  
Ceremony jacket and his own 

Versace sunglasses.
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BY ALAN LIGHT  
PHOTOGRAPHY BY MACIEK KOBIELSKI
STYLING BY INGRID ALLEN & TRISTAN SAETHER

This month, Bruno Mars launches a 
massive tour for his chart-topping, 
’90s-R&B-fueled album 24K Magic. 
Don’t believe him? Just watch. 

LIFE  
  MARS

W
E’RE JUST CAVEMEN, hitting on rocks,” 
says Bruno Mars. “It’s no different—
you’re a caveman and you got a rock in 
front of you, you hit it with a stick to get 
everybody dancing. This is our time to 
forget about everything, it’s joy time. 

So who’s the best at hitting that rock? Who’s going to make 
the village dance the hardest?”

At a casual glance, you might not know that Mars is one 
of our superstar cavemen. Pulling up to an upscale Italian 
restaurant on an anonymous street in L.A.’s San Fernando 
Valley, alone in a relatively modest Cadillac, he parks in back 
by the dumpsters to slip in quietly. In contrast to the flashy 
outfits he wears onstage, he’s dressed in a simple collarless 
bomber jacket, a white Gucci logo T-shirt and camouflage 
pants. A small crucifix on a thin chain hangs around his neck.

But at age 31, the singer/songwriter/producer dynamo 
born Peter Gene Hernandez is unquestionably one of the most 
highly decorated figures in pop music, with 21 Grammy nomi-
nations and 21 Hot 100 hit singles. He has sold over 170 million 
singles and 26 million albums worldwide and notched his first 
five No. 1 hits faster than any male artist since Elvis Presley. 
His third album, 24K Magic, debuted at No. 2 in November; 
more than two months later, it was still parked in the top five.

On this drizzly January day, Mars is trying to take care 
of business before heading to Japan for promotional duties. 
He’s finalizing plans for the album’s second single, the 
breezy, drop-top banger “That’s What I Like,” and plotting 
out his performance for the Grammy Awards. Today, he’s 
mostly bouncing between meetings and calls to assemble 

HE’S GOT THE BEAT  
“I think he’s 100 percent on 

his way to being one  
of the greats,” says James 

Corden. “He has this 
unquantifiable energy.” 

Tommy Jeans jacket, 
Saint Laurent by Anthony 

Vaccarello T-shirt, Allante 
Lux pants, Hoorsenbuhs 

necklaces (center) and 
bracelets, David Yurman 
necklace (bottom), Oliver 

Peoples sunglasses and 
artist’s own Rolex watch, 
cross necklace and  rings 

(worn throughout).
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SHOWSTOPPER    
This spread: Dolce & Gabbana sweater, Hilfiger Edition 

shorts, Gucci socks, Allante Lux hat, David Yurman 
necklace, Hoorsenbuhs bracelets, Oliver Peoples sunglasses 

and artist’s own Zig Zag shoes.

“Grenade,” also went to No. 1, and the ukulele-driven 
trifle “The Lazy Song” cracked the top five.) After a 
brief tour opening for Maroon 5, he played headlining 
dates for more than a year, as the album saw sales of 
more than six million units worldwide and an unbe-
lievable 300-plus weeks on the Billboard Top 200.

On the road, though, Mars became aware of the 
limitations of his repertoire. “The first album was so 
ballad-heavy,” he says, “and when I toured I was like, 
‘Man, I need to dance!’ We gotta pick this up, because 
we can offer more and we’re kinda stuck. And that’s 
where ‘Locked Out of Heaven’ and ‘Treasure’ and a lot 
of tunes on the second album came from, because we 
wanted to push the tempo.”

With an Anglo-reggae groove reminiscent of the 
Police (Mars and Sting sang together at the 2013 
Grammy Awards), “Locked Out of Heaven” shot 
Unorthodox Jukebox out of the gate in 2012. The 
album explored disco and classic soul styles and 
topped charts around the world. 

And then, at the end of 2014, Mars was featured 
on producer Mark Ronson’s earth-quaking, booty-
shaking, record-breaking throwback “Uptown 
Funk.” Certified diamond, for sales over 10 mil-
lion, the song is only the eighth single in history to 
spend at least 14 weeks at No. 1. “Uptown Funk” won 
three Grammys, including record of the year, and for 
months it was unavoidable—on your TV, in your car 
or at sporting events.

Mars says the song emerged only after a long 
struggle and that they had almost tossed it away. “We 
went through some trials and tribulations,” he says. 
“I’m not lying when I tell you that we were fighting—I 
was on tour and Mark would send me something and 
I’d be like, ‘Are you out of your mind?’ And I’d send 
him something back and he’d be like, ‘No, my version 
is better.’ We were both fighting for the greater good 
of the song. 

“You press play and it went, ‘This here’s that 

ice-cold…’ and it was like, ‘Oh, what’s about to hap-
pen?!’ But then ‘Oh, man, that’s what you got? Nah, 
never mind, turn it off.’ And that kept happening 
for months.

“Finally the solution was that we just needed to 
dance—to say, ‘Don’t believe me, just watch,’ and 
that’s it. Don’t try to write a hook. You don’t need 
more; that already said everything. But it took us a 
while to feel that, because the way we were doing it 
was so unorthodox, piece by piece. When we finally 
got together and picked up the instruments, we got to 
feel it. That’s when the superpower comes in.”

Even after cranking out so many hits—plus collab-
orations with and writing efforts for everyone from 
Lil Wayne to Alicia Keys, Adele to Jay Z and Kanye 
West—Mars has no formula or shortcuts; songwrit-
ing remains an instinctive craft.

“When you’re in the studio, you can feel the 
energy shift,” he says. “It’s no different from telling a 
good joke—you can tell when it lights up the room. Or 
from telling a shitty joke that makes everyone want 
to leave and you hear the crickets. So you’re always 
trying to find that magic and then capitalize on it.

“You find something—‘put your pinkie rings up to 
the moon’—and everyone’s excited, but now what? 
What does the bass sound like, or the drums? If ‘24K 
Magic’ is supposed to sound like I’m having the time 
of my life, you gotta hear me smiling on the record.” 

T
HERE’S NO BIGGER stage than the 
Super Bowl halftime show; Bruno 
Mars is one of a few performers who 
have played it twice. In 2014, he played 
during a rare northern excursion, 
as the 48th annual game took place 

in New Jersey. “Rehearsing in the cold sucked,” he 
says. “We got lucky on the day, it was 50 degrees, but 
two days before it was -9 or something.” His action-
packed performance was the highest-rated halftime 
show ever (since surpassed by Katy Perry and Lady 
Gaga) and earned widespread raves, especially con-
sidering that his career hadn’t quite reached the 
spot’s usual mega-A-list status.

Then last year, on the heels of “Uptown Funk,” 
Chris Martin of Coldplay invited Mars and Beyoncé 
to join the group’s halftime set. “I told Chris, ‘This 
is your Super Bowl performance, you deserve it, go 
kill ’em,’ ” Mars says. “But he’s such a sweetheart and 
he kept saying, ‘Bruno, this is a gift I want to give to 
everybody.’ He talked me into it. He’s a sweet talker, 
that guy. And she signed up, and all of a sudden I’m 
in rehearsal dance-battling Beyoncé—what the hell 
happened?” 

Mars is proud of his work ethic and dedication to 
every appearance, something Corden can attest to 
after they filmed a Carpool Karaoke segment last year 
(the clip has had nearly 40 million views on YouTube 
since airing in December). “My biggest memory 
of that day was that the second it ended, I got a 
little depressed,” says Corden. “Like the last day of 

vacation, where you’re on the plane home and feel sad 
that it’s over. It was so euphoric, I just wanted to do it 
again. There’s a moment at the end of ‘Uptown Funk’ 
where we’re just sitting there and breathing heavily, 
and that was real. His commitment was everything—
we left it all in the car.

“I think he’s 100 percent on his way to being 
one of the greats,” Corden continues. “There are 
great showmen who get by without always having 
great songs and great songwriters who aren’t great 
showmen, but he’s both those things. He has this 
unquantifiable energy, where you want to watch it 
and be a part of it somehow.”

