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“Eddie Redmayne is 
flattening himself out to 

almost become 2D, or an 
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HRH The Duchess of 
Cambridge wears shirt and 
coat, Burberry. Vintage hat, 
Beyond Retro. Hair: Amanda 
Tucker. Make-up: Sally Branka.  
Set design: Max Bellhouse. 
Production: 10-4inc.  
Digital artwork: Amberdawn 
Alexander at Gloss. 
Fashion editor: 
Lucinda Chambers. 
Photographer: Josh Olins
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265 VOGUE’S  
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278   
HRH THE DUCHESS OF CAMBRIDGE 
On one ordinary day in the country,  
a very special shoot took place to mark 
Vogue’s centenary issue. By Alexandra 
Shulman. Photographs by Josh Olins
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photographed by Mario Testino 
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“A night out with Eddy and Patsy? You’d 
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346 BETWEEN THE LINES 
Six strikingly individual illustrators 
draw on their interpretations of the 
spring/summer collections

352  THE INSIDE STORY 
Eating sausages with Parkinson, 
gossiping with the Princess of Wales, 
nightclubbing with Karl Lagerfeld… 
Fashion memories are made of this

364 A MAN FOR ALL SEASONS 
The fashion industry can’t get  
enough of David Beckham  
– and neither can we, says  
Emily Sheffield. Portrait by  
Jamie Hawkesworth

366  “SWEETIE DARLING!” 
The Ab Fab twosome are back  
for a new film. As the Bolly flows  
again, they stumble into a Vogue  
shoot, where Emily Sheffield  
joins them on set. Photographs  
by David Bailey

376  THE ZIP 
Jo Ellison tells the story of a little 
device that made a very big impact  
on the fashion world

380  WEATHER PERMITTING 
From what we wear to what we talk 
about, the British climate has 
indubitably shaped our lives, writes 
Lucy Hughes-Hallett

387 SHE’S GOT THE LOOK 
The beauty moments that made 
history, as seen through the eyes of 
Vogue. By Susan Irvine

394 A CENTURY OF HEALTH FADS 
… from hula-hooping to juicing,  
cigarettes to acai berries.  
By Lauren Murdoch-Smith 

405 FACE THE FUTURE 
Seven technical marvels that are set  
to change the world of beauty

407 IMMERSIVE ARTS 
“No luxury is too good for this feature 
of the modern house,” said Vogue in 
1936. Amanda Vickery considers 
what the bathroom means to us

417 BEAUTY HALL OF FAME 
Vogue beauty editors past and present 
pick the 100 best products ever

“The Eighties: 
no outfit, no 

entry. How to 
skip the queue? 

A scarlet vinyl 
boiler suit  

is the right side 
of Taboo”

“AS TIME GOES BY”, 
PAGE 288

A CENTURY 
OF HEALTH 

FADS
Page 394
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TIMES like these
w elcome to our centenary 

issue of British Vogue, 
which I hope you will 

enjoy as much as we have enjoyed 
creating it.

We are very honoured to have HRH 
The Duchess of Cambridge featured 
on our cover in one of an exclusive 
series of portraits by Josh Olins. When 
it came to considering who would be 
an appropriate person to encapsulate 
100 years of this magazine, there really 
was no other individual. Since its 
inception, Vogue has had a relationship 
with historical royal portraiture and 
has consistently produced images that 
have become part of our collective 
consciousness of the royal family, 
ranging from the work of Cecil Beaton 
to, most recently, Mario Testino. 

I am a huge fan of the monarchy, 
which I believe adds something 
precious and completely unique to our 
national identity, and the opportunity 
to feature the Duchess as part of  

our birthday celebrations has continued 
a much-treasured tradition of the 
magazine. It was also a great pleasure 
to work alongside the National Portrait 
Gallery on this project, where HRH  
is patron. As a past trustee of the  
NPG, I am an enthusiastic cheerleader 
for its remarkable collection, and as an 
editor of a magazine that throughout 
the century has commissioned so many 
portraits, it gives me personal pleasure 
that a selection of Josh’s and our images 
of the Duchess will become a valued 
addition to the gallery.

In 100 years the world has changed 
out of all recognition, and we wanted 
the magazine to work with the 
narrative of the times. When Vogue 
launched there was still no vote for 
women, the First World War was 
creating a devastation that the current 
idea of a united Europe was intended 
to help prevent ever happening again, 
travel outside this country was only  
for the privileged, and almost all of the 

lifestyle comforts we take for granted 
were not even conceived of. The 
fashion world, now one of the biggest 
influences and globally relevant, was 
simply a microcosm of its current  
self, restricted to a few local shops, 
dressmakers and even fewer famous 
designers. Now we can shop the world 
at the push of a button.

From 1916 to 2016, the core of 
Vogue has been the remarkable talent 
featured both as subject matter for  
the magazine and as contributors. 
This issue is a fitting showcase and  
I am immensely grateful to everyone 
who has collaborated with us,  
whether through their photographs, 
recollections, articles, illustrations or 
vast amounts of research. 

There’s so much I could say about 
what’s in these pages, but in the end  
I think it is better to leave you to 
discover for yourselves what I hope you 
will find a fascinating and memorable 
testament to a century of life.

Above left:  
the Duchess of 
Cambridge, 
photographed by 
Josh Olins (page 
278). Top right: 
Vogue tracks the 
price of luxury on 
page 265. Above 
right: designers 
share their personal 
photos (page 219)
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Photographer Josh Olins, above, 
is no stranger to shooting Vogue 

covers. But even he couldn’t contain 
his excitement when Alexandra 

Shulman, the magazine’s editor-in-
chief, called to tell him he had been 
chosen to shoot the centenary cover.  
“It was an unbelievable honour,” he 

says. “And when I found out who 
I was photographing, it took it to 

another level.” The day of the shoot 
(page 278) was remarkable for  

being so relaxed. “The thing that 
was amazing was the nature of it – it 

was very low-key, very personal,” 
Olins continues. “You’d imagine a 

centenary shoot being so extravagant, 
but it was all wellingtons, scotch eggs 
and sausage rolls. I loved the natural 

energy, the simplicity of it all – the 
fact that we broke down barriers and 

everyone had a nice time. The day 
before, the Duchess popped in with 
her kids to look at the clothes rails, 

and had a cup of tea. I sometimes 
forgot who I was with.” And the 

secret to a great portrait? “Making 
your subject feel at ease, trying not to 
do anything complicated, having fun 
and making a fool of myself so they 

let their guard down,” he reveals.  

In the beginning… 
The history of the magazine goes full circle with a contribution from Flo Phillips, 
above left, great-granddaughter of Mr Condé Montrose Nast, left – the American 
publisher who saw potential in a slim weekly newspaper named Vogue in 1909. “It 
is an extraordinary name,” admits Phillips. “Condé and Montrose were both from his 
mother’s French Catholic side, and Nast from his father’s German Methodist side.” 
Journalism still runs in the family: Phillips is a producer and reporter for Al Jazeera, 
and “Gloss Leader” (page 101) was whittled down from a 20,000-word thesis she 
submitted as an undergraduate at Columbia University. “I’ve just turned 35 – Condé 
bought Vogue when he was 36. I’ve got a lot to achieve in a year…” 

Field notes This issue marks  
Mario Testino’s 239th 
fashion story for Vogue, 
working as always  
with fashion director 
Lucinda Chambers, 
below, his friend and 
collaborator. One  
of the most prolific 
contributors in the 
magazine’s history, 
Testino’s relationship 
with Vogue famously 
began in 1980 when 
he spotted Chambers 
walking down Regent 
Street from the top of a 
bus. In “As Time Goes 
By” on page 288, the 
pair set out to create  
a fashion snapshot of 
each decade from the 
past 100 years. For  
the Twenties, Chambers 
drew inspiration from 
Ken Russell’s The Boy 
Friend, which saw 
Twiggy make her 
screen debut. 

FRIENDS 
LIKE THESE

Above: Josh Olins photographs the Duchess of 
Cambridge – and her cocker spaniel, Lupo (page 278)
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TOP
DRAW

Vogue commissioned today’s most distinguished 
draughtsmen and women to deconstruct the spring/

summer collections in “Between the Lines” (page 346). 
Here, their own self-portraits… 

JO RATCLIFFE 
“I like to use 
Indian inks and 
blue pencils, and 
colour-copier 
paper for its 
smoothness.  
I stock up at  
L Cornelissen  
& Son near the 
British Museum 
– it’s dark and 
polished inside, 
and full of  
great stuff” 

QUENTIN JONES 
“I couldn’t work 
without my 
Canon EOS 5D, 
scalpel, white 
acrylic paint, 
black Indian  
ink and Adobe 
computer 
programs. I swing 
from digital to 
handmade and 
back again – it 
gives a tactile, 
imperfect quality 
to the ever-more 
slick platforms”

JULIE VERHOEVEN 
“My tools  
are a black 
Uniball pen  
and Bockingford 
190gsm 
watercolour 
paper. They’re 
classical 
beginnings to 
then throw 
everything  
else at, in every 
available colour”

NATASHA LAW 
“My illustrations 
usually start in 
black and white 
(using Pilot G-Tec 
black ink only).  
If I’m adding 
colour, then it’s 
in pencil, often 
by Daler-Rowney 
or Caran d’Ache 
– I like to collect 
the tins”

UNSKILLED WORKER 
“I work very quickly and in chaos using Sennelier 

chalks and inks, indestructible Tombo felt tip pens, oil 
paint, charcoal and heavyweight Fabriano paper. My 
most precious tool is a dead pen that I’ve had since  

I began painting – I use it to carve the eyes and mouth”

Shooting on Tim Walker and Kate 
Phelan’s spectacular project began in 

December 2015: four months later,  
35 personalities (among them two  

Royal Academicians, three Oscar winners, 
a Mercury Prize nominee and a monkey) 
formed the portfolio on page 308. “The 
starting point for every photograph came 

from the individual,” says Phelan. “Tim 
spoke to everyone before they arrived to 
find out little things that helped steer us.” 

To embellish the final layout, Walker 
returned to the Condé Nast library – 

where he was once an intern – to capture 
hidden vintage details from the archive. 

REFERENCE LIBRARY

COLD 
COMFORT 
In “Weather Permitting” 
on page 380, the 
biographer Lucy 
Hughes-Hallett  
writes about how the 
capricious English 
climate has affected the 
way we live. She cut her 
teeth as a features writer 
on Vogue from 1974 to 
1979. “Beatrix Miller 
would write ‘Ugh! Ugh! 
Ugh!’ in the margin of 
my copy wherever my 
writing got too fancy,” 
she recalls. “I still 
remember the elation if 
she said ‘Well done.’” 
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MAKING 
HISTORY

V ogue’s centenary celebrations 
have taken several forms 
ahead of the magazine’s 

official 100th birthday in September: 
a retrospective at the National Portrait 
Gallery, two special-edition books,  
a collection of merchandise, and, of 
course, the issue you see here. For the 
Condé Nast archive team, preparations 
have been under way for the past five 
years. Behind the scenes, they support 
a steady stream of writers and curators 
with research alongside restoration of 
the vintage images across these pages. 
Brett Croft, head of archive and 
digital collections, has led the 
department since 2002: “I got here at 
the tail-end of the analogue way of 
archiving, when everything arrived in 
the form of prints, transparencies or 
contact sheets,” he explains. “Digital 
files were still thought of as a real 
novelty.” Today, each issue is 
electronically logged and hard copies 
bound into volumes. The most fragile 
early editions are sequestered in 
temperature-controlled vaults. “We’re 
lucky to own a complete set – issues of 
British Vogue before 1945 are quite 
scarce, as the paper shortages of the 
Second World War meant there was  
a large-scale programme of pulping,” 
says Croft. “The rarest issue is the  
very first; I’ve never seen one come up 
for sale, but if anyone has a copy,  
do let me know…” 

“Flipping through a century of Vogue, I was 
struck again and again by the lady of leisure the 
features conjured up,” notes Amanda Vickery, 

below, professor in early modern history at 
Queen Mary University of London, who charts 
how our bathing rituals have changed over the 
past 100 years in “Immersive Arts” (page 407). 
“The Vogue woman seemed perpetually at her 
toilette, like Madame de Pompadour or a Roman 

courtesan.” For Vickery, the ideal bathroom is 
pristine, high-tech, light and airy: “More soothing 
spa than operating theatre in mood,” she says. 

“Though in reality, mine is a whirlwind of growing 
girls rather than haven of contemplation.”

Shelf lives:  
far left, left and 
below, every  
issue, photograph 
and drawing is 
catalogued and 
filed away

FACE TIME
Former Vogue beauty editor 

Felicity Clark (below, in a 1967 
photograph taken by Horst at 

his New York studio) was on  
the staff from 1969 to 1989  

– a period of seismic change. 
“Women were starting to 

become more adventurous in 
their beauty habits, inspired by 

the likes of Barbara Daly and 
Vidal Sassoon, who transformed 

models into fantasies. The 
industry responded by 

producing products not 
dreamed of before,” she recalls, 

listing moisturiser and SPF 
among the new launches. For 
this issue, she co-presents the 

Vogue 100 “Beauty Hall of 
Fame” on page 417, and shares 

her memories of accompanying 
Diana Vreeland to the Paris 

collections (“Front Row to  
Front Page”, page 340).

ON TAP

From left: Brett 
Croft, Adam Boon, 

Hayley Maitland, 
Ulrika Becker and 
Poppy Roy in the 

Condé Nast archive
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Whatever your preferred social-media channel, be sure to get the latest news from Vogue first by following us on Instagram, 
Facebook, Twitter, Tumblr, Google+ and Youtube. Just search for BRITISH VOGUE and MISS VOGUE and join the club.

VOGUE IN MOTION
A cast of Vogue’s 
friends and family 

has come together 
for a short series 

of films offering  
an insight into its 
100-year history, 

kicking off with  
the stories behind 

Vogue’s earliest 
issues. From the 

evolution of 
modelling to  

tales from the 
magazine’s most 

memorable shoots, 
tune in to all of 

them for a Vogue 
history lesson.  

The birthday commemorations spill over from  
our very special issue and on to Vogue.co.uk for  
the entire month of May. Look out for a series  
of exclusive features, including:
s�)NSIDE�6OGUE�(OUSE��A�TOUR�OF�Vogue�(1��FROM� 
the editor-in-chief ’s office to the fashion cupboard
s�4AKE�THE�Miss Vogue quiz: how well do you  
know your Vogue?
s�4HE�COMPLETE�COVER�ARCHIVE��BROWSE����� 
years’ worth of issues, from Lindbergh’s 
supermodel quintet to the reflective millennium 
ISSUE�AND�+ATE�-OSS�S������DEBUT
s�Vogue rewind: revisit landmark articles from the 
archive, republished in full online for the first time 
n�READ�%VELYN�7AUGH�REVIEWING�$(�,AWRENCE��
3AMUEL�"ECKETT�RUMINATING�ON�3EVENTIES�.EW�9ORK��
)RIS�-URDOCH�REmECTING�ON�THE�FUTURE�OF�CINEMA��
Richard Burton chronicling his travels with 
%LIZABETH�4AYLOR��6IRGINIA�7OOLF �S�MUSINGS�ON�SLEEP��
and Nigella Lawson’s first foray into food writing 
s�-ODEL�AND�PHOTOGRAPHER�RETROSPECTIVES��ENJOY�
highlights from some of Vogue’s most prolific 
contributors, including a look back at more than  
���YEARS�OF�PHOTOGRAPHS�BY�-ARIO�4ESTINO�AND�
Patrick Demarchelier 

 Plus

1995 
Vogue.co.uk 

launches

2009 
Vogue sets up 
blogs hub and 

Twitter account

2010 
Vogue joins 
Facebook

2012 
Vogue joins 
Instagram

2013 
Miss Vogue launches 

in print and digital 
formats, with Twitter 

and Instagram accounts

2015 
Vogue Video channels 

launch. Miss Vogue 
joins Snapchat
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VOGUE

YOU’RE INVITED… 
Join our centenary 
celebrations across 
Vogue’s social-media 
channels throughout 
May. Watch out  
for birthday video 
messages from the 
likes of Kendall 
Jenner, Kate Moss 
and Edie Campbell, 
plus some highlights 
from the archive on 
Instagram, Twitter 
and Facebook.  
Miss Vogue’s 
Snapchat channel 
will be documenting 
the festivities as they 
happen, and you  
can join the Vogue 
Whatsapp group  
to get the biggest 
fashion headlines 
sent straight to  
your phone.  
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condé Nast was a man.”  
The tour guide’s American 
accent cut across the wide 

lobby of the Condé Nast Publications 
headquarters in Manhattan. “For real?” 
came the incredulous reply from the 
tourists being shown around. I suspect 
many of Vogue’s faithful subscribers 
have little idea that Nast was indeed  
a person. But I wasn’t surprised; I’d 
known the truth all my life.

It was a cold, crisp January morning 
in 2004, and I was studying journalism 
at Columbia University. I wanted to 
find out more about Condé Montrose 
Nast, my American great-grandfather; 

my plan was to make him the focus  
of my Master’s thesis. But the Condé 
Nast librarian standing across from me 
on the fourth floor was understandably 
struggling to believe that this 21-year-
old British girl was actually who she 

said she was. We got there in the end 
(not before I had explained the entire 
family tree), and I spent the next few 
months in a windowless basement, 

alone but for a multitude of Condé’s 
beautifully preserved handwritten 
critical evaluations, long-range plans, 
charts, comparisons and receipts.  
I couldn’t have been happier.

When Nast died suddenly of a 
heart attack in 1942, the revolutionary 
publisher of Vogue, Vanity Fair, House 
& Garden and Glamour was described 
in an obituary in the New York Times 
as “a genius, one of the most powerful 
characters of his time… an artist who 
made use of printing to gain the 
creative ends he sought. And his 
objectives – let it be understood  
– were nothing less than the > 

When Nast bought a society 
newspaper called Vogue in 1909, 

it was a dying 24-page weekly

LEADER
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To most people, “Condé Nast” is the international publishing empire that produces this 
magazine. But what of the man behind that name? His great-granddaughter, Flo Phillips, 

tells the story of the quiet pioneer who refashioned Vogue to make it what it is today

Condé Nast and  
his daughter, Leslie, 
at one of his famous 

penthouse parties
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improvement and democratisation of 
modern civilisation.”

Condé Nast was born in March 
1873 in New York City, the third of 
four children for William and Esther. 
It wasn’t long before William 
abandoned his family for a new life in 
Europe and, now without any income, 
Esther was forced to move her young 
family back to St Louis, where she’d 
grown up. In St Louis, Condé, a shy, 
dutiful, hard-working boy, spent a 
strict Catholic youth. The wildly 
differing personalities that form the 
background to Condé’s life made him 
the man he would become: disciplined, 
charming and one of the world’s great 
champions of women.

For starters, there was his paternal 
grandfather, Wilhelm Nast. Wilhelm 
is credited with founding German 
Methodism in America, a calling that 
demanded unwavering dedication. 
Condé’s own father, by contrast, was  
a charmer with an instinctive sense  
of European sophistication, good 
taste and a penchant for fashion  
and luxury. And then there was his 
beloved mother, Esther. Condé’s deep 
affection and respect for her resulted 
in a lifetime desire to both impress 
and improve the lives of women. An 
appreciation of Nast’s background 
goes some way to explaining the 
unfathomable leap he made from this 
modest upbringing in the Midwest to 
founding Vogue back in New York 
City at the age of 36. 

But how does a boy from St Louis 
become the talk of New York City  
in the roaring Twenties? Going 
through his papers in the Condé  
Nast library, the narrative seemed 
disconnected to me. So, back in 
London, I visited my grandmother, 
Condé’s daughter Leslie Bonham 
Carter, at her home in Holland Park. 
Sitting on the very same Louis XVI-
style chairs that used to adorn her 
father’s dining room on the Upper 
East Side, I asked her to fill in the 
gaps. “There were two sons, Condé 
and Louis,” she told me. “One day,  
a spinster aunt arrives in Missouri 
and announces she is going to put 
one of the boys through college, but 
how to choose? Now, each boy had a 
vegetable patch on one side of the 
garden path. You can imagine 
Condé’s patch. With his obsession 
for neatness and order, it was 
perfect… Louis’s was a mess!”

Poor Louis. Aunt Fanny put Condé 
through Georgetown where, thanks to 

a stroke of good fortune, he became 
close friends with Robert Collier, 
scion of the Collier magazine empire. 
Nast was given the job of advertising 
manager of Collier’s Weekly in 1900, and 
by 1910 he had turned the advertising 
income from $5,600 to $1 million. 
“Not only did it give him experience 
in publishing and economics, most 
importantly it gave him a taste for 
success,” Leslie explained. “It really 
was a dream scenario.”

w hen Nast bought a 
society newspaper called 
Vogue in 1909, it was a 

dying 24-page weekly. His vision was 
clear: turn Vogue into what he called  
“a class publication” that defined the 
fashion of the age. Condé had to 
compete with the wave of women’s 
magazines flooding the market, all 
attempting to attract an increasingly 
liberated audience. But experience at 
previous publications had taught  
Nast that high-level circulation was 
not necessarily profitable, nor even 
desirable. On one of my trawls 
through his archive, I fell upon 
Condé’s theory about “class 
publications”: “If you had a tray with  
2 million needles on it and only 
150,000 of them had gold tips, which 
you wanted, it would be an endless 
and costly process to weed them out. 
Moreover, the 1,850,000 which were 
not gold-tipped would be of no use to 
you; but, if you could get a magnet  
that would draw out only the gold 
ones, what a saving.” 

Vogue was his magnet. He invented 
modern magazine promotion. My 
grandmother remembered being taken 

to the printing press, out in Greenwich, 
Connecticut. “It was state of the art,” 
she says, still impressed. “He was the 
very first to do colour, double-page 
printing. He was so pleased and proud 
of it.” Understandably so. By 1914, his 
readership had branched across the 
Atlantic; every month, thousands of 
copies would be shipped to London. 
Rather remarkably, the outbreak of the 
First World War boosted sales, but 
just as the numbers were rising, non-
essential shipping between Britain and 
America was banned. Nast was not 
about to abandon the success that 
Vogue was experiencing in London, or 
the influence British taste was having 
on its older American sister, and so to 
overcome the problem of distribution, 
British Vogue (which Condé Nast 
employees affectionately referred to as 
“Brogue”) was born.

With the profits from his successful 
magazines (he launched Vanity Fair in 
1913 and acquired House & Garden  
in 1915), Nast bought himself  
a sumptuous penthouse on the 
northwest corner of 86th Street and 
Park Avenue. It was a duplex, and  
the upper level alone sprawled over 
5,100sq ft. “My bedroom, and my 
father’s bedroom, were on the lower 
floor, and there were other bedrooms 
there, too,” remembers Leslie. “All the 
living rooms were upstairs. I was just 
12 when he died, but I remember the 
mirrored powder room – pink and 
sparkly – a fairy tale for a young girl. 
And the ballroom of course, which 
I adored, with the most beautiful 
18th-century Chinese wallpaper…” 

In the following years, Nast’s home 
– 1040 Park, as my grandmother > 

Picture perfect: the 
illustrated covers of 

four 1909 issues  
of American Vogue

Condé Nast’s 
state-of- 
the-art Monotype 
casting room, 
Connecticut,  
1925
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always calls it – epitomised the 
decorative ideals of House & Garden. 
The women who frequented it – of 
whom there were many – wore the 
clothes shown in Vogue. The parties  
he frequently held there were issues  
of Vanity Fair brought to life.  
Leslie remembers, “The parties were  
so wonderfully exciting; suddenly  
there’d be the bustle – the flowers 
arriving, the iceman coming in with 
blocks of ice, or the flocks of waiters. 
Everything would be reorganised and 
the governess and I would be sent off 
to the local hotel to spend the night. 
But before we left, I would often go 
down to the ballroom in my finery.  
I can remember meeting Charlie 
Chaplin. And, of course, there were so 
many pretty girls. My father said to 
me, ‘The single most important rule 
for a successful party is that you can 
never have too many pretty girls!’” 
Deep in Folder 22 of Box 5 in  
the company library, meticulously 
recorded guest lists in Condé’s own 
hand told me of Fred Astaire sipping 
cocktails with Mrs Vanderbilt,  

Cecil Beaton smoking a cigarette  
with George Gershwin, Dorothy 
Parker chatting to the Marx Brothers. 

Condé’s Gatsby-esque parties (he 
held 193 of them between 1925 and 
1942) were the talk of the interwar 
years in New York. But for him they 
were business, and copy for his 
magazines. In fact, for most of  
his guests, the publisher himself  
was a remote and mysterious figure.  
“He wasn’t ebullient or loud,” Leslie 
explains, “in fact, he was very quiet 
and immensely kind – at odds with 
the showy world in which he moved.” 

As his guests drank, dined and 
danced in his Park Avenue penthouse, 
Condé was often to be seen standing 
alone, surveying the scene through 
his pince-nez, his slight frame (he 
wasn’t more than 5ft 8in) dressed, as 
ever, in a three-piece suit and stiff-
collared shirt. He was occasionally 

glimpsed playing bridge, but more 
often checking on the lighting, the 
waiters, the liquor, the ventilation – 
monitoring the machinery of his 
famous evenings. “He loved nothing 
more than to escape the glitz,” Leslie 
continues. “You have to remember 
that for all the glamour he created, 
my father was actually quite a shy, 

unassuming figure. We’d often sneak 
off together to have an ice-cream 
soda at Schrafft’s down the block.”

Nast’s second wife, Leslie Foster, 
was 35 years his junior. “He loved my 
mother very deeply,” says my 
grandmother. “He had married her at 
the height of his wealth, he wanted to 
give her everything – anything she 
desired. But then the crash came and 
he just couldn’t take it.” On that 
fateful night in October 1929, Condé’s 
stocks plummeted from $93 to $4.50. 
“He couldn’t bear to tell her that he 
had lost everything.” 

The story goes that Condé 
introduced his wife to Rex Benson, a 
dashing Englishman who was in 
America captaining the British polo 
team, and before long the pair were 
married and on their way to England. 
Leslie continues, “They married when 
I was two, but I stayed in New York.  
I suppose it was pretty unconventional 
at the time, but I never thought it was 
out of the ordinary; he was such an 
affectionate father. Looking back on 
it, I was incredibly lucky to live with 
him until he died.” 

For all his entertaining, Nast was 
very private, and managed to conceal 
his financial losses from the society 
around him. He spent the last 10 years 
of his life at the helm of a company he 
no longer owned – not that anyone 
knew it. Condé continued to run his 
empire, having been bailed out, 
silently, by the British press magnate 
Lord Camrose. In an extraordinary 
act of kindness, and in large part 
because British Vogue had weathered 
the Depression far better than its 
American sister, Camrose lent Nast  
$1 million to buy back the majority of 
his shares, with a further $300,000  
as working capital. (The Newhouse 
family eventually bought the company 
in 1959.) And so the show went on; to 
the end, Condé maintaining to his 
loyal financier that his magazines 
stood for something more enduring 
than the trivialities of momentary 
fame or fashion; publishing, rather 
than party-giving, was his life work.

While it must have been incredibly 
painful for Condé to lose control of 
his beloved Vogue during his lifetime, 
his legacy lives on – Vogue is still the 
most successful fashion magazine  
in the world – and my grandmother,  
his daughter, is by far the most  
elegant, sophisticated, well-dressed 
octogenarian living; easily worthy of 
one of her father’s celebrated covers. Q

Top: the 
sumptuous 
ballroom of  

1040 Park. Above: 
Condé Nast seated 
at dinner between 

gossip columnist 
Elsa Maxwell, on 

left, and the singer 
Grace Moore  

“For all the glamour he created, 
Nast was quite a shy, unassuming 

figure. He loved nothing more 
than to escape the glitz”
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says...
As befits the fashion bible, Vogue has made  

many commandments through the years.  
Hayley Maitland takes her pick of the magazine’s 

finest bon mots, diktats and epigrams

We take this stand 
and will maintain it 
against all comers: 
that fashion is no 
surface frivolity but a 
profound instinct…
As long as there is 
taste and coquetry, 
desire for change 
and love of self-
expression, a sense  
of fitness and a sense 
of fantasy – there 
will be fashion…
JANUARY 1940

Taste, in the dress sense,  
cannot be bought; but it can  
be acquired… Snobbery is the 
last thing you can afford.
FEBRUARY 1950

A good black dress, well fitted,  
worn with an air and the right 
accessories, can set you more  
certainly on a high plane of chic  
than a similar expenditure laid  
out in any other way. SEPTEMBER 1937

In the end, it is people who are 
interesting. Without that, their clothes 
are just other people’s ideas.
APRIL 2010

You can’t 
be a beauty 

without 
being an 

individual.
JUNE 1969

Breakfast is the 
most important 
meal of the day. 
Why not knot 
an Hermès scarf 
into a makeshift 
shopper and 
audaciously  
fill it with sweet 
buttery pastries?
SEPTEMBER 2013

Elegance, 
that most 

constant of the 
rare qualities able 
to disregard time. 

Wandering, charming, 
incalculable, it can be 

found everywhere: 
unalarmed by poverty, 

and accessible to all 
who possess a genuine 

apprehension of the 
values of simplicity. 

MARCH 1946

Why wait for heaven when you 
can wear your rewards on earth? 
MARCH 2000

VOGUE
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Style can be innocent or sophisticated, 
intuitive or educated. To define is in  
a way to dissect. To dissect fashion is 
to tear off the wings of a butterfly.  

To dissect style is impossible. Style is 
like charm. You either have it or you 
don’t. And if you haven’t, don’t try.

SEPTEMBER 1976 

To live luxuriously is not the same thing as to live 
extravagantly. To indulge in extravagance means spending 

more than one has, and usually entails buying little but 
prematurely greying hair and wrinkles. To live luxuriously 

it is only necessary to have the seeing eye and a love of 
harmony and graceful living. SEPTEMBER 1921

What is 
marriage 
without a 
wedding 
gown from 
Paris?
NOVEMBER 1916

You live dozens of different lives – one 
at home, another at work, another out 
in the evening, another in the country, 
another in the city, and at least two 
more for fun… Be yourself in fashion, 
and you can live nine lives at once.
APRIL 1974

Ageing builds 
character – so long as 
you had a creditable 
one to start with.
SEPTEMBER 2006

Show me a woman 
who is not secretly 
trying to relay some 
kind of statement 
through her clothes, 
albeit subliminally, 
and I’ll show you…
Well, suffice to say, 
even nuns are at it.
SEPTEMBER 1999

Save on 
Botox – cut 

a fringe.
APRIL 2009

There 
is no 
absolute 
in chic. 
Yesterday’s 
fashions are 
today’s dowdies; 
and today’s 
oddities may 
be tomorrow’s 
fashions.
SEPTEMBER 1944

In one-syllable 
words, it’s not what 
you wear, but What 
you Wear with What.
APRIL 1955
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The glamorous should not be like anyone else… 
Exposure and enigma are an irresistible mix.
DECEMBER 1989

VOGUE

A fiancé is just raw material. Man  
in his crude bachelor state is nothing 
but clay – just a lump of unformed 
clay. And making a husband out of  
a mere man is one of the highest  
plastic arts known to civilisation.
MAY 1917

XXX



THE ULTIMATE
NUDE LOOK 
NEW Nude Finish Collection  

Inspired by Bobbi’s signature nude look–featuring the most natural
coverage, sheer luminosity, and built-in skincare benefits. Designed
to imperceptibly perfect and enhance so all you see is healthy,
glowing, gorgeous skin. Available in shades for all skin tones.

Visit or call a Bobbi Brown Counter now to book your complimentary 
Bobbi Glow Makeup Lesson – our treat.

#UltimateNude

www.bobbibrown.co.uk



People are nearly always  
vaguely disappointed when given 
what they ask for, but you can often 
make them happy for hours, days,  
weeks or forever, by giving them 
something they never dreamed of.

OCTOBER 1932

The making of a successful party is 
like the baking of a wonderful soufflé 
– the ingredients and proportions must 
be weighed and measured by the hand  

of an artist – should be taken out of 
the oven at the exact psychological 
moment – and served hot.
AUGUST 1930 

True glamour requires 
discipline and time in 
the preparation, and a 
seductive air of insolence 
in the execution. 
NOVEMBER 2004

When a new line is greeted with  
cries of indignation, it’s a healthy 

sign. It means that the fashion 
world is alive and kicking. 

SEPTEMBER 1959

It has been recorded 
that Eve was tempted 
into imprudent 
extravagance by a 
mere apple, but then 
she had never seen  
a hat or dreamt of  
a spring opening. 
MARCH 1919

Beauty, when you 
are in the presence 
of it, is a 
transforming 

influence, a little 
like royalty… It 
exerts real power 
and it binds 
people together 
in their desire 
to experience  
a part of it. 
NOVEMBER 2008

As every  
self-publicist 
knows, the 
best way to 
get maximum 

cover is to 
reveal all. 

DECEMBER 1994

Understatement  
has a chic denied to 
overemphasis. JANUARY  1942

Every female worthy 
of the name is keen 

on a bargain.
JANUARY 1936

You are one of a 
kind, unique in 
fashion… Forget 
rules – you  
make them, you 
break them.
JANUARY 1970
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The smartest women’s 
jewels are large in  
size, small in quantity, 
and priceless in quality.
FEBRUARY 1929
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*nourishes with conditioning ingredients



ONLY IN THE MOST SELECTIVE SALONS

Find your salon
kerastase.co.uk

SIGN YOUR HAIR
WITH OUR MOST 

BEAUTIFUL TOUCH

NEW

NUTRITIVE
Exceptional nourishing* care

for dry to severely dry feeling hair.

Replenishes each fi bre
with tailor-made nourishment &

protects hair from dryness.
Prodigious suppleness.

Satin signature touch.
Radiant shine.
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enter the new era of feminism in fashion. A sensuous stream  
of confident, womanly silhouettes strode the catwalks at 
Loewe and Louis Vuitton, indicating the shape of things  

to come. Bodycon now offers a statement of fearless femininity,  
rather than bandage-like constriction. Show off the new attitude in 
the simplest fashion terms: Prada’s corsets are to be worn loosely 
undone, and atop outerwear, as though hurriedly refastened after an 
amorous encounter. JH

State 
your  
feminine 
intent

SEEK SILENCE
The sound of silence never used to be a good thing  
(as Simon & Garfunkel sang, “Silence like a cancer grows”). 
But that was the Sixties, before the iPhone’s marimba tone 
became life’s soundtrack. Now silence is a buzzword – and a 
leisure pursuit. When, recently, Marina Abramovic and pianist 
Igor Levit collaborated to perform Bach’s Goldberg Variations, 
the audience were asked to don noise-cancelling headphones 
and wait in dense silence for half an hour. Brace yourself for 
inner peace with a meditative sound bath via Otto Sound 
Therapy, or get your silence to go with the White Noise app  
for ultimate nirvana anywhere. VH
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SCALE NEW 
HEIGHTS
Towering 
platforms – as 
seen at Marc 
Jacobs, Mulberry 
and Balenciaga 
– are about to 
oust daytime flats. 
Start practising 
your walk now…

1
3 6¾ IN

THE PEOPLE, PLACES, IDEAS AND  
TRENDS TO KNOW NOW – AND NEXT

What’s

Edited by JULIA HOBBS
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MARC JACOBS
LEATHER BOOTS, £1,700



HORTENSIA COLLECTION • VOIE LACTÉE RING

L’ART DE LA JOAILLERIE DEPUIS 1780

174 New Bond Street  •  Harrods, The Fine Jewellery Room  •  Selfridges, The Wonder Room

For all enquiries: 0207 495 6303



JOIN THE DISRUPTERS
The world of tech is busy revolutionising (or rather, disrupting) 
the way we travel, shop, work and spend our spare time –
putting us, the consumer, firmly in charge. Airbnb is here to 
stay, but it’s high-end curated luxury travel that’s now set to 
soar, with Le Collectionist taking private-home stays to the 
next level. If you want to holiday at Leonardo DiCaprio’s Palm 
Springs villa or on the late Marlon Brando’s private island 
in French Polynesia, this is the place. At the office, it’s time 
to ditch email for Slack, an easy-to-search chat-messaging 
service for teams, with the motto Be Less Busy which is poised 
to consign our garbled inboxes to the annals of history. But no 
area has been more targeted by disrupters than how we shop. 
Britain is the world’s largest contactless spender – a trend  
that looks set to continue with the Kerv smart ring, which can 
also store business cards and be paired with digital door locks. 
The consumer-first gateway is open for business, whenever 
and wherever you may need to access it. Nicole Mowbray 
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Redecorate
IN PINK

The power colour of choice in the 
international style set’s (first, second and 

third) homes? A powdery confection  
of rose, blush and candyfloss. NK

4
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TURNELL & GIGON
BRAID TRIMMING, 
£48.50 A METRE

NORTHCROFT FABRICS 
WINDSOR FRENCH ROSE 
FABRIC, £204 A METRE

RICHARD GINORI 1735
DINNER PLATE, £64, AT 
THOMAS GOODE

THE BASKET 
ROOM
HANDWOVEN 
BASKET, £49

TURNELL  
& GIGON
TIEBACKS, 
£373 EACH

LITTLE GREENE 
BERTIE’S BEST 
PAINT, FROM 
£19.25 A LITRE

JOHN STEFANIDIS
SHADES PINK, £124  
A METRE. LEFT: DECOR  
BY DAVID HICKS.  
BELOW: CHRISTOPHER 
HODSOLL’S SCUMBLE  
NO 8 PAINT 

JOHN 
STEFANIDIS
CHECKS ROSE 
FABRIC, £138  
A METRE

TYLER HALL
ARBOR WALLPAPER, 
£188 A ROLL

ADELPHI PAPER HANGINGS
FRANKLIN BORDER, £126 A METRE

GAINSBOROUGH 
SILK WEAVERS

WADDESDON 
MEDICI FLAME 

FABRIC, £142  
A METRE

McBEAN’S 
ORCHIDS
ORCHID, £35

HERMES 
SOAP, £16

1STDIBS.COM
ANTIQUE CERAMIC
STAFFORDSHIRE 
VASE, £573

VILLA BREGIDO,  
CANNES, AT  

LE COLLECTIONIST. 
BELOW: THE  
SLACK APP

M
IU

 M
IU

DE GOURNAY
HAND-
PAINTED WALL 
PANEL, £894
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in 2013 an undetectable fashion trend 
sparked a frenzy. Normcore, a word 
invented by New York think-tank  

K-Hole, was accompanied by a 
manifesto – a how-to guide for self-
consciously blending in with the 
uncool crowd. The rule was: “The 
most different thing to do is to  
reject being different altogether.” 
Disappearing into an 
unfashionable suburban scene 
was itself the fashion statement 
– and what started in just  
a handful of pre-gentrified 
streets of New York  
and London became a 
worldwide phenomenon.
This was the ultimate 
hurrah of hipster culture 
– a collective move to 
cast off the identikit 
“cool” uniform that had 
flooded the mainstream.

Now it’s time for a 
fresh rebellion (as it 
turns out we’ve grown 
bored of dressing, well, 
boringly). Welcome to 
autumn/winter 2016, a 
season that proves we 
have missed the power to 
draw quizzical glances via 
our clothes. It’s now time 
to look, provocatively, as if 
you’ve tried. Gear up to embrace 
everyday eccentricity – those 
skewed, spliced and swervy cuts 
that Margiela advocated in the  
early Nineties have returned in the 
hands of a new crop of designers 
determined to strike a point  
of difference against casualwear. 
Thanks to JW Anderson, Jacquemus 
and Balenciaga (the new power base 
of Demna Gvasalia from Vetements), 
obscure silhouettes, abstract frills, 
peculiar proportions and twisted 
sportswear are coming your way. 
Prize the interesting over the plainly 
pretty. Turn heads with Marc 
Jacobs’s hybrid sweater dress, John 
Galliano’s architectural Maison 
Margiela blazer, or Y Project’s 
surreal jeans. New-season style is set to  
be extreme and a feast for the eyes. JH

VETEMENTS

JACQUEMUS

Y PROJECT

ANDREAS 
KRONTHALER 
FOR VIVIENNE 

WESTWOOD

ROCHAS

FACE FACTS
An orange-bronzed face is officially no longer 

a beauty fail. Thanks to Alberta Ferretti, 
Rodarte and Narciso Rodriguez, it’s time 

to inject new life into a carefully contoured 
complexion – wearing russet, ochre and fawn 
on eyes, lips and cheeks at once. The aim is 

to curate a palette that pays direct reference 
to the classic Nineties beauty looks worn 
by Brooke Shields and Linda Evangelista, 

which Armani originally made famous in the 
Nineties. Backstage at this season’s show, 
make-up artist Linda Cantello revived the 

house’s perfect brown lip using one coat of  
Lip Maestro in Orient, £27, and one coat of 

Eye Tint in Leather Smoke, £27.

The century-old 
stop-motion animation 
technique we saw this 
year in Anomalisa (whose lilliputian cast was 

nudged millimetre by millimetre for two 
seconds of footage a day) continues to delight. 

This autumn sees the release of both Kubo 
and the Two Strings (a Japanese fantasy with 

voices by Charlize Theron and Ralph Fiennes) 
and Loving Vincent – a Van Gogh biopic that 

required 100 artists to create 56,800 oil 
paintings, animating the post-impressionist’s 

life as if by his own hand. LMcG

Enter 
the 
un-reel 
world8
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shop at giuseppezanottidesign.com
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Peak  
EARLY

Twin Peaks, David Lynch and Mark 
Frost’s cult 1990 television series, is  
set to return next year. Haven’t seen it?  
Swot up on the box set ASAP: the 
wholesome knits, oversized specs, saddle 
shoes and acres of flannel that defined 
Lynch’s primetime heroines the first 
time around are also back in vogue…

A satisfying meal has the power to release a feeling of contentment, but what about dining 
with the aim of inducing a natural high? Welcome to psychoactive eating, the next frontier of 
modern wellbeing. Instead of primarily seeking out positive physical effects of a nutrient-rich 
diet (clearer skin or better digestion, for instance), prepare to explore the spectrum  
of emotive responses that food can produce. Cook and author Jasmine Hemsley advises 
clients adjusting to life after restrictive clean-eating plans to counter the euphoria of 
“expansive” foods (green juices, cheese and cacao) with soothing “contractive” fuel (such  
as sea vegetables, fish and stock). Think natural suppers rather than synthetic uppers – the 
future of nutrition is hedonistically holistic. JH 
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GUCCI
SUNGLASSES, £215

LE KILT
WOOL KILT, 
£420, AT 
HARVEY 
NICHOLS

POLO RALPH LAUREN
TWILL SHIRT, £129

MIU MIU
WOOL 
CARDIGAN, 
£780

Joan Chen as  
Twin Peaks’  
Josie Packard

Catherine 
Coulson, 
Twin 
Peaks’ 
“log lady”

 
Sherilyn Fenn as 
Audrey Horne

CHURCH’S
PATENT-LEATHER 
BROGUES, £320

Sherilyn 
Fenn in  

the pilot 
episode of 

Twin Peaks













130 MOUNT STREET    +44 20 7493 0422    OSCARDELARENTA.COM



G
ET

TY
; L

FI
; R

EX
 F

EA
TU

RE
S

Who, what, 
Walking the line between best-dressed and viral meme is no mean feat  

for today’s celebrities. Their best bet? A fearless approach – and occasional 
recourse to tried-and-tested classics, say Sarah Harris and Ellie Pithers

C elebrity style: what is it about 
the clothes other women wear 
that enthralls? There can be 

few fashion moments that wield the 
power to cast – and divide – opinion so 
fervently as what someone else wore 
last night. Whether on the red carpet, 
in the street, emerging from an airport,
or a stolen moment, there’s no more 
accurate signpost of the age we live in. 

And what about clothes as 
empowerment? Consider Naomi 
Campbell and the silver Dolce & 
Gabbana gown she sported on her last 
day of court-ordered community 
service. Remember, too, Diana, Princess 
of Wales, and what became known as 
the “revenge dress”, a risqué black off-
the-shoulder number by Christina 
Stambolian, which she wore to the 

Serpentine Gallery summer party the 
same evening a programme aired about 
Prince Charles’s relationship with 
Camilla Parker Bowles. “She wanted to 
look a million dollars,” said her former 
stylist Anna Harvey. “And she did.”  

Then there are the trailblazers –  
the anti-gown types, from Marlene 
Dietrich in the Thirties to Kristen 
Stewart today, who eschew fuss and >  

1950s 1997 2015
Cindy 
Crawford

Rosamund 
Pike

Elizabeth 
Taylor

THE  
KNOCKOUT
RED DRESS

VOGUE
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frills in favour of a more masculine 
approach to style, and in doing so, 
bring a whole new meaning to the 
term “notice-me dressing”.  

Yes, hemlines may alter, the cut may 
differ, but there’s no disputing the wear-
forever allure of a leopard-print coat, 
and for that matter, Le Smoking, two 
looks we will continue to subscribe to 
for the next 100 years because, regardless 
of the decade, some pieces will endure.

So, too, a knockout red dress, which 
up until the 19th century signified a 
woman of means (only the very rich 
could afford the sky-high cost incurred 
from importing the dye). Be it in 
Eighties crunchy taffeta or this century’s 
sculpted Dior, the fiery hue will always 
turn heads. Red-carpet style has come  
a long way since Janet Gaynor picked 
up the first-ever Oscar for best actress 
in 1929, wearing an off-the-peg knee-
length skirt, sweater and lace-ups. And 
by the way, when it comes to dressing 
for the Oscars, red might be popular but 
blue beats it as a winners’ favourite. 

T ravel light? Not if you’re 
Joan Collins, who took 

more than 30 pieces of Louis 
Vuitton luggage on her biannual 
flits between London and New 
York. Audrey Hepburn was lighter 
of load: she had a Vuitton Speedy, 
custom-made for her in a 25cm  
size (30cm was standard). For 
some, a baby or a Birkin is the only 
carry-on of note: the focus instead  
is on disembarking sunnily. Both 
Victoria Beckham and the Duchess 
of Cambridge have opted for 
marigold yellow – a statement that 
Prince William remarked made the 
Duchess “look like a banana”.  >  

Brigitte 
Bardot 
arrives in 
London, 
1966

Joan 
Collins at 

Heathrow, 
1988

The Duchess  
of Cambridge, 
wearing Roksanda,  
and Prince George 
disembark in 
Sydney, 2014

Alexa 
Chung 
travels 
light, 
2013

Audrey 
Hepburn 
with her 
Vuitton 
Speedy, 
1968 

From left: Goldie Hawn in 1987; Jade Jagger in Valentino, 2011; Halle Berry in 1992;  
Samantha Cameron, wearing Victoria Beckham resort, 2015; Jennifer Lawrence in Dior

Victoria 
Beckham 
and her 
Himalayan 
crocodile 
Birkin 
arrive in 
the South 
of France, 
2010

Jean 
Shrimpton 

in 1966

STYLE IN 
TRANSIT
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Beige may be Cher’s favourite colour, 
but she dresses by her own self-

penned mantra: “Until you’re ready to 
look foolish, you’ll never have the 
possibility of being great.” Numerous 
stars have tested that faith, none 
more so than Rihanna, whose “pizza” 
gown was the most Instagrammed look 
of 2015’s Met Ball. But the true mark of 
an exhibitionist is one who knows when to 
play it sultry – her black bejewelled Stella 
McCartney gown juxtaposed with a 
flame-red braid is pure knockout.

Skirts are hopeless,” Katharine 
Hepburn once told Calvin 

Klein. “Any time I hear a man  
say he prefers a woman in a skirt, 
I say, ‘Try one. Try a skirt.’” In a 
Thirties world where women were 
expected to wear dresses, a khaki-
slacks-clad Hepburn stood out. Her 
predilection for men’s suiting, however, 
was cleverly calculated to create a 
countercultural image, a rebellious hit 
that equally appeals to Kristen Stewart, 
Léa Seydoux – and Hillary Clinton,  
who describes herself as a “pantsuit 
aficionado” in her Twitter bio.    >

Rihanna  
wears Stella 
McCartney  
to the Met  
Ball, 2011

Grace Jones 
in Issey 
Miyake, 1990

Iris Apfel, 
2012

Edie 
Sedgwick  
in 1965

Courtney Love 
wearing John 
Galliano, 2000 

Kristen 
Stewart, 
2015

Katharine 
Hepburn  
in 1952

Léa 
Seydoux 
in Prada, 
2014 Bianca Jagger, 1972

Marlene 
Dietrich  
in 1933

Cher in 1972

Anna  
Dello Russo 
wearing 
Schiaparelli, 
2015

The Spice 
Girls, 1997

THE  
SUITS

LOOK 
AT ME
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sisley-paris.co.uk

Ecological Compound: a powerful complex of natural active ingredients created by Sisley 
to provide a perfect beauty solution for all skin types.
• Helps to restore ideal skin balance • Strengthens the skin and works to restore tone and vitality
• Protects from pollution and other external stress factors • Melts like a “second skin” on the face.

