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TO BREAK THE RULES,
YOU MUST FIRST MASTER 
THEM.

ROYAL OAK 
OFFSHORE
CHRONOGRAPH 
IN STAINLESS STEEL

AUDEMARS PIGUET BOUTIQUES:
NEW YORK | BAL HARBOUR SHOPS | BEVERLY HILLS | LAS VEGAS | BRICKELL

THE VALLÉE DE JOUX. FOR MILLENNIA A HARSH, 

UNYIELDING ENVIRONMENT; AND SINCE 1875 THE 

HOME OF AUDEMARS PIGUET, IN THE VILLAGE OF 

LE BRASSUS. THE EARLY WATCHMAKERS WERE 

SHAPED HERE, IN AWE OF THE FORCE OF NATURE 

YET DRIVEN TO MASTER ITS MYSTERIES THROUGH 

THE COMPLEX MECHANICS OF THEIR CRAFT. STILL 

TODAY THIS PIONEERING SPIRIT INSPIRES US TO 

CONSTANTLY CHALLENGE THE CONVENTIONS OF 

FINE WATCHMAKING.
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36 EDITOR’S LETTER 

40 CONTRIBUTORS

42 COLUMNISTS on Status Quo

45 THE WSJ. 5
 Understated must-haves for fall. 

 STILL LIFE  Nobuyoshi Araki
  The subversive photographer shares a few  

of his favorite things. 

What’s News.

55  Artist Alex Israel makes his directorial debut;  
The season’s ultra-refined high-top sneakers

58  Musician Swizz Beatz teams up with Bally; Bulgari’s 
Peter Marino–designed Manhattan flagship

59  Emporio Armani magazine returns; Seasonal  
illustrations from Savile Row’s Norton & Sons;  
Night + Market chef Kris Yenbamroong’s debut  
cookbook; Kartell’s Componibili series gets  
an update; Marco Zanini’s collection for Santoni 

60 Cozy and cool shearling linings and fleece accents

62  The Download: Michael Showalter; Beatnik style; 
Cartier’s Tank watch turns 100

64  Two museums devoted to the legacy of Yves Saint 
Laurent; Fall’s fashion and design books 

66 Renzo Mongiardino’s iconic interiors

68 Q&As with three mixologists 

ON THE COVER  Jared Leto in Gucci coat, Lena 
Skadegard necklace (top), Paul Morelli necklace and his  
own gold necklace, photographed by Terry Richardson  
and styled by George Cortina. For details see Sources, 
page 136. 

THIS PAGE  A reflection of the Zeitz MOCAA in Cape 
Town, photographed by Kyle Weeks.

FOLLOW @WSJMAG: 
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Market report.

73 CURB ENTHUSIASM
  Follow a team of skaters as they  

make their way through New York  
in the season’s latest streetwear. 

 Photography by Quentin de Briey
 Styling by Andrew Mukamal

the exchange.

81  TRACKED: Benjamin Millepied
  The renowned dancer and choreogra-

pher is moving in new directions.
 By Thessaly La Force
 Photography by Ike Edeani

84 THE CULT OF FASANO
  São Paulo’s Fasano family has been 

the top name in Brazilian hospitality 
for over a century—and it’s about to 
go global.

 By Howie Kahn
 Photography by Fran Parente

88 BRIGHT FUTURES
  How modernist pioneers Anni and 

Josef Albers became art stars for the 
21st century. 

 By Carol Kino
 Photography by Danilo Scarpati

“If you took 
the clothes 

out of It, wIll 
It be good?”

–marcus waInwrIght

Clockwise from top left: Z Zegna coat and turtleneck and Golden Goose Deluxe Brand jeans, photographed 
by Chad Davis and styled by Isaiah Freeman-Schub. For details see Sources, page 136. A Renzo 
Mongiardino-designed interior, photographed by Guido Taroni. Marcus Wainwright’s cameras, 
photographed by Dan Martensen.
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Men’s Fall style issue.

92  BOLD MOVES
    Give yourself over to whimsy and joy 

in pieces inspired by decades past. 
  Photography by Cass Bird
  Styling by Alex White

102   HANGING OUT  
 WITH JARED LETO

    The Oscar-winning actor is also  
a tech entrepreneur, rock star, fash-
ion icon and Silicon Valley investor.  

  By Josh Eells
  Photography by Terry Richardson
  Styling by George Cortina

110  PALAIS INTRIGUE
   French iconoclast Bernard-Henri 

Lévy has restored and expanded his 
Palais de la Zahia in Marrakech.

  By Sarah Medford
  Photography by Stephen Kent Johnson

116  THE BIG PICTURE
   Marcus Wainwright, Rag & Bone’s 

co-founder, strikes out on his own.
  By Mark Rozzo
  Photography by Dan Martensen

120  SATURATION POINT
   Up-to-the-minute styles are bursting 

with color this fall. 
  Photography by Thomas Lohr
  Styling by Tom Van Dorpe

128  A MOCA FOR AFRICA 
    In Cape Town, Jochen Zeitz is open-

ing the world’s first major museum 
devoted to contemporary African art. 

  By Jay Cheshes  
  Photography by Kyle Weeks

132  STROKES OF GENIUS
   Artist Nathalie Du Pasquier,  

an original founder of the Memphis 
Group, is finally getting her due. 

  By Carol Kino
  Photography by James Mollison

“[thIs 
house] Is 

really a 
place for 

me to 
wrIte....”

—bernard-
henrI lévy

Clockwise from left: Dior Homme jacket, shirt and pants, photographed by Thomas Lohr and styled by Tom 
Van Dorpe. For details see Sources, page 136. The Josef and Anni Albers Foundation in Bethany, Connecticut, 
photographed by Danilo Scarpati. Bernard-Henri Lévy at his Palais de la Zahia in Marrakech, photographed 
by Stephen Kent Johnson.
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editor’s let ter

ILLUSTRATION BY ALEJANDRO CARDENAS

SHEER SPECTACLE  Anubis and Bast (both wearing Bottega Veneta) attempt a free climb as Who watches from a safe spot below.

WITHOUT A NET

O
UR SEPTEMBER MEN’S STYLE issue kicks 
off the fall with an attitude shared by our 
fashion coverage and the leading men 
profiled within: fearlessness.

Oscar-winning actor Jared Leto is legendary for 
the lengths he’ll go to in order to inhabit a role. For 
his upcoming performance in Blade Runner 2049, 
in which he portrays a blind character, Niander 
Wallace, Leto wore contact lenses that blocked his 
sight for the entire time he was on set. As our fea-
ture reveals, Leto’s talents extend beyond the big 
screen: as a musician (in his band Thirty Seconds to 
Mars), a savvy tech investor (he’s backed Uber, Slack 
and Spotify) and a rock climber. But even when he 
ventures close to the edge, he’s conscious of his 

limits. “I’m crazy,” he says. “But I’m not insane.”
When Rag & Bone co-founder Marcus Wainwright 

was just starting out, knowing next to nothing about 
making apparel was no deterrent to his ambition to 
produce a new type of American denim. Thanks to 
his prescience about handmade fashion, today he’s 
the CEO of a business that operates 27 retail outposts 
around the world (with a new store opening in Miami 
this fall) and counts among its creative collabora-
tors Thom Yorke, Glen Luchford and John Turturro. 
Though both of his partners have left the company, 
Wainwright says in some ways it’s a positive change: 
“I now only have myself to blame if it goes wrong.” 

Contributing editor Sarah Medford takes a tour 
of Palais de la Zahia, the sumptuous Moroccan 

home of French intellectual and iconoclast Bernard-
Henri Lévy and his wife, model and actress Arielle 
Dombasle. Lévy, known for his prodigious output 
and willingness to express controversial opinions, 
purchased the house from its previous owner, Alain 
Delon, in 1998. Since then, he and Dombasle have 
restored and expanded the historic riad where 
Yves Saint Laurent, Gore Vidal and the Beatles and 
Rolling Stones once partied. Lévy admits the place 
is a little haunted, but he’s not afraid. They’re “good 
ghosts,” he says. 

Kristina O’Neill   
k.oneill@wsj.com

@kristina_oneill
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Bold Moves  p. 92
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HANGING OUT WITH JARED LETO  P. 102 
It was a scorching day in California’s Malibu Creek State Park when Jared Leto posed for this issue’s cover, but that didn’t keep the 
multidimensional actor, singer and tech investor from wearing a Gucci coat. “For Jared, the wilder the clothes, the better,” says 

stylist George Cortina. “His style is always evolving. He doesn’t want to be conventional.” Photographer Terry Richardson first met 
Leto on an editorial shoot focused on the physical transformation Leto made to play John Lennon’s killer, Mark David Chapman,   

in the 2007 film Chapter 27. They have been close ever since. “We’ve worked together many times,” says Richardson, “but a lot of our 
best images are from when we’re just hanging out, and I shoot snapshots.” Writer Josh Eells met up with Leto at the actor’s 

expansive L.A. home, which Eells compares to a museum. “Jared was gliding around his house with this minimalist grace,” Eells 
recalls. “He radiated an aura of total peace and tranquillity.” —Sara Morosi

september 2017

CONTRIBUTORS

IKE EDEANI
Photographer

Tracked  p. 81

CASS BIRD
Photographer

Bold Moves  p. 92

MARK ROZZO
Writer

The Big picTure  p. 116

THROUGH THE 
YEARS 
Clockwise from left: 
Friends and frequent 
collaborators Terry 
Richardson and  
Jared Leto on set in 
New York in 2010,  
at the 2014 Academy 
Awards and on 
horseback in Utah  
in 2014.

HIGHLIGHT REEL 
Above: Leto (left) as Rayon in 
Dallas Buyers Club in 2013. Left: In 
2016, as the Joker in Suicide Squad.

TALENT SHOW 
Below: Leto in a 1995 
episode of the TV se-

ries My So-Called Life. 
Right: Performing 

with his band, Thirty 
Seconds to Mars.
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WSJ. asks six luminaries to weigh in on a single topic. This month: Status quo.

BENJAMIN 
CLEMENTINE

“It’s important for all 
of us to tap into things 
that make us uncom-
fortable. It’s good to 
challenge yourself as 
an artist, because that 
opens portals to new 
discoveries. I’m always 
looking for ways to tap 
into my vulnerability, 
to provoke something I 
never knew before. The 
people I adore, from 
Tom Waits to Prince to 
Virginia Woolf, they 
changed things. Look 
at David Bowie. Look 
at Jimi Hendrix. They 
experimented. I can 
never be like them; I can 
only hope that one day 
I will have my own sort 
of space. It’s not that I 
want people to think I’m 
different for superficial 
reasons. It’s merely 
about expressing things 
your own way. And if you 
do what you want to do 
and it’s similar to some-
one else, that’s fine, too. 
But it’s quite fulfilling to 
be able to do things your 
way. I suppose that’s 
what being an artist is 
really all about.”

Clementine is a singer-
songwriter. His new album,  
I Tell a Fly, is out next month. 

“I grew up with all these 
contradictory messages 
when it came to the 
status quo and how it 
related to the lives  
of girls and women. My 
mother was an active 
feminist in her reading 
and the things she said 
to us, and yet in her daily 
life she was a traditional 
wife—she married  
in the ’50s and was still 
living in the ’50s in the 
’90s. I adored my dad, 
but I don’t believe he 
ever boiled an egg. So 
that question—what is 
the status quo?—was 
always fairly compli-
cated. Certainly, they 
were specific concerns 
in my novel The Woman 
Upstairs, in terms of 
Nora’s desire to be an 
artist and the ways in 
which all those contra-
dictions play out in her 
life. But I would say an 
interest in the messy 
reality of those contra-
dictions is something 
that I’ve internalized. 
That’s been part of my 
experience my whole 
life, not only with my 
family, but in watching 
other people’s lives.”

CLAIRE 
MESSUD

Messud is an author. Her novel 
The Burning Girl was released 
last month.

“Status quo can certainly 
have a pejorative con-
notation. Before opening 
Estela, my business 
partner Ignacio [Mattos] 
and I each spent time at 
places that upended the 
status quo in terms of 
fine dining. For instance, 
I used to work at Blue 
Hill. Dan Barber, the chef 
there, really changes 
people’s perception  
of dining—how they’re 
eating, where they’re 
sourcing their ingredi-
ents. So when Ignacio 
and I opened Estela, 
our thought was that 
there weren’t too many 
restaurants in New 
York where you could 
get that quality of wine 
program, service and 
food without the price 
tag. (Although Estela 
isn’t cheap!) Nowadays, 
it’s expected that we all 
work ourselves to the 
bone, so we try to strip 
away all the extra things 
that cloud the experience 
and try to get to the pure 
experience, to allow  
a diner to connect with 
whomever they’re dining 
alongside.”

THOMAS 
CARTER

Carter is co-owner of Estela, 
Café Altro Paradiso and Flora 
Bar in Manhattan.

soapbox

THE COLUMNISTS

Fishman is an artist. Her solo 
exhibition at Cheim & Read 
opens this month, as does a 
retrospective at Weatherspoon 
Art Museum.

LOUISE 
FISHMAN

“Status quo is something 
that you think exists, 
but it’s just a framework 
for how we live, the 
formation that helps us 
‘understand’ the world, 
when in fact we under-
stand nothing of it. I was 
involved in a radical part 
of the feminist move-
ment that caused me  
to examine everything  
I did. The whole tradi-
tion of art history I was 
deeply immersed in was 
male. I was also one of 
the few women who 
worked among a group of 
young male artists. So I 
initially rejected as much 
as I could, including the 
male understanding 
about art history. I cut 
up my grid paintings and 
stitched them together, 
trying to absorb a 
tradition that I’d never 
identified with, which 
was a woman’s tradition 
of quilting and sewing.  
I mean, I hated that stuff, 
but I knew I was going to 
have to sink myself into 
it in order to understand 
the richness there. The 
movement really gave me 
permission to be exactly 
who I was.”

Gang is an architect.

JEANNE 
GANG

“The very nature of 
architecture concerns 
change. Design requires 
a strategic plan of action 
for the future; it’s pro-
gressive by definition. 
For a certain generation 
of architects, change only 
pertains to buildings’ 
‘style.’ This is a very sta-
tus quo approach, which 
can limit architecture’s 
potential in multiple 
ways. To me, climate 
change and other major 
challenges we face today 
require innovative design 
and delivery methods. 
This entails expanding 
the definition of what 
architecture is and the 
range of people who 
practice it. Architects 
can act as agents of 
change in order to build 
sustainably and meet the 
varied needs and aspira-
tions of society, but we 
must develop new modes 
of thinking. Supporting a 
more diverse generation 
of practitioners to  
address these challenges 
will pave the way for 
innovation, but strangely 
there’s still resistance  
to this within our  
profession. For a field 
that’s about change,  
it’s self-defeating.”

“To me the status quo 
is, as the Latin says, the 
present moment, the 
way things are now. But 
I guess the larger mean-
ing of it is somewhat like 
the word zeitgeist—what 
is the prevailing mood? 
The movie industry is 
odd, because on the one 
hand it has to reinforce 
people’s prejudices so as 
to appeal to what they 
want to see—it resorts 
to clichés in a sense—but 
on the other hand it’s an 
industry that can change 
people’s minds. Take 
movies like Moonlight, 
for example, or Easy 
Rider. They’re little films 
that turn into big revolu-
tionary statements.  
In Beatriz at Dinner,  
I play a billionaire real 
estate developer, an 
archetype for our times. 
It’s a movie about a din-
ner party where all the 
standard procedures are 
disrupted. It becomes 
a really interesting 
metaphor because, boy, 
are we at a moment when 
standards are being 
disrupted. What’s going 
to happen when we  
don’t have any structures  
to fall back on?”

JOHN 
LITHGOW

Lithgow is an actor.



PHOTOGRAPHY BY VICTORIA HELY-HUTCHINSON
STYLING BY DAVID THIELEBEULE
PROP STYLING BY NOEMI BONAZZI

A roundup of the season’s understated 
must-haves includes artful pieces that 
elevate any wardrobe. 

MARKET 
WATCH

september 2017
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the wsj. fivekeepsakes

1. THe waTCH
An elegant version for everyday 

wear. Breguet watch. 



THe wsj. five
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2. THe HaT
Top things off with a textured 
brim. Giorgio Armani hat.



THe wsj. five
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3. THe Bag
A structured day begins with  
the right carrier. Ermenegildo 
Zegna Couture briefcase. 

 Advertiser: Panerai

Ad: Luminor Due PAM674

Publication: Wall Street Journal Magazine 

Issue: September 16, 2017 

Bleed: 10.125" x 11.75"

Trim: 9.875" x 11.5"

Live Area: 9.375" x 11"

Giga Job#: 71763

3  DAYS  AU TO M AT I C
ACC I A I O  -  4 5 M M

( R E F.  674 )

P A N E R A I . C O M  •  + 1  8 7 7  7 2 6  3 7 2 4
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4. THe sHOes
The perfect loafer makes a 

soft landing. Prada shoes.
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5. THe sCaRf
A delicately patterned  
silk exudes panache.  
Bottega Veneta scarf. 

For details see Sources,  
page 136.
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BY NED ZEMAN   PHOTOGRAPHY BY MAX FARAGO

Artist Alex Israel’s directorial debut is an art film in the form of a classic teen surfer 
flick with the goal of showing high schoolers the possibilities of creativity.

MAKING WAVES
 screen time

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

T
HE PAINTINGS AND SCULPTURES of 34-year-
old artist Alex Israel tend to be big, 
sun-splashed affairs that reflect and refract 
the sparkly Hollywood demimonde he’s long 

inhabited. A rapidly rising star, Israel is best known 
for his self-portraits, done in profile, that reveal a 
cool-breeze hipster with stubble and sunglasses. In 
some iterations, he fills in his empty silhouette with 
Hollywood iconography: directors’ chairs, palm trees, 
beach scenes. Israel’s work sells in the high six figures 
or more—his Sky Backdrop went for just over $1 mil-
lion at Christie’s in 2014, well above the top estimate 
of $300,000—and he hangs out with a high-profile 
crowd, among them the writer Bret Easton Ellis, with 
whom he collaborated on a two-person exhibition at 
Gagosian Gallery in Beverly Hills, and China Chow, 
whose father owns the Mr. Chow restaurant empire. 
He even works out of a studio on the Warner Brothers 
lot in Burbank.

In person, though, Israel is far more self-effacing 
and subdued than his art and reputation might sug-
gest. And his latest project, he claims, is devoid of any 
irony. “It’s really sincere,” the artist says of SPF-18, 
his first film, done in the vein of Beverly Hills 90210, 
Baywatch and John Hughes movies. “I think a lot of 
the entertainment being made for kids right now is 
really kind of cynical and ironic. I wanted to make this 
more like what I remember from my childhood.” 

SPF-18 isn’t meant to just entertain teenagers; it’s 
meant to rally them. “The movie was built on the idea 
that creativity can help you find your voice,” Israel 
says. Set in and around Malibu’s iconic 1957 Wave 
House, the film is a coming-of-age story about four 
sun-kissed L.A. teenagers who ride tall, fall in love 
and look fantastic in Israel’s custom-designed wet 
suits. “Each of the characters follows a creative path, 
which helps them evolve and make the transition 
from youth into adulthood,” Israel explains. 

Although the stars are basically unknowns, the 
film has a significant boldface quotient, thanks 
to a supporting cast that includes ’80s-era icons 
Molly Ringwald, Rosanna Arquette and Pamela 
Anderson—not to mention a cameo by Keanu Reeves, 
star of the 1991 surf-gangster classic Point Break. 
Additionally, one of the film’s newbie leads, 23-year-
old Carson Meyer, is Hollywood royalty. (Her father, 
Ron Meyer, has run both the Creative Artists Agency 

ACTING UP 
This season, high-top 

sneakers rise to the  
occasion in supple leathers 

and refined suedes.

From left: Pierre Hardy; Golden  
Goose Deluxe Brand; Ermenegildo  

Zegna Couture; Tod’s; Hermès;  
Coach 1941; Brunello Cucinelli. For 

details see Sources, page 136.

and Universal Pictures.) Meyer was cast after 
Arquette told Israel, “I have the perfect quintessen-
tial Malibu girl for you.”

Among the film’s producers are Kirsten “Kiwi” 
Smith, whose credits include the screenplay for 
Legally Blonde, and Chow, who connected Israel with 
Ringwald and Reeves as well as with Duran Duran. 
In exchange for doing the artwork on the band’s 
2015 album, Paper Gods, Israel got to use its 1982 hit 
“Hungry Like the Wolf” on his soundtrack. Friends 
also put him in touch with his screenwriter, Baywatch 
co-creator Michael Berk.  

SPF-18 will debut on a screening tour that will take 
Israel to at least 12 high schools nationwide before 
the movie arrives on iTunes on September 29 and on 
Netflix a month later. “I read that early surf films were 
shown in high school gymnasiums,” he explains, cit-
ing the grass-roots success of Endless Summer in the 
1960s. “It seemed like an interesting way of distribut-
ing films—and a way to pay homage to surf movies.” 

“I liked the idea of bringing the film to schools,” 
Ringwald says, “making art more inclusive for teen-
agers who don’t get much exposure to the art world, 
other than the occasional museum field trip.”

“The way he’s putting it out there in high schools 
makes it another art adventure for Alex,” Arquette 
adds. “It’s a traveling art piece.”

