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hardybrothers.com.au 
1300 231 393

Queen Street, Brisbane 
Collins Street, Melbourne 

King Street, Perth 
Castlereagh Street, Sydney 
Chatswood Chase, Sydney

Our Géométrique Series explores the 
magical equations of the universe 

at their most magnificent and 
intimate scales.

Behold the geometry of light in this 
exceptional Emerald Cut Sapphire, 

cradled by two beautiful Emerald Cut 
Diamonds, and set in precious Platinum.

A perfect and divine structure.

We invite you to cross the threshold 
and explore the poetry of our stunning 

Platinum Sapphire and Diamond 
Trilogy Ring.  

géométrique



Kim Kardashian West 
and Kanye West.

Don’t miss our fifth BAZAAR AT WORK breakfast,  
a beauty and fitness special, on Wednesday, August 17  

at the Museum of Contemporary Art Australia in 
Sydney. Deputy editor/beauty director Eugenie Kelly 

will lead the conversation with a panel of four wellness 
gurus: Julie Stevanja, Melanie Grant, Diana Johnson 

and Felicia Oreb. See page 176 for more details.
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KELLIE HUSH editor-in-chief

HARPER’S BAZAAR  
@BAZAARAustralia  

on Twitter, Snapchat and Instagram

ME @kelliehush  
on Twitter and Instagram

ARE YOU 
FOLLOWING US?

SEPTEMBERCOVER
It seems whatever Mr and MrsWest do, they divide a room.Love them or loathe 
them, undeniably, Kim Kardashian West has redefined modern celebrity. She is 
a reality TV star like we have never seen before and she is not afraid to use the 
power of social media to cause an international media frenzy (à la her takedown 
of Taylor Swift in July).And Kanye, well, he’s Kanye, and won’t be apologising 
anytime soon for anything.As someone who has worked in the media for almost 
two decades, I see two very clever businesspeople who absolutely own their 
image. In the late 1990s, the fashion world saw the end of the supermodel era, 
and the new hot cover girls and advertising campaign faces were the Hollywood 
movie stars, including Julia Roberts, Jennifer Aniston and Sharon Stone.We are 
seeing the same seismic shift now.Will it last as long? I’m not so sure, as fame 

today lasts about as long as a Snapchat post, but what we cannot ignore is the fact that Kim is 
currently Queen of Fame. Kim recently scored a coveted Forbes cover, with earnings of US$51 
million this past year, mainly due to her Hollywood mobile game, which brings in 40 per cent of 
her very large income. The duo have also totally infiltrated the luxury fashion world, which some 
uptight commentators thought they never would. The front row at Balmain and Givenchy is  
always filled with the Kardashian clan. US BAZAAR’s executive editor, Laura Brown, interviewed 
the couple for our cover story, styled by Carine Roitfeld and photographed by Karl Lagerfeld, and 
it is fascinating reading (page 159). I’ll leave you to make up your own mind about KW and KKW.

My incredible team, once again, have travelled the world to create inspiring fashion images and 
secure exclusive stories and profiles, with New York, Los Angeles, London, Paris, Milan and 
Rome all on the BAZAAR itinerary.Personally, I read Eliza O’Hare’s piece on Collette Dinnigan’s
year in Rome (page 216) with envy.When Collette, a dear friend of mine, told me more than
a year ago that she was going to spend 2016 living in Rome with her husband, Bradley Cocks, 
and their children, Hunter and Estella, I thought it would never happen, as she is one of the  
busiest women I know. I couldn’t see her pressing pause on her life in Australia for a year of pasta 
and vino. But here she is, all sun-kissed on her balcony overlooking the terracotta-hued streets 
and domes of the Eternal City. A year’s sabbatical is now high on my bucket list, destinationTBC.

We also caught up with Hugo Boss’s Jason Wu (page 190), recently in Sydney to judge the 
Australia and New Zealand region of the International Woolmark Prize, and Mulberry’s new 
creative director, Johnny Coca (page 140). Plus, we profile the formidable and incredibly honest 
Florence Welch (page 102), who is the new face of Gucci watches and jewellery.This issue is jam-
packed and pure fashion armchair-travel. I do hope you enjoy the journey we take you on.

S

I have a feeling our

IN ASSOCIATION WITH  

will cause controversy.

-EDITOR’S 
Letter
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ICONS
In bed with Kim and Kanye.
Photographed by KARL LAGERFELD By LAURA BROWN

COMBINED STRENGTH
The season’s dynamic new daywear mix.
Photographed by KAI Z FENG

SHAPE SHIFTER
How Jason Wu is quietly redefining Hugo Boss.
Photographed by DARREN McDONALD By DAMIEN WOOLNOUGH

THE NEW ARISTOCRATS
Revolution is in the air, as streetwear and luxury collide. 
Photographed by DARREN McDONALD

ROMAN HOLIDAY
Collette Dinnigan’s yearlong sabbatical in Italy.
Photographed by CARLA COULSON By ELIZA O’HARE

EMILY RATAJKOWSKI’S NAKED AMBITION
The actor talks sexuality and shaming with a famed feminist. 
Photographed by MONA KUHN By NAOMI WOLF
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Christian Dior
jacket, $7100, and
skirt, $1450; Prada

belt, $660, with
charms, $460. 
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West-approved wardrobe.
ded charm with these trinkets.
mix of pared-back and ladylike pieces.

ST An artist is inspired by opulent accessories.
24 HOURS … with Missoni creative director Angela Missoni.
WOMEN WHO DARE The Aussie designers making it in LA.

VIEWPOINT
THE RISE OF THE SLASHIE When one job isn’t enough.

STYLE
FINE & DANDY The lineage of the season’s aristocratic trend.
BAROQUE & ROLL Florence Welch x Gucci jewellery.
TRENDING NOW A Ritz-y look for the couture crowd in Paris.
THE HIT LIST Gabriela Hearst’s favourite things.
FRILL SEEKER Natasha Zinko talks pineapple prints and fur slippers.

The BAZAAR
STREET CLASSICS Designers delight in suped-up streetwear staples.
FEMININE TOUCH Sweet silhouettes, frills and glittery extras.
GROWN-UP GRUNGE The ’90s look turns ladylike.
REGAL FABRICS Luxurious materials fit for fashion queens.
ON THE STREET Streetwear essentials get a high-fashion upgrade.

BAZAAR at Work
THE SKINFLUENCER Melanie Grant’s beauty empire.
THE HIGHER LIFE A meditation on the career of Jacqui Lewis.

The BUZZ
BAG MAN Mulberry’s exacting new creative director, Johnny Coca.
DIAMOND O’CLOCK Bulgari’s latest high jewellery collection.
SOFT POWER Bassike turns 10.
VIRGIL TERRITORY The polymath behind buzzy label Off-White.
BUZZ NEWS The Tudor influence; custom kicks; and new Pucci.

BEAUTY & HEALTH
CONTRASTING VIEWS How to get the season’s textured tresses.
LADY IN RED Chanel’s makeup maestro talks signature colour.
ELIXIR OF YOUTH Stella McCartney’s zeitgeisty new fragrance.
RUNWAY REPORT A/W 2016’s best trends.
FRESH SHEETS Behind the mask of a skincare phenomenon.
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BAZAAR DIARY Your cultural calendar for the month.
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TAKE ME AWAY Be transported by these travel titles.
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HOME BEAUTIFUL Beauty heiress Aerin Lauder’s Hamptons home.
MY LIFE, MY STYLE Eugenie Niarchos’s treasured possessions.

ESCAPE
THE DREAM DESTINATION Los Cabos, Mexico.
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From left: Kerry
Washington, Kirsten
Dunst, Claire Danes,
Robin Wright and

Keri Russell.

EMMYS
RED-CARPET

RADAR
This year’s nominees

had some major red-carpet
moments. Tune into the glamour
and see which stars of the small

screen make BAZAAR’s best
(and worst) dressed list.

BAZAAR’s digital
content manager, Grace
O’Neill, shares her top

five most visited online
destinations (this

month, at least)

H E M O N T H LY
D O W N L O A D

#BREXIT
n’s decision to
ve the EU had
, our favourite
sters included,
showing their

pport to either
#Brexit or
#Bremain.

HarpersBazaar.com.au provides a daily digital dose of INSPIRING STYLE
and NEED-TO-KNOW FASHION NEWS. Have you bookmarked us yet?

Refresh your social media
feeds by adding BAZAAR.

Follow us at @bazaaraustralia
on Instagram, Snapchat and

Twitter, and like us at Harper’s
BAZAAR Australia on

Facebook.

.com.au

NEWS FASHION RUNWAY REPORT BEAUTY PEOPLE & PARTIES BRIDE SUBSCRIBE

I N TOTHEGLO S S . COM
I’m a little late to the party, but my latest

obsession is reading through the back
catalogue of all the ‘Top Shelf’ posts known to

man. I especially love the French-girl ones as they
justify my extremely minimalist beauty approach.

MYCHAMELEON . COM . AU The office
e-shopping go-to stocks the best under-the-radar labels

and is the backbone of a lot of my current wardrobe. Every
piece by Jacquemus is on my wish list right now.

NYMAG . COM / THECUT
New York magazine’s fashion/celebrity news site’s

tongue-in-cheek headlines never fail to make me
laugh out loud on the train to work every day.

THEGUARD I AN . COM / AU
This is my most trusted source for all things

politics, music, film, culture and food.

HARPER SBAZAAR . COM . AU
Obviously!

CELEB CULT C
We tracked the c

wardrobe item
Hollywood’s best d

on high repeat (
where to buy th

DOUBLE -TAP THAT

T R E N D I N G N O W
The topics, happe

and news that spi
HarpersBazaar.c

COUTURE-WEEK STREET STYLE
Couture week wasn’t all ballgowns and 

brocade. The streets of Paris were teaming 
with killer outfi ts from fashion’s 

best-dressed front rowers. Très bon!
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FENDI COUTURE
Fendi made models
walk on water (almost)
for its incredible
9

LARA’S NEW
YORK LOOK

Lara Worthington
gave us the grand

tour of her (actually
quite incredible)
NYC wardrobe.

ANGELIC WEDDING
We all wanted to snoop the very 
photogenic wedding of Victoria’s 
Secret model Ana Beatriz Barros. 
Thank goodness for Instagram. 

#weddingfever

Inspired by what you’ve 
seen in BAZAAR ? Show 
us some digital love and 

snap something fabulous 
or drop us a line

WINNER 
of this month’s 

best-response prize, 
a Clinique skincare 

pack valued 
at $540.

@elenikallas

@evansustyle

@missannaquian

I N S TAG R A M

Bella Hadid in 
BAZAAR August, 
photographed by 

Georges Antoni.

The winner of 
the best reader 

response published 
in the October 2016 issue 
will receive a Swarovski 
watch valued at $599. Email 
bazaar@bauer-media.com.au 
or tag @bazaaraustralia to 
share your thoughts or 
inspiration with us via Twitter or Instagram.

Please include your name, address 
and phone number (not for publication) 
with all letters. Submissions may be 
edited for clarity and length.

READER 
RESPONSE 

PRIZE

@jamie.loves@fenechandfenech

A D D  T O  D I A R Y
Don’t miss Runway 

Weekend, August 26–27 
in Sydney, featuring a 

BAZAAR/Myer catwalk 
show, a Q&A with

Jennifer Hawkins and free 
makeovers. For more 
details, see page 129. 

To register, visit 
harpersbazaar.com.au/

runway-weekend.
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N I L P E N A  S TA T I O N

Fl inders Ranges • South Austra l ia

S30° 55.8’ E138° 11.7’
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CUSHION STICK RADIANT MAKEUP 

NEW

DOUBLE WEAR
NUDE

Makeup + Pro Tool in One

 Touch on, buff and blend to your flawless nude.
Smooths, evens skintone, polishes for a healthy-looking 

 glow. Instantly hydrating. All day wear.

Learn how to make up like a pro at esteelauder.com.au

16 shades. 
Flawless for 
every skintone.
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COV E R  STA R S

“Kim had something very interesting because she 
created a new shape of the body. For me, I’m so 

skinny and so small, it’s what excited me — to see 
someone with such a shape and body,” Harper’s 

BAZAAR’s global fashion director, Carine Roitfeld, 
tells BAZAAR US creative director Stephen Gan on 

why she chose Kardashian West to be part of her 
annual “Icons” shoot. Kardashian West appears 
alongside husband Kanye, who she says is a big 

influence on her look. “It’s hard to find things that 
are unique and also fit my body type, and that are 
ahead of the curve and ahead of the game. I think 
that’s where Kanye comes in, because I swear he 
sees everything a few steps ahead of anyone else.  

I always say, ‘If he had the time …’ He’s my best 
stylist. Every look I love is definitely something that 
he’s had a hand in helping to style or put together.”

ON THE COVER 
Photographed by Karl Lagerfeld. 

Styled by Carine Roitfeld. Kim 
Kardashian West wears Prada 

jacket, $4450; her own ring. Kanye 
West wears his own clothing and 

necklace. Sittings editor: Ben 
Perreira; sittings assistant: Ron 

Hartleben; hair: Eugene Souleiman; 
makeup: Tom Pecheux; manicures: 

Anny Errandonea; casting and 
production: Evelien Joos; 

production assistant: Laura Hinman; 
on-set production: V+E Production; 

set design: Louis Benzoni; 
retouching: Lutz + Schmitt;  

art direction: Jim Kaemmerling  
and Jeremy Kaye; design: Lina 
Wahlgren. Price approximate.  

See Buylines for stockists.
Get Kim’s makeup look with Laura 
Mercier; on face: Candleglow Soft 

Luminous Foundation; Matte 
Radiance Baked Powder in Bronze 

03; on brows: Brow Definer in 
Warm Bronze; on eyes: Eye Basics 
concealer; Caviar Stick Eye Colour 

in Burnished Bronze; Longwear 
Crème Eye Pencil in Espresso;  

Long Lash Mascara; on lips: Velour 
Lovers Lip Colour in Sensual.

KIM & KANYE
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Cartier necklaces, $1800 (top)

Vetements coat, 
$3242, from 

matchesfashion.com.

Balenciaga skirt, 
$1620, from 

mytheresa.com. 
Right: Elizabeth 

Arden Prevage City 
Smart, $89.

Prada shoes, price on application,  
and belt, $1730, (02) 9223 1688.

Shiseido Synchro Skin Lasting Liquid 
Foundation SPF 20, $72. Right: Dior 
Architect Palette 5 Couleurs Skyline  

in Capital of Light, $105.

Céline bag, price 
on application, 

celine.com.
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Scandinavian stylist PERNILLE 

TEISBAEK  on her signature mix of 
pared-back and ladylike pieces

WISH LIST

1. Loewe skirt, $5216, from 
matchesfashion.com. 2. Loewe choker, 
price on application, loewe.com. 3. Le 

Labo Thé Noir 29 eau de parfum, $330 
(100ml), from mecca.com.au. 4. Acne 

Studios jacket, $1500, (02) 9360 0294. 
5. Loewe bag, price on application, 

loewe.com. 6. Levi’s jeans, $140, 
levis.com.au. 7. Loewe shoes, price on 
application, loewe.com. 8. Philosophy 

di Lorenzo Serafi ni top, $920, from 
modaoperandi.com. 9. Mason Pearson 

Handy Pure Bristle Brush Medium, $295, 
from davidjones.com.au. 10. Chanel bag, 

$4350, 1300 242 635. 11. Oribe Dry 
Texturizing Spray, $59, 1300 725 122. 

12. Louis Vuitton boots, $1900, 
1300 883 880. 13. Orit Elhanati 

necklace, $7343, oritelhanati.com. 
14. J.W.Anderson skirt, $685, from 

mytheresa.com. 15. Caroline Constas 
top, $527, from modaoperandi.com.

My style is casual with a modern twist. When it comes 
to colour, I’m attracted to dark blue or EARTHY 

TONES [1]. Orit Elhanati [13] and Loewe [2, 5] make 
AMAZING JEWELS AND ACCESSORIES — a great 
mix of classics, modern and golden glam. LE LABO [3] 

create the best perfumes, which blend perfectly into 
your own scent. A FUNKY PUFFER [4] from Acne 

Studios is on my must-have list. My LEVI’S JEANS [6] 
are the most-used item in my closet. I wear them over 

and over again. These LOAFERS [7] are modern yet 
classic. I don’t like when things get too sexy and show 

too much cleavage — the COLD-SHOULDER 
TREND [8,15] and shirts work best for me. I use my 

MASON PEARSON hairbrush [9] and this MIRACLE 
PRODUCT [11] every day. This STATEMENT 

PURSE [10] would work with any outfi t. LOUIS 
VUITTON BOOTS [12] are perfect. And a fi tted 
KNEE-LENGTH SKIRT [14] is always fl attering.

 Pernille 
Teisbaek.
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We’re lusting after all things opulent, eclectic and covered in gems, 
as captured on these pages by artist KITTY CALLAGHAN

HEART’S
DESIRE
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A grab bag of luxurious fabrics and jewels courtesy of Miu Miu

MATERIAL
WEALTH
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PRETTY IN
PINK

Balenciaga elevates the stiletto with
eye-popping colour and glitzy sequins











TheMISSONI creative director
lks aqua gym, pomegranate and

having nothing to wear

with ANGELA MISSONI

7:00AM I wake up around 7;
I don’t need an alarm.The first thing I do

is open the window to look at the mountain. My home
is in Sumirago, a rural area 40 minutes north of Milan. I’m on a

hill with a view of the Alps, and I can see LakeVarese down the hill. Our
house is a modernist one — it was built at the end of the ’60s. I found it by

chance. It’s in the same village where my parents live, but it was hidden, and I never
knew of its existence. It took me years to find it, but now I am living in my dream house.

8:00AMTwo days a week, I do my aqua gym for an hour. I have a little indoor swimming pool,
and an instructor comes to my house. I’ve been on this workout system for three years; I like working
out in a pool because I feel light, like a ballet dancer.On the days I don’t exercise I like to take a bath.
I put a lot of sea salt in the bathtub — maybe three or four kilos, then I put in celery, onion … No,
I’m joking, but I do sit in salted water for about 40 minutes, continually adding hot water, so I can
read the news while I’m in there. 9:00AM I make an espresso and take it to my partner, Bruno
[Ragazzi], to wake him up. He wakes up kind of late. I have coffee for 10 to 15 minutes with him,
then I have a shower and get dressed. In the past years I’ve developed a kind of a uniform: trousers,
a tank top and a shirt. I don’t have a lot of time to go shopping, so everything is mainly Missoni. One
of my famous phrases is “What am I going to wear?”There is a saying in Italy,“The shoemaker always
has holes in his shoes.”That sums me up perfectly. 9:30AM Bruno and I have breakfast together.
I have oatmeal with soy milk, and I like to make my own juice.The vegetables and fruit often come

from my garden. I also try to make another juice, which I take to work with me.This season
might be pomegranate, and the next it will be green vegetables. 10:00AM I drive to work; it’s
only about two minutes away. I take a lovely street from my house and turn onto another little
road lined with linden flowers. I like to work in the atelier.Though I have an office, I don’t

spend a lot of time in there. I never stay at the same table,never have a computer in front
of me, and I never have my phone charged — which can be a problem because all my
life is on my phone,basically. I’m always trying to escape from my assistant, so if she
doesn’t see me by 10:30, she’ll come find me.My office has a big table that’s a bit
of a mess; it’s always full of samples, and there are clothes all around. I might have
some meetings, then in between I answer phone calls, especially from my
daughters. I speak to them two or three times a day. I spend a lot of time
solving problems. I’m a problem solver — I hope. I still very much
enjoy my work.Especially when I am under stress,when there is

an urge to deliver a project, that’s probably the moment
I get my best ideas. 11:00AM I have the

juice I brought from

Angela Missoni.
All other images:
Missoni A/W 2016.

Backstage at
Missoni A/W 2016.
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home. Depending on the time
of year, each day is completely different. If

I have to work on the collection, I’m in the atelier for most
of the day,but I don’t work only as a designer. I am like the president

of the company, so I work in every field of the business.When I’m designing
a collection, I discuss with the head designers the themes I’m interested in explor-

ing, and they’ll prepare a moodboard.We also have to work like fabric designers,because we
must prepare all our own fabric and materials.We work about four months ahead of most other

fashion houses. 1:30PM For lunch, I either go back home or to my mother, Rosita’s house, which is
next door to our offices. I like to have vegetables,maybe fresh eggs from my mother’s chickens. I have been

told I am a good cook — it’s a tradition from my family.What we cook depends on the season. If asparagus
is in season,we eat asparagus in every single way for that month. I grew up in an environment where it was natural

to cook.3:00PM I go back to the office.My afternoon is much the same as the morning. I started at the company
when I was 16 and wanted some pocket money. I was helping with sales, but then I began assisting my mum aged

20 or 21.Then I wanted to do other things, so I had my children, and my family was my priority.Then I started my
own collection, and after a few seasons I was asked by my mother to do the main collection.6:00PM On a regular
night I might finish at 6:30 or 7, but if I have to go see my two grandsons, I try to leave at 6. Sometimes I take one
home with me to stay the night.I am really privileged to spend so much time with my family.My daughter Margherita,
when she was about 19, went to the States, but when she was 25 or 26 she decided to come back. She said,“I don’t
want to live my whole life in NewYork, so either I come back now or I don’t come back at all, because I would like
to have a family and would like my children to grow up the way I did.”As a mum I was happy, because she now lives
two minutes away. 8:00PM We like to invite friends over for dinner.We have people over three or four nights
a week, and sometimes we’ll have up to 12 people. If that’s the case, I’ll leave the cooking to my waiter, unless it’s

a Saturday or Sunday, and then I’ll make dinner.When it’s just Bruno and me eating, I like vegetable soup.
I try to eat very lightly. I drink wine only when there is a proper dinner with friends or family, and I don’t
have dessert, but there is always some dark chocolate next to the couch. 10:00PM I enjoy private, quiet
evening time. I read and answer emails or check Instagram. I try to read magazines and start books, but

they often end up piled up here and there. I am a compulsive collector. I am attracted to Italian artists from
the second half of the 20th century, such as the painter Carla Accardi. I also collect glass and ceramic

vases from the ’60s and ’70s, porcelain figurines, dollhouse furniture, mechanical singing birds,
straw chaises and so on. I like objects that are visually and conceptually unique, funny, surreal.
MIDNIGHT I go to bed late. I’ve always been that way because the night is finally my time.
Bruno and I enjoy watching movies. I’m more into comedy,but Bruno likes those typical

men movies — those“boom,boom,boom”action ones.They’re all the same, right?
Before I go to sleep, I do a final check what is the first thing I have to do in

the morning. Do I have to jump out of bed, or can I take 
it easy? Of course, take it easy means stay in 

bed and answer emails. It doesn’t 
mean sleep.

Left: composition by 
Carla Accardi, 1950.

“When I am under 
stress, when there is 
an urge to deliver a 

project, that’s probably 
the moment I get 

my best ideas.”

With partner Bruno Ragazzi
during Milan menswear
fashion week last year. Other
images: Missoni A/W 2016.
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t is late on a Friday and I am searching
for a vein. The pads of my fingers rove
the arm of an elderly lady in a hospital
gown, feeling for a good place to insert a
drip.When I find the spot, I rub it with
antiseptic, snap on sterile gloves and get
ready with the needle. This isn’t how
I used to spend my Friday nights.

The word ‘career’ has two meanings. The first,
the noun, refers to the series of jobs a person has in
a lifetime. The second, the verb, means to hurtle
forward in an uncontrolled way.Those two mean-
ings come together in my working life, as one of
the ever-increasing number of people with
multiple, interwoven careers. More specifically,
I am a law graduate who spent a decade working as
a newspaper journalist, then published two books
and now works as a junior doctor in a busy hospital.

This is how it unfolded for me. I ended up stud-
ying law at university because I “got the marks”,
a factor common among law students, even though
my favourite subject at school was art. While law 

The multihyphenate
career is becoming

increasingly common in
a changing economy.
LISA PRYOR shares the
highs and lows of her
neverending résumé
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school was enjoyable enough, and paying my way through with
casual jobs in law firms was more lucrative than retail, I never
wanted to become a lawyer, trapped in the world of contracts and
annexures and client dinners.

So having ruled out a legal career, I thought I’d try my hand at
journalism by taking a job at The Sydney Morning Herald. I loved
it as soon as I started.At the time it felt like there was no better
job, being paid to have the most miraculous experiences while so
many people I knew were stuck at desks — flying to Africa for
a travel story, investigating important issues and waking to hear
people discussing your story on the radio, or even the languid
pleasure of getting paid to watch television and write about it.

My latest career change came after spending NewYear’s Eve at
a hospital emergency department for a book I was writing about
recreational drugs. The night was thrilling, watching doctors
manage the chaos of an emergency room,with patients who were
sick or drunk or plain belligerent. It seemed so exciting the way
they combined intellect and street smarts, how they had to do
clever things with their hands. It got me thinking about
how I wanted to do something practical, how
I wanted to know more about science. And so
the thought entered my mind for the first time,
Maybe I could study to become a doctor?

When I started thinking about medicine, my
daughter was three months old ... which may
suggest hormone-induced madness, but there
was something else, too, perhaps, that made me
reconsider my career at this point. For mothers,
maternity leave is a circuit-breaker lasting days,
weeks, months or years, where we have time
away from the job we get paid to do, which
allows us to reconsider our path. So I went off to
sit the long day of entrance exams with hundreds
of others, my husband meeting me during the
lunch break so I could breastfeed our baby.

Six years later, here I am. Working as a doctor
and still writing.

I am not the only one forging such a winding
path. A Gallup report, How Millennials Want to
Work and Live, released in May, found that those born between
1980 and 1996 were the most open to different job opportunities,
more so than older generations. And 21 per cent of this group
said they had left their job in the past year to do something else.
There are many high-profile examples of varied careers.Think of
Tara Moss, who has combined her career as a best-selling crime
novelist with modelling and feminist activism. Or Federal Health
Minister Sussan Ley, who was a commercial pilot and farmer
before entering federal politics.Another example is the television
chef Adam Liaw, who happens to have a science degree majoring
in pharmacology and a past life as a media lawyer in Japan, and
spent years learning Mandarin.

So why would anyone embrace this juggle voluntarily? When
it is difficult enough balancing one career with life; when
balancing two or three or four careers is enough to see the entire
thing topple over? I will try to explain it to you, in the hope that
might help explain it to me.

My path has allowed me to fulfil different desires, which
would be difficult to fulfil within a single field. Writing gives
me the opportunity for creativity alone, medicine lets me do
useful things with people. And writing helps me with medicine.

Thinking like a writer allows me to reflect on the bad things
I see in hospital — death, pain, tragedy — in ways that make
them more bearable.

I have also clung to an idea I read about some time ago, that of
the value of mixing in multiple worlds. Entrepreneur Michael
Simmons, author of the book The Student Success Manifesto:How to
Create a Life of Passion,Purpose,and Prosperity,gathered evidence that
suggests an“open network” is the key to career success — promo-
tions,payment and recognition.By open network,he means being
in contact with people who are not the same as you,with different
training, backgrounds, political affiliations, ways of seeing the
world.This allows you to challenge your own ideas and assimilate
different world views into one larger view. It allows you to avoid
groupthink and see other ways of doing things.And it is exactly
what happens when you move between different professions.

But this is not to say it is easy. If you are thinking of adding
another career to your repertoire, let me share with you the
downside, the arguments against, arguments that hardly touch me
most days, but which I feel deeply on others.

I have recurrent fantasies of power and ease,
because at the moment I have neither.The other
day I was putting together my résumé for a job
interview and noticed that my job titles have
become less senior as time has gone on. Editing at
28, freelancing at 30, studying at 32.Now at the age
of 37 I wake before dawn five days a week to get to
the hospital on time.As a junior doctor I earn less
than I did as a journalist.Though medicine will pay
me well eventually, I have also accumulated tens of
thousands of dollars in study debt through the
training process. And then there is the ego crush
of your hard work in the past meaning nothing.
When you move into a new field, you move into
a new world that may have little interest in, let
alone respect for, the world you have come from.

So I daydream of other choices I could have
made, as we all do. I dream of attending important
meetings in the city with perfectly blow-dried
hair. I dream of being at home cooking and

shaping the perfect edible garden and waiting for my children to
come home from school. But I have no regrets. Setting out into
the unknown has built fearlessness. And, ironically, taking career
risks has made me safe in an era when the economy is changing
fast and entire professions are disappearing — jobs such as travel
agent, typist and, as it happens, newspaper reporter. Choosing
to leave newspapers has turned out to be the safest career decision
I ever made. As newspapers shrink and die and move online, I
watch these developments with sadness but not fear.

Luckily, I have a partner who understands this way of living,
because he has done the same.When we first got together, after
the 21st birthday party of a mutual friend, he was a lawyer and
I was a law student. Later, when we married, he was a comedian
and I was a journalist. Now, a decade later, he is a television
producer and I am a doctor. It makes for diverse dinnertime
conversation. I lament the death of a patient, he cheers me up by
telling me about the horse they had in the television studio for
that day’s shoot. And the variety of this life motivates me. My
Friday night smells of antiseptic, my Sunday morning smells of
coffee beans as I tap this out in a cafe, and I feel fortunate that 
both these things count as my work.

“Thinking like
a writer allows

me to reflect on
the bad things

I see in hospital
—death, pain,
tragedy—
in ways that
make them

more bearable.”
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CALIFORNIA

Two digital-savvy Australian designers take on the world from a new,  
shared base in LA. Banjo & Matilda’s BELYNDA MACPHERSON and Shoes of 

Prey’s JODIE FOX talk synergies and sisterhood with JESSICA MATTHEWS
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Styled by KARLA CLARKE 

Jodie Fox wears Burberry
dress, $4095; Shoes of Prey
shoes, $315. Right: Dion 

Lee dress, $790.

Photographed by COLIN PATRICK SMITH

you drop by the sleek Los Angeles headquarters of custom-footwear
ompany Shoes of Prey on a Friday night, there’s a good chance the staff
ill be having an LAN party. “That stands for Local Area Network
arty,” explains Jodie Fox, Shoes of Prey’s co-founder and chief creative
fficer, “where engineers and some of the team will hook up their
omputers to play games with each other in the office. So they’ll do that
nd I’ll have the alternative activity, which is just to download a whole
ot of fashion movies so the rest of us can watch those.”
g pastime for employees in an office that houses two Australian labels at
t of fashion and technology — the other being cult woollens brand Banjo

& Matilda,which occupies a“pocket of cashmere”,as Fox calls it, alongside her brand.
“The shared space gives our staff — and myself — a healthy dose of positive

energy every day and a sense of belonging in a foreign country,” says Banjo & Matilda
co-founder Belynda Macpherson of the building,which is set two blocks from Santa
Monica beach and has floor-to-ceiling windows that take in the view.“Having an
office full of swearing Australians is actually hilarious on a daily basis.” Both compa-
nies launched with digital stores (Banjo & Matilda in 2008 and Shoes of Prey in
2009) that took off internationally, before they moved to LA — adding to a growing
number of Australian startups (and some 44,000 citizens) now based there.“America
was an important piece of the equation for us because our customer acquisition there
was rapidly growing online,”Macpherson says.For Shoes of Prey — which raised the
majority of $32.3 million in investment in the US, and recently started to roll out
boutiques there with luxury department store chain Nordstrom — it was, likewise,
a logical relocation.“The contacts and connections we have here are exciting,” Fox 
says. “Also, the size of the country means we can grow into a bigger business.”

using a Samsung S7 Edge
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Given their digital nous, it’s fitting that BAZAAR captured the
entrepreneurs on the new Samsung Galaxy S7 Edge, a smartphone
that delivers fast, professional-quality photos. It’s technology geared
for creativity — something Fox knows all about in her role at Shoes
of Prey.“We never really looked at tech as being something we had
to have, it just so happened that it’s the best way to bring this idea
to life,” she says of the company’s retail model, which allows
customers to design their own shoes online (there are 12 styles and
more than 170 fabrics to choose from) before their creation is
manufactured and shipped to them in about four weeks.“We defi-
nitely geek out and have fun with things — like we bought a 3-D
printer when they first came out — but we don’t force them into
the business.We just get to know them so that sometimes, as we’re
developing an idea,we can say ‘Oh,we can use that to do …’what-
ever it is. So technology is always underpinning [our plans], and as
an office of nerds, it’s something we’re really excited about.”

Embracing technology has led to an innovative business model
for Banjo & Matilda, too.“We were before our time eight years ago
when we started online,”Macpherson says.“But back then, it wasn’t
very cool to have a fashion brand that wasn’t stocked in shops, so
we were seduced by the cachet of selling our brand to other retail
and department stores.We trod the traditional path of travelling to
New York and Paris four times a year and spending hundreds of
thousands of dollars on agents and showrooms, getting our brand
into 200 stores globally. It is only now that we can see how much
money and time we burned doing this.”Recently,Macpherson and
her co-founder husband, Ben, decided to cut their losses and
relaunch the brand as an online-only business.“People thought we
were crazy, but not having a huge monthly cash-burn and massive
staff and logistics overheads reminds me every day that this was the
best decision we’ve ever made,” she says. “But it took balls.”

Fox describes Macpherson as “a gutsy fashion woman — she
gets it and she’s smart about it and she’s so real, too. She’s a woman
I can have a laugh with or have a chat about business with.”Which
is something the pair does often in LA.“It’s nice to have a really
solid girlfriend here.There’s a tough human cost to moving coun-
tries, but doing it together around the same time has been really
special.” Macpherson adds, “Jodie is the most inspiring, focused,
enthusiastic and positive person I know … We have a standing
lunch date at the restaurant around the corner,where we dive into
a private booth and only come up for air after an hour of swap-
ping stories and hugs. I definitely get advice from Jodie on busi-
ness … she is a sure thing on that front.”

So you can expect big things from the labels as they continue to
evolve with the rapidly changing retail landscape.At Shoes of Prey,
Fox is hoping to work with up-and-coming fashion designers to
“help unleash the world of shoes sitting inside their minds.There
are so many wonderful talents who can’t afford to commission
their first run of shoes, usually because there are such high mini-
mum-order quantities.We’re looking at whether we can support
them and do some of their prototyping in small runs for them.”
Also on her agenda: boots. “I’m so excited — think of all those
calf-width issues we can solve!”

Meanwhile, Banjo & Matilda will stop releasing seasonal collec-
tions and start “dropping weekly styles exclusively into our online
store,” Macpherson says. “[We’ll be] expanding our offering
beyond just sweaters and into other categories such as ‘Made in
LA’ tees, handmade blankets from Nepal, swimwear and menswear.
We want to carve out a new category in fashion — a new 21st-cen-
tury brand — and offer luxury goods at a non-luxury price, and
we can do that without having to accommodate our wholesale 
partners’ retail mark-up.” High fashion just got high-tech.

“It’s nice to have
a really solid

girlfriend here.
There’s a human
cost tomoving
countries.”– Jodie Fox
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“The shared
[office] space

gives our staff
— and myself—
a healthy dose of
positive energy 

every day.”
– Belynda Macpherson

Opposite page: Belynda
Macpherson wears Stella

McCartney jumpsuit,
$1555, from mytheresa.com;
Christian Louboutin shoes,
$875; her own rings (worn

throughout). This page:
Maison Margiela blazer,

$1995, from stylebop.com;
Banjo & Matilda sweater,

$355; Maticevski skirt,
$1000; Giuseppe Zanotti
Design boots, $1795, from 

misslouise.com.au.
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Tracing the history  
of fashion’s  new bon 

vivants; Florence 
Welch x Gucci jewels; 

and the designers 
redefining luxury  

I N S P I R A T I O N

Attico co-founder Gilda Ambrosio 
in Paris during haute couture week.

Edited by
CLARE MACLEAN
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From Versailles to
Victoriana to velvet
slippers, the season’s

moodboard is a riotous
grand tour of sartorial
extravagance. DIVYA

BALA traces the lineage
of the look through

some of fashion’s most 
eccentric icons
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dore colour! Prints! Textures!” declares stylist Catherine Baba. “One must 
ever shy from letting go and embracing timeless opulence.” The Paris-based 
ustralian, known as much for her wonderfully flamboyant style as for her 
onsulting work with Chanel, Balmain and Givenchy, is not the only one; it 
ems the entire fashion industry keyed into her sartorial frequency in all of its 
iled-on, bowerbird-esque, beau monde glory during the A/W 2016 shows.
A far cry from the bare bones of minimalism and the purposefully unre-

mcore trend of recent times, this new mood builds on the momentum of 
maximalism, inspired by the sometimes eccentric style whims of high society. Most notably 
championed by Alessandro Michele at Gucci, the mood dips into the oft-mined creative 
deposit of past and present aristocracy and the cavalier, over-the-top 
approach to dress by an elite few. Case in point: his Medici-meets-Studio 
54 A/W 2016 show, which was a chic calamity of rich brocades, jacquards, 
capes frothing with ruffles and baroque prints that looked like they’d been 
peeled from the walls of Palazzo Madama — all laced with a flourish of 
glam-rock sequins, disco hair and unexpectedly bookish glasses. 