Very easily absorbed fluid emulsion. Apply alone or under other skincare to increase its efficiency. 
Suitable both for men and women.

The Fundamental Skincare
by Sisley

ECOLOGICAL
COMPOUND



LONGCHAMP WISHES VOGUE A HAPPY 100TH ANNIVERSARY
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The colour of Venus, the 
birth stone of May, 55 

years of marriage, a fantasy city 
at the end of the yellow brick 
road – no wonder the green 
stone continues to beguile.  
For Elizabeth Taylor, an  
emerald brooch marked her 
engagement to Richard Burton 
in 1962. For her 30th 
birthday, she received 
an emerald necklace, 
and the brooch  
was added as the 
centrepiece. A worthy 
beneficiary? Julianne 
Moore, who wore Taylor’s 
Bulgari emeralds in 2013. > 

Kate Moss, 
2015

Lola Todd and 
friend, 1925

Anna Wintour, 
2007

Ursula Andress 
at London 
airport, 1965

Kylie Minogue, 
1991

Sophia Loren 
in 1966

Thandie 
Newton, 
2010

Name here

Juliet 
Prowse 

in 1967. 
Left: Lily 
Aldridge, 

2015

Diana, Princess 
of Wales, 1983

Naomi 
Campbell, 1998Elizabeth Taylor in 1967

Angelina Jolie, 
2009

Julianne Moore 
in 2013

THE  
BIG-CAT 

COAT

EMERALD 
CITY

Leopard print requires “a 
kind of femininity which 

is a little bit sophisticated,” 
Christian Dior once wrote. “If you 
are fair and sweet, don’t wear it.” 
That said, in a move entirely devoid 
of sophistication, silent-film star 
Lola Todd accessorised her 
leopard coat with a live leopard. A 
savage, trophy-wife whiff developed 
as Sophia Loren (in cheetah) and 
Ursula Andress (in ocelot) made it 
their signature; now Kate Moss is 
its patron saint, with a leopard-print 
coat count in double figures. 
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Eight times a bride, Elizabeth Taylor’s fifth 
marriage, to Richard Burton, saw her opt  

for canary-yellow chiffon with lily of the valley 
(symbolising trustworthiness) in her hair – a flower which 
bloomed in the Duchess of Cambridge’s bouquet, too. 
Meanwhile, Keira Knightley took a more flippant approach 
to her wedding, wearing a Chanel tulle dress she’d worn 
multiple times before, including to a Bafta event. “It was 
my something old,” she said, before admitting it was now 
“impressively splattered” with red wine.  >

Gavin Rossdale and Gwen 
Stefani, wearing John 
Galliano for Dior, 2002

Paula Yates at her wedding 
to Bob Geldof, 1986

Kim Kardashian West, wearing 
Givenchy, and Kanye West, 2014

Keira Knightley, in Chanel, 
and James Righton, 2013

Rupert Murdoch  
and Jerry Hall, 
wearing Vivienne 
Westwood, 2016 

Rainier III of 
Monaco and 
Princess Grace, 
1956

Joan Collins 
and Maxwell 
Reed, 1952

Audrey Hepburn, in 
Balmain, marries 
Mel Ferrer, 1954

Elizabeth Taylor at  
her wedding to Richard 
Burton, 1964

The Duke and Duchess of Cambridge, 2011

Yoko Ono and 
John Lennon in 
Gibraltar, 1969

THE  
WEDDING 

DRESS

Loulou de la Falaise marries 
Thadée Klossowski de Rola  
in Yves Saint Laurent, 1977 
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HERMÈS BY NATURE



Never underestimate 
the power of a killer 

outfit to silence the critics. For 
Elizabeth Hurley in 1995 it was  
a snow-white dress (symbolism, 
much?) to silence the red tops  
over Hugh Grant’s cheating; for 
Christine Keeler it was an elegant 
black suit and a defiant jut of the 
chin at the height of the Profumo 
scandal in 1963. And when 
media-savvy Rebekah Brooks 
faced the Leveson Inquiry in  
2012, it was a schoolmarmish 
dress with an innocent Peter Pan 
collar that spoke volumes. 

Black is the most popular dress colour for 
winners of the Best Actress Oscar, partly 

due to the sober dress code during the Second 
World War, when the Academy specified a 
demure and patriotic focus on American-made fabrics. In 
second place is nude, and in a colourful third is blue: 11 
winners have worn it. From Grace Kelly’s powder blue to 
Jodie Foster’s off-the-peg sky to Brie Larson’s custom-made 
blueberry Gucci, blue has held its own as imperial. Other 
perennials: 10 women have worn white gloves to accept their 
award, and the favoured frosting is a string of pearls. Q

Naomi 
Campbell  

in Dolce & 
Gabbana for 
community 

service in 
2007

Above: Rebekah Brooks leaves court, 
2012. Right: Christine Keeler, 1963

Elizabeth Hurley  
and Hugh Grant, 1995

Patty 
Hearst at 

her trial in 
1976

Kate Winslet, 
2009

Hilary Swank  
in Guy Laroche, 
2005

Lupita 
Nyong’o in 
Prada, 2014

Grace 
Kelly 
in 
1955

Jodie Foster in 
an off-the-peg 
dress, 1989

VOGUE

DRESSING 
A SCANDAL
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Diana, 
Princess  
of Wales, 

in the 
“revenge 

dress”, 
1994

TRUE 
BLUE

Olivia de 
Havilland, 1947

Brie 
Larson 
in 
Gucci, 
2016
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From pens to wet couture – there’s nothing a Vogue assistant hasn’t  
had thrown at her. Ellie Pithers meets six women who began their 

careers in the trenches at Vogue House

what the          

saw

TAMARA MELLON

FASHION ASSISTANT,  
1990-95

i was headhunted to assist 
the fashion director, 
Sarajane Hoare, when  

I was 23 years old. Like  
most people in the fashion 
department, I was quite 
insecure. Even though we 

were obsessed with fashion, I don’t 
think any of us were particularly 
confident. At the time I wore black 
Alaïa leggings every day with a T-shirt 
and a black velvet blazer from H&M. 
I couldn’t have had a better experience 
under the tutelage of Sarajane. She 
was incredibly creative, incredibly 
tough, very demanding. Working for 
her was all-consuming. The first shoot 
I did with her was with Herb Ritts and 
we were shooting Naomi Campbell in 
swimwear. I remember seeing Naomi 
come out of the room at the Sunset 
Tower Hotel in Los Angeles in the 
morning with no make-up on, two 
little braids, and she looked so cute. 
But after hair and make-up, she just 
transformed into this total glamazon 
– it was amazing. 

Working at Vogue at that time was a 
bit like being in an episode of Gossip 
Girl. There was always somebody 
crying in the bathroom. And it was 
stressful: once I did a shoot assisting 
Lucinda Chambers, with Nick Knight 
and Christy Turlington. Christy was 
wearing a Chanel couture sequined 
look and they poured a bucket of 
water over her because they wanted 
this wet look. I had to return the wet 
couture and the PR went mad – 
terrifying, but we did anything to get 
the right picture. The co-founder of 
Jimmy Choo, Tamara Mellon now runs 
her own eponymous fashion line  > 

JANE ORMSBY GORE

FASHION ASSISTANT, 1965-67

i got the job when I was 20 years old. 
The antiques dealer Christopher 
Gibbs told Beatrix Miller, the editor, 

about the unusual way I dressed, and 
proposed me as a sort of “eye” for new 
things, new ways. It was the very early days 
of miniskirts and I remember on my first 
day the boss of the whole place told me 
that absolutely no trousers were ever to be 
worn by ladies in the fashion department. 
The hip shops, Biba and Bazaar, were only just beginning. The features writers all wore  
Wallis clothes; in the fashion cupboard they wore tidy skirts and shirts. 

I was referred to as Shop Hound – I would source clothes in antique and second-hand shops, full of 
Thirties and Forties things that were being thrown out. I’ve still got some amazing Edwardian skirts; I’d cut 
them up and stick things on to them. Bea Miller would also seek my opinion on pictures. She used to have 
them laid out on the floor in her office and we would stand around looking at them. I was an idiotic teenager; 
I don’t really know if she took on board what I said. In 1965, Jane Ormsby Gore opened Hung On You,  
a menswear boutique that outfitted the Beatles. She now runs her own interior-design practice, JR Design

Left: Nick Knight’s wet-
couture shoot, Vogue 
October 1994. Below left: 
Jane Ormsby Gore in 
Vogue, January 1966
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i was 19 when I started at Vogue as 
the secretary to Felicity Clark, the 
beauty editor. I’d had a normal, 

Sloane Ranger existence, and I found 
the magazine extraordinary. I was 
terrified, and silent for the first six 
months, easily. 

The editors at that time were always 
beautifully turned out, but nobody was 
“branded”. The secretaries were very 
much onlookers; we were never very 
adventurous in our dress. The fashion-
room lot were braver than the brave – 
all in Fiorucci. Felicity was the most 
patient boss you could ever wish for. 
She had worked with Diana Vreeland 
in New York and so she knew 
everything: all the photographers, all 
the writers, all the products. We’d do 
shoots with Arthur Elgort, Eric Boman, 
David Bailey, Norman Parkinson; I’d 

JANE FELLOWES

SECRETARY TO THE BEAUTY EDITOR, 1975-77

get the coffee 
and sandwiches 
from a little 
Italian deli on 
Pollen Street – 
it wasn’t chichi like it is now. I was 
always astonished by the fact that a 
shoot took absolutely all day. 

The worst part of the job was 
responding to the readers’ letters. They 
were always writing in, asking about 
some ailment or other, perhaps a skin 
problem they wanted advice on. They 
were important, and you had to answer 
them; it was a bit like homework.  
I hated submitting my replies to Miss 
Miller – she must have thought they 
were so badly written. The older sister of 
Diana, Princess of Wales, Jane Spencer 
married Robert Fellowes, then assistant 
private secretary to the Queen, in 1978 

w hen I was 18 years old  
I started at Vogue as the 
secretary to Lillie Davies. 

She was a terrifying woman – she used 
to throw Biros at me; I was pretty 
hopeless. I had multicoloured hair, and 
no money, so I made my own clothes. 
By 5pm they would be disintegrating. I 
was desperate to be a fashion assistant. 

One day, Miss Davies went out to 
lunch and I decided to have a cigarette 
at my desk. I was just having a drag 
when she came back unexpectedly.  
I panicked and threw the lit cigarette 
over the partition between the desks. 
When Miss Davies had gone, the 
editor’s assistant came round the 
partition holding the cigarette. I was 
mortified, but she thought it was 
hilarious. She introduced me to Miss 
Miller, and I got the job as her secretary.

Miss Miller was very patient with 
me. I remember once Princess Michael 

LUCINDA CHAMBERS

SECRETARY TO THE EDITORIAL 
BUSINESS CONTROLLER, 1979-80

of Kent was downstairs, but Miss 
Miller wouldn’t let me go and collect 
her. Two weeks later she said, “Darling, 
it’s time you had a makeover.” She got 
Sam McKnight to cut and dye my 
multicoloured hair. They did a step-by-
step feature in the magazine, and he 
and I have been friends ever since. 

Eventually I ended up as fashion 
director Grace Coddington’s assistant, 
and I was pretty bad at that as well.  
I loved calling in the clothes for shoots 
(once I went to Chelsea Fire Station to 
beg them to give me their dungarees)  
– but I hated sending them all back.  

I used to shove them in a cupboard and 
pretend they weren’t there. 

One story I worked on with Grace 
sparked a lot of letters. We were meant 
to go to India with a redheaded girl, 
Maria von Hartz, but couldn’t get the 
visas. So I got lots of Indian fabrics and 
Grace wrapped them up as turbans. We 
shot her standing on a rug, very still, no 
make-up. We got hundreds of outraged 
letters – there had never been a cover 
without make-up. In those days, you 
did feel like you were doing something 
very new. Lucinda Chambers has been 
Vogue’s fashion director since 1992 > 

Above: a Vogue  
beauty shoot from 

February 1975. 
Below: Lucinda 

Chambers’s hair is cut 
and coloured by Sam 

McKnight (then at 
Daniel Galvin) in 1981

Below: Maria  
von Hartz (shot 
without make-up),  
Vogue July 1981
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OLDA FITZGERALD

SECRETARY, 1959-60; FASHION ASSISTANT, 1963-65

i t was pure nepotism 
that got me the job 
aged 17. My father 

knew someone who was 
very grey in managing and 
they were looking for a 
secretary. I moved straight 
on to the reception desk 
at Vogue, presided over 
by a terrifying dragoness 
called Vera Selfe. But I had 
a lovely time. I considered 
myself spectacularly brilliant 
because I knew all the 
extension numbers of every 
single human being in the 
building – about 300.  
I came back to Vogue as 
assistant to the fashion 
editor, Melanie Miller, in 

1963. It was complete hell. Melanie 
was one of those opaque American 
ladies, impossible to please. She  
would call in all these clothes from 
lots of designers and then decide she 
didn’t want any of them, so I’d have to 
take them all back again. I was a lowly 
worm, standing with pins in my mouth 
and trying not to stick them into  
Jean Shrimpton as David Bailey  
took her photograph. 

The office was full of girls, always 
crying in the loo – everybody’s love 
lives kept going wrong. Everyone 
wore Biba or Courrèges minidresses, 
except the features writers who wore 
Wallis bouclé wool suits. Sometimes 
we’d wear long dresses for daywear 
in rebellion against our mothers, who 
probably spent hours debating the 
correct skirt length dictated by Vogue 
each year. I had a violet velvet  
evening dress covered in appliqués  
of white doves from Foale & Tuffin.  
I thought I looked wildly romantic.  
Olda Willes married Desmond 
FitzGerald, the Knight of Glin, in 1970 Q

i was working on a 
thesis at Oxford 
when I decided to 

enter the Vogue Talent 
Contest, for which you 
had to submit an 
autobiographical piece.  
I tried writing mine 

straight but it was very boring: just 
homework and helping my mother.  
So I made one up. I think it owed 
something to Wuthering Heights: I 
came from Yorkshire, had four 
brothers, one of whom was in the 
paras, and a market-gardener father.  
I won, and started working as the 
managing editor’s assistant in 1982. 

Vogue was a worldly education. I 
didn’t know anything about anything 
when I started. The atmosphere was 
larky. You were paid absolute peanuts – 
about £4,000 a year. Luckily, it was the 
time of punk so there was no shame in 
dressing from charity shops. The French 
Lieutenant’s Woman was a popular film 
at the time and, inspired by Meryl 
Streep, I decided to make a cape from a 
Vogue pattern purchased in John Lewis, 
which I wore for months. Everything 
felt quite free. No one was dieting  
that I noticed – there was this wave of 
Eighties feminism. Everyone was much 
less groomed than they are today.  

HELEN SIMPSON

ASSISTANT TO THE MANAGING EDITOR, 1982-83

Left: Snowdon’s 
portrait of 
Anthony Hopkins, 
with Simpson’s 
interview, Vogue 
May 1986. Below: 
Jean Shrimpton  
by David Bailey, 
September 1964

For the first few months, I proof-
read copy. Everything was edited with 
little bits of paper, cut and pasted 
according to the layout of the lines.  
It made you very sharp on spotting 
spelling or syntax errors. Then I 
became a features writer, so I dotted 
around. I worked on Shop Hound, 
Travel – my first press trip was to New 
Zealand, a big deal because I’d never 
been on a plane before – and then  
I wrote restaurant reviews, and got let 
loose on interviews. I interviewed 
Anthony Hopkins when he’d just been 
starring as Pierre Bezukhov in War and 
Peace. Snowdon was taking the picture, 
so they didn’t mind a 25-year-old 
doing the interview. I remember 
Hopkins leaning over and saying to 
me, “You’d make a great Natasha.”

I was always writing stories; in my 
lunch hour I’d go to St George’s Church 
in Hanover Square and scribble 
something down. I hadn’t really 
thought about publishing them. It  
was like a secret life. Then one of the 
features editors showed Miss Miller 
one of my stories, “The Bed”. She ran  
it in the December 1985 issue, Pat 
Kavanagh saw it, and was my agent for 
the next 25 years. Simpson is a critically 
acclaimed writer of short stories. Her latest 
collection is “Cockfosters” (Jonathan Cape)
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This year’s special centenary edition of the Vogue Festival  
is just around the corner. Book your tickets now…

r  Global sensation KIM KARDASHIAN WEST and make-up artist  
    CHARLOTTE TILBURY discuss beauty and business
r  Vogue contributing editor ALEXA CHUNG hosts a live style clinic
r  Italian designers DOLCE & GABBANA talk about keeping a fashion empire at the top
r  Legendary stylist GRACE CODDINGTON shares highlights from her career
r  Fashion and art photographer JUERGEN TELLER sits down for a rare interview
r  Star creative director ALESSANDRO MICHELE on taking the reins at Gucci
r  Plus models EDIE CAMPBELL, MARIE HELVIN and YASMIN LE BON 

Pay a visit to our beauty hall,  
where top hairstylists and make-up 
artists will be on hand to transform 

your look with Vogue editors’ 
favourite products from Bobbi Brown,  

CND Vinylux, Jo Malone,  
Kérastase and Tom Ford.

Purchase limited-edition 
collaborations by designers including 

Bella Freud, Levi’s, Dolce & Gabbana, 
Kurt Geiger, J Crew and Alexander 

McQueen, made exclusively for  
the pop-up Vogue Shop.

The industry’s leading session stylists 
share their hair and beauty tips with 

small tutorial groups. 

Secure a place now at round-table 
sessions led by Vogue editors.

Esteemed illustrator David Downton 
leads a live drawing class. 

THIS YEAR, YOUR TICKET BUYS ALL-DAY 
ACCESS TO THE VOGUE FESTIVAL

+ PLUS
• Sophia Webster • Mary 

Katrantzou • Derek 
Blasberg • Lauren Santo 
Domingo • Robin Muir  

and many more

VOGUE

Limited-edition 
collaborations 
from designers 
including Yolke 

(above) and 
Dolce & Gabbana 

(left) will be 
available to buy

ALEXA CHUNGCHRISTOPHER KANE

ISABEL MARANT

STEFANO GABBANA  
AND DOMENICO DOLCE

CHARLOTTE 
TILBURY

PETER 
DUNDAS

GRACE CODDINGTON

KIM 
KARDASHIAN
WEST

Box officeHITS
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FOR THE FULL LINE-UP, AND TO BUY TICKETS, VISIT VOGUE.CO.UK/VOGUEFESTIVAL  #VOGUEFESTIVAL

MAY 21 & 22, LONDON SW7 � TICKETS ON SALE NOW



INTERACTIVE VOGUE EDITIONS  
FOR iPHONE AND iPAD
JUNE ISSUE ON SALE NOW

OR INCLUDED WITH YOUR PRINT MAGAZINE SUBSCRIPTION
Vogue.co.uk/subscriptions

ONLY £2.99







VOGUE PROMOTION

 w hen it comes to achieving 
beautiful, timeless and 
incredible-looking hair, 

John Frieda has always led the way. For 
over 30 years, the brand has created 
countless pioneering product ideas 
(from the original Frizz Ease serum, to 
Beach Blonde and beyond) that enable 
women to style their hair perfectly, 
which ever classic look they choose – 
and no matter what type of hair. From 
the wistful Seventies flick to the luxe 
length of the Eighties, to the blunt 
Nineties bob, John Frieda has been 
committed to empowering women to 
get the style they want – Mother Nature 
notwithstanding.  

This summer, the brand is redefining 
modern hair styling once again, and the 
new mood is all about expressing your 
own unique style. “The whole thing 
about being modern today is showing 
your individuality,” says top hairstylist 
Luke Hersheson, John Frieda’s newest 
ambassador, who created the styles for 
this exclusive Vogue shoot. This exciting 
moment for the brand includes a new 
collection of products, including the 
colour-enhancing Brilliant Brunette 
range and life-saving Frizz Ease 10 Day 
Tamer, all in chic new packaging 
designed to reflect John Frieda’s modern 
yet timeless aesthetic. “The products are 
so easy to work with that the 
effortlessness really shines through,” 
says Hersheson. “It’s styling that’s as 
individual as you are.”  Q LO
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Now’s the time to 
celebrate the timelessness 
of beautiful hair

Photographs by Yaniv Edry 
Styling by Alexandra Carl 

CLASSICS
MODERN



“We styled each of these 
three looks using  

an iconic John Frieda 
product,” says  

Luke Hersheson 
To tame the luxe, long hair (left), 

he polished the look with Frizz 
Ease Original Formula Hair 
Serum. To define a choppy  

look (right), apply Frizz Ease 
Curl Reviver Mousse to damp 

hair before rough-drying.  
For the sleek modern bob 
(middle), Luke amped up  

the volume with Luxurious 
Volume Blow Dry Lotion. 

Visit Johnfrieda.co.uk

Hair: Luke Hersheson. 
Make-up: Shirley Weiner. 
Models: Lottie Hayes, Ilana 
Kozlov and Moya Palk







RIMOWA Store in the United Kingdom:
London 153 New Bond Street 

www.rimowa.com

BOSSA NOVA

WHEN STYLE BECOMES
A STATEMENT.



Woke up like  
this: whether in 
feminine boudoir 
satin or Louis 
Vuitton’s grungy 
checks, a bias-cut 
slip dress is a pillar 
of summer style 
year after year

Slip dress with 
draped detail, 
£2,250. Platform 
leather boots, 
£910. Both Louis 
Vuitton. Hair: 
Naoki Komiya. 
Make-up: Lucy 
Burt. Nails: 
Lyndsay 
McIntosh. Model: 
Karly Loyce.  
Still lifes 
compiled by 
Naomi Smart

Photographs by SCOTT TRINDLE  
Styling by VERITY PARKER

The
complete

The slip 
dress

Classic, timeless, smart buys – 
call these pieces what you will, 

but depend upon them regardless: 
these are the definitive items  

that have outlasted trends and fads. 
Today, they continue to ace the  

cost-per-wear calculation 
and provide a future-proof 

foundation for everyday chic. 
Here’s to the next 100 years 
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Cashmere poloneck,  
£780, Michael Kors 
Collection. Denim jeans, 
£85, Levi’s. Patent-leather 
boots, £415, Joseph. 
White-gold and diamond 
earrings, £18,000. 
Matching bracelet, 
£63,000. White-gold and 
diamond link bracelet, 
£29,200. All Cartier. 
Diamond bracelets,  
price on request,  
Van Cleef & Arpels

From forged iron to silver-lining 
shades, timeless grey cashmere 
remains the weekend go-to

The cashmere 
poloneck

VOGUE
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THE PUSSYBOW BLOUSE

THE MILITARY COAT

THE BACKPACK 

THE LOGO BELT

THE BANKER SHIRT

Rendered in the industrial-weight Pocono nylon used for 

army tents, Miuccia Prada’s debut backpack turned the 

utilitarian staple into a cult carryall in 1984. Fast-forward 

some 30 years and the style still reigns supreme

Evolutionary road: the classic mannish loafer has everlasting appeal. 

This year, watch it morph into a more feminine, slip-on shape

THE BACKLESS LOAFER

THE GOLD HOOPS

THE SIGNET RING 
Signed, sealed, delivered: once 

worn mainly by the aristocracy 

and clergymen, today this status 

signifier has a bigger power-base

WINSER LONDON
SILK BLOUSE, £195

TIFFANY
GOLD 
EARRINGS, 
£1,375

PALMER HARDING 
COTTON SHIRT, £235, AT 
MATCHESFASHION.COM

HILFIGER COLLECTION 
WOOL COAT, £790

PRADA
NYLON 
RUCKSACK, 
£705 ROBERT CLERGERIE

LEATHER SLIP-ONS, £295

HERMES
LEATHER, £540

LOUIS 
VUITTON
LEATHER, 

£295

GUCCI
LEATHER, 
£290

RUFFS
GOLD AND 

SARDONYX 
RING, £1,750
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katespade.co.uk
covent garden  |  sloane square  

westfield london  |  regent street (now open!)

summertime in new york is... 
a state of mind.



Leather gilet, £1,055. 
Leather skirt with 
pleat detail, £1,910. 
Both Max Mara. 
Chiffon blouse, £780, 
Saint Laurent by Hedi 
Slimane. Bra, £180, 
Eres. Leather lace-
ups, £430, Jil Sander. 
Socks, £11, Falke

The pencil skirt
Wiggle room: the sharp pencil skirt 
has bid the typing pool farewell, but 
it’s as hardworking as it always was
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Chanel’s classic gold-buttoned  
pea coat is the master and commander 

of every woman’s wardrobe

Cashmere 
pea coat, 

£4,480, 
Chanel

The pea coat
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I know she will always be there for me. 
 Our friendship will last forever.

· F R I E N D S H I P · · C R E A T I V I T Y · · H O P E ·

Celebrate her ESSENCE with the perfect gift.
Discover the full ESSENCE COLLECTION at pandora.net
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THE WHITE STILETTO
The ultimate chameleon, which can confidently 

punctuate any look, from Fifties garden party to 

Eighties glamour and Noughties office-smart. 

These clean-white courts would be verging on 

the clinical if it weren’t for the 5in heel 

THE LADY DIOR

THE CHAIN-LINK NECKLACE

THE SUEDE JACKET

THE LOVE BANGLE

THE  
CONSTANCE

Universally flattering, the waist-defining wrap’s 

relevance still prevails. Cue Rosetta Getty’s  

sleek multi-tie update in black-piped white

THE WRAP DRESS

THE  
COCKTAIL  
FLAT

VOGUE

JIMMY CHOO
PATENT-LEATHER 
COURTS, £395

ROSETTA GETTY
SATIN DRESS, 

£1,390, AT 
FARFETCH.COM

EDDIE BORGO
SILVER CHOKER, £455

CARTIER
GOLD BRACELET, £4,600

COURREGES
SUEDE JACKET, £1,535, AT 
MATCHESFASHION.COM  

HERMES
LEATHER 

BAG, 
£6,490

ROCHAS
JEWELLED 

LEATHER FLATS, 
£470, AT NET-A-

PORTER.COM

DIOR
EMBELLISHED LEATHER  
BAG, £3,000
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Trousers as wide as the Clyde 
have always semaphored  

a composed grace

Cashmere-mix 
sweatshirt, £400, 
Raey, at Matches
fashion.com. Silk 
trousers, £2,500, 

Ralph Lauren 
Collection. Leather 

sneakers, £67, Adidas 
Originals, at Schuh

The wide-
leg trouser
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This quaint summer signifier  
isn’t going anywhere. Bottega 
Veneta’s is a prize buy

Sheepskin coat, 
£2,055, Philosophy  
by Lorenzo Serafini. 
Georgette dress, 
£1,935, Bottega Veneta

The tea dress
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The Sylvie’s future as a heritage piece starts here.  

For s/s ’16, Alessandro Michele has put a fresh spin on 

Gucci’s defining web stripe, adding grosgrain ribbon,  

a confident spring-buckle closure and a chunky gold 

chain. Consider it a brand-new take on the house’s codes

THE SYLVIE

THE SKATE SHOE

THE LITTLE BLACK DRESS

THE  
MAN’S  
WATCH

A classic with utilitarian roots. Sacai’s creative 

director Chitose Abe breathes new life into the 

instantly recognisable Fifties US Air Force flight 

jacket with her lace and quilted nylon hybrid 

THE BOMBER JACKET Manolo Blahnik’s 1994 Mary-Jane Campari is a house classic; 

aficionados will know that this season saw the almond-shaped 

toe shift slightly, thanks to a shorter, pointier last

THE MARY-JANE

FRAME
SUEDE 

SKIRT, 
£816

THE UTILITY SKIRT

SIMONE ROCHA
CLOQUE DRESS, £975

GUCCI
LEATHER BAG, £1,510

MANOLO BLAHNIK
PATENT-LEATHER HEELS, £485

GIVENCHY BY 
RICCARDO TISCI
LEATHER SKATE 
SHOES, FROM £550

THE PARKA

ROLEX
STEEL 
WATCH, 
£4,300

H&M
COTTON 
PARKA, 
£30 SACAI

LACE AND QUILTED 
NYLON JACKET, £735, AT 
DOVER STREET MARKET
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Don’t hesitate: when it comes  
to workwear, the tailored suit will 
always be a no-brainer

Silk/wool trouser suit, 
£2,445, Giorgio Armani. 

Jersey T-shirt, £55, 
Splendid, at Net-a-

Porter.com. Jewelled 
velvet creepers, to 

order, Preen. Badges, 
stylist’s own

The trouser suit
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Elevated by plush, curly shearling 
and buff suede, Burberry’s aviator  

is imbued with a soaring allure

Shearling jacket, 
£3,595, Burberry. 

Corduroy trousers, 
£580, Marni

The aviator jacket
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A single piece of jet-set jewellery will 

always dazzle against a backdrop of crisp 

white tablecloths and candlelit crystal. 

Start a conversation with Bulgari’s 

peridot set in coral, which reflects  

the house’s Mediterranean origins

THE COCKTAIL RING

Designed to slot snugly under the arm (just  

like a French baguette), the first It-bag was Silvia 

Fendi’s 1997 reaction to the decade’s minimalism. 

Since then it’s appeared in countless covetable 

incarnations, from denim to paint-your-own

THE BAGUETTE

THE AVIATORS

THE 
PYJAMA 

SUIT

THE 
STATEMENT 
CRYSTAL 
DROPS

It used to be about functionality, a protective raincoat 

worn by the soldiers of the First World War, but now its 

practicality knows no bounds. Day or night, come rain 

or shine, it works everywhere and with everything

THE TRENCH COAT 

THE LEATHER MINISKIRT

THE 
GLADIATOR

THE PUZZLE

LOEWE
SUEDE BAG, £1,375

CELINE
WOOL AND SUEDE 
TRENCH COAT, 
FROM £3,095

ACNE STUDIOS
LEATHER MINISKIRT,  
£500

ANCIENT GREEK SANDALS 
FOR PETER PILOTTO 
LEATHER SANDALS, £395

FENDI
BEADED 

LEATHER 
BAG, 

£3,680

RAY-BAN
SUNGLASSES, £179

BULGARI
PERIDOT, CORAL 
AND DIAMOND 
RING, PRICE ON 
REQUEST

LANVIN
CRYSTAL 
EARRINGS, 
£580

DOLCE & GABBANA
SILK KIMONO JACKET, 
FROM £1,050. MATCHING 
TROUSERS, FROM £680
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in fashion, we’ve come to define 
entire decades by a single style 
when, in fact, those don’t tend to 

bubble up immediately – usually, it’s 
more like midway through. Writing in 
Vogue in 1975, Angela Carter termed 
this “the hinge of the decade, when  
we start to realise what we look like”. 
Or, in other words, when a trend  
gains traction. 

For example, it wasn’t until around 
1926 that the boyish silhouette we 
associate with the roaring Twenties 
actually permeated women’s wardrobes. 
And it was as late as the mid-Sixties 
when hemlines rose to mini  
levels (during the first 
half of the decade, women 
were still swathed in the 
romance of Fifties-style 
full skirts). Meanwhile, 
Seventies silk-jersey 
dressing wasn’t introduced 
to these pages until 1976 
– “Dare to put on the ritz; dare to be 
elegant in the new silk jersey drape,” 
Vogue announced 40 years ago. And 
Celia Birtwell’s prints for Ossie Clark’s 
chiffon gowns arrived on the scene as 
part of a bigger feature on “British 
new style” as late as March 1976. 
Likewise Eighties excess; the working 

woman we picture didn’t  
truly erupt until 1986, when 
Vogue photographed a burnt-
orange puffball skirt along 
with other Eighties icons 
such as Chanel’s gold-chain-
edged black suits and 
American-football-player-
sized shoulders, plus 
stonking pearl earrings, for 
its October 1986 cover. 

Fast-forward to 2016 and 
the hinge of this decade, 
which kicked off with a 
host of opposing ideas.  
In 2010, grown-up, 

womanly dressing 
entered the fold, 
juxtaposed with the 
chaos of the digital-
print revolution and  
a smattering of 
incongruous colour 
and texture clashes. 

But if history is anything to go 
by, the pieces that we photograph 
for the magazine this year, the 
clothes that we buy and wear 
now, will dictate the overriding 
mood of the 2010s. 

Certainly, there is a sense of 
breaking down barriers, a feeling 

of the decade

the

It was as late 
as the mid-

Sixties when 
hemlines rose

Left: fashion was still swinging at the start of 
the Seventies. Above: the look that defined 
the decade, courtesy of Ossie Clark. Right: 
2010’s structured opulence has given way 
to oversized silhouettes in 2016 

We all know how the Twenties and Eighties looked, but 
when did their styles solidify? Sarah Harris finds out

VOGUE

of disruption and rebellion 
against the establishment; 
gender fluidity has entered 
the lexicon. It manifests  
as a reigning sports couture 
story that collides with a 
utilitarian urban streetwear 

style. It comes packaged 
with the warrior attitude of a 
gaming heroine, but watered 

down for real life: cue slogan 
T-shirts, hoodies, tracksuit 

trousers, raw denim and chunky 
tread soles. 

Oversized is the silhouette, 
shoulder seams creep towards 

elbows, sweatshirts are three sizes 
too big, and cuffs on tracksuit trousers 
pool on the floor. Comfort is paramount 
and a sense of practicality prevails, 
which is best played out via roomy 
multipockets and techy waterproof 
finishes, along with drawstring 
details and a wear-any-which-way 
approach – hoicked up, buttoned or 

unbuttoned, back to front, inside out 
– giving the freedom to style how you 
want. And therein lies the buzzword 
for this decade: individuality.  Q 
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PREDICTS
What does the future hold for our  
wardrobes? Ellie Pithers and Naomi Smart 
prise open fashion’s fortune cookies

SALVATORE 
FERRAGAMO

CROCODILE, £11,495

BURBERRY
SUEDE, £795

CHANEL EMBELLISHED 
LEATHER, £5,730

JOSEPH WOOL 
COAT, £795

… so prepare for trophy mini bags  
and iPhone cases more dazzling than  
any you’ve previously encountered
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WHISTLES
SILK 
BLOUSE, 
£130

ALTUZARRA 
STRETCH-CADY 

DRESS, £900. 
LEATHER BELT,

TO ORDER

VOGUE  
SEPTEMBER  
1932

TRADEMARK
FIL-COUPE BLOUSE, 

FROM £315, AT 
MATCHESFASHION.COM 

EMILIA WICKSTEAD
COTTON SKIRT, £1,290

MARYAM NASSIR
SUEDE SHOES, 
£350, AT BROWNS

VOGUE

DOLCE & GABBANA 
EMBELLISHED 

LIZARDSKIN, £415 

 1.5 trillion smartphones and wearable 

regular transactions in 2050…

    devices will exist, with contactless payments overtaking            

… meaning that workwear will have a less corporate  
     flavour. Instead, it will be infused with feminine  
        fabrics, pastel shades and softer silhouettes 

 roughly one third of CEOs will  

be female (up from about five per cent today)… 
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GUCCI DENIM AND 
SHEARLING JACKET, £2,950

ERDEM
LACE DRESS, 
£4,200

ALEXANDER 
McQUEEN
EMBROIDERED 
TULLE GOWN, 
£11,685

FIGUE SHELL 
NECKLACE, 
FROM £250
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THE BASKET ROOM 
HANDWOVEN TOTE, £89

DURO OLOWU
SILK DRESS, £1,540

VITA KIN EMBROIDERED 
LINEN SKIRT, £1,100, AT 
ALEX EAGLE JA
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… making exquisite 
embroidery and hand-crafted 
pieces the ultimate luxury 

      conventional manufacturing in the fashion industry…

 3D printing will overtake 

 commercial air travel will have doubled…

… and our personal 
style will feel a lot 
more multicultural 

198





… and leisurewear will exert  
a deceptively steely grip on our 
wardrobes. Stock up on optic 
whites and buttery creams – 
you won’t be taking the bus or 
Tube any time soon

… but light-reflecting silver 
will still be your best bet for 

enhancing an ageing complexion. 
As for navy? Warm, restrained 
and kind on the skin, it will trump 
black as a perennially chic hue

 

PIERRE HARDY LEATHER SLIPPERS, £390 

ERMANNO 
SCERVINO

SILK JUMPSUIT, 
£1,040

CALVIN KLEIN COLLECTION
PATENT-LEATHER DUFFEL 

COAT, £2,365

DIANE VON 
FURSTENBERG

SILK BLOUSE, £248

CHRISTOPHER KANE
PLEATED SKIRT, £785

VICTORIA 
BECKHAM
STRETCH-

WOOL 
TROUSERS, 

£495

M
S

G
M

SAINT LAURENT BY HEDI SLIMANE 
CRYSTAL-STUDDED WELLIES, £470

1205
COTTON 

TOP, £378

ATEA OCEANIE
GEORGETTE 

JOGGING 
BOTTOMS, £280

PACO RABANNE
WOOL/COTTON 
SWEATER, £800, 

AT JOSEPH

ALEXANDER WANG
LEATHER AND CHAIN 
POUCH BAG, £730
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GIVENCHY BY 
RICCARDO TISCI 

LEATHER BAG, 
FROM £790, AT 

HARRODS

ROGER VIVIER SATIN FLATS, £575
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 more than a third of the

           global population will work remotely... 

… ergo, the 
urban uniform 
will be even 
tougher. 
Protective layers, 
technical fabrics 
and take-no-
prisoners shoes 
will reign

VOGUE

BOSS
COTTON 

SHIRTDRESS, 
£300

3.1 PHILLIP LIM
METALLIC TRENCH 

COAT, £815

 

     three-quarters of the world’s 

    population will live in cities…

 normal life expectancy will reach 100 years… 
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This page, from bottom 
left: sterling-silver 
birthstone earrings, 
£45. Sterling-silver 
birthstone rings, £40 
each. Sterling-silver 
Daisy ring, £35. 
Sterling-silver Radiant 
Elegance ring, £45. 14ct 
gold charms, on cherry 
stalk, £325 each. 
Sterling-silver 
birthstone charm,  
£35. 14ct gold and 
sterling-silver earrings, 
on cake, from £40. 14ct 
gold and sterling-silver 
stacking rings, from 
£45. Sterling-silver and 
mother of pearl 
earrings, on cake stand, 
£65. Sterling-silver 
Daisy Lace pendant, on 
cake, £65. Opposite, 
from left: 14ct gold and 
sterling silver stacking 
rings, on macarons, 
from £40. 14ct gold and 
sterling silver rings, on 
fork, from £45. Sterling 
silver chain, £30; with 
14ct gold charm, £325. 
14ct gold braided 
charm, on cake, £349. 
Sterling-silver 
birthstone charm, £35. 
14ct gold and sterling 
silver stacking rings, on 
Turkish delight, from 
£55. All Pandora.  
To explore the full 
collection, visit 
Pandora.net



VOGUE PROMOTION

Gold 
RUSH
Make every birthday a special one with Pandora’s 
decadent collection of celebratory sparkles.  
From glimmering birthstones to deliciously warm  
tones of yellow gold, your special day will take on  
a much more precious hue

Styling by Carrie Louise
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C artier’s and Vogue’s histories 
have always been intertwined. 
In December 1917, just over  

a year after the magazine launched, it 
applauded the jewellery house (which 
had opened its London 
store in 1902) for its 
matchless skill at 
“marshalling our heirlooms 
into modern array”. 

Time and time again, 
Vogue stylists have been 
drawn to the fashion 
possibilities of Cartier 
pieces. Think of model 
Barbara Goalen, Fifties Britain’s most 
photographed woman, with a blaze of 
Cartier diamond brooches pinned to 
the shoulders of her dress like wing-
tips. Or Elizabeth Taylor flashing the 

mighty 69.42-carat Taylor-Burton 
stone (then the world’s most expensive 
diamond) in the Seventies. And who 
could forget Cecil Beaton’s shot of  
the Duchess of Windsor in her 

bracelet clipped with 
Latin gem-set crosses? 
Each of them was 
commissioned to mark a 
milestone in the most 
talked-about romance of 
the 20th century.

These are just some of 
the images going on show 
at Cartier’s Old Bond 

Street store this month. Proof (though 
none is needed) that the house has a 
sparkle that’s never gone out of style.  Q
“Vogue: The Jewellery” is at Cartier, 40-41 
Old Bond Street, W1 from May 5 to 31

shooting

Cartier’s 
skill was to 

“marshal our 
heirlooms 

into modern 
array”

Above: rubies and 
diamonds for the 

new year, January 
1955. Above right: 

a brooch from 
Cartier’s Caresse 

d’Orchidées 
collection, January 
2009. Right: Vogue 

heralds “a new 
orientation  
in jewels”, 

December 1955

Far left: in December 1917, 
Vogue insisted women 
“maintain their feminine 
charms” – here, in Cartier. 
Above: “High Maintenance”, 
January 1999. Left: Elizabeth 
Taylor by Snowdon, 1971

A new exhibition at Cartier is a treasure trove of 
dazzling images from Vogue, says Carol Woolton
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COMBINE MIDDLE EASTERN 
HERITAGE WITH A LOVE OF 

DESIGN, QUALITY FABRICS AND 
EXPERT CRAFTSMANSHIP. THE 
RESULT? MONSOORI, A BRAND 

THAT’S GOING PLACES – AND 
TAKING YOU ALONG FOR A 

FIRST-CLASS RIDE…

Eastern 
indulgence

VOGUE PROMOTION



think off-pastel pinks, shape-shifting 
greys, powder blues, creams and the 
like. But the real hook is the tailoring – 
the label’s major focus in understanding 
what makes a woman tick. 

And it seems quite an illustrious 
following agree. Having showcased its 
first collection at Beirut Fashion Week 
in 2005, Monsoori designs have since 
garnered an international press award 
in Italy, been featured in numerous 
international publications, and have 

celebrity fans including Eva Longoria 
– who, let’s face it, knows a glamorous 
look when she sees one. 

So what makes the brand a wardrobe 
winner? “Monsoori is for the modern 
woman who wears many hats,” Shaima 
is fond of saying. Translation? The 
brand understands that you have many 
places to go and different people to see. 
But why not do so stylishly (and with a 
good dose of panache)?  Q

f ashion is what you are offered 
four times a year by designers. 
And style is what you choose,” 

Lauren Hutton once said. We think 
Shaima Al Mansoori – the brains 
behind Bahraini luxury brand 
Monsoori – would agree. Creating a 
breathtaking collection once a year, the 
Middle Eastern native is no stranger to 
strong yet feminine looks, handcrafted 
and detailed to perfection. Picture a 
decadent world of silks, floaty chiffons 
and meticulously beaded pieces; each 
carrying with them a worldly air of 
surreal sophistication. 

Taking inspiration from architecture, 
art, nature and the multicultural 
cauldron of her Bahraini home, 
Shaima’s designs strive to integrate a 
yin-yang balance of clean cuts and 
modern lines with opulent fabrics and 
finishes or vice versa. There is a 
continuous understanding of the 
delicate interplay between the two in 
order for the wearer to step out feeling 
completely effortless. Daywear takes a 
strong turn to the masculine with 
streamlined blazers and embellished 
trousers, contrasting with ladylike, 
voluminous gowns by night. Each look 
is painstakingly handcrafted with 
highlights of intricate beading, pleating 
and draping stealing the show. Colours 
are feminine without being obvious; 

The juxtaposition of 
soft English florals and 
flirty feathers alongside 
rich colours illuminates 
different sides of the 
Monsoori woman; she 
is soft, fun and flirty 
whilst conveying her 
independence

MONSOORI 
S/S ’16

FABRICS FROM  
THE MONSOORI 

COLLECTION, S/S ’16

Monsoori’s spring/summer 2016 collection is now 
available via appointment or direct purchase. Fans 
include Eva Longoria, model Victoria Silvstedt  
and television presenter Victoria Bonya, so you’ll be 
in some very chic company. To learn more, and to 
view the latest collection, visit Monsoori.com or follow 
monsoori_official on Instagram

Welcome to the  
world of Monsoori
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Celebrating icons of the past that  
live on in the present doesn’t get more 

glamorous than this

This year’s Goodwood Revival meeting is your 
chance to revel in the most fabulous vintage 

fashion and celebrate classic motor-racing fare

 t he opportunity to embrace every 
element of vintage culture in one 
place doesn’t come along often – 

just once a year, in fact. The place is,  
of course, the Goodwood Revival 
meeting, and its 2016 extravaganza is 
shaping up to be the best yet. 

Known as the most glamorous 
festival-cum-fashion gathering of the 
busy British summertime events diary, 
there really is no better place to indulge 
your inner retro spirit. Attendees at the 
three-day event are invited to dress in 
period costume originating between 
1944 and 1966 – one of the most 
glamorous epochs in the style archives 
– to celebrate the master craftsmanship 
of classic motor-racing. From Land 
Girl lovers to lindyhop experts, Brigitte 
Bardot devotees to Twiggy aficionados, 
guests arrive in countless authentic 
guises to celebrate mid-century style. 
And the effort isn’t limited to the 
clothes. Scarlet-red lips like Marilyn; 
gentle curls like Bette; swept-back 
waves like Grace – the beauty is just as 
honed, ready to dance the day away.

Such endeavours are, you’ll be pleased 
to note, rewarded. Special celebrity 
guest judges join the founder of the 

event, Lord March, to select their 
favourite looks in the hotly contested 
best-dressed competition each day, with 
prizes reserved for the most dapper 
men’s and women’s looks – many of 
which have been planned and perfected 
anything up to a year in advance. 

But the rapture doesn’t stop with  
the fashion. The famous Goodwood 
motorcircuit roars to life with a 
jamboree of classic cars that have been 
perfectly preserved over the years, while 
the blue skies above are filled with air 
displays that raise the celebratory mood 
of the crowd to fever pitch, providing 
an unrivalled sensory experience. 

Surrounded by the rolling West 
Sussex hills, on one of the most 
exquisite estates in the country, there 
are few other ways we would want to 
spend a beautiful summer’s day. With 
cake in one hand and a chilled glass of 
champagne in the other, celebrating 
icons of the past that live on in the 
present doesn’t get more fun or fabulous 
than this. Our advice? Revel in the 
vintage vibes.  Q

Goodwood Revival, September 9 to 11. 
Visit Goodwood.com to book tickets and 
find out more

Let the good times

ROLL
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Plan your summer wardrobe, then press play on 
a season of celebration, says Nura Khan

Party

Princess Grace  
of Monaco in  
Monte Carlo, 

1968

JIMMY CHOO
METAL CLUTCH,  
£1,095

FRS FOR  
RESTLESS SLEEPERS
JACQUARD JACKET, 
£613. MATCHING 
TROUSERS, FROM 
£225. BOTH AT 
FARFETCH.COM

BOGHOSSIAN
TURQUOISE  
AND DIAMOND 
EARRINGS, PRICE 
ON REQUEST,  
AT HARRODS

ARAKS
COTTON AND SILK 
BRALET, £95

LANVIN  
LEATHER BAG,  
£1,335

AURELIE 
BIDERMANN

BAKELITE 
NECKLACE, 
FROM £650

STEPHEN 
WEBSTER & 
GEMFIELDS
RUBY 
EARRINGS, 
£51,500

Sarah Rutson,  
Net-a-Porter’s  
vice president  
of global buying

BALENCIAGA  
SILK SCARF, £175,  
AT MATCHES 
FASHION.COM

OSCAR  
DE LA RENTA
SILK DRESS, 
£3,423. 
ALLIGATOR 
BELT, £520

BARBARA 
CASASOLA
SILK SHIRT, £545, 
AT NET-A-
PORTER.COM

GIORGIO 
ARMANI
CANVAS 
HEELS, 
£480

DE BEERS
DIAMOND 

EARRINGS, 
PRICE ON 
REQUEST

TORY BURCH
JEWELLED SILK 
DRESS, £1,845

DIANA  
BROUSSARD
RESIN 
NECKLACE, 
£225, AT 
LIBERTY

 

MEDITERRANEAN 
WEDDING

Sea hues  

refresh a classic  

cocktail dress 

GIANVITO ROSSI
CANVAS AND LEATHER 
SANDALS, £495

 
 OPENING-

NIGHT 
COCKTAILS

Suiting adopts a downtown 

ease. Pair pyjama-inspired 

separates with gleaming 

jewellery for an  

original take on 

eveningwear

VOGUE

LINDA FARROW
SUNGLASSES,  
£355

213
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JW ANDERSON
COTTON TOP, £415, AT 
NET-A-PORTER.COM

DOLCE & GABBANA
SWIMSUIT, £295, AT 

MYTHERESA.COM 

DR SCHOLL’S FOR J CREW
LEATHER CLOGS, £108

HERMES
SUEDE 
SANDALS, 
£730

OSCAR DE 
LA RENTA

COMB,
 £248

PHILIPP PLEIN
CHAINMAIL MINIDRESS, £3,908

GIGI BURRIS
STRAW HAT, £320, 
AT COLETTE.FR

MIH JEANS
COTTON 
SHORTS, 

£225

DURO 
OLOWU
SILK 
KIMONO 
DRESS, 
£1,232

MANOLO BLAHNIK
METAL CLUTCH, £1,140

SIMONE 
ROCHA
CRYSTAL 
EARRINGS, 
£195

FENDI JEWELLED 
LEATHER BAG, £1,960

MIU MIU
JEWELLED VELVET 
MULES, £880

SABINE G TOURMALINE, 
DIAMOND AND ENAMEL 
RING, £1,900

ROBERTO 
CAVALLI
LEATHER 
BAG, £870

ROCKINS
SILK SCARF, 
£85, AT 
AVENUE
32.COM

MARY KATRANTZOU
CREPE SKIRT, £850, AT 
MATCHESFASHION.COM

LANVIN
SILK AND 
CRYSTAL 
EARRINGS, 
£350

GARDEN 
PARTY

Clash splashy 

florals with graphic 

spots and stripes for a chic 

update on the summer 

dress. A botanical  

hair comb provides 

 a decorative 

flourish

MIDNIGHT 
DISCO

Glimmering 

 moonlight hues and 

shimmering silver 

chainmail look magical  

under a starry  

summer sky 
BEACH 
LUNCH 

Seaside chic calls  

for crisp pinstripes  

paired with brilliant 

 white cotton and  

tactile raffia 

accessories

VOGUE
Lauren 
Santo  
Domingo, 
co-founder  
of Moda 
Operandi

Model Carolyn 
Murphy in New 

York last year

Naomi 
Campbell 
and Kate 
Moss  
in 1999

GUCCI DUCHESSE-SILK 
COAT, £3,020

214



FROM CANVAS, A WHITE LABEL. INTRODUCING THE DESIGNER COLLECTION.