But it’s also good business. The film will help plug 
the artist’s new line of sunscreen, 
Icarus. The commercial aspect is 
something Israel easily acknowl-
edges. “I was talking to one of my 
art dealers when I said, ‘That’s kind 
of off-brand.’ And he was like, ‘You 
just referred to your art as a brand.’ 
I was like, ‘Yes, I did.’ ”

And what exactly is that brand? 
“It’s me,” he says, and smiles.

LIFE’S A BEACH 
Clockwise from top: 
Alex Israel on Malibu 
Pier; Carson Meyer (left) 
and Jackson White on 
the set of Israel’s film, 
SPF-18; the SPF-18 
cast in Malibu; Israel’s 
Self-Portrait (Surf Shop), 
2015; Different Kind of 
Star, a 2016 work made 
with Bret Easton Ellis.

“THE MOVIE WAS BUILT  
ON THE IDEA THAT 

CREATIVITY CAN HELP 
YOU FIND YOUR VOICE.” 

—alex israel

We perfect each part of this watch by hand. 
Even the ones that you can’t see.

Although you will probably never actually see most of the 
levers, wheels, and springs in the Lange 1 Moon Phase 
calibre, Lange’s master watchmakers me ticu lously 
perfect them by hand. Aficionados will appreciate the  

fact that not all of these lavishly finished parts are con-
cealed. Fortunately, the sapphire-crystal back reveals 
the fascinating interaction of quite a few of them. Treat 
yourself to a close-up look. www.alange-soehne.com

You are cordially invited to discover the collection at the A. Lange & Söhne Boutiques: 

New York, 785 Madison Avenue, NY 10065, Tel. +1 646-828-3150

Miami, 140 NE 39th Street, FL 33137, Tel. +1 305-908-4420

Costa Mesa, South Coast Plaza, 3333 Bristol Street, CA 92626, Tel. +1 657-205-4555 
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T
HE FIRST TIME they met in person, Frédéric 
de Narp, 48, the French-born CEO of the 
Swiss luxury brand Bally, and Swizz Beatz 
(né Kasseem Dean), 39, the Bronx-born rap-

per and record producer, talked for a full four hours. 
The meeting, at a rooftop party in New York last year, 
was the beginning of a close friendship between the 
pair. They have since brought that same intensity  
to their business relationship, the first fruits of which 
will be available in October with the Bally Collective 
capsule collection, curated by Swizz Beatz.

The connection came about in the most modern  
of ways, on social media. When his Instagram  
followers reacted positively to a post about his new 
Bally sneakers, Swizz Beatz contacted the brand, 
also via Instagram, to talk collaboration. Soon 
enough, he was deep in conversation with de Narp. C
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what’s news

PartnershiP

FRESH LOOKS
Musician and producer Swizz Beatz is collaborating with Bally on the 

brand’s new series of artist-designed capsule collections. 

FAST FRIENDS 
Left: Swizz Beatz 
(left) and Bally CEO 
Frédéric de Narp at 
the company’s new 
Manhattan store. 
Photograph by Mark 
Hartman. Below: A 
sweatshirt designed 
by artist Ricardo 
Cavolo, part of the 
new collaboration 
between Bally and 
Swizz Beatz. Bottom: 
A sneaker from the 
same collection. For 
details see Sources, 
page 136. 

Facts & stats 

BULGARI

MATERIALS
are used throughout the store, 
including walnut, iron  
and brass, marbles, and silks  
and velvets.30

YEARS AGO
Nicola Bulgari opened the 
first Bulgari store in New 
York, in the Pierre hotel. 
Andy Warhol was one of its 
earliest acolytes. 45

GLASS PIECES
make up the mosaic created by Marino and 

installed on the marble floor by Italian artisans.

700,000

BRONZE ROSETTES  
adorn the store’s facade, each handmade in 

Italy and outfitted with an individual backlight 
 that can be set to create an array of color and 

pattern combinations. The motif was inspired 
by a heritage bracelet from the 1930s.

1,891

STEPS
lead up the stairway, 

surrounded by a bronze 
latticework screen featur-

ing circles and squares, 
inspired by the Pantheon. 20

2 CHANDELIERS
by midcentury designer Gio Ponti light 
the central promenade.

The soon-to-open 4,000-square-
foot Bulgari flagship on the  

corner of 57th Street and Fifth 
Avenue in Manhattan pays hom-
age to the brand’s Roman DNA 

while embodying a daring  
modernism all its own, brought to 

life by architect Peter Marino.  
—Katherine Stirling

The first, 39–item release includes shoes, jackets, 
shirts and accessories, all featuring the colorful, 
iconographic work of Barcelona-based artist 
Ricardo Cavolo, whom Swizz Beatz met through the 
No Commission art fairs he curates for Bacardi. He 
plans to tap other No Commission artists for future 
Collective capsules.

For de Narp, working with Swizz Beatz recalls 
Bally’s “moments of glory,” specifically the 1920s, 
when modernist architect Robert Mallet-Stevens 
worked with Bally, and the 1980s, when hip-hop 
legends Doug E. Fresh and Slick Rick sported (and 
rapped about) the brand. Swizz Beatz describes the 
partnership as “organic, authentic, cutting-edge, 
forward-thinking.” It’s also just plain fun, says 
de Narp: “This is the craziest collection.” bally.com. 
—Mark Yarm
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brand refresh

EMPORIO ARMANI

study in  
design  

KARTELL 
CELEBRATES 

50 YEARS 
 OF ITS  

COMPONIBILI 
STORAGE 

SERIES  
WITH THREE 

EMOJI  
EDITIONS BY 

DESIGNER 
FABIO 

NOVEMBRE: 
WINKING, 

STRAIGHT- 
FACED AND 

SMILING. 
 For details see Sources, 

page 136.

SWATCH OUT
As Savile Row clients venture beyond 
classic navy and gray, tailoring house 
Norton & Sons has started offering 
illustrations of its bespoke outfits in  

the new season’s fabrics. Created  
by Ben Wolstenholme, the works give 
customers a clear picture of finished 

pieces in advance. nortonandsons.co.uk.  
—Isaiah Freeman-Schub

In 1988, designer Giorgio Armani started a large-format glossy, 
Emporio Armani, featuring the work of many leading writers and 

photographers. A total of 18 issues were produced over the next 
nine years. Now, after a two-decade hiatus, the magazine is back. “I 
feel it’s the right time to once again support image making, writing 
and ideas,” Armani says. “I want to remind people how wonderful 

and inspiring imagery on paper can be.” Available September 17  
at certain Emporio Armani stores; armani.com. —Scott Christian

BASICS UPGRADE 

F
OR ITS FIRST FORAY into ready-to-
wear, Italian shoemaker Santoni 
tapped designer Marco Zanini 
to create a curated selection of 

clothing and footwear rather than a full-
scale collection with a showy debut.  
“We decided to call it Santoni Edited by 
 Marco Zanini because we realized 
that it was really about tightly  editing 
staples,” Zanini says. “The exercise 
for me was making classics without 
them looking boring or bourgeois.” The 
seasonal capsule focuses on outerwear 
with subtle plays on proportion and 
color—for instance, a camel jacket flashes 
teal pocket linings while a lemon-yellow 
cashmere sweater is layered under a navy 

peacoat. Edited Milano, a 
lookbook shot by British 

duo Hill & Aubrey 
that also features 
photographs of 
Milan, accompanies 

the collection and 
includes an intro-
duction that aptly 
begins “Less is bet-
ter.” For details  

see Sources,  
page 136. —I. F.-S.

designer Marco Zanini 
creates a pared-back 
clothing collection for  
footwear brand santoni

 
tiMe for thai

In his debut cookbook, Night + Market: Delicious Thai Food to Facilitate 
Drinking and Fun-Having Amongst Friends (out next month), chef Kris 
Yenbamroong offers over 100 recipes from his two L.A. restaurants (a third 
Night + Market outpost opens in Venice later this fall). For first-timers 
to Thai cooking, Yenbamroong recommends the fried rice dishes—“Good 
at 2 a.m. by yourself or for a dinner party.” —Megan Conway

armani mags
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WARM EMBRACE 
Top, from left: Tod’s 
coat, Ralph Lauren 
sweater, Saint 
Laurent by Anthony 
Vaccarello pants and 
Ray-Ban sunglasses; 
Gucci coat. Middle, 
from left: Polo Ralph 
Lauren coat and 
T-shirt, Ralph Lauren 
pants and Garrett 
Leight sunglasses; 
Bottega Veneta coat 
and Billy Reid shirt.

SOFT TOUCH 
Left: Berluti coat  
and shirt, AG T-shirt 
and Saturdays NYC 
pants. Right: Saint 
Laurent by Anthony 
Vaccarello coat 
and T-shirt. Model, 
Bram Valbracht at 
Wilhelmina Models; 
grooming, Takuya 
Sugawara. For details 
see Sources, page 136.

trend report

FUZZY
LOGIC
A laid-back approach takes 
shearling linings and fleece 
accents from cozy to cool.

PHOTOGRAPHY BY  
CHAD DAVIS
FASHION EDITOR  
ISAIAH FREEMAN-SCHUB
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Number of unread emails 
31. Most of them are from myself to myself 

reminding me of things. 

How long was your most recent phone 
call and whom was it with? 

Two minutes. My wife and kids. I was  
on the street in NYC and they were all in  
the car on speakerphone in Los Angeles,  

so no one could understand what anyone  
was saying.

Favorite fitness app
I wish.

Funniest text of the week 
Kumail Nanjiani humblebragging to  

me about having dinner with Richard 
Curtis and Hugh Grant.  

When do you feel compelled to  
charge your phone? 

I am in a state of permanent anxiety  
over the amount of battery on my phone. 

It’s become a problem. 

Favorite emoji  

Favorite podcast 
You Must Remember This, Trumpcast and 

Stuff You Missed in History Class. I binged 
a lot of You Must Remember This recently.

Game you really wish you could delete
I successfully deleted Candy Crush  

and have not looked back.

Person you FaceTime most often  
I rarely FaceTime. Too futuristic. Creeps 

me out a little.

Most-used social media app
Twitter is the only social media app I use.

Most-niche app you depend on 
Weekend Read. It’s an app that turns 

screenplays into a more easily readable 
format for the iPhone.

App you wish someone would invent
Something that makes it impossible to 

look at your phone while driving.

First app checked in the morning and  
last checked before bed 

I check scores on ESPN in the morning, and 
at bedtime I’ll surf around on Twitter.

Favorite shopping app  
Amazon/eBay. Lately I’ve been buying  

lots of Bic pens.

Are there times when you stay off  
your phone entirely? 

I am always trying and failing to stay off 
my phone entirely. 

 homescreen: 
“my kids  

being cute 
and silly.”

most 
listened-to 

track: 
“ ‘cranes in 
the sk y,’ by 

sol ange 
knowles.”

most 
common siri 

command: 
“Find 

starbucks.”

The actor, comedian and co-creator of TBS’s 
Search Party, which returns for its second season 

this fall, reveals what’s on his phone.

the download

MICHAEL SHOWALTER

CLEAR CHOICE
Cartier’s Tank watch turns 100 
this year, and to celebrate the 
brand has released the limited-

edition skeletonized Tank Cintrée 
timepiece with a slim, curved 

shape meant to hug the wrist. It’s 
fitting that Fred Astaire favored 
an early version of this graceful 
style. For details see Sources, 

page 136. —I.F.-S.

COOL CATS 
Clockwise from top 
right: Brioni 
turtleneck; Fratelli 
Rossetti boots; Hermès 
notebook; Loewe  
beret; Helbers pants; 
Brunello Cucinelli 
jacket and scarf; Kiton 
sunglasses. For details 
see Sources, page 136.

Get hip to this season’s eclectic styles  
with vintage appeal.

 ON THE BEAT

missoni
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THE IRRESISTIBLE BEAUTY
OF MODERN, MINIMALIST
DESIGN – THE COMPOSED

FAUCET COLLECTION.

© 2016 KOHLER CO.US.KOHLER.COM
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what’s news

D
ESIGNER Yves Saint 
Laurent lived in the 
moment, where fashion 
lives. So he likely 

wouldn’t have cared much that 
not one but two museums devoted 
to him will open next month—one 
in the space where he worked  
in Paris, the other in Marrakech, 
which nourished him creatively 
and where he found peace in the 
sublime house and garden that he 
restored there. 

But Saint Laurent’s legacy 
mattered a great deal to Pierre 
Bergé, the man who shared  
his life and astutely managed his 
unmanageable lover’s business 
fortunes until the designer’s 
death in 2008. “From the 
moment he died—no, from the 
day he stopped working—I said, 
I want to transform memories 
into projects,” says Bergé, 86, 
from his office at the Fondation 
Pierre Bergé–Yves Saint Laurent 
in Paris. “I think that’s my role, 
and I’ve got to keep going as long 
as I can.” 

Over the course of 40 years, 
Saint Laurent created the  
smoking jackets, peacoats, sheer 
blouses and jumpsuits that 
helped reshape the way women 
dress. Today, around 5,000 YSL 
garments are stored on sliding 
racks in temperature-controlled 
archives at the Fondation’s Paris 
headquarters, where they will 
be exhibited in the new museum 
space and available for research 
by fashion scholars. 

The low-slung Marrakech 
museum, designed by French 
architects Karl Fournier and 
Olivier Marty of Studio KO, is a 
wider-ranging affair, mixing YSL 
exhibitions with a performance 
amphitheater and research  
collections on such YSL passions 
as botany and Berber culture. 

“Fashion isn’t art,” says Bergé, 
who spent the past three years 
bringing the projects to fruition, 
“but I do believe it takes an artist 
to create it.” Bergé’s response to 
the museum openings: “Finally—
what a relief.” —Josh Levine

art talk

DOUBLE FEATURE
This fall, two new spaces honoring the  

late fashion designer Yves Saint Laurent open 
in Paris and Marrakech.

DISPLAY MODE 
Pierre Bergé, at the site 
for the new Paris museum 
devoted to Yves Saint 
Laurent; a second YSL 
museum also opens this 
October in Marrakech.

STYLE 
FILE 

On the reading  
list for fall: new  

books on fashion 
and design 

that provide a 
strong  aesthetic 
education along 
with a wealth of 

visual inspiration. 

JOSEPH DIRAND  
INTERIOR

The French designer 
behind the Surf Club  

in Miami releases his first 
monograph, showcasing 
his subtle, sophisticated 

interiors.

BETAK: FASHION 
SHOW REVOLUTION 

A behind-the-scenes look 
at the work of Alexandre 

de Betak, who has 
created some of the most 
memorable fashion shows 

of the past 25 years. 

SPECTRUM 
A book of photography by 

English architect  
John Pawson, groups his 

shots, taken all over  
the world, by color, 

creating compelling pal - 
ettes of disparate images.

STUDIO 54 
Ian Schrager looks back at 

the legendary club that  
he and Steve Rubell 
started in 1977, with 

vintage photos of the stars 
and personalities who 

walked through its doors.

GIO_GRAPHY: FUN IN 
THE WILD WORLD OF 

FASHION 
Fashion editor and 

world traveler Giovanna 
Battaglia shares her 

guidelines for dressing  
and living well.

64 wsj. maga zine

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. 
Photographed at Shore House by Mount Fuji Architects, Japan

discover more at cassina.com
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what’s news

An exclusive look at a new book on Renzo Mongiardino reveals 
rare images of the Italian designer’s most iconic interiors.

LIVING IN STYLE
the InsPIRatIOn

I
N THE 20TH CENTURY, to be on a first-name 
basis with “Renzo,” as in Mongiardino, 
and lucky enough to work with the 
Milanese master of interior design meant 

entrée into an exclusive club. His client roster—
once described as reading like “a kidnapper’s 
wish list”—included such names as Agnelli, 
Brandolini, Rothschild, Niarchos, Thyssen-
Bornemisza, Hearst, Heinz, Versace and 
Nureyev. The veneration of the Genoa-born 
designer has grown ever more fervent since his 
death in 1998 at the age of 81, thanks in part to 
a couple of monographs. Out next month is an 
insider’s volume that feels personal and inti-
mate: The Interiors and Architecture of Renzo 
Mongiardino: A Painterly Vision (Rizzoli), by 
Martina Mondadori Sartogo and the editors of 
Cabana magazine.

“Growing up in one of his houses and listen-
ing to him speak weekly at my mum’s table is 
probably the strongest influence in the creation 
of Cabana,” writes Mondadori Sartogo (the 
daughter of Italian publishing titan Leonardo 
Mondadori and industrial heiress Paola 
Zanussi), who founded the semiannual publi-
cation in 2014. To tell the Mongiardino story, 
Mondadori Sartogo enlisted Mongiardino’s 
granddaughter, art restorer Francesca Simone, 
to write a chapter on his relationship with Lila 
De Nobili, one of his closest collaborators. 

Mondadori Sartogo also conducted in-depth 
interviews with two of the designer’s closest 
living clients, Lee Radziwill and Elsa Peretti. 
“His taste was second to none, and his vision 
of architecture a rather simple one—that 
nothing could be invented but only reimag-
ined from the past,” Peretti, who worked with 
Mongiardino on two of her homes in Italy, 
recalls to Mondadori Sartogo. “He was my 
perfect holiday companion,” she adds. “I really 
miss him.”

The highlight of the new volume is the 
pictures. Mondadori Sartogo commissioned 
photographer Guido Taroni to shoot 19 
Mongiardino projects (some published here for 
the first time) ranging from the early 1960s to 
the 1990s. All are still intact, with the trompe 
l’oeil finishes, layered fabrics and patterns and 
antiques for which Mongiardino is so revered. 
One drawback: Homeowners’ names are with-
held, so readers are left to their own devices 
to figure out if, say, that hôtel particulier in 
Paris might belong to Contessa Cristiana 
Brandolini d’Adda or that villa in Cetona 
might be the property of Valentino Garavani 
and his partner, Giancarlo Giammetti. 
“Renzo was the essence of a decorator,” says 
Giammetti via phone from Italy. “He finished 
my house in 1987. I have never changed a thing.  
It’s perfect.” —James Reginato
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HOME SWEET HOME 
Clockwise from above: A Mongiardino-designed living 
room in Paris (1962–65); a floral kitchen in a Milan 
residence (1977); a living room in Cetona, Italy (1985–86); 
an interior in Rome (1975); a kitchen in Milan (1982).

INSIDE EDITION 
From far left: 
A living room 
designed by Renzo 
Mongiardino 
in Milan (1978); 
chimney details  
in a Milan  
home (1978). 



what’s news
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The rise of craft cocktails owes a lot to mavericks like Jim Meehan and Toby Maloney, and the 
 movement’s continued evolution to up-and-coming talents like Kelsey Ramage. Here,  

the three bartenders discuss their favorites, from drinks to books to hotels. —Ari Bendersky

1. What’s your favorite 
place for drinks? 
The Longboard on  
St. John. 

2. What’s your go-to 
cocktail book?
Charles H. Baker Jr.’s 
Jigger, Beaker, & Glass. 

3. What’s your classic 
cocktail of choice? 
A sidecar works when it’s 
freezing out or on a hot day. 

4. What’s a recent 
investment piece? 
In the spirit of W.C. Fields, 
I’ve spent 90 percent of 
my money on booze, exotic 
travel and delicious  
food. The rest I’ve wasted. 

5. What’s your favorite 
film? 
This changes, but I recently 
saw City Island and loved it.

6. What’s the best place 
in the world to shop? 
I love flea markets and 
thrift stores everywhere. 
The hunt is exhilarating.

7. What are your three 
travel essentials? 
A big bottle of Angostura 
bitters, a rash guard  
and my Chrome dry bag.

8. What’s a favorite 
hotel? 
The Standard in Miami 
for its beautiful, unfussy 
rooms and pool deck.

9. What are your essen-
tial grooming products? 
Razors from the Dollar 
Shave Club and Baxter of 
California lotion.

This summer, Toby Maloney took  
a break from his busy career—he’s bever-
age director for New York bars Mother’s 

Ruin and the newly opened Loverboy  
as well as a partner and head mixologist 

 at Nashville’s Patterson House—and 
escaped to Martha’s Vineyard, bringing 

his drink-making skills to a local beer-
and-shot joint. It was an experience that 

recalled Maloney’s first bartending gig at 
a Chicago Tex-Mex restaurant in the early 
1990s. A few years later, he landed in New 

York where, over the next decade, he came 
up the ranks working at Pegu Club, Milk  

& Honey and Freeman’s Alley. Eventually, 
he co-opened the Chicago cocktail lounge 
the Violet Hour, introducing high-quality 

drinks to a city focused on oversize marti-
nis. Maloney, 49, still oversees the James 
Beard Award–winning bar, which turned 

10 this year, and his former staff have gone 
on to open acclaimed spots around the 

country. “Seeing someone use the parts of 
your bar they loved and create something 

new is amazing,” he says. >

TOBY 
MALONEY
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Harmony Maker Puglia, Italy

JEREMY SOFA – DESIGN MANZONI & TAPINASSI / IDO CENTRAL TABLE – DESIGN MAURO LIPPARINI 
MARCUS RUG / LEGGERO DINING TABLE – DESIGN VICTOR VASILEV
LISA CHAIR – DESIGN VICTOR VASILEV / RE-VIVE RECLINER – DESIGN NATUZZI
ACCADEMIA SIDEBOARD – DESIGN BERNHARDT & VELLA
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what’s news

Kelsey Ramage, 32, didn’t intend  
to get into bartending, but after picking 

up shifts at a Toronto nightclub to pay 
for college, the British Columbia native 
quickly took to it. After graduation she 

landed a desk job in the fashion industry 
but missed her long nights behind the 
bar. She went to Vancouver, where the 

craft-cocktail movement was heating up, 
and then, craving a change of scenery, 
she moved on to London, landing a job 

at the award-winning bar Dandelyan in 
the Mondrian hotel. After two years as 

senior bartender, Ramage left to focus on 
Trash Tiki, a series of pop-ups for which 

she and her partner, Iain Griffiths, turn 
food waste into world-class cocktails. 