But Michele was by no means alone in his preoccupation with aristocratic 
style. There were louche lounge lizards at Alberta Ferretti, deconstructed 
Victoriana punks at Kenzo and Rochas’ succession of embroidered lace, silk 
satins and plush, golden furs — just a few drops in the sea of chinoiserie, 
hussar embroidery, duchess satin and lashings of pearls across the fashion capi-
tals this season, key signifiers of wealth and status through the ability to travel 
since the 17th century. Inspiration for the A/W 2016 collections is in debt to 
Marie Antoinette, Queen of France, whose preoccupation with extravagance 
was a display of rank and influence; echoes of her towering, six-foot-high 
powdered wigs decorated with fruit, and dresses in heavy brocades — so big 
they required ‘scaffolding’ — and decorated with clusters of diamonds, could 
be seen at Peter Copping’s Versailles-inspired collection for Oscar de la Renta 
and Rei Kawakubo’s voluminous and rich Comme des Garçons offering.

This more-is-more attitude also evokes the daring personal style of fash-
ion’s VIP collectors past and present, such as Jacqueline de Beaumont,  
the daughter of Count Jean de Ribes, who co-founded the Rivaud

Backstage at Dries 
Van Noten A/W 2016.

Stylist 
Catherine 

Baba. 

Backstage at  
Gucci A/W 2016.

French designer and 
viscountess Jacqueline 
de Ribes in 1984.

99 H A R PE R S B A Z A A R . C O M . AU  September 2016



G
ET

TY
 IM

A
G

ES
; J

A
SO

N
 L

LO
Y

D
-E

VA
N

S

bank in France. The now 87-year-old viscountess was celebrated for her ability to mix 
and match opulent prints from the moment she entered French society in 1948, and 

her legendary personal collection of couture took centrestage at an exhibition  
at the Costume Center of the New York Metropolitan Museum of Art late 
last year. “Recently someone told me I’m like a DJ of couture,” Ribes told 
Harper’s BAZAAR US — a style note for the season if ever there was one.

One of the most celebrated collections of Paris fashion week was Dries Van 
Noten’s, the designer paying homage to eccentric Italian heiress and art patron 
Marchesa Luisa Casati. Also the starting point for Alberta Ferretti (who cred-
ited the Marchesa as the single muse for her haute couture collection in 
January, as have Alexander McQueen and Tom Ford over the years), Casati 
has become something of an unwitting ambassador for the movement. As  
a socialite in early-20th-century Venice and muse to the likes of Man Ray, 

Paul Poiret, Jack Kerouac and Marcel Proust, she had a decadent, fantastical 
wardrobe that was the stuff of legend. Her daring style choices (and by daring, 
think a necklace of live snakes) coupled with her often capricious behaviour, 
lent her an air of mystery and madness. Imagine Casati on one of her storied 
late-night strolls cloaked in nothing but furs while walking her pet cheetahs 
(in diamond-studded collars, no less). For Van Noten, this quirk translated 
to leopard-print suiting, piqué shirts, silk pyjama pantaloons and dramatic 

panda eyes, an allusion to the poisonous belladonna 
Casati would dose her eyes with to make them glitter.

For first timers interested in tapping into this world 
of excess, rest assured it is possible to ease yourself in 
care of accessories created using rich fabrications.  
“A pair of sumptuous velvet slippers is an easy way to 
buy into this trend,” suggests Natalie Kingham, buying 
director of MatchesFashion.com. And for those truly 
enraptured by the spirit: the bolder, the better. “Pair 
oversized knits with embroidered silk tops and heavy 
brocade maxiskirts,” Kingham suggests. “Mix plaid and 
denim with velvet — more is definitely more here.”

Or, as Harper’s BAZAAR alumna and former champion of this extravagant mood Diana 
Vreeland suggested in her beloved column ‘Why Don’t You?’, “… go to the theatre in a black 
tweed evening suit with a jacket embroidered in brilliant paillettes? ... buy the most beautiful 
brocade you can find in a tiny Persian design, make it up like a coat that Louis XVI would 
have worn, bind it with pale grosgrain ribbon, and then carry a large grosgrain envelope to 
match? … or wear bright yellow pyjamas with carved coral bracelets?” Just a thought.

“It was only a  
matter of time 

before designers 
grew tired of 

restrained, tonal 
elegance.”

Iconic BAZAAR editor 
Diana Vreeland in 1980.

Marchesa Luisa 
Casati, circa 1913.

Backstage 
at Dries Van 
Noten A/W 

2016.

Backstage at Gucci A/W 2016.
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Below: 1788 portrait 
of Queen Marie 
Antoinette by Elisabeth 
Louise Vigée Le Brun.
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SYDNEY
Level 1, Shop 33-37

Queen Victoria Building
455 George Street

+61 2 9267 3833
annefontaine.com



Florence Welch exclaims as she gestures towards the large drop-
down projector screen that dominates the tiny office where we are
meeting, in the back of London’s Victoria and Albert Museum.
The room itself couldn’t be more of a contrast to the surrounding
Aladdin’s Cave of spaces filled with jewellery, costumes and deco-
rative items from every continent and era, which the Florence +
the Machine singer has spent the past half hour blissfully browsing.
“I spent so much time here as a kid,” she says, sinking carefully into
an office chair as if it were one of the priceless antiques on display.
“My mum is a professor of Renaissance studies and a trustee, so
I’d hear her lecture on things like a pair of gloves — why they
were scented, why they meant so much to Florentines at the time.
It’s funny, Mum studies clothes and she’s very chic, but she doesn’t
understand my wild passion for fashion at all. She’d rather write
about stuff than buy it.” She pauses, then: “I wonder, if I have a
daughter, if I’ll be like, ‘Look at this dress!’And she’ll be like, ‘No,
Mum, not interested.’”

It’s a typical Welch monologue: free-form, unguarded and filled
with asides about her much adored family. Her parents split when
she was 13, with Welch and her younger brother and sister
acquiring a total of four new stepsiblings. There were initial
tensions, but now they’re all friends.“There’s a lot of creativity on
both sides. Both parents are amazing, interesting people,” she says.
Welch’s father is a former adman who now runs an eco-friendly
campsite.“He used to manage my band and drive our camper van,
but he’s not exactly authoritarian,” she says. Her mother is the
worrier — insisting when Welch was moving out of the family

home in South London a couple of years ago that her new place 
be only a five-minute cycle ride away. “My mum still wishes I’d 
gone to university. She’s very protective of me,” Welch says, adding, 
“The music industry frightens her.”

Welch herself is a study in contradictions. She is undeniably  
a free spirit, who is not above enjoying the rock’n’roll rambunc-
tiousness of the road. (She once accidentally set her hotel room on 
fire.) But she makes no attempt to hide her upper-middle-class 
background, speaking in clear Queen’s English tones, her speech 
dotted with “please” and “thank you”. Then there’s today’s 
ensemble: velvet J Brand flares and a burgundy Gucci scarf-shirt, 
loafers and belt contrasting with her makeup-free face, shaggy 
titian bangs and vintage hippie-trail linen coat. “People tease me 
about this belt on Instagram, I wear it so much,” she says. “But you 
know when something holds everything together?”

It is that inherent style that brings the 29-year-old singer to the 
museum.Welch was just named the ambassador for Gucci’s watch 
and jewellery collections, and the brand’s creative director, 
Alessandro Michele, created the clothes she’s wearing on her 
current world tour, which kicked off its American leg in autumn.

Welch, who describes Michele as a “kindred spirit”, first met the 
designer in NewYork last year. The pair bonded instantly over their 
shared dramatic sensibilities. “I love the romance of what he does,” 
Welch says.“Like me, he’s interested in making things beautiful but 
with this unsettling element; feminine but with an edge to it.”

The jewellery in the new collection ranges from simple yellow 
gold bands decorated with white enamel and colourful gemstones 
such as citrine quartz, London topaz and pink tourmalines to ST

IL
L 

LI
FE

: C
O

U
R

TE
SY

 O
F 

G
U

CC
I

With a voice that fills sta i that recalls another era,
FLORENCE WELCH takes on a new r face of Gucci jewellery

and watches. She talks to JULIA LLEWELLYN SMITH

Photographed by SIMON PROCTER
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“WHAT IS THIS — interview by PowerPoint?”
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Opposite page: Gucci Fine
Jewellery ring, $23,545.
This page: Florence Welch
wears Gucci cape, $3455,

dress, $2965, shoes, $1465,
and rings, from top, $23,545 

and from $865 each.

Styled by JAIME KAY 
WAXMAN



glorious flora-inspired pieces done in
pink gold, diamonds and sapphires.There’s
also a direct correlation to the irreverence
of Michele’s ready-to-wear creations: cock-
tail rings in the likeness of a tiger’s head;
cascading earrings that show the face of a lion
in diamonds and rubellites; green and blue
topaz snakes that coil around the finger.At the
centre is Gucci’s latest watch, a G-Timeless
automatic decorated with bees, a heart and stars.

“I’ve always been interested in femininity that
had a darkness; nothing could ever be too pretty,”
Welch says.“When I started performing at around
20, I wore pop socks. I guess I looked quite bookish
and girly, and then” — she lets out a hoot —
“I would sing songs about coffins and violence.
Alessandro’s designs have all these snakes and tigers and
bleeding hearts, a baroque sensibility. It’s like he wants
to give people his whole world. It feels really generous;
it takes a lot of love.”

Welch’s music even served as Michele’s soundtrack while
he was pulling together his first collection as top designer
for Gucci last year. She remembers being overwhelmed
upon learning this fact. “I found that when he’d been
designing he thought about what the Medici woman would
have worn, and I’d spent so much time in Florence as a child
visiting the Medici palaces to look at the frescoes, the pictures of
saints with their breasts cut off,”Welch says.“I was really amazed.”

Flamboyance is at the core of Welch’s mojo, but lately she’s
been channelling a more muted style, both musically and
sartorially, to reflect all that happened between making her
second album, 2011’s Ceremonials, and 2015’s How Big, How
Blue, How Beautiful. After four thrilling but exhausting
years, during which she moved quickly from playing pubs
to a life of hit albums, nonstop tours, awards ceremonies,
fashion shows and a new social circle that includes Jay Z, Beyoncé
and Taylor Swift — all of which she embraced wholeheartedly
— she found herself on the verge of burnout. “I had a gung-ho
idea of being in a band,” she says with a smile. “It was like, get
drunk, cover yourself in paint, jump off the stage.”

Then there was a drawn-out breakup with her event organiser
boyfriend of two years, James Nesbitt. “I was really heartbroken,”

she says. Welch decided to reset her
compass.She spent some time on different
retreats in Los Angeles (“There was lots of

chanting — after a while you get sick
of it.”)While recording How Big, she cycled

to the London studio,made her own packed
lunches and adopted Steve Jobs’s habit of
wearing the same outfit every day to avoid

distractions.“There’d been so much going on
that felt very raw and real that it was important
for me to strip everything down to a basic

level,” she explains, her hands waving expres-
sively, displaying ringed, tattooed fingers deco-
rated with a birdcage design (she keeps a collection

of birdcages) and the fire and earth alchemical
symbols.“Before then I’d used clothes as an armour,
because it’s scary to be in the public eye, so this was

about me being naked, and it was liberating.”
Even more crucially, Welch says, she stopped

drinking. “I’d been really self-destructive for a while,
and I really didn’t want to keep breaking things —

whether it was relationships or physical stuff. Not
drinking was such a healing process that I thought, Let’s

just keep going with this.And what I’ve learnt is that I’m
naturally a sensitive, open person who’s just super high on

life without any drink or drugs.”
It’s with this clear-headed, reborn mentality that Welch

is approaching her 30th birthday, later this month. “Oh,
my God!” she cries when I remind her of this.“I’m looking
forward to it. My twenties have been quite a sea, a whirl-
wind of working out who you are. I feel I was a bit of
a nightmare for everyone before — fun, I hope, but an
absolute chaos merchant as well. I’m very lucky not to

have come out feeling swallowed up.”
There’s a feeling of Welch’s delight in pausing before

moving on to the next phase of her life.“As I come into my thirties,
I have a sense of getting to know myself a bit better, and I feel
good about it,” she says.“I have more of an idea of who I am now.”
So who exactly is Florence Welch today? “Oh, that will probably
change,” she demurs. “Getting into the core of you is life’s work,
though I’m definitely part of the way into doing that.” Welch
laughs yet again.“The colours are coming back in the dresses.”

“I’ve always been
interested in femininity
that had a darkness.

Nothing could
ever be too
pretty.”
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Opposite page: Gucci Fine Jewellery
necklaces, from top, $1365, $1650
and $1660. This page: Gucci top,
$4135; Gucci Fine Jewellery ring,
$16,360. Prices approximate. Hair
by Tony Collins; makeup by Sarah

Reygate; production: Sarah Gent for
Lemonade Productions. Special thanks
to the Victoria and Albert Museum,
London. See Buylines for stockists.
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The couture crowd dresses to the
nines as the fabled hotel reopens

Once upon a time (2012), the iconic Ritz hotel in
Paris was closed for the first time in its storied history
to undergo extensive renovations.Alas, for four long
years, the grand dames of the fashion world had to

bed down somewhere else when they arrived in the
City of Light for the shows.A few delays and an
unfortunate fire later, June 2016 arrived and the
doors to Ernest Hemingway and Coco Chanel’s
hotel of choice were finally thrown open, just in

time to greet couture week’sVIPs.And, yes, thanks for
asking, they did indeed dress for the occasion. Florals and

velvets that echoed the macaron-pink furnishings and
wallpaper that adorn the César Ritz suite were out in full

force, as were brocade separates in eggshell and pale golds
that recalled some of the suites’ newly restored Louis XV
furniture. Perhaps the most on-point look came from

model and philanthropist NataliaVodianova, whose fairy-
tale Ulyana Sergeenko dress and jacket were perfectly in

tune with the Ritz’s 18th-century facade.Yes, another
chapter has officially begun … – Clare Maclean

T R E N D I N G  N OW

PUTTIN’ ON 
THE RITZ

1. Model Natalia Vodianova in 
Ulyana Sergeenko couture.  
2. Stylist Ogo Offodile in 

J.W.Anderson dress. 3. Actor 
Melissa Bolona in Valentino.  
4. Attico co-founder Gilda 
Ambrosio in her own label.  

5. Consultant Christina Pitanguy 
in Ulyana Sergeenko couture.  

6. A full-skirted look.  
7. Singer-songwriter Héloïse 

Letissier in Schiaparelli.  
8. Chanel bag. 9. A botanical 
jacket over a Chanel dress.  

10. Socialite and model Elena 
Perminova in Christian Dior.  

11. Designer Erica Pelosini Leeman 
in Francesco Scognamiglio.  

12. Hyper-feminine shoes. 13. Stylist 
Giovanna Engelbert in Valentino. 
14. Designer Ulyana Sergeenko.
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PERFECT
TIMING

Bring your look up to the minute with a 
glamorous Audemars Piguet timepiece

R 140 YEARS, Audemars Piguet 
as set the standard for Swiss luxury 
atchmaking. Founded in the village 
f Le Brassus — known as the cradle 
f haute horology — in the Jura 
ountains, the company is renowned 

or its aesthetic excellence and 
ation. A pioneer of feminine styles, 

the house continues to set the benchmark for elegant 
watches that reflect a contemporary woman’s lifestyle. 

The Royal Oak, released in the 1970s, is loved for 
its fusion of feminine and masculine dress codes.  
The latest version features a striking two-tone finish, 
along with 40 brilliant-cut diamonds. The Millenary 
is another style statement, featuring an open design 
that reveals the watch’s internal mechanism. 

While each Audemars Piguet timepiece is marked 
by individual features, the designs share a distinctive 
complexity. Paired with their reliability, unsurpassed 
quality and ease of wear, this ensures the watches are 
— as they always have been — the ultimate accessories 
for a modern woman.

Clockwise from above: Audemars Piguet Millenary, $37,200; 
Royal Oak Selfwinding, $37,600; Royal Oak Quartz, $26,900; 
Millenary, $40,200; Royal Oak Selfwinding, $31,300.

View the collections at audemarspiguet.com.



Aedes de Venustas
eau de parfum, $295

(100ml).

Uruguay.

D
O

U
G

LA
S 

H
O

LT
 P

H
O

TO
G

R
A

PH
Y;

 G
ET

TY
IM

A
G

E
(P

O
R

TR
A

IT
);

 J
A

SO
N

 L
LO

Y
D

-E
VA

N
S;

 D
O

N
PE

N
N

PR
IC

ES
 A

PP
R

O
X

IM
AT

E.
 S

EE
 B

U
Y

LI
N

ES
 F

O
R

ST
O

RESTAUR
Stone Barns [Westche

County, New York]
FILM: Blade Runne
READ: Interview wi

History by Oriana Fal
ESCAPE: Our beac

place in Uruguay and
ranch in Uruguay.

ART: Botero.
MUSIC: Nina Simone

and Bob Dylan.
HOTEL: Claridge’s

in London.
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FA S H I O N
PHILOSOPHY: Quality will always shine

through. I believe in style over trends.
STYLE: I would describe it as stylish
utilitarian. I like to make uniforms — it

t out of the house quickly.
full-time job it is

ime to dwell.
rst suits with

ashmere knits.
ook, I pair skirts
nee boots.
Hearst patchwork

itch skirt and knits,
he-knee boots.

DESIGNERS: Dries Van Noten and Rosie
Assoulin — she is beautiful inside out,
and her clothes reflect that. Also Ryan
Roche — I feel the same towards her.

ACCESSORIES: Gabriela Hearst Nina
bag in all colourways and sizes.

JEWELLERY: My emerald Hemmerle
ring, which was a ‘push present’ from my
husband following the birth of our son.

STYLE ICON: [Journalist] Oriana
Fallaci and my mother in the ’70s, before

.

B E A U T Y
ROUTINE: Besides brushing my
teeth and occasionally brushing  

my hair (that’s why I cut it short), 
it’s non-existent. At night, I use Tata 
Harper and Tracie Martyn products.  
I like to use only natural products. 

SCENT: Aedes de Venustas. 
NAILS: I don’t wear nail polish as  
I work a lot with my hands and it 
cracks. I do get them manicured 

once a week, but no polish.

Gabriela Hearst 
A/W 2016. The label 

is available from 
Net-a-Porter.

Rosie Assoulin 
top, $1295, from 

modaoperandi.com; 
Gabriela Hearst 

boots, $1595, from 
barneys.com.

Dries Van Noten
clutch bag, $1174,

driesvannoten.com.

Nina Simone in 1968.
Left: Claridge’s, London.

Bob Dylan in 1961.

Rosie Assoulin
top, $1995, from

modaoperandi.com.
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Gabriela Hearst.
Right: at the CFDA
Awards this year.

Oriana Fallaci
in 1979.

Gabriela Hearst
bag, $1995,

gabrielahearst.com.
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The designer in 
her own designs 
outside Elie Saab 
A/W 2016.

Above: looks from
Natasha Zinko

A/W 2016.

Natasha Zinko, 
wearing Vetements 
dress and her own 
label’s shoes, during 
Paris fashion week. In Chanel at 

couture week.
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FEBRUARY 21: THE CONNAUGHT BAR, MAYFAIR, LONDON. 
The very American woman opposite me (immaculate coiffure, 
cashmere coat, dripping in a Cartier safe’s worth of jewellery) is 
performing a running commentary on Ukrainian-born, London-
based designer Natasha Zinko’s A/W 2016 presentation during 
London fashion week. “Ohhhh, that’s nice. I like that — those fruits 
are fuuuun,” she says, leaning into her companion as if she is whis-
pering, despite the fact that everyone in her vicinity can hear her. 
The fash pack tend to like being seen and not heard at the shows, 
so this woman is clearly more in the VIP rather than press-or-buyer 
category, but still, she’s saying what everyone else is 
thinking — or at least what I’m thinking. 

Zinko, a fine-jewellery and ready-to-wear designer, 
has been showing in London for a few seasons now, 
developing a cult following for her raw-denim 
dungarees and wide-legged trousers (fashion blogger 
Leandra Medine is a particularly ardent fan, as is 
Moda Operandi’s Lauren Santo Domingo, whom  
I spot across the room), although that’s by no means 
the extent of her repertoire. This season, on top of 
new denim additions such as a green-fur-lined jean 
jacket, there are cherry and banana appliqués and prints (on 
everything from off-the-shoulder gowns to leg-o’-mutton-sleeved 
jumpsuits), fur-strapped slips, lampshade dresses and plenty of 
sheer ruffles. “The cherries and the pineapples are a little bit

NATASHA ZINKO has become the go-to 
designer for fashion girls who just want 
to have fun. She talks pineapple prints 
and fur slippers with CLARE MACLEAN

FRILL SEEKER

inspired by cubism and constructivism,” Zinko tells me backstage 
after the presentation, “and I was also thinking about my mum in 
the ’80s — what I remember, you know?”

The designer is no slouch when it comes to the show circuit. 
Not only does she present her own wares, but she regularly travels 
to the Paris ready-to-wear and couture collections, as well — taking 

her vast collection of Chanel, Mary Katrantzou, 
Vetements and Valentino with her. And, of course, 
key pieces from her own collection, too. “I was just 
thinking, What am I going to steal and go off to the 
shows with?” she says, laughing. “Like the purple 
coat — I really love the colour. All the girls who are 
making the coat are like, ‘This colour!’” 

Later, I spy her in Paris (Zinko is easy to spot 
because of her voluminous red curls) wearing her 
black lampshade dress, and, on another day, her 
eccentric lilac fur slippers, which, styled with a floral 

Vetements gown, give off an haute ’80s-housewife vibe. She 
looks like she’s having a ball — which no doubt she is. “I’m not so 
serious,” she tells me. “I just want to enjoy life and for people 
to enjoy what I’m doing.”

“I’m not so 
serious. I just 
want people  

to enjoy what 
I’m doing.”
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Edited by 
C A R O L I N E  T R A N

Sandro coat, $780, and  
hoodie, $480; Manning Cartell 

pants, price on application; 
Eytys shoes, $305, from 

mychameleon.com.au; Dinosaur 
Designs earrings, $180.

Streetwear gets a 
high-fashion upgrade

C A S UA L  A F FA I R



As designers
delight in suped-up
streetwear staples,
JESSICA MATTHEWS

applauds the new
ways to style the

season’s key pieces
Photographed by
BEN SIMPSON

T H E PAT C H W O R K J E A N S
Adidas jacket, $160; Witchery

dress, $130; Tome pants,
price on application; Dinosaur  

Designs earrings, $180.

Styled by KARLA CLARKE
and CAROLINE TRAN

AR



T H E T R A C K T O P
Adidas jacket, $110;
Ellery shirt, price on

application, and pants,
$1270; Sophie Buhai
earrings, $790, from
mychameleon.com.au.

Photographed by PIERRE TOUSSAINT

n days to come, when we find ourselves lusting after track-
suits and bomber jackets and hoop earrings, triggering a
series of existential life questions (what is the meaning of
sweat fabric? Am I really J-Lo circa 1999?), we will look
back on the A/W 2016 season and find a sense of peace. For
there — on the runways at Vetements, Balenciaga and a
bunch of other fabulous/deluded (depending on how you
puffer jackets) brands — is the logic behind this latest incar-

streetwear; one that owes as much to elegant silhouettes and
luxurious fabrics as it does to a very real appreciation of adidas.

And by very real, we are, of course, suggesting you don one of the
label’s iconic tri-stripe jackets, like our model on this page.Paired here
with a metallic shirt and flares (because when you’re wearing the
upper-body equivalent of snap-pants,why the flip not?), it’s an example
of the way casual wardrobe staples are now being imbued with a coun-
terintuitive sense of glamour.If the point of Normcore was to embrace
these pieces earnestly — adopting, say, a canvas parka with the utili-
tarian attitude for which it was intended — the new mood is about
trussed-up versions of these items, all worn — critically — with a
wink. It’s about varsity jackets in wild prints and shiny finishes (Coach,
Emilio Pucci). Or elaborately sequinned drawstring trousers (Rosie
Assoulin). Or, in the most widely listed example, blowing $350 on
Vetements’s rip-off DHL T-shirt (the real thing retails for about $8).

Vetements — the Parisian fashion collective helmed by brothers
Demna and Guram Gvasalia (in creative director and CEO roles,
respectively) — has been making the case for this kind of witty subver-
sion since its S/S 2015 Paris fashion week debut. What began with
aesthetic juxtapositions (a black hoodie styled with thigh-high boots;
“minimalist” crop-top-and-baggy-pant combos) evolved into A/W
2015’s stylishly oversized outerwear (including a much-coveted take
on the military-approved MA-1 bomber) and S/S 2016’s tongue-in-
chic cultural references (the DHL tee; tracksuits emblazoned with a
Vetements logo in the style of go-to ’90s sportswear brand Champion).

With its subdued palette and tailored elements, the label’s A/W
2016 offering may seem demure by comparison, but this sophisticated 
feel actually marks the ultimate elevation of streetwear.
It takes a peculiar kind of genius to make a full tracksuit
worn with a swishing trench coat and high-heeled boots
look understated — classic,even — but that’s whatVetements
delivered. And at Balenciaga, where Demna was recently
appointed creative director, there were further examples
of just how sensual everyday garments can be: zip-through
parkas and puffers worn off the shoulder and accessorised
with bejewelled shoes; huge sculptural sunglasses’ chains;
a jean jacket reimagined via a lopped, billowy shape.

But Demna wasn’t the only one to prove this point.AtAcne,quilted
puffer fabrics were turned into tops, statement sleeves on a leather
coat and a bright orange dress that could plausibly pass as evening-
wear. Meanwhile, Miu Miu’s exercise in eclecticism (khaki coats with
opulent fur trims; denim skirts, elongated to an almost regal length,
and jackets served with pearl necklaces and velvet pumps) imbued the
look with that other major trend of the moment, quirky maximalism.

So what does this mean for your wardrobe? Aside from the fact that
your favourite polar-fleece jumper is now technically on-trend
(rejoice!), the current streetwear revival is making fashion a broader
— and much more comfortable — concept. As these pages show,
there’s nowhere an artfully placed bomber or denim garment can’t
take you. All it takes is the right attitude (and, ideally, some Jenny-
from-the-Block midriff).
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T H E P U F F E R J A C K E T
Kit and Ace jacket, $440;
Rains coat, $190, from
stylerunner.com; Sandro
top, $780; Levi’s jeans,

$140; Dinosaur Designs 
earrings, $340.

The
BAZAAR
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T H E D E N I M J A C K E T
Acne Studios jacket, $540;

H&M sweater, $70;
Maticevski skirt, $990,
from Myer; Dinosaur

Designs earrings, $180.



T H E B O M B E R J A C K E T
Ellery jacket, $1990;

Michael Lo Sordo top, $299;
H&M pants, $139; Fendi
shoes, $1780; Dinosaur
Designs earrings, $180.

The
BAZAAR
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T H E B I K E R J A C K E T
Sandro jacket, $599;

Simon Miller hoodie, $295,
from mychameleon.com.au;

Tome skirt, $1010;
Kenzo shoes, $390, from
modesportif.com; Sophie

Buhai earrings, $790, from
mychameleon.com.au.
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T H E F L I G H T J A C K E T
Sneakerboy jacket, $790;
Sportmax dress, $1115;
Hanro crop top, $95,

and briefs, $50.
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T H E T R E N C H C O AT
Karen Walker trench coat,

$430; Gerogia Alice hoodie,
$329; bassike skirt, $450;

H&M boots, $199;
Ryan Storer earrings, $335.
Prices approximate. Model:
Georgie Perkins at Priscillas
Model Management; hair by
Travis Balcke at Company 1;
makeup by Claire Thomson
at Company 1. Ben Simpson
is represented by Company 1.

See Buylines for stockists.



visit www.marc-cain.com
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CHLOÉ EARRINGS,
$750, CHLOE.COM.

BULGARI BAG, $2820, BULGARI.COM.

AJE. TOP, $245,  

FROM MYER.COM.AU.

SWAROVSKI X PETER
PILOTTO EARRINGS,

$499, SWAROVSKI.COM.

ALEXANDER McQUEEN
DRESS, $4209,

ALEXANDERMCQUEEN.COM.

CHANEL BAG, $4770, 1300 242 635.

ALBERTA FERRETTI BOOTS, $1769, 
ALBERTAFERRETTI.COM.
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CARTIER CUFF, $66,000, 1800 130 000. 
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MICHAEL KORS 
COLLECTION 
SHOES, $1249, 
MICHAELKORS.COM.

 CARTIER  

NECKLACE, $6550,  

1800 130 000. 
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TOME TOP, $1585, 

TOMENYC.COM.

R.M. WILLIAMS BOOTS, $495, 

RMWILLIAMS.COM.AU.

LOUIS VUITTON 

BAG, $6700, 

1300 883 880. 
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The flannel-heavy ’90s look turns ladylike in tailored all-blackTIFFANY & CO. CUFF, $1600, 

TIFFANY.COM.AU. 

MATICEVSKI TOP, $1150, 
TONIMATICEVSKI.COM.

M
IU

 M
IU

 S
H

O
ES

, $
21

20
, 

(0
2)

 9
22

3 
16

88
. 

BULGARI BAG, $2760, 
BULGARI.COM. 

G R O W N - U P  G R U N G E

FRAME SHIRT, $419, 
(07) 5591 7233. 
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Price complete with standard single vision lenses with scratch resistant coating. Multifocals and bifocals also available at an extra cost. Extra options not included. Price for other lens 
types may diff er. Price correct at time of print. Second pair must be from same price range of frames and lens range or below. Must be same prescription. Frames available while stocks last.

DESIGNED BY COLLETTE DINNIGAN

PRICED BY SPECSAVERS

2 complete pairs from $199



R
U

N
W

AY
 B

Y
 J

A
SO

N
 L

LO
Y

D
-E

VA
N

S;
 S

TI
LL

 L
IF

E:
SC

O
TT

LO
W

E;
 G

O
R

M
A

N
 S

TU
D

IO
. S

TY
LE

D
 B

Y
 C

A
R

O
LI

N
E

TR
A

N
.

PR
IC

ES
 A

PP
R

O
X

IM
AT

E.
 S

EE
 B

U
Y

LI
N

ES
 F

O
R

ST
O

C
K

IS
TS

The 
BAZAAR

Fashion
queens

will floc
k to the

season’sR E G A L F A B R I C S

br

ts and
hyper

-flora
ls

. C O M . AU  September 2016128

rocad
es, ve

v

RH A R PE R8

ZI
M

M
ER

M
A

N
N

D
R

ES
S,

$1
50

0
,

ZI
M

M
ER

M
A

N
N

W
EA

R
.C

O
M

.

ERDEM JACKET,
$3480, ERDEM.COM.
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MATICEVSKI
SKIRT, $5500,

TONIMATICEVSKI.COM.

SWAROVSKI X ROSIE 
ASSOULIN EARRINGS, 
$399, SWAROVSKI.COM.

GUCCI BAG, $1900, 
1300 442 878. 
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MIU MIU BAG, $4010,
(02) 9223 1688.

PH LAUREN

LLECTION
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LAUREN.COM.
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SIMONE ROCHA 
EARRINGS,  
$578, FROM  

POEPKE.COM. 

ROMANCE WAS BORN SKIRT, $750, 
ROMANCEWASBORN.COM. 

GUCCI SUNGLASSES, 
$490, (02) 9540 0500. 
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BAZAAR PROMOTION

RunwayWeekend in Sydney seesMyer and Harper’s BAZAAR partner up to
bring you the latest designer looks dropping into store, along with styling

workshops and exclusive pop-up events

BEST IN SEASON

A brilliant new season is around the corner — and Myer
is letting the sunshine in with its luminous spring/summer
collections. Get briefed on the latest key trends and looks
from top Australian designers at Runway Weekend this
month. From Alex Perry’s rigorous take on femininity to
sass & bide’s rock’n’roll aesthetic and Aje.’s dreamy coastal-
inspired pieces, this is the place to find your ultimate new-
season wardrobe.You will also hear from fashion’s major
players and gain access to exclusive pop-up events, includ-
ing the Dyson Supersonic Hairstyle Bar.

S Y D N E Y 2 6 – 2 7 A U G 2 016
P R E S E N T E D B Y

BLOG.MYER.COM.AUMYER @MYER@MYER MYERSNAPS MYER.COM.AU

FROM LEFT: Alex Perry La Verne Silk 
Reptile bikini midi dress, $1600 (available 
mid-August); sass & bide The Sullied 
Night jacket, $690, and The Super Base 
pants, $990; Aje. Bergman dress, $895.

12.30pm, Saturday, August 27, 2016, 
Pitt Street Mall, Sydney

JENNIFER HAWKINS Q&A
Hosted by Harper’s BAZAAR editor-in-chief Kellie Hush

HARPER’S BAZAAR  & MYER RUNWAY SHOW
Hosted by Kellie Hush and Jennifer Hawkins

A DD TO DI A RY

VISIT HARPERSBAZAAR.COM.AU/RUNWAY-WEEKEND

BE PAR T OF T HE ULT IM AT E FASHION  & BE AU T Y E X PERIENCE
JOIN US FOR RUNWAY SHOWS, FREE MAKEOVERS, MEET THE EDITORS & GET YOUR GIFT BAGS!
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CHRISTIAN DIOR SHOES,  

$2250, (02) 9229 4600.

OFF-WHITE JUMPER, 

$568, FROM 

STYLEBOP.COM.
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130

0, BALENCIAGA.COM.

GIVENCHY BY RICCARDO 
TISCI SUNGLASSES, $430, 

(02) 9540 0500.
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BALENCIAGA BAG, PRICE 

ON APPLICATION, 

BALENCIAGA.COM.

ACNE STUDIO
S TO

P, 
$980, 

(0
2) 9

360 0294.

BASSIKE JACKET, $550, 
BASSIKE.COM.

DION LEE JACKET, $1290, 

DIONLEE.COM.

ERDEM PANTS,  
$1420,  

ERDEM.COM.

BALENCIAGA SHOES, 

$860, BALENCIAGA.COM.

BALLY BAG,  
$2550, 1800 781 851.
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BURBERRY JACKET, $2895, 

BURBERRY.COM.
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How to carve a career from your passion?

B at work

Hermès notebook, $455,
(02) 9287 3200.

TDE cosmetics case, $90,
thedailyedited.com.

Apple iPhone 6,
from $929, apple.com/au.
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E 
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Céline frames, $510, (02) 9540 0500.

Apple Watch,
$799, apple.com/au.
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$8
9.

Elizabeth Arden Ceramide
Ultra Lipstick, $46 each.

Bally bag, $2295,
ballyofswitzerland.com.

Elizabeth Arden Beautiful
Color Moisturizing Lipstick, $40.

I N  T H E  B A G

A skincare queen and a meditation maven tell all
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With a cult following
and a client book filled
with celebrities, skin
whispererMELANIE

GRANT is now opening
shop in Melbourne.

She talks social media,
signature results and
Linda Evangelista

with TRACEY WITHERS

Photographed by
JULIAN KINGMA

The
SKINFLUENCER

UN A SEARCH ON MELANIE

GRANT and Google will tell
you she’s the skin whisperer
Jessica Gomes and Nicole
Trunfio will fly home for.
You’ll see holiday selfies of her

in New York with devotee turned friend Lara
Worthington. But when you meet Grant,
35-year-old celebrity facialist, you realise hype
has little to do with how hot she is right now.
“I’m flattered by the buzz, I’m grateful and
I don’t mean to sound aloof,but buzz doesn’t run
a business,” she says.“I can only trade on being
great at skin for my clients, celebrity or not.

“There’s always a lot of noise — the latest,
greatest — in this industry, and I’m a beauty nerd
who [distils] all that. I don’t use modalities that
aren’t clinically proven; I’ll research stem cells and
growth factors. I’m extremely conservative.”

Conservative can also be ballsy.When Grant
hung her name above the door of her first clinic,
in Sydney’s Double Bay, back in 2012, offering
only bespoke, upscale skin treatments, she was
an outlier on a scene choked with coupons
from beauty-plex salons cranking out waxing,
facials, brow tattoos and Botox, all inside a lunch
hour.“I had 13 years of experience just in skin.
I’d trained in traditional-school massage and
ritual facials; I’d learnt technologies like laser
under some of the best skin doctors, but there
was nobody combining those two worlds.When
I wanted to see someone like the facialists I love
in New York or Paris or London, there was
nobody here,” she says.“I realised success could
not be about competing with the crowd — it
had to be about valuing my craft.”

As it does now, the Melanie Grant Skin
Health menu spanned light, laser and radio
frequency as well as organic detox and French
gommage facials. No injectables, because Grant
isn’t into that. No upselling. “We make some-
thing like laser, not usually pleasant, feel more of
a luxury experience, but doing a serious Fraxel
on a 25-year-old for ‘general rejuvenation’?
Absurd,” she says. “Likewise, if someone wants
the kind of result we can’t truly deliver, we’ll
refer them to the best surgeon.”