AVAILABLE AT LANDSEND.CO.UK



FROM CANVAS, A WHITE LABEL. INTRODUCING THE DESIGNER COLLECTION.

AVAILABLE AT LANDSEND.CO.UK





FROM CANVAS, A WHITE LABEL. INTRODUCING THE DESIGNER COLLECTION.

AVAILABLE AT LANDSEND.CO.UK
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“And this is me…” Fashion designers leaf through their personal 
albums and share a treasured moment from their youth

ALBERTA FERRETTI
“This is a memento of my first trip to America in the Seventies,  

when I travelled along Route 66 with a friend.”

TOMMY 
HILFIGER

“This is me hitch-
hiking to Stonehenge 

in the Seventies.  
I wanted to be a rock 

star – except I couldn’t 
play an instrument,  

so I decided to try and 
look the part instead. 

But the styles I wanted 
weren’t available  

in Elmira, the small 
town in upstate  

New York where I 
grew up. When I was 
18 I opened my first 

store, People’s Place, 
where we sold bell-

bottoms and fashions 
that people hadn’t 

seen in the town 
before. It laid the 

foundation for my 
career, and this photo 

takes me right back  
to a time when I was  
just starting out.” >

GIORGIO ARMANI 
“This was taken in 1937, 
in Misano Adriatico, and 
shows me [left], my big 
brother, Sergio, and my 
mother, Maria. What  
I remember most about 
my mother is her beauty 
and dignity, both of 
which had a profound 
impact on me. I don’t 
know if she had any 
particular plans for me, 
and if she did, what they 
might have been, but  
her teachings and values 
definitely made me the 
person I am today,  
both on a personal and  
a professional level.”
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SIMONE 
ROCHA 
“This is me with 
my Walkman, 
probably 
listening to  
the Mermaids 
soundtrack –  
the first tape  
I bought.” >

TOM FORD 
“This was me aged 16.  
When I look at this now,  
the main thing I feel is 
nostalgia for all of the hair 
that I had! I worked very  
hard on it in the mornings, 
with a hairdryer and a big 
round brush. I was obsessed 
with disco music and fancied  
myself a pretty good dancer.  
I recently rewatched Saturday 
Night Fever and laughed out 
loud when John Travolta’s 
character tells his father  
not to touch ‘the hair’.  
I was just like that. I miss  
the Seventies sometimes.”

ANGELA MISSONI 
“This was when my parents had their portrait  
taken for the Italian news magazine Panorama – and  
it was the first time I’d had my picture shot. I was nine 
and was completely fascinated by my mum’s haircut and 
her short dress; she was so modern and different from 
any other mum. I know my passion for pressure buttons 
and chrome zips comes from that period.”

JONATHAN 
ANDERSON 
“I was about seven  
years old here, cleaning 
eggs at my grandfather’s 
farm in Ireland, and 
wearing a jumper  
that my grandmother  
made for me.”

EMILIA  
WICKSTEAD  

“A peek into my childhood 
bedroom at home in 

Auckland. Note how I’m 
already wearing dresses over 

a turtleneck – an Emilia 
Wickstead signature in the 

making. I would spend 
hours at my desk, drawing, 

and apparently talking to an 
imaginary classroom, telling 

them what to do!”

OLIVIER ROUSTEING “This was the 11-year-old  
me – an age when everything seems possible. My parents 

agreed to buy me a guitar, but only if I got straight As. 
When that’s the deal, you make sure you don’t miss a 

single exam. I remember the satisfaction of finally being 
able to hold it at the end of the school year, knowing  

that I had three months of freedom to learn to play Ben 
Harper’s ‘Forever’, and a lifetime of being a rock star.”
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PAUL SMITH 
“This is me and my wife, Pauline, in  
LA in the Seventies. This was a very exciting 
time, when we were building the business. 
Pauline had studied couture at the Royal 
College of Art, and in the evenings she taught 
me how to make clothes. She also taught  
me the importance of perfection, proportion, 
pad-stitching, and so much more.”

TORY BURCH “A moment from 1970. I have great memories of 
long afternoons at our farm, Valley Forge in Pennsylvania, spent 

with my mother and our dogs – Andy the Dandy, a corgi, and 
Mousseline de Soie (nicknamed Deucie), the French poodle. My 

childhood was part Andy Warhol, part Huckleberry Finn.” >

STELLA McCARTNEY 
“My sister and I were visiting Mum 

and Dad at the Four Seasons in New 
York, in 1994 or 1995. There were a 
few bunches of flowers in the room, 
so we decided to entertain ourselves 

with an impromptu shoot. Mary took 
the picture – this was the result.”

RALPH LAUREN 
“This snap from 1955 was taken in front  
of the Bronx schoolyard where I played ball 
with all my neighbourhood pals. I remember 
feeling very cool; I was wearing my older 
brother’s authentic team jacket over a 
reindeer sweater and jeans. At 16, clothes 
were becoming almost more important than 
sports. Impressing the girls was a big thing.”

ERDEM MORALIOGLU
“This was the photo for my 
student card, taken on my first day 
at the Royal College of Art. I didn’t 
realise then just how important  
my time would be there – it’s 
where everything came together, 
and where I got to explore who  
I was as a designer.”

MARY KATRANTZOU 
“This was taken by my dad when I  

was three. He had converted a room 
next to our garage into a ‘pub’, where 

he entertained friends and family.  
It was decked out with a bar, darts  

and tartan upholstered furniture – so 
in this outfit I fitted right in!”

VOGUE

222





VOICE OF A CENTURY
100 years of British Vogue

VOGUE: VOICE OF A CENTURY IS LIMITED TO JUST 1,916 NUMBERED AND SIGNED COPIES WORLDWIDE

BUY ONLINE AT VOGUE–CENTURY.COM

“An exquisitely crafted  
book that goes right to the 
heart of Vogue. This will be 
an anthology like no other”

ALEXANDRA SHULMAN, EDITOR-IN-CHIEF

Celebrating Vogue’s centenary with a spectacular collection of classic  
photographs, illustrations and covers, alongside personal insights from the people 

who helped to create them. Hand-bound in sumptuous leather, Vogue’s signed 
limited-edition book will be a collector’s item for generations to come.
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DRIES  
VAN NOTEN 

“The first official 
portrait of me, 

taken by my 
friend Patrick 

Robyn in 1984; 
budgets were 

very tight back 
then so it was  
a real favour.”

DIANE VON 
FURSTENBERG 

“This is a shot taken  
by Ara Gallant in 1976, 
in my showroom. I had 

designed the wrap dress 
two years beforehand, 

and it was already a 
phenomenon. I could 

never have anticipated 
the success of that 
dress, and all that  

it would do for myself  
and other women.”

ISABEL MARANT “This is my 18-year-old self; my dream  
was to discover Africa with my Caribbean boyfriend. I went to Togo and Ghana 

without telling my parents – I said I was going to England with a friend for a month. 
We travelled all over with our backpacks, being welcomed by amazing people in 

villages where no tourist would ever go. It was an incredible trip, full of wonderful 
artwork, textiles, jewellery and, most of all, the friendliest people.”

ALEXANDER WANG 
“Here I am aged six, with  
my cousins at Hallowe’en in 
San Leandro, California. I’m 
the one with the bunny ears.”

RAG & BONE 
MARCUS WAINWRIGHT (on left):  
“This is us with my mum in 1998, just  
after we got back from a summer in Portugal.  
I was 23 and David was 22. Looking at  
what we were wearing, you’d never have 
guessed we would end up in fashion.” 
DAVID NEVILLE: “I’m glad our taste  
has improved a lot since those days.”

ANYA HINDMARCH
“This is a snap of me aged three in 1971. I’m 
pictured with my father, who has been a real 
mentor to me and taught me everything I know 
about business. He has always been about  
goal-setting – this picture rather sums it up.” >
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JEREMY SCOTT 
“A snap taken in my dorm room.  
My hair was streaked blond and set  
in finger waves, with flat-back crystals 
fixed on with hair glue. I’m wearing  
a faux fur with a plastic-covered 
bomber jacket that I sewed myself, 
and weightlifting gloves. I was getting 
ready to go to a party thrown by  
Jean Paul Gaultier for his fragrance 
launch in New York. I didn’t have  
an invitation, but I wanted to go so  
badly I thought I’d just try to crash. 
As I was walking up to the doorman 
he unhooked the rope and said,  
‘You look amazing, come on in!’  
I met Gaultier, who told me he loved 
my jacket, and Madonna, who gave 
me a nod of approval. It was one  
of the best nights of my young life.”

MANOLO BLAHNIK 
“This was taken one night  

in the early Seventies by my 
friend Peter Hinwood, at the 

home of another friend, Peter 
Lester. We went for drinks at 
Joe Allen, which at the time 

was the place where everyone 
used to meet. There, to my 

delight, we met Ava Gardner, 
who lived just across the 
street from Peter Lester.  

I was so excited! We ended 
up taking her home.”

SARAH 
BURTON 
“Here’s an  
intimate moment 
that I shared with  
Lee McQueen. 
Whenever I see this 
photo it brings me 
so much joy, but  
it’s very poignant, 
too. To have had 
your wedding dress 
designed and made 
by Lee is something 
that you treasure 
forever.” Q

FRANCISCO COSTA “This is a shot taken in my home town  
of Minas Gerais in Brazil, when I was about six or seven years old.  
I’m pictured with my parents, aunt and uncle, who were all on their 
way to a wedding. I remember thinking that everyone looked so 
glamorous, and I insisted that my parents take me with them.”

CLARE WAIGHT 
KELLER
“This is me wearing  
a dress my mother 
made. The year is 
1973 or 1974, and 
I’m in the garden  
of my grandmother’s 
house in Birmingham, 
where I spent a lot  
of time during the 
summer holidays.  
I have very fond 
memories of my 
visits: she would 
always bundle me up 
under a blanket even 
when it was sunny,  
as it could get cold.”

MARC JACOBS “This is me with  
Winona Ryder in 2005. There’s something 
inexplicable about the connections you  
have with certain people, and from the  
very first time I met Winona, we just hit  
it off. There was nothing but comfort in  
terms of sharing with each other. No 
intimidation, just immediate connection.”  
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WHEN HOT SUMMER DAYS ROLL 
INTO MOONLIT PARTY NIGHTS, YOU 

NEED A WARDROBE TO MATCH –  
AT PRIMARK YOU’LL FIND  

EXACTLY WHAT YOU NEED 

Follow  
MY LEAD

 THE VERSATILITY OF 
A MAXI DRESS IN 
WARMER CLIMES 

CANNOT BE 
UNDERESTIMATED 

DRESS, £17. BAG, £9. 
ESPADRILLES, £11. 
EARRINGS, £1.50. 

RINGS, £2. ALL 
PRIMARK

VOGUE PROMOTION



And the arsenal of options doesn’t 
stop there. Swimwear in the season’s 
most on-trend cuts and prints; footwear 
that gives every look a lift; accessories 
that tick the boxes for both style and 
practicality (we all know the virtues of 
a kaftan when it comes to those midday 

rays) – there isn’t a category that the 
popular high-street store hasn’t got 
covered. Plus, the popular Primania 
hub will give you constant ideas of how 
to incorporate your purchases into an 
ensemble that will turn heads.

With high summer comes high 
expectations – and now you know 
where to make your sartorial start. Q  
Visit Primark.com

W ho doesn’t feel their 
happiest while basking in 
the heat of a blue-sky day, 

basket in hand, beach on the horizon? 
Or when a long and languorous stint in 
the sun rolls into a longer moonlit 
night? Sweet summers are made of this 
– and having a wardrobe to meet both 
your daytime and nocturnal needs will 
ensure you enjoy every minute. 

At Primark this season you can rely on 
finding looks that will see you from that 
early-morning market spree to dancing 
barefoot to those infectious Balearic 
beats, toes flirting with the sand.

Light-as-air bohemian maxi lengths 
that dance in the breeze; pure white 
macramé dresses that capture the 
essence of all that we love about warm-
weather fashion; laid-back denim with 
raw-edged hems; and Seventies-
inspired, embroidered trophy jackets at 
matchless value will all double up to 
see you through. 

Summer demands you 
raise your fashion game – 
opt for items that will work 
from morning markets to 
midnight fiestas

A STATEMENT JACKET 
IS APPROPRIATE  
FOR BOTH ALFRESCO 
LUNCHES AND 
NIGHT-TIME SOIREES 
JACKET, £16. BIKINI 
TOP, £7. JEANS, £17. 
SANDALS, £20. 
EARRINGS, £1.50.  
ALL PRIMARK

FROM SLINGBACKS  
TO SLIP-ONS, SHOES 
COME IN STYLES TO 
SUIT EVERY EVENT  
THIS SUMMER 
SHOES, £18. DRESS, 
£20. RINGS, £2. ALL 
PRIMARK

FEW THINGS ARE AS 
ESSENTIAL AS THE 
FAITHFUL KAFTAN ON 
BEACH BREAKS. 
TRUST US – MORE 
THAN ONE IS ADVISED  
KAFTAN, £15. BIKINI, 
£6. ESPADRILLES,  
£6. BAG, £9. 
EARRINGS, £1.50. 
RINGS, £2. BRACELET, 
£3. ALL PRIMARK
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Decide where, 
when and how 
you watch the 
things you love

 p icture this: you have finally 
finished furnishing your home 
– the sofa of your dreams, 

upholstered in a sumptuous sit-in-me 
cloth; the designer furnishings picked 
up from various exotic locales; the 
personal mementoes and luxurious 
scented candles, punctuating each 
room with scent and sentiment. It’s 
pure, unadulterated bliss – and now 
you need the technology to match.

If there’s one thing that Sky has learnt 
after years of providing a first-class 
entertainment and broadband service in 
the heart of thousands of homes, it has 
been to listen to its customers. While it 
has long been heralded as the number-
one service provider when it comes to 
user experience, thanks to its HD,  
3D, On Demand and Sky Go services, 
like all forward-thinking brands it 
knows that it needs to innovate to stay 
on the top of its game. 

The result? A serious game-changer: 
Sky Q. Upping the ante on the at-

home entertainment experience, there 
are three major things that set Sky Q 
apart from the rest: firstly, it allows you 
to pause on one device and pick up on 
another one without any tedious 
caching conflict; secondly, it makes it 
possible to stream live on-demand and 
pre-recordings anywhere around your 
home; and thirdly, and perhaps most 
advantageously, it permits you to watch 
your recordings remotely, wherever you 
are in the world. (Read: airport delays 
will never look the same again.)

Intuitive, effortless and faster than 
ever before, this unparalleled technology 
puts you, the customer, in the driving 
seat, deciding where, when and how you 
watch the things you love to unwind to. 
It’s stylish, too – the sleek Sky Q touch 
remote, which has been designed to help 
you navigate instinctively with a touch, 
tap or swipe, will fit right in with those  
on-display keepsakes.    Q

Sky Q is available now. Go to Sky.com  
to find out more

Fluid  
VISION

With Sky’s innovative new technology 
allowing you to play, pause and pick 
up on any device in any room, your 

home will impress in every aspect
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i n the mid-Fifties I co-authored, 
with fellow newspaper columnist 
Anne Edwards, Lady Behave:  

A Guide to Modern Manners. Published 
by Cassell, it attempted an update on 
the old-school way of doing things. 
We identified and dealt with the  
“new woman”, the “cook-hostess”  
and the “new frankness in speech”.  
We discussed guidelines for “modern 
courtship”, “telephone manners”, 
“how to be a guest at a white wedding” 
and “having grand guests to stay”, 
among other topics. The Fifties were a 
benchmark era, witnessing the dawn of 
a greater equality between the sexes and 

Rules of
an easing of many of the old hard and 
fast formulas in social life. It has also 
provided me with a vantage point from 
which to measure what happened next. 

A factor that hasn’t altered in the 
passing decades is the point of good 
manners. Manners are the oil in the 
works, enabling people to rub along 
together and society to function more 
smoothly. At best they are about 
human consideration and have a moral 
basis. A popular view is that manners 
have declined, and vocal grumps like 
to point up a decline of deference and 
a lack of regard for rules. Certainly  
I concede there is no shortage of 

unmannerly behaviour out there, but 
in my view much depends on who you 
are, where you hang out and who 
with. The nature of your tribe is telling. 

On the positive side,  
I suggest, is the trend 
towards inclusiveness; 
fewer people are left out. 

Our “new woman”, 
with her career and 
independence, has 

proved a game changer. Viewed in 
terms of social life, she brought about 
a rethink of many former precepts  
and procedures. To take the field of 
entertaining. Let us say one’s invitee, > 

The cardinal rule of 
British politesse… 
the last cream bun 

is left for others

VOGUE

Former Vogue features editor Drusilla Beyfus updates her 1956 etiquette guide for the 21st century
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who is known independently in her 
profession or line of business, is in an 
established emotional relationship. Is 
it bad manners to invite her toute seule? 
Does the state of marriage in its own 
right suggest that, if all else is equal 
when it comes to social invitations, a 
couple is a couple? Then again, if you 
are the person whose partner is the 
uninvited one, what’s the form about 
asking if you both may come? I clearly 
recall that, as a young wife, when my 
theatre-critic husband couldn’t make a 
dinner party because he was reviewing 
a play, I would have hesitated to raise 
the point. On grounds of forwardness 
and also, had it been that kind of 
occasion, some party-givers clung to 
the notion of equal numbers at table. 
My more formally minded friends 
would offer, with apologies, that 
procedure as justification. On the 
equal numbers tradition, I suggest 
that, save the most formal and 
structured of occasions, modern-
minded hosts consider it pants. 

a mong other notable changes 
in the guest list are babies. In 
my day it would never have 

occurred to me to suggest to our party 
host that we brought our new baby. 
Today tiny bundles come to the drinks 
party along with their parents, and  
are breast-fed and changed without 
further ado (although it has to be noted 
that some spectators do take the view 
that these intimacies call 
for discretion). 

Looking at current 
speculations more 
generally, the etiquette 
of bringing an offering 
to the party has form.  
A bottle? Flowers? Other 
form of present? Largely 
an American import 
post-Second World War, 
what was once an 
occasional gesture has 
become something akin 
to an obligation. In Lady 
Behave, the etiquette of 
bringing a bottle is 
related to the chapter on 
bottle parties only. However, I suggest 
that few folk are likely to be put out by 
a visitor who comes for supper empty 
handed, but that an aptly chosen gift 
rarely goes amiss. Flowers always go 
down well with me, though as a 
singleton host I’ve never quite 
mastered the timing of doing right by 
both the stems in need of water and the 
visitors needing liquid refreshment. 

Cook-hostesses, newsworthy in the 
Fifties, called attention to the then 
noteworthy fact that the lady of the 
house playing host was also the cook. 
But we are all candidates for the role 
now, notwithstanding the employment 
of freelance cooks, and the few 
domestic servants who do the job. At 
that time the emphasis was very much 
on the cook side of the deal, as the  
era ushered in a passion for recipe 
swapping, often sourced from foreign 
cuisines and frequently inspired by 
Elizabeth David’s books and her 
pieces in Vogue. A certain competitive 
aspect marked the exchange of ideas. 
As a keen novice, I once produced a 
Mediterranean cassoulet with haricot 
beans and smoked sausage in place of 
a trad Christmas dinner, the timing at 
least not to be repeated. 

One upshot of the re-awakened 
interest in cuisine was that women 
who may not have had a shiny career 
to call on then but were excellent 
cooks found themselves the centre  
of flattering attention. A touch of 
blanquette de veau was social mileage. 
Latterly, though, men have seized  
the wooden spoon and flourish as 
hosts who do the cooking. 

A diverse climate of diet allergies 
and food intolerances has brought 
concerns about balancing the 
prerogatives of the provider with  
the disciplines of the eater. In the  
first edition of Lady Behave, the 

matter was not raised at 
all, the revised edition  
in 1969 recommending a 
compromise. The dieter 
should aim to make 
their diet regime as 
“unobtrusive as possible”. 
Un-understanding as 
that seems in the light  
of today, it has to be  
said that contemporary 
diktats on no meat, 
sugar, wheat, dairy, 
alcohol and so forth can 
be depressingly limiting 
and divisive to the menu 
planner. On the other 
hand, few hosts feel 

good about producing fare that may 
risk their guest’s wellbeing. On top  
of contending with diet prohibitions 
is the free speech of youngsters  
when served with food they consider 
unpalatable. Yeuch!

The way life works out for the 
liberally minded is for the provider to 
ask his or her guest in advance if they 
have any special diet limitations, for 

the person to explain their position, 
and for the former to try to comply. 
Some who feel it is all a bit much are 
less than accommodating. 

Table manners are embedded in 
English etiquette, even though eating 
and drinking in public on the run has 
become part of modern life. When in 
the late Fifties and later I mentioned 
my book on manners and etiquette, 
people would remark, “Is it all about 
eating peas?” I suggest that supplanting 
the old social class-conscious 
conundrums about holding a knife and 
fork correctly today are uncertainties 
focused on the food and drink itself, 
and also of the impact of communication 
technology. Questions arise as to 
whether it is in order to ask a fellow 
diner for a taste of his or her dish? 
Would it be churlish to consider the ask 
a concession too far? If the order in a 
restaurant is for one plate and two 
spoons, should the diner be scrupulous 
about consuming only their share of 
the repast? And what if there is only 
one cherry on top of the dessert? In this 
unhappy instance the cardinal rule of 
British politesse applies – the last cream 
bun is left for others. A wine dilemma 
might be when your host places a bottle 
on the table within easy reach, whether 
one may assume a nod towards helping 
yourself to a top up? Old school would 
ask first; today between friends, the 
bottle most likely would be grasped. 

The proliferation of smartphones 
has had the effect of adding to the 
number at table. Members at a private 
occasion who continually make or 
take calls are deemed rude, period. In 
circumstances where needs must takes 
precedence, people should excuse 
themselves first, it is said. 

But what of checking one’s Instagram 
when eating or drinking with others > 

“Selfies are 
another example 

of communication 
technology 

invading personal 
space,” notes 

Drusilla

Geoffrey Salter’s 
cover illustration for 

Lady Behave
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at a social occasion? I suggest it all 
depends. Generally such behaviour is 
inconsiderate, as it takes the user’s mind 
and eye off the collective aspect of the 
occasion. But a factor that rates is that 
sharing images might just be what the 
assembled company would love. So a 
fine judgement is called for. Texting, 
widely indulged in by restaurant-
goers nowadays, is another matter.  
It’s difficult not to see the practice as a 
strictly solo activity that is likely to 
break the flow of live conversation. 

Selfies are another example of 
communication technology invading 
personal space. It’s generally accepted 
that it is bad manners to ask a stranger 
who happens to be a celebrity for a 
selfie, and not discourteous of the 
person to refuse. It can also be said 
that not everyone is cool on the matter 
of having images of their private life 
splashed all over Facebook. 

Email and texting on your smart-
phone qualify as a massive convenience 
but the means also raises doubts as to 
their appropriateness for some forms 
of social correspondence. Is it 
appropriate to thank your host for a 
lovely evening by dashing off a fulsome 
email, or ought you to put considered 
pen to paper? Would a text be fair dos? 
And what if it is to thank someone for 
a weekend or a holiday? The immediacy 
factor might count in either case, but 
then again, taking trouble is part and 
parcel of good manners. 

Keeping its appeal, despite likely 
travel ordeals and lack of domestic 

help and dodgy plumbing on arrival, 
is the invitation for a weekend at a 
friend’s country abode. It has 
developed its own practice, established 
by Lee Miller, Vogue’s celebrated 
Second World War correspondent and 
photographer, in her classic feature 
“Working Guests”. In it we espy her 
well-known artist friends engaged in 
the tasks she has assigned them at 
Farley Farm. Max Ernst plants a bed 
of maize, the founding director of the 
Museum of Modern Art in New York 
feeds swill to the pigs. Originally 
written in a comedic spirit, what’s 
interesting is that the whole notion 
has come to pass. At all save the 
grandest of households, guests expect 
at least to offer to lend a hand.

Dating, courtship and marriage is a 
field with new territories. Internet 
dating, same-sex nuptial celebrations 
and, too, the influence of the 
minorities in LGBTI that question 
norms and boundaries, all come into 
play here. 

In the midst of this picture is a 
renewed vogue for the big white 
wedding. Worth recording is the 
decline of the reception at which well-
wishers were rewarded with a glass of 
bubbly and a cucumber sandwich at 
5pm and that was that. People expect 
more today, such as dinner, dancing – 
particularly if the nuptials are held in 
the country. Hen parties, too, have 
become more elaborate and more 
expensive. Supporters may be asked to 
save the date for a weekend in Ibiza, 

raising for some the 
question of costs and 
whether to come 
clean on your reasons 
for declining or to go 
for a phony excuse. 
Whereas I have always 
associated accepting  
a wedding invitation 
with producing a 

present, it’s worth mentioning that 
current wedding invitations, taking 
heed of travel expenses, may well carry 
a line of print suggesting otherwise. 
Also, markedly in the case of second 
marriages, the couple may wish to 
indicate formally that they are well 
blessed already with possessions. 

Affecting day-to-day existence is 
the mood for informality that on the 
one hand has loosened up many fusty 
conventions and on the other created 
areas of uncertainty. To take some 
obvious instances. First-name terms 
apply in situations in which previously 
an honorific would have been a matter 

of course. A case of “Hi Dru” without 
further ado. Few people think to ask 
first. I happen to be cool on this point 
but others may differ.

Whereas a free and easy approach 
may work well in private life, the 
stance doesn’t necessarily fit with 
business and the work place where, by 
and large, a sense of deference reigns. 
The lack of a clear line between what 
is acceptable and what might be 
deemed over familiar is known for 
trip-ups. Another scene change: 
gender-based courtesies at the 
workplace really are not on. 

Candour is looked upon as a 
desirable quality. Speaking your mind 
as an approach has many public  
voices; witness Beyoncé’s published 
comment on a song written for her  
by Chris Martin of Coldplay:  
“I really like you but this is awful.”  
A price for the licence is that it is 
easier to cause unintended offence. 
Let me count the ways…

i n addition, the spoken language 
has become decidedly fruitier now 
that a woman feels that she may 

with impunity use expletives and get 
the f****** matter off her chest. Please 
and thank you seem to have gone quiet 
and such absent courtesies frequently 
are held against the younger 
generation. But I notice that it is often 
a youngster who will offer a seat to an 
oldie. The spoken apology has kept its 
currency on many levels.

Dressing up at present keeps 
company with dressing down and  
in comparison with the number of 
categories of clothes we discussed in 
Lady Behave (“for a journey”) is a case of 
less being more, with boots and shoes, 
handbags and jewellery being the main 
symbols of best dress. A small indication 
of how we have disrobed during my 
lifetime can also be glimpsed in the 
Vogue Colouring Book by Iain R Webb, 
based on line drawings taken from a 
wide spectrum of day and evening 
models published during the Fifties. By 
far the majority of ensembles are shown 
with the finishing touch of a pair of 
elegant gloves and, it goes without 
saying, are hatted or headdressed. 

Some among my generation lament 
the scarcity of opportunities to put on 
one’s glad rags and sparkle. However, 
I see hope. If my intelligence is any 
guide, the next lot on stage are a 
bunch of young people who take 
delight in fancy dress and dressing up, 
judging it to be an excuse for going  
all the way to look one’s very best.  Q

“I notice,” writes 
Drusilla, “that it is 
often a youngster 
who will offer a 
seat to an oldie”

Witness Beyoncé’s 
comment on a song 

written for her by 
Chris Martin:  

“I really like you 
but this is awful” 
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Think you know the shopping scene  
better than anyone? Think again –
Wilson McHardy is the brains of the 
property business, busily scouting 
London’s loveliest locations for a  
spot of retail therapy

Stella 
McCartney

Sophia 
Webster

de Grisogono

VOGUE PROMOTION

Richard 
James

Alexander 
McQueen 

LUXURY 
LANDSCAPE

Changing the 



WILSON McHARDY
Wilson McHardy’s ability to find and see 
the potential in retail spaces has made  
it a trustworthy name in the luxury 
property market, for labels looking to 
open the ultimate store or for landlords 
looking to lease space. The duo scour 
London on behalf of clients to ensure  
they will find a location synonymous  
with the brand. Whether it’s a new flagship 
or that all-important first retail space, 
Wilson McHardy has the answer to every 
client’s property needs. 
Wilsonmchardy.com 

 s avvy shoppers know which 
postcodes to head for when 
securing the best pieces of the 

season: Bond Street for de Grisogono 
and Bottega Veneta, Savile Row for 
tailoring and Spitalfields for the latest 
from McQ Alexander McQueen. But 
little may you know that London’s key 
fashion hotspots do not appear by 
accident, behind them is property guru 
Wilson McHardy, the go-to for any 
designer looking for the perfect retail 
space. Mount Street has fast become a 
must for sartorial gems, with Sophia 
Webster, Erdem and Christopher 
Kane all opening their doors there – 
and Keith Wilson and Ewan McHardy 

are the pair that all fashion fans have 
to thank for making it the ultimate 
shopping heaven (along with Brompton 
Cross, the Royal Exchange and many 
more). Wilson McHardy has been 
involved in the capital’s luxury retail 
market since 1993 and deals exclusively 
with high-end brands, bringing the 
leaders in fashion and design to our 
doorsteps so we can find those seasonal 
pieces in the most impressive spaces. 
From Burlington Arcade to the high-
end outlet at Hackney Walk, this pair 
knows where London’s dream retail 
property is, and they’re making sure we 
can solve all our purchasing needs in one 
perfect postcode.  Q

Hackney 
Walk

McQ
Alexander 
McQueen 

Leica
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HAPPY 100TH BIRTHDAY

VOGUE
FROM ALL AT KM
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BIOGRAPHER

When I first read Michael Holroyd’s 
biography of Lytton Strachey in the late 
Sixties, I was intoxicated. It seemed to me 
that he brought a whole new perspective  
to biography – and I had been an avid 
reader of biographers of all sorts since 
youth. Most importantly he made it all  
so enjoyable for the reader, without in  
any way sacrificing the highest standards  
of scholarship. Biographies should be 
exciting to read (and, incidentally, to write). 
Michael Holroyd showed the way.

ANTONIA FRASER  
ON MICHAEL HOLROYD

Friends of Vogue talk about the people from its pages who 
have inspired their own careers. By Louisa McGillicuddy

Follow that 

ROSE UNIACKE ON ANDREE PUTMAN

INTERIOR DESIGNER

Andrée Putman was known for letting  
spaces be interpretable so they could be 
lived in free of conventions – why dine  
in a dining room? Cook in a kitchen?  

“Why should places be reduced to one function instead  
of favouring the sensations they bring us?” she once said.  
This was a pioneering concept in interior design, and Putman 
really was an artist playing with space, light and materials. 
Although she had quite a purist philosophy, she allowed  
for playfulness – something I really appreciate. Putman  
would joke that she was committed to asymmetry because  
life was made of imperfections. I often think about this  
when trying to understand the balance of a room.
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ILLUSTRATOR

LAWRENCE 
MYNOTT ON 
JOHN WARD

As an illustrator working for 
Vogue in the Eighties, I was each 
issue despatched to draw a 
woman who, according to then 
editor Beatrix Miller, possessed 
“a certain style”. “Draw them at 
home, describe their rooms, 
tablescapes, favourite clothes, 
pets,” instructed Bea. “Oh! and by 
the way, do look at John Ward’s 
drawings in the Vogue library, 
that’s just what I want…” Ward 
was the celebrated illustrator of 
Cider with Rosie: his style was 
both lyrical and evocative. The 
sure draughtsmanship, the questing line, above all the “Englishness” that informs 
his work, I too sought. He so cleverly captured postwar Britain – the England  
of Joyce Grenfell, Elizabeth David, tailored suits, rows of pearls… When Ward 
left Vogue in 1952 and became a distinguished painter, he took with him that 
“certain style” which continued to delight many. Not least of all myself. >

John Ward, 
photographed by 
Norman Parkinson, 
March 1975

Andrée 
Putman in 
Vogue’s June 
1990 issue, by 
Michel Comte

Antonia Fraser and 
Michael Holroyd, 
photographed by 
Snowdon, 1980
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JOURNALIST

SARAH SANDS ON HAROLD EVANS

If Spotlight makes you want to be a journalist, imagine  
what it was like in the era of Harold Evans, who oversaw the 

investigations team at the Sunday Times during landmark  
exposés like the outing of Kim Philby as a Soviet spy and  

the prosecution of the drug company responsible for Thalidomide. Harry was the 
editor everyone wanted to work for: he believed that crusading journalism could 

change the status quo, and he proved it with passion rather than piety. >

In 1961 I went from the Old Vic to  
Stratford-upon-Avon to join the company  
for The Cherry Orchard, which starred 
Peggy Ashcroft as Madame Ranevsky and 

John Gielgud as Gaev, and I felt very much the new girl. 
Peggy immediately took me under her wing and gave 
me much invaluable advice – in fact when I came to  
play Madame Ranevsky, many years later, I could  
only hear Peggy’s voice. We remained good friends 
throughout the rest of her life – she had a glorious  
sense of humour, and was funny and anarchic.  
I owe her immense gratitude.

ACTRESS

JUDI DENCH ON PEGGY ASHCROFT

Reading Seamus  
Heaney’s “Mid-Term 
Break” as a child is what 

made me want to write poems, and he is still 
a poet to whom I return again and again to 
recharge my batteries. For me, Heaney was a 
leader in the field: his writing created bridges 
between the personal and the political, the 
academic and the anecdotal. In doing so he 
also managed to bridge the diverse traditions 
of Ireland, Anglo-Saxon Britain, Celtic Britain, 
Europe and America: at once a citizen of the 
wider poetic world, and an acute local 
chronicler and excavator of his native Ireland. 
As readers and writers we were lucky to  
have been alive when he was working, and  
I suspect he and his poems will continue to  
be presiding spirits for those yet to be born, 
long into the 21st century and beyond.

POET

OWEN SHEERS ON 
SEAMUS HEANEY
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CHOREOGRAPHER 

The most watched and loved dancer of the 
last 100 years is not Rudolf Nureyev, Mikhail 
Baryshnikov or even Michael Jackson. Fred Astaire 

is the man who made the world fall in love with dancing. In a  
stage and film career that spanned more than 80 years, Astaire 
created one mini-masterpiece after another in a seemingly endless 
display of invention, rhythmic complexity and unmatched charm. 
Possibly undervalued as a choreographer due to his natural 
modesty (he rarely took screen credit), his work is right up there 
with the greats and, happily, is still there on screen to astound  
and delight us for ever more. Astaire is a hero for all dancers and 
choreographers, and remains my number-one go-to inspiration 
whenever I want to remember why I do what I do.

MATTHEW BOURNE  
ON FRED ASTAIRE

Snowdon’s 
portrait of 
Harold Evans, 
August 1981

Peggy Ashcroft  
by Snowdon, 

December 1982

Seamus Heaney 
in the October 
1995 issue, by 
Bruce Weber

Fred Astaire, 
April 1939, by 

André de Dienes
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THEATRE DIRECTOR

NICHOLAS HYTNER ON ELIA KAZAN

Rebecca West is almost 
forgotten today, but she was  
a towering 20th-century 
literary figure – once lauded 
by Time magazine as “the 
world’s number one woman 
writer”. She began her career 
with journalism before the First World War and died in 1983, 
still writing. Her novels – The Return of the Soldier and The 
Fountain Overflows among them – never cease to enthrall and 
inspire me, but her life inspires me, too. She had a turbulent 
10-year love affair with HG Wells, and bravely raised their 
illegitimate son as a single parent. She was well loved, with  
a gift for friendship, and remained, to the end, passionate and 
outspoken. “I myself have never been able to find out precisely 
what feminism is,” she once memorably wrote. “I only know 
that people call me a feminist whenever I express sentiments 
that differentiate me from a doormat or a prostitute.” Q

NOVELIST

SARAH 
WATERS ON 
REBECCA 
WEST

Spike Milligan redefined radio comedy 
with the surreal but incredibly popular 
Goon Show, then set about dismantling the 
TV sketch show with his Q series – later 

refined by Monty Python and pretty much everyone since. 
When I was an 11-year-old boy I would sometimes catch it and 
it was by turns brilliant and terrible, but always intelligent.  
I thought he was speaking to me directly. Probably the only 
true genius of British comedy, and boy did he suffer for it.

COMEDIAN

HARRY HILL ON SPIKE MILLIGAN 

I never saw any of Elia Kazan’s  
work in the theatre. He was despised for 
naming names to the House Un-American 
Activities Committee, and Arthur Miller 

stopped speaking to him. But it wasn’t long before Miller 
came back – like Tennessee Williams, Miller wrote his 
greatest plays and had his biggest successes under Kazan’s 
direction. Death of a Salesman and A Streetcar Named 
Desire changed 20th-century theatre, and they were 
delivered to the stage by Kazan, whose contemporaries 
thought he had magical powers, so vast was his ability to 
motivate and manipulate those around him. There are a  
few directors even now who try to hex their collaborators. 
They’re nightmarish, by and large. But I met Kazan once, 
when he was an old man, and although there was still a  
whiff of Lucifer about him, it was as exciting and seductive  
as it must have been when he was in his pomp.

Spike Milligan, 
September 1957, 

by Snowdon

Rebecca West 
by Snowdon, 
May 1982

Elia Kazan  
in American 

Vogue, 1948, 
by Irving Penn
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Now is the time to visit England’s 
oldest and longest shopping arcade 
– it’s also the venue for a summer 
birthday party not to be missed

 d iscreetly located between London’s Bond Street and 
Piccadilly, Burlington Arcade houses a handful of the 
capital’s finest-kept secrets as well as some of the 

world’s most famous brands, all under one roof. Luxury 
cashmere, exquisite shoes, family jewellers and unique 
perfumeries make this shopping destination not only one that 
is steeped in history, having first opened in 1819, but that is 
also in the midst of a dynamic leap forward as it signs new 
brands and welcomes familiar favourites, including Chanel 
and Manolo Blahnik. (It’s worth noting that it has taken Mr 
Blahnik 40 years to find a second London shop location, 
which goes to show the regard in which he holds the Arcade. 
Nowhere else seemed quite right.) And of course, when the 
shopping fervour reaches its pinnacle, the irresistible Ladurée 
greets you at the south end of the Arcade, where a cacophony 
of macarons and patisseries await. Need we say more?

This month, and until the end of August, Burlington 
Arcade celebrates British Vogue’s centenary through the 
exhibition of Vogue covers that will hang the length of the 
aisle. As a Vogue reader, you are invited to a special birthday 
party in honour of the fashion bible. The Arcade will host a 
summer evening of shopping, style, cocktails by Berry Bros. 
& Rudd and one-off brand experiences on Wednesday  
June 8. Turn the page to discover more about the event – we 
look forward to seeing you there.  >

VOGUE PROMOTION

MAYFAIR’S 
SHOPPING 
ARCADIA



MANOLO 

BLAHNIK 
Head to Manolo Blahnik for 

the ultimate in shoe heaven.  

We guarantee you will 

fall in love with  his mouth-

watering designs and clever 

understanding of how to 

combine style with comfort.

Birthday present: 10 per cent off 
all purchases, a signed book and 
the chance to win a bottle of 
Roja, also available with every 
purchase on the night.

Birthday present: any pair of 
shoes bought on the night 
will be personally signed by 
Mr Blahnik.

RICHARD 

OGDEN 
If you loved Downton Abbey, 

be sure to visit the experts 

at family jeweller Richard 

Ogden.  You will even have 

the chance to get up close to 

the tiaras lent specially to the 

television series. 

Birthday present: watch and 
learn as the team introduce 
you to new ways to wear this 
timeless tiara.

ROJA DOVE 
One of the most innovative 

fragrance creatives in the 

beauty industry today, Roja 

Dove has a passion for scent 

and discovery that will leave you 

both impressed and inspired.

FREDERIC 

MALLE
Visit the boutique of Frédéric 

Malle and experience at first 

hand the unique guest-curated 

Editions des Parfums that make 

up Malle’s oeuvre: world-

renowned noses creating 

exceptional fragrances. 

KWANPEN 
If you have a passion for 

handmade, exotic leather 

handbags then Kwanpen 

deserves your full attention –  

a palette that will leave you 

dizzy, and a range of styles 

to suit every occassion.

Birthday present: on the 
night, receive a special 
edition book with every 
100ml bottle purchased.

Birthday present: pocket this 
sunny bag on the evening  
to enjoy a surprise gift  
with purchase.
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BRACELET BY 
SUSANNAH 

LOVIS



CHANEL 
One of the most famous 

fashion houses in the world 

invites you to step inside its 

beauty-focused boutique. 

Make the most of your next 

fragrance, skincare or make-

up purchase with some one-

to-one beauty expertise.

MAISON 

MICHEL
Hatmaker and milliner since 

1936, Maison Michel is the 

destination of choice for 

anyone seeking a touch of 

Parisian chic in the heart of 

London. Colours are plentiful 

and styles are immaculate in 

cut, size and fit.  

VINTAGE 

WATCH 

COMPANY 
Choosing any watch takes 

time and requires professional 

guidance and a friendly 

atmosphere.  The Vintage 

Watch Company offers over 

1,000 styles and has led the 

way in building an unrivalled 

vintage Rolex empire. Clients 

flock from all over the world to 

this gem.

BIRTHDAY PARTY FOR VOGUE  
AT BURLINGTON ARCADE

Reader Event

Wednesday June 8

6.30pm–9.30pm

RSVP: rsvpvogue@burlingtonevents.co.uk

For more details visit Burlingtonarcade.com

Birthday present: paying 
homage to Chanel No.5 
fragrance, guests are invited 
to participate in short 
fragrance workshops on the 
first floor, whilst downstairs 
speedy summer make-up 
tutorials are on offer.

Birthday present: purchase 
any vintage Rolex on  
the night and enjoy a  
20 per cent discount. 

Birthday present: purchase a 
hat on the night and Maison 
Michel will offer a gift with 
the purchase. 

Birthday present: meet the 
designer and enjoy a gift with 
purchase on the night.

LIMITED-EDITION 
MACARONS BY 
LADUREE, AVAILABLE 
ON THE NIGHT

PLUKKA
With a host of fine jewellery 

from some of the most exciting 

emerging designers from 

around the world, Plukka is  

your one-stop shop to pick up  

a sparkling new accessory  

on June 8.
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As Britain’s future in Europe hangs in the balance, Cressida Connolly  
reflects on our enduring love affair with the Continent, and why  
Brexit, more than any other political question, is an emotional issue

Goodbye 
   to all that?

What struck you were the smells: pine, 
coffee, a whiff of drains, the petrol tang 
as pairs of impossibly handsome boys 
sped past on puttering mopeds. Men 
with fat, gold wristwatches strutted by 
on clouds of citrus cologne, while on 
the beach and along the harbour there 
was the heady coconut scent of cheap 
sun-tan oil (because everyone was too 
young to care about skin protection: 
they just wanted a tan). You had bare 
legs, a pocket full of unfamiliar 
banknotes and no parents to spoil the > 

y ou always remember the first 
time you travelled independently. 
Probably you were in your late 

teens, one of a gaggle of sixth-formers, 
or maybe you’d just left school. Almost 
certainly it was in Europe. Somewhere 
in the distance lay all the promise of 
the rest of your life, bright and new. 
For the time being, though, the 
summer stretching out before you was 
the only thing on your mind. It might 
have been Florence or Barcelona, the 
South of France or a Greek island. 

Jean-Paul Belmondo  
and Anna Karina in 
Pierrot le Fou (1965)
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fun. The heat of the pavement was so 
intense you could feel it thrumming 
through the thin rope soles of your 
new Gitanes-blue espadrilles. With  
any luck you’d have kissed an Italian 
boy before the summer was out.

O ur European travels are a 
golden thread woven through 
the fabric of our lives. From 

university we might go to a fantastic 
little music festival in Arles or Antwerp, 
then by rail to meet up with friends  
in Rome or Saint-Tropez. In our early 
twenties – with any luck – there will  
be romantic weekends in Paris or 
Amsterdam, Venice or Berlin. Towards 
our thirties we’ll cement friendships 
over long, boozy evenings after a day’s 
skiing. Once you have a family, it’s a 
question of stealing the odd minibreak. 
You might read The Hare with Amber 
Eyes and book a few days in Vienna.  
In time the children will go off on 
their travels without you, beginning 
their own cycle. And when you’re a 
couple again, you suddenly notice all 
the places you’ve never got around to 
visiting: Barcelona, Budapest, Puglia, 
the Stockholm archipelago. 

Across its lifetime, Vogue too has 
looked to our Continental neighbours 
for glamour, inspiration and fun. And, 
of course, fashion. Despite the war 
that was raging just across the channel, 
the very first issue of this magazine  
in 1916 carried news and illustrations 
of the latest Paris styles. The rich  
and fashionable were photographed at  
San Sebastian or Biarritz, where Coco 
Chanel (ever the canny businesswoman) 
had opened a boutique. European 
food, culture and travel 
were always featured in 
these pages, setting the 
trend or reflecting our 
changing tastes. Over  
the decades of the mid to 
late century, Lee Miller 
photographed Colette at 
home in Paris, Sybille 
Bedford described a trip to Portugal, 
Elizabeth David rhapsodised about 
Provençal cooking, Salvador Dalí 
wrote a guide to Spain. Long before 
mass tourism, Vogue’s Woman at the 
Wheel column offered advice about 
European road trips, and the ads were 
for motoring coats and rugged leather 
suitcases. In 1950 Christian Dior told 
readers the best route from Paris to 
Cannes. Ford Madox Ford wrote 
longingly of France: “somewhere 
between Vienne and Valence, below 

Lyons on the Rhône the sun is 
shining… there, there is no 
evil for the brussels sprout will 
not grow at all.”

“The Mediterranean is the 
model for the concept south, 
and it is a rare Briton whose 
pulse does not race at the 
mention of that compass 
direction,” writes Paul Fussell, 
in Abroad, his study of British 
writers and their travels. “A 
maximum exposure of flesh 
guarantees a constant erotic 
undertone, and a certain 
amount of noise (Vespas, 
children shouting on the 
beach) provides life and 
gaiety… There must be love 
on top of the sheets after  
the large wine lunch, with 
occasional hints of Roman 
Catholicism (processions, the 
locals attending early mass, the public 
blessing of fishing vessels) just sufficient 
to lend a slight air of wickedness.” 
Fussell is half-joking, but the notion 
of sexiness persists. In the late 19th 
century, the French and Italian 
Rivieras were the original honeymoon 
destinations, and they remained so for 
the next hundred years. Any one of us 
might have even been conceived there.