Hernandez notes that his brother works tirelessly, 
showing up for every sound check, sometimes arriv-
ing before the rest of the band. “He sees something 
lacking in the business, maybe something we were 
influenced by as kids that’s missing today, and he 
sticks to his vision,” says Hernandez. “He’s put that 
work mentality on the rest of the band, where he 
makes us want to be great.”

The rain has stopped and as the sun goes down 
over the Santa Monica Mountains, Mars heads to the 
restaurant’s back patio for a cigarette. He seems in no 
great rush to get back into the scramble of preparing 
for a tour and keeping the business humming. With 
the long process of an album finally complete, he says 
that although he’s open to the idea of more new music 
or another collaboration, he wants to be careful. 

“I just don’t want to feel gross,” he says. “It’s as 
simple as that. I don’t want to feel gross, I don’t want 
to regret any decisions. Even if I turn down a sweet 
check because I don’t want to be on that billboard, 
hawking some shit to the world—I just don’t need to 
do that. Because you get one shot at this. 

“I’m not a model. I’m not an ice skater. I’m not a 
chef. I’m here to do music. And I want to be able to look 
back and say, ‘Yeah, I did it the way I wanted to do it.’ 
Whether it triumphs or fails, I can live with that.” •  

to try to get that feeling, that effortless fun.”
His interest in exploring the sounds of the past 

has sometimes led to accusations that Mars is just a 
talented copycat. When 24K Magic was released, one 
publication offered a track-by-track analysis of which 
artist each song was imitating. Not surprisingly, 
Mars gets heated about such criticisms.

“Man, that pisses me off so much!” he says. “It’s so 
easy to say that, but anyone that does that kind of shit 
has never written a song in their life. That’s why I’m 
here, because of musicians before me.

“Don’t get me wrong—there is plagiarism when 
you just say ‘Hey, man, what are you doing? I’ve heard 
that already.’ And I’m not stupid, of course it sounds 
like [the ’90s]. We’re using these vintage instru-
ments and there is a certain sound, but it’s not just 
regurgitated. You can tell that we were listening to 
’90s R&B; it has that spirit. That’s what we capture, 
and that’s what I want.”

E
VERY TIME I think about it, my whole 
story is just weird,” says Mars. “Even 
I don’t get it!” He was born and raised 
in Honolulu, one of six children—his 
Filipino-Spanish mother was a singer 
and dancer; his Jewish–Puerto Rican 

father was a percussionist. By age 4, young Bruno 
(the nickname came from his father, who thought the 
infant Peter resembled wrestler Bruno Sammartino) 
was performing five days a week in the family 
band, the Love Notes, singing Michael Jackson and 
Temptations covers.

According to his older brother, Eric “E-Panda” 
Hernandez, when Bruno was just a few years old, his 
parents dressed him up as Elvis for Halloween. “He 
was already so in tune with Elvis that he was imi-
tating the moves, the lips, drawing a crowd,” says 
Hernandez. “I thought, ‘Holy cow, he’s a showstopper 
already!’ ” “Little Elvis” went on to perform at half-
time in the 1990 Aloha Bowl and had a cameo in the 
1992 film Honeymoon in Vegas.

“If you took your kid to school with you every day, 
and you were studying rocket science, he’d probably 
be a rocket scientist,” says Mars. “So that’s just it—
my dad and mom took me to work every single day, 
and I got to see what it’s like to entertain an audience. 
I got to entertain everybody who came to Hawaii—a 
roomful of people that didn’t speak English, from 
around the world—and to see what music can do, and 
how it can bring the world together.”

Above all, he learned the power of a great song, 
the fundamentals of writing music that far outlives 
its creator. Hernandez, who is now the drummer in 
Mars’s band, recalls Bruno constantly studying music 
videos—doo-wop, Michael Jackson, Elvis, anything he 
could get his hands on—in the bedroom they shared. 

“I’ve been singing amazing songs since I was a kid,” 
Mars says. “They weren’t my songs, but they were 
classics. So I’ve trained my brain to know what it feels 
like to sing an amazing song—when you do a lot of cov-
ers, you see it; you’ll play a song and you see everybody 
freak out when you get to that chorus, everyone is 
singing. It taps into something, whether it’s nostalgia 
or it just makes people feel a certain way.”

His father gave him a guitar and started teach-
ing him to play—surf music at first, classics like 

the staging for his massive world tour—already more 
than 100 dates this year, starting in late March in 
Antwerp, Belgium, and hitting the U.S. in July.

“I want the show to be powerful, because people 
spent some money on a ticket,” he says. “I’ve seen 
some awesome shows. I’ve seen Prince and Michael 
Jackson; those are nights I will remember forever. I’m 
not doing my job unless I leave a piece of me every-
where I go—if you do the right show, it will stay with 
people and they’ll tell their kids about it. I hope people 
can see what I was feeling when I made the records. 
Then I want to go beyond their expectations and fly.”

With his old-school dedication to entertaining 
and his grounding in classic pop and R&B songwrit-
ing, Mars stands alongside Adele as one of today’s 
most universally beloved musicians. “My mum loves 
Bruno Mars and my son loves Bruno Mars and he’s 5,” 
says James Corden, host of The Late Late Show—and, 
recently, the Grammys—in a phone call. “I love how 
joyful, positive, uplifting his music is. It excludes no 
one. Everybody is welcome.”

Mars makes no secret that being onstage comes 
much easier to him than being in the studio. Almost 
four full years passed between his quadruple-
platinum Unorthodox Jukebox album and the release 
of 24K Magic. He works so obsessively on each song, 
he says, that he drew up parameters for himself in 
order to get the concise, nine-song project finished. 
“I wanted to make a movie, where each song has its 
own moment,” he says. “So ‘Versace on the Floor’ is 
the tender moment, ‘That’s What I Like’ is the fun 
moment, and the ballad at the end [“Too Good to Say 
Goodbye”] seals the deal. That’s how I kind of tricked 
myself into making the album.

“We were trying really hard to tap into the ’90s 
R&B music that we grew up with, and it’s a very fine 
line—it can get tribute-y, it can sound forced,” Mars 
adds. “But that New Jack Swing sound brought me so 
much joy as a kid, so we took that on and did our best 

“Walk Don’t Run” and “Apache.” The influence ran 
deeper than just the music, as evidenced by the silk-
shirt-and-shorts set, white shoes and gold jewelry he 
sports on the cover of 24K Magic. “The style stuff all 
comes from watching my dad—the pinkie rings, the 
pompadour, everything,” Mars says with a big grin. 
“My dad would take me to school in some big, busted-
up Cadillac, and he’d be wearing a rhinestone jacket 
and have his hair all whipped and greased up, flashy 
glasses, and I was like, My dad’s not like the other dads 
at school! I’d try to get out of the car, zoom out. And 
now I’m the one driving the busted Cadillac, wearing 
some gaudy shit, and it’s what makes me happy.”

“Bruno is a fashion leader, with a sense of style that 
is truly his own,” says Tommy Hilfiger, whose clothes 
Mars sometimes wears onstage. “He is almost chame-
leonlike—for one concert, he’ll wear an animal-print 
shirt, then the next, he’ll be in a tuxedo, and it’s all 
him, he is totally in control of his presence.”

After graduating from high school, Mars moved to 
Los Angeles to pursue a musical career. (He now lives 
in the Hollywood Hills with model/actress Jessica 
Caban, whom he has dated since 2011.) He was signed 
by Motown Records in 2004 but then dropped. He 
kicked around town, signing a publishing deal, play-
ing in cover bands and soaking up all he could from 
sympathetic, successful songwriters. He wrote songs 
for K’naan, Brandy and Flo Rida and, in 2009, co-
founded a production team, the Smeezingtons.

His breakthrough came with the hits “Nothin’ on 
You” by B.o.B. and “Billionaire” by Travie McCoy, 
both of which featured his voice on the hooks, and 
then with Cee Lo’s 2010 smash politely known as 
“Forget You.” Just weeks before that song dropped, 
Mars released “Just the Way You Are,” the first single 
from his debut album on Atlantic Records, Doo-Wops 
and Hooligans. The irresistibly sweet ballad went 
to No. 1 and topped the adult contemporary chart 
for a record-breaking 20 weeks. (The next single, 



FIGHT CLUB
“I just don’t want to  
feel gross,” Mars says.  
“I don’t want to regret 
any decisions. Because 
you get one shot at 
this.” Hoorsenbuhs 
bracelets and artist’s 
own T-shirt. Opposite: 
Tommy Jeans jacket 
and Allante Lux hat. 
Grooming, Adrienne 
Sanchez; prop styling, 
JC Molina; parrot, 
Hollywood Animals. 
For details see  
Sources, page 124.