The boutique philosophy gained the trust of
TV and fashion types,whose faces are their live-
lihoods. When Linda Evangelista jetted in to
judge Australia’s Next Top Model in 2014, Grant
was called to her hotel for nightly sessions.
“It was the dream! I grew up worshipping ’90s
supermodels. People think Linda’s had fillers 

ant, in her
new Melbourne salon, wears

her own Céline dress and
jewellery (worn throughout);
Saint Laurent shoes, $950,
from Cosmopolitan Shoes

(worn throughout). 
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“I think people with a profile come here because they
get the facial they want, they pay for it like everyone

else and if they’re inclined to post online, it’s honest.”

and work done — she hasn’t. She just knows
her treatments,” says Grant, who is far too
discreet to tell exactly which ones she had.

Less quietly, skinfluencers such as Nicole
Warne (Gary Pepper Girl) drop Grant’s name
all over Instagram with pictures of their
off-Richter facial afterglow. “Social media
has been an incredible platform for beauty,”
Grant notes.“But we’re at a point where people are, rightly, suspi-
cious about who’s being paid. I never pay anyone.” She has no
‘blogger agreement’.“I doubt I could afford Nicole anyway!” she
says with a laugh. “I think people with a profile actually come
here because they get the facial they want, they pay for it like
everyone else and if they’re inclined to post, it’s honest.”

Authenticity is, of course, now the battle cry of every business
coach. Brands that cut through know their own DNA, under-
stand what their clients need, and stick to the sweet spot where
the two intersect.“My business has been structured that way from
the beginning,” Grant says. “I say that I don’t do signature treat-
ments; I get signature results. So we can innovate and evolve what
we do at Melanie Grant, but only if it fits that standard.”

For Grant, standards mean restraining the empire. Although
she works with some of the world’s top skincare brands, her own
range isn’t on the agenda “unless I can produce something as
good as what’s out there or better”. Even as appointments book
out at her new clinic on High Street in Melbourne’s Armadale,
Grant says this expansion is the last.“I can split time between two
cities now that my children are 10 and 11, but I couldn’t be
everywhere,” she reasons.“I’m a control freak — nobody can run
your business like you do.”

In a 150-year-old building rewired by Kelvin Ho (the interior
designer behind flagships for Dion Lee andA.P.C.) to riff on Carine
Roitfeld’s Parisian apartment, the Armadale clinic mirrors Double
Bay’s black-and-white aesthetic, menu and warm vibe (Grant’s
right-hand woman, Rachel Murray, moved down to make sure).
As Grant says, “Results keep a client and culture keeps a brand.”

Grant wears Maison
Margiela dress, $2290,
from Harrolds. Below:
Chanel top, $7750,
and skirt, $4960.
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JACQUI LEWIS is bringing
meditation to the masses —

with her feet on the ground and
her third eye on her finances, 

she tells AMY MOLLOY

Photographed by
MICHAEL NAUMOFF

The
HIGHER 
LIFE
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Opposite page: Jacqui
Lewis wears Maison

Margiela dress, $1190,
from Harrolds; Common

Projects shoes, $490,
from Sneakerboy; her own
ring (worn throughout).
This page: Simon Miller

dress, $295, from
mychameleon.com.au;

Max Mara shoes, $585.

CQUI LEWIS has to cancel
ur Friday afternoon interview
hen a “massive hurdle” hits at
e last minute (a sick daughter
mbined with a huge weekend
urse that she’s hosting). As
e’s the co-founder of The
editation centre and “school

for creativity, clarity and consciousness”, it is
surprising — and reassuring — to hear that
even Zen goddesses feel the pressure.“Oh,
absolutely,” she insists.“As a teacher, I used
to feel nervous about admitting I’m not
superwoman. People think, ‘Oh, but you
teach this beautiful thing, so you must be a
perfect human.’ However, I’ve realised that
you can’t escape humanity — or your limits
— and, actually, they need to be celebrated.”

How busy can the life of a meditation
teacher be? Extremely,when your aim is to
spread peace and make a profit. The
35-year-old is among a new breed of
“spiritual entrepreneurs”who want to help
people live more consciously but also
create an ambitious business empire. “To
love what you do is not enough,” Lewis
explains.“I see a lot of people transitioning
from the corporate world to passion
projects, which they treat like hobbies.
Then they crash and burn because they’re
not applying financial sensibilities.”

Behind the scatter cushions, The Broad
Place, which opened in 2013, is a multifac-
eted company with two locations in Sydney
offering meditation courses, private ment-
oring and corporate wellbeing programs.
They also run courses in London, Hong
Kong and Los Angeles, and retreats in India
and Japan. Then there’s the product line:
ayurvedic balancing oils, a range of teas and a (very stylish) medi-
tation timer priced at $85.“A lot of our projects are based on three
questions,” Lewis says.“Is this beautiful?Will it contribute good to
the world? And is it [commercially] viable?”

It is this realistic mindset that underpinsThe Broad Place’s ethos.
Even the type of Vedic meditation they teach at the centre is
designed for busy people with busy minds — and busy schedules.
Their typical student is a corporate desk-dweller who commutes
into the city and yet still wants to live a “high-grade life”, as Lewis
calls it. Her husband, Arran Russell, was her inspiration. Until

three years ago, the couple ran a creative communi-
cation agency together, as well as owning a restau-
rant and cafe.On top of this,Russell owned a fashion

label,Vanishing Elephant, and a vodka brand.“We had an intimate
knowledge of what anxiety looks like,” she says.

Although Lewis had been meditating since the age of 19, she
couldn’t convince her husband to try it.Then one day he suddenly
showed an interest. The trigger? One of his “cool” friends,
a sunglasses designer and DJ, told him that everyone was doing it,
including many of his competitors in the fashion industry.“I tease
him that he only started to be trendy,” she says. But his conversion
inspired her mission. How could she package up meditation in 
a way that made it approachable to even the biggest sceptic? 

“We meditate to
become aware of
our patterns and
behaviours so we

can shift them,
slowly. It’s an

ongoing journey.”
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6 STEPS TO
SEREN ITY
By Jacqui Lewis

1 Sit comfortably, however
that looks for you. Being

uncomfortable is not
enjoyable meditation.

2 Close your eyes and
imagine water pouring over
your body in waves, relaxing

every area that it touches.

3 Focus on releasing tension,
especially from your jaw,

shoulders and stomach.This
is not the time to clench  

for a six-pack.

4 Bring your awareness
to your breath. Notice how
your stomach puffs out and
draws in naturally, and try
not to raise your shoulders.

5 Don’t be outcome-
focused.Your mind may
wander almost instantly.

Don’t feel guilty — simply
bring your focus back

to your breathing as many 
times as necessary.

6 Continue for 10 minutes
or longer, building up

over time. Practise in the
morning and afternoon/

evening for optimum results.

Step one: a cool location.The Broad Place studios are a stylish
hub of cream and monochrome that could pass for an interior
design showroom.Step two: savvy communication.“I am, at times,
criticised for our incredibly enthusiastic approach to social media,
but it’s been pivotal,” she says. “People say such ancient Eastern
knowledge shouldn’t be delivered in an Instagram post or email.
But I say, whatever gets people into the chair — or whoever can
find a spare moment to be conscious.Vedic wasn’t designed for
people whose spiritual path involves detaching from society,” she
insists, recalling her morning meditation session sitting in the back
of an Uber with rock music blaring from the radio.

She doesn’t like the word “busy” because it has negative conno-
tations.“It will keep me a touch engaged,” she says instead when
asked about future plans for The Broad Place, which include two

more studios in Australia and a worldwide tour of events and
conferences. Does she ever get stressed? “Of course! I shout at my
daughter and swear when I’m stuck in traffic. But we meditate to
become aware of our patterns and behaviours so we can shift
them, slowly. It’s an ongoing journey.”

In the past few years, holistic careers have become trendy (who
isn’t a yoga teacher?), but Lewis wants to show people you can be
content, even in a corporate role, with the right strategies. Every
morning she sets an intention for how to cope with upcoming
conflict — usually a meeting with her accountant.“I spend a few
minutes thinking about how I want to handle it calmly,” she says.
“Instead of wishing yourself out of a situation, it’s about asking
who you want to be when you’re in it.Although I teach ancient 
knowledge, we live in the real world.”

Balenciaga jumper,
$1810, from Harrolds;
Dion Lee pants, $590;

her own bracelet.
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The rebirth of Mulberry;  
Virgil Abloh’s  

fashion transgressions;  
and bassike turns 10
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ries designers turned creative directors 
are having a moment thanks to Gucci’s 
Alessandro Michele and Valentino’s Pierpaolo 
Piccioli and Maria Grazia Chiuri (now at 
Christian Dior), who have all managed to 
breathe new life into their respective luxury 
houses after taking the top job. A newly 

his small but influential group is Johnny Coca, 
a cessories head who was poached by Mulberry 
in late 2014 to take over the British brand famous for its Bayswater 
and Alexa bags. Coca’s may not be a familiar face in the world of 
fashion (yet), but two of his most recent creations, the Trapeze and 
TheTrio (designed under the direction of Phoebe Philo at Céline), 
have joined the ranks of the most recognisable bags in the world.

I meet a tired but chatty Coca at Mulberry headquarters on 
London’s Kensington Church Street the day after his much-antic-
ipated debut, which saw the designer unveil his A/W 2016 ready-
to-wear and accessories collection in the city’s 12th-century 
Guildhall (the Mayor of London used to ‘hold court’ here). The 
medieval setting offset the collection, which the Spanish-born 
Coca, who has lived in London since taking up his role at Céline, 
says is as much inspired by the streets of his adopted city as it is 
more historical references such as illustrations of Ophelia from 
Shakespeare’s Hamlet. “I was really inspired by women and their 
contradictions,”he says.“Today they are so strong and powerful, but 
they’re also still quite vulnerable, soft and poetic — I see it every 
day on the streets of London, but I think women in the music ES
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The Maple bag at  
Mulberry A/W 2016.  
Below: Mulberry  
Bayswater bag (top), 
$2450, and Clifton bag, 
$1750, mulberry.com.  
Left: Mulberry creative 
director Johnny Coca.

 BAG   

The Chester bag at 
Mulberry A/W 2016. 

MAN

 
Mulberry’s 

exacting new creative 
director, JOHNNY COCA, is part 
of a new wave of accessories 

gurus shaking up major houses. 
Which makes perfect sense if  
you look at bag sales figures, 

says CLARE MACLEAN

-The
BUZZ



business like Debbie Harry, Annie Lennox and 
FKA Twigs epitomise this outer-hard, inner-soft 
good girl/bad girl contradiction for me.” 
Clothes-wise, that meant subtle nods to British 
subcultural style such as studded biker jackets, 
asymmetric kilts (which, incidentally, Coca 
himself likes to wear), stompy boots and mili-
tary-inspired outerwear, as well as a sprinkling of 
on-trend items including slips and bombers. In 
the bag department, Coca’s offering was eclectic 
and wide-ranging, from entry-level neat little 
cross-bodies (the Clifton) to ladylike, vintage-
style top-handled bags (the Chester), to the 
Maple, a structured, roomy tote with a detachable
front pocket and handles. “The reason I have
done so many different styles of bags is, for me
it’s quite hard to say, ‘OK, I will just play with
one bag and this is the bag of the season.’ That
is not what is happening on the street. On the
street, there are so many different girls  — one
will like the tote, another likes a hobo, another
likes small bags, chain bags, because a bag is a
big part of what is going to define your attitude.”

Given there were 15 months between t
announcement of his appointment and his first co
tion, Coca has had a long time to decide ex
where he wants to take Mulberry, which had b
without a creative director since Emma Hill le
mid 2013. Top of mind for the luxury-bra
veteran (Coca has also worked with Louis Vuitto
and Bally) was to pinpoint what makes Mulberry
special. “There is so much competition, so many
brands, it was important to me to make some-
thing different and to make sure we are no
following the others — that we are bring
something new,” he says. “And one of the th
I know is that the British attitude is quite lov
by everybody. When you go to France or Italy
the US, they are all taking so many references from
UK, but as a UK brand, this attitude is in o
The other thing we have is the best factories.
600 people making products for us. So many b
don’t have that.” Coca is referring to the comp
ny’s factories The Rookery and The Willows in

where the brand was founded in 1971. It was 
the know-how of Mulberry’s artisans who 
re, and Coca’s extensive knowledge of the 
bolts of bag making (not to mention his 
architecture), that one of his first acts as 

irector was to re-engineer Mulberry’s iconic 
bag, created by Nicholas Knightly in 2003. 
at piece of design and still Mulberry’s best-

g g, but I wanted to make it perfect for today’s 
lifestyle. I like to make things that women will desire 
and use,” Coca says. The new and improved version is 
ighter, the handles now stand up instead of flopping 
he mostly ignored padlock has been removed and the 
pocket has been moved to a more intuitive place (the 
front rather than the back). “And there’s lots of room 

for laptops,” he says, adding that if none of this 
floats your boat, the classic design will still be 

available. “We love them both,” he reasons. 
Coca’s pragmatism provides an insight 

into why formerly unknown accessories 
designers are becoming the new rock 
stars of the fashion business. After all, 
while the likes of Coca, Michele, Chiuri 
and Piccioli may not have been the stars 

of the show in their previous gigs, because 
bags and shoes make up a sizable chunk  

of most luxury brands’ revenue streams (far 
more than ready-to-wear in most cases), their 

former roles were some of the most important in 
the business, calling for the creation of desire through the 

thoughtful development of product, rather than the other way 
around. It’s something Coca hopes to teach the next generation 
of designers through his tutoring role at Central Saint Martins 
(another example of his hands-on approach). “I really enjoy 
these exchanges and finding new talent,” he says. “I want to raise 
the profile of the accessories designer.” Coca’s well on his way.
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All images: 
Mulberry 
A/W 2016.

“COCA’S 
PRAGMATISM 

provides an insight  
into why formerly 

unknown accessories 
designers are becoming  

the new rock stars  
of the fashion 

business.”
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The world’s thinnest laptop
The New HP Spectre Laptop

Reinvent Obsession

Available at Harvey Norman, JB Hi-Fi and hp.com.au/spectre

Powered by the Intel® Core™ i7 processor.
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A sense of history in the making 
pervades both the glittering launch 

of Bulgari’s latest high jewellery 
collection and its blockbuster NGV 

exhibition. By JAMIE HUCKBODY

DIAMOND
O’CLOCK

 
CÔTE D’AZUR  — Rare is the 

occasion these days that people are so ‘in the 
moment’ that they haven’t even attempted to take a 

photo for their insatiable social media feed. But as the models 
weave their way through the seated guests, the collective gasp is only 

outdone by the gawp of sheer wonder. One model pauses long enough for 
me to cheekily ask “Do you have the time?” With her décolletage and fingers 

traced with twinkling diamonds, she taps the cabochon-sapphire-topped head of her 
‘Serpenti Seduttori’ watch; its jaws flip open to reveal a tiny dial covered with — yes, you 

guessed it — diamonds. “I can’t quite see the time,” says the model in a fit of giggles and 
blinded by the bling. “If you can afford this watch, I don’t suppose you’d need to know the 
time, would you? Let’s just say it’s diamond o’clock.” 

Of course, she’s right. Because this, ladies and gentlemen, is the launch of Bulgari’s new high 
jewellery collection, where the sheer amount of concentrated wealth represented by these 
one-of-a-kind jewels and billionaire guests means that security is in a state of high alert. 
Presiding over the whole affair is Lucia Silvestri, Bulgari’s creative director of jewellery, 
whose passion for her craft and gems is electric. “To be a creative director who is also 
buying the gems is unique at this level. As such, I follow a collection from the begin-
ning, with the sourcing of the gems, to the finish, when we present the pieces to our 

clients. For me, it’s like having a baby.” 
While Silvestri’s position at LVMH’s flagship jewellery brand is a pioneering 
one for all would-be (female) gemological-experts-cum-jewellery-de-

signers, the revolution within Bulgari’s latest high jewellery collection 
is something of a quieter affair. “In this collection we have used 

more white gold with the coloured gems — not only rubies, 
sapphires, emeralds, but also amethysts, aquamarines and 

mandarin garnets,” Silvestri says, making reference to 
Bulgari’s trademark clashing, lolly-coloured combi-

nations. “And while this is not completely 
different from our past, the real difference  

is in the lightness of the craftsmanship, 
and the mixture of craftsmanship 

and technology.” 
Back at the Grand- 
Hôtel du Cap-Ferrat 

(travel note: put 
this straight 

The collection launch party at 
the Villa Ephrussi de Rothschild 

on the French Riviera. From 
top: Bulgari ambassador Lilly 

zu Sayn-Wittgenstein and CEO 
Jean-Christophe Babin; actor 
Carina Lau; model Toni Garrn; 

musician Carla Bruni.

Left and below: models 
in Bulgari pieces. Centre: 
Bulgari High Jewellery 
pink gold, diamond, 
emerald and tourmaline 
Serpenti necklace, price on 
application, bulgari.com.

The party in the gardens of  
the Villa Ephrussi de Rothschild.  
Left: Lilly zu Sayn-Wittgenstein.
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From far left: Bulgari High 
Jewellery pink gold, diamond 

and malachite Serpenti 
necklace, and pink gold, 

amethyst, diamond, emerald 
and rubellite necklace, both 
price on application; models 

at the Villa Ephrussi de 
Rothschild.

and walkie-talkie-toting security men. They know these Bulgari baubles are a safe investment.”

lead to the National Gallery
of Victoria (NGV) in Melbourne, where the

Italian Jewels: Bulgari Style exhibition currently resides. 
Highlights include pieces worn by Sophia Loren, Keira Knightley 

and Bulgari’s most famous client, Elizabeth Taylor.“Australia has proved to 
be a very lively market for Bulgari and that’s why we decided to set up an exhi-

bition highlighting the hallmarks of the Bulgari style and the longstanding relationship 
of the brand with celebrities,” says Lucia Boscaini,Bulgari brand and heritage curator. “The 

Bulgari history will be illustrated through a selection of amazing creations from the mid-1930s 
through to today, focusing on its use of colour, the practice of mounting ancient coins, the uncon-

ventional use of the cabochon cut, and the gorgeous sautoirs of 1970s.”
It’s those 1970s sautoirs, with their graphic medallions and bold chains, that are testament to Bulgari’s 

timeless appeal, begging as they are to be worn against the canvas of Céline’s abstracted minimalism or 
with one ofValentino’s dreamy dresses.“An interesting aspect of the Bulgari story is that each new gener-
ation introduces major aesthetic innovations that perfectly fit in with existing ones,” Boscaini continues. “In 
Lucia’s latest collection, all the pieces clearly show that the Bulgari style is constantly in evolution yet 
consistent with its unmistakable codes.”

Silvestri is quick to acknowledge that her new collection is tomorrow’s heritage. But how desirable will such 
exceptional pieces be to millennial consumers in the near future? “We are constantly thinking about appealing to 
a younger generation because we want to connect with them; and so when we launched our Diva collection it 
was with them in mind — something creative but with just a small touch of Bulgari,” Silvestri says. “And anyway, 
I think the big pieces are just as important today as they were in the past.Even if the younger generations can’t 
understand this yet, their parents are still buying them and they can pass them down to their children.” 

Today, however, there are no such concerns.The steady stream of private clients arrive in a cloud of 
genuflecting doormen and walkie-talkie-toting security men.They know these Bulgari baubles are  
a safe investment; the precious stones being some of the very best that Mother Nature has provided. 

“My first inspiration is always the gems,” says Silvestri, who was only 18 when she began her 
career in the Bulgari gemological department.“My very first memory as a child is jewel-

lery. My father worked at Bulgari and I remember a brooch with very pale, pastel-
coloured sapphires that I always wanted to play with ...” For a moment, Silvestri

drifts off into the distant past, before snapping back into the present with
a big smile.“But look what I get to play with now.”

“The steady stream of private clients arrive in a cloud of genufl ecting doormen

to the top of your Places 
to Stay list on your next Euro trip), 

Silvestri’s ‘babies’ — all 300-plus of them — are 
on display in what is an astounding amount of haute 

joaillerie. “We have three themes this year, because we have 
so much creativity that we wanted to showcase everything in one 

big collection,” Silvestri says, beaming like a proud mamma. “There is 
‘Mediterranean Eden’ (which is made up of ‘Fiori di Bulgari’, ‘Gardini 

Italiani’ and ‘Serpenti’), ‘Roman Heritage’ and ‘Italian Extravaganza’. The 
biggest changes are within the ‘Serpenti’ range, because we decided to do 
something really different and divide the head [of the snake] from the body.” 

Bulgari’s snake has been decapitated, studded with baguette and pavé 
diamonds, and given hypnotic eyes of ruby, emerald or sapphire. “Then we 
dissected the snake even more to get the scales,” enthuses Silvestri, whose 
early passion for biology is evident as she picks out a necklace made up 
of hexagonal plaques. “If you know the story then you see the Serpenti 
skin, but if you don’t it just looks like a design that has something to 

do with Egypt and Cleopatra.” 
Cleopatra ... Elizabeth Taylor ... Bulgari ... Rome — it’s 
true that all roads lead to Rome and therefore Bulgari, 

which was founded in the Eternal City in 1884. 
But from this month until January of 

next year, these ‘roads’ also

From top: Bulgari Heritage 
platinum, diamond and yellow 

diamond brooch from 1960, 
and Heritage platinum and 

diamond brooch from 1958, 
both from the NGV exhibition.

Italian Jewels: Bulgari Style is on at the NGV International from 
September 16 until January 17, 2017; ngv.vic.gov.au.
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From top: bas
in Warriewoo
bassike resort

“How are you so chilled 
out, considering you have, 

like, a bazillion things going 
on right now?” This isn’t my 

most eloquent enquiry to date, 
but I stand by it. Speaking to Deborah 

Sams — one half of cult Australian 
organic-jersey label bassike — you would have 

no idea she’s currently in the midst of releasing a resort 
collection, designing a debut line of fine jewellery, expanding the 
brand’s denim offering and strategising a plan for global expan-
sion. Oh, she’s also organising a birthday party: bassike turns 10 
this year. “It’ll be some time later in the year, with me and Lou 
[Mary Lou Ryan, the brand’s other half], some family and friends 
and the staff,” Sams says, sipping herbal tea behind her large 
wooden desk at bassike HQ in Sydney. Everything, from Sams’s 
slow, purposeful responses to the office’s sleek, minimalist inte-
riors, exudes Marie Kondo-esque levels of serenity. The office 
address is Daydream Street, for God’s sake. “We don’t operate in 
chaos,” Sams says. “There’s a nice, calm culture in our business.” 

It’s an ethos that works, obviously: bassike now boasts a staff of 
80, eight stores (including a US flagship in Venice Beach, 
California), a strong relationship with David Jones and a thriving 
wholesale business. Its offering has expanded from jersey T-shirts 
to include denim, a full line of men’s and women’s ready-to-wear, 
annual resort and pre-collections and, come October, a line of fine 
jewellery. “The philosophy of the brand has always been that we 

ago, MARY LOU RYAN and 
SAMS took a simple idea — 

made jersey basics — and  
to one of Australia’s most  
els. What’s next for bassike? 
domination, naturally.  
y GRACE O’NEILL

ssike’s HQ
d, Sydney;
t 2017. Ten years a

DEBORAH S
beautifully

spun it int
beloved labe

Global
By
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Clockwise from
left: bassike resort
2017; the label’s
Mary Lou Ryan and
Deborah Sams; S/S
2016 fine jewellery;
S/S 2016 denim.

“We’re not a
very loud brand

— it’s never been
about that. For

us it’s about
having a great 

product.”

design beautiful products we love and that we can’t necessarily find
elsewhere, and the fine jewellery line is an extension of that,” Sams
says of the latter, which is set to be released alongside the brand’s
resort 2017 collection.“It will be a handful of really simple pieces,
made with beautiful stones that you just can’t buy anywhere else.”

Naturally, resort is one of the prominent dates on the bassike
calendar.“I think we’re a bit of a go-to brand at this time of year,
and design-wise it’s a season when you can afford to have a little
fun and play with the collection,while still sticking to the DNA of
the brand.” Cue breezy cotton shirts and silk slip dresses embla-
zoned with palm trees and surfers — a rare foray into prints from
a brand that usually sticks to minimalism in a strict palette of black,
white, beige and navy. “The collection was inspired by vintage
’70s-era surf culture and holidays to Hawaii,” Ryan says. “It’s
nostalgic but still refined.” Flipping through the lookbook, you
can’t help but picture the cool young things of Bondi and Manly
wearing almost every piece; alongside its more measurable achieve-
ments, arguably bassike’s biggest success has been its meteoric rise
in status within the local market.“We always wanted bassike to be
an iconicAustralian brand,”Ryan says.“I feel we have created that.”

Ryan and Sams are both candid about the fact that none of this
has been by accident; every step of their success has been well strat-
egised.About six years ago,bassike started to garner interest overseas,
particularly in the US, where they were being stocked by “Barneys
and whatnot”, and Sarah Jessica Parker was spotted wearing the
label to Sex and the City 2 promo events. Instead of ramping things
up to meet growing international demand, the founders did the

exact opposite.“We made a decision to pull out of the international
market and build the business in Australia first,” Sams says.“There’s
always the allure of international success for young designers, but it’s
very, very hard to actually make money.Ten years later, we feel we
have the team and the infrastructure to execute internationally, and
the United States is the first port of call.”

If the success of their first American outpost — Venice Beach,
opened in 2015 — is anything to go by, the US is welcoming
them back with open arms.“Venice Beach was an experiment, it
was us dipping our toe in the market, and we’ve had a pretty
amazing response.” Next stop? The rest of the US, Europe and
Asia. “We are excited to grow our international business, but ...
Deborah and I are still extremely focused on staying true to the
brand’s DNA.We’ve never deviated from that,” Ryan says.

This is what sets bassike apart. In an industry dominated by
changing tastes and a pressure to follow trends, its offering has
remained simple and constant. “We’re not a very loud brand —
it’s never been about that,” Sams says. “For us it’s about having
a great product and letting that speak for itself.We do what we do
quietly, and it works for us.”

Bassike fine jewellery is out October 6, priced $380–$890, bassike.com.

149 H A R PE R S B A Z A A R . C O M . AU September 2016

-TheBUZZ





O N E  O F  A  K I N D .

www.nespresso.com/whatelse



PO
R

TR
A

IT
S 

BY
 C

H
R

IS
TI

A
N

 A
N

W
A

N
D

ER
; F

A
B

IE
N

 M
O

N
TI

Q
U

E

lways joke that at any given time I’m supposed 
o be at two other places,” offers multihyphenate 
irgil Abloh, one of the busiest men in fashion. 
e founded cult Milan-based label Off-White 

n 2014, which after just two seasons showing in 
aris became the only American fi nalist for last 
ear’s prestigious LVMH Prize, against the freshly 
creative director of Balenciaga, Demna Gvasalia. 

In addition to being the creative director behind his own 
label, Abloh, who boasts a degree in civil engineering and 
a master’s in architecture, has a boutique in his home town 
of Chicago; an art collective, #BeenTrill#; an international 
DJ career; and more than a decade under his belt as creative 
collaborator with Kanye West, including creative director-
ship of West’s agency, Donda. He’s constantly in transit; 
his Instagram account reveals him “zigzagging around the 
world”, to New York to DJ a festival, pausing for a book-
signing at Colette in Paris for his limited-edition photography 
project You Cut Me Off, then zipping to the Off-White 
studio in Milan for fi ttings, all in a matter of days. It’s this 
same agility in the creative sphere that has enabled Abloh 
to uniquely temper his streetwear sensibility with a high-
fashion refi nement that feels so very now.

He’s the polymath blazing a trail through 
fashion’s hierarchy with his buzzed-

about label. VIRGIL ABLOH of Off -White 
speaks to DIVYA BALA about subversion, 

streetwear and his friend Kanye West

VIRGIL 
TERRITORY

Virgil Abloh.

Backstage 
at Off -White 

A/W 2016.
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Harper’s BAZAAR:There’s a lot of
interest in the intersection of high and low
culture these days.
VIRGIL ABLOH: Yeah. Something that
comes from our post-Tumblr generation, post
us having to work a 9–5 job like our parents did.
I think fashion, in the midst of all that, changed. High
and low isn’t such a novelty thing, it’s how young people
interpret the life we’ve been given. It’s how we look at luxury
brands, it’s how we look at heritage brands.
HB: Why do you think people from both ends of the spectrum
respond so well to Off-White?
VA: It’s based on the now. It’s authentically inspired. My place in
design history is to sort of interpret youth culture, and I think we’ve
seen that done in fashion before — it’s not a new concept — but
it hasn’t been done with the same vigour in a modern context.

This idea that‘streetwear’had never been extended,in my thought
pattern,towards women,that’s what I see as my main goal.Defining
this streetwear influence to womenswear. But that’s not the same
thing as saying “Hey, here’s a unisex jacket from your boyfriend’s
closet, put it on.”To me, that’s obviously not unisex, that’s such
low-hanging fruit. It hasn’t been creatively explored and so that’s
what my womenswear is. I’d not be satisfied with just having a
streetwear brand — although Off-White isn’t a streetwear brand.
HB: People seem to be determined to call it that. How would
you describe it?
VA: At one point, early on, I was sort of repulsed by the term. But
on another hand, I thought “Give me a term, stamp me with
something,” and it was an epiphany that I had right before my S/S
2016 show. I was like, “If they want to define me as streetwear,

“Subversion, irony,
you know, ‘Fuck the

system’, that’s all ’90s
generation and it
has to end up in
the clothes.”

luxury streetwear, then I need to defi ne it.”
HB: Is subversion important to you?
VA: Yes, subversion, irony, you know, “Fuck 

the system”, that’s all ’90s generation and it 
has to end up in the clothes. [The Vetements 

DHL shirt], I think, is the best T-shirt of our time. 
That’s streetwear.

HB: Are you still working on Donda with Kanye?
VA: Yeah, I still work with him, it’s been 13 years. To me, he’s this 
generation’s most important living artist. Fashion or music or pop 
culture, those things aren’t broad enough terms to encapsulate 
someone who wakes up and lives and breathes it. It’s how 
Michelangelo must’ve been. He sees things that are beyond, so of 
course that’s how I learnt. It’s the same as Demna [Gvasalia] being 
next to [Martin] Margiela. Margiela’s a real person. He lives, 
breathes and walks the whole concept that is that whole pillar of 
fashion. So Kanye is that for youth culture in general.
HB: What is your creative approach? Does it all come from the 
same place or are you switching lobes between vocations?
VA: It’s based on things that intrigue me and things I fi nd inter-
esting. It’s a nuclear thing and I can pour that into Off-White or 
I can pour that into creative direction for an artist or someone 
who needs a stage design or album packaging. It’s infl uenced by 
a conversation or a meeting or something by this obscure band 
from wherever, and that becomes my show music as well as the 
muse for the next capsule collection. I base whole collections on 
a glass of rosé with a friend or brunch or people-watching at Café 
Select [in NewYork].That’s my style of creation. It’s inclusive, not 
exclusive. It’s sort of like a mirror. It’s like, if your eyes are always 
open, you can see many things.

All images: Off -White 
A/W 2016.
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We’ve said it before, but it bears repeating. 
Italian fashion is red hot right now, thanks 
in part to the revival of established 
houses (Gucci, anyone?), but the injec-
tion of fresh talent over the past six 
years (and with it, new labels) has also 
contributed to the irresistible energy in 
Milan and Florence currently. Massimo 
Giorgetti is a designer combining the 
best of both worlds. After founding his 
successful cult (and colourful) label, 
MSGM, in 2009, the ex-DJ, account-
ancy student and sales manager was 
tapped to revamp the house of 
Emilio Pucci after its previous crea-
tive director, Peter Dundas, left to go 
to Roberto Cavalli. While Dundas’s 
vision was all jet-set glamour, Giorgetti has 
played to his strengths, which also happen 
to be in line with Pucci’s: vibrant colour 
and print. His latest collection went down 
especially well with retailers, including
Myer, which picked up the label for pre-fall
2016 onwards. “Giorgetti has done a brilliant
job of playing with archival prints on commer-
cial silhouettes to satisfy the original Pucci fan,
while injecting new prints on more forward
shapes to entice the next generation Pucci
lover,” says Myer international and Australian designer buyer
Teneille Ferguson. BAZAAR caught up with Giorgetti to chat
about celebrating Emilio Pucci’s skills on the slopes and the
never-ending joys of the Pucci archives. 

HARPER’S BAZAAR: What is your first memory of Emilio Pucci?
MASSIMO GIORGETTI: When I was a child, my aunt wore
a jersey Pucci blouse to a wedding. I found that so beautiful!
HB: Were the alpine landscape prints featured in the A/W 2016
collection inspired by Emilio Pucci’s love of skiing?
MG: Yes, for sure. I love the mountains so much, as Mr Pucci
did. Skiing is also one of my passions since forever, and I’m
a snowboarder, too. 
HB: The Emilio Pucci brand is most well-known for its vibrant prints.
Can you tell us a little about some of the key prints in the collection?
MG: I’ve created some new prints such as ‘Montagne’, featuring
alpine scenery; ‘Space’, inspired by the Mars landing — both
I refracted into archive-style geometrics — and I also incorpo-
rated the archival print ‘Parioli’ with colourful stripes inter-
secting on a solid base, like trails left by skiers on the snow.
HB: Luxury travel is integral to the Emilio Pucci story, something
you’ve nodded to with your ski inspiration. How is the romance of
travel relevant to modern ideas of luxury? 

F I V E  
M I N U T E S  

W I T H … 
E M I L I O  P U C C I ’ S 

M A S S I M O 
G I O R G E T T I

The new prince of 
prints muses on his 

role and the colourful 
legacy of Mr Pucci

Mas
sim

o Giorgetti. B
elow and detail: Emilio Pucci A/W 2016.

“Pucci is  
about colour, 
print expressing  
joie de vivre,
happiness
and more.”
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MG: The brand is coming back to its 
roots. Emilio Pucci has been always 

connected to leisure, holidays, luxury, 
wellbeing and a desire for beauty. Pucci is 

about colour and print expressing joie de 
vivre, happiness and more. A nonchalant attitude 
towards life is important for me, as well as the 

luxury of relaxing during holidays — and 
that’s something a lot of people can relate to.
HB: You have taken the house in a very different 
direction to your predecessor. Why? 
MG: I decided just to express myself, my 
creative vision, my way of thinking about 
style through the collections. I respect the 
work done before, but from the very first 
moment I started this amazing experience,  
I am trying to give my personal interpre-
tation of what I feel Pucci is. 

HB: Which aspects of your design sensibility do 
you share with Emilio Pucci? What are some of the 
differences? And how have both presented them-
selves in the collection?

MG: I think the intersecting geometries connect 
the past and the future in a unique interpretation 

of today. The Pucci codes have been accelerated, 
and I’m constantly playing with proportions. 

Emilio Pucci will be stocked at Myer Melbourne  
and myer.com.au from mid-August.
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Collette Dinnigan loves silk, wool and lace.



German engineered and tested to the equivalent of 20 years’ average usage.
Terms and Conditions apply. Visit www.miele20years.com.au

Collette Dinnigan’s W1 washing machine effortlessly ensures the beautiful fabrics she loves are always in safe hands.  

Engineered to be amazingly gentle on even the most delicate fabrics, it also has special programmes for silk, wool and 

delicates. While for everyday washes, this brilliant machine’s built-in TwinDos system automatically dispenses the perfect 

combination of detergents and achieves superior results every single time. For the things you love, trust them to Miele.

Discover the new standard in clean at www.laundrycare.miele.com.au

Happily, so does her Miele.

Shown above – the WKR 770 WPS washing machine with TwinDos automatic detergent dispensing.
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K I M K A R DA S H I A N W E S T
A N D K A N Y E W E S T ’ S house sits
atop a steep driveway in a gated commu-
nity in Los Angeles’s Bel Air neighbour-
hood. Kanye, on the phone, is pacing in
front of the house, occasionally obscured
by a column or a shiny silver sports car. He
waves me in with a publicly infrequent
smile and apologises for his workout gear:
Miami Heat shorts and a black T-shirt.

This is not really their house, though.
This is a stage home where the family —
West, Kardashian and their children,
North, three, and Saint, eight months —
are camping (a term used loosely; the place
is majestically minimal) for the next few
weeks until their new home is finally ready.
Prior to this, they’d spent more than a year
at Kim’s mother, Kris Jenner’s home in
Calabasas.

Kim click-clacks in, wearing a khaki
tight, long lycra dress — “a Yeezy sample”
— and full, precise makeup. Kanye perches
on a coffee table between two gigantic
white couches. On the table are some art
books: Annie Leibovitz, the
architect Álvaro Siza and, oddly,
one titled Great Stud-Farms of
the World. “Huh?” Kanye says
when I ask if, for any reason,
he’s into stud farms.“Nah, that’s
not our book.That’s for staging.”