How we feel about Europe is 
influenced by all of this, perhaps even 
more than by our sense of history  
and our political persuasion. Mostly, 
we love it. We love the dull clanging 
of ancient bells, the dappled shade  
of plane trees, the strange hush of  
the afternoons. We love Jean-Paul 
Belmondo and Anna Karina as a 

gorgeous Mediterranean 
Bonnie and Clyde in 
Pierrot le Fou. We even 
love the clichés we 
grumble about: the 
rudeness of French 
waiters, the terrors of 
Roman and Athenian taxi 
rides, the way southern 

Europeans still haven’t got their 
plumbing sorted out. The mixture of 
fondness and exasperation is one we 
recognise from family life. In this very 
ambivalence lies our closeness.

Which is why the Brexit, more than 
any other political question, is an 
emotional issue. It touches on loyalty, 
shared memories, honouring the past. 
Britain’s membership of the EU is 
often likened to a marriage. Those 
who want Britain to remain in Europe 
believe that although it may be far 

from perfect, we’ve muddled along 
this far and we shouldn’t bail out now. 
More good than bad comes of staying 
together, economically as well as 
politically. If we leave, there’s a real 
chance that the United Kingdom will 
break up and Scotland will become 
fully independent. We ought to stick it 
out, for our children’s sake. But there 
are many – perhaps as many again – 
who believe that this relationship is 
no longer in our best interest.

Just as the wedding vows contain the 
phrases “for richer and for poorer, in 
sickness and in health”, so it is with 
Europe. We’ve had plenty of good years, 
but it would be foolish not to admit that 
some things need to change. In seeking 
to make such strategic adjustments, 
David Cameron has been acting as a 
relationship counsellor. For much has 
altered since we joined what was then 
the Common Market in 1973. What 
we had then was a marriage, with some 
nice, well-behaved, mostly affluent  
in-laws thrown in. We helped each 
other out, griped about each other from 
time to time, but it was essentially a 
good thing. That’s the “for richer” part. 

After 2004, however, things 
changed. The orderly family of 15 was 
gradually joined by a further 13 
countries, many of them considerably 
less well off. Some of the original rich 
folk started to worry that things were 
heading for poorer. The financial 
crisis of 2007 to 2008 didn’t help, 
creating fears for employment and 
growth. It began to seem as if the 
family suddenly had to accommodate 
a huge number of distant cousins, all > 

Brexit 
touches 

on loyalty, 
shared 

memories…

Jane Fonda in Paris, 1963
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of whom appeared to want to join us 
for lunch. Unsurprisingly, some even 
wanted to come and stay. 

On the vast landmass of continental 
Europe, people move in constant and 
natural flux. For a small island nation 
like ours, though, immigration can get 
confused with invasion. Our innate 
wariness is a feature of our island 
mentality, too, making us unsure 
whether to put the kettle on in 
welcome or to pull up the drawbridge.

t hen there are the rules and 
regulations. It’s because we like 
to think of Europe as our 

playground that the feeling of it 
rapping us over the knuckles is so 
unwelcome. The British have a strong 
resistance to being told what to do:  
we don’t have a written constitution; 
we feel protective of our ancient 
parliamentary and legal system. It 
could even be a hangover from the 
bad old days of Empire.

European law, however, is the only 
export we’re not keen to buy in to. 
When it comes to food, fashion and 
film, we eagerly embrace Continental 
trends. Following the Second World 
War we were hungry for all things 
French, from Dior’s sumptuous New 
Look to the garlic- and saffron-
scented dishes of Lyons and the  
south. Italy came next, exemplified by  
La Dolce Vita, saucy little Fiat cars, 
pizza and Pucci frocks. 

Our love affairs with these countries 
continue. Over the past couple of 
decades, we have radically changed 
the way we eat and drink: everywhere, 
now, cafés and restaurants have tables 
spilling on to pavements, making 
European-style alfresco eating 
commonplace. The days when fast 
food meant fish and chips are long 

gone. Our cities boast 
establishments dedicated 
to Iberian ham or German 
wurst; Danish cafés and 
Swedish bakeries, scented 
with cinnamon. The 
fashion compass has 
swivelled from south to 
north of late, and a couple 
of years ago Scandinavia 
became a wellspring  
of chic. There’s the 
popularity of Nordic Noir, 
in Swedish thrillers like 
The Girl with the Dragon 
Tattoo series, or mysteries 
by Henning Mankell,  
as well as The Killing,  

The Bridge and The Legacy on television. 
We also embraced Swedish labels  
such as Acne Studios and high-street 
Cos. Now we are delightedly riding 
another French New 
Wave, with Vetements, 
Lemaire, Jacquemus and 
the newly revitalised house 
of Courrèges all grabbing 
our attention. 

Important, too, is the 
wider culture. The late 
writer Patrick Leigh 
Fermor is often described as the last 
great Englishman, but I think it’s 
closer to the truth to see him as the 
embodiment of the ideal European. 
In A Time of Gifts, he describes setting 
off on foot across Europe to 
Constantinople (now Istanbul). Only 
18 at the time, he slept under haystacks 
or in barns, or got himself invited into 
castles or monasteries. It was 1933. 
Everywhere he went there was 
fascinating talk, revelry and dancing 
beneath the stars – a Europe-wide 
welcome. He and his hosts celebrated 
the things they found in common, and 
were curious and respectful about 
their differences. During the Second 
World War, Leigh Fermor disguised 
himself as a Cretan shepherd and, 
famously, captured a German general 
(the episode was turned into a film, Ill 
Met by Moonlight). As the sun set over 
the mountains, the general recited 
lines, in Latin, from one of the Odes 
of Horace. Leigh Fermor also knew 
the verse by heart, and joined in. As 
he later wrote, it was as if the two 
men, although enemies, had “drunk  
at the same fountains” of learning. 

Those fountains are still clear and 
sparkling and full. They’re the same 
ones that the Oscar-winning 2006 film 
The Lives of Others draws upon. Set in 

the former East Germany, it depicts  
a society in which government spies 
have created a climate of mistrust  
and fear. Yet the story demonstrates 
how individuals divided by politics 
nevertheless share a cultural bond, 
capable of uniting them at the deepest 
level. It’s a moving testament to the 
power of that culture. 

Never mind that we’re out of the 
Eurozone: culture is the common 
currency we share with our European 
neighbours. It is the language we all 
speak, the message we transmit to the 
wider world. When we look at Anselm 
Kiefer’s vast canvases, or watch Paolo 
Sorrentino’s films, something inside us 
recognises and answers. We appreciate 
and respond to European art, its 
fashion, food and wine. (Among this 
cultural cornucopia, the one clanger  
is Continental pop music, which only 

the natives can truly  
claim to enjoy. Just look  
at the snigger-fest of the 
Eurovision Song Contest.) 

As to kissing that 
Italian boy, well, it never 
happened for me. In 
Sienna at 17, all the boys 
ignored me and ran after 

my schoolfriend Alison. At least I’m 
not alone in having failed to partake 
in this rite of passage. In a 2009 essay, 
the inimitable David Sedaris describes 
a youthful rail journey from Rome to 
Brindisi. “It sounds odd to say it – 
conceited even – but I was cute that 
August… I wouldn’t have said so at 
the time, but reviewing pictures… I 
think, ‘That was me? Really?’” On the 
train, he falls in with a young man 
who looks “as if someone had coaxed 
the eyes out of Bambi and resettled 
them, half asleep, into a human face.” 
They talk, flirt. The moment comes 
when they might kiss – “you could 
practically hear the surging strings” – 
but somehow it passes. Their meeting 
is too rushed; they’re too shy. Looking 
back, Sedaris concludes: “When 
you’re young, it’s easy to believe that 
such an opportunity will come again, 
maybe even a better one. You tell 
yourself that if you travelled alone in 
Europe this summer you could surely 
do the same thing next year, and the 
year after that.” 

The Continent opens up the sense 
of such possibilities, widens our 
horizons. As we near the referendum, 
it is worth pondering that whatever 
the outcome, will the deep ties that 
bind us to Europe ever go away?  Q

We like 
to think 

of Europe 
as our 

playground

  VOGUE100  
Looking out over 
Lake Balaton in 
Hungary, Vogue 
November 2008
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FOREVER 
YOURS  

VOGUE PROMOTION

FROM LEFT: 
CALVIN KLEIN 

EUPHORIA EDP, 
£52. CHLOE 

LOVE STORY, £74. 
MARC JACOBS 

DECADENCE 
EDP, £69

Bottle that
Whether it’s intrigue, 

indulgence or sensual 
notes you crave, an 

iconic fragrance makes 
for the smoothest 

summer transition. 
Calvin Klein Euphoria 
is a rich and stimulating 

scent impressing with 
pomegranate and 

persimmon. Or for the 
coolest of free spirits 

the feminine yet modern 
white floral notes of 

Chloé’s Love Story will 
transport you to the 

banks of the Seine on a 
wistful summer’s day.

But if you prefer a more 
opulent tone, Marc 

Jacobs Decadence holds 
timeless appeal thanks 

to its woody aroma. Visit 
Debenhams.com/beauty 

AS VOGUE MARKS 100 YEARS, SEE THE  
OTHER BRANDS THAT ARE CELEBRATING 
THEIR TIMELESS STYLE CREDENTIALS – 
FROM CULT BEAUTY PRODUCTS AND LUXURY 
LINGERIE TO HAND-CRAFTED FOOTWEAR 
AND KEEPSAKE JEWELS 

Photographs by Dylan Thomas 
Styling by Marianne Cotterill



From NYC  
with love
Once the secret of New York women in 
the hallowed Red Door Salon, Elizabeth 
Arden’s award-winning skincare formulas 
are now cult beauty products the world 
over. From the famous 85-year-old 
Eight Hour collection to the decade-old 
Prevage Anti-Ageing range, the brand has 
a luxurious remedy for everything with 
proven results. Its latest addition, the new 
Superstart Skin Renewal Booster, looks set 
to join the ranks of essential skincare too. 
Visit Elizabetharden.co.uk

FROM LEFT: SUPERSTART SKIN RENEWAL BOOSTER, £45. 
EIGHT HOUR CREAM SKIN PROTECTANT, £27. CERAMIDE  
GOLD CAPSULES, £82. PREVAGE ANTI-AGING & INTENSIVE  
REPAIR DAILY SERUM, £170

DYLAN THOMAS



Charmed
Elegant, simple and sleek, Links of London has crafted a reputation as the 
go-to jeweller for essential pieces. Offering a subtle elegance, its new charm 
cuff – in sterling silver, vermeil gold and rose gold – stacked with or without 
charms adds a personal talismanic touch. Meanwhile, the addition of white 
pavé diamonds and pearls to its Effervescence collection results in a playful 
take on sophistication. Visit Linksoflondon.com

VOGUE PROMOTION

FROM LEFT: CHARM 
CUFF IN ROSE GOLD, 

£225; STERLING 
SILVER, £150; YELLOW 

GOLD, £225. PAVE 
DIAMOND AND 

PEARL 18CT GOLD 
RING, £825. CHAIN, 

£180. NARRATIVE BAR 
RINGS, £130 EACH.

PAVE DIAMOND & 
PEARL 18CT GOLD 

DOUBLE RING. £1,100.
CHARM CUFF, £225.

ALPHABET CHARMS, 
£35 EACH. GOLD 

CHAIN, £110.
18CT GOLD ANCHOR 

CHARM,  £295. 
VERMEIL CHAIN, £85.

ZODIAC CHARM, 
£55. PAVE DIAMOND 

18CT GOLD PENDANT 
NECKLACE, £3,000.
CHARM CUFF, £150.

NARRATIVE 
PENDANT, £85. 

DIAMOND CONCAVE 
RING, £475



FROM LEFT: LISETTE 
BRIEFS, £12.50. 
BRA, £27.50. 
SUSPENDERS, £16. 
BRA (ABOVE), £25. 
SLIP, £50

DYLAN THOMAS



 Delicate 
femininity

From your first until your 
last, Marks & Spencer 

reigns as the nation’s beloved 
lingerie label and its Dolce 
Vita-inspired Lisette Lace 

collection explains why. 
Delicate scalloped lace 

and embroidered tulle 
are sculpted into the most 
flattering and supportive 

silhouettes, reaffirming the 
high-street favourite’s ability 

to make women feel their most 
confident, season after season.

Visit Marksandspencer.com

VOGUE PROMOTION



Cult Cleansing  
Some skincare products are so essential, you wonder what 
you ever did without them, and Liz Earle’s Cleanse & Polish 
Hot Cloth Cleanser is case in point. It’s no surprise that the 
beauty-lover’s brand sells one of its famous cleansers every 
20 seconds. Follow with Instant Boost Skin Tonic and Skin 
Repair Moisturiser to reveal soft and radiant skin. 
Visit Lizearle.com

FROM LEFT: 
CLEANSE & 
POLISH HOT 
CLOTH CLEANSER, 
£15.50. INSTANT 
BOOST SKIN 
TONIC, £14.50
SKIN REPAIR 
MOISTURISER, 
£20.25

DYLAN THOMAS



Happy feet
The magic of  Palmaira sandals 

is that they transport your feet 
instantly to the sunny shores of the 

Mediterranean. As well as looking 
enviably cool, they have excellent 

ethical credentials too. Made 
on the isle of Menorca by village 

craftspeople using traditional 
methods, they do more besides 

earning fashion kudos.
Visit Palmairasandals.com

SHOES FROM £40.BAGS FROM £60

VOGUE PROMOTION



FROM LEFT: SUPREME NIGHT SECRET, £195.  
SUPREME DAY CREAM, £145. SERUM REPAIR, 
£69. ROSE DE VIE SERUM, £129. SUPREME 
MAINTENANCE YOUTH SERUM, £215. PURE 
VITAMIN C POWDER CREAM, £79.SIGNATURE 
SERUM, £475. SUPREME NECK LIFT, £120

DYLAN THOMAS
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Doctor’s 
orders 

Catering to a comprehensive 
age range, Dr Sebagh’s 

Advanced Ageing-
Maintenance Skin Care range 

has got all bases covered. 
Formulated by the brand’s 

legendary founder, Dr Jean-
Louis Sebagh, it is especially 

adept at restoring radiance, so 
you can relax in the knowledge 

that your skin is being 
rejuvenated, day and night.

Visit Drsebagh.com



ACCESSORIES BAGS L IGHT ING FURNITURE TECH

Register now at MONOQI.co.uk
 and discover hand-picked design from around the world every day
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cost of living  
index

[FIGURES IN BRACKETS REPRESENT THE EQUIVALENT VALUE IN 2016]*

Rolls-Royce Phantom II 
1932  .......................................... £1,750 [£110,185]
Rolls-Royce Dawn 
2016  ................................................  £250,000

Pringle of Scotland cashmere sweater
1916  .............................................  £6 10s [£510]
1966  .................................................  £34 [£570]
2016  .......................................................  £450

Rouge compact
1924  ...................................................  2s [£5.49]
Mac powder blush
2016  ..................................................... £18.50

Vivienne Westwood pettidrawers 
1981  ....................................................£22 [£76]
Vivienne Westwood breeches 
2016  .......................................................  £475

Cover price of Vogue 
1916  .................................................... 1s [£3.90]
1945  ...................................................  3s [£5.85]
1988  ................................................... £2 [£4.85]
2016  ....................................................... £3.99

“So simply are the 
controls of a motor 
arranged that the driving 
of a car can be learnt in  
a couple of hours”
VOGUE APRIL 1928

1s
(1916) 

How much would it set you back 
to maintain a Vogue lifestyle 

through the decades?  
Hayley Maitland investigates

“Westwood ho!” 
VOGUE HAILS THE QUEEN OF PUNK, MARCH 1981

Pringle cashmere 
in Vogue,  
June 2013

Vivienne 
Westwood 
designs in 

Vogue,  
March 1981

£3.99

VOGUE

3s
(1945) 

MAC
POWDER  
BLUSH IN  
PINK SWOON

£18.50

£2
(1988) 
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VOGUE
“Even as it gets more 
and more expensive, 
champagne becomes 
the only possible 
drink on certain 
occasions”  
VOGUE MAY 1965

DIOR 
SILK DRESS

“It’s a revolution. Now 
we have stockings 
with a wonderful new 
stretch – a new, fit-any-
foot size habit, that 
makes red-hot news”
VOGUE SEPTEMBER 1955

£1,400

£5,950

£18.39

£108

£1,295
BURBERRY
TRENCH COAT

CREME DE LA 
MER 
MOISTURIZING 
CREAM 30ML

MAPPIN & 
WEBB 
DIAMOND  
RING

FORTNUM & MASON
ROYAL BLEND TEA
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£13,935

Bottle of Cristal 
1965  ........................................... £2 5s 6d [£39]
2016  ......................................................... £185

Summer dress by Dior
1957  ....................................... £38 6s 6d [£835]
2016  ..................................................... £1,400

Mappin & Webb diamond ring
1916  ...............................................  £35 [£2,750]
2016  ....................................................  £5,950

Fortnum & Mason Royal Blend Tea
1916  ..............................  5s 1d a pound [£19.60]
1966  ............................ 12s 6d a pound [£10.60]
2016  .....................................  £18.39 a pound

A night in a suite at Claridge’s
1916  ..............................................  £7 6s [£575]
1966  .......................................  £36 9s 6d [£615]
2016  ..................................................... £1,260

Mini
1962  .............................................  £526 [£10,125]
2016  ................................................... £13.935

Nylon stockings 
1955  .........................................  13s 11d  [£23.50]
Wolford nylon stockings
2016  .........................................................  £29

Manicure at the newly opened hair and 
beauty department at Harrods
1968  ............................................  10s 6d [£8.30]
Manicure at Harrods Urban Retreat
2016  .........................................................  £45

Burberry trench coat
1916  ..............................................  £4 4s [£330]
1966  ...........................................  £18 18s [£320]
2016  ..................................................... £1,295

Radior Vanishing Cream
1916  .................................... 5s 9d a jar [£78.50]
Crème de la Mer Moisturizing Cream
2016  ...............................................  £108 a jar 

Seat on the first commercial flight from 
London to Paris 
1919  .................................................. £21 [£980] 
Seat on the Eurostar from London  
to Paris 
2016 .................................................. from £29

£185

“There are stylists, tinters 
and wig experts of the 
most experienced kinds” 
VOGUE ON THE NEW HAIR AND BEAUTY DEPARTMENT  
AT HARRODS, JULY 1968

“Minis belong to the 
age of colour television 
and men on the moon” 
VOGUE FEBRUARY 1962
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F A K E  N O T H I N G

I
n the beginning were the gemstones, and the gemstones 

became our family’s world. Welcome to Gemporia, and 

our quest to restore genuine gemstone jewellery as the 

most sought after of personal possessions. We denounce 

the fakes and mass-produced synthetics that have 

LQ��OWUDWHG��FRQIXVHG�DQG���RRGHG�WKH�MHZHOOHU\�PDUNHW�IRU�

the last few generations. We encourage women around 

the world to be at one with nature - to fake nothing.

In this issue we introduce Moroccan Amethyst, an 

exquisite new discovery by Gemporia’s team of explorers. 

With distinctive raspberry colouring and stunning clarity, this 

new Amethyst discovery  is a stone of immense beauty. We 

so truly believe that you are spiritually naked when dressed 

without a gem of nature, prices start from just £39.

VISIT US IN HOUSE OF FRASER OR 

AT GEMPORIA.COM



Royal Worcester corset
1916  ..........................................£1 12s 6d [£128]
Sensation girdle
1953  ......................................... £3 17s 9d [£92]
Spanx high-waisted shapers
2016  ...........................................................£26

Shampoo and marcel wave 
1926  ......................................................  4s [£11]
Shampoo and set 
1953  ............................................ 10s 6d [£13.35]
Wavy blow-dry at Hershesons 
2016  .........................................................  £28

Fendi Baguette
1998  ...............................................  £560 [£890]
2016  ..................................................... £1,230

Classic short Uggs
2003  ..............................................  £140 [£200]
2016  ........................................................ £155

Versace leather jacket, in the year he 
opened his first shop in Milan
1978  ..............................................  £320 [£1,656]
Versace leather jacket 
2016  ....................................................  £2,974

Manolo Blahnik leather heels
1974  .................................................. £20 [£188]
2016  .......................................................  £635

Seat on Concorde’s first flight from 
London to New York 
1977  ............................................... £431 [£2,415]
Seat on Concorde’s last flight from 
London to New York 
2003  .........................................  £4,620 [£6,589]

Cunard cruise to Madeira 
1932  ..................................................  £11 [£695] 
2016  ..................................................... £1,079 

4MB Apple Newton Messagepad 
1994  ..............................................  £599 [£1,075]
16GB iPad Air II 
2016  .......................................................  £349

Dinner for two at the Savoy
1941  ...................................................  10s [£90]
2016  ........................................................ £180 

Joseph leggings
1984  ........................................... £18.50 [£53.50]
2016  ........................................................ £175

Elizabeth Arden red lipstick
1939  .............................................  6s 6d [£19.50]
1951  ............................................  11s 9d [£16.50]
2016  ..........................................................  £21

“The war may wipe 
out many of our little 
luxuries, but we shall 
cling to lipsticks longer 
even than to the fine 
points of fashion”
VOGUE DECEMBER 1939

In 1941, wartime rationing dictated that no more than  
5s was spent per person on any meal – even at the Savoy

“The new answer  
to that wintry feeling 

is a cruise” 
VOGUE DECEMBER 1932

Above: Madeira – 
destination for the 
discerning cruisegoer. 
Left: Concorde in 1977

VERSACE
LEATHER JACKET

VOGUE

£2,974

£635

£21

MANOLO 
BLAHNIK
LEATHER 
SANDALS

ELIZABETH 
ARDEN
BEAUTIFUL 
COLOR 
MOISTURIZING 
LIPSTICK  
IN SCARLET
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“New Figure, New 
Corsets”, Vogue 

October 1916
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Technical
TLC
The clothes we buy and wear 
deserve a certain level of love 
and care. Siemens has created a 
range of washing machines that 
tick all the boxes

VOGUE PROMOTION
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revitalises even your most delicate items 
with a 30- or 45-minute dry programme 
that effectively removes odours, when a 
trip to a professional cleaner really isn’t 
necessary but a fabric facelift is.

The final favourite aspect worth 
highlighting from this iSensoric revolution 
relates to washing outerwear. Imagine a 
wash cycle that recognises the altogether 
different attention that waterproof 
garments need in order to retain their high 
performance. On particular Siemens 
models, there is a “textile guard” treatment 
that is simply added to the detergent 
drawer in a bid to protect these hi-tech 
fabrics. Just suppose for one moment that 
you have stuck to your new year’s 
resolution of running a few miles each 
weekend and your kit needs an extra rinse 
to rid it of mud. You can even choose a 
programme option which involves 
extra-powerful rinse technology for such 
stubborn episodes. 

With all that this new era of washing 
technology delivers, the only thing missing 
is a personal tailor to mend loose hemlines 
or fix the odd missing button. (We say this 
in jest, but who knows what Siemens has 
up its sleeve next?) Whatever you are 
looking for in your next washing machine, 
no matter how advanced your 
requirements seem, Siemens has the model 
for you. This new chapter of iSensoric 
technology certainly deserves a closer look. 
Why? Because Siemens believes the 
amount we spend on building our own 
wardrobes should be matched in the way 
we care for these collections of clothes: 
through premium washing techniques. 
Throw in climate care in the form of 
efficient energy consumption and you have 
one investment purchase that is sure to top 
the list of must-haves for many, many 
seasons to come. Q 
Visit Siemens-home.co.uk/laundry-care

Washing. You can’t call it 
anything else. You can’t dress it 
up as anything other than what 

it really is. We all do it, we all need it, we 
all (secretly) love it. There is nothing 
better than a fresh tower of perfectly 
pressed pieces returning to your closet. 
Siemens has just taken the whole 
experience of a weekly chore and turned it 
on its head. Google the words “Siemens 
iSensoric technology” and you uncover a 
world one never knew existed. Intelligent 
products just got even smarter. Take our 
word for it.

Every brand aims to offer a unique 
selling point, and these days most strive to 
associate themselves with a protection of 
the environment and an awareness of 
climate change. So when a technology 
company like Siemens pulls a range of 
washing machines out of the bag that can 
perform such things as diagnosing the 
water volume and temperature 
requirements, or adjusting power usage 
and detergent dosage, all in a bid to 
minimalise the effects on the climate, well 
of course we sit up and listen…

Whatever you think magazine editors 
do at the weekend, you can be sure the 
careful maintenance of precious, priceless 
fashion wardrobes features prominently. 
The fact is that real women really do love 
their clothes, and this means ensuring 
fabrics are kept in mint condition ready for 
the next outing. Let’s be honest though, 
this is the one aspect of precious days off 
that doesn’t make it into social-media 
feeds – #weekendwashing doesn’t quite 
have the same ring to it, does it?

The Siemens washing-machine range 
guarantees exceptional laundering results, 
leaving you more time for the 
photo-worthy moments of your weekend. 
These are super-slick designs both inside 
and out (some models have touch-screen 

displays), a world away from the 
stereotypical white goods of yesteryear. 
The iSensoric technology developed by 
Siemens means that, for example, the 
top-of-the-range Avantgarde model uses 
the i-Dos system, which can essentially 
read how much detergent your laundry 
really needs. It can detect and navigate the 
blemishes, stains and everyday wear and 
tear that, yes, even fashion editors pick up 
– from an accidental splash of red wine 
after a catwalk show in Milan to a summer 
picnic grass stain on a favourite pair of 
jeans. The astute sensory technology will 
measure the weight of a load and then 
adopt the appropriate tools in its cleaning 
armoury to tackle your wardrobe mishaps, 

without unnecessary energy wastage. 
Siemens really has thought of everything 
so you don’t have to.

Each new season sees us hit the refresh 
button on our wardrobes. We all need a bit 
of an overhaul from time to time. 
Likewise, the idea of hitting that refresh 
button has been adopted by the designers 
at Siemens when conjuring up the 
sensoFresh system found in the new 
iQ500 model. One of the most useful 
concepts never seen before in a household 
appliance, sensoFresh technology 

Siemens technology 
can navigate the 
blemishes, stains 

and everyday  
wear and tear that, 
yes, even fashion 
editors pick up

Model pictured: 
The brand new 
Avantgarde 
Siemens also 
offers the 
following models 
in the range:  
iQ300, iQ500,  
and iQ700
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Presenting the ultimate checklist: beauty for all skin types, magnificent fashion 
fixes, wardrobe staples worth the price tag, and two extraordinary cities

VOGUE

Gondolas, prosecco, Harry’s Bar, St Mark’s Square… If you have yet to 
cross Venice off your to-do list, we may have found the ultimate way to 
see this incredible city. Aman Venice not only means you’re guaranteed 
the sumptuous surroundings and service of the exceptional Aman hotel 
group, its palazzo is also on the Grand Canal, with private gardens and 
terrace, as well as elegant, comfortable rooms, complete with Venetian art. 
They say Venice may be sinking – what more of an excuse do you need to 
escape to this global treasure? From £800 per night. Aman.com

Grand ENTRANCE

DR SEBAGH SUPREME 
DAY CREAM, £145, 
DRSEBAGH.COM

PRADA LEATHER AND CRYSTAL 
BROGUES, £925, PRADA.COM

CHARLOTTE 
TILBURY
MATTE 
REVOLUTION 
LIPSTICK IN RED 
CARPET, £23, AT 
SPACENK.COM

KAREN MILLEN
LACE TOP, £125, 
KARENMILLEN.COM

J CREW
COTTON 
AND DENIM 
SHIRT, £88, 
JCREW.COM

RIMMEL 
LONDON
ONLY 1 
LIPSTICK  
IN RED 
REVOLUTION, 
£6.99, AT 
BOOTS.COM

CHOPARD
ROSE-GOLD 
BANGLE, 
£1,970, 
CHOPARD.
COM 

DAKS
SUEDE COAT, 
£695, 10 OLD 
BOND STREET

PRADA
LES INFUSIONS 
DE PRADA IRIS, 
£84, AT 
JOHNLEWIS.
COM

PRINGLE OF 
SCOTLAND
WOOL AND 
MOHAIR TOP, 
£475, PRINGLE 
SCOTLAND.COM

JO MALONE LONDON
NASHI BLOSSOM COLOGNE,  
£89, JOMALONE.CO.UK

ESTEE LAUDER
MODERN MUSE  
EAU DE PARFUM, £64, 
ESTEELAUDER.CO.UK

TOPSHOP LEATHER  
JACKET, £295,  
TOPSHOP.COM 

RIMOWA
SUITCASE, 
£985, 
RIMOWA.COM

BOTTEGA 
VENETA
LEATHER BAG, 
PRICE ON 
REQUEST, 
BOTTEGA  
VENETA.COM

CHANEL
SHOES, 

£400, 
CHANEL.

COM

MOSCHINO
SANDALS, £476, 
MOSCHINO.COM

BULGARI
PINK-GOLD AND MARBLE RING, 

£1,090, BULGARI.COM

Edited by VIRGINIA CHADWYCK-HEALEY

Treat 
yourself

Easily  
suede

BALLY
WOOL-FELT 
DRESS, £995, 
BALLY.CO.UK
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Dubai may not yet be on your travel agenda but at Vogue we believe that a stay at the  
One & Only resort situated on The Palm should absolutely find its way on to your bucket list. 

Not only is this a refreshingly boutique island getaway – amid a sea of stereotypical hotels – 
but the newly opened Guerlain spa is the cherry on the cake, the first beauty retreat in the 

Middle East for the LVMH-owned brand. Guaranteed sunshine, first-class service, 
exceptional food and spa seclusion in the heart of Arabia – this sumptuous hotel and 

Guerlain gem deserve a closer look. After all, Dubai is just seven hours from London…  
Guerlain Radiance Facial, from £130. Rooms from £700 per night. Oneandonlyresorts.com

Arabian NIGHTS

JONATHAN 
SAUNDERS  
FOR THE RUG 
COMPANY  
WOOL 
CUSHIONS,  
£345 EACH, 
THERUG 
COMPANY.COM

RUSSELL  
& BROMLEY
WEDGE SANDALS,  
£275, RUSSELLAND 
BROMLEY.CO.UK

LONGCHAMP
COTTON  
T-SHIRT, £190, 
UK.LONGCHAMP. 
COM

MICHAEL KORS
LEATHER BAG, 
£570, MICHAEL 
KORS.COM

CH CAROLINA HERRERA
COTTON SHIRT, £195, 
CAROLINAHERRERA.COM

FERRAGAMO
COTTON  
DRESS, £1,255, 
FERRAGAMO.
COM

BOUCHERON
ROSE GOLD  
AND RUBY  
CUFF, £23,650, 
BOUCHERON.COM

BURBERRY 
BEAUTY 
LIP VELVET 
LIPSTICK IN 
MILITARY 
RED, £26, 
BURBERRY.
COM

KG KURT GEIGER
SATIN AND LEATHER PLATFORMS, 
£110, KURTGEIGER.COM 

CLARINS
EAU DYNAMISANTE,  
£33, CLARINS.COM

LA PERLA
LACE BRA, £454. 
LACE BRIEFS, £187. 
LAPERLA.COM

RUE DE VERNEUIL
COTTON TOTE, 
£150, RUEDE 
VERNEUIL.COM

SONIA RYKIEL
SEQUIN  
AND COTTON 
SWEATER, £555, 
SONIARYKIEL.FR

MULBERRY
WOOL FELT  
TOP, £545.  
SKIRT, £345. 
MULBERRY.COM

CARTIER
TANK 
SOLO 
WATCH, 
£1,750, 
CARTIER.
CO.UK

COACH
SILK-MIX 
JACKET, 
£550, 
UK.COACH.
COM

TOM FORD 
NEROLI 
PORTOFINO EAU 
DE PARFUM, £145, 
AT HARRODS.COM

DOLCE & GABBANA EYEWEAR LIMITED-EDITION  
SUNGLASSES, £4,990, AT HARRODS.COM

HEIDI 
KLEIN
SWIMSUIT, 
£190, 
HEIDIKLEIN.
COM

VOGUE

SISLEY
CREAMY 
MOUSSE 

CLEANSER, 
£70, 

SISLEY-
PARIS.

CO.UK

GUERLAIN
SUPER AQUA 
BODY 
SERUM, £77, 
AT HARRODS.
COM

Novel
graphics

Orange  
appeal

A new  
leaf
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555 King’s Road, London, SW6 2EB 
124 Holland Park Avenue, London, W11 4UE  
Harrods Brompton Road, London, SW1X 7XL 

T +44 (0)20 7229 5148

www.therugcompany.com

Calypso by Suzanne Sharp







On a day of unexpected 

informality, Vogue’s  

centenary cover shoot was an 

occasion to remember.  

By Alexandra Shulman. 

Photographs by Josh Olins
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From the outset of Vogue’s  
shoot with the Duchess of 
Cambridge, it was clear  
that the pictures were  
to be of the woman rather  
than of a figurehead, and  
that they would be as  
informal as possible…  
Opposite and previous page: 
coat and shirt, Burberry. 
Trousers, Cristaseya.  
Vintage hat, Beyond Retro.  
Belt, stylist’s own.  
This page: top, Petit Bateau. 
Trousers, Burberry.  
Hair: Amanda Tucker.  
Make-up: Sally Branka. 
Production: 10-4inc.  
Set design: Max Bellhouse. 
Digital artwork: Amberdawn 
Alexander at Gloss. 
Styling: Lucinda Chambers
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that feeds into her interest in 
photography and portraiture.) The 
NPG, which holds one of the most 
important collections of portraits in 
the world, would be hosting a huge 
Vogue retrospective in 2016. And so  
an idea was formed for the magazine 
and the gallery to work together on  
a shoot which would create a new 
portrait of the Duchess for its 
collection, and which could initially 
be installed as part of that exhibition.

“The idea came about very 
organically,” said Nicholas Cullinan, 
the gallery’s director. “The National 
Portrait Gallery and British Vogue  
had a great collaboration on the 
current Vogue 100: A Century of Style 
exhibition. Given the fact that the 
centenary issue would come out 
during the run of the exhibition, it 
seemed natural for us to ask our 
patron, HRH The Duchess of 
Cambridge, to collaborate with both 
of us in creating a very special series of 
photographic portraits.”  

From the start, the details and the 
mood of the pictures, the styling and, 
of course, the choice of Josh Olins as 
photographer were guided by the 
Duchess’s own thoughts about this 
enterprise. She was keen to give the 
commission to a British photographer 
for whom this would be a new 
opportunity, and following that lead 
we put forward a number of 
suggestions. After some discussion, 
Josh, who has regularly worked for 
British Vogue, was everyone’s choice, 

both for the quiet elegance of his 
work and his “woman”, who has 
polish but also a degree of 
understatement. I also felt that the 
pair would be comfortable with each 
other, which was going to be 
important if the photographer had 
not worked with her before.  

It was very clear from the outset 
that these pictures were to be of the 
woman herself rather than of a 
figurehead, and that they would be  
as informal as possible. The Duchess 
liked the idea of being photographed 

here is a heavy 
mist hanging over the landscape as  
we drive through quiet, immaculate 
Norfolk villages to the location for  
the photo shoot with HRH The 
Duchess of Cambridge. It is late 
January and luckily, although the 
temperature has suddenly dipped over 
the past few days, no snow or rain is 
forecast. By the time we have all 
arrived at the designated spot, a way 
off the main road in the middle of a 
field, there is even a suspicion of sun 
above the cloud…

The shoot is the culmination of a 
conversation that started several 
months previously between Vogue, the 
National Portrait Gallery and the 
Duchess. Like every other editor in 
the world, to commission a cover 
shoot with the young woman who is 
married to our future king was pretty 
far up my wish-list for the magazine. 
And, like most of them, I had 
approached her and been turned  
away, politely but firmly. Nonetheless, 
when it came to our centenary issue,  
a magazine that would celebrate not 
only 100 years of its own existence but 
100 years of British life and culture,  
I approached her again. This time 
there was a new connection – one that 
went beyond Vogue’s record of royal 
portraiture through the work of  
Cecil Beaton, Norman Parkinson, 
Lord Snowdon, Patrick Demarchelier 
and Mario Testino. This was the 
National Portrait Gallery. 

The Duchess has been patron of 
the gallery since 2012. (One of the 
first patronages she took on after she 
married Prince William, it is a role 

in the countryside, and she wanted 
the pictures to reflect an element of 
her private existence. She didn’t want 
to be dressed as a fashion plate and 
was not keen to be shot in gala gowns 
and tiaras. Instead, the clothes Vogue’s 
fashion director Lucinda Chambers 
gathered for the day were based on 
what the Duchess likes to wear when 
she is off-duty – jeans, shirts, T-shirts. 
The same as the rest of us.

That morning, as we all gathered  
in a bare house which would once  
have been two farm cottages, with 10 
suitcases of clothes, a van-load of 
props including furniture (in the  
end mainly not used), and several  
wood-burning stoves on the go, there 
was a mixture of silently contained 
excitement and a certain amount of 
tension. This was not just another 
Vogue cover shoot. The place was 
charged with the load of expectation 
and anticipation that had grown in 
most of us over the recent weeks. 

We drank coffee and everyone 
prepped until the Duchess arrived, in 
jeans and a parka, her hair in big 
rollers, with a bright, inclusive smile. 
She walked through the small cottage 
door with her hairdresser, Amanda 
Tucker, who was dragging a wheelie 
case of products. The Duchess joked 
about how she must have appeared to 
anyone who saw her driving the car in 
her rollers, before introducing herself 
to everyone she hadn’t yet met.  

Although the Duchess of 
Cambridge is one of the most 

photographed women in the world, 
she is not someone who feels entirely 
comfortable at the end of the lens,  
nor as the centre of attention, and 
throughout the day the whole mood 
was very low-maintenance. The 
make-up artist Sally Branka’s work 
was slightly different to what the 
Duchess usually does for herself and  
it was a measure of how easy-going 
she is that she trusted Sally – scarcely 
even checking herself in the mirror 
afterwards. Most of us would fuss 
about our skin or our lines or >286  

We drank coffee and everyone prepped  
until the Duchess arrived, in jeans   
and a parka, her hair in big rollers,  
with a bright, inclusive smile
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 The clothes gathered for  
the day were based on what the 

Duchess likes to wear when she is 
off-duty – jeans, shirts, T-shirts.  

The same as the rest of us.  
Shirt, Burberry. Jeans, 7 For All 

Mankind. Belt, stylist’s own
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This page: although she is one of the most photographed 
women in the world, the Duchess of Cambridge is not 

someone who feels entirely comfortable as the centre of 
attention. Shirt, Cabbages & Roses. Skirt, Le Kilt.  

Opposite: the family dog, Lupo, proved a willing partner  
on set. Dungarees, AG Jeans. Sweater, Claudia Schiffer  

for TSE. Boots, Dune. Belt, stylist’s own
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self-awareness that adults generally 
feel,” she told me.  

She was cheerful and incredibly 
patient throughout the day – 
constantly asking if we were happy 
with what we were getting. While 
the rest of us were muffled up in 
padded jackets, gloves and scarves, 
despite the cold she posed 
uncomplaining, often in just a thin 
cotton shirt. 

The informality she encouraged 
around the shoot shone through the 
eventual pictures.

“I love these photographs of  
her looking relaxed and happy. Josh 
has captured her exactly as she  
really is – full of life, with a great 
sense of humour, thoughtful  
and intelligent and, more obviously, 
very beautiful,” said Nicholas 
Cullinan when I showed him the 
pictures. “Not only do they reflect 
her love of the countryside and  
great support and championing of 
the National Portrait Gallery, but 
they also encapsulate what British 
Vogue has always done so brilliantly 

– to pair the best photographers with 
the great personalities of their day  
in order to reflect broader shifts in 
culture and society.”  

At around three in the afternoon 
there is a startling fly-past from 
hundreds of gulls, momentarily 
turning the whole sky black. The 
Duchess explains that the birds come 
in daily to feed from the crops in the 
surrounding fields, returning every 
afternoon to the coast. Shortly 
afterwards, the sun begins to set. 
Eager to make sure that we have 
everything we could possibly need, 
she volunteers one last picture, 
leaning against a farm gate.  

As she leaves us, making sure she 
says goodbye, and thanking every 
single individual involved, we watch 
her Land Rover speed away down  
the track, leaving us all to our own 
thoughts about what has surely, for 
each one of us, been a day we will 
always remember.  

whether we looked thin or fat or in 
some way wrong and would need 
constant reassurance, whereas she 
demonstrated none of these neuroses, 
which showed an admirable and 
surprising lack of vanity. It reminded 
me of something I was once told 
about the Queen who, when on her 
duties, never needs to “adjust” herself 
as others do – pulling a skirt up or 
down, patting themselves, fiddling 
with their hair.

The Duchess sifted through  
the clothes on the rails, laughing at 
some of the options, overlooking the 
three evening gowns we had brought 
just in case and telling Lucinda  
that she could put her in what she 
wanted. Along with a generator for 
the whole set, broadband had been 
brought in to the location, and while 
everyone else constantly checked 
their phones, she never brought hers 
out – not once.

Miraculously, the early fog had 
completely burnt off by the  
time we took the first picture and a 
brilliant winter sun stayed with us  

all day. Throughout the shoot, the 
Duchess was interested in the 
technicalities of Josh’s work and 
what exactly was happening behind 
the scenes. “The process of the 
shoot was fascinating to see,” she 
said, when I asked how she had 
found the experience. “It was so 
much closer to the process of 
painting a portrait than I had 
appreciated before, seeing the  
layers of the setting, make-up, 
clothes and light all coming together 
to form the final image. Seeing 
everything come together at once 
made me realise how much work 
goes into a single image.” 

Since becoming a mother the 
Duchess has taken many pictures of 
her children, and is very aware of the 
difference between them and herself 
as a subject. “From taking photographs 
of George and Charlotte, I have been 
struck by the wonderful lack of  
self-consciousness that you see in 
photographs of children, without the 

“The process of the shoot was fascinating to 
see,” said the Duchess. “It was so much closer 
to the process of painting a portrait than  
I had appreciated, seeing the layers all 
coming together to form the final image”
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Far left: the shoot took place 
in a field in the Norfolk 
countryside on a misty 
January morning which 
cleared to brilliant blue skies. 
Above left: the team gathered 
in a farm building. Left,  
above and below centre: the 
Duchess chose to work with 
photographer Josh Olins for 
the first time. Above centre 
and opposite: his own 
sketches of the day’s scenes. 
“We’re all about the same age 
– it was all very comfortable,” 
said Olins. “It was a fun day 
for everyone.” Below left: 
rails of clothes ready for  
the shoot. Below: Lucinda 
Chambers arrives back at 
London’s King’s Cross at  
the end of a memorable day
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Deep breath: a loosening of Edwardian-era corsets heralds a new mood of playful 
opulence. Alexander McQueen’s floor- and jaw-grazing gown references the hobble 
silhouette of the day but adds a feathered, pearl-draped flounce to stately progress

Every era has its newfound freedoms, and  
style has often been the catalyst for social 

revolution. From the Bright Young Things carousing 
around Twenties London to the impish beauties of 

the Swinging Sixties and the Nineties’ 24-hour 
party girls, 10 decades of game-changing fashion 

highs are as riotous as ever – seen here on 10 of the 
models who have epitomised British style

Photographs by Mario Testino. 
Styling by Lucinda Chambers 
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Stella Tennant wears lace 
and ostrich-feather gown, 

to order, Alexander 
McQueen. Tulle and 

Swarovski- crystal gloves, 
from £2,100, Dolce & 

Gabbana. Ruff, courtesy 
of the National Theatre. 

Black choker, £1,100. 
Ring, £636. Earrings, 
£185. All Vicki Sarge. 

Chain necklace, £1,090, 
Chanel. Glass-pearl, 

Swarovski-crystal and 
vermeil necklaces, from 

£690 each, Erickson 
Beamon, at Selfridges. 

Feather hairband, £270, 
Nerida Fraiman.  

Hair: Sam McKnight. 
Make-up: Val Garland. 

Nails: Trish Lomax. 
Production: Mario 

Testino +. Set design:  
Michael Howells.  

Digital artwork: R&DH
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Sharp, severe, highly polished: the bob is a clear badge of flapperhood. With it comes 
a scantily clad, jazzing gardenia girl, sporting a risqué array of shimmer and shine
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Sam Rollinson wears 
feather cape, to order, 
Erdem. Bra, £32.50, What 
Katie Did. Jewelled 
hotpants, to order, Pam 
Hogg. Jewelled stockings, 
to order, Bebaroque. 
Suede heels, to order, 
Rodarte. Pearl necklace, 
£6,240, Chanel. Earrings, 
£220, Marni. Vintage bag, 
£50, Elizabeth Avey. 
Skullcap, stylist’s own. 
Flapper girl wears beaded 
flapper dress, £3,715, 
Alberta Ferretti Limited 
Edition. Jewelled leggings, 
to order, Bebaroque. 
Other models wear 
costumes, Benedict 
Dufort. Stockings, What 
Katie Did. Shoes, Rachel 
Simpson. Headdresses, 
Angels Fancy Dress. 
Choreography: Les Child. 
Models: Hannah Bennett, 
Maria Loks, Kaia Moore, 
Sibui Nazarenko, Lily 
Nova, Maddy Rich and 
Paige Stevens  
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The fluid bias cut holds us captivated against a backdrop of cocktail-fuelled 
art-deco fantasy. One riposte to the Great Depression? Jean Paul Gaultier’s 
slim-waisted evening extravagance, and a pose that’s dramatic in the extreme
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Erin O’Connor wears sequined knit dress,  
to order, Gaultier Paris. Leather and  

velvet heels, £895, Christian Louboutin.  
Swarovski-crystal hairband, from £3,000,  

Dolce & Gabbana. Drop earrings, £395, 
Mulberry. Elasticated bracelet, £55. Gold coil 
bangle, £45. Ridged brass cuff, £75. Jewelled 

brass bracelet. £75. All Pebble London. 
Jewelled bangles, from £255 each, Vicki 
Sarge. Brass bangle and oriental bangle,  
from a selection, Grays Antique Market.  

Beauty note: theatrical black make-up  
both rebuffs and reiterates the dark  

economic clutches of the decade.  
Paint a black lip with severe precision  

using Mac Lipmix in Black, £14.50 
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Wartime austerity ushers in an  
efficient poise, but a segue into more 
gentle elegance is inevitable in the 
context of approaching peace. Prada’s 
hyper-feminine dress, with its plunging 
neckline, keeps up appearances
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Jean Campbell wears 
wool and velvet dress, 

£2,395, Prada. Faux-fur 
stole, £195, Helen 

Moore. Vintage gloves, 
£75. Vintage velvet bag, 

£130. Both Vintage 
Modes. Hat with veil, 

£275, Rachel Black 
Millinery. Feather and 

crystal collar, worn 
around sleeve, £570, 

Miu Miu. Necklace, 
Jean’s own 
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A self-consciously nostalgic, full-skirted silhouette is a 
rebellion against the make-do-and-mend mentality. 
Live out your most frivolous fancies with Oscar de la 
Renta’s endless sprays of fondant chiffon

Karen Elson wears silk 
tiered ballgown with 
draped bodice, from 

£4,460, Oscar de la Renta. 
Satin gloves, £19, Dents, at 

House of Fraser. Double-
strand pearl necklace, 

£842. Pearl earrings, £481. 
Both Coleman Douglas 

Pearls. David Gandy wears 
jacket, Dolce & Gabbana. 

Shirt, Kilgour. Trousers 
and bow tie, Favourbrook. 

Shoes, Ludwig Reiter 
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Hike up the hemline and prepare to pout: a vinyl minidress by Courrèges and  
graphic tights more than hold their own in a rabble of mods and rockers

1960s
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Edie Campbell wears  
vinyl minidress, from £920. 

Cotton/cashmere body, from 
£280. Both Courrèges. Tights, 

£17, Emilio Cavallini. Male 
models wear jackets, Hi-Star. 
T-shirts and socks, American 
Apparel. Shirts, Carlo Manzi.   