Michelin-starred chef Dan Barber, of New 
York’s Blue Hill restaurants, took notice 
and tapped them as beverage directors 
for WastED, a dinner series earlier this 

year where the world’s top chefs cooked 
with normally unwanted ingredients. 

This summer, Ramage and Griffiths took 
Trash Tiki on the road, spreading aware-
ness of food waste across Europe, North 

and South America and Australia.

KELSEY 
RAMAGE

1. What music do you 
listen to at work? 
Punk, as loud as possible. 

2. What’s the best city in 
the world to shop?
Seoul is amazing. People 
have wicked style. 

3. Who’s your favorite 
author? 
I read a lot of Irvine Welsh. 
Glue was my favorite.

4. What is your essential 
grooming product? 
Manic Panic blue hair-dye; 
I carry it with me always. 

5. What’s your top travel 
destination? 
So far Madrid surprised  
me the most. The archi-
tecture was beautiful, the 
nightlife was a lot of fun, 
and the food was incred-
ible—and there was loads 
of sherry, obviously. 

6. What’s a favorite 
hotel? 
I recently stayed at the  
Four Seasons Seoul, and it 
was exceptional.

7. What cocktail recipe 
are you most proud of? 
The whole notion behind 
Trash Tiki is using items 
that would be thrown  
out—citrus husks, bruised  
fruits, pulp left over  
from juicing—to make  
playful updates on classic 
tiki drinks. 

8. What’s your current 
TV obsession?
Glow, on Netflix. It’s right 
up my alley: some ’80s, 
some punk, the B-horror 
subplot. 

9. What tool is essential 
to your job?
All we really need is a 
bucket, a strainer [shown] 
and a scale. 

10. What’s the most 
unusual thing  
you’ve acquired while 
traveling?
Snake wine, a vermouth-
type liquor used in Chinese 
herbal medicine that  
actually has a snake in  
the bottle. 

11. Where do you go for  
a getaway?
Oaxaca. Such a relaxed  
little city, with great food 
and lovely people. 
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Jim Meehan has come a long way from 
his student days, when he worked as a 
barback at State Street Brats in Madison, 
Wisconsin. But one thing that hasn’t 
changed is his love of making drinks. 
After college, he moved to New York and 
took a job waiting tables. One night he 
went to the speakeasy Milk & Honey and 
had a revelation. “This was not the bar-
tending I’d been doing, and I wanted to 
know everything about it.” Meehan pored 
over vintage cocktail books and polished 
his skills working at places like Pegu Club 
and Gramercy Tavern. In 2007, he opened 
his East Village bar PDT, which went on 
to win the first-ever James Beard Award 
for outstanding bar program, in 2012. 
Meehan, 40, is still a partner at PDT, but 
for the past three years he and his family 
have lived in Portland, Oregon, where he 
runs a consulting firm, Mixography. This 
fall, in addition to co-opening Prairie 
School, a cocktail lounge in his hometown 
of Chicago, Meehan will release Meehan’s 
Bartender Manual (Ten Speed Press),  
an essential guide to his profession. •

JIM  
MEEHAN

1. Which current bar-
tenders do you admire? 
It’s deeply gratifying to 
follow the careers of 
bartenders I previously 
hired: Anne Robinson at 
Westlight, John deBary  
at Momofuku, Karen Fu  
at Donna, Jane Danger at 
Mother of Pearl, Sean 
Hoard at Kindred, Michael 
Madrusan at The  
Everleigh [shown] and 
Kevin Diedrich at P.C.H.  
are just a few. 

2. What’s your go-to 
cocktail book?
David Wondrich’s Imbibe 
was definitely the most 
useful reference for my new 
book, Meehan’s Bartender 
Manual [shown].  

3. Who in the history of 
cocktails do you admire? 
I try to focus on living  
legends like Dale DeGroff.

4. Where do you go for  
a getaway?
The Oregon coast, one of 
the most beautiful places 
on earth.

5. What cocktail recipe 
are you most proud of? 
The Mezcal Mule at PDT.

6. What’s your signature 
accessory? 
A watch. I wore calcula-
tor watches, Swatch and 
Swiss Army watches when 
I was a kid, then grew into 
Tag Heuers, then my first 
mechanical watches: an 
IWC Flieger Chronograph, 
a Panerai Luminor [shown] 
and a Rolex Submariner.  

7. What museum do you 
most like to visit?
The National Portrait 
Gallery in Washington, D.C.

8. Who’s your favorite 
artist? 
Wisconsin artist Walter 
Hamady. His hand-bound 
books, boxes and lantern 
slides are my most prized 
possessions.

9. Where was your most 
memorable meal? 
Fäviken, in Sweden. 

10. What music do you 
listen to? 
Lately I’ve had Radiohead 
[shown], Kendrick Lamar, 
Dead Meadow, Bon Iver and 
Jay Z on heavy rotation.
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Walsh dining table , $2799; Soren chairs,  
$649 each; Orikata saucer pendant, $399.

Chelsea  236 West 18th Street, New York City
roomandboard.com

BOYS ON THE HOOD   
Mix and match with a 
monochrome palette. 
From left: Kai Hillebrand 
in Valentino jacket and 
sweater; Stuart Kirst in 
Calvin Klein Jeans shirt 
and pants and Calvin 
Klein 205W39NYC 
turtleneck; Keith Hardy 
(center) in Dolce & 
Gabbana hoodie and 
pants, vintage hat and 
his own jewelry and 
belt (worn throughout); 
Nestor Judkins in 
Bottega Veneta jacket, 
Polo Ralph Lauren 
hoodie and stylist’s own 
belt (worn throughout); 
and Eli Reed in Herno 
jacket, Alexander Wang 
hoodie, Lanvin pants and 
his own Converse sneakers 
(worn throughout).

PHOTOGRAPHY BY QUENTIN DE BRIEY 
STYLING BY ANDREW MUKAMAL

Follow a team of skaters as they make their way  
through New York sporting the season’s latest streetwear.

CURB ENTHUSIASM

MARKET REPORT.fashion & design forecast september 2017
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BOARD GAME  
Kai at a downtown 

skate park. Tod’s 
jacket, Louis Vuitton x 

 Supreme sweatshirt, 
Louis Vuitton pants, 

vintage hat and 
his own socks and 

Adidas sneakers (worn 
throughout).

ON BROADWAY 
Lightweight favorites are 
the answer when you’re 
on the move. Near left, 
top: Kai in Saint Laurent 
by Anthony Vaccarello 
T-shirt and pants, Louis 
Vuitton belt, vintage  
hat and his own necklace 
and bracelet (worn 
throughout); Nestor in 
Raf Simons T-shirt and 
pants and Alexander 
Wang pocket chain. Near 
left, bottom: Keith in 
Gucci T-shirt and pants, 
Chrome Hearts pocket 
chain; Stuart (behind) 
in Ermenegildo Zegna 
Couture turtleneck, 
pants and belt and Junya 
Watanabe Man Comme 
des Garçons x The North 
Face jacket. 

PIT STOP
Stuart and Keith break 
on Ludlow Street. Left: 

Stuart in Calvin Klein 
Jeans shirt and pants, 

Calvin Klein 205W39NYC 
turtleneck and his own 

Nike sneakers (worn 
throughout); Keith in 

Dolce & Gabbana hoodie 
and pants and his own 

socks and Vans sneakers.

market report
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PAVING THE WAY 
Keith in Little Italy. 
Gucci T-shirt and 
pants and Chrome 
Hearts pocket 
chain, vintage hat 
and his own belt, 
jewelry, socks and 
Vans sneakers.

76 wsj. maga zine

STREET SMARTS 
Races and rest take place 
throughout SoHo. Below, 

at left: Eli in Etro shirt 
and pants, Polo Ralph 

Lauren tank and his own 
Converse sneakers (all 
others seen as before).

ALL SMILES  
Graffiti backdrops 
frame a simple look. 
Near left: Keith  
in Dolce & Gabbana 
T-shirt and  
pants and Alyx shirt  
(on shoulder).

wsj. maga zine 77
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Nature is full of infinite causes
Leonardo da Vinci
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(855) 886-4824  |  fi rstrepublic.com  |  New York Stock Exchange symbol: FRC
MEMBER FDIC AND EQUAL HOUSING LENDER 

“My bankers at First Republic are the best: 
thoughtful, thorough and proactive. Th ey don’t miss a beat.”

M AX  W E I N B E R G

Rock & Roll Hall of Fame Drummer and Real Estate Investor



savoirbeds.com

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

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

Uptown - 223 East 59th Street, NY 10022     +1 646 767 9935
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PAVING THE WAY 
Keith in Little Italy. 
Gucci T-shirt and 
pants and Chrome 
Hearts pocket 
chain, vintage hat 
and his own belt, 
jewelry, socks and 
Vans sneakers.
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STREET SMARTS 
Races and rest take place 
throughout SoHo. Below, 

at left: Eli in Etro shirt 
and pants, Polo Ralph 

Lauren tank and his own 
Converse sneakers (all 
others seen as before).

ALL SMILES  
Graffiti backdrops 
frame a simple look. 
Near left: Keith  
in Dolce & Gabbana 
T-shirt and  
pants and Alyx shirt  
(on shoulder).
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STRENGTH IN 
NUMBERS 
Hitch a ride in the 
city streets. Near left: 
Eli in Lanvin jacket 
and pants and Louis 
Vuitton shirt (worn 
underneath); Stuart in 
Brioni jacket, Brunello 
Cucinelli jacket (worn 
underneath) and Junya 
Watanabe Man Comme 
des Garçons hoodie 
and pants; Kai in Dolce 
& Gabbana hoodie 
and pants; Nestor in 
Bottega Veneta jacket 
and pants and Polo 
Ralph Lauren hoodie; 
Keith in Dolce & 
Gabbana hoodie. 

GIVE PAUSE  
Layer up casually 

amid the skyscrapers. 
Above: Stuart in 

Balenciaga sweatshirt, 
shirt, hooded shirt 

and pants. Below: Kai 
in Ralph Lauren coat, 

Emporio Armani hoodie 
and Louis Vuitton x 

Supreme T-shirt.

LOOKING FORWARD 
Kai on Sixth Avenue 

near the WSJ. Magazine 
office. Ralph Lauren 

coat, Emporio Armani 
hoodie and pants 

and his own socks 
and Adidas sneakers. 

Grooming, Adam 
Markarian. For details 
see Sources, page 136. 

market report
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Fast track code:

WALLM

F LY V I C T O R . C O M 

Download the Victor app for iOS and start your 
free membership today. Enter the special fast 
track code WALLM to join, request a quote and 
compare jets before you book.

Jet charter by Victor puts you in complete control. 
With no membership fees and instant access to 
the best aircraft and operators around the world, 
Victor’s smart technology platform and 24/7 
customer service is revolutionizing the world of 
jet charter.

Always connected and there when you need it, 
jet charter by Victor takes you from wherever you 
are to wherever you want to be.
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B
ENJAMIN MILLEPIED possesses the healthy 
tan of a resident Angeleno. “I think New York 
has become incredibly conservative and too 
expensive. It’s L.A.’s moment now,” says the 

40-year-old dancer and choreographer while on tour 
with his company, L.A. Dance Project, at New York’s 
Joyce Theater. Like so many artists these days, he 
and his wife, the Academy Award–winning actress 
Natalie Portman, have decided that L.A. is the place 
to be, officially making the move out west last year.

Four years ago, Millepied’s career was on a very dif-
ferent track. At age 36, he was named director at the 
Paris Opera Ballet, a much-publicized appointment 
that brought the French-born, American-trained 
dancer global attention. Then, after just two seasons, 
Millepied stepped down, causing another stir. He’s 
admitted that the changes he wanted to make—more 
diversity, less hierarchy—encountered too much 
resistance from the world’s oldest ballet company. But 
he also wanted to focus on his fledgling contemporary 
dance company, which he founded in 2012 with com-
poser Nico Muhly and other talented friends, before 
the Paris Opera Ballet offer materialized. 

This fall, his efforts will be rewarded when L.A. 
Dance debuts its new performance space in a former 
industrial building in downtown L.A. Millepied, who 
has worked with artists like Barbara Kruger and 
Christopher Wool, hopes to stage 40 performances a 
year—collaborating with choreographers such as Kyle 
Abraham—as well as offer workshops and classes. 
“It’s exciting to build a new audience here,” he says, 
acknowledging that he’s part of a new creative energy 
in a city normally devoted to movies and their stars.

Still, it seems that living in Tinseltown has had an 
effect on Millepied’s career. In May, he announced he 
would be adapting the opera Carmen into a feature-
length film, for which Academy Award–nominated 
Moonlight composer Nicholas Britell is creating 
an entirely new score. Millepied’s research for the 
project involves watching the great directors, from 
Akira Kurosawa to Elia Kazan. “I like the process of 
being able to choose the light, frame the shot—all 
of these things,” he says. “I’m learning a lot, but it  
feels natural.” >

BY THESSALY LA FORCE   
PHOTOGRAPHY BY IKE EDEANI

The renowned dancer  
and choreographer is moving  

in new directions.

tracked

BENJAMIN 
MILLEPIED

LOOKING AHEAD  
Benjamin Millepied 

in New York City.



110
minutes

The length of Reset, a documentary  
that looks at Millepied’s work with the  

Paris Opera Ballet.

4
months 

The time he spent on the set of the 2010 
movie Black Swan, where he and Portman, 

the film’s star, fell in love.

6–7
hours

The amount of sleep he gets each night.

2010 
The year Millepied was made a  

Chevalier in the Order of Arts and Letters 
by the French Ministry of Culture.

10
dancers

The L.A. Dance Project’s current roster.

7
months old 

The age of his and Portman’s daughter, 
Amalia. Their son, Aleph, is 6 years old.

4.5
miles

The average daily distance he runs, for  
a milder form of exercise than dance.
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14
years old 

The age at which he choreographed his first 
dance, to a Mozart string quartet. •

6
ankle sprains 

The number of injuries Millepied has had in 
his career as a professional ballet dancer.

5:43 p.m.
Millepied takes a break while overseeing rehearsals. 

12:40 p.m.
He has a quick bite before heading to his dance 
company’s rehearsals at The Joyce (below).

10:05 a.m.
Millepied grabs a cup of coffee near 
Central Park to start his day. 

4:42 p.m.
The costume rack for 
Millepied’s dance piece 
Hearts & Arrows.

10:40 a.m.
He makes a few calls 
during a visit to the  

Museum of Modern Art. 

4:56 p.m.
Members of L.A. Dance 

Project perform Millepied’s 
Hearts & Arrows.



84

the e xchange

wsj. maga zine

I
N 1982, WHEN ROGÉRIO Fasano was 19, the first 
thing he did to revive his family’s 80-year-old 
hospitality business and start rebuilding its 
legacy was to buy back its name. As Rogério tells 

it, over grilled langoustines and fresh-made ravioli in 
Fasano Al Mare, the restaurant in his Rio de Janeiro 
hotel opposite Ipanema Beach, the word Fasano 
signified sophisticated dining in São Paulo during 
stretches of the early and mid-20th century. But by 
the time Rogério was 1, he says, “the name was gone.”

Now 55, Rogério has cemented the Fasano name 
as the benchmark for upscale lodging and dining in 
Brazil. He has 15 restaurants and two bars, includ-
ing the storied Restaurante Fasano in his namesake 
hotel in São Paulo. In addition to Fasano São Paulo and 
Fasano Rio de Janeiro, with its iconic rooftop pool, 
there are also two resorts—Fasano Boa Vista, 90 min-
utes outside of São Paulo, and Fasano Punta del Este 
in Uruguay. He is currently building five new hotels, 
including four more in Brazil (Angra dos Reis opens in 
December, followed by Trancoso, Belo Horizonte and 
Salvador in 2018), plus his first American endeavor in 
Miami. However, he never refers to himself as a hote-
lier. “I’m a restaurateur, like those before me,” he says.  

In 1902, Rogério’s Milan-born great-grandfather, 
Vittorio, opened Brasserie Paulista, the first Fasano 
family restaurant in São Paulo, serving Brazilian 
cuisine. When he died in the early 1920s, the restau-
rant was shuttered and his youngest son, Ruggero, 
relocated to Italy for boarding school. After gradu-
ating, Ruggero moved to Milan, where he met his 
wife, Ida (she worked as a salesperson in the original 
Prada store in Milan’s Galleria Vittorio Emanuele II). 
They had two children, including Rogério’s father, 
Fabrizio, and moved back to São Paulo in 1937. 

There, Ruggero resumed Vittorio’s work in food 
services, starting small by selling poultry and eggs 
at the municipal market. In 1949, Ruggero opened 
the family’s first eponymous restaurant, Confeitaria 
e Restaurante Fasano, also serving Brazilian fare. It 
featured a glass facade on which the family’s name 
was mounted in illuminated, cursive script. Three 
years later, he reclaimed the space that once housed 
Brasserie Paulista and reopened it. He also opened 
five additional establishments in the city, including 
a tea salon and a pastry shop. 

BY HOWIE KAHN   PHOTOGRAPHY BY FRAN PARENTE 

São Paulo’s Fasano family has been the top name in Brazilian 
hospitality for over a century. With Rogério Fasano leading  

the way, it’s now expanding rapidly—and about to go global. 

FASANO
the cULt OF

According to Rogério, none of his grandfa-
ther’s spots made as much of an impact as his 
largest restaurant, Jardim de Inverno Fasano. “It 
could accommodate 1,200 people,” says Rogério. 
“President Eisenhower was honored at a luncheon 
there. Fidel Castro ate there. Nat King Cole sang 
there.” The Fasano group also began catering. “My 
grandfather did every single wedding of Brazil’s elite 
for 25 years,” Rogério says. “Everybody told me he 
was known as the most elegant man in town, loved 
by the people.” Ruggero sold off the family name in 
1963, three years before Fabrizio launched a whis-
key company that produced the brands Old Eight and 
Brazilian Blend. 

“My father wanted nothing to do with restau-
rants,” Rogério says. But when his whiskey business  
went bankrupt in the early ’80s, he began to recon-
sider. At that time, Rogério was living in London. He 
had moved there with a friend, in part because he 
found Brazil’s then-military government too oppres-
sive to tolerate. He enrolled in a British film school 
and got a job pulling pints at a pub called the Dew 
Drop Inn, his first foray into hospitality. “I did it 
because I wanted to meet all kinds of people,” he says. 
“The idea was to leave Brazil and never go back.” 

A sense of duty to his family drove Rogério to 
return to São Paulo in 1982. Around then, a devel-
oper approached Fabrizio about potentially opening 
a Fasano restaurant for the first time since the family 
name was sold. Fabrizio initially wanted to dismiss 
the opportunity, but Rogério wouldn’t let him. After 
a visit to the family lawyer, Rogério says he learned 
that the Fasano name had been purchased by an 
Italian energy company. It had bought the building 
occupied by Jardim de Inverno Fasano as its offices; 
rights to the family name came along with the space. 
Rogério told a company executive he wanted the 
name back but had no money to purchase it. “In a 
month, the man calls me back and says he can’t give 
me the name because they’re a publicly traded com-
pany and accountable to shareholders,” says Rogério 
of the executive. “Then he says, ‘But we can sell it to 
you.’ And I asked, ‘But for how much?’ He says, ‘For 
one penny—can you afford one penny?’ ” 

Shortly after the Fasano brand name was once 
again in the family’s possession, Rogério, with his 

MR. HOSPITALITY  
“My main focus from now 
on will be abroad,” says 
Rogério Fasano, who will 
open his first U.S. hotel 
in Miami by 2020. Here, 
Fasano relaxes at home 
in São Paulo.



includes dishes like pappardelle with egg and porcini 
and, as a nod to Ida Fasano, breaded Milanese veal 
chops. Alex Atala, one of Brazil’s most acclaimed 
chefs, whose own São Paulo fine-dining flagship, 
D.O.M., opened in 1999 and who recently announced 
plans for his own first hotel, credits Rogério with 
elevating their city’s level of taste. “He was the first 
here to really pay attention to the small details,” says 
Atala. “His presence is everywhere.” 

Rogério says he’s looking forward to complet-
ing his current slate of projects in Brazil, including 
Angra dos Reis, which marks his first Brazilian sea-
side resort development. It’s about 100 miles from 
Rio and will have 54 rooms, three pools and boating 
access to 365 nearby islands. “My main focus from 
here on,” he says, “will be abroad.”

Although Rogério, who bought back the fam-
ily name for a penny 35 years ago, sold the Fasano 
restaurant business to the Brazilian real-estate 
development firm JHSF for $24 million in 2014, he 
has managed to retain creative control. “My job has 
always been to create the whole thing,” Rogério says. 
“It has to be personal. It’s not just about the design or 
the food. It’s about mood.” • 
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RIGHT ANGLES  
Above: The Fasano Punta 
del Este in Uruguay,  
also designed by Weinfeld.