And when it comes to
staging, Kim-and-Kanye know
a thing or two:
KANYE WEST: I think we should get an
outdoor shower.
KIM KARDASHIAN WEST: Well, outside
would be freezing, so maybe one inside
and one outside. One and one.
KW: But there’s a way that you can open
the glass, like a sunroof. I’m thinking about
the plaster, too, around the bathtub.
KKW: We’ll discuss.
LAURA BROWN: OK! So, this is in no
particular order. Kanye, your favourite
body part — your own or Kim’s.
KW: Is the face a body part? My favourite
body part of Kim’s: heart.
KKW: Awww, now I have to say the same.
But of my own, I like my upper stomach.
I just seem to always have abs. When I’m
not really pregnant, I have a great two-pack.
[Laughs.] And of Kanye’s? I have to say his
heart.And I’ve always loved his legs.
LB: Favourite song of all time?
KW: “All Along the Watchtower.”The Jimi
Hendrix cover.
KKW: I really like “Only One” [West with
Paul McCartney].
LB: Favourite Taylor Swift song?

KW: For me? I don’t have one.
KKW: I was such a fan of hers.
LB: Favourite book?
KKW: Embraced by the Light [by Betty J.
Eadie]. It’s about a woman who passed
away during surgery, and she went to
heaven,had her experience, and then came
back. My dad [Robert Kardashian] would
try to get me to read it, and I wouldn’t.
Then when he passed away, I was cleaning
out my room in his house, and I found it.
I read it, and it helped me. I felt like my
dad was OK.
KW: Yeah, I don’t have an answer for that.
KKW: Your mum’s book or your book?
KW: Yeah, but that’s like, you know …
KKW:Too self-promotional?
KW: Yeah, too promotional.
LB: Celebrity crush when you were young?
KKW: I thought Johnny Depp was so cute
when I was younger. Kanye, didn’t you like
Pam Anderson?
KW: Yeah! That’s what I would say.
LB: Historical figure you identify with?
KKW: This one is hard.

KW:Us? Muhammad Ali,Marilyn Monroe
— all day. Next question.
LB: Hidden talent? I don’t know if you
guys hide your talents, but if you do …
KKW: I can smell when someone has
a cavity. It’s a very specific smell — not a
bad breath smell, but something that is
really strong.
KW: I can analyse people’s intentions.
Immediately. That’s just a warning. To
everyone.
LB: Biggest insecurity?
KKW: I would say looking fat sometimes.
I really do take it seriously. I try to do what
I can and diet and stay in shape, and it does
make me insecure when I’m heavy.
KW: I used to have insecurity about my
finances, then I announced that I had debt,
and now I don’t have any insecurities.
KKW: Then you didn’t have any debt; it
seemed to all figure it[self] out.
LB:You just put it out there, like The Secret.
KKW: Don’t think that will work for
everyone.
KW: People will definitely use that against
you if someone knows that. But the one

thing I don’t have an insecurity about is
public perception.I’m not going to conform
to it, you know?
LB: Yes, the more attention you pay to the
winds, you can overthink things.
KW: Here’s something that’s contrary to
popular belief: I actually don’t like thinking.
I think people think I like to think a lot.
And I don’t. I do not like to think at all.
LB: You’re an underthinker.
KW: I think about things to put them in
a place where I don’t have to think about
them anymore. Say if I had a child with
a really bad mum, I would have to think
more than if I had a child with a good
mum. I’m just doing my homework early.
I told my trainer today, I’m a mix of
a 14-year-old high-schooler and a
60-year-old guy. It can never fall into the
thirties or the forties. It has to be 100 per
cent 60 or 100 per cent 14, no in between.
LB: Can you please make that into aT-shirt?
OK, how much do you really sleep? On 
social media you are asleep all the time.
KKW: He can fall asleep anywhere.

KW: I can sleep. I love sleep. It’s
my favourite.
KKW: He took me to a fashion
meeting in Paris once. I’d never
met these people, I was so
nervous. It was the beginning
of our relationship, and I didn’t
know anyone in fashion. And
he passed out at the table. I’m
like, “I’m so sorry, we’re

jet-lagged.”You don’t know the number of
times I’ve had to say that. I always flat-out
lie that he’s jet-lagged, even if we’ve been
home for months. [Laughs.] Me? I’m up at,
like, 6am.With my trainer, running up the 
hill you drove up to get here.
LB: Most annoying habit?
KKW: I think he gets really annoyed because
I just hate fittings. I’ll just be like, “Ah, I
can’t find something to wear.” I get so
worked up every time I’m rushing; I get
annoyed with rushing.Then I get in a bad
mood — I’m so cranky. I hate being late.
KW: It’s so hard to do fittings, because we
want to do things that are inspiring, that
people could look at and say, “Wow, I like
that colour palette,I could put that together.”
And there are so many images of things that
it’s almost impossible to have your clothes
go up against the amount you’re seeing and
carry it into one language.That’s why I’m
always fighting to either have a house work
with us or to head a house. It’s a lifestyle
that I can totally see: the future, modern
Versailles,modernVersace,modern Calabasas,
paparazzi, celebrity language. I just want 

KANYE KIM
By LAURA BROWN
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Kim
da acket $4450

au a Me e ong as
M sca n B k ($42)

Kanye
s ow c o h g

and ewe ery (wor
throughout)
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Lara Stone
Giorgio A man oat bag a earr gs a p ce on app at o a boo s $1240  

V m n s ha p c on app a o
Oréal Paris Colour Riche Lipco ou in Fairest Nude ($2 95)

G I O R G I O  A R M A N I



Natasha Poly
B c a a ack $4324 shoes $272

gloves price on app cat o b s p ce on app ca o ( op) and $445 and ea ring  $1923
Oréal Paris Voluminous Butterfly Sculpt mascara ($25 95)

BA LENC I AGA



Lindsey Wixson
Guc coat $3 50 a $ 025 bag p ce on app cat o a d boo s $3550

Laura Mercier Lip Parfait Creamy Colourbalm in Amaretto Swi ($42)

GUCC I



Lara
Ma c Jacobs coa bag a d boo s a p ce o app ca on

Oréal Paris Infallible Pro-Matte Foundatio ($29 9 )

M A R C  J A C O B S



Kim
Va en no coa p ce
on app ca on
Ye zy S aso 3 r ne k  
p c o app a on
an bodysu $ 8

au M c e C è e
S oo h p Co o

Ange c ($37)

Kanye
s own c o ng;

Ro x wa c p  
on applica o
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Lindsey
Ba ma oa top and boots a pr ce o app cat on

o e bag pr ce pp c on
Laura Mercier Second Skin Cheek Colour in Peach Whispe ($37)
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Lara
Max Ma a coat p ce o app ca on

e b g $3945 so ks $28 5 an s oes $ 595

Natasha
Ro o Cava coat e o app ca o

F d bag $16 700 socks  $28 5  and sho s  $1595

M A X  M A R A  &  R O B E R T O  C AVA L L I



Lindsey
C ne co t $52 0 b gs $ 470 ( ) a $2474 s oes $900

Laura Mercier Matte Eye Colour in Coffee Ground ($37)

CÉL INE



Natasha
Calv K e Co ec on coa b g a d c oke a p ce o app cation;

oe e shoes p ce on app ca on
Oréal Paris Infallible Pro Contour Palett ($29 95)

C A L V I N  K L E I N  C O L L E C T I O N



Lara
M M ke $3 80 ba $ 9 0 d shoes $ 8 0

S ngs d o Be Pe e ; s gs ass s an Ron a eb n a ge e So e a ake p o Peche x; a c res Anny ando ;
c s g a d p odu on ve e oos p oduc on ass s a u a nma o se p od c on P oduc o se des g ou s Benzo ;

retouching: Lutz + Schmitt; art direction: Jim Kae me g a d Jere y Kaye; es g a Wa g e  Prices approximate  See Buylines for stockists
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Kim
Cha e at $ 0 590 g oves
$ 7 0 and ne k $8 20  

Kanye
His o n clothing

CHA NEL



to build a collection that’s around me and
my wife and my kids. Because Kris and
the family, they have the power of commu-
nication.This is the number-one communi-
cations company.
LB: You’re saying you’ve got the power of
the idea.
KW: The idea. I know I wasn’t allowed to
go to fashion school; I can’t cut a dress like
Galliano, right? But I had enough where-
withal to go to that studio on my first
collection and bring Kim,[stylist] Christine
Centenera, [stylist and model] Ian Connor,
Theophilus London,Virgil Abloh … they
all came down to [Vetements/Balenciaga
designer] Demna Gvasalia’s studio that
night and hung out. And then Demna, as
you probably know, he worked on Season
1. Anyway, I want to say a controversial
thing for this article …
LB: I’m ready.
KKW: Laura’s question was, What’s
annoying?
KW: What designer on the planet can sell,
consistently, 40,000 shoes — in two
minutes?
KKW: One minute.
LB: Wow. Yeezy does it. OK, change of 
subject. Favourite selfie pose?
KKW: I love a selfie in the mirror.
KW: I love her nude selfies. Like, I love the
ones from the side, the back ones, and the
front. I just love seeing her naked; I love
nudity. And I love beautiful shapes. I feel
like it’s almost a Renaissance thing, a
painting, a modern version of a painting. I
think it’s important for Kim to have her
figure.To not show it would be like Adele
not singing.
LB: Kanye, nude selfies?
KW: I used to do nude selfies back in my
single days.You’d get a good cock shot here
and there. [Laughs.] Gotta keep it
rock’n’roll.
LB: I’d assume scale is important.
KW: Yeah, it’s all about scale. You don’t
become a rock star for no reason.
LB: Who’s more vain?
KKW: I mean, me.
KW: Yeah, I think she has vanity.And with
me, I don’t give a fuck, bro; it is what it is.
I’m the best — now what? I don’t know if
that’s a vain statement. I don’t particularly
like photos of myself, though.
KKW: Yeah, what is the definition of vain?
I want to look up exactly what the defini-
tion is. [Googles.] Vain, definition:“having
or showing an excessively high opinion of
one’s appearance, abilities or worth.”
LB: Speaking of pride, tweets you’re proud
of and tweets you regret?

KKW: I don’t regret any tweets. I’m not
a tweeter and deleter. So I have no regrets.
KW: She hates tweeters and deleters.
LB: Kim, blonde or brunette?
KKW: Blonde. Brunette is who I am, obvi-
ously; it’s my core. Blonde Kim is this alter
ego; she has a vibe to her that I love.
LB: Could you have predicted the reaction
to your nude selfie with the black bars?
KKW: I was about to get in the shower;
I took a nude selfie,kept it in my phone for
over a year. I just liked the picture, so I was
like,“Let me put censor bars on it and post
it.” I don’t do things to be like, “This is
powerful. I’m going to show you guys that
this is my ‘message.’ ’’ I’m not that type of
person. I’m empowered by it, but I’m not
doing it specifically to show power.
LB: It was a weird response because we’ve
all seen your body before.
KKW: Yeah, that’s what was so shocking.
And when I put the bars on it, it was more
covered up than a bikini!

LB: What was the last thing you bought
yourselves and each other?
KKW: The last thing I bought was a pair of
Isabel Marant sandals. I don’t wear flats, so
it’s hard for me to buy sandals. Kanye is the
hardest person to buy something for, so
I bought …
KW: You extended the bathroom and
bedroom on the house.
KKW: I rented an island for his birthday.A
far, faraway place where no one can find us.
KW: You see, those are the type of state-
ments that make people not like us, more
so than the “I’m the best” statement. It’s
more the “Oh, yeah, I just rented an island
for his birthday … You know in Meet the
Parents, Owen Wilson’s character? All of
our shit is like Owen Wilson’s character;
he’s like, “This is when we jumped off
Mount Everest, and we wore turtle flight
suits, or whatever.”
LB: Is there anything you wish the world
didn’t know about you?

KKW: Definitely. I was going to say some
ugly looks and stuff.
KW: Some pregnancy stuff.You killed this
second pregnancy, though. Your body
slammed that crap.You made that second
pregnancy your bitch.
KKW: I wish I had a little bit more privacy.
LB: OK,TV shows you binge-watch?
KW/KKW: Empire.
LB: What would you do if you were 
invisible?
KW:Women’s locker room.
KKW: I would probably creepily follow my
kids around, see how they act, see what
they talk about. I record my daughter just
talking because the things she says are so
funny. I could watch her talk all day.
KW: Yeah, maybe. See? Yours is so much 
nicer than mine.
LB: What makes you both laugh?
KKW: Kanye just says the funniest analo-
gies that are so random. I should start
keeping a book — in 20 years, I’ll have a
big book of analogies. They always make
me laugh.
KW: Kim’s just a funny person in general.
KKW: But I don’t get credit for being
funny — it’s, like, not a thing.
KW: I think my sense of humour is really
dark and super twisted and stuff like that.
It’s like, “Is this a funny joke for real? Or
am I just rich?” See? That was funny.
LB: What would you bring to a desert 
island?
KKW: My kids. My phone.
KW: Not me. [Laughs.] I would bring my
laptop and the internet.
LB: How would you like to be remem-
bered?
KKW: I’d like to be remembered as
someone who was smart in business, works
hard, and can be sexy and a mum. A
powerful but still sexy, nonconforming
woman. And I would hope that Kanye
would be remembered for being smart and
sticking to what he believes.
KW:Determined. I would say my determi-
nation is way higher than my smartness.
KKW: A lot of people have strong beliefs,
but they don’t have the confidence to
really stick to them. I really respect Kanye
for that.
LB: I personally really enjoy your use of
capital letters.
KW: Yeah, all caps. Next time I’m doing all
raps in all caps.
KKW: Kanye, what do you want to be
remembered for?
KW:Your answer was so much better. I was
going to say the whole thing about global
warming and we’re all going to be gone.

“I DON’T GET 
CREDIT

FOR BEING
FUNNY — IT’S,

LIKE, NOT A
THING.”

– Kim Kardashian West
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Below: BAZAAR’s Eugenie Kelly.
Left, from top: Stylerunner founder
and CEO Julie Stevanja; celebrity
skincare expert Melanie Grant;
Base Body Babes founders
Diana Johnson and Felicia Oreb.

From leaders in business to innovators in the arts, BAZAAR AT WORK

profiles the most inspiring professional women.

BAZAARATWORK.PLEEZPAY.COM
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DATE: Wednesday, August 17  TIME:  8am–9.30am   
LOCATION: Museum of Contemporary Art Australia, 140 George Street, The Rocks, Sydney

TICKETS: $80pp, available from bazaaratwork.pleezpay.com

Beauty and fitness is a serious obsession at BAZAAR, 
which is why we’re thrilled to be hosting our next 

BAZAAR at Work with our partner Elizabeth Arden. 
Deputy editor/beauty director Eugenie Kelly will lead  
a lively conversation with four leading gurus from the 
wellness world, Julie Stevanja, Melanie Grant, Diana 

Johnson and Felicia Oreb. Hear their inspiring stories   
as they talk all things beauty and health — and how 
the digital revolution is shaping the way they work.
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AMONG FASHION’S 

Marni coat, $4395, sweater, 
$1375, and earrings, $1145; 

Prada boots, $1930.
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Céline jacket, $2839, sweater, $1718,
pants, $1048, and earrings, $524.

Styled by NAOMI SMITH



The season’s dynamic new daywear runs from 

Photographed by KAI Z FENG

billowing blouses and a laundromat tote.

masculine jackets to bright leathers, stripes, 

 Mix and match at will



Chloé jacket, $3536, pants, $3390, scarf, $180, and boots, $1160.



Louis Vuitton jacket, $11,800, 
and pants, $5500.



Givenchy by Riccardo Tisci coat,
price on application; Céline sweater,

$1718, and  earrings, $524.



Balenciaga coat, $7320, pants,
$1004, bag, $4457, boots,
$1137, and earrings, $524.
BEAUTY NOTE: Shiseido

Synchro Skin Lasting Liquid
Foundation SPF 20.



Isabel Marant blouse, $613, pants, $993, 
and boots, price on application.



Prada coat, $9060, and bag, $3280.



Versace sweater, $1300; Céline earrings, $524.



Haider Ackermann jacket, $2134, vest, $2940, pants, $4020, and boots, $1402.



Marni blouse, $1175, pants, $1795,
tie-on sleeves, $1295, and shoes,
$1495; Céline earrings, $524. 



Marni blouse, $1175, and
cape, $2995; Céline earrings,

$524. Prices approximate.
Model: Paula Galecka at

Viva Model Management; hair
by Tobias Sagner at Calliste;

makeup by Min Kim at
Airport Agency. Kai Z Feng

is represented by Eiger Agency.
See Buylines for stockists.



Boss dress, price on application.
Styled by KARLA CLARKE



Photographed by DARREN MCDONALD

With next-level tailoring and a fresh take on femininity, 
 JASON WU is quietly redefining Hugo Boss. He talks romance,                     
                 the German influence and being a workaholic

                   with DAMIEN WOOLNOUGH



Boss dress, price on application.
Opposite page: Boss dress, $1099. 



is well and truly over for designer Jason Wu. Only days
after marrying his longtime boyfriend, Gustavo Rangel,
in Mexico,setting off an Instagram frenzy on the accounts
of guests Diane Kruger, model Constance Jablonski,
jewellery designer Jennifer Fisher,blogger Bryanboy and
street style star Caroline Issa, the newlywed is already
under the thumb of the other man in his life,Hugo Boss.

“I’m in fashion,” Wu says with faux weariness.
“Holidays don’t even exist. Maybe one of these days it
will happen, but I’m right back into it.” There’s no
regret in Wu’s voice. Perhaps it’s because the extended
honeymoon at Hugo Boss,where he took over as artistic
director of womenswear in 2013, has finally come to
a triumphant end. After Wu spent seasons patiently
absorbing the 92-year-old German label’s sizable heritage,
his impact was finally felt with force at the A/W 2016
collection, shown in his home town of New York.
A softer,more traditionally feminine signature emerged,
with gentle silhouettes and floral embellishments along-
side the impeccable tailoring of cashmere coats and
contemporary suiting that are the foundations of Hugo
Boss.Midi-length A-line skirts and hourglass silhouettes
achieved with curvilinear seams that skimmed the body
artfully meshed Wu’s soft touch with Hugo Boss’s solid
structures, and drew praise from a front row eagerly
awaiting examples of his influence.“When I started in
my current position, the Hugo Boss woman was very
much a derivative of the men’s counterpart,”Wu says.
“It was very driven by pairing and much more tailored.
What we’ve done is embrace that tailoring DNA, with
the sharpness and the cleanliness, but we must move her
along.There are far more layers to her.”

HearingWu rhapsodise about the Hugo Boss woman,
it is clear he is not a designer merely interested in playing
dress-ups.Wu loves women,which is why he has managed
to draw such powerhouse celebrities as Kruger, Kate
Bosworth, Dakota Johnson, Julianne Moore and Australian model
turned actorAbbey Lee Kershaw into Boss’s orbit during his tenure.
“She does represent so many women,”Wu says of his muse for the
A/W 2016 collection.“She’s not a wallflower and she’s not timid.
I don’t think she’s exclusively German.She is an international player.”

Wu’s experience with international players is stronger than most.
US First Lady Michelle Obama has been a loyal supporter of his
work since wearing a Swarovski-crystal embellished, one-shoul-
dered ivory silk chiffon gown from his nascent Jason Wu label
to her husband’s first inauguration ball in 2009, following it up
four years later in red chiffon at the second inauguration. In June,
Obama showed her appreciation for Wu’s latest efforts, wearing
a Hugo Boss dress with strips of confetti-like colours at a White
House event alongside Oprah Winfrey. “We’re always going to
have a great relationship,”Wu says, as Obama prepares for life away
from 1600 Pennsylvania Avenue.“To be a part of something that
I didn’t see in my plans when I was starting out is incredible.”

It’s also incredible thatWu’s start on the fashion scene is relatively
recent compared with such veteran peers as Raf Simons, Karl
Lagerfeld and Laura Lusuardi at Max Mara. His composure and
achievements suggest a man older than his 33 years,while his baby-
faced Taiwanese features betray his youthfulness. In such a short
time, Wu has squeezed in a freelance career designing dresses for

dolls, studied sculpture in Tokyo and dropped out of New York’s
prestigious Parsons New School of Design to develop his epony-
mous label (now with sister label Grey, launched in June). There
were no hard feelings from Parsons, which honoured his achieve-
ments with Hugo Boss in 2014.

Wu’s recent success has prompted him to reflect on the impact
the position at Hugo Boss (with increased duties including over-
seeing accessories and fragrance) has had on his approach. This
calm introspection is at odds with an industry in which designers
are complaining of burnout. “I’m not that kind of person,” Wu
says.“That’s not to say I don’t get stressed out and tired. I’m doing
a lot of things, but I can deal with a lot. It’s just one thing at a time.
I’m 33, and in your thirties everything is a little calmer. Let’s not
forget I’ve spent three years working with Germans, and that has
totally changed the way I function.”

Once a month,Wu travels to Hugo Boss’s head office in Metzingen,
Germany, which he describes as like the set of Gattaca.“I’ve always
been very organised,but this is next-level,”he says.“Now it’s ‘Jason,
you have to be here in two minutes then there in nine minutes’.

“But overall, I’m taking it day by day,”he continues.“When you
start your own company, you learn to be flexible.You get your
hands dirty.You start doing it all. Now I have incredible people to 
share the journey with.” It’s a marriage made in heaven.

TheHONEYMOON

“I’ve spent three
years working
with Germans,

and that has totally 
changed the

way I function.”
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Boss jacket and skirt, both price on
application, and boots, $1699. 



Boss top, $699.



Boss jacket, $2999, skirt, $649, and boots, $1699.





Boss top, price on application, and skirt, $649.



Boss dress, $2399. Prices
approximate. Model: Larissa
Hofmann at DNA Models;

hair by Marco Braca at
Kramer+Kramer; makeup by
Stoj Bulic at Next. Darren
McDonald is represented

by The Artist Group.
See Buylines for stockists.



Photographed by
DARREN MCDONALD

Revolution
is in the air,
as streetwear
sensibility
and ravishing
luxury collide

THE NEW 

ARISTO CRATS



Opposite page: Balenciaga coat,
$4082, pants, $1835, and shoes,

$3753. This page, from left:
Gucci dress, $6665. Gucci coat,

$13,205; Marc Jacobs shoes,
price on application. Gucci dress,

$6665, coat (in hand),
$17,890, and shoes, $905.

Styled by KARLA CLARKE



Miu Miu jacket, $2880, and
skirt, $1450; Louis Vuitton boots,

$2450; Jelena Behrend Studio
bracelets, $5805 each (on model’s
right arm) and $2836 (on left).



From left: Prada shirt, $910, corset, $1170,
shoes, $1930, necklace, $1110, and hanging

accessory, $460. Prada bolero, $1350,
dress, $4450, and belts, from top, $1730

and $660; rag & bone boots, $984.





From left: Erdem coat, $6839;
Palace jacket, $250, from

Dover Street Market; Erdem
shoes, $1224. Ellery coat,

$4400; Chanel dress,
$64,030. Alexander McQueen

dress, price on application;
Prada boots, $2100; Jelena

Behrend Studio necklace, price
on application. Miu Miu coat,

$4890, and jacket, $3380;
Araks briefs, $65, from
mychameleon.com.au;

rag & bone boots, $984.



rag & bone coat, $1705; Prada
boots, $2100. HAIR NOTE:
Dyson Supersonic hairdryer. 



Christopher Kane jacket,
$2580; Bianca Chandôn

jumper, $242, from
Dover Street Market;
Ellery pants, $1450.





From left: Ellery coat, $3550;
Bottega Veneta dress, $5220.

Chanel jacket, price on application.
Marc Jacobs dress, price on

application; Ellery top, $1350.
Preen by Thornton Bregazzi coat,

$4016, and dress, $2094.



From left: Prada coat, $4290,
and corset, $1170; Bianca
Chandôn scarf, $150, from
Dover Street Market; rag &

bone boots, $984; Jelena
Behrend Studio necklace, price

on application. Ellery top,
$1550; Christopher Kane skirt,

$1370; Prada boots, $2100.





Ellery coat, $3550;
Bottega Veneta dress, $5220.

Opposite page, from left:
Céline jacket, $4943, dress,
$3489, pants, $5072, and
bag, $1100; Ellery shoes,

$850; Jelena Behrend Studio
necklace, $4749. Louis
Vuitton jacket, price on

application, pants, $5500,
and boots, $2450. Calvin

Klein Collection jacket, top,
and pants, all price on

application; Ellery shirt,
$920; Jelena Behrend Studio 

necklace, $2837.





Palace jacket, $250, from
Dover Street Market; Dolce &

Gabbana skirt, $4600; rag
& bone boots, $984; Balenciaga
earrings, price on application.
Prices approximate. Models:

Allyson Chalmers, Anna Mila
Guyenz, Peyton Knight and
Madison Stubbington, all at

IMG Models; hair by Jenny Kim
at M.A.P; makeup by Sam

Addington at Kramer+Kramer.
Darren McDonald is

represented by The Artist Group.
See Buylines for stockists.

Meet the models in BAZAAR’s
behind-the-scenes film

at harpersbazaar.com.au.





 From top: Largo  
di Torre Argentina  

seen from Dinnigan’s 
terrace; neighbourhood 

street life; local 
landmark Piazza di 
Ponte Sant’Angelo.

ROMAN 
HOLIDAY

Photographed by  
CARLA COULSON



Collette Dinnigan  
on the terrace of her 
apartment in Rome.

In search of family adventure and the creative spark  
a new country brings, fashion icon COLLETTE DINNIGAN 

has embarked on a yearlong sabbatical in Rome.  
She welcomes ELIZA O’HARE to her penthouse



Dinnigan with son 
Hunter. Right: Vatican 
City seen from Castel 
Sant’Angelo (below).
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 MATTER HOW GREAT THEIR JOB, 
verybody wants to take a year out, just once 
 their lives. Unless you’re Sheryl Sandberg, 
ho is still doing that whole ‘Lean In’ thing. 
ut 12 months away from everyday reality 
unds like bliss to nearly every working 
oman (especially those with families)  
know. Now imagine you’ve spent the past 
ilding a business based entirely on yourself: 

y, your name on the door, the labels and the 
company bank account. Imagine the freedom of throwing all the 
cards into the air and taking off overseas for an entire year. Delicious!

A lot has been said about Sandberg’s 2013 bestseller, Lean In, 
which calls on women to be more involved, more authorative and 
more competitive in the workplace, but there’s a parallel move-
ment fostering our growing desire to ‘Lean Out’ in order to drop 
out, tune in and recalibrate creative desire. That was the original 
plan for fashion designer Collette Dinnigan and husband Bradley 
Cocks — specifically, a year in Rome, Italy. When the couple 
eventually decided to grab the family — daughter Estella, 12, and 
son Hunter, three — and jump, they had no idea exactly where 
they would land. The conversation about decamping en famille for 
a mythical sabbatical year had been an unfinished one for many 
years; they were just waiting for the perfect set of events to coin-
cide and give them the chance to escape.

There was finally a window. Dinnigan’s decision to close the 
fashion side of her business in 2013 was a life-changing moment, 
a catalyst for change across her whole life. A desire to do some-
thing personally enriching after such a big professional shift began 
to surface. “I just felt I needed to do something, and do it in a big, 
bold way,” she says. Paris would have made sense as a destination, 
considering Dinnigan’s long history with the city, having shown at 
Paris fashion week for 20 years, but Rome represented a clean slate 
for the whole family. “We wanted anonymity, we wanted to be lost 
in the place and discover something new,” Dinnigan says. “It’s got 
a lot of patina, this city. There’s lots to discover in every corner.” 

Obviously, there were some family responsibilities to consider 
before any big move. “Basically, we had to make it work for Estella 



Dinnigan and 
Bradley Cocks on 

their terrace. Below, 
from left: inside 

Castel Sant’Angelo;  
Ponte Vittorio 
Emanuele II.

first,” Cocks says. Estella is in her last year of primary school, which 
made it easier to accommodate a year-long hiatus, while Hunter 
was young enough to still be “pretty portable”. The process of 
moving a family to a country no one spoke the language of was 
always going to be hellish, but Dinnigan, true to form, was deter-
mined. “Once I make a decision to do something, I’m not one to 
procrastinate. That’s just my nature. You make it happen. Yes, it is 
difficult, but it is possible. The worst thing that could happen to 
anyone who says they’d love to move to Rome is that it doesn’t 
work out. But you’ve always got Australia to go back to.”

Dinnigan undertook extensive on-ground research before the 
move, going on a reconnaissance mission months before, checking 
out schools for Estella and spending back-to-back days viewing 
apartments in different areas of the city. There were four moves all 
up, before the family settled on a penthouse in the chic neighbour-
hood near the Largo di Torre Argentina ruins, where Julius Caesar 
was fatally stabbed. The apartment is half an entire floor of a terra-
cotta-hued block, with huge windows opening onto a green-
ery-frilled double-storied terrace with a breathtaking outlook over 
the surrounding rooftops and dome of the San Carlo ai Catinari 
church. “My god, the view we have — we’re so lucky,” Dinnigan 
marvels. The apartment is close to a cobblestoned square that fills 
every morning with flower and fruit sellers, inspiring a new family 
ritual of pomegranate juices to start the day. Enotecas, pasta bars, 
charming men’s tailors and charcuteries make up the rest of the 
neighbourhood. “It’s so incredible — the domes, the rooftops, the 
age of the buildings ... and even though everything’s crumbling, 
there is nothing you would change about it,” Dinnigan says.

The couple will lease the apartment for the 
rest of the year. “It’s not decorated the way I’d 
decorate it, but it doesn’t bother me here,” 
Dinnigan says. “In Australia, I’d be making sure 
every single thing was right, changing this and 
changing that. But here I feel like you can just 
let it go. And it’s been really good for me to 
not worry about things like the picture frames. 
You’ve got to let some things go, and what I’ve 
let go is my environment, and it’s all much 
more relaxed.” Six months in, and it’s all come 
together. Cocks’s intensive daily Italian lessons 
mean he’s chief communicator. “I wanted to 
learn to speak Italian. It’s a real luxury to be 
able to take the time to learn another language,” 
he says. Estella is excelling at her school, and 

“We wanted 
anonymity, we 
wanted to be 

lost in the place 
and discover 

something new. 
It’s got a lot of 

patina, this city. 
There’s lots to 

discover in 
every corner.”



At Villa Aurelia, 
property of the 

American Academy 
in Rome. Opposite 

page: on her terrace.
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Hunter makes friends everywhere he goes. “We walk along 
the street and hear ‘Hunter! Hunter!’ Everyone seems to know 
Hunter from daycare — and they love him in every restau-
rant we go into.” 

While the idea was to take an entire year off work, that hasn’t 
exactly happened. Dinnigan is still working on Australian 
projects and collaborations, albeit remotely. “But I have taken  
a year outside Australia!” she offers. “It’s really been about our 
family spending more time together, and I hope to keep that 
going when we go home. I know it’s almost impossible. You 
know when your kids go to school and find their own sets of 
friends, they grow up and leave you. That’s why it’s so precious, 
this time together. We don’t want to be apart from each other. 
Here, when we go out at night, the children want to come 
with us. They say “We want to come, too! Why can’t we come?”

For two people as connected as Dinnigan and Cocks, landing 
somewhere without a social network or fluency in the local 
language could have been disconcerting, but Dinnigan insists 
they were “quite happy not to meet anybody — we were 
happy just to ‘be’”. Slowly, however, they have started to build 
a new community around them. They are planning Cocks’s 
birthday dinner for the night after our interview and have had 
to stop inviting more guests as they’ve run out of chairs. “There 
is still a very strong international network of like-minded and 
creative people who admire and respect each other’s work. My 
brand imprinted on the global map, and it’s incredible the 
amount of respect I’ve got here,” Dinnigan reflects. “I didn’t 
expect people to remember my brand, but, you know, it’s made 
me feel very proud of what I’ve done and what I’ve achieved. 
It’s given me a lot of confidence and a lot more curiosity, and 
I’ve started exploring and being creative again.”

Dinnigan is finding the year in Rome is as much an immer-
sive investment in her creativity as it is her family. She is deep 
into her third major interior-design project, Golf House: seven 
floors of luxury residences in Sydney’s Surry Hills. Already, the 
Italian influence is creeping in, with such incredible raw mate-
rials and influences at hand, such as Milan’s famous design fair 
Salone del Mobile, a melting pot of cutting-edge international 
design with an interiors focus. “[Visiting the fair] was one of the 
most inspiring things I’ve done in a long time,” Dinnigan says. 
“I loved the colours, the textures — it was one of the highlights 
of the year for me. And although it doesn’t change your style, 
you definitely develop. What I’ve always loved, especially in 
Rome, is that mix of the very old and the mid-century modern 
they do so well,” she continues. “That’s something that’s hard to 
replicate. Here, you can start with old existing, quality finishes 
and add to it, using a very refined taste in mixing the old and 
new. I love it and I’m learning more and more.”

Partly, it’s a question of timing. “I think Italy is having a 
moment,” Dinnigan says. “It’s all about the Italian designers — 
Gucci, Fendi, Prada — It’s about the dolce vita, how we embrace 
life, about fun and colour, being feminine and fresh and quirky. 
You can see it in the literature and the arts. It’s about absorbing 
the creative energy.” And so, the seven-month countdown is 
on, as the end of their Roman affair looms ever closer. “In 
Rome, a year is just not enough,” Cocks admits. So, until then, 
we wait with bated breath for the next Dinnigan chapter. 

“It’s given me a lot of 
confidence and a lot more curiosity, 

and I’ve started exploring and 
being creative again.”



EAT
Trattoria Vecchia Roma

Via Ferruccio, 12b/c, 00185, 
+39 6 446 7143,

trattoriavecchiaroma.it

Osteria delle Coppelle
Piazza delle Coppelle, 

55/56/57, 00186,  
+39 6 4550 2826, 

osteriadellecoppelle.com

Ristorante Piperno
Via Monte Dè Cenci, 9, 
00186, +39 6 6880 6629,

ristorantepiperno.it

Bar Frattina
Via Frattina, 142, 00187, 

+39 6 679 2693,
barfrattina.com

WALK
Ponte Cesito  

(bridge to Tiber Island)

Villa Pamphili 
Via Vitellia, 00152 (largest 

landscaped park in the city)

VISIT
Organic farmers’ market  

near Circus Maximus (only 
open weekends)

MACRO: Museo d’Arte 
Contemporanea (museum of 
modern art), Via Nizza 38, 

Piazza Orazio Giustiniani 4,
+39 6 6710 70400, 
museomacro.org



EMILY
RATAJKOWSKI ’S

NAKED
AMBITION



The actor sits down with the famed feminist author NAOMI WOLF to discuss 
sexuality, shaming and the notorious KIM KARDASHIAN selfie

ETING EMILY RATAJKOWSKI

s like meeting the zeitgeist. I knew
f the actor; I had been struck by her
ympathetic portrayal of a lovelorn
ollege student in Gone Girl.Though
he camera had been all about her
leaming upper body as she played
ffleck (tough day at the office, no

doubt), I was impressed that she took the “slutty other
woman” stereotype and played it with compassion. She is also
an outspoken feminist,whether addressing body-image issues
on Lena Dunham’s site, Lenny, or challenging the haters with
a topless, in-your-face Instagram alongside Kim Kardashian.

At 25, Ratajkowski is plenty articulate. Her views reflect
a dramatic shift in the culture, as many young women actually
do call themselves feminists these days.Her politics, especially
about the body (show it off), attention (why should women
not want it?), assertion and self-acceptance occurred to me
as mostly very good news. Her peers, the children of a
pornographic culture, are doing just what they should do,
given the wash of objectified, naked bodies everywhere.
They are engaged in establishing a new narrative to reclaim
the body: from SlutWalk to Free the Nipple to promoting
body-positive agendas, it is obvious that they are not the
sober puritans of feminism of yore.

Do these actions raise real issues? Absolutely. I respect
Ratajkowski’s frank perspective, but I still wish she could
have a huge career and keep her shirt on — if she wishes. Is
her brand of fierce feminism the future? Probably.Am I glad
that she and her peers, on screen and off, are speaking out,
even if what she says sometimes makes me uneasy? Definitely.