HAPPY DAZE
The power of print is evident 
in a two-piece suit and long-

sleeved top. On her: Prada top 
and shorts. On him: Hermès 

top and shorts. Paul Andrew 
shoes and stylist’s own hats.

PHOTOGRAPHY BY DAN MARTENSEN   STYLING BY CLARE RICHARDSON

Take it easy this weekend in vintage-inspired styles that are sweet 
enough to make anyone fall in love. 

Dream State
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CUSTOM OF THE COUNTRY   
Indulge in a romantic reverie in soft, airy looks. Jacquemus top and pants and model’s own bra. Opposite, on him:  

Ralph Lauren shirt and pants and Margaret Howell tank. On her: Emilia Wickstead dress. 
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TWO’S COMPANY 
While away the afternoon hours in a cozy sweater or an ankle-skimming dress. On her: Céline dress. On him: Jil Sander sweater. 

Opposite: Sonia Rykiel dress, Falke socks and Maryam Nassir Zadeh shoes.
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MAGIC MOMENTS 
Short sleeves leave some freedom to play around. Sandro shirt and pants and Margaret Howell tank.  

Opposite, on him: Michael Kors sweater. On her: A.P.C. top.



FITTING PAIR  
Throw on whisper-light pieces for the perfect sunlit stroll. On her: Loewe top and Nehera pants and belt.  

On him: Valentino T-shirt and jeans. Opposite: Bottega Veneta dress. 



100 101

BEAUTIFUL FALL 
Drift away into the 
night. On her: Miu Miu 
bathing suit top and 
bottom. On him: Louis 
Vuitton shirt and pants. 
Models, Birgit Kos at the 
Society Management,
Elliot Vulliod at VNY 
Models; hair, Kevin 
Ryan; makeup, Tamah;
prop styling, Maxim 
Jezek. For details see 
Sources, page 124.
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BY SARAH MEDFORD   PHOTOGRAPHY BY STEPHEN KENT JOHNSON

The spare eclecticism of French designer Pierre Yovanovitch, 
whose projects range from the Hamptons to the Alps, is fully on 
display in his 17th-century château and farmhouse in Provence. 

Room to BreatheA
N UNUSUAL SORT of greeting card 
welcomes guests to their rooms at 
Fabrègues, the Provençal estate of 
French designer Pierre Yovanovitch: 
a laminated page printed with 
portraits of four fluffy sheepdogs—

Stella, Fuji, Kim and Mikki. “Ce sont avant tout des 
chiens de garde,” the text on the flip side begins, and 
the message is clear. You’d be better off introducing 
yourself to these creatures before taking an early-
morning stroll around the property, in the wild, 
rock-strewn Haut-Var region northwest of Nice. 
“They are completely gentle, like big babies, but very 
territorial,” Yovanovitch says, standing in the drive-
way in jeans and flip-flops as the four dogs—three a 
stocky Italian breed called Maremmano-Abruzzese, 
and one Patou from the Pyrenees—herd him away 
from an unfamiliar car.  

Yovanovitch has developed his own territorial 
instincts toward Fabrègues since buying the estate 
in 2009. It serves as a getaway from his home in 
Paris’s seventh arrondissement, though not much of 
an escape from his work: In eight years, he’s restored 
a handful of buildings on its scrubby 990 acres 
and reimagined the landscape with the help of gar-
den designer Louis Benech. The dogs arrived shortly 
after Yovanovitch (Fuji first, then the others), and 
their outsize presence matches the new ambitions of 
the estate and its owner.

In the past few years, Yovanovitch, 50, has become 
a star of the French design establishment. Clients 
from Paris to the Swiss Alps to the Hamptons have 
been drawn to his sensuous, freshly minted brand 
of minimalism, with its sculptural volumes and 
almost obsessional devotion to wood. Several high-
profile commercial projects have followed: a Paris 
boutique for shoe designer Christian Louboutin; 
white-box art galleries in London and Paris for 
Kamel Mennour; corporate offices for Kering, the 
luxury-goods holding company, including a private 
office suite for CEO François-Henri Pinault. This fall, 
Yovanovitch will open a New York office to comple-
ment his team of 35 in Paris.

“Pierre is the easiest person on earth,” says his 
friend Anna Zaoui, for whom he designed a sleekly 
contemporary New York apartment not long ago. 
“He’s strong, and his work can be quite radical, which 
is too radical for me. But he’s still very low key. I call 
him la force tranquille.”

If you were to imagine the kind of country house 
an avowed modernist like Yovanovitch might fall for, 
chances are it would look nothing like Fabrègues. The 
designer lives in a fairy-tale castle that a 5-year-old 
might draw: nearly as tall as it is wide, with a wel-
coming front door and four squat turrets, each paved 
in its own multicolor-tile mosaic representing the 
four seasons. Practically hinged to the eastern side 
of the 17th-century château is a no-nonsense farm-
house built 200 years later, when hard times pressed 
the Fabrègues family to farm some of their land. Both 

EASY LIVING 
Yovanovitch at 
the entry to the 
château’s courtyard. 
Opposite: The 
farmhouse’s living 
room, where a lamp 
by the designer 
spotlights a vintage 
travertine table  
by Jules Wabbes.
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dwellings sit on a green hillside terraced over a field 
where donkeys graze in the long grass.

Yovanovitch had been in the market for a con-
temporary house when he came across an ad for the 
property in the back of a magazine. It had been in the 
hands of the Fabrègues family and their descendants 
since the 10th  century. The four remaining own-
ers, all over 80, barely used the château and had no 
interest in funding further repairs; as Yovanovitch 
recalls, “There was one bathroom, and they each 
came to stay in July and August.” Familiar with the 
area from his childhood in Nice, he made a visit out of 
curiosity with his business and life partner, Matthieu 
Cussac, who also oversees construction projects 
at his design firm. Duly entranced, they put in a bid 
for Fabrègues, which was accepted over rival offers 
from a Russian businessman and a British footballer. 
“They were sure we would be doing something nicer 
for the house,” Yovanovitch says of the family.

It took the couple three years to restore the châ-
teau, which, despite its rural provenance, abounds 
in elaborately coffered ceilings and filigreed plas-
terwork. They got the farmhouse up and running in 
half the time because there was nothing left of its 
interior to save. Completed last spring, La Ferme, as 
Yovanovitch calls it, has been reimagined in the mate-
rially assertive style that has become his signature.

Over dinner on the terrace of vegetarian tian with 
homegrown eggplant, the designer explains that 
the idea was to create a guesthouse that could func-
tion entirely independently of the château. La Ferme 
seems more like a cozy hotel: The 6,500-square-
foot building has eight bedrooms and its own living 
room, dining room and kitchen arrayed over three 
floors. When the couple are in Paris, they close up 
the castle and leave La Ferme—and a swimming 
pool that beckons through an orchard of young fruit 
trees—for their families to use. Yovanovitch has two 
sisters and eight nieces and nephews, some of whom 
live in Provence. The dogs enjoy the added company.

“Mikki, Fuji, Stella—time for bed!” Yovanovitch 
calls, and the dogs come panting out of the darkness. 
He leads them into the kennel, in a converted gate-
house. “They have a palace here! Bonne nuit, Stella,” 
he says in a singsong voice. “She has a very bad 
character sometimes. Do you want more of this 
eggplant? This is very diet. Then you can swim 
nude tomorrow morning.”

  

Y
OVANOVITCH CAME TO interior design 
by a circuitous route. The son of a 
Serbian-born businessman and a 
French mother, he grew up in Nice 
and studied business, taking a licens-
ing job with Pierre Cardin right out of 

school. Within a few years he’d added design work 
to his portfolio; first it was men’s ties, then shirts 
and suits. “The business was so good you cannot 
imagine,” he says sheepishly. “And then I could feel 
[Cardin] was jealous.”

He decided to quit after eight years and set up an 
interior design business from his kitchen table in 
2001. “I’d been helping my friends and doing my own 
place,” he says. “When I left, Cardin said, ‘OK, OK, 
maybe you’re right, maybe I was too naughty—but 
the business was so good, let’s do this one together! 