OPEN SWIM  
Left: A penthouse 
view from Fasano 
Miami. Below: The 
pool at the flagship 
Fasano São Paulo. 

SKY HIGH  
Below: The Fasano Boa 
Vista, designed by 
architect Isay Weinfeld. 

THAT’S AMORE  
“I’m a restaurateur, 

like those before 
me,” says Rogério, 

pictured with his 
father, Fabrizio, at 

Gero, in São  
Paulo, in 2004. 

father as a partner, opened his first restaurant. “It 
was a disaster,” he says. “We did everything wrong. 
We’re an Italian family. We opened this French 
restaurant with this pretentious name, Jardin 
Gastronomique Fasano, and served nouvelle cuisine.” 
Rogério’s father told his son that the restaurant busi-
ness “will kill you, you’ll work like an idiot, you’ll 
never have weekends.” In response to that warning, 
Rogério, who suffered two strokes before the age of 
50, recalls replying, “But I can handle that.”

Six months after its opening, Jardin Gastro-
nomique Fasano closed, but Rogério wouldn’t 
be deterred. He decided to take a more personal 
approach, drawing on lessons he learned from his 
grandparents. As a boy, Rogério had spent days on 
end in their São Paulo home, savoring the Italian 
meals they cooked. “Everything my grandmother 
did, she did in such a careful way,” Rogério says. 
“Pastas, risottos, Milanese veal, scaloppine.” 

In 1985, Rogério opened the Restaurante Fasano. 
“It was very high-end and successful,” he says. But 
it wasn’t easy to run. At the time, Rogério says that 
importing many foods into Brazil was illegal. He 
often had to rely on the black market to source the 
ingredients he needed, depending on a smuggler who 
bribed ship captains to ferry in items like prosciutto, 
polenta and Parmigiano-Reggiano. “Everybody who 
wanted Italian things had to go through him. It was 
like a comedy,” says Rogério, who dabbled in smug-
gling himself, once trying to bring 1,000 Venetian 
artichokes into the country through the airport. “I 
was detained in customs,” he says.

In 1990, Rogério moved the restaurant into a 
larger space and four years later opened a more 
casual trattoria, Gero, adjacent to it. “Then, I had 
a dream to open a hotel,” he says. In 1996, Rogério 
bought a piece of land near his restaurants in the 
city’s chic Jardins neighborhood and hired promi-
nent Brazilian architects Isay Weinfeld and Marcio 
Kogan. The first Fasano hotel opened in 2003 with 60 
rooms. According to Rogério, nearly 10,000 people 
came to the opening festivities, which spanned two 
days. “When we saw the word Fasano on the facade, 
we couldn’t stop crying,” says Rogério. “Isay and I 
had to leave the party. It was so emotional.”

The end result blended elements of Brazilian and 
Italian modernism, expressed through rich leathers 

and dark woods, with the classic warmth of both 
countries. “Its essence lies in comfort and a time-
less feeling,” says Weinfeld, via email. Weinfeld and 
Rogério have collaborated on more than a dozen proj-
ects, including the hotels at Boa Vista and Punta del 
Este. Fasano Miami, slated for completion by 2020, 
will be their next joint effort. Weinfeld is the god-
father to Rogério and interior designer Ana Joma 
Fasano’s 11-year-old son, Vittorio. (Anna, Rogério’s 
26-year-old daughter from his first marriage, is a 
popular fashion blogger in Brazil.) “Rogério doesn’t 
fall for any fads or trends,” Weinfeld says.  

The Fasano flagship restaurant, which Rogério 
moved inside the hotel upon its opening, exemplifies 
this ethos too. Restaurante Fasano accommodates 
80 and features boothlike seating in the center of 
the room surrounded by tables dressed with white 
tablecloths and flanked by sleek leather chairs. 
“Ever since I was a kid, Fasano has always been syn-
onymous with refinement,” says Folha de S.Paulo 
gastronomy columnist Alexandra Forbes, “and 
that’s reinforced every time I enter the triple-height, 
temple like space.” 

The menu, over which Rogério has final approval, 

INTO THE BLUE 
Below: The rooftop pool 
overlooking Ipanema Beach 
at Fasano Rio de Janeiro.
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H
OW DO YOU MAKE an artist into a key fig-
ure of art history? Take the case of Josef 
and Anni Albers, today considered lead-
ing lights of 20th-century modernism. The 

couple emerged from Germany’s innovative Bauhaus 
school, where he was a teacher and she a student. 
After the Nazis forced the school’s closure in 1933, 
the Alberses fled to the United States and joined the 
founding faculty of Black Mountain College, in North 
Carolina. Josef oversaw the art department, and Anni 
taught weaving. Both left their mark on a student 
body that included future masters such as Robert 
Rauschenberg and Cy Twombly. 

By midcentury, when modernist abstraction still 
ruled, both artists were in their heyday: In 1949, Anni, 
having already influenced a generation of designers, 
became the first textile artist to have a solo show at 
New York’s Museum of Modern Art; a year later, Josef 
became the first director of Yale University’s graduate 
design department, where he shaped the thinking of 
still more American artists, including Richard Serra 
and Eva Hesse. But from the 1970s on, as conceptual-
ism, expressionist painting and other postmodernist 
movements came to the fore, the Alberses’ brand of 
geometric abstraction and formal experimentation 
fell out of fashion. 

Yet these days the couple suddenly seems to be 
everywhere: The coming year brings a crop of major 

Albers shows in Europe and New York, including Anni 
Albers: Touching Vision, opening October 6 at the 
Guggenheim Museum Bilbao—the artist’s first ret-
rospective since 1999—and Josef Albers in Mexico, 
opening November 3 at New York’s Guggenheim. 
Josef’s Homage to the Square works, paintings and 
prints of nested squares that served as visualiza-
tions of his color theories, are no longer seen as dry 
academic studies but coveted as glorious pieces in 
themselves. And as museums intensify their focus 
on underrecognized women artists, as well as on 
neglected media like textiles and prints, Anni’s boldly 
unconventional weavings, which incorporated mate-
rial like cellophane even in the 1920s, have made her 
the darling of curators, theorists and artists alike. 

Perhaps it’s just the zeitgeist, but many in the art 
world also credit this resurgence to the diligent work 
of the Josef and Anni Albers Foundation in Bethany, 
Connecticut, about 20 minutes away from the cem-
etery where the couple are buried under matching 
rectangular headstones. “The foundation is a think 
tank not only for the Alberses’ work but also for mod-
ernism, both European and American,” says David 
Leiber, a partner at New York’s David Zwirner gal-
lery, which began representing the foundation last 
year. According to Leiber, prices for certain Homage 
paintings have doubled in the past five years and tri-
pled in the past 10; the gallery has sold them at prices 

ranging from $300,000 to over $2 million. (Zwirner is 
doing its part too, with a show opening September 20 
called Josef and Anni and Ruth and Ray, pairing the 
Alberses with Ruth Asawa and Ray Johnson, two of 
their students at Black Mountain.)

Established by Josef five years before his 1976 
death, the foundation has been helmed since 1979 
by the art historian Nicholas Fox Weber, who met 
and became close to the Alberses in the early ’70s as 
a graduate student at Yale. From a modest complex 
of buildings in a woodsy grove, a team of curators, 
researchers, visiting artists, archivists and restor-
ers works to maintain the couple’s legacy. (There is 
also an informal furniture gallery, called Trunk, open 
to scholars and students by appointment.) The chief 
curator, Brenda Danilowitz, began working there 
before Anni’s death in 1994 and, like Fox Weber, knew 
her personally. Among other projects, the founda-
tion staff track down the Alberses’ work, aggressively 
weeding out fakes and buying back select pieces when 
possible, and pursue their own scholarship, opening 
up new avenues of exploration. 

“I have never had a partner in any project as help-
ful as the foundation,” says Maria Müller-Schareck, 
chief curator of modern and contemporary art at 
Düsseldorf’s Kunstsammlung Nordrhein-Westfalen 
museum, which together with London’s Tate Modern 
is presenting Anni Albers, a major retrospective that 

opens next June in Düsseldorf and travels to London 
that October. “Altogether they seem to know every-
thing about these artists. And Nick Weber, he tells 
his wonderful stories from dusk to dawn.” Indeed, 
Fox Weber is a raconteur full of colorful anecdotes: 
the time he first met the Alberses at their house and 
Anni served him extra-crispy KFC on Rosenthal china 
because, she said, it was a ringer for classic Viennese 
fried chicken, or when Jacqueline Onassis told Anni 
that looking at Josef’s work was like being in Matisse’s 
Chapelle du Rosaire in Vence, France. More than one 
curator mentions the importance of his deep personal 
connection to the couple.

The fruits of the foundation’s labors can be seen 
clearly in the two Guggenheim shows. Albers in 
Mexico radically repositions Josef with many works 
predating his Homage series, some of which will also 
appear. The exhibition includes his photographs and 
photo collages of Zapotec, Aztec and Mixtec pyra-
mids and ruins; selections from his so-called Variant/ 
Adobe paintings—hotly colored squares nested inside 
horizontal rectangles—and his Tenayuca series, 
which are geometric compositions that seem to bal-
ance flatness with three-dimensional space.

Among them is Tenayuca I, lost since it was 
purchased in 1947 and known only from a small black-
and-white photograph. When the foundation began 
working with Zwirner, a relative of the original owner 

suddenly contacted the gallery about the work. “I got 
one look at it and said, ‘We will buy it,’ ” Fox Weber 
says. “It’s an extraordinary painting, in mint condi-
tion. And it’s beautiful.” 

For Lauren Hinkson, the Guggenheim curator 
organizing the New York show, the painting was “a 
revelation,” she says. “I’ve seen all the Tenayucas, and 
when I saw it hanging at the foundation, I almost got 
down on my knees to pray.” 

Hinkson hit upon the show’s concept after dis-
covering Josef’s Mexican photographs in the 
Guggenheim’s collection nine years ago. They struck 
her as an anticipation of the 1960s photographs of 
land artists like Robert Smithson and conceptual art-
ists like Donald Judd. The foundation staff helped her 
expand on that idea, linking Josef’s abstraction to the 
couple’s fascination with Latin American archaeol-
ogy. “When you think of Albers, you think of those 
squares,” Hinkson says. “But the foundation helped 
me uncover a story that hasn’t been told in this level 
of depth.”

Meanwhile, in Touching Vision, curator Manuel 
Cirauqui intends to position Anni more broadly, as 
“an important artist,” one whose work addresses, 
he says, “key issues for modernist painting from the 
perspective and materiality of so-called minor art 
forms.” The show comprises wall hangings, pictorial 
weavings (as she began calling them in the U.S.) and 

prints, as well as her jewelry, inspired by pre-Colum-
bian adornments but made with dime-store finds like 
washers, safety pins and ribbon. 

The Bilbao exhibition presents Anni as a thinker 
and educator, too, using previously unseen material 
from the foundation’s archives, including the original 
notes from her 1965 book, On Weaving, which is being 
reissued in an expanded edition this fall. Also on view 
will be one of her notebooks, filled with drawings of 
knots, curving lines and intricate patterns built with 
triangles. Discovered in the archives after Anni’s 
death, the full journal will be published by Zwirner 
Books in October. 

A video accompanying the show will feature a textile 
artist from the foundation’s artist residency program 
weaving on the loom Anni brought to the U.S. from the 
Bauhaus. Although she sold it in the early ’60s, the foun-
dation kept tabs on it, reacquired it as a gift in 2015 and 
reassembled it with the help of three weavers, includ-
ing the foundation’s associate curator, Karis Medina. 

Fox Weber feels certain that with increased recogni-
tion, more Albers discoveries may emerge. “I know that 
there is a tapestry by Anni that disappeared in Japan in 
the late 1920s. The assumption is that it was destroyed, 
but I don’t know for sure.” He’s on the hunt for Easter 
eggs, and not just metaphorical ones. “Anni told me 
that she and Josef painted them every year. What 
wouldn’t I do to find Anni and Josef’s Easter eggs?” •

TRUE COLORS 
Clockwise from left: 
Anni and Josef Albers 
at Black Mountain 
College in 1938; Anni’s 
first wall hanging,  
from 1924, at the Josef 
and Anni Albers  
Foundation in Bethany,  
Connecticut; Josef’s 
furniture in the foun-
dation’s Trunk gallery; 
one of Anni’s looms. 
Opposite: A 1964  
study for Josef’s Hom-
age to the Square series 
(left) and his newly 
rediscovered 1942 work 
Tenayuca I.

BY CAROL KINO    
PHOTOGRAPHY BY DANILO SCARPATI

How modernist pioneers Anni and Josef Albers  
became art stars for the 21st century.
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PHOTOGRAPHY BY CASS BIRD
STYLING BY ALEX WHITE

Give yourself over to whimsy and joy in pieces inspired by decades past. 
Sometimes two really is better than one. 

BOLD MOVES

LEAPS AND BOUNDS 
Link up in coordinating 
looks. This spread and 
opening page, on him: 

Fendi sweater, Kolor 
pants, Worth & Worth 

hat and model’s own 
sandals and earring  

(worn throughout). On 
her: Fendi sweater, 

Marni pants and Maison 
Kitsuné hat.



BOARDWALK 
EMPIRE

Bright lines  
and classic fabrics 

add structure 
to un orthodox 

beachwear. Prada 
jacket, shirt and 

pants and Worth 
& Worth hat. 

Opposite, on both: 
Calvin Klein 

 205W39NYC 
shirts, turtlenecks 
and pants. On her:  
JJ Hat Center hat.  
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HAT TRICK 
Autumn textures 

make a bold 
impression. Marni 

sweater and Worth 
& Worth hats. 

Opposite, on him: 
Prada pants. On 

her: Ralph Lauren 
Collection pants.



STRIKING GOLD 
Set your sights 
on comfy tonal 

knits. Salvatore 
Ferragamo 

sweater and belt 
and Marni pants. 

Opposite, on 
both: Marc Jacobs 

sweaters, pants 
and hats. 



AIR APPARENT 
Steal the show in 

vibrant hues. Lanvin 
jacket and pants. 

Opposite, on him: 
Dior Homme vest 

and turtleneck and 
Worth & Worth hat. 
On her: Dior Homme 
jacket and turtleneck 

and JJ Hat Center 
hat. Models, Dilone 
at DNA Models and 

Alton Mason at State 
Management; hair, 

Tamara McNaughton; 
makeup, Yumi Mori;

tailoring by Sam 
Walls. For details see 

Sources, page 136.
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BY JOSH EELLS    
PHOTOGRAPHY BY TERRY RICHARDSON 

STYLING BY GEORGE CORTINA

An Oscar-winning actor who is also a tech  
entrepreneur, stadium-filling rock star, fashion icon and  

successful Silicon Valley investor?  
Welcome to the high-flying life of Jared Leto.

 Hanging Out With

JARED LETO

ALL ON THE LINE 
“I needed a very 
charismatic, magnetic 
presence, someone with 
the aura of a rock star,” 
says director Denis 
Villeneuve of casting 
Leto as Niander Wallace 
in Blade Runner 2049, 
a sequel to the 1982 
sci-fi classic, out in 
October. Gucci jumpsuit, 
Christopher Shannon 
sneakers and his  
own T-shirt and socks.
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FOREVER YOUNG 
“He is timeless,” 

Gucci creative director 
Alessandro Michele says 

of Leto. “If Visconti were 
still alive, he would love to 
work with Jared.” Maison 

Margiela vest, Christopher 
Shannon pants, Scarpa 
shoes, Marteau vintage 

necklace and his own gold 
necklace(worn throughout), 

fanny pack, socks  
and Carrera sunglasses.

W
HEN JARED LETO’S people say the 
plan is to meet “at Jared’s base,” 
I assume it’s a jet-setter’s figure 
of speech—as in, last month he 
was rock climbing in Menorca, 
next month he’s at Fashion Week 

in Milan, but Los Angeles is his base. But no—they 
mean an actual base: a decommissioned Air Force 
station tucked into the hills near Laurel Canyon, built 
during World War II to warn of incoming Japanese 
planes. The 100,000-square-foot compound, which 
Leto has called home since 2015, features 4-foot-thick 
concrete blast walls, a nuclear fallout shelter and a 
genuine air-traffic-control tower; it’s slightly absurd 
that it exists 10 minutes from the Sunset Strip, much 
less that someone lives in it.

On the other hand, if anyone’s going to inhabit a 
top-secret Cold War compound in the heart of Los 
Angeles, it’s probably Jared Leto.

Leto has a long history of outlandishness, whether 
it’s waxing his body and shedding more than 30 
pounds to portray a transgender AIDS patient in 
Dallas Buyers Club, or sending his castmates con-
doms and a live rat while playing the Joker in last 
year’s Suicide Squad. Beneath the theatrics, he’s an 
industrious quintuple-threat: Oscar-winning actor, 
stadium-filling rock star (with his band, Thirty 
Seconds to Mars), digital-media entrepreneur, bur-
geoning fashion icon and—as if you don’t hate him 
enough already—successful tech investor, whose long 
list of winning bets includes Uber, Snapchat, Spotify 
and Airbnb. “I joke sometimes that I get more done on 
a movie set than I do when I’m off,” he says, “because 
I’m not as distracted.”

We’d originally planned to go for a hike today—
Leto’s a big hiker—but it’s sweltering in L.A., 94 in the 
shade, and he’s been dealing with some back problems, 
so instead we’re hanging in his backyard, a shady xeri-
scape with a sadly neglected pool. To relieve his back, 
Leto is sitting cross-legged on the ground, dressed in 
a white Gucci T-shirt, green Gucci jogging pants (from 
the women’s collection) and a pair of worn-out gray 
Ugg slippers. His hair is its natural shade of chest-
nut, and his beard has achieved 1840s-prospector 
length. He also has the best posture I’ve ever seen. At 
45, he looks almost exactly as he did nearly 25 years 
ago, when he first became famous playing the angsty 
heartthrob Jordan Catalano on My So-Called Life.

“I call him Babyface,” says his friend Alessandro 
Michele, creative director at Gucci. “He is timeless—it 
is almost impossible to give him age. If Visconti were 
still alive, he would love to work with Jared.”

Last night Leto was up late in the studio, working 
on his band’s next album. He woke around 9 a.m.—no 
alarm, as usual—and enjoyed his standard breakfast 
of muesli and almond milk, then spent some time tend-
ing to his back—heat, ice; meditation. But leisurely 
appearances aside, “it’s actually a super-busy time,” 
Leto says. In a few days he’s flying to Kazakhstan for a 
concert with the band; then he’ll start getting ready to 
promote his new film, Blade Runner 2049—the much-
anticipated sequel to the dystopian 1982 sci-fi classic, 
in which Harrison Ford played an L.A. cop hunting 
down rogue androids.

Leto still remembers the first time he saw the orig-
inal on VHS. “It was one of those films I just connected 

with,” he says. “I’ve watched it every couple of years.” 
In the sequel, he has what he calls “a small part” as 
a character named Niander Wallace, who creates 
said androids, known in the Blade Runner universe  
as “replicants.”

Denis Villeneuve, the director of the new film, says 
the inspiration for Leto’s character was David Bowie. 
“I needed a very charismatic, magnetic presence, 
someone with the aura of a rock star,” Villeneuve 
says. “But I also needed a great actor, because the 
lines he had to say were quite Shakespearean.” The 
character is also blind, and true to form, Leto—who 
once hung out with homeless junkies in Manhattan’s 
East Village to portray a heroin addict in Requiem for 
a Dream—dove in head-first. “We all heard stories 
about Jared, how he transforms into the characters,” 
Villeneuve says. “But even this didn’t prepare me for 
what was to come.”

Not content to simply act blind, Leto decided to 
become blind, ordering customized contact lenses 
that made his eyes totally opaque. 
“He entered the room, and he could 
not see at all,” Villeneuve recalls. 
“He was walking with an assistant, 
very slowly. It was like seeing Jesus 
walking into a temple. Everybody 
became super silent, and there was 
a kind of sacred moment. Everyone 
was in awe. It was so beautiful and 
powerful—I was moved to tears. 
And that was just a camera test!”

Leto stayed blind for the entire 
shoot, guided around set and never laying eyes on the 
rest of the cast. “That, for me, was insane,” Villeneuve 
says. “But he really created something. Every time 
Jared came on set, it was a boost of energy, tension 
and excitement.” (For his part, Leto says, he “didn’t 
dive as deep down the rabbit hole as maybe I’ve done 
before, but I stayed really focused.” Of course, he 
didn’t delude himself that he was actually blind. “I’m 
crazy,” he says, “but I’m not insane.”)

As he sits here in his garden, it’s easy to see the 
commitment that Leto can summon. He’s incredibly 
calm and still, with no extraneous movements, like 
some lizardlike desert creature conserving energy in 
the heat. He listens intently, with laserlike eye contact, 
and he barely seems to blink. (Says Michele, “I call him 
a monk sometimes, because he’s so concentrated.”) 
With his ageless physicality and otherworldliness, he 
could almost be a replicant himself.

Villeneuve agrees. “He has a kind of eternal youth 
syndrome. But the thing I love about Jared is that he’s 
really at peace with himself. He’s a perfectionist. And 
like all rock stars, he has a bit of narcissism. But it’s a 
narcissism that I can deal with.”