Photographed by MONA KUHN



NAOMI WOLF: All right, so you have been out there a lot
recently. I’m getting the impression that there is a wave of Emily-
ness going on.
EMILY RATAJKOWSKI: Is there a wave of Emily-ness?
NW: You’re very candid about how you use your sexuality and
your body and how you communicate.
ER: A lot of media attention came earlier this year from being
a Bernie [Sanders] supporter. I could’ve said I was supporting
anyone and people would’ve been shocked and horrified. That
became a moment, and then I wrote my essay,“Baby Woman”, for
Lena Dunham’s newsletter.
NW: Which I read and really liked.The beauty of feminism is that
there isn’t a wave of historical erasure, like, “Now it’s your job.”
ER: Well, I think it’s everyone’s job.
NW: I mean your generation’s.
ER: Right, exactly.
NW: I want to hear your story.Where did you grow up?
ER: San Diego, mostly, but I was born in London and lived there
until I was five. We travelled a lot. But really San Diego is my
home town. It’s where I went to high school.
NW: Were you interested in theatre and performing as an adolescent?
ER: No, it started in London, actually.My mum was teaching there,
and she would get a discount on plays. I was obsessed with it. Once
we went to San Diego,I stuck with it.When I was 14,a lot of people
said, “She’s such a good actress, she loves theatre, she looks like a
woman, she should consider moving to LA and trying to do this
professionally.” My parents were hesitant, but they would take me.
NW: To go to auditions when you were 14?
ER: I started auditioning when I was 15 for the
Disney and iCarly roles, but I didn’t relate to
those characters.They were archetypes that those
shows specifically play into for prepubescent
girls, where it’s, like, the “bitchy cheerleader” …
NW: So you were modelling at that point, too?
ER: I signed with an acting agent first; I wasn’t
really interested in signing with a modelling
agent. But that same day they said,“You should 
go over to Ford.”Then they signed me.
NW: How old were you then?
ER: Fourteen, but I looked exactly the same
as I do now. They didn’t know what to do —
I looked like a woman.
NW: It’s a problematic space where someone is
a child but perceived as a woman.
ER: I genuinely hit puberty before everyone.
So I really was more sexual than my classmates. My teachers, my
boyfriends, my parents’ friends didn’t understand how complex it
all was.Because of third-wave feminism, I understood that there are
all these fucked-up ideals of beauty put on young women; that
there was something to be scared about in the entertainment world.
But yet the people I knew in my everyday life, they [didn’t realise]
their faux pas, their missteps, and since they knew me, it was that
much harder because the comments felt personal.
NW: Can you give me an example?
ER: Once I had a teacher,who was a woman, snap my bra because
she was mad that it was showing. She did it in front of the class.
NW: That’s shocking.
ER: It was, like, something I became very used to. I had a girl-
friend who wasVenezuelan, and her body developed in a different
way. I had big boobs and she had a big butt. She would wear jeans
with no pockets that would show it off, and we were constantly
in trouble at school with the dress code. We were harassed and,
damn, that was the worst part of it.

NW: That’s so obnoxious. So you were both having your bodies
shamed.
ER: I remember going to Forever 21 and buying this ridiculous
pink thong underwear because I thought, “That’s what you do,
right?” It would pop out, and I’m sure that would bother people.
But at the same time it might’ve been a tool that I didn’t under-
stand. Being part of a patriarchal society, it kind of helped me
figure out what I was all about. I loved in your book The Beauty
Myth when you talk about this ideal world where women could
dress sexually casually and it wouldn’t even be something that
anyone would notice. For me, that’s something I’ve lived by.
I don’t wear a bra all the time, and I don’t think about it.
NW: I think you should be able to explore whatever you want to
explore.Thong or no thong or overalls or shave your head or not.
If they have a problem with my sexuality, that’s their problem.
Which leads me to your topless selfie with Kim.
ER: I didn’t know her personally, but Kim posted this naked selfie
in March, and there were black bars on her private areas.And there
was this uproar, especially from Piers Morgan, who wrote this 
whole thing about “she’s a mother, she’s 35, it’s ridiculous …”
NW: Wait, I don’t understand — at 35 she’s too old?
ER: “… She’s too old and she’s a mother and we’ve given her
enough attention, like, she needs to stop doing this.”That made
me really angry. She wrote a few tweets responding to all the hate
she was getting from this post, and then Piers said Kanye [West] 
had written those tweets, which also infuriated me no end.
NW: Oh, my god! Jesus.

ER: A selfie is a sort of interesting way to
reclaim the gaze, right? You’re looking at
yourself and taking a photo while looking at
everyone. But also, who cares? Kim’s allowed
to do what she wants. So I issued a series of
tweets; she sent me flowers, thanking me,
which was very sweet.We ended up running
into each other and had this idea to take a
similar selfie with our middle fingers up.
NW: Now,I’d also love a world where women
could get plenty of attention for a picture like
that clothed.
ER: Absolutely. Kim wrote, “We both have
nothing to wear,” because that was in refer-
ence to the original one. So this was very
light-hearted … I wrote, “We are more than
just our bodies, but that doesn’t mean we have
to be shamed for them or our sexuality.”

NW: It was a very political image, but I guess she can’t necessarily
think of it like that.
ER: Also, Kim is someone who could be criticised for a lot of
different things about what she represents, but to me, it was an
important moment to say,“Even this person who you could criti-
cise for all these different things doesn’t deserve this response,right?”
NW: We’ve gotten to ground zero of this whole conversation,
which is that there’s still the fear and contempt of female sexuality
and the just intolerable cultural reaction when women take
ownership of their sexuality and their bodies.
ER: Kim said that to me,“You know, when Lena Dunham takes
her clothes off, she gets flack, but it’s also considered brave; when
Justin Bieber takes his shirt off, he’s a grown-up. But when
a woman who is sexual takes off her top, it plays into something.”
NW: I’ll just jump in and say that any woman is sexual.
ER: Right, of course, but there is a distinction in the reaction
between, for example, Kim taking off her shirt and Lena. It’s not 
fair to either of them.

SEX“

is normal.

is normal.
DESIRE
ATTENTION

is normal,
and that’s OK.”
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NW: Yeah, it’s fucked up. I’m sorry.
ER: It is. And I agree with you — any woman is
sexual, absolutely.
NW: I wish that you and Kim and everyone who’s
creating cultural objects around their own bodies
could have the right to define those images for them-
selves.At the same time, I’m also seeing in that image
the huge influx of pornography and the rigid defini-
tion of it.Women learn what a sexy woman is from
porn or from airbrushedVictoria’s Secret models, so
I would love a world in which you don’t have to look
like that to say,“Screw you, I own my sexual body.”
ER: True, but the world should not be exclusive of
the ideal body. It has to include all ideals, all bodies.
The whole idea is that when Kim takes a nude selfie,
she’s just seeking attention. That’s not the issue.
A woman can be seeking attention and also make a
statement.They don’t need to be mutually exclusive.
NW: It’s true.What’s more, I notice again and again,
is that there’s a deeply antifeminist origin of mocking 
women for seeking attention.
ER: And I don’t like that.
NW: No, because you can’t engage in history or be
a leader without some drive for recognition. What
I really like is that you are adding your words to the
pictures and the images — and doing what you can
to control the message — even though you can’t
control everything in the industry. But I also would
like a world in which the girls looking at images of
you, of Lena Dunham, and all the other women out
there can still feel good about themselves.
ER: Right. And I mean, this is the body, this is the
person that I am, so I’m limited to that body.
NW: Again, you don’t have to apologise for being
beautiful.
ER: That’s something we really forget in this world,
especially in my industry and being in the public eye
as a female.There’s this idea that if a man enjoys a
photograph of a nude woman or if he likes your
short skirt, he’s taking something away from you.
NW: Yeah, that’s unfortunate.
ER: It’s not right. Sex is normal. Desire is normal.
Attention is normal, and that’s OK.That’s really what

slut-shaming is, right?You talk about this in your book Promiscuities.
A woman talks about having sex, and it’s like,well, a guy got to have
sex with you, so you’re stupid.You’ve given something up.
NW: These attitudes come directly from the Victorian period.
They’re ridiculous, of course. The caveat is when you’re in the
performance profession, you’re giving pleasure with the perfor-
mance. But if someone else uses your short skirt to undermine
you or belittle you, that’s not cool.That’s also not your fault.
ER: It’s also not my problem. It’s irrelevant.When I post a selfie
and someone comments, “Oh, sure, go ahead and reclaim your
sexuality, I got my rocks off,” that’s not my problem. 
NW: Do people really write that?
ER: Absolutely. On anything.
NW: That’s disgusting. How do you choose what you post on

social media from day to day?
ER: Some posts are more intentioned than others.That selfie with
Kim was very intentioned,very direct. I had the tweets lined up for
when it launched because I wanted those things to be what came
with the image when the media started covering it.But then other
times it’s just a tool, you know? I’m a young woman who lives in
a world of social media; I’ll post boring things, too! [Laughs.]
NW: When you have something to say, you have to make sure you
keep some sort of naturalness, but it does get more challenging the
more prominent you get.
ER: It’s cool to have a format where you can be so direct with an
audience. Social media is something women didn’t have 10 years
ago, and that’s a big aspect in feminism today. I don’t have to be 
filtered by anyone. I choose.

“When LENA DUNHAM takes her clothes off, she gets flack, but it’s also
considered brave; when JUSTIN BIEBER takes his shirt off, he’s a grown-up.”
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Makeup is not a mask.
It is the face you want the world
to see. Foundation is not a filter.
It is confidence with a purpose

BAZAAR | PROMOTION

Shiseido Synchro Skin Lasting Liquid Foundation is available 
nationally at Myer, David Jones and selected pharmacies. 

Visit www.shiseido.com.au to fi nd your nearest store.



(Previous shot)

C O N T R A S T  1 0 1
Only up for minimal effort? Try this 

uncomplicated take on the trend. 
Take Moroccanoil Hydrating Styling 

Cream, mix with Moroccanoil 
Treatment Light and comb through 

the top sections, leaving the ends dry. 
“Using a flat brush and your fingers, 
work a little dry shampoo from the 
mid lengths to the ends, and that  

will texturise the rest,” Gray advises.  
“The trick here is not to overuse 

product, or you’ll lose the contrast.” 

T H E  F LY I N G  P O N Y
Love the simplicity of a ponytail but 
require something a little more swish 
and ‘done’? Opt for this sleek-sided 
pony that boasts a dry-textured top 

and glossy yet textured tail. “Separate 
the back section of the head and pull 
it into a tight pony. Next, separate the 
top area and brush the sides back to 
join the pony using a second band, 

then spray over the surface of the sides 
with a strong-hold hairspray to keep  

it sleek and in place,” Gray says.  
“Spray Moroccanoil Dry Shampoo from 
roots to ends through the top section  

and push back off the face using  
your fingers, banding the ends into 
the existing ponytail. Lastly, run a  
small amount of Moroccanoil Frizz 
Control through the entire ponytail 
and spritz with a little Moroccanoil 
Hydrating Styling Cream and twist 

into a ballerina bun. Set using a sock  
diffuser so a soft, shiny wave forms 

when the bun is released.” 

HERE’S A CONUNDRUM.  How to bust oneself out of a hairstyle rut season after 
season without having to resort to a major cut or colour? For the 99.9 per cent of us who 
are follicularly risk-averse, there’s a noncommittal solution: texture. Variations of slicked 
styles were everywhere on the runways this season, from Valentino to Saint Laurent to 
Giambattista Valli — good news for those nervous about looking like they’ve just stepped 
out of the shower, yet who feel that old staple beach hair (yawn) is too old-hat. That’s why 
we love this new mix of the two; the freshness comes from the juxtaposition of sleek and 
dry texture. Sound like this should be left to a professional? It doesn’t have to be, as 
Moroccanoil creative director and über-stylist Peter Gray proves …

CONTR ASTING V IEWS
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FRESH FLYAWAYS
Flyaways can give a look shape

and texture if the rest of the hair
is intentionally kept sleek.

A little volumiser applied to the
front hairline ensures hold, while
a dry shampoo can soften things
up and create texture. Blow-dry
the remainder straight using a
paddle brush, ensuring a glassy

finish by applying a mix of
Moroccanoil Smoothing Lotion and
a pump of Moroccanoil Treatment.

“Be precise when it comes
to product application,” Gray
warns, “otherwise the contrast  

in textures will be lost.”

Dion Lee top, $290; Tiffany & Co. earrings, 
price on application. 
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A U D R E Y H E P B U R N 
D O E S P U N K

Take one diamond necklace for
a Breakfast at Tiffany’s-inspired

up-’do, offset with a textured top
and finish with a twisted knot.

Hey, presto: glamour meets punk.
Comb Moroccanoil Hydrating

Styling Cream through damp hair
and blow-dry so it’s smoothed

back off the face. Next, liberally
rub a dry shampoo through the
mid lengths and ends to give the
hair a little texture. Then pull the
back and side sections into a high
pony and twist tight into a half

knot, leaving the ends out. Next,
brush the top section back so the
ends meet the ends of the knot.
Finally, take your necklace and
pin it around the crest of your
head using bobby pins pushed

against the grain of the hair
to ensure a secure headband.

“The key to getting this right is
creating real contrast between

the smooth top and sides versus
the textured ends,” Gray says.
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Alex Perry dress, $1100; Fairfax & Roberts
necklace (worn as headband), $42,800.



VERY JERRY
Sleek meets textured in this
’70s-inspired look, which
is surprisingly easy to DIY.

“I started with hairspray and
Moroccanoil Volumizing Mousse
to prep the hair (skip this and
the curls will drop out), then
achieved the texture with a

1.1/4” curling iron, wrapping
each section in opposite

directions and leaving the
ends straight. The smooth side

is brushed flat and sealed
with Moroccanoil Luminous 

Hairspray Strong.”

BEAUTY-
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Alex Perry top, $400.



WET, WET, WET
Gray regularly pulls off this look for
Met Galas and Cannes red carpets.

His celebrity clients love it for
its simple, minimalistic vibe, which

plays well against their opulent outfits.
Where does the contrast of textures

come in? “Comb grooves into the hair
and maintain a little volume through
the top areas,” he advises, warning
that “not distributing the product

evenly will result in dry patches and
an uneven texture. Get the look by

mixing Moroccanoil Styling Gel Strong
with a small amount of Moroccanoil

Treatment Light and use a wide-tooth
comb (fine-tooth combs tend to
flatten and smooth the volume)

to create the grooves. Dry the grooves
into place using a sock diffuser.

Christian Dior dress, $6800;
Fairfax & Roberts earrings, $10,900.
Prices approximate. Models: Victoria
Lee at Priscillas Model Management;
Alex Moxham at IMG Models. Hair

by Peter Gray at Moroccanoil; makeup
by Rae Morris at Reload Agency;
beauty direction by Eugenie Kelly.

Steven Chee is represented by DLM.  
See Buylines for stockists.



Chanel’s new makeup maestro LUCIA PICA 
unveils an artistic meditation on the house’s 

signature colour. By EUGENIE KELLY

LADY IN RED

Lucia Pica at London’s 
Bar Italia. Below: 
images from Pica’s 
exhibition for Chanel.
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has been the 40-year-old Pica’s home since she
moved here from Naples, aged 22.“Italy is so full
of contradictions,” she says.“It’s crazy but beautiful.
And so conservative.There, the male rules, but in

an understated way, the woman controls the home. She’s strong.
My grandmother was certainly feisty. In Italian culture, the female
expresses her opinion. But for me, London is so amazing because
there’s so much freedom here.” A waitressing stint followed by
a one-month makeup course at Greasepaint Makeup School (now
the renowned Iver Academy) led to Pica assisting the best in busi-
ness, among them Charlotte Tilbury. “I loved her work so much
I kept calling her agent every two weeks, in my broken English,
begging her to let me work with Charlotte.She must have thought,
‘Join the queue!’ I got some lucky breaks, but it was passion, hard
work and staying curious that really helped me get where I am.”

An encyclopaedic knowledge of art and cinema (“Blue Velvet,
Night on Earth, 8 ½ and True Romance are all films that changed me,
visually”) fuels her creativity, particularly complex female characters
such as Vittoria, played by Monica Vitti, in the 1962 Italian drama
L’Eclisse.“She’s so tortured!” Pica declares.“I’m just so attracted to
her face, the way she wears her hair, how she dresses … and her
attitude. It’s the kind of woman who eventually translates into some-
thing in my head. Even though I don’t know exactly what that is!”

Having interviewed many creative directors of luxury cosmetics
brands over the years (let’s just say I’ve seen a moodboard or three
in my time), I find the effort behind, and the depth to which Pica
has expressed herself through, today’s exhibition staggering. In
essence a study of the colour red, it’s a scrapbook of her inner
journey; still lifes of coloured-powder explosions, experiments 

ANEL’S global creative designer for makeup
nd colour, Lucia Pica, has just rimmed my
ower eyelashes with dark red eyeliner. And
rankly, I’m terrified. One: I detest eyeliner.
wo: I don’t ‘do’ vampire, or aspire to appear
s if I have conjunctivitis.
The effect is mindblowing. One glance in

uddenly I feel … intriguing, mysterious, dare
I say badass.“I know it seems scary, but suddenly everyone is
attracted to your eyes — it triggers something in them,” Pica
muses, standing back and admiring her work. “It’s mesmer-
ising. [Chanel face] Kristen Stewart told me red eyeliner is
a trick many actresses rely on when they want to convey
intensity.” (Stewart’s now moved on to burgundy eye-shadow,
apparently, juxtaposing it with her bleached mane on red
carpets at Cannes Film Festival recently.)

Today is an epic day for Pica, who is launching her first
cosmetics collection for Chanel (Le Rouge Collection No.1)
in a wing of London’s vast neoclassical Somerset House with
a photography exhibition of images she created as part of her
moodboard. It’s her way of explaining her vision behind the
collection (eye shades, six lip colours, lip liners, eyeliners,
blush, mascara and nail varnish and gloss), which focuses on
the colour red.“I wanted to express different facets of femi-
ninity, and red is the perfect colour to do that,” Pica says.
“With red you think power, vulnerability, innocence, experi-
ence. It’s a pillar for Chanel. As Mademoiselle used to say,
‘Put your red lipstick on and attack’. I didn’t wa t to start
somewhere soft. I wanted to start somewhere
strong. I wanted to subvert a classic — to
provide a bold, effective way of doing strong
makeup that was at the same time wearable.”

If you’re wondering why this presentation
is happening in London and not Chanel’s
home town of Paris, it’s because the British
capital (Dalston in east London, to be precise)

Pica in her adopted
home town of London.
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“I wanted to start
somewhere strong. 

I wanted to
subvert a classic.”



Pica’s tips for
carrying off the hue

with pigment, dripped wax, swirled paint, and
flowers both fresh and faltering. The most
arresting image is of a naked woman, her copper
hair spiralling over porcelain flesh. “The world
seems to be going a certain way where everyone’s
idea of attractiveness is the same,” Pica laments.
“I’m not attracted to that. I’m attracted to differ-
ences and imperfections.”

Pica is likely to stay true to her vision, rather
than get caught up worrying which lipstick shade
will sell more. And despite the earnestness of all
this creativity on the walls of Somerset House, at
heart she’s bubbly, bursting into fits of girlish
giggles. She also does that double-hand hand-
shake thing, which is your first hint that she’s one
to wear her heart on her sleeve. Athough she
started at Chanel in January 2015 (former
makeup director Peter Philips exited in 2013),
and has developed Chanel collections and
campaigns in the meantime, today is her official
debut, hence she’s suitably Chanel-ed up in a
black silk pussybow blouse and tailored black
pants. Her flawless pale skin, cherried cheeks and
blue eyes, intensified by burgundy shadow,
complement her rebellious side. Scroll through
her celeb-infested Instagram account and,
between a glowing Gisele, a Kate Moss cover and
a Keira Knightley ad campaign, out pop close-up
shots of jewel-like eyelids painted vibrant Klein
blue and solid silver; chalked-out black brows;
and neon-orange lips.“I like to play on this idea
of opposing forces,” Pica says. “Balance is so
important in beauty — that way you’re not
shocked but, rather, attracted to it.”

This mix of ideals — daring and freedom versus
elegance and classicism — undeniably parallel
Coco Chanel’s philosophy, something not lost on
Pica. “She had the courage to free women from
corsetry and put them in fabric used for men’s
underwear. She trusted her instincts because she
felt this was what women needed. That takes
courage, to revolutionise people’s perceptions.
Not that I think I’m doing that!”

Hate to disagree with such a sweetheart, but 
she kind of is. CO
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NAILS
Chanel Le Vernis

Longue Tenue Rouge
Puissant (1) is Classic

101, while Le Vernis
Gloss in Rouge Radical
(8) is a fun, high-shine,

vibrant orange-red
that’s almost jellylike.

LIPS
From the super-smooth

Rouge Allure (5) to the matt
Rouge Allure Velvet (7), the
six shades in the collection

deliver both classic and brave
options, while Le Crayon
Lèvres in Désir (3) helps

sustain staying power.

EYES
Le Stylo Yeux Waterproof Eye

Pencil in Agape (6) adds intense
emotion, while Illusion d’Ombre

Velvet in Rouge Contraste (2)

and Rouge Brulé (4) can be
blended to create both natural 

and vivid looks.

CHEEKS
Joues Contraste

Rouge Profond (9)

is a brick-red blush
that can be lightly

applied to look
like a natural flush,
or amped up for a

more stylised effect.

1

2

3

4

6

5

7

8

9

W

ELL RED
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new collection
WASHINGTO

Kerry Washington for OPI

WE THE FEMALE —
ONE OF 12 NEW SHADES AVAILABLE IN NAIL LACQUER

@OPIAustralia  #OPIWashingtonDC

&
Available exclusively at select salons,



When you get 10 minutes
with Stella McCartney, there’s a lot to

pack in. Her cameo in the upcoming Ab Fab movie
and her Team GB Rio Olympics kit, for example.There’s also

her new swim range to chat about and, of course, McCartney’s new
fragrance, Pop. But it turns out there’s another subject very close to her heart,

which she’s eager to discuss when we sit down at the launch of Pop, in London’s
Waterloo. Pool cars. “How good is the pool car!” McCartney says, referring to the

Cadillac/swimming pool hybrid that transports the designer’s Pop girl gang (more on them
later) around the California desert in the fragrance’s campaign film.“I’ve always wanted to do a

pool car for a shoot — I’m always like,‘Can we do a pool car, everyone?’And they’re like,‘It’s really
not appropriate.’”Then she realised,“I can do it for Pop — yay! It’s perfect.”
McCartney would be the first to tell you, however, that far more important than the pool car are the

young women who fang it down the highway in the video by super-director Melina Matsoukas (if, like the
rest of the world, you’ve watched Beyoncé’s “Formation” video, then you’ll be familiar with her work).
Perhaps the most famous among the Pop talent is 28-year-old Canadian musician Grimes (whether you know
it or not, you’ve definitely listened to her 2012 hit “Oblivion” a billion times), whose pink hair coincidentally
echoes the shade of Pop’s built-in bottle cap. “Who doesn’t love Grimes?” McCartney says. “She is a young
vegetarian, she is a musician, she writes her own material, she directs her own videos, she does her own artwork
and she’s kind of who I want to be.Then you have Lola,” McCartney says, referring to Madonna’s 19-year-old
daughter, Lourdes Leon.“She is such a beautiful young spirit who I have known for all her life.And Kenya
[Kinski-Jones, the 23-year-old model and daughter of Quincy Jones], my gorgeous animal-rights activist,
and Amandla [Stenberg, the 17-year-old human-rights campaigner and actor who appeared in The Hunger
Games and Beyoncé’s TV movie Lemonade], who speaks for so many different young women.”

For McCartney, these four rising stars are the whole package — not only
do they champion many of the values that she herself holds dear (the

designer famously avoids using leather and fur in her collections,
for example), but they also encapsulate the free-spirited,

youthful mood of the fragrance. “I think when I did Stella
[her first fragrance], I mean, it had my name on it, so

it was kind of a big deal for me. But creating this
new fragrance has been about looking at who

is the next generation of women — I’ve
got Stella, I understand who she is,

so who is the next Stella?

“[Stella] knows 
what’s up — she 

doesn’t underestimate 
young women.”  

– AMANDLA STENBERG

Stella McCartney 
Pop eau de parfum, 

$90 (50ml).

On location for Pop, 
clockwise from 

top left: Grimes, 
Kenya Kinski-Jones, 
Amandla Stenberg 
and Lourdes Leon.
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Stella McCartney’s third 
fragrance, Pop, channels 

the zeitgeist via its 
modern, sophisticated 

scent and of-the-moment 
campaign faces. 

 By CLARE MACLEAN
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Amandla Stenberg on …
Stella McCartney “I love how she
pulls out vintage inspirations like
the cat print for pre-fall — which
reminds me of an old lady who
owns a thrift store, in the coolest
way. She knows how to bring

things back … like with Pop. She
uses tuberose, which is old-school,
but she brings it back in a fun way.”

Human rights “I identify as
feminist and I am constantly trying

to fight racism, sexism,
transphobia and homophobia in

my everyday life. Oftentimes those
labels are seen as separate, but
I think feminism is having a

powerful moment because we are
recognising that there are these
intersections between them.”

Working with Melina Matsoukas
“It was unreal — I’m grateful to
know her now and I find myself

very inspired by the aesthetics she
creates. She knows how to assert
herself, which is such an important
tool as a woman of colour who is
a director, and that inspires me.”

What’s next “I have a few projects,
acting-wise, but I’m graduating

high school, then I’m going to NYU
film school [in spring].”

Kenya Kinski-Jones on …
Stella McCartney “Stella has been
a hero of mine for a long time,

because not only does she have a
beautiful brand with special pieces,

but her clothes stand for
something, too — and I think that’s
unique, to be able to build such an

empire while respecting the
integrity of the planet and animals.”

Animals “I have always connected
with animals — they taught me so

much responsibility and
selflessness and love … I recently
connected with [Last Chance for
Animals] and we are working on

a campaign against ag-gag
legislation, which basically

prohibits people from recording
injustices on factory farms.”

Modelling “I got into it about five
years ago — I visited a Bruce

Weber shoot with my mum, who
was trying to encourage me. He
ended up casually taking some
pictures of me between his shots
and, a few months later, he asked
me to come do an editorial in
Montauk. I learnt so much just

doing that shoot, and it
encouraged me to pursue it.”

O N E S  T O  W A T C H

 
we revisited the smell 

that traditional tuberose was too 
overpowering. I mean, don’t get me 

wrong, it’s quite a luxurious scent, but it’s just 
not modern — it was very popular in the ’80s. We 

still wanted to keep that luxury element, but just rein-
vent it for today.” Monk puts much of the reinvention 

down to the fact that they were able to capture the mole-
cules of a living tuberose. “We captured the flower in 
bloom at dawn, so it almost has an energetic living quality 
to it — can you smell it?” 

McCartney hopes we all can. “For me, this is about 
celebrating the energy and fear and excitement of 

that moment in time when you are finding 
yourself — it’s a moment you can’t relive 

again and so really is quite precious.” 
Now that’s worth bottling.

And for me, it’s not an indi-
vidual, it’s an individual being elevated with 

the support of their friends,” she says. “As the mother of 
two young daughters, I want them to be looking at what we are 

doing in beauty and be able to identify with these young women, who all 
have their own point of view, and not feel alienated or bad about themselves.”    
So what do the next generation of Stella devotees want to smell like? Steering 

well clear of the obvious is key, says Stenberg. “You know, I kind of thought when  
I saw the bottle, because there was so much pink, I thought, This is going to be really sweet 

and candylike, so I was surprised to find that it was really fresh,” she says. “I think that’s kind 
of evocative of who Stella is. She knows what’s up — she doesn’t underestimate young women. 

And I think she did a really great job of creating something that’s very mature and also very 
youthful.” (When I later relay this to McCartney, she almost blushes. “Oh, that’s so nice that she said 
that — it was definitely the intention.”)

“There was a really distinct masculine tone and a feminine tone — and I thought they came 
together in a really cool way,” says Kinski-Jones, referring to the combination of tuberose and 
sandalwood in the fragrance. “It smells very unique.”

The secret to Pop’s “uniqueness” is biomimicry, which is basically a method that captures, in this 
case, the molecules released by a flower in full bloom, and then has them mapped and reinterpreted 
by an expert. This served a couple of purposes for the team behind the Pop scent. Firstly, using 
biomimicry honoured the Stella McCartney brand’s ethical and sustainable roots, because  
it sidestepped the need to harvest hundreds of thousands of flowers (3600 tuberose flowers 

create just one gram of absolute oil) or cutting down sandalwood trees to create the 
perfume. But it also allowed the team to modernise the scents of these two very tradi-

tional aromas. The sandalwood, typically woody and smooth, has been tweaked to 
play yin to the yang of the light and airy tuberose scent, the starting point  

for Pop. “Back when Stella was a young woman, a particular fragrance 
really inspired her,” says Paul Monk, Procter & Gamble’s  

fine-fragrance product researcher, “and a particular note 
within that fragrance was tuberose. But it 

quickly became apparent when 
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AVAILABLE FOR LIGHT AND DARK HAIR TONES 

#ArganEveryDay | Learn more at Moroccanoil.com  

THE LATEST INNOVATION 
IN DRY SHAMPOO
ULTRA FINE RICE STARCHES ABSORB OIL AND LEAVE HAIR 

REFRESHED—WITH NO DULL RESIDUE

I N F U S E D  W I T H  N O U R I S H I N G  A R G A N  O I L



ROSIE HUNTINGTON-WHITELEY

O N E  B R A N D:  A  WO R L D  O F  O I L - I N F U S E D  B E AU T Y
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The key to instant radiance? “Play
with bronzer, highlighter and blush, then
contour in a subtle way,” saysmakeup artist
Tom Pecheux, who created the look at

Ralph Lauren. “Andmake sure you blend.”

SOFT, EASY TRESSES
The runway staple is “clean, unbrushed
‘morning’ hair”, says Chanel hairstylist
SamMcKnight. Ensure the centre-part
looks polished with Pantene Ultimate

10 BB Crème, $10.99.
A dark lip is your

new go-to, even if it
requires maintenance. “It needs
love and care throughout the
day,” says makeup artist Peter

Philips of the sleek blackcurrant
hue he created at Christian Dior
(right). Tip: top with clear gloss

to soften the shade’s
intensity.

RUNWAY 

REPORT

Clockwise from left: Estée Lauder Genuine Glow
Eyelighting Creme For Eyes And Face in Bare Blush, 

$33; Clarins Instant Light Natural Lip Perfector in
Nude Shimmer, $26; RMS Beauty Living Luminiser, 

$57; Urban Decay Afterglow 8-Hour Powder
Highlighter in Aura and Fireball, $42 each.

T I P 
For the luminous  
skin seen at Ralph 
Lauren, try Nars 

Sculpting Multiple Duo 
in Hot Sand (top) and 

Laguna, $58.

D R A M AT I C  P O U T S

A/W
2016’s best beauty trends and how to own them. By ANNE-M

ARIE G
UARNIERI

T I P 
To get the vivid lip 

seen at Dior, try Estée 
Lauder Pure Color 

Envy Liquid Lip  
Potion in Savage 

Garden, $52. 

G E T  T H E  G L OW

Clinique Pop  
Lip Colour + 
Primer Lipstick in 
Passion Pop, $40.Backstage at Etro.

Dior Addict Lipstick 
in Black Tie, $52.

TY
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NEW WAVES
Allow your hair’s 
natural texture to 
guide the curves, 

advises Guido. “Don’t 
focus on perfection.” 

Secure with a chic 
barrette or mist with 

hairspray such as 
Redken Triple  

Take 32, $29.50.

MEET YOUR  
NEW NEUTRALS:  

at Chanel, a creamy opaque grey was 
ladylike but not uptight. And at Creatures 
of the Wind, a moody silver moon edged 

with bronze had a patinated effect.

1. FELINE FLICK  
A bold wing calls for a liquid 

liner. We like L’Oréal Paris Super Liner 
Superstar, $24.95. Finish with Givenchy 

Noir Couture Volume Mascara in Black Satin, 
$52. 2. SMOKE SHOW Makeup artist Pat 
McGrath uses a long-lasting pencil, such as 

CoverGirl TruNaked Waterproof Eyeliner Duo, 
$13.95, then lets it smudge. 3. SEXY WATER 

LINES Keep the shape soft and blend it 
outwards, says makeup artist Diane Kendal. 

Try Rimmel London Magnif’Eyes 
Double Ended Shadow + Liner in 

Back to Blacks, $16.95.

E X T R E M E  B L AC K  L I N E R

A L L  T I E D  U P
Where you position a knot 
or bun completely changes 

your look, says hairstylist 
Guido Palau. Keep loose 
strands in place with a 

texturising spray (we like 
Tigi Bed Head Flexi Head 

Hairspray, $19.95) and stray 
ends neat with a few 

strategically placed pins.

’ 7 0 S  VO L U M E
Capture the disco-era glam at Diane 
von Furstenberg by tweaking your 
standard blow-dry. Prep hair with a 

volumising mousse such as Tresemmé 
Salon Finish Extra Control Mousse, 

$7.99, curl the whole head, then brush 
it out, says stylist Orlando Pita. 

“That gives it a luminous 
texture.”

From above: O.P.I Nail Lacquer  
in Take a Right on Bourbon, $19.95; 

Chanel Le Vernis Longwear Nail  
Colour in Monochrome, $41. 

Backstage at 
Blumarine.

Chanel. Inset:  
Creatures  
of the Wind.

Backstage at Diane von 
Furstenberg. Inset, from 
left: Roberto Cavalli; Yohji 
Yamamoto; Dsquared2.

Backstage at 
Tory Burch.  
Inset, from left: 
Marchesa; Céline.
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THERE COMES A TIME when the
novelty of a new beauty category
wanes and the product begins to
gain credibility as a serious staple.
Sheet masks have reached that
point in their timeline. Developed
in the mecca of skincare innovation,
Korea, they’ve long been considered
an almost à la carte serum, offering
noncommittals a single booster shot of
ingredients targeted at remedying everything
from dehydration to acne. “The mask material
acts as a barrier so your serum can’t escape,” explains LindaWang,
founder of US skincare brand Karuna.“It’s a better way to deeply
condition skin,with 15 minutes of sheet masking per week giving
the same result as a twice-daily application of serum and moistur-
iser.” It’s foolproof, really, with a pre-measured dose of formula
and a dummy-proof application and removal process — in fact,
with many varieties, you don’t need to remove the formula at all.

While these single-use treatments have taken off in the West
for their convenience, it’s the contoured sheet that really sets
them apart. Far from its humble cotton-gauze origins, the mask
is now being innovated by beauty powerhouses, along with
niche labels such as Karuna, which are investing in new ways to
deliver ingredients: organic synthetics, fibre gels — you name it.

Earlier this year, Estée Lauder moved into the category, pairing
its Advanced Night Repair with a foil mask.The Iron Man-esque
creation builds on existing sheet-mask principles, with one key
difference:“Many traditional masks are recommended for 20- to
30-minute usage,but these can lose their potency as the treatment,
or ‘juice’, evaporates through the exterior side of the cotton,” says
Dr Nadine Pernodet,vice-president of skin biology and bioactives
research and development at Estée Lauder.“The PowerFoil exte-
rior [in the Advanced Night Repair mask] drives the treatment
into skin and provides a protective cocoon that enhances penetra-
tion.”This delivers absorption 25 times as fast as a regular mask.

DIY customisable varieties were doing the rounds at last year’s
International Beauty Expo in Korea, so watch this space. For now,
here’s a round-up of the best new versions on the market.

They brighten, 
hydrate and refresh 

skin like nothing else, and 
now sheet masks come in a 
dizzying variety. Go ahead, 

slap one on, relax and 
marvel at the results. By 

ANNA LAVDARAS  

Shiseido Vital-Perfection 
Wrinklelift Mask, $125, comes  
in a unique flower-petal shape 
that fits the contours of your  
face perfectly, targeting areas 
most active in expressions,  
where wrinkles tend to set in.

SK-II Skin Signature 3D Redefining Mask, 
$190 for six, features the brand’s celebrated 
patented Pitera in a two-piece, stretchable 
mask that fits your face like a second skin.

Dr.Jart+ Time 
Returning Facial 

Mask, $43, contains 
three grams of 
nutritious snail 

slime, working to 
repair damaged skin 

and promote cell 
regeneration.

Karuna Clarifying 
Face Mask, $12, 

combines natural 
antibacterial agents 

with a biodegradable 
fibre cloth that 

retains 50 per cent 
more moisture than 

synthetic material, so 
your pores drink up 

more in the process. 

Verso Deep Hydration Mask, $120, 
is made with patented hydrogel 
technology that locks in moisture, so 
actives can penetrate and keep skin 
moisturised for up to 120 hours. 

Colbert MD Illumino Anti-
Aging Brightening Mask, 
$175, uses niacinamide to 
help reduce the look of 
dark spots and brighten 
the appearance of skin,  
so your makeup doesn’t  
need to work as hard.
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Estée Lauder Advanced Night 
Repair Concentrated Recovery 
PowerFoil Mask, $120 for four.
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he cerulean blue skies dazzling above Château de 
la Colle Noire — Christian Dior’s summer home, 
where he lived until his death in 1957, aged 52 
— are proving today’s forecast of a torrential 
downpour for Provence an absolute farce. In the 
five hectares of gardens surrounding the 19th-cen-

ws of Grasse’s world-renowned May roses wave in 
the breeze.You couldn’t dream up a more idyllic scene. However, 
the garden,which features 1000 ornamental rose bushes, lily of the 
valley and cherry and olive trees, is, for now, exclusively for visual 
pleasure. The real action is happening 15 minutes down the road, 
at Clos de Callian, where a specialist fragrant-flower farmer is 
setting aside her entire crop for Dior’s upcoming production run.