GREENER PASTURES 
In view of the château 

and its battlements, 
donkeys graze in the 

meadow, where a waist-
high maze of yew has 
been planted, at left.
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refectory table by Hans Wegner in La Ferme’s dining 
room. “I bought them at auction in Stockholm,  and 
I restored them myself on the weekends,” he says. 
The château’s uneven oak floors are covered in cus-
tom silk-and-wool carpets, while the sanded planks 
of the farmhouse sport painterly  cotton rugs from 
Sweden. In a nod to La Ferme’s hardworking past, 
Yovanovitch dreamed up a staircase caged in per-
forated stainless steel that starts in the entry hall 
and climbs the entire length of the building’s north 
side—“to the heavens,” as he says. It could almost be 
a grain chute.

His alternately raw and refined aesthetic extends 
to the art collection he’s assembling at a measured 
pace with the help of Thaddaeus Ropac, an art dealer 
based in Salzburg, Austria, and Paris. Works by 

Georg Baselitz, Not Vital, Imi Knoebel 
and a growing number of younger art-
ists appear in both houses. “Pierre told 
me the work either had to be minimal—
very reduced in form and color—or 
very material,” says Ropac, who has 
since become a friend. At La Ferme, he 
admires the furniture that Yovanovitch 
has created. “You know, it’s not imme-
diately harmonious. It’s very warm, 
but also brutal. It’s not just smooth and 
elegant, which can turn easy-boring—
it says, Here I am.”

That well-honed sense of presence 
is also on view in the beauty boutique 
Yovanovitch designed not long ago for 
Christian Louboutin, a shape-shifting 
space with faceted walls and a skylight 
within Paris’s Galerie Véro-Dodat. “As 
it was my first beauty store, I wanted 
it to be quite special,” Louboutin says. 
“That’s why I asked Pierre. First of all, 
he’s not about straight lines. And his way 
of using light is also quite mysterious.” 
The two designers discovered a shared 
mania for details, Louboutin says: “I 
work on a small scale—shoes are micro 
design. Pierre works on all scales. But 
from macro to micro, he has the same 
focus that I do, the same obsession.”

Busy as he is these days, Yovanovitch 
rarely misses his biweekly visits to 
Fabrègues, which require a flight to 
Nice and then a 90-minute drive. “It’s 
really an effort, but for every nice place 

you must make an effort,” he says. “And then it’s more 
beautiful when you are there.” A waist-high labyrinth 
of English yew has been planted for the children, and 
outbuildings are being restored and repurposed. On 
the far side of the estate, a decrepit farmhouse has 
been earmarked as a retreat for young artists. And 
this spring, the designer will begin soil testing for 
a vineyard he and Cussac have decided to cultivate 
on a south-facing slope. The first harvest won’t be 
ready until 2024, but working on the land has taught 
Yovanovitch patience.

“With architecture, when you finish a project, 
you’re finished,” he says, walking the dogs past the 
hardscrabble site. “But when you finish a garden, it 
still has to grow. And it never grows as you imagine.” •

Pierre Cardin Interior Design.’ ” He smiles and shakes 
his head. (Cardin declined to comment, but a spokes-
person for him said the two parted “on good terms, 
and they respect each other.”)

Yovanovitch has no regrets about his time at the 
company. “It helped me understand fabric, shape, 
volume—everything. From business school, sud-
denly I had to design a tie—or understand the way 
to make a shoulder on a suit. Same as it is now with 
making my furniture.

“It’s old school to teach yourself,” he adds. “I was 
born for that. I have a drawing I made when I was 
4 years old. I was doing apartments, interiors. My 
parents didn’t care about visual things. It comes 
from somewhere else.”

When Yovanovitch takes an interest in 
something—Italian sheepdogs, Scandi-
navian carpets, the architecture of 
Louis Kahn—he reads voraciously 
and often travels across continents to 
experience it in person.  Since he pur-
chased Fabrègues, the great gardens of 
Europe have moved to the top of his syl-
labus. Even so, he knew he would need 
expert help to bring his own sprawl-
ing landscape up to the level he had in 
mind for the château. Yovanovitch was 
friendly with Louis Benech through 
mutual clients; the French plantsman 
has reshaped public and private gar-
dens on six continents, but he enjoys 
few things  more than working in 
Provence, where his family has lived in 
the Toulon region for generations.

At Fabrègues, Benech suggested 
they take an intuitive approach, “to 
try to understand what would work 
and look as though it had always been 
there,” he says. This is his common 
practice. “I’m observing before I’m 
deciding. Not latitude or soil or weather 
conditions, but a feeling of space. Then 
the story starts to write itself.”  

Benech quickly encountered “an 
introverted landscape,” sheltered by 
the peaks of Les Cugulons, where medi-
eval oak and pine forests shade native 
species of boxwood, plum and myrtle—
a horticulturist’s dream. He began by 
freeing the château and farmhouse 
from a tangle of overgrown pine trees. 
Behind the buildings, he thinned and replanted a 
terraced garden that had run wild amid collapsing 
drystone walls.

Once the cultivated heart of Fabrègues was beat-
ing again, Benech turned to the surrounding 90 
acres of fallow farmland and decided that this media-
tion between civilization and nature ought to lend 
a greater sense of balance to the property, one  that 
must emanate from the castle itself. Immediately he 
saw a problem. As he paced off the front facade, he 
says, he realized that “the door is not in the center of 
the house, the house is not in the center of the terrace, 
and the terrace is not in the center of the landscape!”

He decided to angle the formal boxwood parterre 
Yovanovitch had asked for in front of the château 

GOOD BONES  From left, the château’s grand reception 
hall; La Ferme’s entry features a metal-caged staircase; 
the view from the château’s front door over part of the 
Louis Benech–designed gardens.

COUNTRY LIFE  Clockwise from above: Two of the 
bedrooms at La Ferme; a sitting room has plush armchairs 
by Fleming Lassen; a piece by Richard Nonas in the entry 
hall; a view into the farmhouse dining room, with chairs by 
Axel Einar Hjorth.

almost imperceptibly, using its rigorous geometry 
to harmonize the surrounding acreage. “I worship 
André Le Nôtre,” Benech says, referring to the 17th-
century designer of the gardens at Versailles. “His 
gardens are balanced but never symmetrical.”  

Now, he explains, the château can “reach out its 
arms” and beget future gardens on two diagonal 
axes—turning the pastoral story written by the 
Fabrègues family into something more like an epic. 
To the southwest, he envisions adding “some tiny 
blue cedars on the hill, 10 centimeters high, like a 
bunch of wedding flowers.” His clients are thinking 
about it. Or at least Yovanovitch is. “I have my garden 
conversations with Pierre—Matthieu is always say-
ing it would be too expensive,” Benech admits. “He’s 
a little afraid of Pierre’s ambitions.”

Beyond La Ferme’s agrarian influences, the inte-
rior has a whiff of chalet about it. “We are very close 
to the mountains here,” Yovanovitch says, pointing 
to a ridge beyond a line of parasol pines. “They are 
50 kilometers away.” A few of the rugged furnishings 
he’s  designed for the rooms—like long wicker bed-
side lights that drip from the ceiling, or a massive, 
slab-wood sofa that zigzags across the living room 
like a bench in a ski-team warming hut—were made 
in the surrounding villages.

Though both residences make use of the 
Scandinavian antiques Yovanovitch favors, he 
keeps museum-quality pieces by Frits Henningsen 
and  Kaare Klint at the château; sturdy pine chairs 
by Axel Einar Hjorth surround a stained 1950s 

HEDGING BEST   
Louis Benech 
planted a boxwood 
parterre and young 
cypresses on the 
château’s terrace, 
which faces south 
over the meadow.



BIG BLUE 
Shaped first on a wheel and then by hand, this stoneware vase by Los Angeles artist Adam Silverman has the gravitas of ancient sculpture excavated from the 

 ocean floor. Multiple firings created the piece’s pockmarked texture, which bristles just under the surface of an Aegean-hued glaze. 
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HISTORY LESSON 
Referencing classical Chinese porcelain forms like the double gourd and the sleeve, the vases of Kingston, New York–based ceramist Robert Hessler 

 feature dappled motifs produced by layering zinc glazes that form crystals as they cool.