 

W
E’VE BEEN TALKING a while when 
Leto hops up and starts doing a 
little shake. I tell him to feel free 
to walk around or stretch if he 
needs to. “No,” he says. “I was 
getting covered with ants. I’m 

going to make them work a little harder.”
We retreat inside the safety of the base, where Leto 

offers to take me on a tour. Although he moved in a cou-
ple of years ago, the place remains a work in progress, 

with dingy floor tiles, scuffed white paint and the dis-
tinct odor of midcentury bureaucracy lingering in the 
halls. “I’m going to redo it at some point,” Leto says, 
“make it nice. But I’m kind of just camping out.”

We start in his bedroom.“It’s fancy,” Leto warns. 
But he opens the door to reveal a glorified walk-in 
closet, maybe 200 square feet, with small windows, a 
loveseat and a mattress sitting right on the floor. “It’s 
amazing,” Leto says, smiling. “When it comes down to 
it, you don’t need very much.” The only hint of luxury 
is a portable clothes rack that holds what looks like a 
small fortune in high-end apparel—most of it from his 
friend Michele at Gucci.

Recently Leto has become the label’s face, both 
officially and unofficially, starring in a fragrance cam-
paign and often rocking ensembles in public taken 
straight from the runway. The infatuation runs both 
ways: “I’ve been inspired by him many times,” Michele 
says. “The way he puts gym pants with crazy hats or 
something—it’s beautiful. He says, ‘I don’t care about 

fashion,’ but it’s not true. He’s like 
the most fashionable gypsy you can 
imagine.”

Leto seems amused that he’s 
become a style icon—“There was 
a period a decade ago when I wore 
Hare Krishna clothes”—but he does 
admit to getting bolder and more 
confident with age. “When I was 
younger I was like, ‘Give me some-
thing black,’ ” he says. “But now I 
love color. You know how you see 

old guys wearing loud Hawaiian shirts? If I walk off 
the bus, and the crew starts laughing, I know I put the 
right thing on.”

We proceed deeper into the bowels of the house, 
passing large metal tins labeled survival crackers 
(“I haven’t opened them yet”) and a few doors marked 
usaf top secret. After World War II ended, the base 
became a military film studio, churning out propa-
ganda films hosted by the likes of Jimmy Stewart. 
“There are so many crazy rumors about this place,” 
Leto says. “Everything from ‘Part of the moon landing 
was filmed here’ to ‘They used to keep prisoners down-
stairs.’ They had laboratories. They were doing all kinds 
of God-knows-what.” He is clearly enamored by this.

In one of the building’s subbasements, we pass 
Leto’s home gym (with photos of Schwarzenegger and 
Bruce Lee) and then the garage where he keeps his vin-
tage Ford Bronco—a metallic-blue beast with orange 
flames down the side, a birthday gift from his brother, 
Shannon. “He was like, ‘You can get it repainted,’ ” 
Leto says, “and I was like, ‘No way, man!’ I used to have 
a little Tonka truck that looked just like that.” The 
Letos grew up poor, on food stamps in Louisiana, with 
a hippie single mom who encouraged them to follow 
their artistic dreams. Leto studied film and photogra-
phy at the School of Visual Arts in Manhattan before 
dropping out and moving to L.A. in hopes of becom-
ing a director. He started acting, and a few years later 
talked Shannon into moving out to start a band.

Next we walk through a hangarlike storage room 
Leto calls “the warehouse,” full of Thirty Seconds to 
Mars’s road cases and gear, and from there emerge 
onto the base’s old soundstage, which Leto has repur-
posed as a recording studio and rehearsal space. “We 

“the thing  
i love about 

Jared is that 
he’s really 

at peace with 
himself.”

—denis villeneuve
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AMERICAN DREAM 
“I like to learn,” Leto says 

of the philosophy behind 
his tech investments, 

which include Slack, Uber, 
Snapchat and Spotify.  

“So if I can be involved in 
a company that teaches 

me something, I’m happy.” 
B Sides vintage shirt, 
WGACA vintage flag,  

Lena Skadegard necklace 
(top), Paul Morelli necklace 

(middle) and Vicki 
Turbeville bracelets.



All these side hustles aside, Leto’s not giving up 
his day job anytime soon. He’s attached to play Andy 
Warhol in an upcoming biopic written by Terence 
Winter (The Wolf of Wall Street), and he’ll soon be 
directing his first feature, a police thriller called 77 
with a script by L.A. noir legend James Ellroy. Leto—a 
devoted rock climber who sometimes posts his best 
ascents to Instagram along with a monkey emoji—
has previously directed a documentary series on 
America’s national parks called Great Wide Open as 
well as several music videos. 

“Always when you are around Jared Leto, you are in 
Jared Leto’s theater,” Denis Villeneuve says. “It’s like 

a play—you become a character. But he’s having fun 
with it, and he brings you in his game. You just fall in 
love with him.”

If there’s one thing Leto hasn’t done but would like 
to, it’s a comedy. Sadly, no one ever asks. “I might not 
be at the top of the list for, like, a funny dude,” he says. 
“But if someone is dying or suffering greatly, I’ll get a 
call.” He laughs ruefully. “I got calls about [playing] 
Charles Manson, Ted Bundy, David Koresh and Jim 
Jones, all within two weeks. I’m not doing them,” he 
adds, “but I thought for a second, ‘Oh, my God, I should 
do them all.’ Just put them together like a Criterion 
Collection box set. And then retire.” •

had an acoustician come by, and he said we have the 
same reverb as Abbey Road,” Leto says. “Isn’t that 
wild?” In the control room, an engineer is going over 
mixes from last night’s session, tweaking the vocal 
tracks for the band’s new single (“Walk on Water,” 
released in August). “I’d say we’re 80 percent done,” 
Leto says of the album. He smiles: “But I’ve been say-
ing that for two years.”  

Back upstairs, Leto starts to grow a bit bored. “I 
can show you more, but it’s really big,” he says. “It just 
keeps going and going and going.” He knows it’s kind 
of silly for a bachelor pad. “But it works for me,” he 
says. “I can do creative stuff here, I can live here. And I 
don’t have to sit in traffic.”

There’s one last oddity he wants to point out: a sky-
light in the middle of the floor that peers down into a 
small enclosure, maybe 8 feet square, with no discern-
ible doors. It looks suspiciously like a dungeon. “Weird, 
right?” says Leto, grinning. He slips into a pitch-per-
fect impression of Buffalo Bill from The Silence of the 
Lambs: “Put the lotion in the basket!” he booms, crack-
ing up. I point out that at least the skylight unlatches 
from the inside, leaving open the possibility of escape. 
“Yeah,” he says, “but you’d have to get up there first”—a 
sheer 10-foot climb with no holds. He smiles deviously. 
“Give ’em just enough hope to keep ’em alive.”

 

I
T’S NEARING TIME for Leto to say goodbye: His 
next appointment is already waiting, some 
people from a tech giant. At the moment, Leto 
is looking for a buyer for his digital streaming 
platform, VyRT, a company he started in 2011 
to live-stream his band’s concerts. That was 

his second foray into the tech world; previously he 
had launched a digital-marketing company called the 
Hive, and over the past decade has become a serious 
tech investor, backing more than 50 startups includ-
ing Uber, Snapchat, Reddit, Spotify, Slack and Nest. 

“He’s very different from the normal cats from 
Hollywood and L.A. I see playing around the Valley,” 
says Nest co-founder Tony Fadell, whose company 
Leto invested in three years before it was acquired by 
Google for $3.2 billion, in 2014. (Leto didn’t disclose 
the size of his investment, but Fadell says for “an indi-
vidual, it was a significant amount of money.”) “A lot of 
people from that world say, ‘My manager’s gonna take 
care of it, my agent’s gonna take care of it’—they don’t 
worry about the details,” Fadell adds. “And a lot of 
people are meddlers or know-it-alls who want to lead 
from the bench. That was not his thing. Jared is very 
curious, very detail-oriented; he really gets involved, 
and he really understands. He only added value.”

“I was actually really impressed,” says Stewart 
Butterfield, a co-founder of Slack, which Leto invested 
in in 2014. “Jared gave a lot of feedback, and all of it 
was very practical, specific, concrete feedback about 
usability and improving the platform. He found the 
right balance,” Butterfield adds, “between persistent 
and irritating.” 

When it comes to his investing philosophy, Leto 
says, “I like to learn. So if I can be involved in a com-
pany that teaches me something, I’m happy.” There 
are also a few deals he passed on and still kicks him-
self over. “Oh, my God, are you kidding?” Leto says. 
“There are some doozies. I can’t [talk about it]—I’ll 
have to call a therapist.”
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IN THE ZONE 
“I call him a monk 
sometimes, because he’s 
so concentrated,” says 
Alessandro Michele. 
Balenciaga sweatshirt 
and Gosha Rubchinskiy x 
Adidas pants. Opposite: 
Helmut Lang T-shirt, 
Gosha Rubchinskiy x 
Adidas pants, Christopher 
Shannon sneakers 
and Vicki Turbeville 
bracelets. Hair, Bob 
Recine; makeup, Jamie 
Taylor. For details see 
Sources, page 136.
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BY SARAH MEDFORD   PHOTOGRAPHY BY STEPHEN KENT JOHNSON 

In a corner of Marrakech’s medina, French iconoclast Bernard-Henri Lévy has 
restored and expanded the Palais de la Zahia—a place to retreat to with his wife, 

Arielle Dombasle, while communing with the riad’s storied past. 

Palais Intrigue

T
HE FRENCH FILM Day and Night 
seemed to have a lot going for it on 
the eve of its release in February 
1997. The romantic drama, which 
co-starred Alain Delon and Arielle 
Dombasle (with Lauren Bacall in a 

minor role), had been bankrolled by French luxury-
goods magnate François Pinault and his friend 
André Lévy, an industrialist who was also the father 
of its director, the celebrated writer Bernard-Henri 

Lévy. But the critical response was immediate—
and brutal. The chastened director and his leading 
lady, who was also his wife, escaped to Delon’s holi-
day home in Morocco, tucked away in the medina of 
Marrakech. They swam in its palm-shaded pool and 
took sun on the crenelated roof terrace, which over-
looks the Koutoubia Mosque and most of the ancient 
pink-walled city.

“We came supposedly for one week, and after the 
week I told him, ‘I don’t want to move! I’ll buy it,’ ” 

Lévy says of the house. Delon demurred, according 
to Lévy, but not for long. “A new lady in his life—a Pol 
Pot of the feelings—was making things difficult for 
him. And finally, he said, ‘Why not? I’ll sell.’ ”

Lévy and Dombasle acquired the Palais de la 
Zahia, as it is known, in 1998. Over the past two 
decades, they’ve expanded the centuries-old riad 
with additional guest rooms, public and private areas 
for sheltering from the day’s heat and gardens that 
alternately delineate and obscure its meandering 

SPELLBOUND 
 The terrace of Palais  
de la Zahia, a centuries-
old Moroccan riad that 
Lévy and Dombasle 
(opposite) purchased  
in 1998. Designer  
Bill Willis restored the 
tilework in the mid-’60s 
for previous owners 
Paul and Talitha Getty. 



courtyards. From the start, they’ve worked on the 
project with their friend Louis Benech, France’s pre-
eminent landscape designer.

The historic palace has remained a hushed, 
bewitching getaway from the couple’s home in 
Paris. Lévy, in particular, has taken a keen inter-
est in the characters who have passed through 
its doors, including the feudal warlord Thami el 
Glaoui, diplomat Hubert Lyautey—the first French 
resident-general in Morocco—and the Swiss writer-
adventurer Isabelle Eberhardt.

In 1966, Palais de la Zahia took a dip into the 
counterculture when John Paul Getty Jr. purchased 
it as a wedding present for his second wife, the Dutch 
model Talitha Pol. Getty’s father, J. Paul Getty Sr., 
was listed that year in The Guinness Book of World 
Records as the world’s richest private citizen for his 
holdings in the oil company he’d co-founded, and 
soon a rivulet of Senior’s cash was making its way 
into a full restoration of the palace. Leading the work 
was Bill Willis, a Memphis-born antiques dealer and 
self-taught decorator who’d already cut a swath with 
the younger Gettys through Morocco. The couple’s 
hedonistic days and nights at La Zahia were summed 
up in a now-famous image taken by Patrick Lichfield 
for Vogue in 1969, in which Talitha, dressed in an 
embroidered djellaba, harem pants and white go-go 
boots, lounges before Paul on the darkening roof ter-
race. (Two years later she died of a heroin overdose 
in their Rome apartment, after which Getty sold the 
Marrakech house.)

Lévy finds the flamboyant and somewhat 
debauched history of La Zahia intriguing. Trailing 
the Gettys to its door was a creative coven that 
included Yves Saint Laurent and Pierre Bergé, 
Marianne Faithfull, Gore Vidal and Michelangelo 
Antonioni, among others. “My passion is really the 
memoirs,” he says. “The house was documented 
as the only place on earth where the Beatles met 
the Rolling Stones. They spent a Christmas here 
together. A few nights, with their ladies.” The epi-
sode was recorded by Fabrice Gaignault in his 2006 
book, Sixties Muses; Lévy mentions that he also cor-
roborated it with his houseman, Mohsine, who was 
born at La Zahia and whose late father looked after 
it before him.

Mohsine has just delivered a tray bearing espresso 
in porcelain cups to the terrace, where Lévy is relax-
ing after his morning swim, dressed in an aloe-green 
bath towel and wraparound sunglasses. He regrets 
not meeting Paul Getty in person, he says. “One of 
his sons came back here one day, with great emotion, 
and wanted to make a sort of pilgrimage. I think he 
was happy with how we’ve kept it, I don’t know.”

The French couple bring their own version 
of celebrity to La Zahia. Dombasle, after several 
decades as an actress, has segued into a career as a 
singer and occasional film director. (Her latest, the 
2013 Opium, was inspired by Jean Cocteau’s classic 
memoir.) Wasp-waisted and vivacious, Dombasle is 
the shimmering sun to Lévy’s taciturn moon. He’s a 
writer-adventurer in the spirit of Eberhardt, hitting 
the road in dusty, perilous landscapes in search of a 
story, and is best known as an outspoken public intel-
lectual, a self-described humanist who has taken 

controversial stands on matters of international 
policy—most recently in Bosnia, Libya and across 
the Middle East.

Now 68, Lévy came onto the French scene in 
the 1970s, first as a war correspondent for the left-
wing newspaper Combat and then as the author 
of Barbarism With a Human Face, an impassioned 
repudiation of Marxism. A fortune accrued by his 
father in the timber business has allowed him to 
lead a comfortable life, and he pursues projects only 
as they interest him. The list is long: Lévy has pro-
duced so much—and had so many professional ups 
and downs—that they are beyond count. His 2006 
book American Vertigo, subtitled Traveling America 
in the Footsteps of Tocqueville, was a bestseller in the 
U.S. as well as France despite an incendiary review 
by Garrison Keillor in the New York Times that began, 
“Any American with a big urge to write a book explain-
ing France to the French should read this book first, 
to get a sense of the hazards involved.” Alternately 
celebrated and lampooned in the French press for 
his high-minded exploits (he’s regularly entarté, or 
given a pie in the face), Lévy has been rebranded in 
France simply as “BHL.” He is also a dandy and a well-
documented ladies’ man: If BHL had his own emoji, 
it would sport a black suit and a white Charvet shirt 
with a stand-up collar, open at the neck.

In Marrakech, Lévy works to the exclusion of 
almost everything else. “I never move from here,” he 
says, glancing around the densely shaded courtyard. 
“I work all day. And all evening. Sometimes I’m alone, 
and sometimes it’s a good way to get work done.” He 
admits that he leaves a lot of the details surrounding 
La Zahia to Dombasle. 

“My wife likes making a house,” Lévy says. “What 
I like in a house is people. The history. My history—
and the people who came before. This is a little bit of 
a haunted house.”

 

P
ALAIS DE LA ZAHIA is unquestionably a 
big house, a grand riad that dates to the 
16th or the 18th century, depending on 
whom you ask. Thought to have been 
built by the Glaoui, or ruling pashas, of 
Marrakech, it bears all the markings of 

a rich man’s trophy: rooms faced in zellige (glittering, 
richly patterned mosaic tile); cedar-wood ceilings, 
almost Nordic in their intricate floral motifs, carved 
and painted with botanical dyes; deep, arched fire-
places and walls of tadelakt (glazed and pigmented 
plaster). At some point, a smaller riad was annexed 
to the larger one and used as a harem. As Mohsine 
explains, this is where Marlon Brando spent a few 
months shacked up with the Gettys in the late ’60s.

The first time Lévy and Dombasle returned to 
La Zahia as its owners, they brought along Benech 
and his then-partner, Christian Louboutin, to con-
sult on various home improvements. “As a person, 
I like Louis’s tenderness,” Lévy says. “And as a pro-
fessional, I love that he believes plants are living 
creatures. He really communicates with plants. They 
are the partners of his life.”

Lévy has soaked up a bit of this thinking himself. 
“Louis taught me that plants had a life,” he says. “And 
strangely enough, he convinced me of my relation to 
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MAKE A SPLASH 
Above: Both avid 
swimmers, Lévy 

and Dombasle asked 
landscape designer 

Louis Benech to 
enlarge the pool and 

surround it with roses, 
shrubs and fig trees. 

Right: One of the 
riad’s original salons. 

Below: The roof 
terrace, overlooking 
Koutoubia Mosque. 

SPEAK, MEMORY 
Clockwise from left:  
The basement, lined 
with photographs from 
Lévy’s past; a caged 
dining pavilion designed 
by Christian Louboutin; 
in a new wing, European 
furnishings mingle with 
Moroccan poufs and 
Taureg mats underfoot. 
The tapestry came from 
Dombasle’s former 
château in Burgundy. 

“In thIs house, you should be able to 
experIment wIth shadow and lIght.”

–bernard-henrI lévy 

MOODY BLUES 
Right: A new courtyard 

garden. Far right:  
A daybed with a view.



this world. The Americans love their dogs and their 
cats. For me, perhaps it’s pet plants. Introduced by 
Louis Benech. ‘Mr. Lévy, meet your pet plant.’ ”

Benech got his start among the rain-misted gar-
dens of Normandy, but several early projects had 
introduced him to North Africa’s parched, unremit-
ting climate, and the challenges of garden making 
there fueled his imagination. “The landscape tra-
dition in Morocco is a bit Alhambresque,” he says 
from the terrace of his Paris home and office, a mod-
est townhouse in the ninth arrondissement. “There 
is sometimes a big reservoir surrounded by fruit 
trees—citrus or olive, as in the Agdal Gardens of 
Marrakech. And then there is the riad garden, an 
interior courtyard with raised walkways and sunken 
beds. It’s a gravitational watering system—though 
not as clever as the ones in Iran.”

In the early ’80s, Benech designed a slim water 
canal in the Moorish style at Dar Zuylen, the estate of 
Guy and Marie-Hélène de Rothschild in the Palmerie, 
a new residential community outside the medina. “It 
was lined with artichokes, which have such a beau-
tiful leaf,” he says. Having stayed at the house one 
summer, Lévy and Dombasle craved a canal of their 
own. Beyond that, their requests for La Zahia were 
personal: Dombasle wanted a certain apricot rose, a 
hybrid tea named Just Joey; her husband wanted the 
world in microcosm.

“My little idea,” Lévy explains, “was that in 
this house, you should be able to experiment with 

all sorts of relationships between shadow and 
light. There should be a place for sunlight, for deep 
shadow, for coolness and for burning heat. A place 
for being surrounded by plants and then seeing 
plants at a distance. Not a variety of plants, but a 
variety of behaviors of me and my friends. I wanted 
the framework to be set in order to create a variety of 
relationships with plants.”

Benech says he doesn’t recall this dialectical tale, 
but the result was achieved anyway—in its beguiling 
complexity, La Zahia offered a range of horticul-
tural opportunities. The existing trees in the riad’s 
courtyard garden were magnificent: jacarandas, figs, 
palms, flame trees and Persian silk trees approaching 
the height of the upper-story bedrooms. At eye level, 
though, the sunken beds looked empty and rather sad. 
Lévy and Dombasle suggested raising the soil to the 
level of the green-tiled walkways, but Benech argued 
that this would “strangle” the trees. Instead, he per-
suaded them to plant a proper understory mixed with 
potted ferns and flowering climbers—rosy pink bou-
gainvillea, persimmon-hued crossvine—that would 
soon infiltrate the courtyard with a primitive jungle 
on the order of Henri Rousseau. “At the time of the 
Gettys, there were just the big trees,” Lévy says. 
“Now there is a sort of clever and wild composition, 
and it is like this all year round.”

Barefoot and still draped in a towel, Lévy rises 
from a velvet-cushioned campaign chair and pads 
through an arched doorway in the courtyard to an 
area he annexed some years after buying the house. 
The transition is from night to day: A sun-struck gar-
den in fiery oranges and yellows encircles a newly 
built wing. Here Benech planted citrus trees and 
fragrant, trailing moonflower, wisteria and jasmine 
vines to make an opulent stage for the hybrid tea 
roses Dombasle favors, which are laced among hibis-
cus and an almost-vermillion lantana to ensure that 
the garden is constantly in color. Flowing down the 
middle is a turquoise-tiled canal that culminates in 
a small pool where calla lilies, bird of paradise and 
other showy bloomers perform.