It’s here that François Demachy, Dior’s perfumer, worked along-
side Clos de Callian’s Armelle Janody to create a tailor-made Rosa 
centifolia with a diffusion of honeyed and peppery notes, which is 
reserved exclusively for the house’s fragrances. Janody’s three-hec-
tare estate is sandwiched between the Esterel mountains and the 
sea, its geological and climactic conditions (read: humidity) lending 
the flowers an expressive, dense, intense aroma. And as they’re all 
handpicked to ensure their essence is preserved — a superhuman 
undertaking considering 300,000 flowers are required to produce 
just one kilogram of rose absolute — it takes roughly an hour to 

BEAUTY-

A jar of de ose-petal jam may be the pretty pinspiration behind Dior’s 
new b e house’s enduring ties to the region where it’s created reveal 

eper emotional connection. By EUGENIE KELLY
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Dior Miss Dior Absolutely Blooming
eau de parfum, from $99 (30ml). Also
shown: Beerenberg Rose Petal Jelly,

$5.20, beerenberg.com.au. Other images: 
Centifolia roses in Grasse, France.
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gather enough to create a bottle of Demachy’s latest passion project: 
Miss Dior Absolutely Blooming.

Some may dismiss this new fragrance launch as a spin-off of the 
2014 department-store hit Miss Dior Blooming Bouquet created 
to spike sales, but that doesn’t do this reinvigorated gourmand 
floral justice. Yes, Miss Dior face Natalie Portman has once again 
teamed up with photographer Tim Walker for the accompanying 
campaign, but she’s an older and wiser muse now. Thus Demachy 
has created a fragrance to reflect that.

“She’s not this innocent girl anymore — she’s a young mother,” 
Demachy tells me. “The whole image had to change. I had this 
idea of a strong and sexy woman in mind, so the frame for this 
became the concept of a blooming bouquet.” Add a jar of delicate 
pink-rose-petal jam (imagine liquefied Turkish delight if you’ve 
never experienced what has to be the ultimate in food porn), and 
that’s Demachy’s moodboard summed up. “The Centifolia rose is 
richer and more generous than the other [Damascus] rose in this, 
bringing a sweeter, honey aspect,” Demachy says. “I wanted to 
create a scent you would almost want to eat. That’s why the idea 
of rose jam works. It’s sweet but at the same time you feel you’re 
eating a fragrance. There are also berries in there — raspberries, 
strawberries, blackcurrants. I wanted a majestic floral that has just 
the right amount of fruitiness. An explosion of gorgeous tangy 
petals that make your mouth water.”

Gourmands are a polarising category of fragrance, in that 
perfumistas either love or hate them. Are you one to order the 
cheese platter over the caramel tart? Then it’s going to be 
tricky to cajole you into spritzing the olfactory 
equivalent of the latter onto your wrist. Subtlety is 
what makes one gourmand ghastly and another 
gorgeous. The sweetness should be light, even 
charming, with fresh or floral notes to tone 
things down and give the composition 
respectability. Because who wants to smell 
like a stick of fairy floss or a dollop of custard?

Demachy vehemently agrees. “I wanted to 
create a gourmand less, ah, obvious, than 
others on the market,” he explains, choosing his 
words carefully. “That’s why I’ve stressed the floral 
aspect of this fragrance — and the ‘taste’ of the 
flowers. And why I’ve chosen this specific rose from 

“I wanted to 
create a scent 

you would 
almost want to 
eat.” – François 

Demachy
Grasse. It’s as if you want to eat it.” He’s right. 

One spritz is like inhaling a plate of Turkish 
delight. Not the Fry’s variety, but the artisanal 

stuff — a pliant, silky, sugar-dusted square. 
Demachy explains that Centifolia roses may sit at the 

heart of this new scent and chapter in Dior’s fragrance history (the 
first Miss Dior perfume was released in 1947, with a teaser sample 
misted over Monsieur Dior’s New Look collection runway), but 
the house’s ties to Grasse go deeper than the fact the founder had 
his summer house there and loved the region. (“Miss Dior was 
born of those Provençal evenings, alive with fireflies,” he once 
wrote.) The maison has established a perfume atelier at a new labo-
ratory nearby. And it’s also launching partnerships with growers 
such as Janody to assist the revival of the region. “Thirty years ago, 
these flower fields fell into neglect,” Demachy explains. “Farmers 
left or the fields were divided when people died and children 
inherited plots. It’s a responsibility for a great perfume house like 
us to look after them and help by buying their products.”

He finishes with a story about Lucienne, a 90-year-old former 
flower picker he met recently who worked for Christian Dior in 
these fields. “Lucienne described him as caring and sensitive — 
someone who would always take time to talk. Accessible. For me, 
Lucienne linked everything. The chateau, the man, the roses, the 
perfume. To me, that’s incredibly moving.”
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Colourist Lorri Goddard;
Body by Simone by Simone
De La Rue (HarperCollins).

Moroccanoil
Treatment Light,

$59.95; ModelCo One 
Hour Tan Mousse 

press Dark, $20.

With hairstylist
George Northwood.

$59
H

Exp

Who cuts your hair? George Northwood in London has been 
cutting and styling my hair for more than 13 years. He’s also a close 
friend, so we work together often. Last year he opened his first 
salon in London, which is one of my first stops as soon as  
I arrive there. I have converted all my friends and family, who now 
also see him and his brilliant stylists at the salon. George is known 
for his undone, effortlessly glamorous hairstyles.
Who does your colour? In LA I have been going to Lorri Goddard 
for five years. She knows exactly how to keep blonde hair healthy 
and natural-looking.
What is your ‘can’t live without’ hair product? Moroccanoil 
Treatment Light. It makes my hair more manageable and easy to 
style. I love how weightless it is and how it makes my hair look.
Do you see a naturopath? I see Dr Nigma Talib, ND, a naturopathic 
practitioner based in London. She has more than 15 years of expe-
rience in the complementary therapy field. Nigma encompasses 
all the modalities of naturopathic practice: acupuncture/applying 
principles of Chinese medicine, botanical medicine, clinical nutri-
tion, homeopathy and lifestyle counselling. She is a massive support 
and wealth of knowledge to me.

R O S I E  
H U N T I N G T O N -W H I T E L E Y 

Model and actor

What kind of training do you do regularly? Simone De La Rue’s 
Body By Simone. Simone’s initial desire was to create a revolu-
tionary exercise technique to safeguard against injuries. By providing 
a solid foundation based on dance, she avoided the habitual wear 

and tear. I love it because not only 
do I avoid injury, but also boredom!
Where do you go for facials? I see 
Shani Darden in LA [shanidarden.
com]. Shani strongly believes in a 
problem-solving, uncomplicated yet 
effective approach to skincare. She 
has the ability to treat a wide range 
of conditions or work with the 
individual who wants to enhance 
and maintain the look they have. 
Her combination of modernised 
treatments, along with a recom-
mended home-care regimen, has 
kept me coming back for years.  
Where do you buy your skincare? 
I’ll always invest in good products. 
I’m very loyal to a brand called IS 
Clinical. Their Active Serum is 
fantastic. I also use their cleanser 

and their Youth Serum. Shani Darden’s Retinol Reform is one 
product I can’t live without. It’s gentle enough to use every day 
and combats everything from acne to scars, fine lines and dull 
skin — it’s a miracle product!
What’s your skincare regimen? For a skin pick-me-up,  
I love ModelCo One Hour Tan. The innovative, 
self-adjusting colour formulation 
gives you control over your 
faux glow like never before.
What are your three beauty 
essentials? Moroccanoil Treat-
ment Light, which is always the 
first step in my haircare routine so 
my hair is instantly easier to style 
and silky soft; Rosie for Autograph 
Starstruck Contour stick; and 
Moroccanoil Luminous Hair-
spray is essential to keep my hair 
in place all day. It always leaves it 
looking healthy and shiny. 

The 
GUEST 

EDIT
Eat, work out, beautify, repeat. 

Four inspiring women reveal their 
secrets and product essentials
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Dr. Hauschka
Rose Day

Cream, $62.

Pantene 3 Minute 
Miracle Colour 

Protection 
Conditioner, $7.99. 
Above left: Barney 

Martin’s BM2 
salon in Sydney. 

Below: Lawley with 
daughter Ripley. 
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R O B Y N  L AW L E Y
Model and food blogger

Where do you go to get your hair cut 
and coloured? Well, I don’t actually colour it at all and 

Barney Martin usually cuts my hair. He’s cut my hair the past 
two times, after we met on a cover shoot. 

Do you have a nutritionist? No, I’m a big believer in cooking your own food and 
eating as much food as you can. I grow my own vegetables. There are no chemicals — 

they’re abnormal — but [my produce is] nutritional and tasty. I’m such a supporter of markets, 
farm-to-table and growing your own, because the way the food industry is going is terrible.

What kind of training do you do? I do classes and have trainers in both LA and Sydney. Classes are 
popular in America, so I do a hip-hop thing, and I have a trainer, Jason Zickerman, who runs kickboxing 

classes for me and my boyfriend. Afterwards, I’ll do a solo lesson with him just to bang out more of a hardcore 
workout. It’s amazing, I just feel so strong and empowered by it. When I get the time in Australia, I have a trainer 

here, too — Penny Walsh — who beats me in the gym like crazy. She’s ruthless. 
How do you approach skincare? I go to a medispa in Santa Monica and they do laser facials and stuff like that, but 
finding the time is hard. I haven’t had a facial in … I don’t even remember. But I love pretty natural stuff like Dr. 
Hauschka’s Rose [Day] Cream. I was just given some La Prairie last night — I tried that and it was awesome. But, yes,  
Dr. Hauschka, coconut oil … I’m pretty simple in that I don’t wear makeup day to day, I’ll only wear it for jobs and events.
Three beauty essentials you couldn’t live without? Definitely my Rose [Day] Cream, because planes are drying; water; and, 
of course, my [Pantene Pro-V] 3 Minute Miracle treatment — my hair is like my crown of glory, so I try to look after it. 
How do you take care of your hair? I use a conditioner and I kind of brush it through because if I don’t, my hair is a mess. 
I think brushing through the conditioner is essential. I don’t do as many masks now, which is why I like [Pantene Pro-
V] 3 Minute Miracle Conditioner combed through in the shower, and that’s all I really need to do. 
Where do you do your grocery shopping? I go to Whole Foods Market in LA. I buy a lot of my groceries from the 
markets as I try to keep it as local as possible. In my area, Topanga markets is the most convenient, it’s up from 
Malibu and is a beautiful area. If not there, then Santa Monica markets are great, too.
What’s your go-to brunch spot? Gjusta [in Venice Beach]. I love getting the Reuben 

sandwich, and I also love their salads — they are really unique. They make all 
their breads and have a French bakery — I love good bread. That’s 

hard to find in America! LA is so anti-bread, it’s killing me.
What is your favourite thing to cook at home? I love 

cooking breakfast. Me, my man and my baby have  
a good breakfast every day. I used to bake a lot,

but I’m a mother now and there’s no
time. I try to do quick, fast, easy

meals and I think I’ve got

a cookbook in mind, which 
will be not so much decadent dishes 

this time, but more quick and easy and 
getting nutrition into your kids’ food.  

What is your ultimate treat? I love getting out and going 
to national parks, and I also love massages. Who doesn’t like 

massages? I actually see a Rolfer, which is an intensely painful 
massage, but it gets the job done. It’s about remoulding your 

muscles to work better with your body. 
What is your daily go-to outfit? I wear skinny-legged jeans, black and 
a coolT-shirt and jacket. Funny, I’ve always got quite a glamorous look 
going, but underneath I’m such a tomboy.
What is your favourite brand of jeans? Ah, I’m six-foot-two, so jeans 
are a bit of a nightmare. I tend to go to Topshop for jeans as my 
height is all in my legs, so it’s a challenge.

What about workout gear? Actually, [blogger and designer] 
Tash Oakley just sent me some stuff she’s doing for 

Monday Active, which is really cool. I usually 
get a lot from Lululemon as they 

also have tall pants.

Topshop jeans, 
$70, topshop.com; 

Gjusta in Venice 
Beach, California.
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Clockwise from left: Charlotte 
Tilbury Matte Revolution Lipstick 

in 1975 Red, $48; Sisley Black Rose 
Cream Mask, $180, and Supremÿa 
at Night, $850; Kérastase Nutritive 

Masque Magistral, $62.
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What was your first foray into luxury skincare? When 
I started working as an actor, all of my goodies 
came from the hair and makeup trailer because  
I couldn’t afford to spend a bunch of money. Then  
I remember using La Mer [Crème de la Mer] for the 
first time, and that was awesome, especially for someone 
travelling a ton. I think that was my first big skincare 
purchase. And then when the ocean conservation work  
I do with Oceana paired with La Mer, suddenly I was 
getting sent La Mer for free, which was the best day ever. 
How has your skincare regimen evolved over time? I have the 
brands I’m super loyal to and have been using for years, 
like Sisley, La Prairie and IS Clinical — I love their 
Active Serum. I started using that five or six months 
ago and it’s really changed my skin. I wanted 
something anti-ageing, but I also have occasional 
breakouts, so this retinol stuff just cleared 
everything up. It is pretty amazing, and I use it 
three times a week. 
Where do you go for treatments? I don’t get facials,  
I like to do them at home. I don’t like to steam and 
do extractions, as I have sensitive skin. It’s also just my 
time to pamper myself. I love to take a bath 
and do all kinds of masks and exfoliations. 
What is your daily skincare routine? Depending 
on if I’m travelling or if I just need hydration or 
some deep pore cleansing, I have different masks. 
I have a ton of Sisley ones. Yesterday I did a facial 
at home and used a Dermalogica exfoliating 
mask while I was sitting in an Epsom salt bath — I take them almost 
every day. I love these new Detox bath salts by Herbivore. They just 
make you sweat — it’s incredible the amount you sweat, and I’m not 
a sweater. After I wash off the exfoliating mask, I put on the Black 
Rose Cream Mask by Sisley — it’s just lovely — and I also use the 
Black Rose [Precious Face] Oil at night, too. My favourite, favourite 
product is Sisley Supremÿa. It’s a night cream I’ve been using for 
maybe seven years and, I have to say, it’s a splurge, but it’s totally worth 
it. I feel like my skin hasn’t changed since I started using it. I’m afraid 
to stop in case I start melting like a candle. 
How do you approach makeup? I like being super creative with hair 
and makeup because I feel like it’s another creative outlet. I 
collaborate with makeup artists and hairstylists and come up with 
a mood I want to portray. But on a regular day if I’m not working, 
I try not to put on makeup. If you feel like you have really good
skin, you’ll find that you won’t want to wear makeup as much.
What are your five handbag essentials? I use a compact powder.The
one in my bag right now is a Charlotte Tilbury powder; the Clé
de Peau [Beauté] Concealer; and I love lip glosses and lipsticks. I’ll
either go for a pinky nude or a red. My favourite red right now is
Nars Velvet Matte Lip Pencil in Red Square. I kind of like an
orangey red, and Charlotte Tilbury has one called 1975. I always
use blotting paper. I feel like those are better than just adding
more powder if you can get away with it — my favourite ones are
the Tatcha [Beauty Papers]. And then I love Chanel’s volumising
mascara [Le Volume de Chanel] and a good eyebrow pencil.The
Tom Ford [Brow Scluptor] is probably my favourite, in Blonde.
Your favourite fragrance? I’m super sensitive to smell, and I didn’t
wear perfume for a really long time, but then discovered [Comme
des Garçons] Odeur 53 and I’ve been using that for, like, 20 years.

I love woody, beachy notes; also I love the 
smell of sunscreen, nostalgically. [Estée 
Lauder] Bronze Goddess, that’s another one 
that’s been around forever, and then Tom 

Ford’s summer scents in the blue bottles.   
How did you end up as the face of Kérastase? I was doing a movie,  
I think it was American Wedding, a long time ago, and the producers 
couldn’t decide what my character’s hair colour would be. Some 
thought it should be red, some thought it should be auburn, some 
thought it should stay blonde, so they had my hair coloured all of 
these colours for camera tests and my hair — which is usually 
very healthy and shiny — was becoming very damaged. Finally, 
when no one could agree on a colour, I ended up just wearing 
wigs in the movie, so I was like, ‘Are you kidding me?’ The 
hairstylist was so sweet and felt so bad about my hair, so she gave 
me a tub of Kérastase to take home, the mask conditioning 
treatment, and then she would put it on my hair underneath my 
wig every day. By the end of the movie, my hair was back in ship 
shape.That was the first time I remember using it and I’ve been
using it ever since.
What else do you do to maintain your
hair? I use the Kérastase Magistral
line, for super-dry hair, which I have
a lot of the time. I’m not working
right now, so I’m trying not to use
heat on it, and then I just try to wash
it only a couple of times a week and
do a mask afterwards for 10 minutes.
After I get out of the shower, I use
the Créme Magistrale — in a little
orange-capped tub — on the ends.
I have really fine hair, so I have to be
careful about leave-in conditioner so
my hair doesn’t get weighed down.

J A N UA R Y  J O N E S
Actor

Clockwise from left: Herbivore 
Botanicals Bath Salts in Detox, 
$34.95; Comme des Garçons 
Odeur 53 eau de toilette, $192 

(200ml); La Mer Crème de La Mer 
Ultrarich Cream, $240 (30ml).
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LOWDOWN
Beauty

What’s new, what works and what
to try now. By ANNA LAVDARAS

FA I R Y  D U S T 
FOR GROWN-UPS

At Burberry A/W 2016, Wendy Rowe 
indulged our secret princess fantasy 

and teamed smudged kohlled lash 
lines with a diffusion of glitter onto  
the outer corners of models’ eyes, 

leaving them positively enchanting.
From left: BURBERRY Shimmer Dust Loose 

Glitter in Black Glitter and Gold Glitter, $43 each, 
and Effortless Blendable Kohl in Jet Black, $37.

I T ’ S A S T I C K - U P
As far as foundation

varieties go, sticks are the
most underrated. Not only
can you apply them at a set
of lights, but they are also

multipurpose miracles.
Makeup guru NAPOLEON

PERDIS talks us through
their versatility:

Estée Lauder 
Double Wear 
Nude Cushion 
Stick Radiant 
Makeup, $58.

1. “Achieve a fierce
highlight and give your face a faux 
facelift by using a lightweight stick 

foundation [such as his own Napoleon Perdis 
Foundation Stick, $69, above] two shades lighter 

than your skin tone. Apply to the top of the cheekbones, 
down the bridge of the nose and on the Cupid’s bow, and 

tap and blend using a sponge for a smooth result.”
2. “Disguise your tired-looking eyes by applying your foundation 

stick along the water line, which covers redness and lasts for hours.”
3. “Cover varicose veins, scars and discolouration by mixing your 

foundation stick with moisturiser. Apply equal parts to the palm of 
your hand and mix together for an even consistency and colour.”
4. “Make the most of your lipstick collection and get creative with 

a little mixology. Begin by applying your favourite lipstick, then 
sweep a small amount of your foundation stick over the top. 
Press your lips together for the perfect pastel version of it.”

5. “Fix any makeup mishaps using a small fluffy brush 
and a sweep of your foundation stick. It’s the 

perfect solution for bold lipstick smudges, 
eye-shadow fallout and overdrawn 

eyebrows.”

Hourglass Vanish Seamless 
Foundation, $69.

Clinique Chubby 
in the Nude 
Foundation 
Stick, $50.

Backstage  
at Burberry  
A/W 2016.
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N E W YO R K :
S A LO N R U G G E R I

It’s been five years since
Gregorio Ruggeri left

Sydney for the bright lights
of NYC, devastating local

A-listers and beauty editors
alike. The hairstylist and his
husband, interior designer

Craig Longhurst, didn’t take
long to establish an equally

top-notch reputation
for themselves in the US
through their two-chair
salon, which recently

relocated to the newly
hip NoMAD district. The

space is a sanctuary from
the grimy streets below,

adorned with cherry-picked
mid-century furnishings, art
and accessories, all available
to purchase should you feel

like it mid-blow-dry. If
you’ve got a trip planned,

be sure to book in for
some highlights (it’s

Ruggeri’s speciality) at
ruggerinyc.com.

E A S T C OA S T :
E DWA R D S & CO

Don’t judge Sydney-based
colourist Jaye Edwards by
his baby-faced features.
Yep, he’s only 27, but this

hair honcho has emerged as
one of the most in-demand
colourists in the country, a

rep on which he’s building a
rapidly expanding empire of
salons. With two in Sydney,
one in Melbourne, a Byron
Bay outpost that opened in
June and one in Brisbane’s
Fortitude Valley set to open

later this year, he has the
Eastern seaboard sorted.
The bad news? He’s not
taking on new clients.
That said, the guy has
assembled a cracking

colourist and stylist team
who boast a swag of

awards, plus he has an
appointment book flush
with A-listers and a CV
crammed with shoots.
edwardsandco.com.au.

S Y D N E Y:
B A R N E Y M A R T I N

The popularity of this
Englishman’s light-filled

Surry Hills salon has posed
a problem. Overflow.

To rectify this, Martin has
just opened a Darlinghurst

outpost, where the
in-demand stylist will work
two days a week. Quieter

and more intimate, it
nevertheless offers Martin’s
signature wash-and-wear

cuts — a skill that saw
him snapped up to work
on international fashion
shows and shoots with

the likes of Mario Testino
and Kate Moss.

BM2, 295 Liverpool Street,
Darlinghurst, Sydney,
barneymartin.com.au.

Y O U ’ L L
W A N T A N

A P P O I N T M E N T
H E R E

 
J O  L O V E S 

Jo Malone isn’t one to rest on her 

laurels, springing back into the fragrance 

landscape head first in 2011 with an 

impressive new brand, Jo Loves, including a new 

range of original scents available to purchase 

exclusively from her store at 42 Elizabeth Street, 

London. Thankfully, she’s decided to extend her 

stockist list to two, awarding Net-a-Porter  

the honour. Hop online now to buy her 

delicious signature scents Pomelo; White 

Rose & Lemon Leaves; Green 

Orange & Coriander; and 

Red Truffle 21. 

Jo Loves 
Pomelo: A 

Fragrance, $115 
(50ml).

BAZAAR  L O V E S :

DRY SHAMPOO 2.0
The old faithful vanity essential 

is making waves again (geddit?), 
this time with new and improved 

formulas that offer more 
than just clean hair.

For that freshly washed scent,  
Matrix Biolage Waterless Premium  

Dry Shampoos, $30.95 each, extend the 
days between washes with an invisible, 

weightless veil of oil-absorbing starches. 
For a spritz of hydration, Shu Uemura 

Art of Hair Color Lustre Dry Cleaner, $48, 
protects your colour while offering  

a booster dose of hydration and shine. 
For a powder-free dry-down, De 

Lorenzo Essential Treatments Absorb 
Dry Shampoo, $19.95, uses rosehip and 
rice extracts to add fullness and volume 

minus the starchy sensation.

T H R E E 
L I T R E S  A  D A Y

These glass bottles by Melbourne-
based Suis, from $79 each, will have your 

fellow yogis swooning. They come with four 
metal lid options and are printed with a choice 
of four empowering words. In short, you’ll be 

itching to get sweating. The bonus? Suis 
water bottles are made from non-toxic, 
non-leaching, 100 per cent recyclable 

materials. Available at 
iamsuis.com.

Edwards & Co in Surry Hills. 
Inset: Salon Ruggeri, New York.
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“The skin is nourished by the blood 
and lymphatic systems of the body 
— our blood feeds moisture to the 

skin and removes toxins — so in 
winter, when we generally have  

a more sluggish lifestyle and 
temperatures drop, plus there’s 
less exposure to vitamin D, all of 
this contributes to a restriction  

of blood flow and slowing down of 
microcirculation.” To encourage cell 
turnover, try daily body-brushing 
to get the blood flowing freely, or  
a body exfoliator such as Divine  
by Therese Kerr Exfoliating Body 

Scrub, $32.95.

C E L L U L I T E
“Cellulite is a build-up of toxins 
holding onto fat cells. During 

winter, as the skin loses moisture 
and we become more inactive — 
our microcirculation slows down 

— it appears worse.” Start 
including a cellulite lotion as part 
of your routine, such as Comfort 

Zone Body Strategist Cream, $118.

I M PA I R M E N T  O F  S K I N 
B A R R I E R  F U N C T I O N
“In winter, our skin barrier is 

stripped away due to the changing 
weather conditions, increased  
use of heaters and taking long  

hot showers. Once [the barrier is] 
compromised, moisture is free to 
evaporate, and if left untreated, 

skin can become chafed and 
eczema-prone.” Avoid serious 

dehydration by drenching limbs  
in a lipid- or oil-rich moisturiser 

such as Doctor Babor Body  
Cellular Ultimate Forming Body 

Cream, $181 (200ml).

HOW TO FIND 
THE PERFECT…

 B O D Y  P R O D U C T
Brittle winter air can devastate 

skin, and while most of our 
energy goes into protecting the 
delicate face area, it’s time to 

make a case for showing equal 
love to your body. We spoke 
with JENNY MILLAR, brand 

manager for BABOR COSMETICS, 
about the best antidotes for …

Givenchy’s Brow Studio
Collection, covering all of your

bases with a range of high-tech
brow-enhancing tools including
our personal favourite, Mister

Brow Groom, $39, which coats
brows in a translucent formula

enriched with vitamin B5,
adding volume and density

minus the crunch.

The Benefit Brow Collection is
a comprehensive line-up of

nine brow-nurturing products,
with a broader colour range

than the previous release (from
light blonde through to amber)

and ergonomically designed
applicators so even the most

uncoordinated brow hopeful
can apply them seamlessly.

Our pick: 3D Browtones, $42,
which adds subtle highlights

to brows, giving them
a natural finish.

M.A.C Brows Are It! has
expanded on the existing

niche range to provide a solid
offering of brow trimmings,

alongside easy-to-follow
guides and videos featured

on the website. If there’s one
product you should add to
your existing brow routine,

it’s the Big Brow Pencil, $32,
a powder and wax hybrid

packaged like a chubby stick.

B R O W S G O N E W I L D
Brows are finally getting the recognition they deserve from
beauty brands, with a huge amount of new product releases

devoted to their cause. Some of our favourites include:

NOT
SOCKS AGA IN
FATHER’S DAY is nigh,

meaning you have permission
to finally update that stale oud
in his vanity stashwith awell-
matched cologne for the season
ahead. Gift the below spritzes

for themanwho:

...has multiple
scents for multiple

occasions: Valentino
Uomo Intense eau
de parfum, $145

(100ml).

... doesn’t care
what others think 

of him: Tauer No. 2 L’Air 
du Désert Marocain 

eau de toilette
Intense, $199.

...you choose to
invite on a shopping

trip: Calvin Klein
ck One Gold eau
de toilette, $69

(100ml).

... is a man’s
man: Frederic

Malle Monsieur eau
de parfum, $328

(100ml).

... likes to keep 
things simple: 

Atkinsons 24 Old 
Bond Street eau de 

cologne, $189 
(100ml).

Baclstage at 
Bottega Veneta  
A/W 2016.
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Clockwise from top left: Kiss the winter blues away with a liquid-gold lick of ELIZABETH ARDEN Sunset Bronze Prismatic Lip Gloss in Sunset Kiss, $34. TOM FORD Cream
Color for Eyes in Sphinx, $68, can be finger-painted on to brighten lids like a strobe of sunlight. Dip your tips into the metal trend with this warm shade, CHANEL Le Vernis in
Canotier, $41. BOBBI BROWN Limited-Edition Highlighting Powder in Sunset Glow, $80, can be used on lids or cheeks for a just-flew-in-from-Saint-Tropez glow. M.A .C Cream
Colour Base in Improper Copper, $36, is the perfect copper cream blend of blush, best paired with a nude lip. DIORSHOW Mono in Techno, $50, takes inspiration from couture
sequins, so you can rest assured this is no mere Pantone shade of silver. CHANTECAILLE Mermaid Eye Color in Starfish, $54, is anti-ageing and crease-proof, so you’re guaranteed
all-night wear. NARS  Dual-Intensity Eyeshadow in Cressida, $46, offers two versions of this shimmery midnight blue: dry, for a more opaque tint, or wet, for a blast of cool colour.

CO

UN
TER ACTION

These new molten-metallic products pack a punch  

an
d re

fle
ct

well
on anyone. By ANN

A LA
VDA

RAS
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RECEIVE a year’s subscription to  
Harper’s BAZAAR (10 issues)

PLUS receive an Elizabeth Arden  
gift set, valued at $82

SAVE 33% off the annual retail price

EXCLUSIVE subscriber-only  
covers each month

FREE DELIVERY right to your door

SUBSCRIBE
for ONLY $59.99 

ALREADY A SUBSCRIBER? Simply extend your subscription with this offer to receive this great saving.

SUBSCRIBE NOW Visit magshop.com.au/bazaar69



VALUED AT

RRP

THE ELIZABETH ARDEN GIFT SET INCLUDES:

Elizabeth Arden Advanced Lip-Fix Cream

Elizabeth Arden Ceramide Ultra Lipstick in

either Nutmeg or Mulberry

Elizabeth Arden Advanced Lip-Fix Cream is

a multi-benefit, fragrance-free problem-solver

for lips. Ceramide Ultra Lipstick is a lustrous,

colour-saturated lipstick infused with Volulip™,

which delivers a brilliant, moisturising colour

with lasting comfort and shine.

SUBSCRIBE 
AND SAVE

For Terms and Conditions, visit www.magshop.com.au/bazaar69. Please see Contents page for location of our Privacy Notice. If you do not want your information provided to any organisation not associated 
with this offer, please indicate this clearly at time of order or notify the Promoter in writing. Offer valid from August 8, 2016, to September 18, 2016, to Australian residents only. Please allow 6–8 weeks for 

delivery of gift. Gift is sent to purchaser of the subscription. One gift per subscriber.

OR CALL

 PLUS RECEIVE  
an Elizabeth 

Arden gift set

HURRY! OFFER ENDS  
September 18, 2016
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Ken Done’s sunny paintings; in the creative fast-lane 

with Ferrari’s Flavio Manzoni; and the best travel tomes 

Twelve Sunbakers by Ken Done, 2008.
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Alternately lampooned and lionised, KEN DONE is undoubtedly an icon of Australian art. 
Now, his peppy paintings are having a new moment, writes ELIZA O’HARE

we’re talking icons, and this issue we are, Ken Done long
go assumed mythic proportions in my mind.This larger-
han-life artist, whose happy paintings depict an idyllic
ydney — with an eternally sunny harbour, vibrant birds,
eloved family dogs and colour for days — created a
erfect world. It hadn’t occurred to me that my home
own was especially beautiful until he painted it so, in his
aive folk style. It was the ’80s, after all: been there, done

that and, literally, bought the T-shirt.This year, people are jumping
back onto the Ken Done bandwagon, as he unveils three new
exhibitions, one a moving testament to his trip to the Antarctic, and
a slew of restrained, muted and more mystically abstract works.

One of the things you don’t expect from Ken Done in person is
the enthusiastic swearing. Dropping the F-bomb joyfully and liber-
ally while we sit drinking flat whites in his office at the back of his
Hickson Road gallery inThe Rocks,he’s clearly having a great time
telling stories about girls flashing their breasts underwater in his
Balmoral youth, favourite dogs he’s loved over the years and snip-
pets of wisdom, such as the secret to a happy 50-year marriage (hills
and valleys, people). But that’s his thing. Ken Done tells stories
joyfully, a habit repeated through his paintings over the past 35 years.

“I’m more of an ‘I can’ than an icon,” he says with a chuckle
when we start throwing around ideas about what constitutes an
icon. “No one sets out to be an icon, and you don’t really take it
seriously. A painter wants people to like his work. Most of my 

Mr BRIGHT SIDE
A R T

Photographed by ROB PALMER

Ken Done in his
Sydney studio.

Cobalt Violet Coral 
Head, 2014.
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pictures are about celebration and beauty and
decorativeness — I want to run into some galleries
sometimes and scream out the word ‘pretty!
Where are all the pretty pictures? I’m a painter. It’s
quite simple. Not too different from a caveman
making a mark on something.The Opera House
is an icon,no question about that.Sydney Harbour
Bridge is an icon. These are things that collec-
tively as a society we all have positive feelings
about. Even if you were a jackeroo in the back of
Bourke,you feel something for the Opera House.”

But even so, Done is an Australian icon.“He was so influential
to me personally and to a whole generation of Australian creative
leaders,” saysVanessa Holden, a NewYork-based Australian creative
director and founder of the creative gathering Soul Safari.“He was
really the first person who showed us that you could make a living
being creative.That you could be good at art and it could be your
job. That was an electric idea for me, and that he was a happy,
optimistic, outgoing artist — all the more inspiring! He hit a
switch for many of us and lit a different path forward.”

Being happy, making money and being a good artist proved a
confusing combination for the art community and remains at the
core of criticism of Done. “A lot of people still thought there
should be a starving-artist-in-the-garret kind of situation,” he says.
Public criticism from people such as art critic Sandra McGrath,
who quipped,“I want my paintings of Sydney Harbour to be by
BrettWhiteley; I want my boardshorts to be by Ken Done”, stung.
And it wasWhiteley himself who threw out the immortal line “I’d
rather take methadone than Ken Done.”

In Canberra in 1985, during his heyday, Done was approached
by a man in a suit and tie who wanted to shake his hand and tell
him that while he knew no one else in the world liked what Done
did, he thought it was great. Ken was shocked. “I thought ‘Fuck
me.What? No one else in the world?”What about Mum? What
about the dogs and the kids? But I knew what he meant. I was
going down a track that wasn’t normal for an Australian artist.” 

“I want to run into
some galleries
sometimes and
scream out the
word ‘pretty!’

Where are all the
pretty pictures?”

Sydney Harbour, Pink Sky, Yellow Sea, 2014.
Below: Walking Along the Beach, 2015.
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Paints and tools.



While he was copping criticism in Australia, he also had
a booming touring exhibition in Japan that drew more
than 200,000 visitors.But the criticism still smarted.“Look,
it hurt. Of course. And I don’t mean to be egotistical
about it, but the way you manage it is that you understood
that you were really good.Art does teach you more about
failure than anything else, but I did know I was good.”

Although Done now sells worldwide, Japan remains his
most successful market. And he knows it. “I could do
koalas so cute, nine-year-old Japanese girls would faint,”
he says, laughing.He painted the cover of Japanese fashion
and lifestyle magazine Hanako (circulation: more than
300,000) every week for 13 years, cementing his place in
Japanese hearts. No other artist has ever done this. One of
the reasons he was so revered in Japan was local critics
appreciated his nimbleness in appealing simultaneously to
a wide commercial audience and a smaller art audience. (In this,
he prefigured the crossover success of today’s Insta-art gurus,
who use Instagram as a democratic gallery space.)

A year ago, Done was asked to travel to Antarctica, paint what
he saw and split the proceeds between the charities Mawsons
Hut’s Foundation (conserving historic buildings in Antarctica)
and the McGrath Foundation. He got onboard. “Like most
people, you think of the Antarctic as a thin white line on the
bottom of the map. I had no idea how big it is. I knew nothing
of it.”This exhibition is made up of gorgeous, soft, tonal land-
scapes featuring impressive icebergs or colourful tourists en
masse on the ice.“When you see your first iceberg, it’s thrilling,”
Done recalls.“There’s something magical about it.You’re on the
bottom of the world.You’re underneath it all. Nothing prepares
you for it and it’s unlike anything we’ve ever seen. It’s beautiful
and fearful.” Done admits to creating 20 versions of one of his
Antarctic works before destroying 19 of them, revealing a
surprising discipline that contrasts with his naive aesthetic.

Right now,Done is clearly having a moment.Luke McGowen,
a sales executive at Sydney interiors store MCM House, says he
got a surprising reaction from customers when he placed one of
the artist’s most-loved works in their Surry Hills showroom.
“We have a few of his more recent works, more abstract pieces,
but when customers walked in to see that big, blue upside-down
Harbour Bridge taking up one whole wall, it was a real ‘Oh, my
God’ moment. It’s such a famous piece. I think in the context of
our showroom, the furniture and the design, people appreciated
it so much more than they did 20 years ago.” That piece sold for 
$40,000. Good buying for an Australian icon. 

Done in his
Sydney home.

Turquoise Coral Head I, 2011.

Opera House, Black Sea,
Night Sky, 2009.

CULTURE-



That relatively low price reflects a few
things.Done is a prolific painter,producing
a large number of works every year, so
there’s a lot of stock around to buy. He’s
also on the ascent again, with further to
climb to reach the peak. And there’s the
fact that Done is still very much alive,
which, according to local art dealers,
means his work is undervalued right now.