Alchemy and ingenuity go hand in hand in a new 
generation of ceramics, reinvented with experimental 

techniques and uncommon artistry.

EARTHLY 
GOODS

BY SARAH MEDFORD   PHOTOGRAPHY BY PIA ULIN   
STYLING BY HILARY ROBERTSON



EBB AND FLOW 
Ceramic discs stand in for canvases in Maria Moyer’s porcelain paintings, which the New York City–based sculptor crafts by pooling water and cobalt oxide on the surface  

of once-fired clay plates and gently agitating them to distribute the liquefied metal. A second firing results in soulful, luminous effects. For details see Sources, page 124. 
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HALF MOON 
Lunar landscapes seem etched across the surfaces of these vases by Dutch collaborative Studio Oddness. Designers Thomas van der Sman and Adrianus Kundert 

infuse their glazes with soap, which bubbles up as the pieces are dipped, giving them an otherworldly air. 



BY ANGELO FLACCAVENTO
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Ermenegildo Zegna has long been a bastion 
of traditional men’s tailoring. With designer 
Alessandro Sartori now at the wheel,  
the brand plans to speed toward the future. 

ZEGNA  
REVS UP

ITALIAN JOB  
Alessandro Sartori 
with his 1965 Ford 
Mustang Fastback 

289 at Milanogarage. 
He and his business 

partner, Riccardo 
Tosi, opened the 

parking garage and 
facility for vintage-car 

enthusiasts in 2015. 
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taste. “I’m not into the ’50s, which I find rather pre-
dictable in their fighetto—their obvious coolness,” he 
says. “I like the aesthetic of the late ’60s and the early 
’70s: There is something wrong, a little bit off. The 
designs of the time are strong and timeless.

“I have never been interested in the idea of the 
brand-new; I find it soulless,” he adds. “I like things—
clothes as well as cars—that have a personality. 
History adds the right patina.” 

Cars might be his hobby, but it’s fashion that was 
written in the stars for Sartori, whose last name 
is close to the Italian word for “tailor” and whose 
mother ran a tailoring atelier. He was born in 1966 in 
Biella, in the foggy Piedmont region of Italy, a stone’s 
throw from Trivero, where Ermenegildo Zegna 
opened his wool mill in 1910 and shaped the local 
landscape—planting thousands of trees and carv-
ing the Panoramica Zegna road through the hills. 
Sartori walked through Zegna’s gates just after grad-
uating with a fashion degree from Milan’s Istituto 
Marangoni in 1989. He cut his teeth as a designer for 
the main line, eventually rising to product and design 
director for the now-discontinued Zegna Soft line in 
1997. In 2003 he oversaw the launch of Z Zegna, a 
tailoring experiment aimed at attracting a different 
clientele than the brand’s traditional customers. It 
was a success, so much so that in 2011 fashion con-
glomerate LVMH lured Sartori to Paris as artistic 
director to help transform Berluti, a luxury shoe and 
leather goods line, into a complete lifestyle brand. 
There his clothing designs attracted attention for 
their fluid cuts and a sportier, more relaxed approach 
to traditional tailoring. He injected new energy with 
artistic collaborations, including one for the fall/
winter 2016 collection, which saw New York–based 
tattoo artist Scott Campbell inking designs directly 
onto leather shoes and bags. During Sartori’s five-
year tenure at Berluti, the brand’s revenues increased 
from approximately $40 million in 2011 to over 
$100 million by the beginning of last year.

“Everything changes in a nanosecond. In order to be 
constantly in sync with the times, I believe brands—
big brands in particular—need to get lean and fast, 
which is exactly what I have in mind for Zegna.” 

“I met Alessandro more than 25 years ago. He 
spent many years at the company before moving 
to Paris, and I can honestly say that Alessandro is 
almost as proud of Zegna’s DNA as I am,” says Gildo 
Zegna, who together with Sartori has restructured 
the brand. The offerings are stacked like a pyra-
mid, with Ermenegildo Zegna Couture, the luxe 
main line that is presented twice a year on the run-
way, at the top, followed by the ready-to-wear suit 
line Ermenegildo Zegna and the sportier Z Zegna. 
Sartori will oversee all of it, from a $9,900 calfskin 
trench coat to a $150 leather card holder, a creative 
structure that is new to Zegna. Each season, the 
three collections will share color palettes and inspi-
ration—the idea being that customers can interpret 
the message however they please. 

“This integration is very important because 
Alessandro can give a clear and unique vision to the 
final products as well as the brand and its advertising 
campaigns,” says Gildo Zegna. “The next challenge 
for him will be to give new energy to the brand and 
move it closer to a younger 
target. His creativity and 
vision are galvanizing the 
company in a new way—it’s 
an important change for 
the Zegna brand.”

Redefining the Zegna 
client is Sartori’s main 
task. “I see the Zegna man 
as being of all ages and all backgrounds,” says 
Sartori, who unveiled his debut couture collection 
in January at Hangar Bicocca, a contemporary art 
foundation in a derelict area of Milan. The show took 
place amid the brutal, decaying splendor of Anselm 
Kiefer’s The Seven Heavenly Palaces 2004–2015, a 

permanent art installation consisting of seven con-
crete towers and five immense paintings. “I like a 
clash of cultures and styles, and identify modernity 
with an idea of effortlessness,” he says. “I translated 
this into relaxed shapes in unusual fabrications.” 
He sent out tailored trousers cut like tracksuit bot-
toms, a suit entirely in a casentino fabric, which is 
typically too heavy to tailor, and sharp-shouldered 
jackets that were devoid of any padding.

Initially, the organic, flowing silhouettes recalled 
Sartori’s last Berluti effort, of which this show at 
first looked like a natural continuation. But at Zegna, 
Sartori has an extra trick up his sleeve: Since its 
founding, Zegna has been at the forefront of fabric 
innovation. Initially known for supplying high-end 
tailors and menswear brands, the company didn’t 
introduce its own ready-to-wear line until the 
’60s. A month before the show, at his studio on Via 
Savona in Zegna’s modernist glass-and-steel head-
quarters, Sartori is showing swatches of two- and 
four-ply wools that were created exclusively for him. 
“Being able to develop my own fabrics is an incred-
ible asset,” says Sartori as he hands over fabrics that 
married familiar check patterns with unexpectedly 
light weaves. He shares the space with his team of 
16 designers. All of them are focused on helping him 
fine-tune the idea of “crafted modernity,” as he titled 
the show, testing new fabrics and design concepts.

“Being close to the factories, the ateliers and 
the mills has always been mandatory for me—I am 
completely hands-on,” says Sartori. This proximity 

allows him to adjust things 
at every step, unlike other 
brands, which must select 
fabrics from various sup-
pliers early in the design 
process. “Style should have 
a life of its own,” Sartori 
says, “and be an expression 
of the moment.” 

Nowhere is this concept more apparent than in 
Zegna’s new bespoke service, which Sartori will 
launch out of a custom-built atelier hidden on the top 
floor of the Via Montenapoleone flagship boutique 
in Milan. Suits will be handmade for each client, 
starting with specially selected fabric, and tailored 
individually, unlike at made-to-measure services, 
which require customers to select from a limited 
group of set pieces that are simply altered to their 
measurements. The traditional territory of bespoke 
is the ultra-high-end suit, but at Sartori’s Zegna, 
it may extend beyond that. “I want to make things 
that are real,” says Sartori, stressing the effort that 
goes into creating pieces designed for the needs of 
today’s well-traveled man. Through trunk shows and 
appointments, he plans to build direct relationships 
with his clients.

Sartori’s focus on such traditions of the past is a 
constant theme for him. Yet he indulges in nostalgia 
only as inspiration for the future—both in his fash-
ion and at Milanogarage, where he is surrounded by 
examples of great design. “I think there are a lot of 
people like me who do not want to treat their collect-
ibles like untouchable jewels,” says Sartori. “After 
all, I drive my Mustang whenever I feel like it—it’s my 
car, not a museum piece.” •

A 
GARAGE IS AN UNLIKELY place to 
encounter a fashion designer, even if 
he has unconventional tastes. Then 
again, there is hardly anything pre-
dictable about Alessandro Sartori, 
who last year was named the first 

artistic director for Ermenegildo Zegna, the 117-year-
old Italian fabric enterprise–turned–suit purveyor. 
And this isn’t just any oil-stained parking lot, it’s 
Milanogarage, a super-sleek “hotel for vintage cars,” 
says the lanky and bespectacled Sartori, 50. The 
garage, which extends over 10,700 whitewashed, 
impeccably clean square feet, is tucked in the court-
yard of an industrial building in Milan’s southern 
limits. Removed from the city’s fashionable center—
an area that Sartori has rarely frequented during 
his three-decade-long career—the garage is indeed 
more akin to a hotel, or perhaps a luxe medical clinic, 
with the hushed atmosphere to go with it: Each car is 
parked in a spacious, brightly lit spot.