“Although it looks wild, it’s very geometric,” 
Dombasle says of the rectangular plot. “Louis makes 
very sophisticated gardens that never look like gar-
dens à la française. It’s not his style at all. But he’s so 
passionate.”

Renowned for his encyclopedic knowledge of 
plants, Benech prefers using native species when-
ever possible. In Marrakech, frustrated by the poor 
selection of natives in the nurseries, he resorted 
at one point to smuggling in seeds and seedlings 
from abroad, a practice that soon took on a narcotic 
allure. He supplemented his stowaways with local 
specimen plants scavenged one by one. “Louis was 
like a collector who knows that a piece of art exists 
somewhere, and he has to find it,” Lévy says. “He 

would take a car to the desert and come back with a 
little pot. Now the plants are not so little. It was a big 
commitment, and he did it with heart.”

The same could be said for Lévy’s expansion of the 
illustrious riad. “This is a little more than a house, so 
there is a transmission that has to be true and con-
sistent, a legacy,” he explains. “I did not change it. I 
added. And I got in touch with Bill Willis, because I 
wanted the same spirit as the Gettys. But Bill worked 
in close contact with Louis.”

Willis had stayed on in Marrakech after restor-
ing Palais de la Zahia in the ’60s, becoming the city’s 
unlikely shaman of the decorative arts. “Bill created 
the Marrakech look, and it started with that house,” 
says the decorator Jacques Grange, who visited La 
Zahia with Yves Saint Laurent in 1972. “Yves was 
very close friends with Talitha. She had died by then, 
but we spent time there with Paul.”

In 2002, Willis reprised his role at La Zahia. Then 
in his 60s and somewhat of a recluse, the designer 
threw out one far-fetched idea after the next, and 
Benech—with input from Louboutin, who is no 
slouch when it comes to houses—did what he could to 
shape them into workable plans. Willis died in 2009, 
and Lévy and Dombasle emerged from the adven-
ture with a few choice stories. They still use the 
furniture Willis designed for the Gettys, including a 
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LUSH LIFE 
Beneath the stairs 
leading to Lévy’s 
office, Benech planted 
a tangle of ivy and 
foliage around a low 
velvet banquette. 

four-poster bed painted like the Good Ship Lollipop 
in a fantasia of ice cream colors and Berber-inspired 
motifs. In Talitha Getty’s former boudoir, Dombasle 
stirred Willis’s haute-bohemian pot by placing a 
red-satin chaise once owned by the Italian fash-
ion designer Elsa Schiaparelli beside a soaking tub 
paved with psychedelic zellige tiles. “It’s so amus-
ing,” Dombasle says of the result, taking a drag on 
her cigarette and smiling.   

  

C
ERTAIN ROOMS at La Zahia still breathe 
the stately air of the 19th century. 
When the couple host late dinners for 
friends, a long table in one of the salons 
is set with colored votive candles, and 
the fireplace is lit on cool evenings. 

Lévy says he prefers to dine at home. “In 20 years, 
I never went to a dinner, a party, to a lunch here.” 
This sounds unbelievable, but he insists. “People 
come from abroad,” he says. “A coterie, no. But it’s 
a place where my best friends come. And sometimes 
the house has been used to have people meet, and 
take time together discreetly.” Meaning? “A few 
political discussions have taken place here,” he says 
cryptically. “In 2000, there were some meetings, 
some talks here. Between Israelis and Palestinians. 
In 2011, there were some talks with Libya, factions 
of the Libyan revolution. But generally, it is not that. 
Generally, it is really a place for me to write and to 
get together with my friends.”

The Middle East has been Lévy’s focus for more 
than a decade, and in the past two years he’s made 
a pair of documentaries on the rise of ISIS. “As 
you can guess, you don’t come back from such an 
adventure absolutely intact,” he says of filming in 
northern Iraq. “It takes time, and I am…in recov-
ery.” To ease back into the general public discourse, 
he’s working on a new book about populism, he says. 
“Trump, Putin, Europe. How to understand it, how 
to get rid of it.”

Reconciling the many contrasts of Lévy’s life is no 
easy matter, a fact that becomes even clearer after a 
trip to La Zahia’s basement, where a series of rooms 
is lined with images of him and a galaxy of acquain-
tances from childhood to the present.

Cameos by everyone from his two children, his 
two ex-wives, Omar Sharif, Nicolas Sarkozy and 
Charlie Rose to camo-clad soldiers and Russian 
dissidents tell an unfathomable number of stories. 
Benech refers to the place as “the Dombaslothèque”—
where the still-glamorous chanteuse lets loose in the 
evenings to entertain friends. “This is a crazy place,” 
Lévy says, before leading the way through to the 
underground gym.

In 2000, on a trip to Tangier, Lévy fell in love 
with the view from a clifftop bluff and asked the 
late French designer Andrée Putman to build him a 
contemporary villa there. The two Moroccan houses 
couldn’t be more different, he says—“Like Mac and 
PC. Like Beatles and Rolling Stones. Like Racine 
and Corneille.” In July, though, he put the pristine 
Tangier house on the market; he rarely found him-
self going there. Instead, he’s been spending more 
time in the ancient arms of La Zahia. He can be alone 
here, to a point. “This is a very old house, with many 
ghosts. Good ghosts.” •

“what I lIke In a house Is people.  
the hIstory. my hIstory—and the people 

who came before. thIs Is a bIt of  
a haunted house.”  –lévy
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As Rag & Bone’s co-founder Marcus Wainwright strikes out on his own, he continues his 
career-long quest to challenge and expand our understanding of what constitutes fashion.

THE
BIG PICTURE

CANDID CAMERA
Marcus Wainwright, photographed at his home in  

Brooklyn, with his own Leica.

I 
LIVED AND BREATHED for these people. They 
got us started.” It’s not every day that a New 
York–based CEO of a globally successful 
apparel company gets choked up talking about 
the workers in a small factory in the hills of 
Kentucky. But this is not your central-casting 

CEO. It’s Marcus Wainwright, the 42-year-old 
co-founder of Rag & Bone, the maker of downtown-
inspired American sportswear, talking about the 
company’s earliest chapters. 

Back in 2001, Wainwright, like many 20-something 
Englishmen before him, gravitated to New York City, 
first the East Village and then Williamsburg. He’d 
ditched his home country and a fledgling career in 
the telecom industry, looking for a new adventure. 
He was besotted with American denim but not overly 
enchanted by the boot-cut, distressed jeans then 
making their ’70s comeback, nor the other varieties 
with their fanciful washes, stitching and pockets. 
Wainwright decided to make his own—but he had 
no clue how to do it. The first attempts were disas-
ters. They “didn’t really work out,” he deadpans. He 
didn’t know how to make a proper pattern; what he 
came up with was more like a child’s drawing. But 
Wainwright pressed on, not so much as a beneficiary 

of the Dunning-Kruger effect—the presumably bliss-
ful phenomenon whereby an incompetent person is 
too incompetent to recognize his or her own incom-
petence—but through a combination of audacity, 
obsession and nagging curiosity about how jeans 
are actually made. Along the way, he picked up two 
British fellow travelers, Nathan Bogle and David 
Neville, making Rag & Bone a trio, and at a certain 
point a connection was made to Kentucky Apparel, a 
manufacturer in Tompkinsville, Kentucky. (It’s not 
far from Bugtussle, Mud Lick and Flippin, if you’re 
looking at a map.) By 2004, Wainwright got what he 
was looking for: a raw, selvage jean (in denim from 
Japan’s legendary Kaihara mill) that actually fit a 
human male. He walked a backpack full of them into 
Isa, a tiny boutique near his place in Williamsburg, 
and talked the owner into buying a handful of jeans, 
chinos and T-shirts. Rag & Bone was off and running.

Wainwright—a rangy guy with tousled hair 
and a few days’ scruff who looks like he could 
hold his own at both a billiard table and a board 

meeting—still rhapsodizes about Kentucky Apparel 
and the expert craftspeople there who guided his 
greenhorn operation along. He remembers “Mike 
Scruggs, just sitting in his office with no windows, 
with his cigarette hanging out of his mouth, watch-
ing him make a pattern.” There was Betty Gentry, 
who hand-sewed the “R&B” logo on the back pocket 
of each pair of first-run Rag & Bone jeans (which, 
no doubt, are now collectors’ items in the super-
heated world of denimphilia). But the new business 
that Wainwright and Co. brought to Kentucky 
Apparel wasn’t enough to save the factory, and it 
closed in 2005.  “I was devastated,” Wainwright 
says, as much for the impact on the people who had 
made their livelihoods there as for his own shaky 
enterprise. Rag & Bone moved on to a factory in 
Micaville, North Carolina, called Taylor Togs. The 
workers there viewed Wainwright as a kind of sav-
ior. The place closed down in 2007.

The heartbreak of watching these small facto-
ries, and American jobs, vanish was galvanizing for 
Wainwright and his partners:  “That was how Rag 
& Bone started as a concept,” he says.  “Clothes, for 
me—and Rag & Bone, for me—have got to stand for 
something greater than fashion.”



this fall, in time for the arrival of the international 
art posse at Art Basel Miami Beach in December. 
Rag & Bone stores tend toward exposed brick, wood, 
patinated steel, clothing racks made from industrial 
piping. Like the clothes, these environments are all 
about materials, durability, refinement and com-
fort, with a dash of raffishness. At the men’s shop 
in Tribeca, you might find Dr. Dre’s “Deeez Nuuuts” 
playing on a turntable and a chatty staff offering a 
pour from a bar stocked with small-batch bourbons. 

The fixtures for these stores come out of the Rag 
& Bone Custom Fabrication Shop, which, since 2011, 
has operated out of a 13,000-square-foot space in 
the hipster-industrial complex known as Industry 
City, Brooklyn. Here, 10 craftsmen create shelving, 
tables, racks and other accoutrements according to 
Wainwright’s needs. On a recent visit, heavy antique 
hangers (another Wainwright obsession) were being 
modified for use in window displays. They’re not for 
sale, but a collection of pleasingly angular forged-
brass tchotchkes—bottle opener, money clip, belt 
buckle—will be soon; they’re being developed for the 
2017 holiday season.

The fabrication shop speaks to that hands-on, 
crafted quality of everything Rag & Bone, from 
jeans and chinos to skirts and field jackets: The stuff 
looks made. Wainwright manages to bring this ethos 
to the brand’s celebrated imaging campaigns—photo 
projects, video clips, short films. They’re light on 
branding and product and heavy on aesthetics and 

atmosphere. Wainwright describes his approach: “If 
you took the clothes out of it, will it be good?”

The British photographer and filmmaker Glen 
Luchford is a go-to image maker for the brand. 
“Marcus will call me when I’m eating my breakfast 
and say, ‘What do you think for the next campaign, 
man?’ ” he says. “It’s kind of old school.” The results 
have been refreshingly off-kilter and occasionally 
off the wall. For a fall/winter 2015 campaign video, 
Luchford shot the model and actress Gabriella Wilde 
standing around in Rag & Bone garments while a 
giant hunk of concrete was dropped on top of a 1979 
Porsche 911 SC, smashing it to bits. (The remains are 
on view at the Tribeca store.) Other projects, by vari-
ous directors, have shown Mikhail Baryshnikov and 
Lil Buck improvising dance moves, Winona Ryder 
hanging out in Coney Island, Harvey Keitel shooting 
pool, Wiz Khalifa looking cool and Léa Seydoux get-
ting caught in a downpour to a whispery Sparklehorse 
soundtrack. The brand’s D.I.Y. project had such mod-
els as Emily Ratajkowski and Bridget Hall turning 
cameras upon themselves. Luchford’s own striking 
portraits (Yorke, Carmelo Anthony, Amber Valletta, 
Walton Ford, among many other friends of the 
brand), done with a giant Polaroid camera, were the 
main attraction at the Damn Good Party in February.

Perhaps the purest and most evolved example 
of Wainwright’s essentialist approach is Hair, the 
Turturro-directed short from this year in which he 
and Bobby Cannavale hilariously riff in a Brooklyn 
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Gucci Westman.) Wainwright and Neville had made 
an imposing, not to mention highly marketable, 
duo: two handsome English dudes with smarts 
to spare, beautiful and accomplished wives, keen 
social instincts and great connections, including 
Anna Wintour, an early champion of the brand. The 
big boost came in 2006 when Andrew Rosen, CEO 
of Theory, took them under his wing, making a sig-
nificant investment in the company, which he still 
holds. That was a year after they unveiled the wom-
en’s collection, which came to represent a majority 
of the business within a few years. In 2007, the 
upstarts, having already gone way beyond denim, 
won the CFDA’s Swarovski Award for Emerging 
Talent in menswear.

Wainwright designed the clothes, while Neville, 
who left an investment-banking gig to join Rag & 
Bone, took care of the books and kept an eye on the 
big picture. (“The fact that I now have to talk about 
finances and stuff is fairly painful,” Wainwright 
admits.) In the year since Neville’s departure, 
Wainwright’s restlessness,  along with a touch of 
contrarianism, has been more conspicuous than 
ever in the company’s approach. In February, during 
New York’s Fashion Week, Wainwright celebrated 
the brand’s 15th anniversary with a “Damn Good 
Party”—a blowout with an accompanying photo 
show—rather than the traditional runway extrava-
ganza. He remains noncommittal about ever doing 
another Rag & Bone runway show: “I’d rather take 
everyone out for lunch,” he says, citing an advertis-
ing and retail climate that is changing faster than 
anyone can keep up with. In April, at the Tribeca 
Film Festival, Rag & Bone screened a five-minute 
short film, called Hair, directed by John Turturro, 
the most ambitious example yet of Wainwright’s 
exploration of visual media as a means of communi-
cating the company’s outlook.

W
AINWRIGHT’S DIPLOMAT father 
was stationed in Athens when 
Marcus was born, in 1975. He 
sent his son to English public 
schools, where the dress code 
was pure boredom. “I wore a 

uniform from the age of 8,” Wainwright says. As a 
teenager at Wellington College, a boarding school in 
the Berkshire countryside, Wainwright met Neville.

Wainwright ended up at Newcastle University 
for his undergrad studies. “Smoked a little weed and 
didn’t do much work” is how he sums it up. He didn’t 

bother to attend graduation. But one upside was that 
he deepened his friendship with Neville, who was 
studying nearby at Durham. After college, the two 
ended up kicking around in Portugal before landing 
in New York, where they eventually managed to get 
Rag & Bone up and running.

Bruce Pask, the men’s fashion director at Bergdorf 
Goodman (which stocks the brand), remembers the 

impact of early Rag & Bone. “They were cool guys liv-
ing in New York City, and this was how they wanted to 
dress. J.Crew was ubiquitous, but this was something 
other.” That something was an unexpected mixture: 
all-American raw jeans and cotton T-shirts, with a 
smattering of leather and militaria, all turned out 
with a Savile Row attention to detail. Like the Beatles 
and the Stones with rock ’n’ roll, Wainwright and his 
cohorts took something quintessentially American, 
ran it through a filter of British cool and sold it back 
to America.

They priced their goods right down the middle—
between Lanvin and Levi’s—bringing streetwear up 
to the level of fashion while bringing fashion down 
to street level. (A pair of men’s Standard Issue jeans 
or chinos now runs about $250; the women’s eques-
trian-inspired Simone Pant is $295.) The bet paid 
off.  The original shop opened on Christopher Street 
in September 2008, just as the economy was melting 
down, and it is still holding its own. The layerable, 
matching, wearable, built-to-last Rag & Bone line was 
perfectly engineered for the person who thought a lot 
about not wanting to have to think about it.

“They just care about having great clothes,” 
Wainwright says of his customers. “All the time.”

Rag & Bone operates 27 retail shops around 
the world, from New York to Los Angeles, Dubai to 
London, where it opened a flagship (along with its 
European headquarters) in Soho this past spring. The 
next outpost opens in Miami’s Design District later 

STYLE GUIDE  
From top: The newest 

standalone store 
in London’s Soho; 

Cameron Russell for the 
D.I.Y. Project; a label. 

Right: Wiz Khalifa  
for the Men’s Project.

CAMPAIGN SEASON 
Clockwise from right: 
Mikhail Baryshnikov, 

Miranda Kerr, Abbey Lee 
Kershaw, Michael Pitt, 
sidewalk advertising in 

Tribeca, Joan Smalls, 
a billboard featuring 

Winona Ryder in West 
Hollywood, Kershaw, a 

still from Hair, a look from  
the spring/summer 2017 

show, Malgosia Bela.

T
EN YEARS ON, Wainwright remains 
committed to keeping the beyond-
fashion, artisanal ethos alive at Rag 
& Bone. The company still favors 
small, old-line factories and mills, 
from Japan (Kaihara is still the 

denim of choice) to Peru (for cotton henleys and 
polos) to Los Angeles, where its jeans—which have 
become modern style icons—are now sewn. (A few 
occasional items are produced in China.) Rag & 
Bone continues to celebrate intimacy, authentic-
ity, durability and craft, even as it creeps along at 
its own, Wainwright-dictated pace, slowly becom-
ing a brand that looks poised to take on the wider, 
competitive world of retail. Last year’s revenue, as 
reported by the industry news site the Business of 
Fashion, was projected to be around $300 million. 

The year 2017 has proven to be pivotal for the 
company, whose headquarters occupy a brick 
warehouse in Manhattan’s Meatpacking District. 
(Long-retired meat hooks are still visible here and 
there throughout the offices.) On four hive-like 
floors, more than 300 employees keep Rag & Bone 
humming; the feeling here is more workshop than 
corporate fashion house. It’s been a decade since 
it moved into its current quarters and emerged as 
an integral part of a broad rethink of men’s style, a 
movement that saw the rise of Freemans Sporting 
Club, Michael Bastian and Thom Browne, along with 
the surge in heritage, workwear and urban lumber-
jackism, all offering new ways to reconceive the 
manly classics.

Wainwright’s glassed-in office is on the sixth 
floor. The walls, much like those of your typical Rag 
& Bone shop, are exposed brick. There are signed 
LPs by the National and Mumford & Sons along the 
windowpane. (Wainwright is a music fan, particu-
larly of Radiohead, whose frontman, Thom Yorke, 
has composed music for Rag & Bone projects and 
has DJ’d company events.) A poster outlining the 
taxonomy of Leica cameras leans against one wall, 
and a precarious pile of art books creeps up another, 
topped with Robert Frank’s The Americans. There’s 
one big, boxy desk in the middle of all of this man-
cave clutter, mounted with a best dad ever sign. 
(Wainwright and his wife, the former model Glenna 
Neece, have three children and live in a Victorian-era 
townhouse in the Cobble Hill section of Brooklyn.) 
“It’s a complete mess at the moment,” Wainwright 
says of his workspace. “This is mid-overhaul.” 

It’s in flux because it is the office he shared for 

nearly a decade with Neville, his partner, who unex-
pectedly decamped from the company in June 2016. 
(Bogle departed almost exactly 10 years before.) 
The split, by all accounts, was amicable, a sort of 
inevitable breaking up of the old band. (Neville, 
who retains a share in Rag & Bone, has been work-
ing on a new initiative with his wife, the makeup 
artist and former Lancôme and Revlon executive 

“clothes, for me—and rag & bone, for  
me—have got to stand for something greater 

than fashion.”  –marcus wainwright

barbershop. The only clue that Rag & Bone had any-
thing to do with it is contained in two smart-alecky 
lines. Turturro: “You look good in those clothes, I’ll 
tell you that much.” Cannavale: “This is what the kids 
are wearing now.”

Maureen Chiquet, the former global CEO of 
Chanel, who recently signed on as a consultant to Rag 
& Bone, tells me: “Some brands just want to do the 
latest, greatest thing. Marcus would rather do some-
thing in a quality way than do something that isn’t 
right for the brand. There’s a real artistry about what 
Marcus is up to.”

A
S THE AFTERNOON winds down at Rag 
& Bone headquarters, Wainwright 
takes a seat at a long table and watches 
operatives present various designs 
and fits for his approval. Soon enough, 
another season of Rag & Bone will hit 

the shops—Linton tweeds, a shearling jacket, relaxed 
jeans (welcome back, ’90s!), a leather-jacket collabo-
ration with Schott. In January, the brand will launch 
Rag & Bone eyewear, teaming up with the old-school 
Italian maker Safilo. Going forward, he’ll no doubt 
keep extending the complex ecosystem—clothing, 
visuals, design—that has come to define Rag & Bone.

Wainwright admits that being a solo voice in 
charge is a big change. “It’s positive in many ways,” 
he says. “I now have only myself to blame if it  
goes wrong.” • C
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STRIKING A CORD 
Retro textures and 

rich tones combine for 
effortless charm. Prada 

sweater, pants and 
belt and Calvin Klein 

205W39NYC boots. 
Opposite: Berluti jacket. 

PHOTOGRAPHY BY THOMAS LOHR 
STYLING BY TOM VAN DORPE 

Up-to-the-minute styles are bursting with 
color this fall. Add a jolt to your wardrobe  
with this season’s most eye-catching palettes.

SATURATION
POINT



SEEING RED
An oversize jacket 
makes a simple 
statement. Valentino 
coat. Opposite: 
Louis Vuitton coat, 
shirt and pants.  
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WELL SUITED  
Break tradition in 

Technicolor. Calvin 
Klein 205W39NYC 

jacket, pants  
and boots. Opposite:  

Loewe top and  
Valentino pants.  