Beauty note: androgynous  
mod cuts have an unapologetic 

attitude. Scruff up with  
L’Oréal Professionnel  

Tecni Art Wild Stylers Next  
Day Hair, £12. Male models:  

James Armitage, Fionnan  
Byrne-Perkins, Rory Cooper, 

Sven De Vries, Conor Doherty, 
Alex Dunstan and Callum Rockall
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Ruth Bell wears sequined  
silk dress, £11,520, Valentino.  
Shirt, courtesy of Carlo Manzi. 
Tie, to order, Benedict Dufort. 
Trousers, courtesy of 
Contemporary Wardrobe.  
Boots, Angels Fancy Dress
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You pretty thing: androgynous spaceman vies with glam-rock glitter queen as Bowie-induced sartorial shape-shifting 
takes charge. Embrace your alter ego with high-rise footwear and Valentino’s sequins, electrified via a lightning bolt
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No outfit, no entry: club becomes catwalk, while rave and romantics become 
new. How to skip the queue? A scarlet vinyl boiler suit is the right side of Taboo
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Rosie Huntington-Whiteley wears  
patent-leather jumpsuit, to order, 

Alexandre Vauthier Haute Couture. 
Diamond earrings, from £2,030, Anita  
Ko, at Net-a-Porter.com. Gabriel-Kane  

Day-Lewis wears suit, Kilgour. Shirt, 
Emporio Armani. Tie, Benedict Dufort
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1990s
Never basic: irony abounds as supermodel fees in the thousands 
underscore a minimalist aesthetic. An unapologetic celebrity 
attitude goes hand in hand with a multitude of Saint Laurent 
feathers and paparazzi-proof sunglasses

Kate Moss wears ostrich-feather 
coat, £15,630, Saint Laurent  

by Hedi Slimane. Sunglasses, from 
£125, Ray-Ban. Boots, Kate’s own 
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Jourdan Dunn wears 
satin bomber jacket 

entwined with panels 
of lamé, fil coupé  

and cloqué-jacquard, 
to order. Boots  

with scarf detail, to 
order. Both Maison 
Margiela Artisanal  
by John Galliano.  

With thanks to  
Animals at Work,  

The Beaumont Hotel, 
W1, The Old Bell 

Tavern, EC4, 
Piccadilly Theatre  

and Rob Van Helden 
Floral Design.    

For stockists, all 
pages, see Vogue 

Information
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2000s
Streetwear and high fashion find intriguing 

ways to coexist. True democracy or 
subcultural appropriation? Maison Margiela 

leaves the verdict up to you
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Edie 
Campbell, 

model
“Edie first appeared  
in Vogue aged five – 

her mother was Vogue 
stylist turned architect 
Sophie Hicks and her 

grandmother, Joan Hicks, 
modelled for Norman 

Parkinson in the Fifties. 
Edie’s individuality, 

nonchalance and 
innovation make her 

the epitome of a Vogue 
model. She walks into a 
picture and knows how 

to fill the frame – it’s as if 
she’s able to crawl inside 
the camera.” Tim Walker  

Velvet jacket with contrast 
collar, £1,240. Velvet hat, 

£225. Both Prada.  
Hair: Sam McKnight. 

Make-up: Sam Bryant. 
Production: Jeff Delich.  

Printing: Graeme Bulcraig 
at Touch Digital. Thanks to 

Emma Dalzell, Sarah Lloyd, 
Stephanie Broom, Andy 

Knight Studio
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Lord Snowdon, photographer
“It felt important to capture Snowdon – the longest-
standing Vogue photographer – in his studio. It’s a very 
personalised space at the back of his house. So many of 
his portraits were done in that chair, in that light, using the 
backdrops that are rolled up on the floor. His daughter 
Frances is also seen here, working on a layout for a book 
of his work. Snowdon’s photography produces a space 
illusion. His sitters’ spirits were so big, you imagined they 
were sitting in some giant hall – whether that’s David 
Bowie, Iman or Iris Murdoch – yet his little studio is 
minute. Everything in it is pocket-sized.” TW 
Grooming: Gary Gill. Thanks to Frances von Hofmannsthal
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Bryan Ferry, musician
“This was a reference to the shoot we did years ago 
for the Roxy Music Avalon album cover, which also 

featured a bird of prey… a merlin.” Bryan Ferry 
Hair: Shon. Grooming: Sam Bryant
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Jean Campbell, 
model

Now 19, Jean made her modelling 
debut in Vogue aged 16 with a 

20-page story called “Meet Me in 
Montauk”, shot by Bruce Weber.

Satin cape, £995, Osman.  
Cotton shirtdress with ruffles, 

£3,195, Alexander McQueen. 
Faux-fur bonnet, £90, Helen Moore. 

Tights, £30, Falke. Patent-leather  
Mary-Janes, £80, Clarks V&A 

Collection. Leather gloves, to order, 
Hestra. Hair: Sam McKnight.  

Make-up: Sam Bryant
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Georgia May Jagger and 
Jerry Hall, models

Photographed in Tim’s studio two weeks before 
her wedding to Rupert Murdoch, this image 

sees Jerry Hall revisiting her famous Vogue May 
1975 cover, taken by Norman Parkinson – this 

time with her daughter, Georgia May.  
Georgia May wears viscose-knit dress, £1,590, 

Ralph Lauren Collection. Jerry wears stretch 
dress, £1,395, Roland Mouret. Swim caps, 

stylist’s own. Hair: Shon. Make-up: Sam Bryant
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David Bailey, 
photographer
“Bailey is a true British 
photographer. This image  
is a family portrait, as it 
features his sons Fenton and 
Sascha. It defines the past of 
Vogue, as well as the future 
and the present.” TW 
Hair: Gianni Scumaci. 
Grooming: Miranda Joyce. 
Thanks to Josie Allinson and 
Mark Pattenden
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Stacy Martin, actress
This picture of Stacy Martin was taken in David Bailey’s studio, where he was giving her  

a photography lesson. In this image, she’s pointing Bailey’s Linhof Technika camera at him.
Cashmere cape with chain fastening, £2,195, Burberry. Cotton/silk blouse with  

ribbon tie, £725, Gucci. Cotton and crêpe miniskirt, £1,085, Anthony Vaccarello, at Browns.  
Hair: Shon. Make-up: Miranda Joyce
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Eddie 
Redmayne, 

actor
“Eddie Red-Man. Since 

he first featured in Vogue 
in 2007, Eddie Redmayne 

has appeared in 15 films 
and won an Oscar. This 

image references children’s 
illustrator Tomi Ungerer. 

Eddie is flattening himself out, 
to almost become 2D, or an 

illustration of himself.” TW
Twill cape, £1,850. Wool 

trousers, £510. Crêpe shirt 
with neck scarf, £510. All 

Gucci. Patent-leather loafers, 
£535, JW Anderson. Felt 

hat, £165, Lock Hatters. Hair: 
Shon. Make-up: Sam Bryant. 

Set design: Emma Roach
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Adwoa Aboah, 
founder of  
Gurls Talk
“Adwoa really is a girl of the  
moment; she’s Notting Hill royalty, 
she’s set up an inspirational social-
media campaign, and still manages 
to embody street style – the ultimate 
Girl Power pin-up. This image of her, 
with skateboarder Elliott Jay Brown, 
perfectly reflects both her personality 
and our time.” Kate Phelan
Fleece hoodie, £80, Nike. Bomber 
jacket and T-shirt, Adwoa’s own.  
Hair: Shon. Make-up: Sam Bryant
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Kate Moss, model
“She’s the most famous model in the world, for good 
reason. Kate first appeared on the cover of Vogue in 

March 1993, and in the intervening years, she’s gone 
from grunge to glamour and, on this afternoon, geisha. 

This photograph was taken in the dressing room in 
Kate’s house in London, with her daughter Lila Grace, 
who had just walked in from school. The book in Lila’s 

hand – featuring an illustrated dragon – provided the 
inspiration for the portrait of Lily Donaldson.” KP

Kate wears embellished lace dress, to order,  
Marc Jacobs. Blossom headpiece, £495, William 

Chambers Millinery. Lila wears her own clothes.  
Hair: Sam McKnight. Make-up: Miranda Joyce 
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Lily Donaldson, 
model
“We wanted Lily to appear 
as part of a drawing for this 
picture, as an homage to 
the early illustrated covers 
of Vogue, which were full 
of fantasy. The dragon was 
created by set designer Shona 
Heath, who first cast it in clay, 
then fibreglass, so it appears  
to be flying out of the wall.” KP
Opposite: sequined tulle 
unicorn dress, £7,785, 
Alexander McQueen. Hair: 
Shon. Make-up: Sam Bryant. 
Set design: Shona Heath

Karen Elson, 
model
“Karen Elson first appeared  
in Vogue in 1997. Here,  
she’s playing the part of the 
fizzing electrical high priestess 
from the 1927 Fritz Lang film 
Metropolis.” TW
This page: coil wrap, to order, 
Junya Watanabe. Hair: Shon. 
Make-up: Sam Bryant
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Michael Clark, 
choreographer

“This photograph symbolises 
the contradiction  

between Michael’s dark 
and light sides, the balance 

between the dancer and  
the dark person.” TW

Double-faced cotton trousers, 
£480, Alexander McQueen. 

Make-up: Isamaya Ffrench
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Tilda Swinton, 
actress
“We’re so used to seeing 
Tilda playing a character, 
but this is Tilda as herself. 
Her idea was to be nothing, 
so we used a piece of paper 
as the reference and shot 
her as a blank canvas.” KP
Crêpe dress, to order, 
Osman. Hair: Shon.  
Make-up: Sam Bryant
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Gravity Fatigue dancers
“Hussein Chalayan directed and designed a performance  

called Gravity Fatigue at Sadler’s Wells. The premise was for the 
dancers to define movement within the restraints of the garments. 

For this image, a dancer stayed suspended on one hand with his 
whole body off the floor for 30 seconds. And he did it again  

and again until it was perfect. It was touching to watch someone 
strive for perfection and beauty, for you and the camera.” TW 

Dancers: Stephanie McMann, Inpang Ooi, Marso Riviere,  
Jack Webb. Set design: Emma Roach. Thanks to Hussein  

Chalayan, Sadler’s Wells and Ghislaine Granger
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Ben Whishaw, actor
“Ben took this self-portrait just before he went out to start rehearsals for The Crucible  

on Broadway with Saoirse Ronan. It feels as if he’s contemplating himself.” TW

328 TIM WALKER



Charlotte Rampling, actress
“Tim Walker asked me what we could do for our centenary photo. I said, ‘I’ve no idea.’  
He said, ‘Well, I met this monkey the other day and I thought of you.’ I said, ‘What is it about  
monkeys that make people think of me?’ He smiled and took the picture.” Charlotte Rampling  
(who featured in the film “Max, Mon Amour”, about a woman who falls in love with a monkey).  
Satin-crêpe dress, £1,195, Roksanda. Hair: Shon. Make-up: Miranda Joyce. Set design: Emma Roach
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Naomi Campbell, model
“In this image, with the giant wig and the pose,  
we really see Naomi’s playful side. Her first  
Vogue cover was in 1987, and she’s gone on to  
star on seven more. Although famous for being 
late, Naomi was on time for this shoot, which we 
completed in less than an hour – she flew in from  
New York specially, and had less than 24 hours  
in London before going to the Rolling Stones 
concert in Havana.” KP
Cotton shirt, £675, Azzedine Alaïa, at  
Harvey Nichols. Satin knickers, £140, Eres.  
Leather sandals, from £240, Ancient Greek 
Sandals. Hair: Shon. Make-up: Alex Babsky
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FKA Twigs, singer
“This is really all about Twigs being  

on fire at the moment, working on a  
new album in east London. For the 
picture, she wanted to wear simple 

masculine tailoring, and when we 
began peeling it away, she made really 

interesting shapes with her body.  
The idea of the lit match came from the 

idea of burning branches and twigs –  
I love the shapes of her curved back  

and long arm, and how the match is the  
only spark of light in the frame.” KP

Wool trousers, £490, Stella McCartney. 
Hair: Soichi Inagaki. Make-up:  

Sam Bryant. Nails: Imarni.  
Set design: Emma Roach
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Grayson Perry, artist
“Grayson tells great truths dressed as great jokes. He said  

this picture was about ‘raining fashion clichés’.” TW
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Peter Blake, 
artist, and 

Anthony 
Joshua, boxer

“Pop artist Peter Blake, 
83, was in a 1962 film 

called Pop Goes the Easel, 
directed by Ken Russell. It 

features a scene of Peter in 
bed asleep, and when he 
wakes up, Brigitte Bardot 

is there. We decided to 
combine it with his interest 

in boxing, which he’s 
referenced in his work 

many times. The idea is 
that when Peter wakes up, 

Anthony Joshua – IBF world 
heavyweight champion and 
Olympic gold medallist – is 

there instead.” TW
Cotton pyjama shirt, from 

£90, P Le Moult. Hair: Shon. 
Grooming: Sam Bryant. Set 

design: Emma Roach. Thanks 
to Warwick Turner-Noakes 

and Murray Dale
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Steve McQueen, 
director 

“As soon as Steve walked in the  
room it was obvious why he’s achieved 
so much in his life – winning an Oscar 

and the Turner Prize. It felt like 
meeting a grand figure of authority. 

We’d talked about his wearing glasses 
as a child, how he wore a patch over 

his lazy eye at school, and how he felt 
it held him back. The result in this 
image feels confrontational. It’s as  

if he’s showing us how he turned his 
sight problems to his advantage, and 

showing how far he’s come.” TW 
Crinkled wool jacket, £1,450,  

Yohji Yamamoto. Hair: Shon. Grooming: 
Sam Bryant. Set design: Emma Roach
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Keira Knightley, actress
“Keira really responds when she has a character to 
lean against. In this image, she’s an illustration.” TW  
Silk reverse-seam shirtdress, £625. Cotton trousers, 
£415. Both JW Anderson. Leather shoes, £310, 
Dorateymur, at Net-a-Porter.com. Hair: Shon.  
Make-up: Sam Bryant



Stella Tennant, model
“Tim had a very clear image in his mind.  
The cracked black background with the painted 
magnolia branches and the extravagant Dior 
couture dress fitted together beautifully.  
It’s a colour picture but all black and white, full  
of texture and delicate richness.” Stella Tennant 
Strapless silk-tulle evening dress and embroidered 
organdie parasol hat, Dior Haute Couture. Hair: Shon. 
Make-up: Sam Bryant. Set design: Emma Roach
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Erin O’Connor, model
First featured in British Vogue in  
1998, Erin O’Connor has made her  
profile her calling card. She perfectly 
encapsulates the spirit of Diana Vreeland, 
who said: “If you have a long nose,  
hold it up and make it your trademark.”    
Black cashmere and duchesse-satin  
evening coat, to order, Alexis Mabille  
Haute Couture. Hair: Sam McKnight. 
Make-up: Sam Bryant   
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David Hockney, artist
“We travelled to Hockney’s Los Angeles  

studio specially to shoot this image, which was only  
possible after Celia Birtwell intervened and personally 
brokered it. David Hockney’s relationship with fashion 

has been documented by Vogue for more than five 
decades, and Celia knew how important it was for his 
influence to be recognised in this issue of Vogue.” TW 

For stockists, all pages, see Vogue Information
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The role of the fashion journalist – like the catwalk 
show itself – has changed radically over a century. 
Lisa Armstrong traces their parallel evolution, from 
rarefied refinement to headlines and hashtags

W
hat a fabulous job, 
people say when I tell 
them what I do. Yes, 
yes, I reply, reeling 
from another month 
of 24/7 show 
reporting for the news 

desk, penning articles for the Telegraph’s 
features pages, tweeting, blogging and 
Instagramming flowers. But… 

But nothing. It is a fabulous job, and  
it’s fabulous that people recognise its 
fabulousness, because when I first placed  
a tentative and frankly not particularly 
well-shod foot on this path, they used to 
say things like “Don’t you get bored writing 
about clothes?” (this from the scintillating 
worlds of banking and law) and “I thought 
you said you had a degree in English and 
French literature…”

That was the tail-end of the Eighties, a 
dread time for those serious about the study 
and pursuit of fashion. Although one of  
my all-time favourite fashion writers and 
inspirations, the late Georgina Howell, was 
turning out crisp, wittily perceptive designer 

interviews for this magazine and the Sunday 
Times (it was she who coined the “Buy 
nothing until you buy Vogue” tagline, still in 
use today), the Eighties was an era when 
beautiful Hollywood actresses feigned  
zero interest in what they wore and  
turned down lucrative beauty-advertising 
campaigns because to accept them would 
have imperilled their reputations for 
seriousness and intelligence. “Make it up,”  
a scary commissioning editor on one of the 
country’s most prestigious newspapers once 
snapped when I questioned her latest hunch 
about what people were wearing. “It’s only 
fashion.” This was in the late Nineties.

The truth is, there’s nothing “only” about 
it. Fashion has never existed in a vacuum. 
It’s an expression of what it means to be 
human, and as such feeds off every aspect of 
the human experience. Vogue grasped this 
from the beginning. Launched, counter to 
all rational thinking, in the midst of the First 
World War, it quickly adopted a tone that 
combined patriotic selflessness with noble 
self-interest. “It is lamentable the far-famed 
beauty of the Englishwoman must suffer > 
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from the terrible strain her beloved country 
is undergoing,” ran an early, un-bylined 
editorial. Readers were urged to take one  
treatment at the elegant and most up-to-date 
“Cyclax” salons. In other words, to borrow 
the chorus of the 1933 song “Keep Young 
and Beautiful”, it’s your duty to be beautiful.

Launched in a bubble of luxury, Vogue 
soon swung behind the making-do-and-
mending spirit with typical panache. Vogue 
patterns – first published in 1899, then 
later spun off into a separate magazine – 
became the fashionista’s lifeline. Those first 
few issues of 1916 were full of references to 
the straitened circumstances of readers – 
and dreamy, morale-boosting fashions. 

It was a paradoxical recipe repeated with, 
if anything, more urgency and gravity 
during the Second World War, when Vogue, 
along with other existing women’s magazines 
across the various classes, effectively 
became part of the government’s wartime 
propaganda machine. Britain’s middle-aged 
male politicians proved surprisingly receptive 
to the idea that fashion, grooming and 
keeping up appearances were essential to 
the war effort. In 1941 they commissioned 
a Mass Observation report in part to 
ascertain how many clothes the average 
British woman owned (seven dresses, two 
or three suits, a similar number of skirts, 
three overcoats and five or six pairs of shoes 
divided between the seasons if she were 
middle class, half that if she were poor). 

Rationing was enormously complex, but 
Vogue was on hand to help. The magazine’s 
tone was (big) sisterly, somewhat earnest, 
often piercingly perceptive. Nor did it shy 
away from blunt advice. In order to save 
precious fabric, it helpfully suggested  
losing weight – a comment that would  
have Alexandra Shulman, the magazine’s 
current editor-in-chief, hauled up on 
Woman’s Hour nowadays, but Vogue took  
its role as custodian of style extremely 
seriously. “We believe,” ran one stirring 
wartime editorial, “that women’s place is 
Vogue’s place. And women’s first duty, as  
we understand it, is to preserve the arts of 
peace by practising them, so that in happier 
times they will not have fallen into disuse.”

T 
here were no shows to report 
on from the epicentre of 
fashion. Paris was closed 
until further notice, and in 
any case, foreign travel was 
out of the question. Since 
Vogue could no longer take 

its place on one of those little gilt chairs, 
impressively, it dispatched Lee Miller as the 
magazine’s accredited wartime photographer 
to France, and later the camps, to gather 
shocking documentary evidence. Elsewhere 

in the magazine, without flinching from 
the realities, Vogue realised the power of  
the small gesture. Like all women’s glossies 
(albeit less glossy, what with the paper 
restrictions), “it had a special place in 
government thinking during the war,” 
explained Audrey Withers, the wartime 
editor of Vogue, in her autobiography. 
“With men in the forces, women carried 
the whole responsibility of family life; and 
the way to catch women’s attention was 
through the pages of magazines.” 

In 1942, Vogue became more central  
still to the war effort. Its managing editor,  
a man called Harry Yoxall, set up the 
Incorporated Society of London Fashion 
Designers, to promote the British clothing 
industry. This must have seemed utopian at 
best, with rationing becoming increasingly 
draconian. Initially women had 66 coupons 
annually for all clothing. By 1945 this  
had fallen to 36. Inc Soc’s 10 members – 
including Norman Hartnell, Hardy Amies, 
Captain Molyneux, Digby Morton, Victor 
Stiebel, Angèle Delange and Madame 

Bianca Mosca – joined forces with the 
Board of Trade to produce 34 smart Utility 
clothing designs, in the hopes of raising 
standards of manufacturing and creativity. 
Astonishingly, the results were successful – 
a collection at the Imperial War Museum 
last year showed just how durable and 
stylish Utility clothes were. The seeds for 
democratic design were sewn – five decades 
before Designers at Debenhams.

If war helped to define Vogue, that’s 
because it redefined women. In 1918, in 
large part because of their efforts in factories, 
on makeshift hospital wards and driving 
trucks, women over 30 who met minimum 
property qualifications were given suffrage. 
The government, hoping they’d be too vain 
to state their age, was sorely disappointed. 
Thirty years later, after another devastating 
war, women turned not to the vote but to 
fashion to reassert their identity. Pushed 
back into the home after their wartime 
adventures, they found solace in the most 
intensely feminine look imaginable. Dior’s 
full skirts launched in 1947. 

Dubbed the New Look by fashion editor 
Carmel Snow, Dior’s retro coup de foudre, 
because it used so many yards of fabric (at 
least 10) at a time when Britain, for one, 

was still under the yoke of severe austerity 
measures, was among a handful of genuinely 
shocking 20th-century fashion innovations. 
The others were Rudi Gernreich’s topless 
swimsuit in 1964, punk and “heroin chic”, 
all of which were dutifully, if not always 
enthusiastically, covered by the magazine. 
Less obviously shocking, but no less 
subversive, Vogue, via Sandy Boler, its then 
underwear editor (no such job title exists 
on the magazine today), can take credit for 
introducing British women to tights, a 
glamorous American innovation that 
facilitated the miniskirt (which coincided 
with the arrival of the Pill). 

Vogue’s great advantage over the lively 
fashion pages that began to flourish in 
Britain’s bracing, huge-circulation tabloids 
in the Sixties, was that, freed from the pell-
mell of daily reporting, it could take a cooler, 
more objective view. Antonia Williams, a 
talented fashion writer for the magazine in 
the Seventies and Eighties, would spend 
days polishing erudite, humorous captions. 

It was no mere ivory tower, however: by 
the Nineties, when I worked in the Vogue 
offices, it seemed that our phones rang 
every other month with red-top journalists 
demanding to know why we hadn’t featured 
a plus-size woman on the cover (Adele,  
in 2011, was probably the first), a black 
model on the cover, why Kate Moss looked 
ill… These landmarks in Vogue’s history 
mattered because Vogue mattered. Although 
the magazine never deliberately courted 
controversy, in some ways we welcomed the 
fact that fashion was finally becoming part 
of a national conversation.

The fashion shows, as ever, were a 
significant catalyst for change. First 
introduced to Paris in the 1860s by an 
Englishman, the Lincolnshire couturier 
Charles Frederick Worth, they were, for the 
best part of a century, extraordinarily staid 
affairs: invitation-only, stiff little chairs and 
rigid dress codes. Plus ça change. Even as late 
as the Nineties I attended Yves Saint Laurent 
shows where the models came out to a 
soundtrack consisting only of the syncopated 
whirring of cameras and a sonorous woman’s 
voice comprehensively reciting what the 
models were wearing. “Numéro un, chemise 
noire en mousseline, avec…” before repeating 
the entire performance in English. Some-
times it was a challenge just to stay awake.

It was hard to credit that Saint Laurent 
had helped turn the fashion show upside 
down 30 years earlier with the launch of  
his Rive Gauche ready-to-wear in 1966:  
cue loud, photogenic, Mondrian-inspired 
dresses and safari tunics laced over bare 
breasts. Sex had finally stormed the catwalk 
citadel. In 1968, just as French students 
were climbing the barricades, Cristóbal 
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Balenciaga shuttered his house, declaring, 
“There was no one left to dress.” Perhaps 
his clients were shopping at Rive Gauche. 

Felicity Clark, who between 1964 and 
1988 worked for American Vogue as an 
executive assistant and then British Vogue 
as beauty editor, accompanied Diana 
Vreeland (or Mrs Vreeland, as she was 
called) to the collections in 1964. “The 
shows were often conducted in silence,” she 
says. There were a couple of photographers 
employed by the houses themselves. “The 
models were generally attached to the 
house, too, chosen not necessarily for their 
prettiness or any sense of rhythm, but for 
their elegance. As far as I can remember, 
they had to do their own hair and make-
up.” The supermodel era – spearheaded by 
a group of models who were not only 
extraordinarily photogenic but had the 
charisma and bodies to look great on a 
catwalk, and were paid accordingly – was 
another 20 years away.

 T 
he security surrounding 
shows in the Sixties rivalled 
that outside the White 
House – but not because 
designers feared being copied 
by high-street spies. There 
was no high street to speak 

of. Instead, there was a system of legalised 
duplication. Department stores would pay 
the couturiers an agreed amount – as much 
as £1,000 a design – for a number of paper 
patterns, which they would then reproduce, 
line by line, often at high quality, in their 
own ateliers, sometimes under a joint label. 
No wonder retailers and journalists were 
frisked for cameras on entry. 

Imagine! A world without cheap knock-
offs. How on earth did Vogue’s poorly paid 
editors get their looks together for the 
office (it was hats and gloves at dawn), let 
alone the shows, without Topshop? “I did 
once find a copy of a Saint Laurent 
Mondrian dress on Carnaby Street,” recalls 
Clark. “Mrs V thought it was the best thing 
since sliced bread, not least because it was 
so unusual to find that kind of thing.” Clark 
also invested her first overtime cheque 
(nobody gets paid overtime now, by the 
way) on a fur coat, “which I wore for years. 
It cost $600.”

Clark and Mrs Vreeland would visit Paris 
twice a year, in January and early September, 
staying at the Crillon for around 10 days. 
Occasionally, while Clark was taking 
endless dictation from DV to be sent back 
to Vogue’s editors in New York, who were 
patiently waiting for their editor-in-chief ’s 
edicts, “a case of champagne would arrive, 
but we weren’t ever sent handbags or 
clothes like the bloggers today.”

Milan Fashion Week was in its infancy, 
Rome’s couture week was dying and New 
York would have to wait until the late 
Eighties to become a truly organised 
fashion-show capital (even then, for a few 
seasons, most of its shows took place in  
the Plaza Hotel, then owned by Donald 
Trump and presided over by his first wife, 
Ivana). As for London, by the early 
Seventies its groovy designers – Mary 
Quant, Ossie Clark, Zandra Rhodes – were 
experimenting with the catwalk format, 
showing in their shops, “which didn’t really 
work,” says Clark, “because you couldn’t  
tell who was a model and who was a guest, 
and everyone got very merry…” 

It took the American designers to intuit 
that shows could become a bona fide part 
of showbusiness. In 1973, five of them, 
including Halston and Oscar de la Renta, 
were invited to show at Versailles alongside 
Saint Laurent, Givenchy, Ungaro and  
Marc Bohan of Dior. While the French  
put on their usual display of refined taste 
and hauteur, the Americans unleashed a 

rollicking show of loud pop music, dancing 
models and more daringly still, dancing 
black models, including Pat Cleveland. 
(This season her daughter Anna was also a 
regular on the runway.) 

The modern show was born – and 
although Vogue didn’t run reviews as such 
(these would have to wait until the digital 
era) it covered them increasingly lavishly in 
separate supplements twice a year. Shows 
were big business. Ten days in Paris stretched 
to a month flying between London, New 
York, Paris and Milan. Shows became 
fantastical, more immersive. By the early 
Nineties, John Galliano and Alexander 
McQueen weren’t just designing extra-
ordinary clothes but mounting a spectacular, 
absorbing and new form of entertainment. 
Models writhed around toned Marlon 
Brando lookalikes, or draped themselves 
across vintage tail-finned cars in Galliano’s 
Blanche DuBois show, or were spray-painted, 
Jackson Pollock style, at McQueen. They 
were exquisite, unforgettable, 11-minute-
long mini-movies – except that, incredibly, 
given today’s compulsion to slo-mo every 
floaty, feathery and ruffly outfit that comes 
down a catwalk, most of the time no one 
thought to film them.

I  WOULD SC A N THE PA PER 
IN C ASE “A R M A NI”  H A D 
BEEN TR A NSCRIBED AS 

“BA R M Y” –  IT  ONCE WAS

Not being there was to miss out on a 
cultural talking point. Where once only  
the editor-in-chief and her trusty assistant 
attended, magazines began to field entire 
teams in relays. Business boomed for hotels 
and restaurants. Unsurprisingly, every 
major city wanted its own fashion week.

Yet getting reports back to the mothership 
was almost comically laborious. The safest 
way, if you worked on a newspaper and 
speed was of the essence, was to read it over 
the phone to the copy-takers – doughty men 
and women, often based in the north of 
England, whose previous call might have 
been from the sports editor or a stringer in 
Nicaragua. They often didn’t have a clue 
what you were talking about and frequently 
couldn’t hear you properly. I would scan  
the following day’s paper with my heart in 
my mouth, in case Armani had been 
transcribed as barmy, which it once was. 

Sending pictures was more hazardous 
still. As late as 1998, when I became  
fashion editor of The Times, our staff 
photographer (who covered wars in his 
spare time and had the injuries to prove it) 
would retreat to a windowless bathroom  
to show me his pictures: thousands  
of monochrome negatives that showed 
everything in reverse. “Remember, the 
black is white, and the white could be 
red…” he explained. Simple. Then we had 
to send the selected roll of film back to 
London each night with an assistant.

The cumbersome “technology” coincided 
with a huge upturn of interest in fashion. 
That moment, in 1991, when Christy, 
Linda, Naomi and Cindy bounced down 
the Versace catwalk lip-syncing to George 
Michael’s “Freedom” was when newspapers 
finally twigged that fashion was more than 
a minority interest in clothes. It was part of 
the zeitgeist. And Vogue had helped create 
it – initially by putting the four of them, 
plus Tatjana Patitz, in a rare group shot on 
its cover in January 1990. 

The supermodels and their rock-star 
boyfriends sitting in the audience created a 
sideshow that almost eclipsed the one on the 
catwalk. Before long, every celebrity wanted 
to be part of it, creating chaos as paparazzi 
began invading the once photographer-free 
shows, trampling over senior éminences 
grises to get to Courtney Love.

Old-school fashion editors bitterly 
resented these barbarian incursions. But 
eventually, around three or four years ago, 
celebrities-at-fashion-shows came to seem 
very last decade. Instead, there was a new 
hazard to negotiate: the Narcissistic 
Exhibitionist, whose rise was aided and 
abetted by Instagram, fashion’s favourite 
social-media platform. The NE stands 
outside shows skimpily dressed in outfits > 
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that once would have been deemed “catwalk 
only”, perfecting a distracted, middle-
distance stare while willing the swarm of  
photographers, many armed just with 
smartphones, to notice. A few have become 
Insta-stars, with their own lucrative fashion 
sponsorship deals.  

The ensuing scrums are irritating, sad 
and hilarious in equal parts. Yet as Eva Chen, 
Instagram’s head of fashion partnerships, 
says, “Social media has helped bring down 
the velvet ropes that used to surround 
fashion.” Chen spotted its potential to widen 
the fashion follower’s experience early on. 
“When I was a beauty editor at Teen Vogue, 
I’d be backstage at a fashion show, or at a 
beauty launch and there’d be all this crazy, 
amazing material I knew wouldn’t make  
it in the magazine. Now it has an outlet.” 
Imagine if Instagram had been around for 
those early McQueen shows. 

The speed of communication has 
transformed the way fashion journalism is 
consumed. No more standing in a dark 
bathroom trying to decipher negatives. Now 
Burberry live-streams to the world. (Woe 
betide you if you’re a minute late. Shows 
start on time.) A journalist can send high-
resolution footage direct from the Chanel 
atelier via their phone around the world, 
snap endless table settings at endless fashion 
dinners, or try to turn themselves into a 
brand (the trope of our times) by taking 
endless selfies. You can probably imagine 
what Audrey Withers, Antonia Williams or 
Georgina Howell – none of whom, I think, 
ever once used the first person in a single 
article they wrote – would make of it all. 

My editors in the Telegraph’s digital 
department are constantly trying to coax 
me to Instagram my night-before packing, 
or chart my daily shoe issue while I’m at the 
shows. Somewhere along the way, fashion 
writers have had to expand their skill set 
from critiquing, reviewing and caption-
writing to being photographers, mini 
filmographers (on Snapchat, at least) and 
sometime models. I’ve lost count of the 
number of times I’ve had to pose in outfits, 
both heavenly and hideous, for my 
newspapers in the past six years. “It will be a 
laugh,” was how a previous commissioning 
editor always prefaced these shoots. And  
it was, although not necessarily for me.  
For those of us trained to believe it was  
bad manners to position yourself at the 
heart of any story, the new show-and-tell 
journalism is #awkward.

But Eva Chen is right. Speed and mass 
audiences are turning the shows – and 
fashion in general – into vast, inclusive, 
participatory sports. Which is strange, 
because in theory the fashion show, which 
is essentially a silent movie, ought to have 

Above: smartphone 
reportage at the 
Burberry s/s 2016 
show. Left: the  
front row at Miu  
Miu, a/w 2014 

Above left: spray-painting at 
Alexander McQueen, s/s 1999. 
Above: street style takes centre 
stage. Below: Instagramming 
Prada’s a/w 2016 collection
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Above left: Linda 
Evangelista, Cindy 
Crawford, Naomi 
Campbell and Christy 
Turlington walk for 
Versace, 1991. Above: 
Givenchy’s Paris salon, 
1970. Left: in place of a 
s/s 2016 show, Tom Ford 
released a music video 
starring Lady Gaga 



died aeons ago. Yet just last year, Givenchy’s 
Riccardo Tisci, a designer with his finger 
firmly on the people’s pulse, staged a one-
off in New York (its normal home is in 
Paris) for which the house gave away more 
than 800 tickets to the public. How long, 
shuddered some insiders – inculcated with 
the belief that shows are for professionals, 
(a few) muses and clients – before houses 
are selling tickets? 

Been there, done that, as it turns out. In 
1939, the couturier Digby Morton took a 
travelling fashion show to Bristol where 
150 people, including eight men, paid 2s 6d 
to watch models walk in 36 outfits.

 T 
oday, during an existential 
crisis about the number  
and cost of these shows  
(not just for the labels 
mounting them, but for the 
publications that must send 
staff to cover them), industry 

insiders constantly debate the point of the 
catwalk. In the past, show collections 
provided exact templates for women to 
order. “Twice a year the Paris collections, 
interpreted and publicised by the press, laid 
down ‘The Look’,” wrote Audrey Withers. 
“Fashion-conscious women would come to 
London in spring and autumn to buy their 
clothes and, before they bought, they would 
ask Vogue the position of the waist, the 
length of the skirt, the favourite fabrics and 
colours; and we could give confident rulings.”

Nowadays the catwalk (or is that sexist, 
and should we call it a “runway”, like the 
Americans?) has become an abstract canvas 
for the designer’s “vision”, often drastically 
diluted by the time it reaches the store. For 
big brands, the show is another form of 
advertising – a means of blasting through 
the constant static of 24/7 white noise with 
something that, they hope, is remarkable. 

Twice a year has become six times a year 
for some houses. (Chanel has two couture 
shows, two ready-to-wear, one métiers d’art 
and one pre-collection.) Paris is not enough; 
the big names must transport the front row 
to Seoul, Palm Springs, Tokyo or, in Gucci’s 
case this month, Westminster Abbey. 
Flying 80 models, their hair and make-up 
teams, the production crew, seamstresses, 
PRs and numerous journalists across the 
globe would have seemed unfathomably 
extravagant to Coco Chanel or Christian 
Dior, who held their shows in their salons, 
but we seem to have become novelty junkies. 
And according to Sidney Toledano, CEO 
at Dior, the expenditure so far is paying off. 
“Every time we show in a new region,” he 
told me, as we stood, post-Tokyo show, in 
what was normally a sumo-wrestling arena, 
“we see a big spike in sales there.”

And no one, it seems, wants to wait 
before they shop. Last September Prada was 
astonished when women began pre-ordering 
the outsize earrings they saw on Instagram, 
before the show had even ended. Five 
months later, the ever-tech-savvy Burberry 
announced it would be selling sections of  
the collection immediately after its show  
in London. As I write, the talk is all about 
see-now, buy-now. Or as Tom Ford said in 
a release in February, “in a world that has 
become increasingly immediate, the current 
way of showing a collection four months 
before it is available to customers is an 
antiquated idea and one that no longer 
makes sense.” Not content with joining 
Burberry’s revolution, Ford went one 
further, cancelling his conventional catwalk 
show and releasing a music video starring 
Lady Gaga along with various exceptionally 
rhythmic models instead, effectively going 
over the heads of professional critics and 
buyers, straight to the public. I can only 
imagine it had a similar impact to that 
1973 show at Versailles.

Ford’s video is mesmerising. But have we 
reached showmaggedon? Not for the public 
at that Givenchy show last summer. And not 
for Dolce & Gabbana, who have taken the 
opposite tack to Givenchy and Dior’s mega-
arenas for their Alta Moda couture shows, 
inviting a handful of press and no more 
than 200 clients to secret locations in Capri, 
Sicily, Venice or Portofino. A few weeks ago, 
Hedi Slimane, the consistently provocative 
creative director of Saint Laurent, chose the 
middle of Paris Fashion Week to scale back 
his audience, too, inviting a mere 100 guests 
to a mansion to watch a couture collection 
that unfolded in silence, save for the sonorous 
tones of… yes, Bénédicte de Ginestous, 
who performed the same job for Yves Saint 
Laurent’s shows between 1977 and 2002. 

So in one camp, the industry is speeding 
up. In the other, it’s championing the 
mindful cause and trying out slow fashion. 
The big houses, with their own stores and 
factories, can control their inventories and 
supply chains, and sell collections straight 
off the catwalk. It will be much tougher  
for smaller labels to do likewise. Not  
that everyone wants to. “With the degree  
of craft our clothes entail, it’s not appropriate 
to offer it for sale straight after the show,” 
Stefano Gabbana told me recently, while  

I was, in time-honoured tradition, 
previewing the Dolce & Gabbana collection 
two days before the show.

When I began writing about fashion at 
the end of the Eighties, the supermodels 
were starting to run the industry. Then the 
stylists became stars. Now it’s technology. 
What no one yet knows is whether the 
changes will prove superficial or profound. 
Is see-now, buy-now really so different from 
the system operating in the Fifties, under 
which clients ordered their couture outfits 
from the catwalk and received them just a 
few weeks later? Dolce & Gabbana’s Alta 
Moda customers may place their orders 
over their iPhones while the models are  
still coming down the catwalk, but isn’t  
the endgame the same as it was for those 
women jotting down their favourite looks 
in their Smythson notebooks half a century 
ago? We’re at the start of this particular 
story. Even though no one can see the 
dénouement yet, pretty much everyone 
agrees that the narrative must evolve.

Some things in Vogue’s fashion coverage, 
however, never change. That peculiarly 
British relish for combining frugality with 
style, for instance. In the Eighties, Sarah 
Mower, Vogue’s then fashion features editor, 
noted that while French women would race 
home to show their husbands a new dress, 
their British counterparts, racked with guilt, 
would hide it under the bed. In the recession-
hit Seventies, Vogue introduced its More 
Dash Than Cash feature, reviving it again 
after the financial crash of 2008. 

There is, running through a century of 
Vogue, a sense that the carefully considered 
purchase is generally superior to the 
impulsive (and compulsive) splurge. “I frankly 
welcome the innovation of ‘rationing’,”  
ran a Vogue editorial during the Second 
World War. “It seems a capital device for 
compelling a woman to think twice before 
she adds a touch to a work of art; it is no 
bad thing that she will have to express her 
meaning in 66 words instead of 6,000.”

For all the whimsy and charm of British 
Vogue, simplicity and quality have been two 
indestructible articles of its faith. In 1974, 
it profiled an imaginary woman, the new 
fashion collector. “She spends more money 
on her clothes than most women but, when 
they’re searching around for something to 
wear, she’s already perfectly dressed. When 
their clothes are beginning to look wrong, 
hers are right. So in the end she probably 
spends no more than they.” 

I’ll tell you two more things that haven’t 
changed: the electrical charge you feel when 
you watch a truly imaginative and creative 
show. And the thrill of communicating it. Q
Lisa Armstrong is fashion director of  
“The Telegraph”

THE FASHION SHOW, 
W HICH IS  ESSENTI A LLY A 
SILENT MOV IE ,  OUGHT TO 

H AV E DIED A EONS AGO
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Exuberant, personality-
led collections ruled 
the spring/summer 

catwalks. Who better,  
then, to interpret the 
fresh charms of the 

offbeat aristo-eccentric 
at Gucci or the urban  
pavement-pounder at 

Versace, than six 
singularly talented 

illustrators?

Fendi,  
by Natasha 

Law
A nude-coloured 

cotton blouse and 
tomato-red skirt are 

given tender treatment 
by the south London-
based artist Natasha 

Law, known for her 
sensual colour curation

Embroidered cotton  
top, £1,030. Silk skirt,  

£770. Both Fendi

b e t w e e n  t h e 
L I N E S 



Chloé, by 
Unskilled 

Worker
The self-taught Helen 

Downie is better known  
as Unskilled Worker,  

with a legion of 
Instagram followers that 

belies her intention of 
remaining relatively 

anonymous. Here, she 
lends her naive style to 
two travellers in tassel- 

and trinket-festooned silk 
dresses by Clare Waight 

Keller for Chloé
From left, multicoloured 
silk-crêpe dress, £6,469.  

Tulle halterneck dress, 
£5,030. Leather bag with 

multicoloured fringing, 
£1,395. All Chloé
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Gucci, by Julie 
Verhoeven
Alessandro Michele’s  

trompe-l’oeil fiesta of a show 
had myriad surrealist touches, 

ripe for reinvention on the page. 
Julie Verhoeven lends her 

aesthetic jumble of the mournful 
and the technicolour to Gucci’s 

silk shirtdress with matching 
kipper tie, an embroidered 

gown and a printed silk shirt
From left, printed silk-crêpe 
shirtdress, £2,430. Tie with 

patch, £455. Embroidered silk-
organdie dress, £11,380. Red 

printed silk-crêpe shirt, £745.  
All Gucci
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Céline, by Jo Ratcliffe
East London-dwelling talent Jo Ratcliffe clothes a comic-book heroine 
in Céline’s sumptuous, girdle-waisted coat: a feminine look offset with 
heavy-soled chelsea boots and a lambskin Pillow bag
Black grain de poudre coat, £2,800. Red leather boots, £850.  
Beaded hoop earrings, £485. Leather bag, £2,300. All Céline
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Dior Haute 
Couture, by 

David Downton 
Regular couture-show  

attendee David Downton singled 
out an optic-white Dior Bar jacket, 
peppered with bunches of grapes 

and sprigs of dogwood, sitting 
pretty over slashed black silk 
Off-white embroidered wool  

Bar jacket with black silk dress, 
to order, Dior Haute Couture 
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Versace,  
by Quentin 

Jones
“I left my comfort 
zone,” remarked 

Donatella Versace, of a 
spring/summer 2016 

collection charged with 
the idea of a combat-

ready woman. Equally 
bold, Quentin Jones 

evokes the leopard that 
gave its spots to a 
crochet dress, laid 

daringly over zebra-
print underwear

Black net dress, £7,495. 
Green bra top, from 

£175. Matching skirt, 
from £465. All Versace.  
For stockists, all pages, 
see Vogue Information
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Memories are made of this… Stars and staffers remember the models,  
the mirth and the mayhem behind some of Vogue’s landmark scoops and 
shoots. Compiled by Emily Sheffield and Violet Henderson

CANNES 1974
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ANJELICA HUSTON, then Jack 
Nicholson’s girlfriend, joined Manolo 
Blahnik, Grace Coddington and David 
Bailey on a trip to Corsica in 1974

 IHaving just gone to Spain with  
Jack, I got the call from Bailey 
asking if I wanted to go on a trip 
with him for Vogue. It seemed like 

a good idea. Was Jack jealous? Clearly not 
jealous enough, as he did nothing to try and 
stop me. In Cannes, I met up with Bailey, 
Manolo and Vogue’s Grace Coddington, 
and from there we travelled to Corsica. It 
lasted two weeks and I have never forgotten 
it. Grace had snow-white skin, bright red 
hair, and was ethereal and gothic all at the 
same time, with very British reserve, forever 
thinking about the story and planning it 
out. Bailey loved to tease us. He liked to 
have a good time on shoots with girls who 
had a bit of wit. (I had a huge crush on him; 
he had a crush on me.) And Manolo, whom 
I had never met before, was so flamboyant 
and droll, so perfectly turned out – you 
could eat breakfast off that man. On the 
Riviera, we stopped in on Helmut Newton 
and his wife June Browne at their holiday 
home; Bailey was great friends with them 
both and I had already worked with 
Newton. He was wonderfully stylish, clever 
and smart, while June was half his size, 
with a very classic look. I cut my hair into a 
bob like hers shortly after. They were an 
incongruous couple, but she was fiercely in 
love with him and he with her. I love the 
picture Bailey took of us there. 

I can never forget our flight to Corsica – 
in a terrible storm, rocking and rolling in a 
tiny propeller plane full of nuns, and a dead 
one in a coffin between us. We’d had a few 
drinks by the time we landed. A man from 
the tourist board was there to drive us to 
our hotel, and when he opened the boot it 
was full of rifles. “Let me just move these 
guns aside for your luggage,” he calmly  
told us. We never found out why they  
were there. Later, when we arrived at a tiny 
seaside port, we went looking for food, but 
discovered a riot in the main square. 
Corsica felt like the Wild West. 

We kicked around town for a few days, 
then drove up into the mountains, climbing 
to a citadel where we found a lone soldier 
with a weird tic at a still active French 
Foreign Legion post. Afterwards we wound 
up on a Corsican beach and buried Manolo 
in the sand for one of the pictures; he was 
protesting loudly that he was claustrophobic 
but also being very funny as we stuck these 
little flags around him, laughing. The Vogue 
cover was never planned. The sun set, Bailey 
shouted, “Oi, get them some champagne! 
This could be a cover.” And it was.

In 1967, a year after TWIGGY  
began her modelling career, she landed 
her first British Vogue cover 

I    spent the whole day flying around on 
bicycles and mopeds. The photographer, 
Ronald Traeger, tragically died the year 
after this – at the time he was one of the 

hottest young photographers; he shot fashion 
in this brand new, natural way that wasn’t 
about a model posing in a studio in front of 
a white background. And I was the new 
fashion model: I didn’t look like the other 
girls, I was just so much smaller and skinnier, 
and I was from a working-class background. 
Girls like me didn’t become models. My 
story was a fairy tale. The year before, I’d just  
been a regular schoolgirl, living happily with 
my parents in London’s suburbs. Now I was 
flying around the world, having parties 
thrown for me everywhere I went. But I think 
all the hype surrounding me went a bit over 
my head. I was still very young, I didn’t drink, 
I liked shopping with my friends on the 
weekend, wearing my trademark miniskirts 
and short Biba frocks, and listening to the 
Beatles. I was just enjoying the ride.  >

LONDON 1967
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PR maven LYNNE FRANKS reminisces about  
how London Fashion Week began

L ondon’s fashion scene was in a bit of a fix in the 
early Eighties: international buyers weren’t coming 
to London because there wasn’t any razzmatazz 
and the city didn’t have any razzmatazz because the 

buyers weren’t visiting. Before 1984 there was no Fashion 
Week really; there was just the odd designer doing the odd 
presentation. Production supremo Mikel Rosen and I 
wanted to put London on the map. Why not put up some 
tents for catwalk shows, like they had in Paris? And that’s 
what we did. Our first location was the lawn outside the 
Commonwealth Institute; after a couple of seasons the 
lawn sank, so we relocated to the Duke of York’s Barracks. 
In one huge tent there were two big catwalks. It was 
wonderful and nuts and felt like a bit of a party, often 
turning into one. When Katharine Hamnett showed, she 
had everything from drummers on stage to Buddhist 
monks; she even experimented with video installations. 
There was huge creative talent in London: Vivienne 
Westwood, Jasper Conran, Jean Muir, Wendy Dagworthy, 
Zandra Rhodes and John Galliano (pictured) all 
participated. And they attracted the big supers – Linda 
Evangelista, Naomi Campbell, Marie Helvin, Christy 
Turlington – no one ever had any money to pay them, but 
they walked because they wanted to be part of it. 