And there’s plenty of new work coming. Of his two new
exhibitions, one features the Great Barrier Reef, the other,
portraits of his four favourite family dogs for the National
Portrait Gallery. Both deal with subjects he’s visited before,
which is one of the endearing things about Done’s work.“He’s
mined recurring themes so deeply and still unveils new ways of
seeing Australia in the most surprising ways,” Holden says.“And
he makes us fall more and more deeply in love with them — the
harbour, the reef, the desert, the beach.The vivid, vibrant, ener-
getic love he has for Australia is totally visceral in his painting,
even more so when you live half a world away.”

It’s this vision of Australia as a pure, joyful, colourful place that
makes Done’s work so emotional, and iconic — especially in
2016. “It is astounding to wake up every day and be living
in Australia at this time,” Done says.“My work is unashamedly
Australian and shows an obvious love of the country. I think in
the time in which we live, when we see suicide bombers on
television at night when we’re having dinner, that art should be 
more like poetry — give joy over time.”

Mission accomplished, Ken.

“Look, [the
criticism] hurt. Art

does teach you
more about failure
than anything else,

but I did know
I was good.”

At work in his studio.
Right: Blue Ice I, 2016.

Evening Icebergs,
2016.

Pinktartica, 2016.

See Ken Done’s reef paintings at Rockhampton
Art Gallery, Queensland, October 15–

November 27, rockhamptonartgallery.com.au.
Group exhibition The Popular Pet Show is
at the National Portrait Gallery, Canberra,

from November 4, portrait.gov.au. 
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ON NOW
UNTIL AUGUST 31 An underground ArtBar

and more than 130 events feature in the City Of
PerthWINTER ARTS FESTIVAL; visitperthcity.com. AUGUST 13–

NOVEMBER 20 Maticevski: Dark Wonderland, at Bendigo Art Gallery,
traces the designer’s ILLUSTRIOUS CAREER and influences; bendigoart-

gallery.com.au. FROM AUGUST 25 CIRQUE DU SOLEIL returns with the spell-
binding show Kooza; cirquedusoleil.com. AUGUST 26–SEPTEMBER 4 Word to the

wise: MELBOURNE WRITERS FESTIVAL is the place to see PJ Harvey, Anna Funder
and Maxine Beneba Clarke; mwf.com.au. SEPTEMBER 1–30 SYDNEY FRINGE FESTIVAL

is promising to put the “sparkle” back into the city’s nightlife, with some 300 events
at more than 50 venues; sydneyfringe.com. SEPTEMBER 2–4 Get a taste of the Barossa
GOURMET WEEKEND in South Australia; barossagourmet.com. SEPTEMBER 2–11 Jean
Paul Gaultier costumes and contemporary choreography make for a very chic SNOW

WHITE, presented by France’s Ballet Preljocaj in Brisbane; qpac.com.au. SEPTEMBER

3–4 Sydney’s FESTIVAL OF DANGEROUS IDEAS spotlights bold thinkers, from ac-
tivist Alicia Garza (talking Black Lives Matter) to philosopher A.C. Grayling

(discussing the modern mind); sydneyoperahouse.com. UNTIL SEPTEMBER 18

See EDGAR DEGAS’S iconic ballerina paintings in an exhibition of his
work at the National Gallery of Victoria; ngv.vic.gov.au. UNTIL

OCTOBER 9 Famous faces are on show during the 
ARCHIBALD PRIZE exhibition at the Art Gallery 

of NSW; artgallery.nsw.gov.au.

From far left: writer Maxine
Beneba Clarke; Archibald
finalist Sam Harris by
Zoe Young, 2016; Ballet
Preljocaj’s Snow White.

Fashion blogger
Nicole Warne
in Maticevski.

Rehearsal hall at the
Opéra, rue Le Peletier
by Edgar Degas, 1872.

Cirque du Soleil. 

Sydney Fringe
Festival.



The Bride Stripped 
Bare by Her Bachelors, 

Even by Marcel 
Duchamp, 1915–23.
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Where do you live?
Modena, Italy, near the Ferrari headquarters.
When I first saw our house, I immediately
loved the ancient farm building restored in
a modern way with a beautiful botanic
garden. During the summer, many fireflies
appear, so in the evening the garden is like
a Christmas tree.
You grew up on the island of Sardinia ...
I love Sardinia and when I have time, I like
to go back. There are a lot of wonderful
places for delicious Sardinian food, but one
in particular comes to mind: Su Gologone,
near Dorgali [Nuoro]. It’s not only a restau-
rant where you can taste Sardinian special-
ities, but because it’s located in an amazing
site, a natural canyon, it’s also a favourite
for spelunkers. 
What is your daily breakfast routine?
I’m up early every morning to a tradi-
tional Italian breakfast: cappuccino, cakes
and fruits.
Print or digital news?
Both. I still love the printed newspa-
pers you can hold in your hands.
Tech must-haves?  
The iPhone and the iPad. 
The iPhone is probably 
the tech tool I use most. 
It’s really a portable 
computer for me.
A book you love? 
The Alchemist by Paulo 
Coelho, which my wife, 
Melanie, gave me when we 
met. She told me, “Read it and 
you will understand!” It was stimu-
lating, involving both spiritual and philo-
sophical thought. Another book I love is
Autobiographical Notes by Albert Einstein,
which offers the possibility to understand
his great mind. 

In Sydney to talk about the
nuances of luxury design at
Vivid Ideas, Ferrari’s senior

vice-president of design shares
his great cultural loves.

By ELIZA O’HARE

You studied architecture before designing
Ferraris.Which buildings inspire you?
Sydney Opera House is one of the most
interesting masterpieces in the world. I was
very happy to be able to visit it, to appre-
ciate the extraordinary evocative and
symbolic power this architecture is able to
transfer to the people. It was really impres-
sive to see the building in front of me.The

tension of the structure oriented
towards the sky is unique and

[shows] the contribution of
Jørn Utzon. I also think Le
Corbusier, Frank Lloyd
Wright and some works
from Saarinen and Frank
Gehry are intriguing.
You are a pianist.What do
you love to play?
The fourth movement of

Keith Jarrett’s The Köln
Concert — I really love this piece.

Whom do you most want to see play live?
I know it’s impossible, but Sergei Rach-
maninov, the [late] Russian pianist.
You travel a lot with your daughter, Claudia.
What has been the best trip so far?
Sydney.Many thanks to our guide,Richard

Graham — I appreciated his Holden 
Premiere car from the ’60s.
What was your first car?
A Fiat 500.
And current car?
Ferrari 208 [GTB] Turbo.
Dream car?
The Ferrari FXX-K, which just received 
the Compasso d’Oro award, one of the 
most ancient and prestigious design prizes.
A failsafe dish when friends drop by?
Spaghetti alle vongole con bottarga [clams 
and dried mullet roe], a Sardinian speciality.
Which artwork is on your wish list?
One that has always stimulated my curi-
osity is Le Grand Verre, also known as The 
Bride Stripped Bare by Her Bachelors, Even,  
by Marcel Duchamp. I like the mystery 
surrounding this work, its construction, the 
metaphysical structure of signs and the way 
you can see through the surface.
You are a science fiction fan. What is your 
favourite work in the genre?
Space: 1999 [TV series] and Flash Gordon by 
the great Alex Raymond.
Name three things you can’t live without.
My wife, Melanie; my children, Claudia and 
Nicolas; and music. 
You’re Italian and a great dresser. Who is your 
style icon?
I don’t really have a style icon. I just like 
the Italian way.

CULTURALLIFE
My

FLAV IO MANZON I

Sardinia.

A favourite sci-fi comic 
and novel; a Ferrari 

208 GTB Turbo.

Sydney Opera House.

“I don’t really
have a style icon.

I just like the
Italian way.”

Frank Gehry’s Walt 
Disney Concert Hall.

Flavio 
Manzoni.
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NOMAD DELUXE: 
WANDERING WITH 

A PURPOSE 
by Herbert Ypma (Assouline)

If you’re into off-the-beaten-track 
luxury and have a lazy travel 

fund just burning to be blown, 
this is great inspiration on how 
to spend it. Ypma is an advocate 

of eye-opening adventures, 
and he mixes history and culture 

in this guide to incredible 
experiences around the globe.
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These travel titles are giving us serious jet-set
FOMO right now. By ELIZA O’HARE

THE ART OF FLYING
by Josh Condon (Assouline)

Once upon a time, a new outfit was required
for any international long-haul flight,
and martinis were de rigueur onboard.

This coffee-table book is a beautiful visual
celebration of that era — all private jets,
Concordes and 1960s crew uniforms.

B O O K S

O

TAKE ME AWAY

IN THE SPIRIT OF RIO by Bru

It may be all about the Olympics right now, but let’s not forget
Rio de Janeiro is one of the original jet-set destinations. Fabulous 
Carnival moments feature here alongside a comprehensive guide 
to the city’s best hotels, restaurants and shopping — invaluable if 

you’re planning on dropping in to catch a few of the fi nals. 

ninsula,
d Deluxe.
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Say hello to the hair dryer that’ll change the way you 
style your hair forever. Add to beauty arsenal now

SUPER 
STYLING

BAZAAR | PROMOTION

NCE IN A WHILE, a product
comes along that not
only updates your beauty
routine but completely
revolutionises it. Case in
point: the Dyson Supersonic
innovative combination of

form and function that is guaranteed to
supercharge your regimen and deliver the
ultimate salon-like finish.

With the aim of rethinking the hair dryer
as we know it, Dyson invested millions
in development, spending four years in
a specially designed hair lab and creating
some 600 prototypes to make sure they got it
just right. The result? A game-changing 
product that’s as powerful as it is precise,  
as quick as it is compact, and as smart as it is 
sleek. Think of it as a breath of fresh air —  
and a must-have in your beauty kit.
For more details, visit dyson.com.au/supersonic.

WHY WE LOVE IT
S U P E R  S H I N Y :  Monitoring air temperature 20 times 
per second, intelligent heat control helps prevent  
extreme-heat damage to protect your hair’s natural shine.

S U P E R  S M A R T :  The Supersonic is as high-tech as 
its name suggests. With the small but powerful Dyson 
digital motor V9 moved from the head to the handle,  
the dryer is engineered for better balance, making it 
easier to manoeuvre. Plus, it has been engineered to 
reduce sound.

S U P E R  S W I F T :  Never have time to style your hair 
before work? You do now. Air Multiplier technology 
amplifies airflow by three times, creating a high-pressure, 
high-velocity jet of air that’s perfectly angled for 
controlled styling so you can quickly dry and style at  
the same time. Think fast, focused airflow — and another 
excuse to hit snooze. 

S U P E R  S L E E K :  Say goodbye to your bulky hair 
dryer. The Supersonic features a cutting-edge design 
that’s clean and minimalistic. Beauty and brains —  
it’s an unbeatable combination.



Edited by
EL IZA O ’HARE
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HOME
BEAUTIFUL

Aerin Lauder, in
her garden, wearing
Giambattista
Valli dress, $4715.

Beauty heiress AERIN

LAUDER opens the doors
to her Hamptons house,
her inspirations and her
childhood memories

of her grandmother Estée.
By ELÉONORE MARCHAND

Photographed by
CHRISTOPHER STURMAN
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ight above Aerin Lauder’s bedside table hangs
a golden frame with a handwritten letter from
her grandmother, legendary beauty pioneer
Estée Lauder. The letter states that upon her
death, her house in Wainscott, on Long Island,
NewYork, will belong to her granddaughter.

, 46, was born and raised in New York City, and
her attachment to Long Island’s East End is deeply rooted.
Growing up, Lauder remembers walking over with her sister,
Jane, to their grandmother’s house, a short distance from their
parents, Ronald and Jo Carole. Decades later, Lauder’s sons walk
that very same path to, in turn, visit their grandparents.

The Lauder family has owned property in the Hamptons for
many years and has spent countless weekends and vacations there.
The house, which has belonged to Lauder for 17 years, is filled
with childhood memories, and Estée’s influence is palpable.Upon
entering, you see Estée’s straw-hat collection hangs dispersed on
the walls of the powder room.

Built in the 1930s, the Greek revival two-storey house imme-
diately exudes a strong sense of history. The imposing white
columns that grace the front porch and the majestic spiral stair-
case in the entryway are part of the classic aesthetics of this home.
“Estée always had a very distinct sense of style,” Lauder says.“She
always loved white houses with pillars. Her house in Palm Beach
had pillars. She used to have one in Eaton Square in London that
was white. She always loved white. I think it had something to do
with Gone with theWind, which was her favourite movie.”

Despite these elements of grandeur, there is no trace of preten-
tion in this household. Disco, a long-haired dachshund, along with 

Lauder, wearing Michael
Kors Collection top,
$7995, and skirt, $6500;
Manolo Blahnik shoes,
$1044, in her sunroom
with Biscuit the dog.

The sitting room.
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Wearing an Erdem dress,
$12,907, in the foyer. Left:
The dining room, featuring
Lauder’s personalised
floral arrangements. Below:
An Aerin backgammon
set, cachepot, maple leaf
dish and match striker
with Smythson agendas.

Biscuit and Schatzi, two Brittany spaniels, bark and run around the
house. Schatzi, the youngest puppy, having returned from a plunge
in the swimming pool, shakes off water around the furniture.Lauder
seems unfazed; this is part of being at home.Among her residences
— which include a house in Aspen, Colorado, and an apartment in
Manhattan — her house inWainscott is her favourite.“I love it out
here the most, probably because of my memories growing up, and
I love the country, I love animals.To me, this is like paradise.”

It was also in the Hamptons that Lauder and her husband,
45-year-old private investor Eric Zinterhofer, celebrated their
wedding. Lauder and Zinterhofer met at the University of
Pennsylvania when she was a senior and he a junior. They both
moved back to NewYork after graduation, where they continued
dating and married in June 1996 at Lauder’s parent’s home in
Wainscott. “He always loved coming out here,” Lauder says. “It
made me happy to know that he loves it out here as much as I do.”

When Lauder and her husband moved into the house with their
two sons, it was still a two-bedroom home.
“For the first few years, we did not make
any changes.We lived here with two babies,
both of them in a second bedroom. Estée
just had another room that she used for
family to stay. As the children grew older
and we had more friends coming over with
their children,we wanted to expand.”They
started with the kitchen, then added three
bedrooms and expanded the living space,
working with a company that specialises in
restoring old homes, ensuring a seamless
transition between the old and the new.

Lauder’s style, which she describes as
“timeless elegance with a twist”, resonates
within these walls. Her study, one of her
favourite rooms, is painted entirely black
and ingeniously brightened up with an
eclectic mix of light fixtures. Right across
from the room is another favourite of
Lauder’s, which used to be Estée’s living
room, decorated with her original collec-
tion of blue and white porcelain — a
favourite colour palette often used for the 

packaging of the cosmetics brand. “I love
the blue and white room,” Lauder says,
“because Estée had this table with photo-
graphs of her with the Aga Khan, Princess
Grace, Nancy Reagan. I have added to that
photo collection with pictures of my sons,
of special days, and you see how history
continues.That room is very sentimental.”

Photography and a variety of artworks
are displayed throughout the house,ranging
from family photos and framed art projects
from her sons to paintings that belonged
to Estée and prints of Tina Barney, whose
work also hangs at the Museum of Modern
Art in New York. “She took a picture of
me with the two boys looking really
tired,”Lauder says of Barney.“I’m handing
them M&M’s, one of them with a diaper
under his bathing suit. It’s not the best
look, but she really captured that period of
my life as a mother. It’s very real. Her
work is oversized, which makes you feel 
like you’re part of that moment.”

“I love it out here the
most, probably because 

of my memories
growing up ... To me,
this is like paradise.” 



The living room, and right. Below:
Estée Lauder’s straw hat collection.

Lauder’s appreciation for the arts certainly runs in the family.Her
father, Ronald, who was appointed US ambassador to Austria by
President Ronald Reagan in 1986, co-founded the Neue Galerie,
a museum of early-20th-century German and Austrian art in
Manhattan’s Upper East Side, and he serves as honorary chairman
at the Museum of Modern Art.Recognised worldwide as an influ-
ential art collector, he set a record in 2006 when he purchased
a Gustav Klimt portrait for approximately $180 million, the highest
price paid for a painting at the time.“He is completely obsessed,”
Lauder says of her father’s passion for art.“He has incredible ideas.
When he comes to my house, he always tells me how we should
change things around, and he buys me incredible art books. He is
definitely a role model in the sense of art and visual cues.”

Another role model for Lauder was, of course, her grandmother.
Known in her day as the wealthiest self-made woman in the world,
she founded in 1946 the $40 billion empire that continues to lead
the beauty industry; Estée Lauder — the brand — is one of the
most coveted cosmetics companies, with a portfolio including La
Mer, Clinique, M.A.C and Jo Malone London, to list a few. “It
makes you realise how proud you should be and how incredible it
was to do what she did, to have this passion and dream, and to
create something out of nothing at a time when most women were
not working. She never went to college. I think some people are
given so much, like the best education, and they don’t do anything
with it. And you think about people who have passion and drive,
and how much they accomplish. I think she set the path.”

Lauder, who was creative director of Estée Lauder for seven
years, followed in her grandmother’s footsteps and ventured off
with a namesake company of her own. While still very much
connected to the Estée Lauder brand, where she retains the title of
style and image director, her four-year-old lifestyle brand,Aerin, is
expanding, with a new fabric and wallpaper collection, a handbag
launch, new accessories and, of course, more beauty. Conceived to
suit the time-poor women of today, the brand presents a carefully
edited selection of products in these various categories.

“People love the idea of head-to-toe style made simple,” Lauder
says. “It’s about effortless style and the edit. So when we launch
a lipstick, there aren’t 20 lipsticks, there are 10.With accessories, the
shoes will match the bag. It’s made to make style easy and fun.”

While the Aerin brand resides online and in department stores
around the world, it also lives in a concept store in the Hamptons. 
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TS “It’s exciting because it’s the first place where the
brand can live all together,” says Lauder.“It’s really
where we can showcase the brand in an ideal
situation. Usually, beauty is featured with beauty,
accessories with accessories, home with home,
and it’s hard to see it all together. With Aerin,
when you walk into the store and experience it,
you realise the point of view and why it’s so fun.”

Lauder plans to roll out this concept in other
locations in cities, while maintaining strategic
placements at various retailers, another lesson she
learnt from her grandmother, who carefully culti-
vated relationships with stores around the world.
“She loved to go to stores and see counters — we
used to go to Galeries Lafayette, we would go to
Harrods. Even when she got older and could not
necessarily walk the floors of the department stores anymore,
she loved to get in the car and look at all the Christmas windows
at Saks, Lord & Taylor. She thought by looking at the windows,
she would feel like she was part of the store environment.”

Heartfelt dedication to their projects is part of the Lauders’
success. Aerin lives by her grandmother’ s words: “Whatever
you do, do it well and do it with passion.” Passion and a strong
work ethic, that is.

For Lauder, the most important lesson is simply“to work your
hardest. Not working hard but your hardest. It’s really important
to always give 100 per cent.That’s something I have taught my 
children to do.” And so the Lauder heritage lives on.

“Lauder’s
style, which

she describes
as ‘timeless

elegance
with a twist’,

resonates
within these 

walls.” 

In her bedroom, wearing a
Gucci dress, $5310. Below:
Aerin handbags and shoes

with an Erdem dress and
Lauder’s own bracelets.

Estée’s room. Below: Aerin
products and framed photos.



Eugenie Niarchos, in 
her London apartment, 
wears Valentino shirt, 
$6758, and pants, 
$6899; Venyx jewellery 
(as throughout).

My 

Jewellery designer EUGENIE NIARCHOS is inspired by a magical medley of sources — 
all of which are also evident in her eclectic London apartment. By LUCY HALFHEAD. 

LIFE, 

My 
STYLE

Photographed by HARRY CROWDER

-A FASHIONABLE 
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ewellery designer Eugenie Niarchos loves 
nothing more than spending an afternoon 
getting lost among the antiquities at the 
Victoria and Albert Museum in London. But 
she’s equally inspired by the unusual stones 
(including larimar, lavender chalcedony and 
oonstone) that she unearths at the annual 

Tucson Gem & Mineral Show in Arizona — the biggest 
gathering of gem afi cionados in the world. “It’s this 
amazing place in the middle of the desert,” she says, “with 
all these stone dealers, hippies and cowboys. It’s like a 
magical fair; you can fi nd everything there.”

The elfi n 30-year-old founded her fi ne-jewellery 
brand, Venyx, in 2013, and this fusion of retro and futur-
istic aesthetics has helped it stand out in a saturated jewel-
lery world. The name is a portmanteau of Venus and onyx, 
two words that suggest much of what inspires her: antique 
jewellery, science fi ction, mythology and nature. Her fi rst 
collection, Reptilia, saw the texture of alligator skin 
rendered in gold and gemstones, while her second, Theiya, 
paid homage to the solar system. Her latest launch, 
Oseanyx, is based on an underwater fantasy world and 
uses glow-in-the-dark enamel to mimic the kaleido-
scopic colours of a reef. “I try to think outside the box,” 
she says, and you believe her.

The eldest daughter of Greek art collector Philippe 
Niarchos and Victoria Guinness, she grew up in Paris 
surrounded by beautiful things. As a child, she was fasci-
nated with the Affair of the Diamond Necklace, a scandal 
in the court of Louis XVI, and recalls reading books about 
Marie Antoinette and studying the heirlooms of French 
royalty. “I was always attracted to the historical value of 
jewellery and the story behind it,” she says. “It was a bit like magic, 
like a treasure.” It was perhaps no surprise that a stint as a fashion 
intern failed to capture her imagination. “What I don’t like about 
fashion is that it’s so short-lived. You create something and then it’s 
not fashionable to wear after one season, which I fi nd really sad.”

At the age of 19, realising that fashion was not her métier, Niarchos 
teamed up with her former classmate Gaia Repossi, who needed 
assistance when she was appointed artistic director of the family 
jewellery business, Repossi. She went on to collaborate with the 
French designer Vanessa Seward, creating two capsule costume-jew-
ellery collections for Azzaro, before cementing her design credentials 
at the Gemological Institute of America in London, followed by an 

Framed fi rst-edition James 
Bond books on the wall of the 
living room. Above: With her 
pomeranian, Ruskin. Niarchos 
wears Mary Katrantzou top, 
$853, and skirt, $1566.
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internship in the jewellery department of Christie’s New York.
Today, Niarchos is based in a vibrant apartment in central 

London, where she lives with her miniature pomeranian, 
Ruskin. The space is beautifully curated with souvenirs from 
her travels — a statue of Ganesh, neon lava lamps, vintage 
trunks and a chequerboard coffee table from Marrakesh — and 
the air is thick with the scent of Buly candles. A Christian 
Liaigre sofa and Eero Saarinen for Knoll dining table sit along-
side Parisian fl ea-market fi nds from the ’60s, including a gold 
palm-tree lamp and a maroon-felt recliner chair that wouldn’t 
look out of place in Goldfi nger’s lair. Indeed, there’s also a 
wealth of James Bond memorabilia, most notably a set of 
fi rst-edition books that belonged to her grandfather, shipping 
magnate Stavros Niarchos, that she had framed and is now 
displayed on the living room wall, alongside artworks by 
Damien Hirst, Guido Mocafi co, Tracey Emin and William 
Klein. “I know a lot of people didn’t think Spectre was that 
good,” she says, “but I loved it because it had all the vintage 007 
elements I’m obsessed with — the girls, the fast cars, the dream 
sequences. It was stylish but didn’t take itself too seriously.”

Niarchos could easily be describing herself, but when talk 
turns to her own style, she worries she isn’t being suffi ciently 
forthcoming, and texts her best friend, Margherita Missoni, 
for help. Missoni responds almost immediately with a fi tting 
tagline: “Keeping glamour at the forefront, but never losing 
sight of irony.” Niarchos smiles and nods: “It’s true, I like time-
less shapes that are fl attering on my body, but I’m experi-
mental with colours and textures. I would never wear a bubble 
dress, but I know that I’m not super tall, so I pair skyscraper 
heels and platforms with high-waisted trousers.”

Eschewing catwalk trends for her signature style — “classic 
with a touch of ’90s” — Niarchos can be found by day in 

From top: Paris fl ea-
market fi nds and a coff ee 

table from Marrakesh in 
the living room; books 

and trinkets in the living 
room. Right: Valentino 

dress, $20,279.

“I’m not one of those people
who look perfect every day.
How can you have a job and 

do that as well?”

Some of Niarchos’s 
designs for Venyx.
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E U G E N I E ’ S  W O R L D

Topshop jeans, The Elder Statesman cashmere sweaters, Nike
trainers orTod’s boots, and carrying a Muzungu Sisters Mochila
bag. “I’m not one of those people who look perfect every day.
How can you have a job and do that as well?” she says. “Oh,
unless you’re Charlotte Olympia — she’s always perfect!” She
loves to wear Olympia’s heels in the evening, along with
Aquazzura ones,while her clothes run the gamut fromAlexander
Lewis to Isa Arfen to plenty of vintage Saint Laurent.

Another close friend, fellow jewellery designer Noor Fares,
was her companion on a recent two-week gem hunt in Jaipur
andVaranasi.“India — you either hate it or you love it,” she says.
“When you get there, your five senses are attacked — the smell,
the noise, colours, food, everything. I find it so inspiring.” But it
was in fact an adventure to Patagonia that gave her the idea for
her upcoming collection, based on the four elements: water, fire,
air and earth.“It was the most breathtaking place I’ve ever been,”
she says.“I remember waking up in the morning and the sky was
so red, it looked like fire.”Niarchos hopes that the new collection
will help her grow theVenyx fan base even further.The ultimate
triumph, she says, would be to see one of her pieces being worn
by the latest Bond girl.“After all, diamonds are forever …”

“Jaipur nights in a 
Rajasthani  fairytale setting.”

“One of my Whale 
Shark rings.”

“The skyline above 
Bagan in Burma 

at sunrise.”

The Impossible 
Collection of Jewelry 
by Vivienne Becker 
(Assouline), $1029.

Soane Britain chair, price on 
application, soane.co.uk.

Venyx necklace, 
$13,997, venyx.com.

The Elder Statesman 
blanket, $4087, 

elder-statesman.com.

Alexander Lewis 
dress, $1460.

A Tracey Emin neon 
artwork and Eero Saarinen’s 
‘Pedestal’ table-and-chairs 
set in the dining room.



W A S H  D E L I C A T E S 
W I T H  C O N F I D E N C E

—

—
YOUR CLOTHING IS PRECIOUS, SO YOU WANT THE BEST WHEN IT COMES TO WASHING. 
WITH THE ADVANCED FEATURES OF THESE WASHING MACHINES AND DRYERS, YOU’RE 

ASSURED YOUR DELICATE PIECES ARE CLEANED WITH THE UTMOST CARE.

AEG Series 8 ProTex 10kg Front Load 
Washing Machine. (L89409FL) $2,299

Energy and time effi cient – it can wash 3kg of clothes 
in just 20 minutes, this 10kg machine has 16 wash 
settings to treat any fabric with the utmost of care.

4.5 4.5
ENERGY RATING WATER RATING CAPACITY

10kgs



SAVE TIME WITH THE WOOL
PLUS PROGRAMME
Save time and effort with AEG's Wool Plus Programme. Never
hand-wash woollen garments again with this specialised setting
which includes a cool down at the end of the wash phase
preventing chill shock when the cold rinse begins, thus eliminating
any chance of shrinkage.

SUPERIOR RESULTS FOR DELICATES
WITH OKOMIX
Okomix technology ensures that the detergent is premixed and
fully dissolved before spraying it into the drum, thus enhancing the
washing performance. This eliminates any detergent residue left on
your delicates, reduces colour fading and leaves your clothes with
a clean finish.

INDIVIDUAL CARE WITH OPTISENSE
The OptiSense washing system can automatically adjust the time of
the cycle, as well as the water and energy consumption, to ensure
gentle, precise and careful cleaning, every time.

SAVE ENERGY AND REDUCE NOISE
WITH THE OKOINVERTER MOTOR
The OkoInverter motor offers you high energy efficiency,
outstanding durability and ensures a precisely-controlled drum
movement meaning low-noise washing cycles.

UNRIVALLED ENERGY EFFICIENCY
Low noise and low energy use are two factors every drying 
machine should boast. AEG’s Okolnverter motor promises high-
energy effi ciency with a 6 star energy rating, outstanding durability 
and precisely controlled drum cycles to keep the noise low. 

THE GENTLEST POSSIBLE WAY TO 
DRY WOOL
There was once a time you’d baulk at the thought of drying your 
silks, woollens or special garments in a clothes dryer. Not any 
more, thanks to AEG’s Woolmark Blue certifi cation, which ensures 
that the most delicate, hand-wash only woollen garments can be 
gently tumble dried. 

The AEG OkoInveter 
motor ensures outs tanding 

energy ef f ic iency and 
durabi l i ty,  saving you 

money for years 
to come. 

QUIET & 
EFFICIENT

—

—

AEG STEAM 
REFRESH IS AN EASY 

WAY TO GENTLY 
REMOVE ODOURS, 

DE-CREASE AND 
REFRESH DELICATE 
OR HAND-WASH 

ONLY GARMENTS.

AEG SERIES 8 PROTEX 10KG FRONT 
LOAD WASHING MACHINE

AEG 8KG HEAT PUMP 
CONDENSER DRYER 

AEG 8kg Heat Pump Condenser 
Dryer (T97689IH) $2,299

With OptiSense technology, this sleek machine 
can perfectly adjust duration, energy and 

drying power according to the load, so your 
fabrics remain fresher and look new for longer.

CAPACITY
10kgs6

ENERGY RATING



WOOLMARK PLATINUM CARE —
MORE DELICATE THAN A HAND-WASH
The Woolmark Platinum Care certification guarantees you can
safely wash your woollens and “hand-wash only” items at home,
with trust that they will retain their shape, texture and quality for
years to come.

ANTI-ALLERGY AND STEAM HYGIENE
WASH CYCLES PROMOTE WELLNESS
The Ariston Aqualtis will become a firm favourite of highly-allergic
people, providing a specialised cycle and options to remove
the main allergens that cause annoying skin irritations. The
Anti-Allergy cycle and the Steam Hygiene option can be carried
out without damaging the fabrics, removing dirt and making
garments look brand new.

DELICATE AND EFFICIENT WASHING
WITH DIRECT INJECTION TECHNOLOGY
The Direct Injection Program ensures complete dissolution of the
detergent before it enters the tub for a more efficient and delicate
wash. This reduces the need for higher temperature washing,
maintaining the colour and integrity of your delicates.

16 DRY PROGRAMS
The aqualitis condenser dryer boasts 16 dry programs, including 
Wool, Jeans, Delicate, Synthetics, Active-wear, Anti Allergy, Baby, 
Shirts, Delicate and Bed and Bath. It doesn’t stop there – the Aqualtis 
8 kilo Condenser Dryer also deals delicately with Wool, Synthetics, 
Quick Dry, Easy Iron, Quick Fresh, Cuddly Toys, Heat and Enjoy, 
Quick Refresh and Cotton. With the digital display interface and 
easy to clean front fi lters, it takes the fuss out of drying. 

DELAY START AND SENSOR OPTIONS
With the ever-so-clever delay start option, you can set the machine
to start at any time of the day, so you can take advantage of off-peak 
times. The Aqualtis also features Sensor and Times Dry options, 
which ensure you don’t over-dry your clothes. 

Thanks to the lates t  washing 
machine technology you
can say goodbye to the 
s t ress of washing your 

del icates at  home.

WASH WITH 
CONFIDENCE

—

—

THE CASHMERE 
SWEATER WILL 
NEVER SLEEP 
OVER AGAIN 
AT THE DRY 
CLEANER. DO IT 
YOURSELF WITH  
WOOLMARK 
PLATINUM CARE 
WASH CYCLE.

Ariston Aqualtis 10kg King Size 
Front Load Washing Machine 

(AQ104D69DAUS) $1,899

Huge capacity, energy effi cient and kind to 
your clothes, the Ariston Aqualtis 10kg Front 
Load Washing Machine delivers on all fronts.

4.5 4
ENERGY RATING WATER RATING CAPACITY

10kgs

ARISTON AQUALTIS 10KG KING SIZE 
FRONT LOAD WASHING MACHINE 

ARISTON AQUALTIS 8KG 
CONDENSER DRYER



CAPACITY
8kgs

2
ENERGY RATING

Ariston Aqualtis 8kg 
Condenser Dryer 

(AQC8BF7T1AUS) $1,399  
Ensure your treasured garments 

remain as good as new, designed 
to compliment the Aqualtis Washing 

machine with a big 8kg capacity.

El iminate the need to hand-wash 
and dr y c lean wi th the Aris ton Aqual t is 

range and save your precious t ime. 
Granted the Woolmark P lat inum 

Care cer t i f icat ion from the Woolmark 
Company these machines wi l l  del icate ly 

c lean the most  f ragi le of  garments.  



Revive and re- fresh del icates wi th 
E lec tro lux Vapour Act ion. Br ing your 

c lo thes back to l i fe wi thout  the cost  of 
the dr y c leaner.

Electrolux Home 
Professional 10kg Front 
Load Washing Machine

(EWF14012) $1,399

This sleek, super-effi cient front 
loader features both Woolmark 
certifi cation and Vapour Action 

for complete garment care.

3.5
ENERGY RATING

5
WATER RATING

CAPACITY
10kgs



REFRESH DELICATES
WITH VAPOUR ACTION
We all want our clothes to feel as fresh and new as they day we 
purchased them, and now it’s possible, thanks to Electrolux Vapour 
Action. It’s an innovative 21-minute refresh program that helps to 
revive and freshen garments without the use of water or detergent. 
Using vapour to remove wrinkles and odours, tired looking clothes 
will come back to life without the expense of the dry cleaner. 

SAFELY WASH WOOLLENS
WITH WOOLMARK APPAREL CARE
It’s happened to us all – woollen shrinkage when washing. Electrolux 
takes the pain out of washing woollens, with its advanced Woolmark 
Certifi ed Woollen cycle. It’s created especially for machine washable 
woollen garments, so you can now safely wash your woollens without 
fear of shrinkage.

SAVE WATER AND ENERGY
WITH LOAD SENSOR
This masterful feature displays the laundry weight of every load, 
which ensures you get the most out of each wash, including optimal 
time, water and energy effi ciency. You can wash at full capacity 
without overloading your machine and conserve the amount of 
weekly washing loads you have to do. 

ULTIMATE HEAT PUMP SYSTEM
For confi dence in drying delicates, this feature ensures that your 
most precious pieces – even wool – are dried at a gentle, lower 
temperature, safeguarding their structure and keeping them looking 
fresh and fashionable. A six-star energy effi ciency rating means it 
uses 48% less energy than other models. 

ADVANCED SENSOR DRY
This feature ensures that humidity sensors are activated three times 
throughout each cycle to eliminate over-drying, which can be 
especially harmful to delicate garments. Your clothes will be dried 
perfectly, with accuracy and exceptional care and performance. 

SHOP AT YOUR LOCAL STORE,
ONLINE AT HN.COM.AU OR CALL 1300 464 278
Prices valid for Sydney Metropolitan Area. Prices can vary between states
due to additional freight costs. See in store for full range. Harvey Norman® 
stores are operated by independent franchisees. Ends 30/09/2016.

Remove the need for 
the dr y c leaner and le t 

advanced technology take 
care of your del icates 

at  home saving 
you money! 

DRY CLEAN 
AT HOME 

—

—

JETMIX™ 
MEANS YOU 
WASH WITH 

CONFIDENCE. 
DETERGENT IS 
DISSOLVED AT 

THE BEGINNING 
OF THE CYCLE 
FOR A MORE 

EFFICIENT AND 
DELICATE WASH.  

Electrolux Home Professional 
8kg Tumble Dryer with Heat 
Pump (EDH37686GDW) $1,599

With an Ultimate Care heat pump 
and Woolmark Blue accreditation, this 
machine protects your most delicate 

fabrics by drying at lower temperatures. 

CAPACITY
8kgs6

ENERGY RATING

ELECTROLUX HOME PROFESSIONAL 10KG 
FRONT LOAD WASHING MACHINE 

ELECTROLUX HOME PROFESSIONAL 
8KG TUMBLE DRYER WITH HEAT PUMP 
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A ROYAL THANK YOU
Miranda Kerr, in her new role as ambassador

for the Royal Hospital forWomen Foundation,
was radiant at a recent thank-you cocktail party
for fellow supporters at Sydney’s Ivy Penthouse.

BAZAAR’s Kellie Hush, as foundation
president, hosted, toasting the nearly $5 million

in funds raised this past year. Joked CEO
Catherine Oates Smith,“I think everyone was
pleased to be at a Foundation event where we
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BAZAAR’s Kellie Hush, 
Miranda Kerr, Merivale 
group’s Justin Hemmes 
and model Kate Fowler.

BT Financial Group’s Will Murray, 
Banki Haddock Fiora’s Margaret 

Shearer and Westpac’s Tim Hartin.