PURPLE HAZE 
Rich violet or burnt 
burgundy deliver an 
unforgettable impact. 
Hermès jacket and 
pants and Raf Simons 
sweater. Opposite: 
Ralph Lauren jacket, 
Raf Simons pants 
and Calvin Klein 
205W39NYC boots. 
Model, Jonas Gloer at 
Tomorrow Is Another 
Day; hair, Braydon 
Nelson; makeup, 
Laura Stiassni; prop 
styling, Danielle 
Selig. For details see 
Sources, page 136. 



BY JAY CHESHES
PHOTOGRAPHY BY KYLE WEEKS

In a former Cape Town grain silo, reimagined by Thomas 
Heatherwick, Jochen Zeitz is opening the world’s first major 
museum devoted to contemporary African art.

A MOCA 
FOR AFRICA

N
EARLY THREE MONTHS before open-
ing day, the double front doors of 
the Zeitz Museum of Contemporary 
Art Africa, the first major museum 
devoted to new art from the con-
tinent, are sealed like a vault. 

The interiors, by London architect Thomas 
Heatherwick—his first building in Africa—have 
been kept under wraps in an effort to build antici-
pation. From the outside, the building gives little 
away. New lantern windows bulge from its tower 
wing, the only apparent addition to this industrial-
age artifact, a 96-year-old grain silo on the Cape 
Town waterfront stripped of its gungy magnolia 
paint down to gray concrete.

Inside, Heatherwick has carved a space from 42 
steel and concrete grain-storage tubes, a soaring 
atrium hugged by white-box galleries—more than 
100 of them on six floors—that curators and art 
handlers are already filling with sculpture, photog-
raphy, film and paintings. “Normally with buildings 
the most iconic bit is the outside,” says Heatherwick, 
touring the museum in early July. “We thought, 
What if we made it the inside—an innie rather than 
an outie?”

Glass elevators shooting past spiral stair-
cases access a roof garden inspired by the 
Metropolitan Museum of Art’s in New York. On the 
climate-controlled floors below, designed to meet 
international standards for traveling shows, cow-
hides capturing the body contours of South African 
artist Nandipha Mntambo (the subject of an opening 
retrospective) are being installed in one room, while 
photomontages from Kudzanai Chiurai of Zimbabwe 
lean against walls in another.

The Zeitz museum, launching this month, focuses 
on 21st-century work and aims to offer an inclusive 
look at the African art scene today, with a big-tent 
approach featuring African, expat and diaspora 
artists. Though it’s largely the vision of its executive 
director and chief curator, Mark Coetzee, a Cape 
Town artist turned curator, it would never have 
happened without the man whose name is inscribed 
above the door.

African contemporary art has long been the pur-
view of private collectors. Unlike other big players in 

this emerging sector, Jochen 
Zeitz began his collection a 
decade ago with a museum in 
mind. “The story I wanted to 
tell is a story I wouldn’t tell but 
that Africa would tell itself,”  
he says.
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TOTALLY TUBULAR 
Jochen Zeitz (right) 
with Thomas Heather-
wick at Zeitz MOCAA. 
Opposite: The atrium, 
carved from a grain 
silo’s interior, opens to 
the public this month. 
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SHAPE OF THINGS 
Right (from left): 

Divider, a 2016 
installation at 

Zeitz MOCAA by 
South African artist 

Lungiswa Gqunta; 
the floors of the 

museum’s roof garden 
feature an abstract 

work by Togolese 
artist El Loko; the 

atrium viewed from 
above. Below left: The 

museum’s exterior 
showcases its bulging 

lantern windows.

Z
EITZ, 54, is an old-fashioned polymath: 
adventurer, linguist, business prodigy 
and conservation crusader. One of the 
youngest CEOs in German corporate 
history—he was 30 when he took over a 
nearly bankrupt Puma—he speaks seven 

languages including Swahili, flies his own biplane, 
leads wildlife treks through the African bush and is 
the co-author, with Benedictine monk Anselm Grün, 
of a book about the spiritual aspects of business. In 
2013, he launched the B Team with Richard Branson, a 
nonprofit devoted to sustainability that lobbied world 
leaders during the Paris climate talks. “We have simi-
lar views on people and humanity and how the world 
is,” says Branson.

Zeitz also helped craft strategy for luxury con-
glomerate Kering (PPR at the time)—which took a 
controlling stake in Puma in 2007—by introducing 
an environmental component to its profit and loss 
statement. “Jochen was very advanced in his think-
ing,” says Kering chief François-Henri Pinault. “He’s 
the one who convinced me to bring people from 
outside the economic sphere into the corporation, 
people from NGOs, specialists in transportation, 
energy, raw materials.”

Though he’s obsessive about Africa—Zeitz owns a 
50,000-acre wildlife conservancy and ranch, Segera, 
in Kenya, where he spends three to four months a 
year—until a decade ago he had little interest in 
African art. He was a casual collector with a couple 
of Warhols and Lichtensteins and a few Peter Beards. 
Today’s African artists have never been more cov-
eted abroad—the Fondation Louis Vuitton opened a 
big survey in Paris last spring, which was followed, 
a few weeks later, by Sotheby’s first Modern and 
Contemporary African Art sale in London. But for 
Zeitz the museum is less a reflection of a new fixation 

than the culmination of an ongoing love affair with 
the continent.

Zeitz was 26 on his first visit in 1989, a two-week 
tour of Kenya between marketing gigs at Colgate-
Palmolive and Puma. “Africa fascinated me from a 
very young age,” he says. “I fell in love with the vibe, 
the people, the wildlife, everything.”

That trip inspired him to travel across the conti-
nent searching for a place of his own—it took him 14 
years to find his retreat, teeming with big game, on 
Kenya’s Laikipia Plateau—and, eventually, to inte-
grate Africa into Puma’s branding.

The company had fallen far from its heyday in the 
1970s, when Pelé was Puma’s big star. Zeitz pioneered 
a new sports-lifestyle approach that introduced 
streetwear lines and collaborations with runway 
designers like Alexander McQueen and Jil Sander. 
“Jochen had a vision which I think a lot of people 
almost laughed at,” says Thore Ohlsson, the Swedish 
executive and member of Puma’s administrative 
board who championed Zeitz’s promotion from vice 
president of international sales and marketing. “We 
were a volume, low-end brand with lousy distribution, 
while this guy was saying we were going to become 
the coolest brand on the market.”

The strategy included sponsorship deals with 
underdog athletes and African soccer stars, along 
with a young sprinter from Jamaica named Usain Bolt. 
“I started to sign African teams, initially because we 
didn’t have money to sign the big teams,” says Zeitz. 
“There were so many amazing things about the conti-
nent nobody was looking at.”

African art entered the picture at Puma in 2007, 
14 years into Zeitz’s tenure running the company, 
after his friend Peter Beard—in a characteristically 
provocative manner—dismissed, wholesale, the con-
tinent’s contemporary art. “We talked about art,” 
recalls Zeitz, of the exchange at Beard’s Hog Ranch in 

Kenya. “I said, ‘What about African artists?’ And he 
said, ‘There aren’t any.’ In his way he was always chal-
lenging you. I said, ‘I’m sure there are, and they ought 
to be more visible. I want to do something about it.’ ” 
(Beard, who suffered a stroke a few years ago, doesn’t 
recall details of the conversation but his wife, Nejma, 
says he “has always believed in African art.”) 

Driven to prove that African artists deserved a 
place in the global spotlight, Zeitz brought in an art 
consultant to explore sponsorship opportunities 
at Puma. In 2008 he hired Coetzee, a South African 
who had been running the Rubell Family Collection 
in Miami, to work full time as head of PUMAVision, 
a new arm focused on corporate responsibility. His 
mandate included offering broad support to the 
arts in Africa. On the side, Coetzee became a private 
adviser to Zeitz, tasked with scouring the continent 
for significant work. “Mark wanted to do something 
in Africa,” recalls Zeitz. “I said, ‘Why don’t we join 
forces? We can build a collection, and then find a place 
where it belongs.’ ”

Coetzee began to focus on emerging artists—
buying up entire shows, investing in future output, 
commissioning more ambitious pieces. “We made a 
decision to make a commitment to young people, to the 
new generation, and not take the easy way out,” says 
Coetzee. “It puts us in a very risky situation because 
it’s super easy to criticize, but I think it’s a much more 
exciting territory to play in.” He cast a wide net in 
bringing diaspora artists—broadly defined—into the 
collection, too, including well-established figures like 
British artists Chris Ofili and Isaac Julien.

The acquisitions were soon scattered among ware-
houses and Zeitz’s various homes in New Mexico, 
Switzerland, Kenya and Britain. When Zeitz left 
Puma after 22 years in 2012, Coetzee followed him 
to focus on the collection full time. By then it had 
become significant enough for Zeitz to begin thinking 

of a permanent public home. They considered loca-
tions in Kenya, Nigeria, Mali and Ghana. “It had to be 
a metropolitan city,” says Zeitz. “We wanted a place 
that people from outside Africa came to but that was 
accessible to people from within, too.” They were 
close to a deal on a site in downtown Cape Town when 
Coetzee got a call about the silo.

The building, on the Victoria & Alfred Waterfront—
one of the most heavily trafficked tourist sites in 
Africa—had sat empty for more than two decades. 
Several reuse schemes had been floated over the 
years, including a parking garage, a mushroom farm 
and a Holiday Inn. By 2010 the area’s developers were 
exploring ideas for a world-class cultural institution—
a “cathedral in the middle” of a new master-planned 
district, as Waterfront CEO David Green puts it. They 
reached out to architect Renzo Piano along with New 
York’s Guggenheim museum and the Tate in London, 
but all priced themselves out of contention. “We just 
didn’t have those sorts of funds,” says Green.

Eventually Heatherwick, who’d toured the silo for 
the first time while attending Cape Town’s Design 
Indaba conference in 2005, signed on to tackle the 
building—although he still wasn’t sure what it would 
house. “Our studio became a partner from an early 
stage,” he says. “We had a very open brief.”

Proposals for a design museum or an outpost 
for Charles Saatchi’s art collection had both fallen 
through when Coetzee got a call in 2013 and went 
to visit. Zeitz later flew in to look at the building and 
Heatherwick’s plans for it. “It ticked all the boxes,” he 
says. “It took me 30 seconds to say, ‘That’s it.’ ” To get 
the museum started, Zeitz offered his collection for 
his lifetime (or a minimum of 20 years).

Heatherwick had devised a plan to fuse two adja-
cent structures, connecting them with a cavernous 
atrium. “This was a building that was just made of 
tubes; there’s never been space in it before,” he says. 

“It needed a heart, something that would help you 
understand how to move around.” That heart, an engi-
neering feat, follows the contours of a single digitally 
scanned kernel of corn, a nod to the building’s history 
as a grain silo. “We realized that curving surfaces 
interacting with a tubular structure did something 
beautiful,” says Heatherwick, “made unexpected 
lines and unexpected shapes.”

The architect, who is currently working on 
Google’s Silicon Valley headquarters with Danish 
architect Bjarke Ingels, calls the nearly $40 million 
transformation of the Cape Town structure “the most 
important launch my studio has ever had,” 23 years 
into its run. “We want people to be motivated that 
they have to come in,” he says, 
“and the best way to do that is to 
do something amazing beyond 
that threshold.”

In the four years since the 
museum was announced, sev-
eral new projects devoted to 
contemporary African art have 
emerged around the world. 
Venture capitalist Jean Pigozzi, 
who built a massive collection of 
sub-Saharan art over the past 30 
years (featured in the Fondation 
Vuitton’s survey), recently announced he’s scouting 
locations for his own museum in Europe. “I want 
to be like the visual ambassador of Africa,” Pigozzi 
says. “The Zeitz museum is a terrific thing, but why 
do a second museum in Africa? If Zeitz did it there, 
let’s do something completely different.” Another 
serious collector, Sindika Dokolo, plans to open an 
“art lab” and exhibition space in Portugal later this 
year, an annex to his new art compound in Angola. 
“My example, the example of Zeitz, hopefully will 
inspire other people in other African countries,” says 

Dokolo, “so that we’ll start to have a solid, very sound 
African art market.”

Some critics have knives out awaiting the Zeitz 
museum’s opening in September and question 
Coetzee’s bona fides as an arbiter of African art. “I 
don’t think he will be able to represent the entire 
continent,” says Ugochukwu-Smooth Nzewi, the new 
curator for African art at the Cleveland Museum of 
Art. “There’s no idealism around the museum. It’s 
driven by capital.” An institution directed and funded 
largely by white faces in postapartheid South Africa 
has also raised the issue of race and privilege. “We’ve 
been tackling tough questions,” acknowledges 
Coetzee. “Who has the right to talk? Who represents 

whom? Who has the authority to 
talk on somebody else’s behalf?”

After the museum’s open-
ing, Coetzee plans to treat 
Heatherwick’s vast atrium as 
a blank canvas for monumen-
tal pieces—a sort of Southern 
Hemisphere version of the 
Tate Modern’s Turbine Hall. 
Fundraising efforts, including 
a charity auction organized by 
Christie’s in London last spring, 
have helped build enough of an 

endowment for Coetzee to start buying up pieces 
owned outright by the museum, a permanent col-
lection “held in trust in perpetuity for the people of 
Africa,” he says.

This is just the sort of legacy Zeitz had in mind 
when he started this project a decade ago. “It’s all 
part of a sort of puzzle in my head,” he says. “It’s 
not just about art, it’s about the messaging and peo-
ple’s perceptions of Africa. In focusing on the 21st 
century, decades from now we’re automatically part 
of history.” •

“we thought, 
what if we 
made it an 

innie rather 
than  

an outie?”
—thomas 

heatherwick
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BY CAROL KINO
PHOTOGRAPHY BY JAMES MOLLISON

With her first American retrospective and more projects on 
the horizon, artist Nathalie Du Pasquier, an original  
founder of the Memphis Group, is finally getting her due. 

Strokes of Genius

T
HIS IS A TRAY from ’84, done with a 
Danish carpenter,” says 60-year-old 
artist Nathalie Du Pasquier, point-
ing out a dark wooden box inlaid with 
orange zigzags and arcs in her studio 
in Milan’s Porta Nuova district. An 

Italian pottery plate, fired with a blue, yellow and red 
bull’s-eye, is from “a series based on circles, done by 
me in Naples.” Sheets of wallpaper are pinned to a wall 
like drawings, covered with rectangles that suggest 
cinder blocks or floral grids reminiscent of the British 
Arts and Crafts pioneer William Morris. The couch is 
piled with ziggurat-patterned blankets and pillows, 
some designed by Du Pasquier for the Danish design 
brand Hay, others in collaboration with her partner 
of 38 years, the British industrial designer George 
Sowden, for the Swiss company ZigZagZurich.

Du Pasquier’s interest in textile design is unusual 
for a painter who, after working quietly for three 
decades, is poised for major art world attention. 
Following shows at Portugal’s Kunsthalle Lissabon 
in January and Pace London this past summer, her 
first American retrospective, Big Objects Not Always 
Silent, just opened at Philadelphia’s Institute of 
Contemporary Art, after a successful 2016 run at 
Austria’s Kunsthalle Wien. For years, Du Pasquier has 
been celebrated as a founder of the Memphis Group, 
the collective that upended the design world when 
it launched in 1981, challenging every tenet of mod-
ernist black-and-chrome, form-must-follow-function 
good taste with its bright colors and asymmetrical 
lines. One of two female designers in the core Milan 
group, Du Pasquier created many of the exuberant 
patterns for which it became known. And today, with 
Memphis back in fashion, Du Pasquier is too—only 
now she’s overturning contemporary art orthodox-
ies, with what Luca Lo Pinto, a curator at Kunsthalle 
Wien, calls “an expanded approach to painting.”

Seen on their own, Du Pasquier’s paintings aren’t 
so outrageous: Her early works include luminous oil-
painted still lifes—glasses, cups, bricks, detergent 
bottles—that recall the Italian metaphysicist Giorgio 
Morandi. More recently, she has painted geometric 
constructions she builds from painted wood, as well 
as imagined abstractions. Lately she has shown them 
as sculptures that often fill entire rooms. Her recent 
shows have been grand installations, in which one 
might encounter a painting or vase balanced atop a 
cabinet or plinth, or paintings layered over wallpaper.  

Her retrospective is a multigallery Gesamtkunst
werk that includes drawings; rugs; a room-size 
sculpture broadcasting a sound piece by a friend; and 
My Brain, a large chamber filled with paintings and 
objects that tell the story of her life. “It’s kind of a city 
of Nathalie Du Pasquier,” says Alex Klein, a curator at 
the ICA. “There’s so much work, and it’s exciting to 
see it singing in concert, to see the hierarchical cat-
egorizations dissolve between the design objects and 
the purely aesthetic objects.” 

“Nathalie has a lot of freedom to shift from one 

ARTISTIC EXPRESSION  Nathalie Du Pasquier in her 
Milan studio. Opposite: A composition of artworks, many 
of which will be shown at her show in London this month.



thing to another, without thinking too much about 
the consequences,” says Lo Pinto, who co-curated the 
Philadelphia show with Klein. “Sometimes you feel a 
bit disoriented, because you really don’t understand 
what you have in front of you.” 

Also disorienting: Du Pasquier’s multiple projects. 
On September 29, Other Rooms opens at London’s 
Camden Arts Centre. It features rooms inside rooms, 
reams of drawings, painted paper shapes layered over 
wallpaper and seven ceramic vases named for days of 
the week—all of it new. “I think it’s a good time for her 
work,” says Jenni Lomax, who curated the show and 
recently stepped down as Camden’s director. “This 
collective way of working really chimes with the way 
artists are thinking. And it always makes you feel bet-
ter when you see it, in the way that good design does.”

Du Pasquier’s ability to fearlessly blend art and 
design while embracing decoration has also won her a 
following. As Klein says, “A lot of younger artists are 
looking for models like Nathalie.” 

“There is a bit of a cult around her,” says Tamara 
Corm, a Pace London director. When Corm told artists 
about Du Pasquier’s exhibition, comprising a site-
specific installation and new sculptures and paintings, 
“they were all very excited,” she says. “Some knew her 
Memphis fabrics. It’s word of mouth. She’s cool.” 

Raised in Bordeaux, France, where her mother was 
a historian of decorative arts and her father a virolo-
gist, Du Pasquier left after high school, traveling to 
West Africa, Australia, India and Rome, where she 
was an au pair for a year, before arriving in Italy’s 
design capital in 1979. “I didn’t know where to fit,” she 
says. She was always drawing but had no idea how to 
make that a career. “In France, if you don’t go through 
the academy or a course, you don’t get anywhere. I 
was sure I was never going to be doing anything.”

That changed when a chance meeting with an old 
acquaintance, the designer Martine Bedin, led her 
to the party where she met Sowden. Not only was it 
“love at first sight,” as Sowden says, but it was also 
creative kismet. Fifteen years her senior, he had been 
working for Ettore Sottsass, then Italian design’s 
reigning guru, and had just started his own firm, 
which was designing elements used in today’s per-
sonal computer. (Sottsass is now the subject of several 
hundred-birthday shows, including Ettore Sottsass: 
Design Radical at New York’s Met Breuer through 
October 8.) Sowden was also designing textiles, and 
one day Du Pasquier asked if she could try too. “I 
came home in the evening, she’d done like a hundred 
patterns,” Sowden recalls. “It was quite extraordi-
nary—the energy, the sureness. It came from the 
wellspring of her creativity.” For Du Pasquier, making 
her first patterns was “like when you first fall in love,” 
she says. “It was incredible. I had discovered what I 
was going to be doing.” 

For a year she collaborated with Sowden on 
various projects; then Memphis launched in critic 
Barbara Radice’s living room. Although others con-
tributed during its six-year run, the core Milan group 

comprised Sottsass and seven of his much younger 
associates, including Sowden, Du Pasquier, Bedin and 
Radice, his wife-to-be.

Today Memphis is often described as a zany style 
involving wacky patterns and a jumble of angles 
and lines. But its founders reject that notion. “They 
keep thinking it’s jazzy—that we amuse ourselves,” 
says Radice. “No! It was an updating of the architec-
tural alphabet.”

“There was no style,” says Sowden. “It wasn’t a 
planned aesthetic. It was a mess—a collage that cre-
ated an extraordinary amount of positive energy, 
which just about everybody in the world picked up 
on. Everybody asked, ‘What’s going on?’ We asked 
that ourselves.” 

As Sowden explains it, fashion and music had 
gone pop in the 1960s, but design and architecture 
were stuck in prewar formalism. “If it wasn’t black, 
it wasn’t design,” he says. “We were saying, Surely 
there’s something else.” In 1980, at the tail end of 
punk, “Sottsass told everybody that he had this 
opportunity to create this exhibition. It was kind of, 
Why don’t we just do what we want?” They met to look 
at each others’ drawings. “It was usually done in the 
evening, with a bottle of white wine,” Sowden says. 
Their furniture involved plenty of plastic laminate—
then disdained by designers—because it was a great 
pattern vehicle. And they scrapped the idea of form 
following function and embraced design for its own 
sake—a move whose repercussions can be seen today.