Another first was the collaboration between rock stars 
and designers; more often than not Madonna, Spandau 
Ballet and Boy George would sit on our front rows. We 
worked closely with Vogue’s editor, Liz Tilberis, to create a 
press committee with the country’s leading fashion editors 
to get them to support it and create a buzz. Of course, that 
was hugely helped by Princess Diana, who became our 
unofficial ambassador, always in attendance. Perhaps the 
most surprising supporter of all was Margaret Thatcher 
– after a couple of seasons, she was throwing drinks parties 
at 10 Downing Street in celebration of Fashion Week.

In December 1982, Vogue caught up  
with the newly minted Booker prize-winner  
SALMAN RUSHDIE in his study

W hen, as a young writer, you imagine your 
future, having your photograph in Vogue is 
not a possibility that occurs to you. So the 
request from Vogue was a complete surprise, 

and when I was told that the photographer would be 
Snowdon, I think the needle definitely swung towards 
shock. I was living in Raveley Street in Kentish Town at 
the time, in a house that didn’t look much like a Vogue 
interior, and when the Vogue and Snowdon teams arrived 
on the day of the shoot they obviously didn’t think so 
either, and set about rearranging and eliminating pieces of 
furniture in a slightly alarming way, whittling things down 
until they had a “look” that felt acceptable. Snowdon was 
a comforting person, taking pains to put me at my ease, 
and the session went off well. When I saw the photograph 
I initially didn’t like myself in it – I thought I looked too 
“posed” – but everyone around me loved it, and I really like 
it now. Probably because I look so young and have hair.

LONDON 1984 LONDON 1982
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Model PENELOPE TREE 
describes how her first sitting for 
British Vogue changed her life

I was 17, in London for the 
summer after graduating from 
high school in New York. At a 
party I met Beatrix Miller, the 

editor of Vogue, and she invited me 
to stop by the following day to try on 
some clothes for a possible feature. 
When I arrived at her office there 
was a man sitting cross-legged on 
the floor, looking at contact sheets 
through a magnifying glass. It was 
David Bailey. When our eyes met, a 
lightning bolt went through me. Later 
on, during the shoot, I felt like a frog 
being dissected under a microscope. 
Not exactly pleasant, but not some-
thing I could easily run from either. 

A few months later, Bailey rang 
the doorbell of my parents’ house in 
Manhattan. My mother answered, 
but when she saw it was Bailey, she 
instinctively tried to close the door 
in his face. He calmly stuck the toe 
of his Chelsea boot in the door, 
comforting her with the words: 
“Don’t worry, love, it could have 
been worse – it could have been a 
Rolling Stone.”

Shortly after this encounter, I 
moved to London to live with Bailey 
in pre-gentrified Primrose Hill.  
I was on a bliss cloud. Wherever he 
went, I would follow.

The first week of my new life was 
spent in notoriously rough pubs in 
the East End, because Bailey was  
in the midst of taking a series of 
photographs of the Kray twins for 
the Sunday Times. Coming from the 
United States, where the Krays were 
largely unknown, I thought they 
were simply small-time gangsters 
until we took Reg and some of his 
minders to a trendy Italian restaurant 
on the King’s Road. As soon as they 
clapped eyes on our guests, the 
waiters were so terrified that they 
refused to come anywhere near the 
table. I sat next to a bodyguard – 
who, after a few drinks, confessed 
that he didn’t think “ironing out” 
certain people posed much of a 
problem if they deserved it.

At this point I had been modelling 
for over a year, and soon discovered 
the London fashion scene was quite 
different to its New York counterpart. 
Thanks to the working-class 
revolution in the early Sixties, which 
had such a profound impact on all the 

arts at the time, magazines like British 
Vogue were geared to a younger, hipper 
audience and, generally speaking, 
street style was far more original and 
interesting. Since the media had not 
yet claimed absolute rule, the only 
people too famous to walk down the 
King’s Road on a Saturday afternoon 
with everyone else were the Beatles. 

Along with many other people  
my age, I felt an exhilarating, almost 
instantaneous sense of having been 
cut loose from the traditional values 
of my parents’ generation, unaware  
that it would take a lot longer to 
work out my own.  >

W HEN OUR EY ES  

MET,  A  LIGHTNING 

BOLT W ENT THROUGH 

ME.  L ATER ON, 

DURING THE SHOOT,  

I  FELT LIK E A FROG 

BEING DISSECTED 

UNDER A MICROSCOPE

LONDON 1967
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Vogue came calling in 1998 for the newly engaged 
VICTORIA ADAMS and David Beckham

T his brings back really good memories. David and 
I were so young then: I was 24, he was 23. I was 
pregnant and we were planning our wedding. 
We had to spend quite a lot of time apart because 

I was still in the Spice Girls, although it was coming to an 
end, and David was playing for Manchester United. And 
yet everywhere we went together, people said they could 
just feel this electricity between us. I think this picture 
really shows that; it also shows David as I really know 
him. After the shoot, Juergen Teller gave us one huge print 
that we hung on the wall of our Manchester apartment.

I was so excited when the request for this Vogue story 
came in. David and I had never done something like this 
together. I knew who Juergen was, but I didn’t really 
know who Juergen was. I mean, now, would I do a shoot 
with my tummy showing? No, I absolutely wouldn’t. But 
at the time I wasn’t nervous, we were in love, we looked 
great, we didn’t care. I was wearing my own stretchy 
high-street top and Maharishi trousers (why did I?), but 
I was happy-go-lucky then. Juergen is not intrusive when 
he takes his pictures – he just whips out his little camera 
– so it just felt like David and I were spending the day 
together and there happened to be a photographer there. 

MANCHESTER 1998

LONDON 1966
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In 1966, JANE BIRKIN appeared 
in Vogue alongside her husband, 
the film composer John Barry. 
They divorced in 1968

I have always been happy in front 
of the camera. I used to sit for 
David Bailey’s photographs 
purely for fun. I was never paid. 

I am here with my first husband 
John Barry, the composer responsible 
for film scores including The Chase 
and Out of Africa. I remember feeling 
proud, and a little nervous, that John 
was having his photo taken with me. 
I had met him earlier that year after 
starring in his musical Passion Flower 
Hotel. He taught me so much, from 
how to love Mahler to Antonioni 
(and just to impress John, I did 
Blow-Up that very year). Although  
I was acting, all I really wanted to be 
was Mrs Barry for life. I wanted to 
make him proud of me. And above 
everything else, I wanted a baby.  
I was miserable when I could not 

and overjoyed when I could. Lovely 
Kate came a year later; having her 
gave me such confidence. Even 
when John was soon far away. 

In 1966 we were living in London, 
beside the King’s Road. Like everyone 
else I wore Mary Quant and I loved 
the way that Jean Shrimpton looked, 
so I did my best to emulate her, 
keeping an eye pencil under my 
pillow so that, even in the middle of 
the night, I could quickly paint on 
daisy eyes in case John would ever 
see my little peepers. The camouflage 
was intense. Everything was false, 
and now, when I look at myself, I see 
a dolly bird. What a bore…

It would take me years to dare to be 
me. I must have been very hysterical, 
so afraid of losing him. In my diaries, 
I read of the frustration and my 
loneliness at this time. 

May it cheer another girl to read 
this: dare to be yourself, stick up for 
yourself, be curious, be funny… 
Being just “pretty” is an awful trap.

CINDY CRAWFORD 
remembers Vogue’s January 1990 
cover by Peter Lindbergh –  
also featuring Naomi Campbell, 
Linda Evangelista, Tatjana 
Patitz and Christy Turlington

W hen people ask me what 
was my big supermodel 
moment, I always refer 
to this Vogue cover and 

that autumn/winter 1991 Versace 
show, when we sang George Michael’s 
“Freedom” as we strode down the 
catwalk. But the Versace show 
wouldn’t have happened if we hadn’t 
done George Michael’s video, and 

George Michael would have chosen 
actresses to star in his video if he had 
not seen the Vogue cover. So it all 
comes back to it. At the time I had no 
idea it was going to be so legendary. 

Vogue’s editor Liz Tilberis had 
asked Peter Lindbergh to photograph 
the new woman of the Nineties; 
Peter’s reply was that he couldn’t do 
it with just one woman. The idea of 
beauty had broadened; it could not 
be summed up with either a blonde, 
blue-eyed girl or a sexy brunette, he 
told her. There was change in the air 
and Peter and Liz picked up on that. 
We weren’t photographed with a ton 
of hair and make-up; we were quite 
undone. Coming out of the Eighties, 
which was all big hair and boobs 
pushed up, it felt refreshing and new. 
And I loved the styling, those little 
Giorgio di Sant’Angelo bodysuits 
with our Levi’s. 

I remember how hot it was that day 
in New York; we were on the streets 
in the Meatpacking District. All of us 
girls were friendly, though some were 
closer than others, but it was before 
cellphones, so when we were together 
we really talked, not distracted by 
our messages. Managing five women 
jostling for position cannot have been 
easy, but Peter is a dream to work 
with. He knew how to control us.   >

M A NAGING FI V E  
WOMEN JOSTLING  
FOR POSITION C A NNOT 
H AV E BEEN EASY

NEW YORK 1990
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EMILY SHEFFIELD recalls  
Vogue attempting a festival 
fashion shoot with Corinne Day 

G lastonbury, June 2005:  
loud, smelly, sensational, 
mind-blowingly muddy  
and wholly unforgettable.  

A portent of what was in store came 
in the form of one of many panicked 
telephone calls from the Vogue team 
(who were already at the festival), 
requesting more wellington boots.  
It was 9am; I’d just collected the 
lovely, leggy Australian model 
Gemma Ward and her sister Sophie 
from Heathrow. Apparently a storm 
of biblical proportions had rocked 
the site at 4am, washing half of it 
away, and it was still raining. With 
our car now stuffed with rubber 
boots, Vogue’s Kate Phelan rang me 
again, cheerfully observing: “There’s 
a girl face-down in a puddle, clearly 
off her head. It’s not a good look.”

Glastonbury was buried in thick, 
gloopy, mucus-like mud. It took us 
five hours – wading from tent to stage 
to tree stump and beyond, unaided by 
the poor mobile reception – to find 
Corinne Day, who had been busy 
shooting the Thrills and the Subways 
and was on her way to the Zutons 
when we eventually caught her. Knee-
deep in a puddle somewhere behind 
the Pyramid Stage, as a tent floated 
by, I watched a girl bury her hand in 
the gunk and pluck from it a delicate 
gold sandal. It was like a warzone, 
except with a lot more glitter. 

MARIE HELVIN remembers being photographed with Karl Lagerfeld 
in his Paris apartment in 1975

G race Coddington, Bailey and I were quite a team back then. (Bailey 
and I were married later that year.) We travelled to Paris for this 
shoot – and stayed, as we always did, in the Lottie Hotel. Bailey took 
the photographs in Karl’s apartment, which was close to the Saint-

Germain area, and decorated in an art-deco style. In those days there were no 
hair and make-up teams on locations; I did everything myself and became 
quite the expert, as all the models were (although I can’t claim credit for my 
eyepatch here, that probably lies with Grace). I did, though, decide to imagine 
myself as Theda Bara, the American silent-film actress, with black, black 
eyes. And I recall making a terrible mess in Karl’s beautiful bathroom, cutting 
up a big cake of black eyeshadow and it going everywhere, while  
I slicked back my hair with a sexual lubricant, as there was no hair gel either. 
Karl was at his most butch and handsome at this time, and very bearded, 
although he was always hairy. I cannot even begin to explain the power of 
Chloé in the Seventies: everybody wanted to wear it. He was my good friend 
by then, always so much fun, in fact, a real favourite among all the models.  
He was the first person I called whenever I reached Paris and he would always 
take me to Le Main Bleu, a famous west African nightclub. Karl never danced 
but he would watch as I went crazy on the dancefloor, usually with Kenzo and 
Lulu. Afterwards we would head to La Coupole brasserie, because it was 
open all night. Karl also loved to give presents. I remember leaving this Vogue 
shoot laden with silk scarves and huge bottles of his new Chloé perfume. 

PARIS 1975
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By 10pm, damp desperation was 
replaced by awe. Atop a hill, under 
the branches of a vast oak tree, we 
watched the White Stripes, with 
Meg White bashing the hell out of 
her drums in a performance that 
left us speechless. Over the next 
two days, we met Jack White with 
his new bride, model Karen Elson, 
just back from tying the knot 
halfway up the Amazon. Pete 
Doherty posed for us with his fake 
pet snake (above left), and we went 
backstage with the Killers. I held 
Brandon Flowers’s hand a little too 
long – his thick eyeliner emphasised 
his sexy, flirtatious eyes. Kate and  
I squelched barefoot in the slime 
after donating our boots to Alison 
Mosshart and Jamie Hince from 
the Kills. And still we lugged 
suitcases of beautiful, very expensive 
clothes – Dolce & Gabbana sequin 
hotpants, gold brocade Miu Miu, 
Balenciaga feathers – on our heads 
as we waded, exhausted, onwards. 
Kate Moss in Hunters, eeny-teeny 
shorts and a cream waistcoat 
stopped by to say hello on her way 
to see Chas & Dave. We tried to  
get drunk at the bar of the Chapel 
of Love – and failed. 

On Sunday the sun at last arrived 
and we could finally lie down, 
languid from the heat, the cheap 
cider and no sleep, in the quiet of 
the Green Fields, surrounded by 
elfin children. That evening, the 
flags waving in the fading sun were 
a majestic sight. 

Vogue’s FIONA GOLFAR on  
the day Robbie Williams got  
his bottom out for the cover

I met Robbie Williams through 
my younger brother, around 
the time he was experiencing 
huge success as a solo artist.  

It had been two years since he had 
left Take That, and his debut album, 
Life Thru a Lens, had just been 
released. He could not have been 
more famous. Yet for someone who 
had been in the limelight for most of 
his life, he was never at ease being 
the centre of attention. He wanted 
to be sober and what he really 
enjoyed doing then, recreationally, 
was cosy family life, sausages-and-
mash-in-the-kitchen kind of stuff.

But, of course, you can’t be as 
famous as Robbie was without 
wanting it either. I’d occasionally go 

on tour with him; he’d usually be 
quiet and withdrawn before going 
on stage, bringing the house down 
with his extraordinary charm and 
charisma, giving the very many 
people who saw him this sense of 
personal connection. When he 
would finish a set I would often say, 
“You must have enjoyed that?”  
He would just shrug.

When Robbie agreed to be on the 
cover of Vogue with Gisele there was 
a huge amount of excitement in the 
office. You could have sold tickets to 
the shoot. I went along to make sure 
he was comfortable. 

It was decided he would pose 
naked next to her in a sequin bikini; 
looking back it was a brave thing for 
someone as sensitive as him to do. 
He was always being teased in the 
press about his yo-yo weight. But he 
was in great shape for this shoot, 
having spent weeks in the gym…

Like always, he was quiet in the 
dressing room before the picture was 
taken. He wasn’t in a good mood – 
he’d recently had a drink, he told the 
journalist on set, and it had made 
him unhappy. He was trying so hard 
privately to sort himself out and still 

be the person who had to 
switch it on for the audience, 
and in this case the camera. 
It’s why he liked to separate 
the two personae, calling 
himself Robbie in public 
and Rob to his friends.

Then the pictures 
happened, Mario Testino 
being full-on fabulous, 
Lucinda Chambers putting 
Gisele in a teeny-weeny 
sequin bikini and Robbie, 
standing there with his 
bottom on show, playing  
the cheeky chappie for the 
assorted assistants, editors 
and entourage, with his 
Norman Wisdom-style 
comedic edge. Did Gisele 
fancy him, he was heard  
to ask at one point.  
“Well, actually, she’s seeing 
Leonardo DiCaprio, so 
possibly not,” was the answer. 
But, really, his remark was 
throwaway and not a true 
statement of interest. 

Then it was over. “You 
must have enjoyed that,” I 
said as he left the studio with 
his posse. Again, he looked 
at me, and shrugged.  >

DID GISELE FA NCY HIM,  ROBBIE 
ASK ED.  “W ELL,  SHE’S  SEEING 

LEONA R DO DIC A PR IO,  SO POSSIBLY 
NOT,”  WAS THE A NSW ER

GLASTONBURY 2005
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The sixth floor of Vogue House 
was once home to Vogue Studios, 
where many of the last century’s 
greatest fashion photographers 
gathered to shoot for the 
magazine. SUDHIR PITHWA, 
junior assistant there from 
1972-74, recalls the high jinks

A rriving on the sixth floor of 
Vogue House, aged 16, for 
my job interview with the 
studio manager, the first 

person I bumped into was David 
Bowie. It was during his Ziggy 
Stardust days and he had blond hair, 
a white shirt and some braces on; he 
casually said hi as he sauntered past 
me. I was totally shocked. I was a kid 
from a comprehensive school, waving 
hello to a global cultural icon – that 
sort of thing just didn’t happen and 
my friends never did believe me. 

The studios were beautiful – two 
vast rooms connected by great 
wooden doors that could be pulled 
back to make one room. And at the 
back, towering barn doors meant that 
props could be hoisted in from the 
street below – pianos, furniture, once 
Norman Parkinson had a Mini pulled 
up there. I was given the job of 
helping out in the darkroom. Every 
day extraordinary people came in. 
Shortly after I started, Richard Imrie 
shot Marc Bolan from T.Rex. I loved 
Bolan – he was so flamboyant, and a 
huge star at that point. He arrived 
dressed in black, wearing his heeled 
shoes, which he’d wear for just a day 
then throw away. Bolan’s the only star 
I ever asked for an autograph – he 
signed one of the Polaroids from the 
day, and weeks later his assistant 
came back to give me a signed T-shirt. 

The sixth floor was quite a hub. 
David Bailey hung out with Brian 
Duffy and Terence Donovan. 

Norman Parkinson nicknamed them 
the Black Trinity. They would just 
chat away, smoke and listen to music. 
In contrast to their rock’n’roll attitude, 
Barry Lategan, another famous Vogue 
photographer, was calm and cool.  
But it was Bailey who took me under 
his wing, helping me with my own 
pictures. In this photograph (above 
right), I’m sitting on a motorcycle in 
the Vogue Studios. Bailey brought it 
in for a fashion shoot. 

There was always a bit of excitement 
when Marie Helvin came upstairs, 
as Bailey used to order everyone off 
set so he could do his nude pictures 
alone with her; he was courting her 
back then. I also remember him 
shooting Alice Cooper for the 
Billion Dollar Babies album. Two 
security guards arrived with a 
briefcase of cash. Bailey told Cooper, 
“When I say go, throw the billion 
dollars in the air.” The security 
guards went crazy. And he shot the 
Rolling Stones for a cover there, too.

Jerry Hall was often on the sixth 
floor; she was fabulous, very loud,  
and very tall. She was Parkinson’s 
favourite model at the time. Beatrix 
Miller, then Vogue editor, loved him 
the most. We called him the Colonel 
because he was so strict. He was 
eccentric, always dressed in this lovely 
tweed and a little cap, and he would 
fold his 6ft 5in frame into a Mini that 
he parked downstairs. When he shot 
Princess Anne for a Vogue cover to 
mark her marriage to Mark Phillips, 
his pictures were syndicated around 
the world and he made a lot of money. 
To thank all the Vogue Studios staff, 
he held a party in the studios one 
night. It was the time he first served 
his Porkinson Banger sausages, which 
he produced from the pigs he raised 
in Tobago. Until quite recently, you 
could still buy them in Waitrose. 

In 1994, photographer JULIAN 
BROAD spent a day on the set  
of Richard Curtis’s latest film, 
Four Weddings and a Funeral

V ogue was the only magazine 
that was given permission to 
go on set and shoot the cast 
of Four Weddings and a 

Funeral. I don’t think any of us that 
day had any idea that the film would 
become the massive phenomenon 
that it then became and, truthfully, 
Hugh Grant wasn’t on our radar.  
We were much more excited about 
meeting Simon Callow. I remember 
Hugh being very shy and a bit 
hesitant about the whole being-

photographed thing. He came 
straight off set – they were filming  
a party scene – and I stood him in 
front of a sheet of black velvet that  
I had rigged to a make-up truck.  
I worked as quickly as possible and  
he was sweet and lovely in return.  
In fact, we all really fell for him, as 
later the whole world did.

W E W ER E MOR E EXCITED A BOUT 
MEETING SIMON C A LLOW

LONDON 1994

LONDON 1974
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Riding a huge wave of publicity 
as a new judge on The X Factor, 
CHERYL COLE was photographed 
for her first Vogue cover in 2009

T here was a lot happening 
around that time. I was 
overwhelmed by the 
response to The X Factor.  

I had just replaced Sharon Osbourne, 
who had quit four days before the 
new series started. Simon Cowell 
kept calling to ask if I would be a 
judge. But I was only 24 and still 
part of Girls Aloud; I didn’t feel I 
had the right yet to judge somebody 
else. I remember going shopping on  
Net-a-Porter just before we began 
filming, picking out with a friend the 
clothes I liked, with no help from  
a stylist. I had no idea that people 
would enjoy my clothes, or me for 
that matter. And then everything 
exploded – at one point we had 20 
million viewers, it was crazy – and  
I was a bit shy and embarrassed by it.  

I was the same when I heard Vogue 
wanted to photograph me for their 
cover. I didn’t tell anyone until it 
went on the shelves. I had this fear  
it wouldn’t work out; I didn’t want to 
jinx it. I was so busy in the lead-up 
to the shoot, I didn’t prepare. I didn’t 
know how I was supposed to look, or 
how I was supposed to be. I’d never 
done a shoot of that magnitude and 
I was incredibly nervous. When I 
first walked by a newsagent and saw 
me on the cover, I thought, “What 
am I doing there?” Now I look back 
and think, “You did good, kid!”  Q

JOAN COLLINS first appeared in Vogue in 
December 1951, aged 18, as part of a fashion shoot 
modelled on Young Talent. She had just quit Rada 
to star in One Sinner, directed by Basil Dearden

I was working at Ealing Studios, which was a hive of 
activity back then, and had to request the day off to 
make the photo shoot. I mostly recall how big the 
dress was. I had to stand on a couple of apple boxes 

to give me legs like Elle Macpherson because the full, 
swirling midnight-blue taffeta dress was way too long. 

LONDON 1951

LONDON 2009
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was a pageboy and had a choice between 
wearing a boring old suit or a pair of 
knickerbockers with ballerina tights and 
slippers. I went with the tights.” Of course 
he did. David Beckham: to his legion of 
male fans he’s first and foremost a 
sportsman with a legendary foot; to the rest 
of us there are obviously other parts of his 
anatomy we admire, but mostly it’s because 
he broke the mould. A Manchester United 

footballer who went on a date wearing a sarong in 
1998 with his world-famous wife, and followed this 
not long after with a tortoiseshell Alice band. He 
adopted matching leather ensembles and experimented 
with his hair more recklessly than a French dandy. 
Mocked and vilified, his outré choices were prescient. 
They semaphored not just the first marcel wave of 
metrosexuality but also prognosticated the muddying 
of gender norms we see now. He didn’t hesitate to 
pose on the cover of Attitude magazine, sending a 
curve ball at the homophobic sexism that still echoes 
around stadiums. His voice was feminine, while his 
kick was ferocious, and his highlights as noticeable as 
the tattoos that increasingly shadowed his torso. 
Retired from the game he adores, he’s a school-run dad 
(when not promoting Brand Beckham), while the 
mother of his four children zigzags the globe. What’s 
next? Who knows – but we’re watching.                          Q

I
David Beckham has always been 
ahead of the game. Emily Sheffield 
admires a quiet revolutionary 
Photograph by Jamie Hawkesworth 
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Absolutely Fabulous is back – and fashion’s most 
incorrigible duo are on the rampage again. But what have 
they done to Kate Moss, and why are they gatecrashing  

a Vogue shoot? Emily Sheffield picks up the pieces 

Photographs by David Bailey

bove a damp, cobbled north London mews one early-spring 
morning, in a photographic studio with wood floors and walls lined 
with garish oil paintings and large black-and-white prints, a Vogue 
fashion shoot is just beginning. 

BB King pulsates from the speakers and, in front of a grey 
backdrop, photographer David Bailey chats to model Georgia  
May Jagger, one hand laid protectively on her shoulder. His  
devilish good looks may have faded but he throws out his 
characteristic acerbic one-liners with the fervour of Donald  

Trump wooing Middle America (“I met Trump once… and ended up liking him”), 
chuckling throatily at his own thrill-tinged anecdotes while his assistant Mark >  

a “Love Bailey from the 
old days,” announces 

Eddy airily. “And Patsy’s 
known Bailey in most 

senses – pretty 
biblically, really…”

Georgia May wears lace  
and organza dress, £2,020,  

Miu Miu. Tights, £280,  
Chanel. Leather boots,  

from £670, Derek Lam. Black 
tassel earring, throughout,  

£220, Simone Rocha.  
Georgia May Jagger and  

Joanna Lumley’s hair:  
Sam McKnight. Make-up:  

Val Garland. Nails: Anatole 
Rainey. Jennifer Saunders’s hair 

and make-up: Christine Kant. 
Absolutely Fabulous: The Movie 

costume design: Rebecca Hale. 
Digital artwork: Rick Carter  

at Paperhatftp.co.uk

“Swee t i e
da r l i ng !” 
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“I wish I had more 
of that Eddy style,” 
says Kate Moss. 
“She has more 
fashion sense  
in her little finger 
than I do in my 
whole body” 
Georgia May wears black 
strapless tulle and lace 
dress, from £3,230, Dolce & 
Gabbana. Black sleeveless 
silk top, £750, Giorgio 
Armani. Leather tie belts, 
from a selection, Rodarte. 
Felt hat with veil, £450, 
Stephen Jones Millinery 

and dark-eyed son Fenton leap and jostle 
behind him like principal ballet dancers, 
frantically arranging lights and camera 
equipment. Beyond, in a smaller studio,  
the space tightly constricted by rails  
of flamboyant clothes wrapped in  
rustling plastic, a shrill voice can be heard 
above the hum… 

“Sweetie, darling! Sweetie, darling! 
Where is my Lacroix?”  

Edina Monsoon, otherwise known as 
Eddy, the PR maven instantly recognisable 
from her mane of corkscrew curls and 
prescient style, has been missing from 
action in recent years. Since the 2012 
Olympics there has been one rare 
appearance at the 2015 British Fashion 
Awards, where her Giles Deacon ruffles 
outspun even Naomi Campbell’s lace cape. 
But there are rumours of a return to the 
limelight. Torrid snippets keep emerging:  
a furious Kate Moss emerging from  
the Thames; Eddy’s assistant Bubble 
spotted in Hoxton with a Kim Kardashian-
style bottom; a fracas involving Eddy  
and security guards outside Stella 
McCartney’s Bruton Street store. And now 
here she is at a Vogue shoot, riffling 
impatiently through a pile of glittering 
baubles, her coat – like a spray-painted 
Mongolian yak – flung nonchalantly over a 
taut white T-shirt emblazoned in red with 
the words “Frack Off ”. “She’s one of my 
style heroes,” writes Moss. “She has more 
fashion sense in her little finger than I do in 
my whole body.” 

Behind, best friend and louche fashion 
editor Patsy Stone, recherché in a wide-
legged cream suit, emerges from the 
bathroom in a fug of Benson & Hedges 
smoke, sniffing conspicuously. There is a 
smell of hairspray and something else 
harder to fathom. 

“Love Bailey from the old days,” 
announces Eddy airily to assorted lackeys, 
having plucked her signature Lacroix  
cross from the glittering mélange. “And 
Patsy’s known Bailey in most senses – 
pretty biblically really…” Patsy twitches, a 
distant memory momentarily conjured 
from the gloom. Or the final twitch of 
brain cells in their death throes. Who 
knows? Doctors have long claimed that 
Patsy is a medical miracle (others insist that 
she is embalmed in Botox). Patsy: “It was 
1964, sweetie…”

“Bailey will shout and say, ‘Get the  
fuck out of here,’ or something like that, 
but that’s just his way…” continues Eddy  
as she exits, Patsy following, towards  
the set where Bailey is snapping away – 
Eddy moving in short, awkward jerks, 
hampered by her towering bright orange 
suede platforms. The pair close in 

DAVID BAILEY

ED
IN

A
 W

EA
RS

 H
AT

, F
IL

U
 H

AT
S,

 A
T 

M
AT

CH
ES

FA
SH

IO
N

.C
O

M
. T

O
P,

 H
&M

. S
TR

IP
ED

 T
O

P 
A

N
D

 T
RO

U
SE

RS
, B

O
TH

 T
O

PS
H

O
P,

 G
IL

ET
, S

TE
LL

A
 M

cC
A

RT
N

EY
. O

LI
V

E 
TH

E 
D

O
G

 W
EA

RS
 

N
EC

KL
A

CE
, S

TE
LL

A
 M

cC
A

RT
N

EY

368

> 373 



369



“I  DON’ T R EMEMBER W HEN I  F IRST WATCHED A B FA B,”  
MUSES GEORGI A M AY,  SEEN HER E W ITH M A NOLO BL A HNIK A ND 

STEPHEN JONES.  “I  THINK IT  WAS FROM BIRTH”  

Georgia May wears tulle blouse, £495, Simone Rocha. Spike hoops, from £210 each.  
White-gold tassel earring, from £480. All Venus by Maria Tash. Ring, Georgia May’s own
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Georgia May wears 
dress, top and earrings, 
as before. Tights, £280, 
Chanel. Rings, Georgia 
May’s own. Opposite: 
hat, as before. Studded 
leather boots, from 
£1,020, Givenchy by 
Riccardo Tisci
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around the young Georgia May, squashing  
her lovely youth between them, while 
Bailey stops, confused. “Who the fuck are 
you?” he shouts grumpily. “Who the fuck is 
Patsy?” Today it’s hard to fathom where 
farce begins and reality ends… 

Jennifer Saunders – writer, creator 
and star of Absolutely Fabulous – 
protectively hugs a pillow over her 
body, dressed in a plain black  

cotton shirt and trousers, blonde hair 
tufted into an anarchic halo around  
her head. (“I’m addicted to hair mousse,” 
she later sighs.) She is sunk into a vast  
sofa in a suite in the Soho Hotel, while 
outside a phalanx of film PRs hover 
around journalists. The Absolutely Fabulous 
big-screen version has arrived. “We know 
the critics are sharpening their knives,” 
grumbles Saunders. 

“Wrong answer!” interjects Joanna 
Lumley, in hushed, smoky, velvet tones, 
moving away from the window where she 
has been puffing on a fag. “I swear to God, 
I’m going to kiss every film critic who’s 
there. As in French kiss!” 

“We should both walk down the red 
carpet on drips attached to a bottle of 
Absolut!” returns Saunders, starting  
to giggle. 

Eddy and Patsy first swung into our  
lives in the Nineties, in a bright flare of 
bell-bottomed trousers, fortified by Bolli-
Stolies, riding on a cloud of incense.  
They fell drunkenly out of taxis and 
popped pills like they were sweeteners. 
Plodding motherhood was rejected in 
favour of corralling celebrities and chasing 
the zeitgeist (water tanks, dolphins, 
Romanian babies, Buddhism…). The pair 
have sporadically returned to our lives 
ever since; there have been five series in all 
and numerous specials – the last in 2012. 
Teenage fans who have now matured  
into mothers have passed their fanatical 
adoration and favourite one-liners to their 
Youtubing offspring. “I don’t remember 
when I first watched it,” muses Georgia 
May. “I think it was from birth. My mum 
had a little bit of both of them in her vibe,” 
she adds laughing. “All my friends love it.” 

Neither Lumley nor Saunders can agree 
exactly how the Absolutely Fabulous film 
finally came about – either it’s because 
Lumley got Saunders to agree to it halfway 
through a bottle of whisky, she says, or 
because Dawn French bet her former 
comedy partner £10,000 she couldn’t finish 
the script. Saunders also announced the 
film on The Graham Norton Show before 
she’d even written the first word. Just as the 
original episodes were littered with famous 
fans, it’s not so much who is in the film, but 

rather who isn’t, because there are so many 
celebrity cameos – from Jerry Hall to Alexa 
Chung and Suki Waterhouse, Jean Paul 
Gaultier to Stella McCartney – even 
Australian comedian Rebel Wilson. 

At 57, Saunders has had a career of such 
startlingly brilliant comedic output that 
she’s moved beyond national treasure to 
national institution. But she still begins the 
interview a little aloof, shyly avoiding eye 
contact, her upper lip remaining obstinately 
immobile as she talks (totally at odds with 
her alter ego Eddy, who frequently curls 
hers upwards in hammed-up outrage). 

Lumley – used to her friend’s reserve – 
compensates, radiating warmth and cosy 
charm in a simple cream cashmere sweater 
and jeans. Such is her laid-back bonhomie, 
it’s easy to forget she had no record as a 

comedian before Ab Fab’s first series in 
1992; her performance was revelatory, not 
to mention hysterical. But before long  
the two are rocking back and forth in 
uncontrollable mirth while reminiscing  
and finishing each other’s punchlines – 
they describe the photo shoot they turned 
up to while drunk, margarita salt still 
crusted around their mouths, and lying on 
the floor prostrate with laughter during 
rehearsals. Together they slip in and out of 
their outrageous characters, rendering it 
near impossible to know when Patsy and 
Eddy are in the room or their more prosaic 
(so they keep on insisting) creators.

“I spend my life on my knees in the 
garden or complaining – and I’m also  
very old,” maintains Lumley. 
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Camera in hand, Lumley 
gamely re-creates the 

poster for the 1966 film 
Blow-Up – the film’s 

central character was 
inspired by Bailey



“I  SPEND M Y LIFE ON M Y K NEES IN THE GA R DEN  
OR COMPL A INING –  A ND I ’M A LSO V ERY OLD,”  M A INTA INS  

LUMLEY.  “SO I ’M NOT PATSY.  A ND I  THINK PEOPLE  
W ISH TH AT W E W ER E FA LLING OUT OF TA X IS…”
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Patsy and Edina are made even more extravagant by Bailey’s depiction  
of them with oversized heads – a nod to Victorian cartoon portraiture
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The

Z
I
P

Few things in 
fashion have 
proved as complex, 
suggestive, radical 
– or infuriating, 
reveals Jo Ellison 
Photograph by  
Jenny van Sommers
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C
reated in 1893, 
during the golden 
age of invention, 
the zip was already 
in adolescence 
when the first 
pages of British 
Vogue were being 
sent to press in 

1916. And it was far from fashionable.
In its early forms, the clumsy, fierce-

looking fastener didn’t even fasten very 
effectively. A crude device, invented by the 
American Whitcomb Judson in the late 
19th century, it might not have survived at 
all were it not for the inventor’s obsessive 
curiosity and the dedication of his lawyer 
and foremost sales agent, Lewis Walker. 
That it did can be traced to two things:  
the first, Gideon Sundback, the Swedish 
engineer who worked on Judson’s early 
prototype and who, in 1917, invented an 
easy-sliding mechanism that set the template 
for the fastener which is still recognisable 
today. The second was a serendipitous 
rebranding. In 1920, the Goodrich Rubber 
Company of Ohio made enquiries as to 
whether Sundback could develop a 
watertight fastener that might distinguish 
their boots. Sundback duly delivered, and 
the company marketed their new-style 
wellingtons under the trademarked name 
“zipper boot”. Just like the mechanism itself: 
after a fitful start and a few snags in 
application, the zip was on its way up.

By the end of the Twenties, the zipper had 
become a byword for shiny modernity and 
novelty. By the end of the Thirties, it was 
seen on everything from sportswear to boiler 
suits and handbags. Even so, the fashion 
industry was slower to warm to its charms. 
Dressmakers introduced to the novelty  
of a “self-hooking waist fastener” by 
representatives of the Universal Fastener 
Company in 1906, turned their backs. 
Orders in the early years were slow.

No surprise, really; the fastener was 
expensive, clumsy and likely to come undone. 
Moreover, in an industry built on the savoir 
faire of skilled craftspeople, this strange new 
harbinger of modernity was not to be trusted. 
“From a very early date, the fashion designers 
had to wrestle with the fact that this was a 
mechanism, a machine,” explains Robert 
Friedel, a history professor at the University 
of Maryland and the author of Zipper: An 
Exploration in Novelty. “Fashion, whether 
high or low, does not accept the machinery 
as being a part of it and there was a reaction 
against the mechanisation of clothing.”

It was Elsa Schiaparelli who launched the 
zip into high fashion at her 1935 collection 
in Paris. “Schiap, catching the mood, showed 
regal clothes embroidered with pearls or 

daringly striped,” she wrote in her 
autobiography Shocking Life. “But what upset 
the poor, breathless reporters most were the 
zips. Not only did they appear for the first 
time but in the most unexpected places, even 
on evening clothes. They had come prepared 
for every kind of strange button. Indeed, 
these had been the signature of the house. 
But they were not prepared for zips.” 

Although Schiaparelli was as partial to 
embellishing a story with fanciful details as 
she was an evening gown, Vogue concurred 
with her version of events. “We cried at the 
Schiaparelli,” announced the magazine of 
her “vastly practical” Eskimo cape, the hood 
of which closed with a “Lightning” fastener 
(one of the first plastic zippers and appealing 
for its vivid colourways).

Schiaparelli made zippers fashionable, 
elevating them from mere pieces of kit into 
objects of interest in themselves. Her 

zippers were decorative, colourful and often 
superfluous. “Schiaparelli was interested in 
novelty,” says Friedel. “The zipper makers 
tried to sell it on the basis of utility. But, 
frankly, utility wasn’t the primary facility 
until quite late in the day. In using a zip, 
you could increase the price of the garment 
by as much as 50 to 100 per cent: it was a 
status symbol. Once Schiaparelli did her 
collection, the other fashion designers 
started paying attention. Its modernity (a 
sort of fashionability) served the zip better 
than its utility.”

This modernity, functionality and heroic 
ability to meld to almost any material has 
inspired designers ever since. In the Thirties, 
zips were a ubiquitous feature of the  
sporty, youth-led vogue for leisurewear, 
fastening everything from tennis-racket 
holders to golf shoes. During the war, when 
nickel shortages saw production fall off in 
America and start to take off in Japan under 
an early version of the YKK company, the zip 
was a product of determined utility. By 
contrast, in the post-war New Look, it was 
the flexibility and invisibility of the zip’s 
design that gave it such precedence, securing 
the line of Christian Dior’s whip-thin 

silhouettes with barely a bump or a wrinkle. 
On the Fifties leather Perfecto jacket, the  
zip became an outward manifestation of 
jagged teen individualism, to be worn 
exposed with a sneer and a cigarette like 
Marlon Brando in The Wild One (1953). In 
the Sixties, with its oversized ring-pull and 
plasticky optics, it became, once again, an 
emblem of futuristic opportunity.

Today the zip is as much a design tool as it 
is a decorative device. During his time at 
Lanvin, Alber Elbaz made the zip, exposed 
and set on a black grosgrain backing, a 
signature of his design. Used to fasten bias-
cut silks and jewel-toned dresses, it added a 
touch of grit to so much easy glamour, as if  
to say, these gowns have spine. At Louis 
Vuitton, Nicolas Ghesquière has used an 
exposed silver fastener as a handy branding 
tool, dangling his denims with  prominent 
“LV” hardware to spell out their provenance.

For a/w ’16 JW Anderson used zips as 
floral details and flair to decorate his balloon-
shaped silhouettes: skating up and down 
trouser legs and around the sleeves, adding 
textural interest. “For me, the zip is a playful 
instrument because you can zip and unzip 
quickly!” he says. “You can be sexy or strict 
and decide it according to your mood.”

Few other features of the wardrobe carry 
as many contradictory meanings, or 
suggestions, as the zip: themes of speed, 
urgency, modernity and sensuality are all 
tangled up in its teeth. As children we are 
told to “Zip it!” – an especially grotesque 
term of admonishment. We zip secrets to 
our lips. We zip around on the Tube, in cars 
and on bikes. The zip is one of the first real 
mechanisms we handle, as infants. It’s an 
emblem of modernity – of the wonder of 
mechanisation. And yet, for anyone who has 
ever suffered the humiliation of becoming 
entrapped by their zip in a changing room, it 
has a brilliant facility to remind us of our 
human fallibility and vanity. Man ex machina: 
the zipper’s got us licked.

Mostly, however, the zip has become a 
synonym for sex. “The zipless fuck was more 
than a fuck,” explains Isadora Wing, the 
bored wife and writer at the centre of Erica 
Jong’s 1973 sexual fantasy Fear of Flying. “It 
was a platonic ideal. Zipless because when 
you came together zippers fell away like rose 
petals, underwear blew off in one breath  
like dandelion fluff.” Jong’s zipper is the 
impediment to free love. Zips can be 
prohibitive or promiscuous. Think of Mick 
Jagger’s zippered crotch in the Andy Warhol 
image for the Rolling Stones’ 1971 album 
Sticky Fingers, or all those provocatively 
undone beach pics of Eighties-era models 
peeling themselves out of zippered swimsuits.

The zip’s sexual duality was identified early 
on. “A pull and it’s done” announced a 1906 
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marketing slogan for a fastener, which was 
accompanied by an illustration of a woman 
removing her skirts, while early 
advertisements promoting the zip’s efficacy 
used female Broadway stars to sell them, 
women who were traditionally associated 
with a looser moral outlook. Novelist and 
Vogue contributor Aldous Huxley made the 
zip central to his vision of streamlined 
modernity and moral lassitude in his novel 
Brave New World, way back in 1932: “There 
on a bed, the sheet flung 
back, dressed in a pair of pink 
one-piece zippyjamas lay 
Lenina, fast asleep… He 
found himself reflecting that 
he had only to take hold of 
the zipper at her neck and 
give one long, strong pull…”

“The subliminal message 
that the zipper is sexy came 
across very quickly after its 
invention,” says Friedel. “In 
the movies, we began to see a 
zipper trope as early as the 
Forties, of which the most 
significant would be Gilda, 
with the very slow, languorous 
unzipping of the garment.” 
Rita Hayworth’s sartorial 
disrobing inspired a million 
copycat scenes. See also  
the unzipping properties of 
James Bond’s magnetic Rolex 
in Live and Let Die in 1973.

Today, we’re less likely to 
attach such huge significance 
to the zip – it long ago 
stopped being novel and our 
fears about the future today 
focus on automation not 
mechanisation. But it is no 
less important. In the  
new YKK showroom on 
Commercial Street in east 
London, Sabine Bourgeau, 
the showroom manager, and 
Anna Stefaniak, the YKK publicist, talk me 
through some of the millions of different  
zip specifications one can order today from 
the company. It’s a bewildering vocabulary: 
standard metal, polished, nylon coated, 
colour treated, circular, invisible, stretchy, silk 
grosgrain-backed – and that’s before you’ve 
chosen all the bits, the teeth, pulls and sliders 
that are offered in countless more fabrications 
in each and every size.

The showroom was opened late last year  
as an interface between clients and the  
giant Japanese zipper company, founded in  
1934 by Tadao Yoshida, which employs  
42,000 people in 71 countries and produces 
7.5 billion zippers every year (around 3.8km 
of zip a minute). YKK’s clients are wide 

ranging: as the biggest manufacturer of zips 
in the world it has a 49 per cent share of the 
global market and works on vast orders for 
high-street brands, government agencies and 
luxury clients alike. (Stefaniak won’t name 
names, but of the fashion houses I mention 
only Prada remains maddeningly out of their 
grasp.) Many of the visitors to the showroom, 
however, are fashion students. After years of 
insisting on a minimum order, the YKK 
showroom today allows customers to order a 

single zip. It can take up to six weeks to 
complete, depending on the complexity of 
the design. And the designers have been 
pouring in. Encouraging such a minuscule 
demand seems like a strange business 
practice, but for Stefaniak, who drove the 
project from start to completion, it has 
sparked a “dialogue of creativity” between the 
manufacturer and designer that will ensure 
the zipper’s future. “For 81 years, YKK didn’t 
open its doors to anyone,” she says. “With 
this showroom, the only one in the world, 
we’ve made the company more approachable.”

“It’s a vital exchange in ideas,” adds 
Bourgeau, “which allows us to go deeply 
into the design. As a company, we need to 
look for the missing bits and to open our 

minds about the possibilities that might be 
explored with our researchers and 
technicians.” It also builds on YKK’s 
founding principle that it be a “circle of 
goodness”, returning a good percentage  
of its profits back into the company to give 
it new purpose and prosperity.

Despite its quite basic technology, 
constantly recalibrated but largely 
unchanged, the zipper has grown with the 
times, knitting together the fashions of the 

day and shape-shifting in 
order to keep up with it. It’s a 
survivor. “The zipper is a very 
good example of a very 
mature technology,” says 
Friedel. “And that has been 
maintained by its technical 
flexibility. You can take the 
basic idea of a zip, but you 
can still fool around with it: 
it’s superbly adapted to what 
it’s doing, whether it’s being 
made in nylon, or coated 
metal, or on the outerwear of 
the ski jacket, it’s remarkably 
flexible. That’s one of the 
reasons why it’s not likely to 
go anywhere soon.”

 I am reminded of that, 
two weeks later, while 
struggling to fasten the 
zipper of an oversized 
shearling coat as I get ready 
to battle the polar vortex of 
New York Fashion Week. 
Despite my best efforts, 
patiently holding the pieces 
together and then gently 
encouraging them to conjoin, 
the slider just won’t connect 
to the base. I try once, twice, 
three times, a fourth time, all 
the while holding my breath 
and trying not to lose my 
temper and break the thing 
entirely. Finally, success! The 

slider connects, the teeth interlock, and I can 
scoop it all the way to the top. How it works, 
I don’t really know, but I hate it when it fails. 

And yet it occurs to me that during those 
few frustrating minutes, the zipper took on 
all the personality of a living thing: surly, 
unhelpful and selfishly refusing to budge 
before being coaxed, like a truculent child, to 
finally co-operate. The pathetic intimacy of 
our exchange, like wrestling with oneself. 
The tiny triumph of victory when I got it to 
work: like I had beaten it. Perhaps that’s  
why we love the zip. Despite its strange 
mechanistic appearance, and the fact it can 
be an absolute bugger to work with, it still 
remains the most brilliantly imperfectly 
human device in the world.  QPR
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Cindy Crawford, photographed in 1987 by François Halard



 I
n 1967, just over halfway through 
British Vogue’s first century, the 
movie version of Camelot was 
released. Written by native New 
Yorker Alan Jay Lerner and 
Austrian-born Frederick Loewe, 
the musical drew on a cycle of 
stories about the legendary King 
Arthur that used to be known as 

the Matter of Britain. In the film, a largely 
British cast frolicked and jousted, loved and 
sorrowed, in two Americans’ fantastical 
vision of medieval England. That vision 
differed from reality in many ways, not 
least in the balminess of its spring. 
Watching it, as a girl in an itchy woollen 
jumper, I remember thinking crossly how 
inadequately dressed Guinevere was to go 
a-maying. There she was, played by Vanessa 
Redgrave at her most luminous, tripping 
through a flowery meadow in a frock as 
airily diaphanous as that worn by Botticelli’s 
Primavera, trilling about the lusty month 
of May. If only.

Everyone who’s actually lived here knows 
that in these islands warm weather doesn’t 
begin until July. But, as another American, 
dismayed by London’s “brown fog”, was to 
write, “humankind cannot bear very much 
reality”. We British can endure our weather 
only because we are so expert at denying 
how often it disappoints us.  

And so every year we hold Easter-egg 
hunts among the rain-trounced daffodils of 
our sodden April gardens. Every year we 
plan walking holidays in May and weddings 
in June. We picnic at Glyndebourne, 
umbrellas spread over our evening dresses 
and dinner jackets, or dance knee-deep in 
mud at Glastonbury. And we set out in 
August for the coasts of Norfolk or Cornwall 
with suitcases full of bikinis and shorts, with 
just one warm jacket, chucked in at the last 
minute, that we end up wearing every day.   

British Vogue published its first issue in 
September 1916, when there was more to 
be grim about than wet weather. The Battle 
of the Somme was entering its third month. 

In Flanders, unseasonal rain had transformed 
the battlefields into a stinking morass. On 
the home front, Vogue readers were shown 
winter coats trimmed – in the absence of 
imported furs – with the skins of rabbit or 
squirrel or even grey rat. To do without fur 
altogether, when facing up to the British 
winter in an age before thermal fleece, was 
clearly beyond imagining. When all else 
fails, a feature aimed at the home dressmaker 
suggested, “consider the mouse-trap”. 