Opened two years ago out of a passion for vin-
tage cars, Milanogarage is at once a storage space 
for collectors to stash their prized vehicles and a 
place for like-minded aficionados to gather. Sartori 
conceived of it with his longtime friend, magazine 
writer and car collector Riccardo Tosi, who runs day-
to-day operations. Poised and soft-spoken, wearing 
a sharply tailored dark suit as easily as if it were 
a tracksuit, Sartori makes an odd couple with the 
ebullient, jeans-wearing Tosi. While Sartori is the 
proud owner of a streamlined inky-blue 1965 Ford 
Mustang Fastback 289, Tosi owns several cartoonish 
pastel ’70s-era Volkswagen vans. (Sartori also owns 
a Porsche 911 and a Lancia Fulvia, both from 1970.) 
There’s no museum-style preciousness here about 
collecting: An ungainly, red amphibious vehicle is 
often parked in the middle of Milanogarage. “I don’t 
like the idea of owning something old just for the sake 
of contemplating it,” Sartori says. The exaggerated 
lines of his vintage car say a lot about his off-kilter 

His return to Zegna—which has 524 stores in over 
100 countries and reported revenue of more than 
$1.3 billion in 2015—is a homecoming as much as 
it is a new start. Sartori, whose personal and pro-
fessional path has been inextricably linked to the 
fortunes of Zegna, understands the brand’s pecu-
liarities, weaknesses and assets. The CEO, Gildo 
Zegna—the grandson of the founder—recruited 
him to succeed Stefano Pilati, who was the creative 
director of the Ermenegildo Zegna Couture line for 
three years. While Pilati’s designs helped move the 
brand’s menswear into edgier territory, his col-
lections often seemed more palatable to fashion’s 
rarefied elite than to Zegna’s core customer. Sartori, 
who professes deep admiration for his predecessor, 
took note and is determined to widen the brand’s 
scope by courting men from all walks of life with 
finely engineered, effortless clothing with a strong 
stylistic bent. He wants to use tailoring, an art of 
the past, to shape the future. “Nostalgia, for me, is 
when you take a certain image and replicate it. I am 
interested in creating pieces which look fresh and 
relevant for the fast-paced times we are living in, but 
which also adhere to very high standards, be it in the 
weaving of the fabric or the construction of the gar-
ment,” Sartori says. 

B
EYOND SIMPLY tackling design, Sartori 
is also charged with overseeing the 
design of the stores and the advertising 
and marketing efforts of the various 
Zegna lines. “Gildo aims to renew the 
global Zegna format, in both stylistic 

and strategic terms, and he has trusted me to do so,” 
says Sartori. “The role of artistic director makes it 
possible to simultaneously work on product, global 
image and merchandise. This vertical integration is 
essential to deliver a coherent message to our cus-
tomers—I want to make sure that what’s sent down 
the catwalk actually reaches the shops.” He adds, 
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SUIT LIFE
Sartori presented 
his first collection 

for Ermenegildo 
Zegna Couture in 

January.  

“to be constantly in 
sync with the times, 
brands need to  
get lean and fast.” 

—alessandro sartori

PARK CITY
“I have never been 
interested in the idea 
of the brand-new; I 
find it soulless,” says 
Sartori. Left: Various 
collectors store  
their vintage vehicles 
at Milanogarage. 
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PHOTOGRAPHY BY THOMAS LOHR
STYLING BY TOM VAN DORPE

Sometimes the simplest ideas can have the 
biggest impact—in this case, selecting the 
season’s most laid-back looks in light tones.

NEUTRAL 
STANCE

CHALK IT UP 
Relax; anything goes 
when it’s unified by a 
pale palette. Giorgio 
Armani jacket, Chan 
Luu scarf and Luis 
Morais necklace. 
Opposite: Jeffrey Rüdes 
sweater, Rick Owens 
shirt (worn underneath), 
Lemaire pants, 
Salvatore Ferragamo 
bag, Luis Morais 
necklace and George 
Frost key chain.
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AHEAD OF THE PACK 
Adventure off the beaten 
path in monochromatic 
pieces, whether oversize  
or neatly tailored. 
Salvatore Ferragamo 
jacket, shirt and pants, 
Rick Owens shirt (worn 
underneath), Chan Luu 
scarf, Suzanne Felsen 
necklace and bracelet 
and Jennifer Fisher ring. 
Opposite: Burberry coat, 
sweater and shirt and 
Salvatore Ferragamo bag. 
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BREATHE EASY 
As temperatures rise, 

spring for featherweight 
outerwear. Versace coat, 

cardigan and shirt, 
Lemaire pants and 

Jennifer Fisher necklace. 
Opposite: Louis Vuitton 

jacket and pants. 
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STRAIGHT LACED 
Show good form without 
sacrificing function. 
3.1 Phillip Lim shirt, 
Saturdays NYC tank, 
Fendi pants, Jennifer 
Fisher necklace and 
George Frost key chain. 
Opposite: Craig Green 
jacket and pants  
and Jennifer Fisher ring. 
Model, Max Fieschi at 
Elite Paris; hair, Braydon 
Nelson. For details see 
Sources, page 124. 
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shirt, $780, and buttons, 
$370, Dior Homme stores

page 66
Boss jacket, $650, and pants, 
$245, hugoboss .com, Gucci 
turtleneck, $860, Gucci 
stores nationwide, Vetements 
x Church’s shoes, $2,090, 
boontheshop .com; Dries Van 
Noten coat, $2,030, Saks 
Fifth Avenue, Kiton jacket 
and pants, $11,595, Kiton 
stores, Berluti shirt, $660, 
677 Madison Avenue, New 
York, Dolce & Gabbana tie, 
$195, select Dolce & Gabbana 
stores, Balenciaga boots, 
$1,015, Bergdorf Goodman

page 67
Dior Homme jacket, $2,400, 
and shirt, $970, Dior Homme 
stores, Coach 1941 pants, 
$995, select Coach Men 
stores, and Balenciaga belt, 
$285, Balenciaga New York 
Men, 149 Mercer Street

pages 68 & 69
Dior Homme jacket, $2,400, 
buttons, $370, and tie, 
$190, Dior Homme stores, 
Comme des Garçons shirt, 
$612, Comme des Garçons, 
New York; Dolce & Gabbana 
suit, $2,895, select Dolce & 
Gabbana stores, Comme des 
Garçons shirt, $619, Comme 
des Garçons, New York, 
Boss tie, $125, hugoboss 
.com, Dior Homme necklace, 
$500, Dior Homme stores; 
Balenciaga jacket, $2,050, 
Balenciaga New York Men, 
149 Mercer Street, Dolce & 
Gabbana shirt, $375, and 
tie, $195, select Dolce & 
Gabbana stores

page 70
Lanvin coat, $5,295, 870 
Madison Avenue, New York, 
Dolce & Gabbana shirt, 
$375, and tie, $195, select 
Dolce & Gabbana boutiques, 
Raf Simons pants, $602, 
rafsimons .com, Vetements 
x Lucchese boots, $2,840, 
mrporter .com 

page 71
Marni jacket, $1,790, 
and pants, $740, Marni 
boutiques, Lanvin top, 
$390, 870 Madison Avenue, 
New York, Balenciaga 
belt, $285, Balenciaga 
New York Men, 149 Mercer 
Street, and chain, $595, 
balenciaga .com