Their first collection was unveiled in 1981, dur-
ing Milan’s Salone del Mobile. People went wild: Karl 
Lagerfeld snapped up every piece, and the group 
became superstars. For Du Pasquier, it led to count-
less commissions, a designing stint with the fashion 
label Fiorucci and a crash course in manufacturing. 
She was the only one with no training or experience 
to rebel against, so for her it was all about discovery. 
“Everything seemed possible,” she says. “I designed 
jewels, dresses, textiles, carpets, furniture, cities, 
street furniture.” Just before Memphis disbanded in 
1987, Du Pasquier says, “I felt a little bit trapped into 
the design Memphis girl. I preferred to explore some-
thing I didn’t know at all, so I started to paint.”

Inspired by postmodernism’s jumble of styles, Du 
Pasquier experimented with cityscapes and figura-
tion before settling on the still life. For years she 
showed primarily with a Hong Kong dealer and did 
everything—making artists’ books, painting on 
walls at poetry slams, visiting artists’ retreats—
until the art market crashed in 2008 and her modest 
sales dried up.

That’s when she was rediscovered by a younger 
generation, drawn by her connection to Memphis but 
also by her independence. The change began when 
Miu Miu used her Memphis prints, uncredited, in the 

spring 2006 collection. “They never paid anything,” 
Du Pasquier says. “But it turned out to my advantage. 
It put the things into fashion again just as everything 
collapsed.” (Miu Miu has declined to comment.)

New design projects arrived. Aided by the inter-
net, so did new admirers, like Omar Sosa, co-founder 
and art director of the Barcelona-based interiors 
magazine Apartamento, who was entranced when 
he discovered Du Pasquier’s 2005 painting Bricks 
and Orange on a blog, realized her Memphis connec-
tion and put her in the magazine in 2011. Iris Alonzo, 
then creative director of American Apparel, says she 
found Du Pasquier’s paintings online and asked her 
to design a limited-edition clothing line, which came 
out in 2014, as did a line of tote bags for Wrong for 
Hay. “It’s crazy but somehow these things made me 
famous,” Du Pasquier says. “Then people went to my 
website and discovered that I am also a painter.”

Meanwhile, Sosa had finally persuaded Du Pasquier 
to make a book of her 1980s patterns—although he’d 
had to tread carefully. “Nathalie’s somebody that lives 
today in the present,” he says. “I didn’t want to push 
her too much to show me things that she did 30 years 
ago because I knew that for her that wasn’t relevant. 
But, of course, when I would see those illustrations, 
it was like, Wow!” Published in 2015—the first edi-
tion sold out and is now a collectors’ item—the book 
(Don’t Take These Drawings Seriously) fueled the fire. 
That’s how art insiders such as Corm and Lomax first 
learned of her paintings. 

A decisive moment for Du Pasquier’s career came 
in 2014, when Lo Pinto became a curator at Kunsthalle 
Wien and soon after offered her a show. “I had an intu-
ition,” says the curator, who’d discovered her work 
in a gallery and watched it for years. “She’s a person 
who’s not following any trends. She never wanted to 
be in a safe place. She always wants to look forward.” 

Meanwhile, Du Pasquier’s art career is rocketing 
forward—the show at Pace London sold out—and the 
design projects haven’t stopped. Only now, instead of 
being a designer who paints, she’s increasingly seen 
as an artist who designs. Take the two silk scarves she 
created with Hermès. One reached stores last spring, 
and a second was just released. The house loved one 
of the designs so much that it used it for two dresses 
in the current women’s ready-to-wear line. Rather 
than asking Du Pasquier to create patterns, however, 
Hermès based the scarves on paintings. “Normally 
we work with illustrators,” says Christine Duvigneau, 
the label’s graphic design studio director, who has 
a Du Pasquier painting hanging in her office. “But 
Nathalie is an artist, so we bought a piece of art.”

That’s fine with Du Pasquier. For while she loves 
designing textiles, when she started painting 30 
years ago, she says, “I understood that was the real 
adventure that I would go on until the day I die.” • 
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“i preferred to explore something i didn’t 
know at all, so i started to paint.”

–nathalie du pasquier

COLOR WHEEL  Opposite: Various works in Du Pasquier’s 
Milan studio, including Personal Sculpture, 2007  
(bottom right), and Aspetta! (Wait!), 2007 (bottom left).



$715, louisvuitton .com; Raf 
Simons T-shirt, $285, and 
pants, $811, rafsimons .com, 
Alexander Wang pocket chain, 
$195, 103 Grand Street, New 
York; Gucci T-shirt, $450, 
and pants, $750, select Gucci 
stores nationwide, Chrome 
Hearts pocket chain, $4,690, 
755 Washington Street, New 
York; Ermenegildo Zegna 
Couture turtleneck, $1,090, 
pants, $1,100, and belt, $595, 
663 Fifth Avenue, New York, 
Junya Watanabe Man Comme 
des Garçons x The North Face 
jacket, $2,495, Comme des 
Garçons, New York

page 75
Tod’s jacket, $6,175, tods 
 .com, Louis Vuitton x 
Supreme sweatshirt, price 
upon request, and Louis 
Vuitton pants, $835, 
louisvuitton .com, Adidas 
sneakers, $80, adidas .com
 
page 76
Gucci T-shirt, $450, and 
pants, $750, select Gucci 
stores nationwide, Chrome 
Hearts pocket chain, $4,690, 
755 Washington Street,  
New York, Vans sneakers,  
$70, vans .com
 
page 77
Dolce & Gabbana T-shirt, 
$245, and pants, $645, 
select Dolce & Gabbana 
boutiques, Alyx shirt, $796, 
ssense .com; Etro shirt, 
$465, and pants, $550, etro 
 .com, Polo Ralph Lauren 
tank, $40, Polo Ralph 
Lauren stores, Converse 
sneakers, $70, converse .com

page 78
Lanvin jacket, $1,950, and 
pants, $895, Lanvin, 807 
Madison Avenue, New 
York; Louis Vuitton shirt, 
$1,140, louisvuitton .com; 
Brioni jacket, $3,500, Brioni 
stores, Brunello Cucinelli 
jacket, $2,695, Brunello 
Cucinelli, 136 Greene 
Street, New York, Junya 
Watanabe Man Comme des 
Garçons hoodie, $600, and 
pants, $540, Comme des 
Garçons, New York; Dolce & 
Gabbana hoodie, $1,275, and 
pants, $645, select Dolce & 
Gabbana boutiques; Bottega 
Veneta jacket, $1,800, and 
pants, $980, 800-845-6790, 
Polo Ralph Lauren hoodie, 
$245, Polo Ralph Lauren 
stores; Dolce & Gabbana 
hoodie, $775, select Dolce 
& Gabbana boutiques; 
Balenciaga sweatshirt, $595, 
shirt, $1,150, hooded shirt, 
$445, and pants, $595, 
Balenciaga, 840 Madison 
Avenue, New York; Ralph 
Lauren coat, $2,495, Ralph 
Lauren stores, Emporio 
Armani hoodie, $925, 
similar styles available at 
Emporio Armani boutiques 

$995, Ralph Lauren stores, 
Saint Laurent by Anthony 
Vaccarello pants, $450, 3 
East 57th Street, New York, 
Ray-Ban sunglasses, $150, 
ray-ban .com; Gucci coat, 
$3,700, Gucci stores; Polo 
Ralph Lauren coat, $1,995, 
and T-shirt, $55, Polo Ralph 
Lauren stores, Ralph Lauren 
pants, $495, Ralph Lauren 
stores, Garrett Leight 
sunglasses, $420, garrettleight 
.com; Bottega Veneta coat, 
$7,900, 800-845-6790, Billy 
Reid shirt, $325, billyreid 
.com; Berluti coat, $5,850, 
and shirt, $730, Berluti, 677 
Madison Avenue, New York, 
AG T-shirt, $88, agjeans 
.com, Saturdays NYC pants, 
$295, saturdaysnyc .com; 
Saint Laurent by Anthony 
Vaccarello coat, $4,990, and 
T-shirt, $350, 3 East 57th 
Street, New York

page 62
Brioni turtleneck; $1,250, 
brioni .com; Fratelli Rossetti 
boots, $730, fratellirossetti 
 .com; Hermès notebook cover, 
$530, and refill, $70, select 
Hermès stores nationwide; 
Loewe beret, $650, loewe 
 .com; Helbers pants, $720, 
mrporter .com; Brunello 
Cucinelli jacket, $3,895, and 
scarf, $875, Brunello Cucinelli, 
136 Greene Street, New York; 
Kiton sunglasses, $1,140, 
Kiton stores nationwide. 
Cartier watch, $62,000, select 
Cartier boutiques nationwide

CURB ENTHUSIASM  
page 73
Valentino jacket, $6,895, 
and sweater, $750, Valentino 
boutiques; Calvin Klein Jeans 
shirt, $495, and pants, $495, 
and Calvin Klein 205W39NYC 
turtleneck, $295, calvinklein 
.com; Dolce & Gabbana 
hoodie, $775, and pants, 
$645, select Dolce & Gabbana 
boutiques; Bottega Veneta 
jacket, $1,800, 800-845-6790, 
Polo Ralph Lauren hoodie, 
$245, Polo Ralph Lauren 
stores; Herno jacket, $780, 
Herno, 95 Greene Street, New 
York, Alexander Wang hoodie, 
$750, alexanderwang .com, 
Lanvin pants, $895, Lanvin, 
807 Madison Avenue, New 
York, Converse sneakers, $70, 
converse .com

page 74
Calvin Klein Jeans shirt, 
$495, and pants, $495, and 
Calvin Klein 205W39NYC 
turtleneck, $295, calvinklein 
.com, Nike sneakers, $65, 
nike .com; Dolce & Gabbana 
hoodie, $775, and pants, 
$645, select Dolce & Gabbana 
boutiques, Vans sneakers, 
$70, vans .com; Saint Laurent 
by Anthony Vaccarello 
T-shirt, $350, and pants, 
$990, 3 East 57th Street, New 
York, Louis Vuitton belt, 

COVER 
Gucci coat, $10,200, select 
Gucci stores nationwide, Lena 
Skadegard necklace, $1,025, 
Twist, Portland, Oregon, Paul 
Morelli necklace, $16,000, 895 
Madison Avenue, New York

TABLE OF CONTENTS
page 32
Z Zegna coat, $2,995, 
and turtleneck, $445, 
Ermenegildo Zegna,663 Fifth 
Avenue, New York, Golden 
Goose Deluxe Brand jeans, 
$420, 468 Broome Street, 
New York

page 34
Dior Homme jacket, $1,800, 
shirt, price upon request,  
and pants, $600, Dior Homme 
stores

THE WSJ. FIVE 
page 45
Breguet watch, $21,500,  
877-458-7488

page 46
Giorgio Armani hat, $295, 
Giorgio Armani boutiques 
nationwide
 
page 48
Ermenegildo Zegna 
Couture briefcase, $2,895, 
Ermenegildo Zegna, 663 Fifth 
Avenue, New York

page 50
Prada shoes, price upon 
request, select Prada 
boutiques

page 52
Bottega Veneta scarf, $350, 
800-845-6790

WHAT’S NEWS 
page 56
Pierre Hardy, $595, Pierre 
Hardy stores; Golden Goose 
Deluxe Brand, $565, Golden 
Goose Deluxe Brand, 468 
Broome Street, New York; 
Ermenegildo Zegna Couture, 
$895, Ermenegildo Zegna, 
663 Fifth Avenue, New 
York; Tod’s, $765, tods 
.com; Hermès, $940, Hermès 
stores nationwide; Coach 
1941, $325, coach .com; 
Brunello Cucinelli, $875, 
brunellocucinelli .com  

page 58
Bally Collective curated by 
Swizz Beatz sweater, $310, 
and sneaker, $650, Bally, 689 
Madison Avenue, New York

page 59
Kartell Componibili 50th 
Anniversary storage series, 
from $130, 212-966-6665. 
Santoni Edited by Marco 
Zanini boots, $1,200, 
santonishoes.com

page 60
Tod’s coat, $6,175, tods 
.com, Ralph Lauren sweater, 

nationwide, Louis Vuitton x 
Supreme T-shirt, price upon 
request, louisvuitton .com 

page 79
Ralph Lauren coat, $2,495, 
Ralph Lauren stores, Emporio 
Armani hoodie, $925, 
similar styles available at 
Emporio Armani boutiques 
nationwide, and pants, $595, 
Emporio Armani boutiques 
nationwide, Adidas sneakers, 
$80, adidas .com

STROLL WITH IT
page 91 
Fendi sweater, $750, 
fendi .com, Marni pants, 
$1,040, Marni boutiques, 
Maison Kitsuné hat, $220, 
maisonkitsune.fr; Fendi 
sweater, $750, fendi .com, 
Kolor pants, $790, Barneys 
New York, Worth & Worth 
hat, $625, hatshop .com

BOLD MOVES 
page 92–93
Fendi sweater, $750, fendi 
 .com, Kolor pants, $790, 
Barneys New York, Worth & 
Worth hat, $625, hatshop 
 .com; Fendi sweater, $750, 
fendi .com, Marni pants, 
$1,040, Marni boutiques, 
Maison Kitsuné hat, $220, 
maisonkitsune.fr

page 94
Calvin Klein 205W39NYC 
shirts, $695, turtlenecks, $295, 
and pants, $850, calvinklein 
.com, JJ Hat Center hat, $275, 
jjhatcenter .com

page 95
Prada jacket, $3,020, shirt, 
$640, and pants, $1,350, 
select Prada boutiques, 
Worth & Worth hat, $625, 
hatshop .com

page 96
Prada pants, $1,350, select 
Prada boutiques, Ralph 
Lauren Collection pants, price 
upon request, similar styles 
available at select Ralph 
Lauren stores

page 97
Marni sweater, $960, Marni 
boutiques, Worth & Worth 
hats (from bottom), $625, 
$325, $325, and $350, 
hatshop .com

page 98
Marc Jacobs sweaters, $1,400, 
pants, prices upon request, 
and hats, on him, $600, on 
her, $750, marcjacobs .com

page 99
Salvatore Ferragamo 
sweater and belt, prices 
upon request, Salvatore 
Ferragamo boutiques 
nationwide, Marni pants, 
$800, Marni boutiques

page 100
Dior Homme vest, $5,900, 
and turtleneck, $330, Dior 
Homme stores, Worth & 
Worth hat, $125, hatshop 
 .com; Dior Homme jacket, 
$4,700, and turtleneck, 
$330, Dior Homme stores, 
JJ Hat Center hat, $100, 
jjhatcenter .com

page 101
Lanvin jacket, $2,850, and 
pants, $795, Lanvin, 807 
Madison Avenue, New York

HANGING OUT WITH 
JARED LETO 
page 102
Gucci jumpsuit, $1,690, 
select Gucci stores 
nationwide, Christopher 
Shannon sneakers, $198, 
christophershannon.co.uk

page 105
Maison Margiela vest, 
price upon request, Maison 
Margiela stores nationwide, 
Christopher Shannon pants, 
$142, christophershannon 
.co.uk, Scarpa shoes, $180, 
scarpa .com, Marteau vintage 
necklace, $685, marteau 
.co, Carrera sunglasses, $179, 
availability upon request 
at Solstice Sunglasses 
nationwide 

page 107
B Sides vintage shirt, $185, 
info@bsidesjeans.com, 
WGACA vintage flag, $250, 
whatgoesaroundnyc .com, 
Lena Skadegard necklace, 
$1,025, Twist, Portland, 
Oregon, Paul Morelli 
necklace, $16,000, 895 
Madison Avenue, New York, 
Vicki Turbeville bracelets 
(elbow to wrist), $525, $350, 
$375, $325, vickiturbeville .com

page 108
Balenciaga sweatshirt, $650, 

Balenciaga, 840 Madison 
Avenue, New York, Gosha 
Rubchinskiy x Adidas pants, 
$115, Dover Street Market, 
New York

page 109
Helmut Lang T-shirt, price 
upon request, david-casavant 
 .com, Gosha Rubchinskiy 
x Adidas pants, $115, 
Dover Street Market, 
New York, Christopher 
Shannon sneakers, $198, 
christophershannon 
.co.uk, Vicki Turbeville 
bracelets (elbow to wrist), 
$525, $350, $375, $325, 
vickiturbeville .com

SATURATION POINT
page 120
Prada sweater, $920, pants, 
$980, and belt, $680, select 
Prada boutiques, Calvin 
Klein 205W39NYC boots, 
$1,195, calvinklein .com

page 121
Berluti jacket, $6,400, 
Berluti, 677 Madison 
Avenue, New York

page 122
Louis Vuitton coat, $3,200, 
shirt, $1,020, and pants, 
$835, louisvuitton .com

page 123
Valentino coat, $2,750, 
Valentino boutiques

page 124
Calvin Klein 205W39NYC 
jacket, $1,895, pants, 
$850, and boots, $1,095, 
calvinklein .com

page 125
Loewe top, $1,150, Saks Fifth 
Avenue, New York, Valentino 
pants, $750, Valentino 
boutiques

page 126
Ralph Lauren jacket, 
$4,995, Ralph Lauren stores, 
Raf Simons pants, $583, 
rafsimons .com, Calvin Klein 
205W39NYC boots, $1,095, 
calvinklein .com 

page 127
Hermès jacket, $3,675, and 
pants, $690, Hermès stores 
nationwide, Raf Simons 
sweater, $628, rafsimons .com

136 wsj. maga zine

sources

in the nex t wsj. maga zine

STYLE & TECH
on sale october 7, 2017

Advertisement

FOUR SEASONS PRIVATE RESIDENCES 
FORT LAUDERDALE
Introducing Four Seasons Private Residences 
Fort Lauderdale, a new oceanfront destination for 
Four Seasons living. This property features 90 
residences which range in size from 1-4 bedrooms, 
including furnished and fully appointed as well as 
unfurnished options. 
 

FORT525RESIDENCES.COM | 954.398.1820

TERRANEA RESORT - LOS ANGELES’ PREMIER 
OCEANFRONT DESTINATION
This hidden coastal gem offers an experience for all—
whether it’s a relaxing weekend getaway or an 
extended stay. Featuring luxury accommodations 
ranging from guestrooms and suites to villas and 
bungalows, enjoy award-winning golf, spa, and dining, 
as well as outdoor adventures. 
 
 
TERRANEA.COM | 888.991.7087 

JOHN’S ISLAND – VERO BEACH, FLORIDA 
Located where the “tropics begin” sits one of the most 
renowned seaside communities on the east coast with 3 
miles of pristine beaches, 3 championship golf courses, 
17 Har-tru tennis courts, squash & Beach Club. This 
luxurious 5BR retreat showcases 14,574± GSF, ocean 
views, summer kitchen, 1st floor master, double-height 
living room, pool & elevator. $12,500,000 
  
WJ@JOHNSISLANDREALESTATE.COM 
772.231.0900

MODERN ALL INCLUSIVE LUXURY IN 
PLAYA MUJERES 
The ultimate luxury destination in Cancun. Finest 
Playa Mujeres features 450 finely appointed suites, 
outstanding dining options, 10 swimming pools, breath 
taking views of the Caribbean and everything you need 
for your dream vacation with your loved ones. 
 
 
FINESTRESORTS.COM
INFO@FINESTRESORTS.COM | 866.540.2585

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 
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courses, 17 Har-tru courts, squash, Beach Club & more! 
Private airport & cultural amenities close by. Exceptional 
4BR oceanfront retreat offers, 7,364± GSF, 130’ ocean 
frontage, reclaimed wood, custom office, bunkroom, 
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“THE CALLIGRAPHY on the left—written as kai raku 
en—means ‘strange, bizarre or monstrous paradise’  
in Japanese. It’s my original word and sounds like an 
existing word for pleasure (kai-raku), but it uses a dif-
ferent character that connotes strangeness. It’s also 
the title for a publication of mine that will be released 
in 2018. I painted on the smaller girl doll, which was 
given to me as a gift—she’s sitting on dead roses. The 
most beautiful moment in the life of a flower to me 
is when it’s dying. So when I get flowers I leave them 
as they are for more than a week, without changing 
the water. It stinks a lot, but I like to take pictures of 

flowers in that moment. The Japanese doll to the right 
was also a gift. I cut her hair and made her untidy. I 
transformed the figure to her left, a gift, into an ‘ogre 
of photography,’ a self-portrait, by putting a camera on 
it and drawing on glasses. I’ve always enjoyed plastic 
dolls and dinosaurs. Everyone knows that now, so I get 
them as gifts a lot and then I paint them myself. I like 
to work on the dolls, same as the flowers—I find them 
more interesting that way. I’ve known the woman 
in the Polaroid, on the far left, since she was still an 
apprentice geisha in Kanazawa. When she became 
a geisha, she came to Tokyo and I took her picture to 

celebrate. The color palette is from when I visited the 
painter Yokonori Tadao’s atelier to take his portrait. I 
believe that he always uses a paper plate as a palette.  
I found it very attractive, so I asked to have it. He signed 
it and gave it to me. The paper cutting next to it was 
done by one of my girlfriends, Komari, around 2005. 
She made it quite well. I spend more time at home now, 
and I take pictures of an altar I created in my house, 
with dolls, flowers and some other small things.  
I make a new composition every day with the mate-
rials around me. I keep a lot of things as souvenirs.”  
—As told to Thomas Gebremedhin

PHOTOGRAPHY BY NOBUYOSHI ARAKI

still life

NOBUYOSHI ARAKI
The subversive photographer shares a few of his favorite things.

8th edition