The most significant outfit featured in 
that first issue of Vogue, alongside the 
drawings of silk “combinations” trimmed 
with Nottingham lace, was “a really 
practical coat and skirt for farm-work and 
other outdoor pursuits”. Vogue’s readers 
might be wearing dainty underwear, but 
some of them were girding their loins with 
serviceable gabardine outerwear and joining 
the Women’s Land Army. (The WLA was 
especially keen to recruit “ladylike” women, 
to reassure those anxious that their 
reputations might suffer from doing > 

Has Britain’s unpredictable climate shaped  
the way we live? Lucy Hughes-Hallett charts  

the effects of the elements – rain or shine
Photograph by Alasdair McLellan
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Clouds scud above  
the rolling hills of the  
Elan Valley in Wales



Above: Vogue  editor-at-large Fiona Golfar’s  
Jack Russell, Lily, keeps warm in front of the Aga, 

August 2001. Above right: alfresco dining at Houghton 
Hall, Vogue October 2012. Right: modernist decorator 

Syrie Maugham’s all-white sitting room defiantly 
ignored the British climate. Far right: blue skies above 

Hay-on-Wye for the town’s literary festival 

Left: a family walk on Dartmoor, Vogue August 2007. 
Below: a model wraps up to stalk Yorkshire’s 
Wensleydale hills, Vogue October 1960
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mannish farm-work.) Since then a century 
has passed, and “combinations” are now 
known as bodies, but still one of British 
culture’s perennial themes is the difficulty 
of reconciling our penchant for “outdoor 
pursuits” with the rain that – so  
it sometimes seems – raineth every day. 

“We only know war lasts, rain soaks, and 
clouds sag stormy,” wrote Wilfred Owen, 
in the First World War’s final year. With 
peace, though, the 20th century could begin 
in earnest, and with a sudden brightening. 
Virginia Woolf ’s gender-bending character 
Orlando, who has seen three centuries 
come and go, stands at a window in the 
Twenties and thinks that the sky itself  
has changed. Electricity blazes out like a 
modernist and more reliable substitute for 
sunshine. The skies over cities take on a 
metallic, futurist sheen, and inside there are 
“none of those lingering shadows and odd 
corners… none of those women in aprons 
carrying wobbly lamps. At a touch the 
whole room was bright.”  

Wyndham Lewis, in a Vorticist 
manifesto, cursed the British climate, “the 
flabby sky that can manufacture no snow, 
but can only drop the sea on us in a drizzle.” 
The drizzle continued outdoors, of course, 
for those who had to work in it. In London 
in 1922, TS Eliot watched workers trudging 
to their offices through the smog: it would 
be another quarter century before the 
Clean Air Act put an end to the city’s pea-
soupers. But the Bright Young Things of 
the interwar period, in their smart modern 
houses, ignored the weather. 

Modernist interiors were pale and sleek 
– defiantly ill-adapted to muddy boots and 
paws. Syrie Maugham, the Twenties’ most 
fashionable interior designer (a new job-
description to go with a new aesthetic), 
painted rooms in shades of white and 
furnished them with mirrored screens, white 
leather armchairs, and lamps constructed of 
glass balls. In centrally heated houses, or 
with the new, movable electric fires, it was 
no longer necessary to huddle around the 
hearth in high-backed, draught-excluding 
sofas. Instead, one could stand up to sip 
cocktails and show off one’s ankles, while 
watching the sky through plate-glass 
windows, many of which didn’t even open. 
Hopping from home to railway station in 
the newly closed-in cars, the smart set 
could ignore the weather. When they 
ventured outside, it was into artificial 
versions of Arcadia. Rex Whistler painted 
murals depicting dreamy young men in 
white flannels lounging against trees in 
landscapes where it is always summer. His 
friend Stephen Tennant posed for Cecil 
Beaton in his Wiltshire garden, surrounded 
by other exquisites in oyster satin britches.    

Another war, and afterwards, another 
change in the light, a dimming this time. 
The great British films of the period, from 
The Thirty-Nine Steps to Brief Encounter, 
are played out in mackintoshes and under 
grey skies. The little stick figures in LS 
Lowry’s paintings walk, heads bent against 
a gritty wind, to work in factories under 
stony grey cloud-cover. In Graham Greene’s 
The End of the Affair, lovers wrestle with 
guilt in a dismal London where leafless 
black trees are pelted by ceaseless rain. 

Out in the real world of mid-century 
Britain, though, summer would come 
eventually, if later than hoped for. And 
when it came the sun shone, weakly and 
unreliably perhaps, but on lawns as green 
and smooth as billiard tables and on rose-
beds gaudy with the newly fashionable 
hybrid teas (the parti-coloured pink and 
yellow “Peace” rose was a runaway bestseller). 
There are advantages to living beneath 
louring skies. Garden parties, in this country, 

may frequently be rained off, but the 
gardens themselves are fabulous. 

When British Vogue made its first 
appearance, Lawrence Johnston’s wonderful 
sequence of yew-confined spaces at Hidcote 
was already taking shape. By 1920, he had 
12 gardeners. In the next decade, Vita 
Sackville-West and Harold Nicolson made 
their famous white garden in Sissinghurst. 
After an interruption while flowerbeds all 
over the country were turned over to 
wartime vegetable-production, gardening 
has remained one of the great British  
arts. For many mid-20th-century rural 
communities the biggest day of the year 
was the annual flower show. Outdoor 
events grand and unassuming – Royal 
garden parties and village fetes, aristocratic 
croquet tournaments and bucolic dog 
shows – all took place amidst splendiferous 
displays of hollyhocks and roses. And 
garden-mania wasn’t only for the wealthy. 
Those who had to content themselves, at 
home, with a couple of geraniums in a 
window box or an African violet on a 
bedroom windowsill, could visit the great 
gardens being rescued from brambles or 
redevelopment, thanks to death duties and 
James Lees-Milne, by the National Trust.

Garden visiting, though, more often 
meant donning windcheaters than straw 
hats. Throughout the Fifties, women, 
worried about their perms going frizzy in 
the perpetual damp, tied headscarves under 
their chins, and men – aristos and gangsters 
alike – buttoned up their Crombie overcoats 
and let the rain drip off the brims of their 
homburg hats. Going to bed required 
Horlicks and hot-water bottles. Having a 
picnic involved getting out the groundsheet 
and the Thermos flasks. A trip to the 
seaside called for beach huts to shelter in 
and fisherman’s jerseys in heavy oiled wool 
to put on immediately after one got out of 
the water for fear of a chill.  

Winter pleasures were muddy. Paper-
chases across ploughed fields. Football 
matches from which young men returned 
with puce faces and mauve knees. Hunting, 
and coming home chilled through, hoping 
for poached eggs on crumpets spread with 
Gentleman’s Relish, and praying that there 
would be hot bathwater (boilers were 
unreliable). The only glow came from the 
bonfire on Guy Fawkes Night: the only 
warmth came from potatoes baked in its 
embers and secreted in the pockets of 
sheepskin overcoats to warm chapped 
hands. Even the ideological fire driving 
CND marchers out on to the streets from 
1957 was insufficient to generate much 
heat. For anyone joining a demo, a duffel 
coat was as necessary as a banner. 

“As cultural preoccupations change,” 
Alexandra Harris wrote recently in her 
clever book Weatherland, “we find affinities 
with different kinds of weather.” The skies 
weren’t really any brighter in the Sixties 
than they had been in the preceding two 
decades, but there came a time when the 
nation’s mood switched from moody 
grisaille to dayglo bright.  

It started with the whitest winter for 200 
years. The blizzards began on Boxing Day 
1962, and it didn’t thaw until March. My 
memories of that winter (we’re into my 
lifetime now) are of lurid sunsets turning 
the frozen drifts shocking pink, of the 
brilliant yellow of foxes’ urine staining the 
snow. Hard weather, certainly, but as bright 
and sharp and glittery as a sci-fi spaceship.  

A few months later Cliff Richard  
was warbling about a “Summer Holiday”.  
His song’s lyrics were poignantly tentative: 
“We’re going where the sun shines brightly/ 
We’re going where the sea is blue/ We’ve 
seen it in the movies/ Let’s see if it’s true.” 
It probably wasn’t, of course, unless Cliff 
and his fans were among the growing 
number of Britons buying package holidays 
and heading for the Med. But as boys’ hair 
grew longer and girls’ skirts shorter, a new 
breeziness ruffled through British public > 

W E BR ITISH C A N  
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life. There was an aspiration, at least, towards 
dancing in the streets. Sunshine came softly 
through Donovan’s window. The Small 
Faces were getting high in “Itchycoo Park”. 
Cream were yearning for the sunshine  
of your love, the Beatles were serenading 
“Lucy in the Sky with Diamonds”, and 
everyone was going to San Francisco with 
flowers in their hair. None of this was to be 
taken too literally (except possibly the bit 
about getting high). Pop concerts (as gigs 
were called) were either indoors, or fearfully 
damp. But as the essentially urban culture 
of the Swinging Sixties (all basement  
clubs and impractical white go-go boots) 
morphed into flower-power, millions of 
young Britons kicked off their shoes and 
imagined themselves drifting barefoot 
through a haze of marijuana smoke towards 
an alfresco nirvana. 

W hile the middle-class young 
were dreaming about 
ecstatic outdoor liberation, 
back indoors their mothers 
(the home was still the 

woman’s sphere) were overseeing a domestic 
upheaval in houses newly under-populated. 
Mary Poppins, who descended upon the 
Banks family by umbrella-flight in 1934, 
asked for every second Thursday afternoon 
off. The rest of the time, she, like most 
domestic staff, worked all day every day, 
weekends included, and she slept with her 
charges in a room called the “night nursery”. 
So, in the early Sixties, did the nanny who 
looked after my brothers and me, but by  
the end of the decade she was gone, and so 
were most of her ilk.  

A whole generation of housewives had 
worked out that paying a cook to make 
labour-intensive Irish stew and treacle 
pudding was more extravagant than buying 
decent meat and cooking it yourself, with 
fresh fruit and that weird new-fangled 
substance, yoghurt, to follow. Well-to-do 
women (men who cooked were scarce) 
stopped complaining about their servants, 
as Virginia Woolf had done so insistently. 
Instead they ventured into their own 
kitchens, and in most cases found them 
wanting. The small streamlined cooking 
spaces – all wipe-clean Formica surfaces  
and mop-clean linoleum floors – that had 
seemed so convenient, so hygienic, so 
redolent of the brave new future to those 
designers and clients of the Forties and 
Fifties who had no intention of actually 
spending any time in them – turned out to 
be less appealing to a generation who had 
read Elizabeth David and wanted to cook 
their own daube de boeuf. 

In a cold climate, humans, like cats and 
dogs, seek out the warmest place in any 

house. Nancy Mitford, writing in the 
Forties about country-house life before the 
war, describes children making a den of  
the airing cupboard. Meanwhile gentlemen 
stood in front of the drawing-room fire, 
hitching up their coat tails to warm their 
behinds. Postwar women wearing the new 
synthetic fabrics could do so only with 
caution – my mother, in a snazzy green and 
silver striped rayon housecoat in the early 
Sixties, once set herself alight (she escaped 
unharmed, thanks to a quick-thinking 
dinner guest who knocked her down and 
rolled her up in a Persian rug).  

Once the kitchen became the heart of the 
house, though, such dangerous measures 
became redundant. Dining rooms, always 
chilly places, fell into disuse. Bewhiskered 
Victorian ancestors looked sadly down 
from their gloomy brown portraits on to 
empty brown chairs. The mahogany tables 
in which their Edwardian successors had 

taken such pride were heaped up with  
the family’s unpaid bills and unfinished 
homework, or replaced with Ping-Pong 
tables. By the beginning of the Seventies 
everyone was in the kitchen, leaning against 
the Aga. The best china, with its gold  
rim, was gathering dust in a cupboard 
while, even in cramped urban flats, people 
ate from Habitat-bought versions of 
French provincial pottery off scrubbed  
pine tables.  

In the bedroom, the duvet arrived, and for 
the first time tall Britons could stretch out 
in bed without having to point their toes 
uncomfortably beneath tucked-in blankets. 
Defences against the weather were becoming 
at once more efficient and less cumbersome. 
And so it has continued. Underfloor heating, 
down jackets, houses so effectively insulated 
that if you cook in a newly built kitchen 
without opening a window you’re likely to 
start feeling faint. It’s a cliché, which like 
most clichés expresses a truth, that the 
British talk all the time about the weather, 
but it’s been quite a while since we stopped 
going on about draughts. 

Every summer in this country  
A Midsummer Night’s Dream is performed 
in scores of outdoor venues, from school 
playgrounds to Regent’s Park. With its 

enchanted wood where love affairs  
flourish and tangle, where royals  
and workers meet and scoff at each other, 
where social hierarchy is magically messed 
up, the play offers a vision of the great 
outdoors. In 1970 Peter Brook famously 
took it indoors, staging it in a white box 
with props drawn from the circus and 
costumes as vividly coloured as the newly 
trendy Perspex furniture. This was a  
wood without trees, and a Dream without 
weather – a great theatrical achievement, 
but distinctly un-British. (Brook decamped 
from this country shortly afterwards.) 

By contrast, in 1985, Angela Carter 
published her typically idiosyncratic take 
on A Midsummer Night’s Dream. Her 
narrator is the Indian boy over whom the 
fairy king and queen are bickering. 
Shakespeare’s play is supposedly set in “a 
wood near Athens”, but as the boy 
caustically points out, Carter’s version of 
the wood is perfectly obviously a British 
one. “Rain, rain, rain, rain, rain! ‘Flaming 
June’, the sarcastic fairies mutter, looking 
glum, as well they might, poor dears, their 
little wings all sodden and plastered to  
their backs, so water-logged they can 
hardly take off.” That’s more our way. 
Making fun of the weather. Making fun of 
our ridiculous attempts to ignore it, and  
of the stoicism with which we endure it.  
It’s a very British kind of joke.   

One of the biggest public celebrations of 
recent years was that for the Queen’s 
Diamond Jubilee. Organising it occupied 
legions of people for months. Near on a 
million spectators, many of whom had 
crossed the world to be there, lined the 
Thames to watch a procession of more than 
a thousand boats pass through central 
London, the royal barge at its centre.  
It was the first week of June. The boats 
were crowded with women in pretty 
summer outfits. It wasn’t just raining. It  
was very, very cold. 

I was with my family on Albert Bridge. 
The crowd was making the best of things. 
Everyone took turns to go and get warm 
somewhere undercover. Others good-
naturedly stood aside to let them back  
into their places when they returned with 
takeaway hot drinks. We watched the 
flotilla start, from under our umbrellas, and 
then went home. Those who stuck it out 
risked pneumonia: the Duke of Edinburgh 
was subsequently admitted to hospital.   

What a shame, everyone said. What  
a wash-out, even. But no one was very 
surprised, or very annoyed. We live with 
our weather. We pride ourselves on the way 
we put up with it. Perhaps we’re even rather 
fond of it. I mean – what else are we going 
to talk about?  Q

IN  A  COLD CLIM ATE, 
HUM A NS,  LIK E C ATS A ND 

DOGS,  SEEK OUT THE 
WA R MEST PL ACE IN  

A N Y HOUSE
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Above: forVogue’s October 1940 issue, Cecil Beaton photographed four débutantes 
turned Land Girls – including Winston Churchill’s daughter Mary – “all of a glow 
alike from the sun”. Above right: a sun-struck Deer Park at Houghton Hall, October 
2012. Right: early April showers for a 1924 cover illustration. Far right: the 
ultimate comfort food – Arabella Boxer’s game pie (December 1980). Below: a fire 
blazes in the boot room of Sheherazade Goldsmith’s Devon home, Vogue May 2008
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From drawn-on lower lashes to the rise (and fall) of no-make-up make-up,  
the past century has witnessed subtle shifts in the way we want to look. Susan Irvine  

charts the beauty moments that made history – and Vogue’s role in creating them
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Vogue holds up a mirror to the times – a 
small mirror perhaps, but a singularly 
clear, brilliant and revealing one.” 

The words come from a Condé Nast 
chairman decades ago, but it’s still a widely 
held view. The mirror isn’t so much “singularly 
clear”, perhaps, as “clearly singular”, since it is 
slanted firmly in one direction. If an article 
titled “Peak Oil” appeared in Vogue, for 
example, you would expect it to be about the 
new trend in face oils, not fracking. Historic 
events are reflected, but through the 
magazine’s fashion and beauty remit. In the 
Forties, for instance, war was something style 
had to deal with: “By day: snail-shell curls, 
coiled high and tight all round the head, pass 
unscathed through the most ruffling activities, 
or lie smoothly under a Services cap.” Vogue 
also kept the flame of feminine fantasy alive: 
“by night: tiny combs, perhaps jewelled,  
will keep it elegantly poised.” Tiny combs, 
jewelled or not, would have been as rare as 
hen’s teeth in 1941.

If history gets a look in, so does literature. 
Byron was pictured in 1924, though not as a 
great Romantic poet, but as “forecaster of the 
coming bob – clipped short, with a fluff of 
curled hair just in front of the exposed ears,”  
while well-known novelists turned their 
hands to beauty writing. In 1929, according 
to Aldous Huxley, “a face can cost as much in 
upkeep as a Rolls-Royce.”

Nowadays the magazine isn’t quite so droll. 
We don’t get to hear Will Self on the cost of 
running a face (in some 
quarters, surely approaching 
the upkeep of a private 
plane). But if a female writer 
is photographed for the 
magazine, the readers are as 
curious to see how Vogue 
does her hair as to hear her 
views on metamodernism.

This is not because Vogue 
is superficial but because  
it is specialist, and its 
specialism is a light-hearted 
one. “Fashion and beauty 
should be fun,” says Twiggy.  
“I think it’s a very British 
attitude never to take them 
too seriously.” A certain 
irreverence has always been 
peculiar to the British 
version of the magazine. 
The very first issue in 1916 
opens with a pastiche of  
a nonsense poem from 
Through the Looking-Glass: 
“‘The time has come,’ 
designers say, ‘to talk of 
many things… Of where 
the waist-line ought to be, 
and whether hats have 
wings.’” It’s hard to imagine 

American or French Vogue staking their 
claim to Wonderland in the same way.

Vogue can be whimsical but it also has to be 
first with the trends. “Radium!” begins an 
article from 1916. “How short a time since 
that word represented to us the hardly 
attainable, the semi-miraculous, how quickly 
it has grown to be part of our daily life… To 
suggest that radium is good for the skin 
seems almost superfluous.” You hope that 
readers stuck to the Pond’s Cold Cream in 
this instance. 

Early Vogues could also be bossy: “Lips and 
cheeks are not too red. Noses are never white. 
Nails shine, but discreetly, and they are pink, 
not carmine.” The rather imperious tone was  
a hangover from the Victorian era, when a 
woman’s duty was to be beautiful. But she had 
to do it without the overt use of cosmetics 
until the Twenties, when the flappers – all 
bobbed hair, androgynous bodies and smoky 
eyes – rebelled against the prevailing look of 
the simpering angel. Here’s Huxley again: 
“Women are freer… they have the right, if not 
to be less virtuous than their grandmothers,  
at any rate to look less virtuous.” 

The idea of beauty as a duty was reinforced 
by the Second World War. In 1943, Vogue  
ran a picture of a Ziegfeld Follies girl as 
“Vogue’s pin-up present for the Services”, her 
image offered as a kind of promise from 
Vogue’s universe of women to men facing the 
grim realities of war. This was an era far 
removed from ours, when women, above all 

beautiful women, seemed 
mysteries to men. Richard 
Avedon, talking about the 
Fifties model Dovima, 
expressed it like this: “The 
idea of beauty then was the 
opposite of what it is now.  
It stood for an extension  
of the aristocratic view of 
women as ideals, of women 
as dreams, of women as 
almost surreal objects.” 

But it was difficult for 
British women to project the 
dream, not just during the 
war, but in the hard years  
of rationing after it. “We  
had barely any products,” 
remembers Drusilla Beyfus, 
who was a young journalist  
on Fleet Street in the Fifties. 
“A Coty powder. A Rimmel 
block mascara. A red lipstick. 
Everyone borrowed each 
other’s clothes.” The texture 
of make-up was thick and 
crude. “If I wore foundation 
for work or a special occasion,” 
remembers Joan Collins, then 
a young starlet, “it would be 
heavy panstick which made 

my teenage face look 10 years older.” But then 
the ideal was a mature look, anyway, “the sleek 
greyhound glamour of the top model of the 
day, Barbara Goalen.”

“Believe it or not,” continues Beyfus, “the 
woman you wanted to look like was your 
mother. Pearls, tweeds, elaborate hairdos. 
And then came Mary.” As in Quant.  
Up went the skirts, way up above the knee  
for the first time ever, radically changing the 
ideal body shape. Out went poise and 
sophistication. In came youth and freedom. 
“That’s what the mini epitomised,” says 
Quant. “Freedom. I wanted women to throw 
off the terribly restrained reaction to the war. 
To run and dance and be liberated.” 

The mini was seen as scandalously sexy  
at the time. Looking back, though, what 
stands out is how childlike the models appear 
in their tiny triangle dresses, with their eyes  
as big as babies’, and their make-up, from  
the mid-Sixties on, doodled over their faces 
with kidult glee. “The playfulness,” says 
Quant, “was partly to do with ‘flower > 

Top: postwar and perfectly polished,  
1949. Above: glamorously futuristic, 1951.  
Below left: making a statement – Nancy 
Cunard, photographed by Man Ray in 1927.  
Bottom left: folksy femininity in 1935

“It’s very British 
never to  

take fashion 
and beauty too 

seriously”

VOGUE
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power’. And the models were the complete 
opposite of the stiff models of the Fifties, 
Twiggy in particular.”

Ah yes, Twiggy. A 16-year-old schoolgirl 
getting on the bus in Neasden at the urging 
of a friend of a friend and heading to  
the salon of the king of hair, Leonard of 
Mayfair. “I sat down and Leonard said,  
‘Can I do a new haircut on you?’ and I said 
‘Yeah, all right.’ He cut my hair and I went 
back to school and that should have been the 
end of it.”

But it wasn’t. Barry Lategan took a few 
snaps of her and Leonard hung them in his 
salon. They were spotted by the Daily 
Express’s fashion editor, who proclaimed 
Twiggy “the face of 1966”. Next thing,  
she was spirited away to New York and 
photographed by Avedon for Vogue, romping 
across the magazine’s spreads in a highly 
unladylike fashion. 

“That’s the power of a haircut,” says John 
Frieda. “It can totally define a face, and a 
moment.” Frieda started as “shampoo boy” at 
Leonard’s the year after Twiggy’s discovery, 
and was soon assisting him on shoots. 

“I wouldn’t say boo to a goose in those 
days. But the editors got to know me and 
when Leonard was too busy they’d say, ‘Send 
John along.’ To my fear and trepidation.” It’s 
only looking back that he realised the editors 
– “Grace Coddington, fashion editor Sheila 
Wetton” – were asking for him when they 
didn’t need much hair. “It was mostly sessions 
to do with hats. In fact my first credit in 
Vogue was ‘Hair hidden by John at Leonard’.” 

Frieda went on to open his own salon in the 
Seventies, and continued styling for Vogue. “We 
used to hang out at the end of a shoot and 
experiment. One time I had the idea to do a 
short cut that was all about a deep fringe that 
went ear to ear. Barry Lategan shot it and 
beauty editor Felicity Clark stuck it in her 
pages.” When the issue came 
out, he got a call from Joanna 
Lumley. “She said she was 
looking for a distinctive cut for 
a part she’d got in a TV show 
called The New Avengers, and 
she’d seen this picture of a 
really deep fringe in Vogue. 
What did I think? That was the beginning of 
the Purdey cut, a total mania.”

It’s hard now to imagine the giddy effect of 
the new freedom in the Sixties and Seventies. 
Young women had jobs, their own cash; they 
could go on the Pill. Beauty became a form 
of play, sometimes inspired by actual 
playthings. Twiggy’s pencilled-on lashes in 
her early shots may look like an avant-garde 
statement by a happening make-up artist, 
but they were drawn on by the model herself 
– “inspired by the rag doll in my bedroom”.

It seems extraordinary to us now, but  
back then all models did their own make-up. 

A few cosmetic brands 
had make-up artists who 
worked at their salons, 
some of whom, like Pablo 
for Elizabeth Arden, 
might occasionally do a 
set piece in Vogue. But 
Barbara Daly pretty  
much invented the job  
of photographic make-up 
artist in the Seventies.  
“I’d tell people what I did 
and they’d look at me  
and say, ‘You do what?’ 
They couldn’t see the need 
for me. 

“Vogue’s place in the 
magazine world has always 
been to nurture creativity,” 
Daly continues. “It was 
where you could take a 
mad idea and run with  
it.” The Seventies was a 
time of dazzling colour in fashion, but the 
technology behind make-up products hadn’t 
caught up. “So we had to invent. I used Caran 
d’Ache art crayons, mixing them with 
foundation to make them glide: green, bright 
yellow, red, blue, sometimes all at once in a 
rainbow.” The results, she says, were “images 
from the world of imagination”.  

The prevalent fantasy world of the era was 
a disturbing one of sexual power politics seen 
in photographs by Helmut Newton and Guy 
Bourdin. But alongside this was a radically 
different vision offered by female 
photographers such as Deborah Turbeville 
and Sarah Moon. They created dreamlike 
worlds that seemed to express women’s inner 
states of being; a psychic zone somewhere 
between childhood and womanhood.

This is the other mirror that Vogue holds 
up, a looking-glass that the reader can step 

through into a topsy-turvy 
floating world, like Alice 
stepping into Wonderland. 
There is no plausible scenario 
in real life where you could 
emulate Sarah Moon’s 
fashion spread from 1972, in 
which Susan Moncur is made 

up by Barbara Daly as a porcelain Pierrot 
with a tiny, dark mouth and eyes sooty-
black from shaved eyebrow to cheek. Thus 
arrayed, the Pierrot-girl wanders a deserted 
Paris, accompanied by the psychopomp of  
a little dog in a pirate’s hat. Unconnected 
from reality these “looking-glass” shoots 
may be, but their role was not to reflect  
the times; it was to connect with women  
on a deeper level. 

And then came punk. Punk didn’t register 
much in Vogue. But what it did do, according 
to make-up artist Mary Greenwell, was to 
“mark an extreme, an outer limit of freedom.” 

With punk, the far reaches of hair and make-
up were no longer in the magazines. They 
were out there in the street, radical fantasies 
that had never been dreamt of before. And 
then suddenly, by the early Eighties, it was 
over. “Make-up was dumped.” 

Enter the supermodels. Before Cindy, 
Claudia, Naomi, Christy et al, nobody  
knew models’ names. (Twiggy was the 
exception.) Greenwell, who, with Sam 
McKnight, formed the hair and make-up 
dream team of the time, has a theory: “If  
they had been around in the Seventies,  
they would have been covered in make-up 
and no one would have noticed them.  
But the Eighties photographers [Patrick 
Demarchelier, Peter Lindbergh, Arthur 
Elgort] didn’t like make-up. They wanted 
the girls to be natural beauties. This is why 
the supermodels happened.”

This was the heyday of the “no make-up 
make-up” look, which soon evolved to mean > 

“I used Caran 
d’Ache crayons, 
mixing them 

with foundation”

Top left: Sixties self-expression,  
1969. Above: futuristic feline flicks, 
1966. Left: creativity unleashed, 1984. 
Below: shimmering showgirl, 1969
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ROSIE HUNTINGTON-WHITELEY

EVERY GREAT HAIR
STORY STARTS  HERE

MOROCCANOIL TREATMENT AND MOROCCANOIL TREATMENT LIGHT:

THE ULTIMATE FOUNDATION  FOR ALL HAIR CARE AND STYLING

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
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wearing rather a lot of make-up, so long as it 
was in the nude and brown tones popularised 
by Bobbi Brown. There was also grunge.  
At first, like punk, grunge was a music 
phenomenon that didn’t touch the world of 
Vogue. “If it hadn’t been for that Vogue shoot  
of Kate with the Christmas lights round her 
head, grunge wouldn’t have made a mark on 
fashion,” says Greenwell. “And with grunge, 
the girls wore literally nothing on their faces.  
I mean, no base, no concealer – in Vogue!” 

That spread by Corinne Day from 1993 
shows Kate Moss in a scruffy flat, wearing £4 
pants and a pair of American Tan tights. Her 
hair is uncombed, her face bare. There was a 
make-up artist present – Miranda Joyce – but 
the effect is raw, unmediated. It was the 
opposite of the dreamy looking-glass worlds 
of the Seventies. It was real. In the context of 
Vogue, the Kate grunge shoot was the most 
surreal one of them all. 

But fashion and beauty could not survive – 
Vogue could not survive – without the big 
brands that grunge rejected. Nor could the 
supermodels. “That whole grunge period was 
not my favourite,” Claudia Schiffer confessed 
in Vogue. “I was so used to having big hair with 
lots of volume that it felt extreme.”

She needn’t have worried. By the mid-
Nineties, grunge’s challenge to the fashion 
machine had been digested 
and spat out. In its place there 
ruled a hyper-sexy Seventies 
New York vibe, courtesy of 
Tom Ford at Gucci. All 
tousled hair, leather trousers 
and slick eye-gloss, Ford’s 
smouldering rock chick was 
about as far as you could travel from boho 
navel-gazer in ethos as well as looks. 
Glamour, sex, beauty and cash had reconnected 
– and more powerfully than ever.

And what of beauty in our new millennium? 
“The number of times I’ve gone to a  

shoot and they’re referencing  
pictures I’ve done before,” says 
Greenwell. “It seems there’s  
no such thing as Now, now.” 
But flip that on its head and 
you could say that everything  
is Now, now. “If I were to 
define Nowness in beauty, it 
would be ‘more is more’,”  
says Nicola Moulton, Vogue’s 
beauty director. “It’s all  
about experimentation and 
temporary effects, a melting 
pot of ideas. Above all, it’s 
about referencing. Vogue used 
to be one of the few places you 
could see beauty trends. Now 
we Instagram, check Pinterest 
boards, and have runway shows 
streamed to our devices.”

As references proliferate, so 
do products. We’ve come a 
long way since Barbara Daly 
had to pop to the art shop for 
a coloured crayon. “The quality as well as 
quantity of products now is astonishing,” 
says Greenwell. Beauty has become  
ever more of a playground, and not just  
for teens and twentysomethings. Around 
2008, Moulton commissioned a piece on 

the new trend for outré 
manicures, having noticed 
that “women in jobs like law, 
who would never have veered 
from a French manicure, 
were painting their nails 
colours like navy and grey.” 

Women have always been 
aware of the transformative power of beauty, 
how a great hairdresser can chop through the 
blah like a sculptor cutting through a block of 
marble to reveal the Venus within. But when 
it comes to make-up this power is now much 
more in their own hands. “Everyone is a 

make-up artist now,” states 
Moulton. “The information 
is at their fingertips, and 
there’s a new democratisation 
of voices.” 

It’s less clear if this 
democratisation is truly 
widening out to reflect 
Britain’s modern ethnic 
diversity. Many people think 
the first black model on the 
cover of British Vogue was 
Naomi Campbell in 1987. In 
fact, Donyale Luna was the 
first, two decades earlier. But 
even Naomi’s long reign as 
the British supermodel has 
not led to a sea change for 
black models. Right now, 
though, a stellar group of 
young black women, 
including Joan Smalls and 
Malaika Firth, are making 
Vogue’s pages their stomping 

ground, led by model of the moment Lineisy 
Montero. We’ll have to see if this is just 
another fashion moment, or the dawn of  
a new era. 

And it does feel like we’re on the brink  
of something. Last century was an 
extraordinary one for women, kicking off 
with the right to vote (for some) in 1918. As 
women gained a voice, new roles, it was 
natural that they began to explore what it 
meant to be female. In the small mirror that 
is Vogue, this was reflected as the turn to 
androygny: “Today a woman to be beautiful 
must be as cylindrical as a factory chimney,” 
quipped an editorial in 1924. The magazine 
was full of waistless, breastless girls with 
boy-cut hair wearing Chanel outfits in 
jersey (formerly only used for men’s 
underwear). The Sixties, another moment 
of sexual revolution, saw a second wave of 
androygny. And today, androgyny is 
resonating again for women, while for the 
first time men feel free to play with 
femininity in a mainstream way. The 
blossoming of gender fluidity right now 
goes beyond what exploring societal norms 
has meant previously. Today, it feels  
more like an identity mutation. If any  
trend is going to lift us out of the cycle of 
referencing, my bet is on this one – a new 
way for women and men to express 
themselves as sexual beings.

Meanwhile, at the end of Vogue’s first 
century, it makes sense to be revisiting this 
long Now we’ve been living through since 
about 1918. This is a time to review what’s 
been reflected in the small and brilliant 
mirror, and to slip through the looking-glass 
into images that belong not just to other 
times, but to other worlds – to let our minds 
float free and dream.  Q

Top: vintage-inspired  
glamour, 2000. Above:  
the height of androgyny – 
Joan Smalls in 2012

Tousled 
seduction, 2016. 

Left: barefaced 
beauty – Kate 
Moss in 1997
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In grunge’s place 
ruled a hyper-
sexy Seventies 
New York vibe

392



WONDER PILL
Ten years in the making, Ioma’s Collagen 
Renew, £89, is the latest answer to anti-
ageing in one simple pill.  This futuristic 
approach works from the inside out, 
enabling the ingredients such as Omega 
3 and Isoflavones to reach the deepest 
dermal layers, boosting collagen and 
reducing wrinkles by up to 25 per cent.

PAD AND GLOW
With instant brightness and long-term 
firming benefits, Perricone MD’s DMAE 
Firming Pads, £53, are packed with skin 
glowing ingredients. The patented pads are 
designed to be used morning and night for 
improved skin tone, tautness and wrinkle 
reduction, restoring natural luminescence.

HERBAL REMEDY
Using a blend of Chinese herbs, 
SkinPointEight Age-Adapt Eye  
Cream, £180, focuses on repairing skin 
and preventing UV damage, while active 
seaweed extracts work to hydrate and 
plump. The potent combination keeps 
skin looking bright and promotes collagen 
turnover for a youthful glow. 

CLAY TIME
Clay has long been used for its deep-
cleansing abilities. Révive’s Masque de 
Glaise, £95 utilises kaolin, an intense clay, 
to purify, while bisabolol soothes and calms 
irritated, dry skin. For best results use once 
or twice weekly, and skin will be restored 
to a healthy, hydrated condition.           

COMING UP ROSES
When skin is plump and hydrated, it’s 
instantly transformed. Fresh’s Rose  
Deep Hydration Face Serum, £44,  
not only promises 24-hour hydration, 
it also optimises skin, making it more 
receptive to ingredients. Rose oil and 
rosewater, hyaluronic acid and potent 
algae lock in moisture while soothing  
and smoothing skin.  

GOLDEN AGE
Ila’s Gold Cellular Age-Restore Face 
Cream, £120, uses the finest ingredients 
– 24ct gold, in fact – to boost collagen 
and cleanse the skin of toxins. Add to that 
white-lily stem cells to nourish and smooth 
fine lines, leaving skin with a golden glow.

Summer calls for a skincare 
refresh to bring back brightness. 
Introducing the Harrods Beauty 

Apothecary exclusive skincare 
line-up that will return radiance 

into your skin 

Photograph by Omer Knaz
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A century 
of   

From dancing with balloons to smoking, 
Lauren Murdoch-Smith looks back on  
100 years of diet and exercise crazes

1929  
Bubble dancing

Folies-Bergère performer Georgia 
Graves’s “Bubble Dance” routine,  

as described in Vogue’s March 1929 
issue, involved using a balloon. “Try to 

follow the balloon rather than make  
it follow you,” the piece suggested.  

1930S Grapefruit
Believed by some to contain a fat-
obliterating enzyme, grapefruit was 
the centrepiece of a diet popular in the 
Thirties. A meal might consist of coffee,  
an egg and grapefruit. 

1950S   
Skimmed 
milk
In the Fifties, all the talk 
was of the Skimmed Milk 
Diet. For followers, every meal started 
with a glass of the skinny stuff.

1960S Gelatine
Touted as a valuable source of protein, 
with impressive nail-strengthening and 
hair-glossing properties, gelatine was  
a fashionable addition to Sixties diets. 
Gelatine-based dishes that were said  
to be filling included seafood aspic and 
eggs in jelly. Appetising... 

1990S Atkins
Finally, a diet that sounded doable. The 
Atkins eating plan, with its emphasis on 
carb-cutting and filling up on protein,  
was a revelation, and the books explaining  
it became bestsellers in the Nineties.   

2000S Superfoods
In 2003 it was quinoa, 2007 was all 
about blueberries, acai reigned in 2009, 
and 2010 was the year of the goji berry. 
During the Noughties it seemed that 
a new seed or berry was being hailed 
as a protein-rich, antioxidant-packed 
superfood every couple of months.  
As a result, prices for what were once 
humble ingredients went through the roof. 

2010S Juicing
Whether we’re doing it as part of a 
cleanse or grabbing a bottle of the freshly 
pressed stuff during our morning coffee 
run, juicing has become part of our lives. 
Gadgets like the NutriBullet and VitaMix 
are now kitchen must-haves. Q

1936  
Ballet for beauty

Ballet was booming in the Thirties 
after the rebuilding of Sadler’s Wells. 

“It’s important that you really abandon 
yourselves to the joy of spontaneous 

movement,” Vogue explained, describing 
a series of ballet-inspired stretches.  

1950S 
The hula hoop

Fifties fashion was all about the waist, and 
what better way to keep it trim? This was 

the decade hula hoops became widely 
available, and classes teaching women 

how to use them started popping up. 

1960S  
Good vibrations

Labour-saving gadgets were big news in 
the Sixties, and vibrating belts designed 

to tone you up were part of that larger 
cultural shift. They 
paved the way for 

equipment like the 
Power Plate.   

1980S  
Workout 

videos
Jane Fonda brought aerobics into our 

living rooms when her first video, 
Workout, came out in 1982. Her clothes  

– elasticated belts over a leotard and 
leggings – made fashion waves, too.    

1990S Yoga 
In the Nineties we swapped feeling  

the burn for a more peaceful, mindful 
approach to exercise. Madonna, Christy 

Turlington and Gwyneth Paltrow became 
yoga’s poster-girls, and by the end of the 

decade it felt like there was a studio  
on every street corner. Yoga retreats 

were the only way to holiday.  

2000 Tech-fit
The Apple Watch, the Fitbit and the UP 

by Jawbone have quickly gone from being 
niche tech items to household names. 

Trend forecasters predict that we’ll soon 
all know exactly how many calories we’ve 

consumed and steps we’ve taken  
each day as a matter of course.   

1910S Cheese
St Ivel cheese was advertised in Vogue as 
“the ideal health food”. It was believed not 
to tax the digestive system or overheat 
the blood, and its “nourishing properties” 
were held to keep you in peak condition.

1920S Cigarettes
The Twenties fashion for boyish figures led 
to a boom in fad diets. In 1928, cigarette 
brand Lucky Strike decided to capitalise 
on nicotine’s appetite-suppressing 
qualities and launched an advertising 
campaign featuring the slogan “Reach  
for a Lucky Strike instead of a sweet.”

EAT
 LIKE 

CRAZY

WORK 
OUT
LIKE
MAD
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BEAUTIFUL HAIR BEGINS 
WITH A K – SO CELEBRATE 

A STATEMENT STYLE  
WITH A SLOGAN OR  

TWO TO MATCH

IN  
WITH 
THE 
NEW

Photography by ALEX FRANCO  
Styling by LUCY BOWER

K is kool
…and it doesn’t 
get much kooler   

than a bold  
salon cut with 

effortlessly 
“undone” styling  

Mae’s hair by Stephen 
Low at Neville  

Hair and Beauty 

Make-up: Rebecca 
Wordingham.  
Models: Elise Esseboom,  
Mae Lapris, Lou Schoof



ALEX FRANCO

“Use Mousse 
Bouffante to 

amplify hair and 
sweep over to the 

side for a new 
take on evening 

glamour”
JAMES GALVIN  

AT DANIEL GALVIN

Welcome to the K-squad
When it comes to luxurious, show-stopping hair, 

Kérastase is the shining star
Elise’s hair by James Galvin at Daniel Galvin
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Shine on
You can always  

spot Kérastase hair 
by its naturally 

healthy shine and 
touchable softness 

Lou’s hair by Jordan Garrett 
at Daniel Hersheson



Hair love affair
Want your own hair 
love affair? Try the 
newly reformulated 
Nutritive range  
by Kérastase 
Mae’s hair by Stephen Low  
at Neville Hair and Beauty TH
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Beauty icon
Since 1964,  

Kérastase has been 
creating innovative, 

professional  
luxury haircare 

Lou’s hair by Jordan Garrett 
at Daniel Hersheson

“Kérastase products allow you to work  
with the natural texture of hair, enhancing 

its beauty so the results always look 
effortless and natural”

JORDAN GARRETT AT DANIEL HERSHESON

ALEX FRANCO

VOGUE PROMOTION



The art of 
simplicity
A timeless bob 
gets a fresh spin 
with a simple tuck 
behind the ear  
and a neat flick  
at the ends 
Lou’s hair by Jordan 
Garrett at Daniel 
Hersheson
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“Soft, low waves and a centre 
parting are the new way to wear 

a grown-out bob”
STEPHEN LOW AT NEVILLE  

HAIR AND BEAUTY

Signature shapes
Kérastase products 

are all about 
creating the 

foundations of 
healthy hair, so that 

you can wear it 
however you like. 
It’s all about you 

Mae’s hair by Stephen Low 
at Neville Hair and Beauty 

ALEX FRANCO

VOGUE PROMOTION



Kérastase spells perfect hair
Kérastase salons know that 
creating your ultimate style  
isn’t a one-size-fits-all approach. 
Bespoke experiences are  
always at the heart  
Discover the range for yourself and watch 
the Vogue-Kérastase  story unfold at  
Vogue.co.uk/promotions/kerastase

From left: Mae’s hair by Stephen Low at 
Neville Hair and Beauty. Elise’s hair by 
James Galvin at Daniel Galvin. Lou’s hair 
by Jordan Garrett at Daniel Hersheson
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BEAUTIFUL HAIR: IS IT AN ART, OR A SCIENCE? MAYBE IT’S A LITTLE 
OF BOTH. BUT THERE’S ONE BRAND THAT KNOWS ALL THE SECRETS 

 b orn in 1964, Kérastase has spent more than 50 years 
creating an innovative approach to haircare that forms 
the perfect fusion of science and luxury, in partnership 
with the best hairdressers. 

The brand has become globally recognised as the gold standard 
in professional, luxury haircare. Take Nutritive, Kérastase’s most 
iconic range. Only Nutritive knows how to achieve hair that’s truly 
soft to the touch – no matter how dry to begin with. And now, 
Kérastase is taking Nutritive to the next level with new technology 
that means its famous “touchably soft” feeling will last way beyond 
the moment you’ve styled it; in fact, the newly formulated in-salon 
service now contains Système Nutri-Capture, Kérastase’s most 
powerful nourishing complex ever, to deliver deeper, more intense 

and lasting shine to hair.  In addition, the Nutritive range has a 
chic new look that reflects a sleek, understated yet glamorously 
modern design aesthetic. And the final secret to beautiful hair? A 
salon that treats you as an individual. Kérastase services are tailor-
made for each client, and the brand new Nutritive in-salon 
treatment is made to measure by your hairdresser, offering a 
solution for all dry hair types. 

Discover Nutritive and all the other exceptional Kérastase rituals 
in salon by logging on to the salon locator at Salons.kerastase.co.uk. 
You’ll receive a complimentary bespoke diagnosis and in- 
salon exclusive service so you can feel the Kérastase difference  
for yourself. Art or science? Both. Just ask Kérastase and its  
partnered hairdressers.  Q

FEEL THE 
DIFFERENCE
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LAUREN MURDOCH-SMITH REVEALS 
WHAT’S SHAPING BEAUTY NOW

1.  DYSON SUPERSONIC HAIRDRYER, £300

Everyone is talking about Dyson’s 
first foray into health and beauty:  
a seriously lightweight hairdryer 
that’s eight times faster than 
others. Its tiny but powerful motor 
sits in the handle, making it easy  
to hold and quieter thanks to the 
“acoustic silencers”. If only it 
vacuumed your floor as well.
2. BRAUN SILK-EXPERT IPL, £400

This at-home laser treatment’s 
skin-tone sensor adapts light 
intensity according to your 
skin colour. It also zaps legs  
in eight minutes. 
3. DARPHIN SONIC CLEANSING  

AND MASSAGING EXPERT, £125

Inspired by the fingertips of  
the Darphin facialists, this  
two-headed tool cleanses with  
a rounded brush while the steel 
head boosts microcirculation.
4. STARSKIN ARTIST FX, £72.95

Pulsating at 4,800 pats per minute, 
this gadget is designed to apply 
serum, foundation and powder 
with one simple change of head. 
5. COLOUR ME PRO EDITION KIT, £58

Using 15,000 sonic pulses a 
minute, this clever gadget blends 
your base (foundation or powder) 
into skin as if it were airbrushed.  
6. FOREO LUNA PLAY, £29

A mini version of the futuristic 
cleansing tool, Luna Play is 
charged for 100 uses, making  
it portable and fun. 
7. BEAUTYBLENDER BLOTTERAZZI, £16

Beautyblender’s latest innovation is 
a reusable blotting sponge designed 
to absorb excess oil without 
interfering with your make-up. 
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i ndoor plumbing was a stranger  
to my great-grandmother in  
the Twenties. Years later, my 

Methodist grandmother was a believer 
in the stand-up wash with a fierce 
flannel and the cruel carbolic soap. She 
disapproved of lavishing a full tank of 
hot water on something so self-
indulgent as a long bath, though 
possibly she allowed a half tub before 
chapel. My mother, on the other hand, 
spent hours in the tiny carpeted 
bathroom of my childhood, messing 
about with the peroxide and the Avon 
bath salts. I myself am too time-poor 
for much beyond the two-minute 
power shower, though my small 
daughter loves to linger in the tub with 
a fizzy bath bomb. A century of social 
mobility and cultural change is 
reflected in the bathwater. 

The cult of the bathroom is a 
twentieth-century phenomenon. “In 
these enlightened days ‘my lady’s 
bower’ has become the most important 
feature of the house,” trumpeted Vogue 
in 1936. “Formerly the drawing room 
was the showpiece; but now the 
bedroom and bath of the mistress  
of the house is the decorator’s greatest 
problem. Often as much money is 
expended on it as on any other single 
room. Mirrors are lavishly used, 
porcelain of every colour, while 

plumbing is as near a thing of luxury 
as it can be. No luxury is too good for 
this feature of the modern house.” 
The article was 
accompanied by 
pictures of the art-
deco dressing room 
and bathroom of 
architect’s wife Mrs 
Robert Lutyens. Bathing seems to 
combine the ancient glamour of 
Cleopatra with high-tech modernity, 
but it has long been exclusive. 

For centuries the British had an 
aversion to water. Medical orthodoxy 
was suspicious of bathing; the skin 
protected the body from putrefaction 
and disease. Cleanliness meant 
washing your face and hands and 
changing your linen. The linen shift 
was the universal undergarment and it 
could be washed within an inch of its 
life. A snowy white collar and cuffs 
testified to your virtue. Grubby linen 
stank of moral impurity. But of course 
spotless linens radiated status and > 

AS THE BATHROOM 
TRANSFORMED OVER 
THE CENTURY FROM 
PLACE OF NECESSARY 
RITUAL TO SANCTUARY 
OF WELLBEING, 
AMANDA VICKERY 
CONSIDERS ITS IMPACT 
ON WOMEN’S LIVES

Immersive 

For centuries  
the British had an 
aversion to water

“Stars at Night”, 
photographed  

by Eric Boman,  
Vogue December 1974
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wealth, too. It’s hard enough today  
keeping a white shirt pristine on the 
commute to work. Imagine the 
woman hours in the suds and the bevy 
of laundry maids it took to keep a 
household whiter than white. 