STYLE COUNCIL 
page 83
Opening Ceremony jacket, 
$275, openingceremony.com

LIFE OF MARS 
pages 84 & 85
Tommy Jeans jacket, $229, 
tommy .com, Saint Laurent 

page 50
Stella McCartney sunglasses, 
$345, stellamccartney .com, 
Coach 1941 jacket, $895, 
select Coach Men stores, 
Valentino Garavani bag, 
$2,545, Valentino boutiques, 
Maison Margiela boots, 
$1,155, Maison Margiela 
boutiques nationwide, Childs 
shirt, $435, ssense .com, 
Dsquared2 wallet chain, 
$205, dsquared2 .com

page 54
R.M. Williams jacket, 
$435, rmwilliams .com, 
Vince sweater, $425, Vince 
stores, Boglioli pants, $385, 
10 Bond Street, New York; 
Caruso jacket, $1,250, 
Caruso New York boutique, 
Simon Miller T-shirt, 
$150, simonmillerusa .com, 
Ddugoff pants, $295, shop 
.ddugoff .com; Givenchy 
by Riccardo Tisci jacket, 
$2,885, and pants, $1,150, 
Givenchy New York, Vince 
sweater, $335, Vince stores; 
Brioni jacket, $3,450, 
Brioni boutiques worldwide, 
Brunello Cucinelli sweater, 
$725, 136 Greene Street, 
New York, Ddugoff pants, 
$345, shopneighbour .com, 
Boglioli jacket, $1,545, 
sweater, $345, and pants, 
$385, 10 Bond Street, New 
York; Etro jacket, $1,825, 
Etro boutiques nationwide, 
Peuterey sweater, $140, 
peuterey.com, Ddugoff pants, 
$295, shop.ddugoff.com

page 56
Sultana custom wallpaper 
by Eskayel in collaboration 
with Briana White, $575 per 
27-inch-wide panel, eskayel 
.com/home; Pyne Hollyhock 
by Schumacher, price upon 
request, fschumacher .com; 
Strata Study by Zak + Fox 
and Apparatus, $162 per 
roll, zakandfox .com, Classic 
Hua Trees Mural by Sian 
Zeng, $82–$219, sianzeng 
.com, Libris Maximus by 
Fornasetti Murals from Cole 
& Son, price upon request, 
kravet .com

page 60
Omega, $7,900, Omega 
boutiques, Tag Heuer, 
$2,500, tagheuer .com, Patek 
Philippe, $51,030, 212-218-
1240, Hublot, $12,500, hublot 
.com, Breguet, $15,400, 866-
458-7488, Rolex, $24,950, 
rolex .com, Audemars Piguet, 
$216,200, Audemars Piguet 
New York, 888-214-6858

CHARACTER STUDY
page 65
Etro jacket, $1,140, and 
pants, $1,830, Etro boutiques 
nationwide, Dior Homme 

COVER
Kiton coat, $2,495, Neiman 
Marcus, Beverly Hills, Bally 
pants, $1,995, bally .com, 
David Yurman necklace, 
$4,500, David Yurman, 114 
Prince Street, New York, 
Hoorsenbuhs bracelet, $6,500, 
info@hoorsenbuhs .com
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page 23 
Bottega Veneta jacket, 
$2,700, and pants, $950, 800-
845-6790, Dior Homme shirt, 
$700, Dior Homme stores, 
Balenciaga hat, $285, and 
chain, $595, balenciaga .com, 
Vetements x Lucchese boots, 
$2,840, mrporter .com

CONTRIBUTORS
page 30 
Tommy Jeans jacket, $229, 
tommy .com, Saint Laurent 
by Anthony Vaccarello 
T-shirt, $350, Saint Laurent 
57th Street, New York, 
Allante Lux pants, price 
upon request, allantelux 
.com, Hoorsenbuhs 
necklaces, $25,500 and 
$32,000, bracelets, $6,500 
each, info@hoorsenbuhs 
.com, David Yurman 
necklace, $4,500, David 
Yurman, 114 Prince Street, 
New York

THE WSJ. FIVE 
page 37
Hermès hat, $830, and jacket, 
$16,700, Hermès stores 
nationwide

page 38
Rolex watch, $15,200, rolex 
.com, Boglioli sweater, $997, 
and shirt, $510, boglioli.it/
us_en

page 40
Louis Vuitton bag, price upon 
request, sweater, $650, and 
shorts, $430, select Louis 
Vuitton stores

page 42
Dior Homme sunglasses, 
$540, Dior Homme boutiques 
nationwide

page 44
Ermenegildo Zegna shoes, 
$495, and pants, $425, 
Ermenegildo Zegna, Fifth 
Avenue, Falke socks, $30, 
falke .com

WHAT’S NEWS
page 48
Boglioli, $675, 10 Bond 
Street, New York, Church’s, 
$645, select Church’s stores, 
Fratelli Rossetti, $670, 
fratellirossetti .com, Hermès, 
$1,000, Hermès stores 
nationwide, Santoni, $1,290, 
santonishoes .com, Tod’s, 
$675, Tod’s stores nationwide

by Anthony Vaccarello 
T-shirt, $350, Saint Laurent 
57th Street, New York, 
Allante Lux pants, price 
upon request, allantelux 
.com, Hoorsenbuhs 
necklaces, $25,500 and 
$32,000, bracelets, $6,500 
each, info@hoorsenbuhs 
.com, David Yurman 
necklace, $4,500, David 
Yurman, 114 Prince Street, 
New York, Oliver Peoples 
sunglasses, $390, Oliver 
Peoples, New York

pages 86 & 87
Dolce & Gabbana sweater, 
$595, select Dolce & 
Gabbana boutiques, 
Hilfiger Edition shorts, 
$145, tommy .com, Gucci 
socks, $95, select Gucci 
stores nationwide, Allante 
Lux hat, price upon 
request, allantelux .com, 
David Yurman necklace, 
$4,500, David Yurman, 114 
Prince Street, New York, 
Hoorsenbuhs bracelets, 
$6,500 each, info@
hoorsenbuhs .com, Oliver 
Peoples sunglasses, $390, 
Oliver Peoples, New York

page 88
Tommy Jeans jacket, $199, 
tommy .com, Allante Lux 
hat, price upon request, 
allantelux .com

page 89
Hoorsenbuhs bracelets, 
$6,500 each, info@
hoorsenbuhs .com

DREAM STATE 
page 90
Prada top, $695, and shorts, 
$820, select Prada boutiques

page 91
Hermès top, $1,300, and 
shorts, $620, Hermès stores 
nationwide, Paul Andrew 
shoes, $795, farfetch .com

page 92
Jacquemus top, $636, and 
pants, $620, jacquemus .com

page 93
Ralph Lauren shirt, $425,  
and pants, $595, Ralph 
Lauren stores, Margaret 
Howell tank, $230, 
margarethowell.co.uk; Emilia 
Wickstead dress, $2,090,  
net-a-porter .com
 
page 94
Sonia Rykiel dress, $2,170, 
Sonia Rykiel Madison 
Avenue, New York, Falke 
socks, $22, bloomingdales 
.com, Maryam Nassir 
Zadeh shoes, $385, 
maryamnassirzadeh .com

page 95
Céline dress, $3,300, 
Bergdorf Goodman; Jil 
Sander sweater, $960, 
jilsander .com
 
page 96
Sandro shirt, $225, and 
pants, $295, us.sandro-paris 
.com, Margaret Howell tank, 
$230, margarethowell.co.uk
page 97
Michael Kors sweater, $295, 
michaelkors .com; A.P.C. 
top, $190, A.P.C., 131 Mercer 
Street, New York

page 98
Bottega Veneta dress, $2,500, 
800-845-6790

page 99
Loewe top, $1,950, loewe 
.com, Nehera pants and belt, 
$525, Bird New York, 203 
Grand Street, Brooklyn; 
Valentino T-shirt, $395, 
and jeans, $1,195, Valentino 
boutiques
 
page 100
Miu Miu bathing suit top, 
$475, and bottom, $745, 
select Miu Miu boutiques; 
Louis Vuitton shirt, $1,100, 
and pants, $1,100, select 
Louis Vuitton stores 

EARTHLY GOODS
page 108
Stoneware vessel by 
Adam Silverman, $7,500, 
friedmanbenda.com

page 109
Porcelain vases by Robert 
Hessler, from left: $338, 
$450 and $474, info@
stillhousenyc.com

page 110
Bubbleography vases by 
Studio Oddness, from $235 
each, editionboutique.com

page 111
Porcelain paintings by Maria 
K. Moyer, $200 each, info@
bddw.com

NEUTRAL STANCE
page 116
Jeffrey Rüdes sweater, 
$1,200, 57 Greene Street, 
New York, Rick Owens 
shirt, $294, 30 Howard 
Street, New York, Lemaire 
pants, $298, lemaire.fr, 
Salvatore Ferragamo bag, 