Miranda Kerr (centre) 
with Romance Was 

Born’s Anna Plunkett 
and Luke Sales.

Thomas Sabo 
Australia MD Philip 

Edwards with 
model and singer 

Erin Holland.

Designer Kit Willow, Barre Body’s 
Emma Seibold, BAZAAR’s Kellie 
Hush and model and television 
presenter Jesinta Campbell.

Glamorous 
BAZAAR 
readers.

Model 
Kate 
Peck.

Model Kyly 
Clarke.

BAZAAR readers 
packed the space 
to listen to the 
panel discussion.

Jesinta 
Campbell 
onstage.

Emma 
Seibold 
onstage.

Miranda Kerr 
receives a thank-

you bouquet.

The night’s 
lucky-door prize, 
a Miranda Kerr for 

Royal Albert tea set 
signed by Kerr.

Map and Page’s Alana Mroz 
and Julia Everingham.

FLASH!



FOR THE AGES
ate our annual Fabulous at
e issue, in association with
Jensen, BAZAAR threw
party at Missy French in

Potts Point. Editor-in-chief
Hush hosted the event,
re the stylish crowd —
ng the accomplished stars
year’s portfolio — enjoyed
h-inspired menu designed

cially for the evening by
nt owner Josephine Perry.
& Chandon champagne
freely, along with Bird in

wines.After dinner, guest
to chat at tables decorat
culptural Georg Jensen
a, and all went home wi
ourtesy of Estée Lauder

A truly fabulous night.

Coach’s Juanita 
Chrisostomos and 

Mary Barclay.

ts
ed

ith
.

ONE
To celebra
Every Age

Georg J
a dinner

Sydney’s P
Kellie

whe
includi
of this y
a Frenc

espec
restauran

Moët &
flowed f
Hand w

lingered t
with sc

candelabr
a gift co

A

Vivid curator  
Jess Scully.

Sex discrimination 
commissioner 
Kate Jenkins 

and film director 
Jennifer Peedom.

Television presenter 
Melissa Doyle. Left: 

BAZAAR photographer 
Georges Antoni.

Blogger and 
television 

host Carissa 
Walford.

BAZAAR’s 
Kellie Hush.

Jess Scully, Eat 
Fit Food’s Bianca 

Monley and designer 
Anna Plunkett.

Bally’s Shemi 
Alovic with Gucci’s 

Nader Wassel.
Estée Lauder’s 

Kate Gildea and 
Shannon Edwards.Eat Fit Food’s 

Bianca Monley.

BAZAAR’s 
Kellie Hush and 
Pete Harrison.

Left: Neuroscientist  
Dr Lila Landowski.

Georg Jensen’s 
Nadia Bayfield, 

Gabriella Woodward 
and Anne Sullivan.
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Gloria Steinem, clockwise
from this image, at the

BAZAAR dinner; at home
in New York in 1990; at a
rally in LA in 1972; at her

Ms. magazine desk in 1980. 

he launch of Gloria Steinem’s new memoir, My Life on the Road,
inspired BAZAAR to celebrate the feminist icon with a dinner in the
private dining room of Gowings Bar & Grill at Sydney’s QT hotel.

The book is an intimate account of her extraordinary life, her
constant travels and experiences with fellow women activists. It’s a
warm and deeply personal book about a serious subject she has
e to: the quest for equality and women’s rights through grassroots

activism.“I’m an entrepreneur of social change,” Steinem says.“I talk. I write. I tell
stories. I want to do justice to the women I meet.”

Guests sipped Perrier-Jouët as they awaited the arrival of
Ms Steinem, who was ushered into the hotel via the secret
entrance direct from her sold-out Sydney Writers’ Festival
talk at Sydney Town Hall. The dinner featured a custom
feasting menu by Robert Marchetti, including a tartare of
yellowfin tuna with horseradish, preserved lemon, garlic
and grissini, rib-eye minute steak with anchovy butter, and
black truffle mac’n’cheese. Between courses, BAZAAR
editor-in-chief Kellie Hush engaged Ms Steinem in
conversation.“I’m rarely intimidated these days, but I have
to admit I was incredibly nervous about having dinner
with Gloria Steinem — let alone interviewing her in front
of Leigh Sales!” Hush says. “But what a woman. She is
formidable, warm, generous and fascinating.At the end of
the evening, she gave me her personal email address and
one of her ‘ImagineWe Are Linked Not Ranked’ bracelets.
Both are now in a box I keep filled with career mementos.”

In the spirit of Steinem’s ‘talk circles’ for activists, inter-
action was encouraged, with guests including Archibald
winner Fiona Lowry and designers Genevieve Smart and
Louise Olsen swapping seats to continue the conversation 
and grab a few words with Gloria. – Eliza O’Hare

BAZAAR FETES
GLORIA STEINEM

After half a century
as feminism’s

poster girl and at the
glorious age of 82,
GLORIA STEINEM is

still on the road
fighting the good fight
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– GLORIA STEINEM

“I’m an entrepreneur  
of social change. I talk. 

I write. I tell stories.  
I want to do justice to 

the women I meet.”

“Children need to grow up 
knowing that men can be  

as loving and nurturing as 
women, otherwise there will 

continue to be inequality.”

Gloria Steinem in 
conversation with 

Kellie Hush.

My Life on the Road by 
Gloria Steinem (Penguin 

Australia), $30. Right: 
flowers were set in  

Dinosaur Designs vases.

Hermès’s 
Karin Upton 
Baker and 
BAZAAR’s 
Kellie Hush.

QT’s Tenneal Baker and 
Jessica Fornito. 

Journalist Leigh Sales 
(centre left) and artist 
Anna-Wili Highfield.

BAZAAR digital editor Alison Izzo and 
Ginger & Smart’s Genevieve Smart.

Coty’s 
Lucy 

Jordan, 
Caroline 
Au and 
Sandy 
Tang.

Louise Olsen of 
Dinosaur Designs.

Steinem signed 
copies of her new 
book with personal 
dedications. Left: 
Gloria Steinem, 
Kellie Hush and 
fashion executive 
Donna Player.

– GLORIA STEINEM
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The American Express® Platinum 
Card opens the door to endless 

experiences, unrivalled travel 
benefits and exceptional service. 

To find out more or to apply, 
visit amexplatinumcard.com.au

American Express Australia Limited (ABN 92 108 952 085). ®Registered trademark of American Express Company. AMXACQ2550/HB/FP

The Platinum Card



BAZAAR model
Diana Moldovan in
Los Cabos, Mexico.
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C O A S T T O C O A S T From Mexico to Margaret River,  

the most Instagram-worthy seaside destinations
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LOS CABOS, MEXICO
The beguiling sister cities of the Baja Peninsula off er pristine beaches, 

o San 

T drea destinatio

spicy margaritas and a blossoming organic-food scene set against 

a landscape of stark beauty. By ELIZA O’HARE

PE



t’s been on the wish list for a long time.But Mexico
is a vast country, and we wanted a spot that was easy to
get to. Just two hours from LA, Los Cabos is a conven-
ient escape from winter and a fun place to land.

Firstly, Los Cabos is actually two (tiny) cities: San José
del Cabo — the old town — and Cabo San Lucas —
the marina and party town bursting with swank hotels

and celebrities seeking sunshine and sanctuary, at the tip of the
arid Baja Peninsula.Our base is One&Only Palmilla,which started
out as a private residence in Mexico’s golden age of the 1950s,
a grand Spanish hacienda with a private chapel on a hill over-
looking the best swimmable beach on the entire Los Cabos coast-
line. It first opened to the public in 1956 as a beyond-exclusive
15-room hotel only accessible by private plane or yacht. Today
there are 173 oceanfront guest rooms on the best beach for miles.
Set amid gardens with winding pathways and gorgeous stonework,
the hotel is a triumph of Spanish Colonial
architecture, a whitewashed dream. A hurri-
cane two years ago came down hard, but
repairs, replantings and a top-up of the initial
$90 million investment mean Palmilla is back.

The biggest surprise is that, for all the glori-
ously inviting coastline along this part of Los
Cabos, the ocean is deceptively dangerous. Be
warned, the undertow will get you, if the sucky
currents and the shore-dump doesn’t, but the

“At sunset, the
hotel is all

sundowners and
salsa, with a

mariachi band in
the open-air

beachside bar.”

sea still makes a dramatic backdrop to the two 
pools (one thankfully adults-only) and makes 
the calm and swimmable Pelican Beach (part 
of One&Only) even more special. White sands, 
thatched huts and fi sh tacos turn a collapse on 
this beach into a day trip in itself, without even 
leaving the resort grounds. 

At sunset, the hotel is all sundowners and 
salsa, with a mariachi band in the open-air 
beachside bar. The main restaurant, Seared, 
headed by Michelin-starred chef Jean-Georges 
Vongerichten, is packed with locals as well as 
guests, which is unusual for a resort, but they 
are all there to get involved with what is a 

serious dining experience.This is the night I try my fi rst Mexican 
wine, a velvety, spicy Casa Baloyán 2011 cabernet sauvignon. The 
Mexican wine industry is small, but produces intense fl avours, 
and this wine is proof of the country’s new focus on creating truly 
luxurious experiences.

The restaurant boasts a meat locker fi lled with crazy-generous 
cuts of beautifully aged meats.The wagyu A5 is so good it melts 
in the mouth and cuts
like butter.True, it’s not
the Mexican dinner I
thought I’d be having

The Juice Bar at One&Only Palmilla Spa.

A view from
one of the

hotel’s suites.

The coastline at One&Only
Palmilla. Left: The BAZAAR
team at Quivira Golf Club.
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“I get a friendly 
palomino with 
an elaborately 

stitched western 
saddle, and head off  

into the valley of 
sand and cactus.”

(mouth-watering souffl é, anyone?), but 
I can get that tomorrow night, next door 
at the authentic Mexican farm-to-table 
restaurant Agua. The star of the night is 
defi nitely the house speciality, the ginger 
margarita, a drink so satiating and pleasant 
in the heat it becomes our mascot-in-a-
glass for the duration of our stay, a detail 
that doesn’t go unnoticed by the staff. 
When we depart, we are presented with 
a card printed with the exact preparations 
for the best drink I’ve had in my life. 

The next day, the early crowd seems to 
have already dusted their dawn beach-yoga or gym session in the 
incredible hacienda spa complex to beat the heat, so the poolside 
breakfast area is quiet. Mexico is a breakfast town; it’s the big meal 
of the day around here. And it’s a spicy affair. I order granola and 
my waiter leans in with a look of concern to ask if I’m feeling 
OK, so I switch to spicy eggs, which greet me with a kick. To fully 
embrace the mood, I go with extra-hot sauce, a mound of tortilla 
chips and strong coffee.

It’s hot out, as evidenced by the placement of a fan under my 
umbrella next to my table by the pool. An outdoor fan? Don’t 
laugh. It’s wonderful. To be honest, this is heaven, and I have no 
desire to leave the grounds, but the lure of traditional Mexican 
cooking classes in an organic garden is too good to refuse. 

The concierge organises for us a lovely air-conditioned van to 
carry us over the hill to Los Tamarindos, a 128-year-old stone 
hacienda surrounded by acres of organic gardens that supply 
Palmilla with organic produce. The kitchen school is a rustic 
annexe with a wood-fi red oven built into a stone wall, manned by 
chef Enrique Silva. Our prep table is brimming with luscious 

Clockwise from this image: 
at Quivira Golf Club; a view 
of the coast; an ocean-front 
pool at One&Only Palmilla; 
BAZAAR model Diana 
Moldovan on location. 
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organic produce and we start chopping and chatting through
language barriers with the aid of lots of hand gestures, and make it
through our local menu: a brilliant spicy ceviche; roastedVeracruz-
style baked snapper; and a pumpkin dulce cooked for two hours
with molasses and brown sugar.This is Instagram heaven!

The organic game is strong in Cabo, a result of the influx of
very wealthy Angelenos buying local condos and seeking the same
standards as at home. (Kale takes up a big square in this garden.) It’s
these foodies who are bringing a new element to the local culture.
Flora Farm, the next valley over, is also drawing a big organ-
ic-loving crowd to its idyllic compound, which has a restaurant,
grocery and produce store and cute haciendas you can stay in. It
was the location of 2014’s wedding of Maroon 5 singer Adam
Levine and model Behati Prinsloo.

But enough with the hipsters.We set out to San José, the old
town, where a charming white church looks down over a pretty
cobbled square surrounded by tiny stores selling hand-stitched
traditional wedding dresses,hand-thrown pottery and exquisite (and
expensive) tequila and mezcal.We’ve heard about a handful of new
restaurants that transform into rowdy local night-
spots after 10pm.We try La Osteria, an open-air
restaurant and bar set around a stone courtyard
that features local live music on Thursday nights.
Recently, the guys from U2 were in town and
took to the stage for an impromptu gig, we are
informed by the owner, Fernando Hernández,
while he dishes out local specialities in terracotta
bowls and schools us heathens in the difference
between mezcal and tequila.

This entire region of Mexico is all about the
desert meeting the sea and the harsh environ-
ment that conjures.Getting amongst the desert is
highly recommended, not only for the wonder-
fully cleansing Bikram qualities while just
walking around in those soaring temperatures,
but also for the truly beautiful cacti and sands.

Rancho Carisuva sits on the beach on the
Pacific side of this peninsula, and the drive in
reveals sweet adobe buildings and beach-weath-
ered timber corrals and covered verandahs.This
is the Mexico we have been looking for. Cue
four of the sweetest, fluffiest grey baby donkeys
in a corral, jostling just to be scratched between
the eyes. I’m sold.We are given horses according
to our riding experience. I get a friendly palo-
mino with an elaborately stitched western saddle,
and head off into the valley of sand and cactus.

It’s remote and raw and we trail through a searing 
heat haze and out onto a cool and windy, rocky 
headland bleached by the sun, with a view for 
miles north and south up and down the penin-
sula (did I already mention Instagram?).

There’s no denying this landscape can be 
punishing, but that’s why the irrigated splendour 
of One&Only is so sweet. Coming home through 
the gates and sweeping into the cobbled main 
plaza overlooking the main pool and ocean is 
a huge relief, and the view is not one offered by 
other hotels in the region. Situated on a double 
headland,One&Only feels isolated, overlooking 
a few protected sandy bays, whereas the other 
resorts are exposed on long stretches of beach. 

We head out to take in Los Cabos. It may be 
in the new town, but Italian joint Doc is an 
authentic dining experience and a great reason 
to head into Cabo San Lucas at night. We eat 
late — this is a night town, after all — and try 
excellent bruschetta, risotto and a banquet of 
pasta helped along with cold Florentine wine 

and a sharp Aperol spritz with lots of ice and white wine. 
Highly recommended is keeping transport on hand, as a 

driver waiting for you with cold bottled water and air condi-
tioning is priceless, and also provides the perfect vantage 
point from which to view Cabo’s rowdy nightlife spilling out 
of bars and onto the streets on the drive home to Palmilla.

Every excursion involves coming home, and if it was 
always to a place like Palmilla, we’d probably never leave.

Donkey foals at 
Rancho Carisuva.

The surrounds at 
Quivira Golf Club.

Off  the coast from 
One&Only Palmilla.

T H E  B A S E
One&Only Palmilla

oneandonlyresorts.com

W H E R E  T O  E AT
Seared at One&Only Palmilla

Doc, Cabo San Lucas 
docmexico.com

La Osteria, San José del Cabo

T H E  R E A L  D E A L
mexican cooking school: 

Huerta Los Tamarindos 
huertalostamarindos.com

beach riding: 
ranchocarisuva.com

flora farm: 
fl ora-farms.com

M U S T-T R Y
Visit rock-star pedicurist Bastien 

Gonzalez at One&Only Spa.

B E S T  R O O M 
I N  T H E  H O U S E 
Villa Cortez, from 

approximately $15,000 a night 
A private waterfront villa with 12 

staff  including chefs, fi tness centre, 
spa and pool. And amazing views. 

H OW  T O  G E T  T H E R E 
Qantas off ers direct daily fl ights to 

LA from Sydney, Melbourne and 
Brisbane, with onward connections 

to Mexico via American Airlines. 
qantas.com.

Good to Go



Margaret River Gourmet Escape
brings together top chefs, winemakers
and locavores to one of the country’s
most picturesque regions and sets the

heat to sizzle. By ELIZA O’HARE

WESTERN 
UNION

and the new trend of choosing trips based
on what to eat and where to eat it is being fuelled

by exotic Instagram accounts tracking hot dishes going
down in gorgeous places.
Gourmet Escape, Margaret River’s festival of food in Western

Australia, happens annually, and is turning up the volume on the afore-
mentioned Insta opportunities by bringing together the most celebrated

chefs from around the world, dynamic winemakers and a throng of food
lovers for a series of chic events in local wineries and on nearby beaches.This
is a very fashionable foodie scene, with fans flying in to attend back-to-back
exclusive events such as small-release wine happenings and exclusive tastings at
beachside barbecues during the three-day festival. The focus is on Margaret
River’s local wines and produce, which gives celebrity chefs some pretty good
starting points for this series of moveable feasts.

Ahead of this year’s ever-changing agenda of parties, the line-up features
Nigella Lawson as the main attraction, and big representation from the
World’s 50 Best Restaurants, including Joan Roca from the current

No. 2, El Celler de Can Roca in Spain;Andoni Luis Aduriz from
Mugaritz; Dominique Crenn, who holds the title of world’s

best female chef;DavidThompson;Rick Stein;MoVida’s
Frank Camorra; Guillaume Brahimi; and more 

than 40 other rock-star pan-rattlers.

The Sunset, Beats
& Bites party at the
White Elephant
Beach Café in 2015.

The Secret Garden
will host a lazy

Sunday lunch by
Slovenian chef

Ana Roš. Above:
legendary chef

Fulvio Pierangeli.

FOOD AND
TRAVEL GO HAND IN HAND, 

ESCAPE-
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But the real joy of
this trip is discovering Margaret

River itself, and that’s a big part of the
attraction for returning chefs. “The region features

some of the country’s best wineries, exquisite produce and
stunning surrounds, including Fraser Gallop,Yallingup beach and

Castle Bay beach,” Guillaume Brahimi says. “It’s why I have been
visiting the southwest region for a few years now.”
Three hours’ drive south from Perth airport, we stayed at Smiths Beach

Resort, cruisey apartments and shacks sitting on the southern end of the
surfing mecca Smiths Beach, a wild and beautiful white-sand beach and a
great jumping-off point for all the food events in every direction. Most impor-
tantly, it’s within striking distance of the hot-ticket bash of the week, the Audi
Gourmet Beach BBQ at Meelup Regional Park’s magical Castle Bay beach.
The beach will be transformed into a tented waterfront party with chefs Frank
Camorra and Mike McEnearney (of No. 1 Bent Street, Sydney) manning the
pans and dishing up specialities using local ingredients and wines, against
a spectacular sunset over the Indian Ocean — the perfect entrée to three 

days of touring and feasting.

TOPTIP: It’s possible to back-to-back your festival events 
in order to feast from breakfast to dinner, but that

requires some planning — and a good local 
driver, to take advantage of the 

wine on show.

Castle Bay. 

Above: Rick and
Sarah Stein.

Chef Matt Moran.

Chef Guillaume Brahimi.

Audi Gourmet
Beach BBQ.
Inset: the region’s
famed abalone.

The 2015 Audi Gourmet
Beach BBQ on Castle Bay
beach, Western Australia.

BAZAAR’s
Eliza O’Hare

and Fulvio
Pierangeli.

MARGARETRIVER
GOURMETESCAPE
presented by Audi,
November 18–20,

2016; tickets
available through

Ticketek from 1pm
(AEST), July 22,
ticketek.com.au/
gourmetescape.
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At the Stockholm
flagship wearing Ganni
cardigan; Noir blouse;

By Malene Birger pants;
Prada shoes; Chanel
bag; Ole Lynggaard
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CHARLOTTE LYNGGAARD
Ole Lynggaard Copenhagen creative director

WHY DO YOU LOVE STOCKHOLM?
Stockholm is the Nordic Paris. Spring is my
favourite season — the light is beautiful and
the cherry blossom trees in Kungsträdgården
are amazing.There are fantastic restaurants
and people are always very chic and stylish.

I love that. It’s very inspiring for me.

WHERE DO YOU STAY?
The Grand Hôtel, on the water, with a view to
the Royal Palace.The rooms are bright and airy,

and the service is great. I recommend visiting the
hotel bar for a light dinner and cosy atmosphere.

WHAT’S YOUR MORNING ROUTINE?
A cup of boiled water with a squeeze of lemon

in the morning and then a strong latte later.
Then I take a run. I see the city wake up and
that is always special.The unique architecture

in Stockholm makes it beautiful.And then a stop
for breakfast at Café Albert at Birger Jarlsgatan.

ANY TRAVEL READING MATERIAL?
AllThe LightWe Cannot See by Anthony Doerr.

WHERE TO SHOP?
Department store Nathalie Schuterman at
Birger Jarlsgatan for international designers,
and Nordiska Kompaniet on Hamngatan.

The entrance is a beautiful jewellery saloon.
And, of course, I always stop by our flagship
store in Stockholm — it’s beautiful, an old

store from the 1920s in which we have created
our Ole Lynggaard Copenhagen universe.

WHAT DO YOU ALWAYS PACK?
Ole Lynggaard Copenhagen jewellery, of course,
and my adidas sneakers for walking. My Saint

Laurents stay stashed in my handbag for lunches
and dinners. My travel beauty essentials are by

Ren; I swear by Evercalm Gentle Cleansing Milk,
KeepYoung and Beautiful Instant Firming Beauty

Shot, and Omega 3 Night Repair Serum.

WHERE DO YOU EAT?
Sturehof, a classic restaurant with lovely Swedish

dishes and local seafood, and also Nosh and
Chow, a contemporary restaurant with a great

bar and atmosphere.

NOTEBOOK
MyTRAVEL
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I
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N
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N
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From top: Ren 
Evercalm Gentle 

Cleansing Milk, $39; 
Vita Mineral Omega 

3 Night Repair 
Serum, $34; Keep 

Young and Beautiful 
Instant Firming 

Beauty Shot, $87.

adidas shoes, $123, adidas.com.au.

Saint Laurent shoes, 
$900, ysl.com.

Vilshenko dress, $1334, 
from modaoperandi.com.

Lynggaard at 
Stockholm’s 
botanical garden.

In Kungsträdgården.

Lynggaard  
on the street.

Lynggaard’s 
bohemian-luxe 

look.

 Nosh and Chow. 
Right: Ole Lynggaard 

Copenhagen earrings, 
$6900, olelynggaard.com.

Ole Lynggaard Copenhagen
bangle, $5650, olelynggaard.com

.
ESCAPE-
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contemporary japanese cuisi

Vibrant, sexy and  
simply delicious

sakerestaurant.com.au

SYDNEY  THE ROCKS |  DOUBLE BAY  BRISBANE  EAGLE STREET PIER  

MELBOURNE  HAMER HALL |  FLINDERS LANE (NOW OPEN)
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between the lines like you have X-ray vi-
sion. A duo of eclipses confirms that you’ve 
learnt all you need to and now it’s time to 
put it into practice with your career, and a 
love affair with your work or working with 
someone you love could be the outcome. 
Powerful Pluto moving forward in your 
sign says you’re ready to make the transi-
tion to sharing responsibilities and loving it.

AQUARIUS (January 20–February 18)
This month and the next 12 are dedicated 
to expanding your world. You might go ex-
ploring with a travel-savvy lover, become  
a partner in law or study to be the world’s 
best beauty blogger, style advisor or yoga 
teacher. Find a guru to help you become 
someone else’s guru. Just as you’re looking 
to make dreams happen, your finances face 
a double whammy of eclipses, but your val-
ues and passions are changing, so if one 
source of income ends, another, more tai-
lor-made option may open up. 

PISCES (February 19–March 20)
This month’s eclipse in your relationship 
zone makes you super decisive about a love 
or career connection. A further eclipse in 
your own sign seals the deal and, with 
Jupiter’s blessing, the next 12 months are 
about exploring your sensual side. Your li-
bido may be liberated, but avoid PDAs and 
keep love paparazzi-proof for now. If need-
ed, you get to deal with any legal issues 
linked to partnerships more amicably, too. 
Neglected ambitions and friendships are 
also up for revival and reinvention.

ARIES (March 21–April 19)
It’s an eclipse-laden month and a potential-
ly life-changing one for you. The first 
eclipse hits your health zone to get you not 
only beach-body ready but partner ready, 
too. Thanks also to Jupiter, whether single 
or attached, the coming months are about 
better love, equality and happiness. Any 

VIRGO (August 23–September 22)
The last of a series of eclipses in your sign 
could take you in a direction you weren’t 
quite expecting. You’re also unexpectedly 
in the money as lucky Jupiter casts its 
magic over your finances, though you 
might overindulge in luxuries or on a sig-
nificant other. If you’ve been hankering to 
get out of a love or business liaison, that 
gets easier now, too. As Pluto resumes its 
regular, non-retrograde routine, you can 
resurrect new and better romance or see  
a passion project rise from the dust.

LIBRA (September 23–October 22)
Miracles can and do happen. You have the 
potential for a year of them coming up 
now with miracle-worker Jupiter in your 
sign for the first time in more than a dec-
ade. Eclipse action opens your mind to 
new possibilities but also gives you closure 
on health and work issues that have bugged 
you for far too long. Pluto signals that re-
building your home life on new founda-
tions is the only way to go, just as Venus 
(also in your sign) brings the wow factor 
to you and to your closest relationships. 

SCORPIO  (October 23–November 21)
Twelve months of formerly inconceivable 
optimism start now as Jupiter helps you to 
be less judgemental and more trusting. 
With the first eclipse of the month influ-
encing friendships and ambitions, who, 
where and what you end up with may be 
very different from your original inten-
tions. A second eclipse targets romance 
and creativity for major remodelling, and 
the same goes for communication, where 
it’s not just what you say but how you 
package it and deliver it that makes the 
difference now.

SAGITTARIUS  (November 22–December 21)
Your signature style has transitioned from 
Sloppy Genius to Detail Diva lately thanks 
to sensible Saturn and motivational Mars 
in your sign. After putting your work front 
and centre, Jupiter now turns its lucky 
light on your friends and dreams, and with 
eclipses shaking up your career and home 
life, this could be the push you need to do 
your own thing your own way. A money 
situation is also being transformed, so you 
may not have as much as you want, but 
you’re likely to have all you need.

CAPRICORN (December 22–January 19)
You’ve had a year to build up your special-
ist knowledge thanks to Jupiter giving you 
the superpowers to research and read 

mental blocks on the idea of two becoming 
one get swept away by a second eclipse, and 
learning to play well with others rather than 
needing to take the lead helps to transform 
your career now as well.

TAURUS (April 20–May 20)
Recent months have been about develop-
ing a healthier take on romance as well as 
the joy of creating something beautiful and 
useful — two words that could just as easily 
apply to your love life. If you haven’t made 
that leap yet, a duo of eclipses this month 
could jolt you into taking the initiative in 
love or in creative areas you didn’t see 
coming. A friendship could transcend its 
usual boundaries, and from now until next 
year your work and wellbeing will go so 
much better with a partner in crime.

GEMINI (May 21–June 20)
After months of focusing on making your 
home a happier place and dealing with the 
family traits and traditions that make you 
who you are, the cosmos offers up the next 
phase in your evolution: true love. This 
comes with bells and whistles, and poten-
tially engagements and offspring. Two 
eclipses — your lucky number — could be 
the springboard to a new way of living or 
the catalyst for a new way of working. 
Pluto chips in this month as well to revolu-
tionise your relationship with money. 

CANCER (June 21–July 22)
Prepare for a surge of happiness as lucky 
Jupiter expands your options in the areas 
that are your sign’s traditional strongholds: 
home and family. Add some gifts from the 
cosmos in the shape of good health, wealth 
and improved relationships and the next 12 
months could be practically perfect. If 
you’ve been searching for a place to call 
home, a brace of eclipses suggests that your 
search is over. Peace and harmony rule at tu 
casa, where it’s time to play the game of 
Happy Families to win.

LEO (July 23–August 22)
A year of making wiser financial choices 
(thanks to Jupiter) segues into the next 12 
months with the accent on communica-
tion, travel, neighbours and education. This 
could mean better connections with your 
lover, going halves on a dream car or plan-
ning love-filled weekend escapes. Solo? 
You could fall for the hottie next door. Two 
eclipses plus deep-thinking Pluto turn your 
finances into weapons of mass instruction 
to help you invest in an addition to your 
love armoury: a better-equipped mind.

“T
he

re’
s n

o point in saying 

    anything but th

e tr
uth.

”

– AMY 
WINEHOUSE 

MUSICIAN

orlilysen.com  TWITTER: @orlilysen
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ACNE STUDIOS: acnestudios.com
ADIDAS: adidas.com.au
AJE: a-j-e.com.au
ALBERTA FERRETTI:

albertaferretti.com
ALESSANDRA RICH:

alessandrarich.com
ALEX PERRY: alexperry.com.au
ALEXANDER LEWIS:

alexanderlewis.eu
ALEXANDER McQUEEN:

alexandermcqueen.com
ALPHA INDUSTRIES:

from stylerunner.com;
alphaindustries.com
AQUAZZURA: aquazzura.com
ARAKS: from
mychameleon.com.au; araks.com
ATELIER SWAROVSKI BY 

ROSIE ASSOULIN:

atelierswarovski.com
BALENCIAGA: from Harrolds,
1300 755 103, harrolds.com.au;
balenciaga.com
BALLY: (02) 9238 0973,
bally.com
BALMAIN: balmain.com
BANJO & MATILDA:

banjoandmatilda.com
BASSIKE: bassike.com
BIANCA CHANDÔN X DSM:

from shop.doverstreetmarket.com;
biancachandon.com
BOSS: (03) 9474 6371,
hugoboss.com
BOTTEGA VENETA:

(02) 9239 0188,
bottegaveneta.com
BULGARI: bulgari.com
BURBERRY: burberry.com
CALVIN KLEIN COLLECTION:

calvinklein.com
CAMILLA AND MARC:

camillaandmarc.com
CARTIER: 1800 130 000,  
au.cartier.com
CÉLINE: celine.com
CHANEL: 1300 242 635,
chanel.com
CHLOÉ: from net-a-porter.com; 
chloe.com
CHRISTIAN DIOR:

(02) 9229 4600, dior.com
CHRISTIAN LOUBOUTIN:

christianlouboutin.com
CHRISTOPHER KANE:

christopherkane.com
COMMON PROJECTS:

from sneakerboy.com;
commonprojects.com
COUNTRY ROAD:

countryroad.com.au
DELPOZO: delpozo.com
DINOSAUR DESIGNS:

dinosaurdesigns.com.au
DION LEE: dionlee.com

DOLCE & GABBANA:  

(03) 9662 4732,
dolcegabbana.com
DRIES VAN NOTEN:

driesvannoten.com
ELLERY: elleryland.com
ERDEM: erdem.com
EYTYS: from
mychameleon.com.au; eytys.com
FAIRFAX & ROBERTS:

fairfaxandroberts.com.au
FENDI: fendi.com
FRAME: (07) 5591 7299;
frame-store.com
GABRIELA HEARST:

gabrielahearst.com
GIAMBATTISTA VALLI:

giambattistavalli.com
GIORGIO ARMANI:

armani.com/au
GIVENCHY BY RICCARDO

TISCI: givenchy.com
GUCCI: from net-a-porter.com;
1300 442 878, gucci.com/au
H&M: 1800 828 002,
hm.com/au
HAIDER ACKERMANN:

haiderackermann.be
HANRO: hanro.com.au
ISABEL MARANT:

isabelmarant.com
J.W.ANDERSON:

j-w-anderson.com
JELENA BEHREND STUDIO: 

jelenabehrendstudio.com
KAREN WALKER:

karenwalker.com
KENZO: from modesportif.com;
kenzo.com
KIT AND ACE: kitandace.com
LEVI’S: levis.com.au
LOUIS VUITTON:

1300 883 880, louisvuitton.com
MAISON MARGIELA: from
Harrolds, 1300 755 103,
harrolds.com.au; stylebop.com; 
maisonmargiela.com
MANNING CARTELL:

manningcartell.com.au
MARC JACOBS:

marcjacobs.com
MARNI: (02) 9327 3809,
marni.com
MARY KATRANTZOU:

marykatrantzou.com
MATICEVSKI:

tonimaticevski.com
MAX MARA: world.maxmara.com
MICHAEL KORS COLLECTION:

michaelkors.com
MICHAEL LO SORDO:

michaellosordo.com
MIU MIU: (02) 9223 1688, 
miumiu.com
OFF WHITE:

off---white.com

OLE LYNGGAARD

COPENHAGEN: olelynggaard.com
PALACE: from
Dover Street Market,
shop.doverstreetmarket.com;
palaceskateboards.com
PRADA: (02) 9223 1688,
prada.com
PREEN BY THORNTON

BREGAZZI:

preenbythorntonbregazzi.com
PROENZA SCHOULER: 

proenzaschouler.com
R.M. WILLIAMS:

rmwilliams.com.au
RAG & BONE: rag-bone.com
RAINS: from stylerunner.com;
rainsaustralia.com.au
RALPH LAUREN COLLECTION:

ralphlauren.com
ROBERTO CAVALLI:

robertocavalli.com
ROCHAS: rochas.com
ROMANCE WAS BORN:  
romancewasborn.com

ROSIE ASSOULIN:

from modaoperandi.com;  
rosieassoulin.com
RYAN STORER:

ryanstorer.bigcartel.com
SAINT LAURENT: ysl.com
SANDRO: sandro-paris.com
SERGIO ROSSI: from
misslouise.com.au; sergiorossi.com
SIMON MILLER: from
mychameleon.com.au;
simonmillerusa.com
SNEAKERBOY:

sneakerboy.com
SOPHIE BILLE BRAHE:

from mychameleon.com.au,
sophiebillebrahe.com
SOPHIE BUHAI: from
mychameleon.com.au; 
sophiebuhai.com
SPORTMAX:

sportmax.com
STELLA McCARTNEY:

from mytheresa.com;
stellamccartney.com

SWAROVSKI X PETER

PILOTTO: swarovskicollective.
com/peter-pilotto
TIFFANY & CO.:

1800 731 131, tiffany.com.au
TOD’S: (02) 8203 0901,  
tods.com
TOME: tomenyc.com
TOPSHOP: topshop.com
VALENTINO: from
mytheresa.com; valentino.com
VANRYCKE: from
mychameleon.com.au;
vanrycke.com
VENYX: venyxworld.com
VERSACE: versace.com
VICTORIA BECKHAM:

victoriabeckham.com
VILSHENKO: from
modaoperandi.com,
vilshenko.com
WITCHERY: witchery.com.au
YEEZY: yeezysupply.com
ZIMMERMANN:

zimmermannwear.com

PRIVACY NOTICE This issue of Harper’s BAZAAR is published by Hearst/Bauer Media (Bauer). Bauer may use and disclose your information in accordance with our Privacy Policy, including to provide you with
your requested products or services and to keep you informed of other Bauer publications, products, services and events. Our Privacy Policy is located at www.bauer-media.com.au/privacy/. It also sets out how you
can access or correct your personal information and lodge a complaint. Bauer may disclose your personal information offshore to its owners, joint venture partners, service providers and agents located throughout
the world, including in New Zealand, USA, the Philippines and the European Union. In addition, this issue may contain Reader Offers, being offers, competitions or surveys. Reader Offers may require you to provide

personal information to enter or to take part. Personal information collected for Reader Offers may be disclosed by us to service providers assisting Bauer in the conduct of the Reader Offer and to other
organisations providing special prizes or offers that are part of the Reader Offer. An opt-out choice is provided with a Reader Offer. Unless you exercise that opt-out choice, personal information collected for Reader

Offers may also be disclosed by us to other organisations for use by them to inform you about other products, services or events or to give to other organisations that may use this information for this purpose.
If you require further information, please contact Bauer’s Privacy Officer either by email at privacyofficer@bauer-media.com.au or mail at Privacy Officer, Bauer Media Pty Ltd, 54 Park Street, Sydney NSW 2000.

Stella McCartney coat,
$2556, and top, $1346;

Chanel boots, $2670.
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Givenchy by Riccardo
Tisci crocodile-skin

bag, $34,500,
(02) 8197 0420.
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With its cute proportions, bold emerald hue and sculptural 

appeal, it’s a bag lover’s definition of modern art

Last
WORD-
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THE MOST AWARDED 
CHAMPAGNE HOUSE OF THE CENTURY*

* R é gis  C a mus ,  aw ard e d 8  t im es  
«  C h a m p a g n e & S p a r k l i n g W in e m a ke r  o f  t h e Ye a r  »  

b y  t h e I n t e r n a t i o n a l  W i n e C h a l l e n g e s i n ce t h e b e g i n n i n g o f  t h e ce n t u r y.
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Diamond CollectionSydney . Melbourne . Brisbane - 1800 13 00 00