Most new middle-class homes had  
a flush toilet by the 1850s, and 
plumbed-in baths began to be installed 
in the 1880s, but early bathroom 
fittings were designed much like other 
heavy Victorian furniture, encased in 
mahogany cabinets. The bathroom was 
of a piece with the drawing room and 
bedrooms – all mahogany, rugs, curtains 
and wallpaper. It was the late Victorian 
development of germ theory that 
created the clinical bathroom as we 
know it. If the invisible enemy was 
lurking everywhere, a much more 
demanding definition of scrupulous 
cleanliness was required. In 1894, 
William Lever introduced Lifebuoy, 
the first carbolic soap, with its 
distinctive crimson colour 
and medicated pong.

t hereafter, the truly 
sanitary bathroom 
became a hospital 

room, with porcelain 
fixtures, lined with tiles 
that could be sluiced with 
bleach. An aesthetic of 
clinical hygiene took 
hold. Advertisements 
confirm that the design of 
the modern bathroom 
was fixed early in the 20th 
century. Vogue kept up a gallant 
campaign to “enliven the severely 
sanitary aspect” of bathrooms (May 
1924). The very first edition of British 
Vogue in 1916 deplored the triumph  
of ugly plumbing over decorative  
wit, disparaging American “spigots” 
and seeking out the witty bathrooms 
of the avant-garde. “No longer  
shall cleanliness rank, decoratively 
speaking, next to ungodliness; the 
chief end of the new bathroom is 
beauty.” Rose-pink marble and sinks 
mimicking bird baths were all lovingly 
described. Maybe readers needed 
their minds taken off the war. 

Yet the only real variation over the 
decades was in the colour of the 
porcelain and set dressing. In February 
1929, Vogue suggested that “dull blues, 
browns and greys” offered “an element 
of freshness and joie de vivre” as well  
as “a delightful variation from the ice-
cream colours now prevailing”. In April 
1929, Vogue talked about jazzing up the 
bathroom with a wallpaper screen. 

The march of modernism only 
reinforced the appearance of hygienic 
efficiency. By 1936, Vogue was all for 
streamlining. “A shower bath, like the 
one being enjoyed by the lady above, 
can be fitted by Waring of Oxford 
Street, to spray you from all directions 
at once – for we fairly worship hot 
water, make a shrine of the bathroom 
and offer it the loveliest fittings. But 
in no other part of the house – except 
the kitchen – is functionalism so 
rigidly observed. Nothing that does 
not serve a purpose should be 
introduced… The essential weighing 
machine is from Heal.” 

Bathing was still riddled with 
inequality. In August 1941, with 
breathtaking disregard for wartime 
austerity, Vogue advocated three baths  
a day: a tonic bath before breakfast,  
a hot bath before dinner and a soothing, 
tepid bath before bed. Meanwhile  
the poor were still known as the  

great unwashed. One of 
the rearguard arguments 
against opening country 
houses to tourists in  
the Forties was the 
intolerable smell of the 
daytrippers. Indoor baths 
were unheard of in 
working-class homes till 
the Twenties. From 1919, 
new council houses had 
built-in bathrooms. The 
novel joy of indoor 
plumbing erupts again 
and again in people’s 

memories of being rehoused in the 
new estates in the Fifties. 

With the democratisation of  
hot water, advertisers encouraged 
Everywoman to engage in regular 
beauty rituals, with Amami setting 
lotion, Radox bath salts, or a drop of 
Estée Lauder’s Youth Dew in the 
Fifties, Body Shop bath oils and a 
Clinique cleansing bar by the Eighties. 

It is a gleaming bathroom and 
kitchen which sell a house today. The 
appearance of hygiene remains critical. 
It’s still called “sanitary ware” after all. 
(However we have yet to banish the 
toilet to another room, tolerating a 
juxtaposition of the clean and the dirty 
which the Japanese find bizarre.)

With the privilege of clean water, 
disinfectants and antibiotics, we can 
afford to hanker after ancient rituals, 
too. As Vogue concluded in November 
2005, “the modern bathroom is far 
more than just somewhere to get clean: 
it’s sanctuary, spa and private downtime 
area”. If only I had the time.  Q

In 1941, with 
breathtaking 

disregard 
for wartime 
austerity, 

Vogue 
advocated 
three baths  

a day

Hans Schwarzkopf introduces 
one of the world’s first liquid 

shampoos, making at-home 
hair-washing more akin to a 

salon experience

1927

Estée Lauder transforms the 
perfume world by launching 

Youth Dew as a bath oil.  
“A woman could buy herself a 

bottle of bath oil the way she’d 
buy a lipstick – without feeling 

guilty, without waiting for  
her birthday,” she says

1953

Bathtime is still seen by most as 
an indulgence: according to a 

Vogue survey, only one woman 
in nine uses bath oil

1957

Coloured bathroom suites 
become popular as art deco 
takes hold. Suites typically 
come in green, pink and – the 
most popular – blue 

Invention 
of bubble 
bath. 
Bathtime 
becomes an 
“event”

The Jacuzzi brothers design 
the first portable hydrotherapy 
pumps to treat arthritis. By 
the Sixties, domestic versions 
called “whirlpool baths” are 
widely available

1956

Thalassotherapy (spa therapy) 
is born in France. It centres 
around body treatments in 
clinics on the northern coast, 
where the water is rich in 
minerals, but soon extends 
into at-home bathing products 
such as Thalgo and Phytomer

Radox bath liquid becomes the 
household choice for easing 
tired muscles. Baths are no 
longer just an indulgence, with 
products marketed as having 
therapeutic benefits, too

1960s

The first “designer bath towels” 
by Yves Saint Laurent

The Body Shop launches in 
Brighton and makes bathtime 
fun with bath pearls and 
brightly coloured soaps

Showers are 
ubiquitous, 
and as a 
nation we 
now shower 
more than 
we bathe

1970s

In the decade of excess,  
no bath is too big: round, 

sunken and corner baths are  
the order of the day 

The bath as sanctuary:  
Psychology Today publishes  
a study claiming “too few 
bathrooms in a home may 
contribute to family stress”

1986

Jo Malone becomes the  
last word in chic bath  

and body products

1990s
The concept of the “home 
spa” gives rise to countless 
new beauty launches, 
including candles for the 
bathroom and bath salts to 
recreate that spa feeling

2000s

1930s

HOW WE
BATHED
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Light years ahead.

Protect, hydrate and restore

In addition to protecting skin against HEV Light with a 
fractionated melanin compound, Supreme Day Cream 
contains a powerful blend of antioxidants to shield skin 
against environmental aggressors, whilst restoring 
moisture and helping to prevent water loss from within.

$� ´WHQVH� DQG� OLIWμ� FRPSOH[� DQG� OLJKW�UHÁHFWLYH� SDUWLFOHV�
provide an instant tightening effect and leave skin glowing.

Available in-store and online at drsebagh.com

Shield your skin from HEV light 

Dr Sebagh Supreme Day Cream is a breakthrough formula that 
takes daily protection to a new level by helping to shield skin 
against High Energy Visible Light (HEV/daylight), also emitted 
by laptops, tablets, mobile phones, LED lights and more.

HEV Light can be as damaging as the effects of UVA and 
UVB light combined. This pioneering cream, created by world 
UHQRZQHG�FRVPHWLF�GRFWRU�'U�-HDQ�/RXLV�6HEDJK��LV�WKH�ÀUVW�
daily moisturiser to combine HEV protection with a multitude 
RI�SRZHUIXO� $́JHLQJ�0DLQWHQDQFHμ�EHQHÀWV��

Introducing the moisturiser made to protect your skin in a hi-tech world.







Whether you’re facing heavy 
exhaust fumes and city smog or 
starting to see the effects of all-
night partying, Clarins Booster 
Detox is highly enriched 
with green coffee extract – a 
plant native to tropical Africa, 
known for its potent detoxifying 
properties – that when added 
to your daily skincare, acts 
to purify skin and counteract 

free-radical damage caused 
by environmental toxins. For 
best results, add a few drops 
into Clarins HydraQuench 
Cream-Mask, a richly 
hydrating treatment containing 
Madagascan katafray tree  
bark, to draw moisture into the 
skin, and sorbier bud, a powerful 
fruit that stimulates circulation 
for a radiant glow. 

FEELING CONGESTED?
Rely on the Booster Detox

Turbocharge your skincare regime to fulfill all your modern-
day beauty needs with Clarins’ targeted Skin Care Boosters 

 w 
hile a good anti-ageing 
regime targets biological 
ageing, there are certain 

environmental aggressors and 
lifestyle factors that take a toll on 
your skin. Pollution levels, UV 
exposure and stressful schedules all 
lead to dulled-down complexions, 
congested pores and premature 
ageing. Luckily, Clarins Skin Care 
Boosters work in tandem with your 
everyday skincare to offer extra 
support that can be tailor-made for 
each day. Simply add a few drops of 
the Skin Care Booster of your choice 
into your normal moisturiser, mask 
or foundation for exceptional results 
and customised care. 

When added 
to your daily 
skincare, it 

acts to purify 
skin and 

counteract 
free radical 

damage

CLARINS 
BOOSTER  

DETOX, £30. 
CLARINS 

HYDRAQUENCH 
CREAM-MASK, 

£34
SH
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FEELING 
FATIGUED?
Rely on the 
Booster Energy
Late nights, bursting schedules and 
long-haul travel all lead to disrupted 
sleep patterns and can leave skin 
looking dull and lifeless. Clarins 
Booster Energy restores natural 
radiance using ginseng extract,  
a classic Chinese ingredient 
renowned for its ability to revive 
and stimulate skin for a radiant 
complexion. Try combining the highly 
concentrated booster with Clarins 
Multi-Active Day cream, which 
contains teasel extract – another 
botanical marvel that helps revitalise 
and protect tired and stressed skin.

Visit your nearest Clarins counter for 
a personalised skincare consultation 
and to receive complimentary 
samples to try at home. To find your 
nearest stockist, visit Clarins.co.uk/
find-a-store  or call 0800 036 3558

FEELING  
FRAZZLED?  
Rely on the 

Booster Repair
High levels of UV rays, extreme 
climates and salt or chlorinated 

water can leave skin red, 
hypersensitive and damaged – 

which is the last thing you want 
to be worrying about when on 

holiday or enjoying the summer 
sunshine. Clarins Booster 

Repair boasts mimosa tenuiflora 
extract – a Mayan medicinal 

plant with unique repairing 
properties – making it a highly 

effective accompaniment to your 
summertime skincare regime. To 

get the most out of Booster Repair, 
team with Clarins Skin Illusion 

Natural Radiance Foundation 
SPF 10, to optimise skin’s defence 

during daytime exposure. 

SKIN ILLUSION 
FOUNDATION, 
£28. CLARINS 

BOOSTER  
REPAIR, £30

VOGUE PROMOTION

Clarins Booster Energy restores  
natural radiance using ginseng extract,  

a classic Chinese ingredient

CLARINS 
MULTI-ACTIVE 
DAY CREAM, £42. 
CLARINS 
BOOSTER 
ENERGY, £30



Together, we can give brunettes their time in the sun.
Never before. A John Frieda in-shower treatment tailor-made for brunettes. Go one 
shade lighter, for a natural sunkissed glow. In one wash. It’s a good time to be a brunette.

Me & John & Brilliant Brunette® Visibly Brighter™. Together we can.
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Together, we can be THAT blonde.
Meet a true innovation. A John Frieda in-shower lightening treatment

custom-made for blondes. Go one shade lighter, in one wash. Instant gratifi cation. 

Me & John & Sheer Blonde® Lightening Treatment. Together we can.
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I 
ntroducing the Vogue 100 Beauty Hall of Fame: the face, 

body, hair and make-up products that the Vogue team believes 

are the very best that money can buy. Compiled by Vogue 
beauty editors past and present, between them boasting more 

than a century of experience in the industry, the edit was made 

on one guiding principle: that anyone could buy any product 

from the list and, having tried it, be thrilled with their purchase. 

It’s not simply about time-honoured favourites or the stuff of 

beauty legend; each earns its place through innovation, ingenuity 

or creativity – with the odd dash of unapologetic glamour thrown 

in. So let us present 100 products from all over the globe, in every 

price range, that represent the very best in beauty today. Enjoy.

NICOLA MOULTON
2008-present

LAUREN MURDOCH-
SMITH  

2014-present

LOTTIE WINTER
2013-present

LISA NIVEN
2011-present

FELICITY CLARK 
1969-1989

KATHY PHILLIPS
1997-2004

CARMEL ALLEN 
1994-1998

ANNA-MARIE 
SOLOWIJ

2002-2008

SUSANNAH TAYLOR
2003-2007

KELLY GILBERT
2006-2013

JESSICA DINER
2006-2014

THE VOGUE 
JUDGES
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Skin 
A good skincare product doesn’t 
have to do everything – but it does 
have to do what it promises. 
Whether that’s zapping spots, 
fighting wrinkles, removing every 
last trace of mascara or making 
you look like you’ve had a perfect 
night’s sleep, all these products 
truly deliver. Oh, and we also 
insisted on good smell, beautiful 
texture, pleasing packaging and  
an appropriate price. 

DIOR ONE ESSENTIAL 
CITY DEFENSE, £36.90

CREME DE LA MER
MOISTURIZING  

CREAM, £108

ESTEE LAUDER
ADVANCED NIGHT 

REPAIR, £70
SKINCEUTICALS  
CE FERULIC, £129

SHU UEMURA 
CLEANSING BEAUTY 

OIL FOR FACE, £30

THE BODY SHOP 
VITAMIN E CREAM, £12

DARPHIN
8-FLOWER NECTAR, £95

CLINIQUE ANTI-
BLEMISH SOLUTIONS 

CLEANSING FOAM, £17

SISLEY
SISLEYA INTEGRALE, 

£285

ZO SKIN HEALTH
OFFECTS TE-PADS ACNE 

TREATMENT, £39
SENSAI SKIN FOCUS 

CORRECTOR, £27

PHILOSOPHY PURITY 
MADE SIMPLE 3-IN-1 

CLEANSER, £17.50

ESTEE LAUDER  
DAY WEAR 

MOISTURISER, £42

ZELENS TRIPLE  
ACTION ADVANCED 

EYE CREAM, £75

AVENE SOOTHING 
MASK, £11.50

LA ROCHE-POSAY
TOLERIANE ULTRA EYE 

MAKEUP REMOVER, 
£14.50

ORIGINS ON THE SPOT 
REMOVER BLEMISH 

TREATMENT GEL, £15

LIZ EARLE CLEANSE 
AND POLISH HOT 

CLOTH CLEANSER, £14

WELEDA SKIN FOOD, 
£9.95

GUERLAIN MIDNIGHT 
SECRET RECOVERY 

TREATMENT, £69

EMBRYOLISSE 
LAIT-CREME 

CONCENTRATE, £20

NUDE DETOX 
BRIGHTENING FIZZY 
POWDER WASH, £38

BY TERRY BAUME DE 
ROSE LIP BALM, £39

DIOR CREME ABRICOT 
FORTIFYING CREAM 
FOR NAILS, £20.50

EVE LOM  
DYNASPOT, £22

FE
LIC

ITY
 CLARK ON DIOR CREME ABRICOT

“It does the 
job, is not as 

messy as oil, and 
smells delicious.  

My toenails 
sometimes get 

lucky too!”

AN
NA

-M
ARIE SOLOWIJ ON JAMES READ SLEEP MASK TAN

“You 
can’t use self-

tan at the same time as 
your regular skincare, so 

James Read added skincare 
ingredients to turn this into a 
treatment mask and tanning 
product in one. He’s really 

changed the self-
tanning category”

JAMES 
READ 
SLEEP 
MASK TAN 
FACE, £25

KE
LLY

 GILBERT ON RODIN OLIO LUSSO

“The 
most luxurious 
bathroom shelf 

cure-all you’ll ever own. 
Unctuous yet absurdly 

fast-absorbing,  
this essential oil blend 

plumps up skin and 
adds glow – serious 

glow”

RODIN OLIO 
LUSSO LUXURY 
FACIAL OIL, 
£105

LO
TT

IE 
WINTER ON EVE LOM DYNASPOT

“Somehow, it 
makes the most 

mundane of beauty 
chores feel like an 

indulgence” 
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BROWS 
AND

LASHES
Looking for a 
stroke of pure 
genius? Look  

no further

Interestingly, this was one of the categories the  
judges argued over least. It seems that when  
a hair product works, it works for everyone.  
And the ones shown here most certainly do. 

 essentials

PHILIP B RUSSIAN 
AMBER SHAMPOO, £42

ANASTASIA BEVERLY 
HILLS BROW WIZ, £15.50

LANCOME HYPNOSE 
MASCARA, £23.50

BENEFIT THEY’RE REAL 
MASCARA, £19.50

DIOR MAXIMISER 
MASCARA SERUM BASE, 

£25

MAX FACTOR 
MASTERPIECE HIGH 

DEFINITION MASCARA, 
£9.99

YSL LUXURIOUS 
MASCARA FOR FALSE 

LASH EFFECT, £25

ORIBE MAXIMISTA 
THICKENING SPRAY, 

£25

MOROCCANOIL
ORIGINAL TREATMENT, 

£31.85

AVEDA SHAMPURE 
SHAMPOO, £13.50

L’OREAL PARIS ELNETT 
SATIN HAIRSPRAY, £3.98

PHYTODEFRISANT
STRAIGHTENING BALM, 

£16.50

KLORANE GENTLE DRY 
SHAMPOO WITH OAT 

MILK, £8

AUSSIE 3 MINUTE 
MIRACLE DEEP 

CONDITIONER, £4.99

BUMBLE & BUMBLE
PREP PRIMER, £17.50

PANTENE PRO-V 
CLARIFYING 

SHAMPOO, £3.99

JOHN FRIEDA  
FRIZZ EASE ORIGINAL  

6 EFFECTS SERUM, £6.29

KERASTASE
NUTRITIVE 

MASQUINTENSE, £29

PHILIP KINGSLEY 
ELASTICIZER, £30

KA
TH

Y P
HILLIPS ON PHILIP KINGSLEY ELASTICIZER

“This 
is a treatment 

particularly for hair that 
is dry, coloured, frizzy or 

fried from the sun. I suspect 
it’s quite a simple formulation, 
but the quality of ingredients 

and blending guarantees 
your hair always ends 

up velvety and 
manageable”

NI
CO

LA
 M

OU
LTO

N ON JOSH WOOD BLENDING W
AND

“One 
of those 

‘Why has no one 
done this before?’ 

products. Miraculous 
at covering stray 
greys, for me it’s 

a desk-side 
essential”

LA
UR

EN
 M

UR
DO

CH
-SM

ITH ON PERCY & REED VOLUMISING NO OIL HAIR OIL

“I feel like this 
was created for 

me. If you have fine, 
lacklustre hair but still need 
the benefits of taming and 
nourishing oil, then this is 

your friend. It’s rich without 
oversaturating and adds 

a welcome bit of 
oomph”

PERCY & REED 
VOLUMISING NO OIL 
HAIR OIL, £14
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STILA CONVERTIBLE 
COLOUR DUAL LIP AND 

CHEEK CREAM, £16 
(SHOWN IN GERBERA) 

BOBBI BROWN 
LONG-WEAR CREAM
SHADOW STICK, £21 

(SHOWN IN VANILLA)

MAC LIP PENCIL IN 
SPICE, £12.50

ELIZABETH ARDEN 
SMOKY EYE PENCIL, £17 

(SHOWN IN SMOKY 
BLACK)

MAYBELLINE MASTER 
PRECISE EYELINER, 

£5.99

CHANEL LES BEIGES 
HEALTHY SHEER GLOW 

POWDER, £39

BENEFIT HOOLA 
BRONZER, £23.50

CHANEL BRONZING 
MAKEUP BASE, £32

SECHE VITE DRY  
FAST TOP COAT, £11

BECCA BEACH  
TINT, £20

BOBBI BROWN LONG 
WEAR GEL EYELINER, 

£18.50 (SHOWN IN 
BLACK INK)

TOM FORD LIP COLOUR 
MATTE, £38 (SHOWN IN 

BLACK DAHLIA)

SERGE LUTENS FARD A 
LEVRES LIPSTICK, £53 

(SHOWN IN 6)

ESSIE NAIL LACQUER, 
£7.99 (SHOWN IN 
BALLET SLIPPERS)

MAC MINERALIZE SKIN 
FINISH, £24

CHARLOTTE TILBURY 
MINI MIRACLE EYE 

WAND, £29

HOURGLASS AMBIENT 
LIGHTING POWDER, 

£38

CHANEL VITALUMIERE 
SATIN SMOOTHING 
FLUID MAKEUP, £36

CLINIQUE CHUBBY 
STICK CHEEK COLOUR 
BALM, £19 (SHOWN IN 

ROBUST RHUBARB)

GARNIER BB CREAM 
MIRACLE SKIN 

PERFECTOR, £9.99

LANCOME JUICY 
TUBES, £17 (SHOWN IN 

MELON)

ESTEE LAUDER DOUBLE 
WEAR FLAWLESS 

CONCEALER, £22

GIVENCHY TEINT 
COUTURE BALM, £29

GIVENCHY LE ROUGE A 
PORTER, £25 (SHOWN 

IN VERMILLON 
CREATION)

BURBERRY FRESH 
GLOW BB CREAM, £30

YSL CONCENTRATED 
INSTANT BLUR 

UNIVERSAL BALM-
POWDER, £32.50

YSL ROUGE PUR 
COUTURE LIPSTICK, £26 

(SHOWN IN 19)

ARMANI MAESTRO 
FUSION FOUNDATION, 

£40 

CHANTECAILLE  
JUST SKIN  

ANTI-SMOG TINTED  
MOISTURIZER, £58

TOM FORD  
EYE COLOUR QUAD, 

£64 (SHOWN IN 
GOLDEN MINK)

URBAN DECAY  
NAKED 1 PALETTE, 

£38.50
NARS BRONZER IN 

LAGUNA, £27.50

Except in a few important instances, here we 
didn’t focus on particular shades so much as the 
lipsticks, nail polishes, eyeshadows and liners we 
felt were the ultimate examples of their type. 

Make-up

There were so many contenders for this category 
that every one is an absolute classic. But colour 
palettes vary dramatically, so it’s worth spending 
some time in a beauty hall to choose. They all 
work, but which works best for you?

FOUNDATION, 
CONCEALER, BRONZER

NI
CO

LA
 MOULTON ON NARS ORGASM BLUSH

 
“This blusher’s 

ability to perk up a 
lacklustre complexion is 

legendary. I’ve been using 
it since it launched  
in 1999, and have  

a mild panic attack if  
I think about it being 

discontinued”

JE
SS

IC
A 

DI
NER ON BOBBI BROWN CREAMY CONCEALER

“If I 
were to leave 

the house with only 
one bit of make-up on, 

this would be it. It has the 
perfect pink undertones to 

balance out dark circles, 
is extremely long-lasting 

and is just a brilliant 
all-rounder”

LA
UR

EN
 MURDOCH-SMITH ON REVLON NAIL POLISH

“Good-
value, hard-

working polish 
doesn’t get any better 

than Revlon. Application, 
shade choice, colour pay-off 

and longevity all come as 
standard. A pro product 

masquerading as  
a high-street staple”

NARS 
BLUSH IN 
ORGASM, 
£23

REVLON NAIL ENAMEL, 
£6.49 (SHOWN IN 
CHERRIES IN THE 

SNOW)

BOBBI BROWN 
CREAMY CONCEALER, 

£19
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DOVE DERMASPA 
SUMMER REVIVED 

BODY LOTION, £6.99

NUXE HUILE 
PRODIGIEUSE 

MULTI-PURPOSE DRY 
OIL, £28

THIS WORKS SKIN 
DEEP DRY LEG OIL, 

£39.50
CAUDALIE EAU DE 
BEAUTE ELIXIR, £31

ANNEE DE MAMIEL 
ALTITUDE OIL, £26

CLARINS TONIC BODY 
TREATMENT OIL, £40

REN MOROCCAN ROSE 
OTTO BATH OIL, £30

AESOP REVERENCE 
AROMATIQUE HAND 

WASH, £27

GUERLAIN TERRACOTTA 
JAMBES DE GAZELLE 
BRONZING MIST, £41

ST TROPEZ SELF-TAN 
BRONZING MOUSSE, 

£30.50
SALLY HANSEN 

AIRBRUSH LEGS, £9.99

GARNIER BODY  
REPAIR ANTI-DRYNESS 

LOTION, £5.45

ELEMIS FRANGIPANI 
BODY OIL, £34

CLARINS HAND AND 
NAIL TREATMENT 

CREAM, £21

The guiding principle for this category? 
That we could complete the sentence  
“I can’t wait to run a bath with/get  
home and apply/have a spritz of…” Each 
of these is a sigh of relief (or a squeal  
of delight) in a bottle. 

We were all agreed that this category is less about indulgence and more  
about products that just get the job done, from no-fuss fake tans to 
hard-working hand creams. Great scent and texture are a given, but these  
are the body staples you can really rely on.

Hand & body 

THE FEEL-GOODS
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 ON AROMATHERAPY ASSOCIATES DEEP RELAX

“Sleep 
is the best 

beauty treatment of all 
and AA’s Deep Relax is a 
bathtime sleeping draught 

that guarantees a magically 
high z-z-z-z count. I tell all 
my friends to rub some on 

their baby’s feet if they 
want them to sleep!” 

SU
SA

NNAH TAYLOR ON KIEHL’S CREME DE CORPS

“This 
is one of a kind – 

it manages to feel rich, 
luxurious and intensely 

nourishing yet it magically 
leaves no greasy film on the 
skin. Limbs are transformed 
in an instant and skin is left 

gorgeous, silken and 
glowing. Nothing really 

compares”

LO
TT

IE
 W

IN
TE

R O
N L’OCCITANE SHEA BUTTER HAND CREAM

“L’Occitane 
Shea Butter 

Hand Cream is 
rich, but absorbs 
really well. Plus  

the toothpaste-style 
tube is very 

chic”
L’OCCITANE 

 SHEA BUTTER HAND 
CREAM, £19

KIEHL’S 
CREME DE 
CORPS BODY 
MOISTURISER, 
£45

AROMATHERAPY 
ASSOCIATES DEEP 

RELAX BATH AND 
SHOWER OIL, £45
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“NO ONE H A D EV ER 
DEPICTED THE FASHION 
INDUSTRY LIKE TH AT.  

NO ONE H A D BEEN TH AT 
HONEST.  A ND THOSE 

CH A R ACTERS DID EX IST… 
I’D A RGUE W E’V E GOT 

EV EN MOR E A B FA B” 

(She’s 70. I know. When did that happen?) 
“So I’m not Patsy. And I think people wish 
that we were falling out of taxis…” In 
between tugging at weeds, however, she 
has also been fighting to build a garden 
bridge over the Thames and campaigning 
for the rights of Gurkhas. (Not to mention 
kissing Leonardo DiCaprio in The Wolf of 
Wall Street.)  

Without revealing too many  
plot spoilers, the Absolutely  
Fabulous film finds our two 
bickering, bitching, over-

dressed, desperate heroines having fallen 
on harder times. “The champagne has run 
out… literally,” warns Lumley, with an 
amused arch of a manicured brow. Patsy  
is organising a fashion retrospective – “In 
the vein of Savage Beauty [the Alexander 
McQueen exhibition], though obviously 
nothing like it” – while Eddy is toting 
around her autobiography. Except that no 
one is interested. (Saunders published her 
own successful auto biography two years 
ago.) “So on the surface it’s all fine, 
everything is clicking over, but when the 
money runs out the hedonistic lifestyle 
ends and something has to be done…” 

Somehow, Kate Moss ends up in the 
Thames and the duo end up on the  
French Riviera, wafting about in Pucci 
kaftans and terrorising handsome young 
waiters, while Eddy grapples with being  
a grandmother (Saffy has a daughter, 
Jane). Only one disappointment for 
diehard enthusiasts is that Eddy has 
adopted fewer absurd hobbies. No bee 
pollen for breakfast or sweaty Psycle 
classes while sucking on raw spirulina, 
then? Saunders shakes her head wearily: 
“The whole film is systematic of my lack 
of interest in the modern world,” she 
counters, deadpan. 

The five lead characters are reunited, 
however – Eddy and Patsy, plus Bubble 
( Jane Horrocks), Eddy’s mother ( June 
Whitfield) and Saffy ( Julia Sawalha). 
Despite its lack of significant male roles 
(leaving aside Eddy’s ex-husbands, 
Marshall and Justin, who breeze in and 
out), Saunders has always denied that  
Ab Fab is rooted in feminism. “I just write 
female characters better,” she says with 
typical unconcern. “It’s not that I don’t 
want to put men in it; there just isn’t any 
room for them.” As to why their escapades 
have stuck so firmly in our consciousness, 
Saunders shrugs, baffled: “I don’t know, 
honestly. I think we love Eddy because she 
just keeps trying so hard.” 

“Oh, I love them!” exclaims Lumley of 
reprising Patsy and her backcombed 
blonde beehive. “It’s like wearing another 

cloak. If someone said would you like a 
night out with Eddy and Patsy, you would 
run a mile. Awful. But to have a night out 
as them, well, that’s another matter…”

Saunders’s sharply funny dialogue was 
also at the heart of Absolutely Fabulous’s 
popularity – she upended female 
stereotypes, a vein of rebellion constantly 
fuelling the comedy – even if some of its 
relevance has faded two decades later. 
Gay fathers, single working mothers, 
women in their forties dressing as 
teenagers are all commonplace now. It is 
only motherhood that has been further 
sanctified. “Back then, if a daughter was 
naughty at the end of a scene, you’d say, 
‘C’mon, give Mum a hug.’ That’s where 
television had got up to at that point,” 
posits Lumley. “It didn’t have mothers 
who joked about wanting to abort them 
with knitting needles!” she snorts. 

As Georgia May Jagger says, “Fashion 
can be ridiculous. People take it so 
seriously.” And the new film will again 
celebrate the absurdities inherent in  
this sometime self-regarding industry.  
It was the show’s great accomplishment 
that fashion insiders adopted the series  
as their own; to them Ab Fab became a 
verb; designers and models queued up to 
appear in it. 

“No one had ever depicted our industry 
like that,” recalls make-up artist Val 
Garland, on hand at the Vogue shoot to 
administer Patsy’s haemorrhaging red 
lipstick. “No one had been that honest. 
And those characters did exist… I’d argue 
we’ve got even more Ab Fab,” she adds 
knowingly. “Assistants have assistants  
who have interns, it’s ridiculous. We  
think this is normal behaviour, but in the 
real world it’s very Ab Fab.” “It was 
parody,” agrees hairstylist Sam McKnight, 
who appeared in the third series  
alongside Naomi Campbell, “but it was 
very close to the bone.” 

Back in Bailey’s studio, the Vogue shoot 
continues. Patsy is straddled over 
Stephen Jones, he resplendent in a 
lavender suit, while Manolo Blahnik 

observes from the sidelines. She hoists her 
tight pencil skirt up over her fishnets, 
baring white teeth in Patsy’s usual grimace 
(although in this case it’s the hard wooden 
floor hurting her knees that is causing  
the facial contortions, rather than staying 
in character). Camera in hand, Lumley 
gamely re-creates the poster for the 1966 
film Blow-Up, while Bailey gruffly shouts 
encouragement (the film’s central character 
was inspired by him). One can’t help feeling 
that the actress would rather go back to  
the Times crossword. It’s also worth noting 
that she still has the most fabulous legs. 

Meanwhile in wardrobe, musing on her 
own inimitable style, is Eddy. “Classic, 
timeless,” she notes, “up-to-the-minute, 
edgy, but also middle of the road.” She has 
switched into an old Jean Paul Gaultier silk 
bomber worn over Topshop striped flares. 
“He’s a genius,” says Eddy of the designer, 
“but he’s ridden on my back all the way. 
He’d be nothing without Eddy Monsoon!  
I remember seeing him at a party once in 
the late Seventies, and I just said one word 
to him: ‘Jean Paul, stripes!’ And from that 
moment on, I tell you, he hit the ground 
running.” (Gaultier’s terse reply? “Thank 
you, Eddy, but don’t forget that I told you 
only vertical stripes for you, as none of my 
corsets would fit.”)

“Everything is always a bit too tight, 
there’s often a bit of a camel toe,” thinks 
Rebecca Hale, who has been creating 
Eddy’s off-key, effusive fashion outfits since 
the early 2000s. “I will look at what the kids 
are wearing – Kendall Jenner’s Vetements 
jacket, for instance – then amp it up a bit,” 
she says of Eddy’s latest line-up, which also 
includes an oversized grey zipped jumpsuit 
by Vivienne Westwood, an army jacket 
strewn with badges, and statement tees 
(one reads: “I’m not a terrorist”). Added 
further into the exotic mix are fake-fur 
gilets by Stella, Lanvin pendants and 
Westwood arm-warmers. One thing hasn’t 
changed in the intervening years: it’s always 
“no expense spared”. 

Eddy turns up the music another notch 
and joins Patsy, who has flung on a zebra-
print shirtdress and dark Prada glasses. They 
jostle unsteadily together in the camera 
lights. Everyone else packs up and goes 
home. Bailey exits with Manolo Blahnik, 
but Eddy and Patsy dance on regardless. 
Outside, as the evening draws in, echoes of 
“Sweetie, darling! Sweetie, darling!” bounce 
off the darkening cobbles.  Q

“Absolutely Fabulous: The Movie” will be in 
cinemas on July 1
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They’re real push up liner and 
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Based in the glorious Chelsea Physic Garden, 
the school offers courses in botanical art and 
illustration. For more information visit us at

www.chelseaschoolofbotanicalart.co.uk 
email:maryellen@chelseaschoolofbotanicalart.co.uk

or telephone: 07770750885
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m: 07971 898447

WANTED

Immediate Cash for
Chanel, Chloe, Gucci, Prada,

Balenciaga, Louis Vuitton, Missoni,
DvF + accessories etc

20th Anniversary
x£Ê���}Ê-ÌÀiiÌÊ*>À>`i,
/Ü�V�i��>� /W£ Î-�
Tel: 020nÊn	ÓÊÓx	nÊ

Collection Service Available

FASHION

FASHION SERVICES

Media�Film�TV�
Short Courses
Central�London

www.media-courses.com  
Tel 0������������

100% Success

Fashion Portfo
lio Preparation

UCAS, Foundation, C
areer C

hange

1-1 Tutorials, C
ourses, Art C

lasses

www.londonartportfo
lio.comLONDON ART

PORTFOLIO

julia@londonartportfo
lio.com

020 7403 6881

VOGUE’S EDUCATION GUIDE



VOGUE’S TRAVEL COLLECTION

Areti Camping & Bungalows

Neos Marmaras
Chalkidiki, Greece

www.areti-campingandbungalows.gr
info@areti-chalkidiki.gr

Sustainable Luxury

Laguna Lodge Eco-Resort & Nature Reserve
Santa Cruz La Laguna, Lake Atitlan, Guatemala

Phone: (502) 4066.813    www.thelagunalodge.com
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Via Rezzola 41, 84010 Praiano (SA), Italy
info@casaprivata.it www.casaprivata.it 
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rentals@blandings.co.uk

UK OFFICE  0044 (0) 747 874 6146
SICILY OFFICE  0039 (0) 91 691 0705

www.hisicily.com    info@hisicily.com

EXPLORE DISCOVER DREAM
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www.bowmanyachtcharters.com 

BOWMAN YACHT
C H A R T E R S

Tel: +34 928 53 71 53
E: reservations.bahiareal@atlantishotels.com

www.atlantisbahiareal.com

Indulgent Luxury

Tel: +91-8274-258358
Email: school100@ymail.com 
or schoolestate2@gmail.com

www.schoolestate.in

Wake up every morning to bird song and freshly
brewed coffee, soak in the enchanting beauty of Coorg 
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PICTURED: views of and from the Tower Penthouse at Chelsea Creek
by Squire & Partners; and, above right, the Taylor Howes HQ in Knightsbridge



Trevor Square 
Knightsbridge SW7

A late Georgian Grade II listed townhouse arranged over four floors with a paved west facing garden and a roof terrace.

Entrance Hall • Drawing Room/Dining Room • Sitting Room • Study • Kitchen • Double Height Conservatory  
Master Bedroom with Bathroom Ensuite • Three Further Bedrooms • Bathroom • Shower Room 

Cloakroom • Terrace • Garden • Storage Vaults • EPC Rating E

FREEHOLD JSA WA El l i s  020  7306 1620 PRICE ON APPLICATION

020-7225 0277 
www.russellsimpson.co.uk



Old Church Street 
Chelsea SW3

A rare opportunity to acquire this most unusual, secret house set back from the street, in its own garden and amongst surrounding 
private gardens to the south and west. Planned on three floors only with countless opportunities for improvement and 
enlargement, this house enjoys a double garden with westerly views and the addition of a summer house facing south.  

EPC Rating Main House: F. EPC Rating Summer House: F.

FREEHOLD JSA Sav i l l s  020  7581 5234 PRICE ON APPLICATION

020-7225 0277 
www.russellsimpson.co.uk





Cheltenham/Cirencester: 9 miles, (Kemble to London Paddington from 75 
minutes), Gloucestershire (Staverton) Airport: 16 miles, Bristol Airport: 55 miles 

Reception hall, 6 reception rooms, kitchen/conservatory, master bedroom  
suite, 8 further en suite bedrooms. 3 cottages, 12 car garage block, stable  
yard, manège, swimming pool, lake. Excellent 4 bedroom secondary 
house. Beautiful gardens and grounds. Arable and pasture land. 
As a whole or in 3 lots. EPCs: D-E.
About 207 acres I Guide £7.95 million  (Lot 1 - house with 55 acres)

Exceptional Cotswold Grade II* Manor 
WITHINGTON, CHELTENHAM, GLOUCESTERSHIRE

Ed Sugden 
Savills London Country Department
020 3538 9952 
esugden@savills.com 

James Crawford
Knight Frank 
020 7861 1065
james.crawford@knightfrank.com

savills.co.uk



CAPITAL 
CONNECTIONS

ADVERTISING FEATURE



 “As with any high end business, what you really 
want is someone you can trust.” Lindsay 
recognises, “it’s not enough to be professional. 
We must be approachable and in tune to the 
changing landscape of our client base. Buyers  
are becoming younger and that’s not because 
I’ve been in the business 30 years.”

 “The process of finding and acquiring property 
is also taking longer. Purchasing a £2 million- 
plus home is more expensive than it’s ever been; 
gone are the days when ‘fancying a change’ was 
sufficient reason to sell up and move on. Today 
people put off down and up sizing. They may 
opt for somewhere that will stretch them a little 
more financially, but which they will live in for 
longer; given that is not a decision you should 
rush, we may be in your lives for quite a while! 
It’s important you want to spend time with us.”

Savills Country Department is currently working 
with some 1,600 active buyers. Looking 
throughout England and Wales, their budgets 
range from £2 million to £20 million-plus  
where our national Farms and Estates team 
works closely alongside Private Office country 
director, Crispin Holborow. So why run a 
Country Department in the West End that is 
30 to 400 miles away from its instructions? 
“The world looks to London. Our headquarters 
in Margaret Street, W1, is like the Heathrow 
of Savills. It’s a hub through which everyone 
travels and converges; it’s where our international 
associates visit and our overseas desks (Russia, 
China, Caribbean, France, Italy and, newly 
created, Iran) are based; it is also home to our 
marketing, PR and research divisions.  

The Country Department is located in the thick 
of things, which gives our vendors the edge.” 
That and the fact Savills has a substantially 
bigger network than its immediate competitors 
in the prime market.

Lindsay’s team works in tandem with Savills 
‘local’ country offices and 37 offices in the capital. 
This spring, 25 % of their buyers have a London 
postcode; an increase of 10% on last year. “Our 
London network affords us the opportunity to 
nurture potential purchasers from the day they 
ask what their London home is worth. We know 
how our clients live in town and how they want 
to live in the country. Some are prepared to work 
on a property that has potential, others prefer the 
finished article, provided it has been redeveloped 
or refurbished sympathetically. 

Increasingly, the ‘big house’ is not about 
impressing others, but enjoying it yourself. 
The new stately-seat brigade don’t want to cut 
the ribbons at the fete, but they do want to be 
part of the community.”

 “Knowing and nurturing potential buyers is 
as important for our vendors as giving their 
property maximum exposure, especially in a 
‘challenging’ market. Since Lehmans in 2008, 
prices haven’t really moved, until now. The 
market is starting to shift up in those prime  
areas of commuter-belt countryside that are 
expected to out-perform the capital over the  
next five years. With the London gravy train 
slowing down, this may be the moment country 
house buyers can afford to disembark.”

Lindsay Cuthill speaks with 
Claire Pilton about heading 
Savills Country Department 
… in London

Contact Lindsay Cuthill  
+44 (0)20 7016 3280
lcuthill@savills.com

“ 
The market is starting to 
shift up in those prime  
areas of commuter-belt 

countryside that are expected 
to out-perform the capital 
over the next five years. 

” 



cecilwright.com

THE GREAT ESCAPE

The chartering of a superyacht is one of the most alluring experiences imaginable.  

Splendid views, unparalleled comfort and absolute privacy are assured.

Contact Cecil Wright & Partners for an introduction to  

superyacht living at its finest. 

chris@cecilwright.com





PORTLAND PLACE LONDON W1
A spectacular 8,000 sq. ft. “Home in the Sky” occupying the entire 8th 
floor and part lower floors of this contemporary building approaching 
Regent Street.

Arguably one of the best Penthouses in London, designed from inception to completion, creating a wonderful 
family home with expansive 360 degree views across Marylebone, Regent’s Park and the West End of 
London. With direct access from a secure lift, the property is designed in a contemporary style featuring floor 
to ceiling panoramic windows, beautiful entertaining spaces with high ceilings and an abundance of natural 
light and space.

The penthouse benefits from a separate internal lift servicing all three floors along with a garden terrace and 
lap pool.

PRICE ON APPLICATION

SOLE AGENT



A selection of extraordinary homes for the discerning few by Rafael Viñoly

URBAN RESORT LIVING ON THE MIAMI RIVER

One River Point brings Viñoly’s concept of architecture as performance dramatically to life. 
Twin waterfront towers will transform the skyline of Miami as much as they will redefine 
the luxury lifestyle.

Exclusivity reaches a spectacular new summit in the private members club, where 
unprecedented privileges grace unsurpassed views. Urban sophistication set in a private 
park enclosed by the river’s edge. Complete resort living in the heart of Miami. 

This is not intended to be an offer to sell, or solicitation to buy, condominium units to residents of any jurisdiction where such 
offer or solicitation cannot be made or are otherwise prohibited by law, and your eligibility for purchase will depend upon your 
state of residency. This offering is made only by the prospectus for the condominium and no statement should be relied upon if 

not made in the prospectus. The information provided, including pricing, is solely for informational purposes, and is subject to change 
without notice. Oral representations cannot be relied upon as correctly stating the representations of the developer. For correct 
representations, make reference to this brochure and to the documents required by section 718.503, Florida statutes, to be furnished 
by a developer to a buyer or lessee.

For inquiries, please call 786-231-1887 or visit oneriverpoint.com
Exclusive Sales & Marketing by Douglas Elliman Development Marketing

Fully finished Residences 
from the $750,000s
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Grade I-listed
Trafalgar Park near
Salisbury, Wiltshire,
was built in the 1730s
and re-named after
Nelson’s death
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Hillary Sayer is an independent property search firm based in prime Central London. The company  
is built upon the commitment to deliver a top-tier private client service. Our advice is straight forward,  

honest and free from conflicts of interests. 

Our network and experience means that we are well placed to hear about properties which are  
not on the market and we are amongst the first to hear about the ones that are. 

Residential property is the most personal of all assets and we endeavour to protect and guide  
our clients every step of the way - generation to generation.

www.hillarysayer.com

Rethinking property search and acquisition

H I LLA RY  SAYE R
P R O P E R T Y  S E A R C H

Charlotte Norris 
charlotte@hillarysayer.com
07866 735 591



WHATEVER YOUR PASSION…

WE SELL 
THE DREAM 
Specialising in the sale of unique 

and beautiful homes, our marketing 

reaches the right buyers and achieves 

the best results.

For advice on your move talk to 

Chewton Rose on 020 7887 2025.



THE RESIDENCE | NINE ELMS | LONDON | SW8 5BA

LIVE LUXE AT
THE RESIDENCE
FROM £950 PER SQ.FT.

LUXURY 1, 2 AND 3 BEDROOM APARTMENTS AND PENTHOUSES

FROM £950 PER SQ.FT. IN THE HEART OF SW8

Register today for your priority invitation to the launch

Call: 0845 548 4030 Click: www.bellway.co.uk



C A N A L E T T O  L O N D O N  –  A  M A S T E R P I E C E

Photograph of Canaletto under construction

For an exclusive, private viewing, by appointment only,  
please contact the Sales Gallery open daily between 10am and 6pm.

+44 (0)20 7608 1825 | 257 City Road, EC1V 1AD
sales@canalettolondon.com | www.canalettolondon.com

Beaumont three bedroom apartments from £3.2m

The award winning canalside Canaletto by Ben van Berkel’s UN Studio, showcases one  
of the superb Beaumont apartments* dressed by renowned international designer  

Rients Bruinsma and overlooking the City, West End, Shoreditch and Islington.

Exquisite Canaletto
Announcing the flawless new Beaumont Collection

* Beaumont apartment open for viewing 9 April



Nimmo Bay Resort, Canada

condenastjohansens.com
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Call us on +44 (0)20 7001 3600 to arrange an exclusive viewing.
www.southbank-place.com

PRICES FROM £750,000

A development by  
Braeburn Estates Limited Partnership

Thirty Casson Square stands on the South Bank of the River Thames, overlooking  
Jubilee Gardens with direct views of the London Eye and the Houses of Parliament.  
These beautifully appointed apartments, ranging from studios to three bedrooms,  

are your opportunity to live in the heart of London.

 THIRTY CASSON SQUARE 
 NOW AVAILABLE











Sophisticated. Stunning. Stylish.  
BEWLEY HOMES IN THE HOME COUNTIES

4O�lND�OUT�ABOUT�OUR�OTHER�(OME�#OUNTY�PROPERTIES�CALL�"EWLEY�(OMES�ON 0845 68 68 600��EMAIL�SALES BEWLEY�CO�UK�OR�VISIT�WWW�BEWLEY�CO�UK

Gated entrance to mansion  

style living at Rothsay Court, a secure 

development of just fourteen 2 bedroom 

apartments including 2 penthouses 

close to St Georges Hill.

Prices from: £695,000

Contact Jackson Stops and Staff  

on 01932 821160

Discover the grandeur of Glenmead – a beautiful 7 bedroom family 

HOME��COMPLETE�WITH�STAFF�mAT��IN�THE�AFmUENT�VILLAGE�OF�!SCOT��

Price: £3,650,000

Contact Strutt and Parker on 01344 623411  

for an appointment.

Occupations from summer 2016,  

Holcombe House Gardens is a superb 

DEVELOPMENT�OF�lVE���AND���BEDROOM�

detached houses in stunning Sunningdale.

Prices from £1,450,000.

Contact Romans on 01344 205 140  

for an appointment.



A once in a lifetime opportunity 

THE STAR AND GARTER

Selling agents

The meticulous refurbishment of this Grade II Listed landmark provides a stunning range of luxuriously specifi ed 1, 2, 3 and 4 bedroom apartments. 
It has a magnifi cent setting, with the iconic view of the river Thames, famously painted by Turner and other artists, visible from the restored gardens. 

These are unique residences, restored and specifi ed to the highest standards. Private facilities, including a leisure suite with a pool,
 spa and treatment room, Harrods concierge, and town car ensure an incomparable lifestyle for residents.

Two bedroom, two bathroom apartments from £1.75 million

Three bedroom apartments from £2.45 million 

The Sales Suite and Show Apartment are open daily

Viewing by appointment only, please call 0333 666 0102 to confi rm.

NOW OVER 70% SOLD

www.thestarandgarter.london

Computer generated image depicts The Star and Garter and is indicative only. Photography depicts Show Home. Details and prices correct at time of going to press. - June 2016
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One of David Shilling’s
beautiful hat creations



Computer generated image is indicative only. *Price correct at time of going to press.

Ideally positioned in the heart of the capital, London Dock is a unique lifestyle destination.
Stunning apartments surrounded by landscaped squares and gardens, shops, bars, 
restaurants and an exclusive range of hotel-style residents’ facilities, all within minutes
of the City and Canary Wharf. Discover London Dock.

YOUR CITY, YOUR SPACE. YOUR LIFESTYLE.

1, 2 AND 3 BEDROOM
APARTMENTS
AVAILABLE FROM

£869,950*

DISCOVER MORE
LONDONDOCK.CO.UK
020 3468 1850



The very first issue of British Vogue – on sale from September 15, 1916 – was “crammed to its advertisements 
with the authentic reports of the winter modes”. But it also had a word of warning for its readers: 

“Nervous people do well to avoid this number; it is full of thrilling surprises in costumes and hair-raising 
adventures in millinery, and its short stories about lingerie are apt to just be the least bit risqué.”   H
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