$1,950, Salvatore Ferragamo 
boutiques nationwide, Luis 
Morais necklace, $625, 
luismorais .com, George 
Frost key chain, $288, 
lulufrost .com

page 117
Giorgio Armani jacket, 
$2,495, Giorgio Armani 
boutiques nationwide, Chan 
Luu scarf, $68, chanluu .com, 
Luis Morais necklace, $625, 
luismorais .com

page 118
Burberry coat, $1,795, 
sweater, $950, and shirt, 
$950, us.burberry .com, 
Salvatore Ferragamo bag, 
$1,950, Salvatore Ferragamo 
boutiques nationwide

page 119
Salvatore Ferragamo 
jacket, $1,630, shirt, $590, 
and pants, $690, Salvatore 
Ferragamo boutiques 
nationwide, Rick Owens 
shirt, $294, 30 Howard 
Street, New York, Chan 
Luu scarf, $55, chanluu 
.com, Suzanne Felsen 
necklace, $375, and bracelet, 
$260, Barneys New York, 
Jennifer Fisher ring, $175, 
jenniferfisherjewelry .com

page 120
Versace coat, $2,195, 
cardigan, $825, and shirt, 
$775, versace .com, Lemaire 
pants, $298, lemaire.fr, 
Jennifer Fisher necklace, $235, 
jenniferfisherjewelry .com

page 121
Louis Vuitton jacket, $2,700, 
and pants, $750, select Louis 
Vuitton stores

page 122
Craig Green jacket, $1,899, 
and pants, $597, Barneys New 
York, Jennifer Fisher ring, 
$175, jenniferfisherjewelry .com
 
page 123
3.1 Phillip Lim shirt, $275, 
31philliplim .com, Saturdays 
NYC tank, $55, saturdaysnyc 
.com, Fendi pants, $750, 
fendi .com, Jennifer 
Fisher necklace, $235, 
jenniferfisherjewelry .com, 
George Frost key chain, $288, 
lulufrost .com
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PACIFIC NORTHWEST - WASHINGTON STATE
165 Acre River View Estate - Unrivaled sweeping views 
of the Columbia River to the Oregon Hills from this hill 
top estate, offering security & privacy, 20 stall barn and 
indoor arena, within 1 mile to state airport. Acreage 
offers an array of possibilities-equestrian facility, 
vineyard potential, retreat center, overlooking premier 
salmon & steelhead rivers! $23,500,000 
 

WOODLANDPRIVATERESERVE.COM 
360.901.4221 | STEVE MARSHALL 

JOHN’S ISLAND – VERO BEACH, FLORIDA 
Located where the “tropics begin” sits one of the most 
renowned eastern seaboard communities with 3 miles 
of pristine beaches, 3 championship golf courses, 17 
Har-tru tennis courts, squash, Beach Club & more! This 
uniquely designed 3BR/5.5BA, 2-story retreat offers 
6,922± GSF, generous outdoor living areas, handsome 
library and unmatched pool & lake views. $2,995,000 
  
WJ@JOHNSISLANDREALESTATE.COM 
772.231.0900

STUNNING VIEWS IN PARADISE VALLEY, AZ 
Wake up to a spectacular sunrise day after day, with 
unparalleled views from this exclusive mountainside 
estate in La Place du Sommet, a private, guard-gated 
luxury home community. 4,737 SF, 5 BR, 4.5 BA.  
MLS# 5450623. Offered at $2,246,500.

 
  
R.O.I. PROPERTIES, BETH JO ZEITZER
602.319.1326

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

602.790.0049 | BARGEMEANDERER.COM

UNIQUE HOLIDAY IN THE SOUTH OF FRANCE 
One-of-a-kind luxury vacation, four days on a deluxe 
hotel barge on the famous Canal du Midi and four days 
in a grand chateau tower in the untouched Occitanie 
region. Barge Hotel Emma and La Tour du Chateau 
guests will enjoy gourmet meals, award-winning regional 
wines, and authentic French experiences. 
BARGEHOTELEMMA.COM 
LATOURDUCHATEAU.COM   
CONTACT@LATOURDUCHATEAU.COM

COOK TRAVEL  
Experience a better class of service for less! Why 
pay more when you can save up to 60% off Business 
and First Class international flights? Cook Travel has 
an A+ rating with the Better Business Bureau and 
60,000 likes on Facebook. No fees, superior service, 
significant savings. “They are the real deal.” –Yelp 
 
 
800.435.8776 | COOKTRAVEL.NET

COLORADO SUMMER VACATIONS 
LANE GUEST RANCH is a small mountain resort only 
67 miles from Denver just outside of Rocky Mountain 
Natl Park in the most beautiful lake area of CO. We have 
entertained reunions, families with children & couples for 
over 60 years. Comfortable accommodations & fine  
dining included. Open: June 11 to August 19, 2017. 
Contact owner Lloyd Lane for brochures & details.

LANEGUESTRANCH.COM
303.747.2176 | LGRLANE@AOL.COM

GRAND CANYON: THE BEST RIVERS,
THE BEST RAPIDS 
Join us for the trip of a lifetime on one of the premiere
rivers of the West. We offer a variety of rafting
adventures on the Salmon River and Colorado River.
Come and experience thrilling rapids, spectacular
scenery, mouth watering meals and tons of fun! 
 

 
TOUR WEST | 800.453.9107 | TWRIVER.COM

THE MERCHANT

WINTER FORECAST: SUNNY & WARM 
Escape to a getaway of luxury and leisure at
The Seagate Hotel & Spa, a boutique hotel steps
from the ocean and beyond expectations in Delray
Beach, FL. Experience their award-winning spa, six
dining venues, private beach club and world-class
country club.

855.711.9218 | THESEAGATEHOTEL.COM
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“ON THE LEFT IS A STUFFED beaver that Suzanne 
Carbonneau, an arts critic, gave to me for Christmas 
in 2007—I named it Francis because I didn’t know 
whether it was male or female. I keep it in the liv-
ing room of my Long Island home. The framed 
flyswatter is something I created in the mid-’80s; in 
it, the flyswatter, which I got at a five-and-dime store, 
is squashing a beer can and a butterfly. It’s called 
Gotcha Both. Wally Scheuer gave me the hat above 
when I was visiting him at his home in the Virgin 
Islands in the 1990s. He was one of my greatest sup-
porters and the longest-serving board member of the 
Paul Taylor Dance Foundation. The group portrait 
on the adjoining wall is of Patrick Hayes, one of our 

country’s greatest impresarios, with the Paul Taylor 
Dance Company dancers. He was a good friend to 
me when my company was on the verge of bank-
ruptcy in 1976. He arranged to have the Washington 
Performing Arts Society, which he founded, pro-
duce a benefit performance to save us. Below it is a 
squashed can that has a picture of Donald Duck on 
it. It’s one of three that I found on the road in Long 
Island. Why was I drawn to collecting those? Who 
knows? I just thought they’d look nice framed. And 
then there’s the butterfly. I caught it in Louisiana at 
a nature preserve. I’ve collected butterflies for as 
long as I can remember. I build the frames and cre-
ate the backgrounds for each butterfly as I frame it. I 

often give them as gifts to my dancers and friends. I 
found the buoy on the beach outside my house in the 
country, with the lobster already painted on it. I love 
collecting buoys and shells—I’ve found hundreds 
over the years. To the left is a crab sculpture. I made 
it in a similar way to one I had been given by Jasper 
Johns. He had made his from a horseshoe crab that 
he found on a beach in Florida. The final item is a 
blue notebook, where I kept my notes for the dance 
called The Open Door, a recent work that will make 
its New York City premiere at Lincoln Center this 
month. I always write my notes for dances in a note-
book like this one, but I keep all my old notebooks 
tucked away.” —As told to Elliott Krause

PHOTOGRAPHY BY CAIT OPPERMANN

still life

PAUL TAYLOR
The choreographer shares a few of his favorite things.
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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





86
6.

VU
IT

TO
N

  l
ou

isv
ui

tto
n.

co
m


