










It’s not where you go, it’s who you go with.
Bentayga.

Introducing the extraordinary SUV. 

Visit johannesburg.BentleyMotors.com or contact +27 10 020 4000.

*The name ‘Bentley’ and the ‘B’ in wings device are registered trademarks. © 2016 Bentley Motors Limited.



BENTLEY JOHANNESBURG

Bentayga – Power: 447 kW (600 bhp); Torque: 900 Nm;

Combined fuel consumption: 12.8 l/100 km*; CO2 Emissions 292 g/km

Priced from R3 987 000.

*Fuel consumption figures subject to Type Approval. 
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One year’s subscription to the digital edition of 

GQ for only R299.48. Save R245

GET 45% OFF

gq.co.za/pages/subscribe
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26
Trending
Update the 

rocker chic look

Cover girl
Gorgeous Sara Sampaio 

knows how to get her own way 

F
IT

N
E

S
S

 P
H

O
T

O
G

R
A

P
H

 B
Y

 B
E

N
 R

IG
G

O
T

T
. 
S

A
R

A
 S

A
M

P
A

IO
 P

H
O

T
O

G
R

A
P

H
 B

Y
 G

A
V

IN
 B

O
N

D





CONTRIBUTING EDITORS
Cayleigh Bright (Books), Evert Lombaert (Film), (Motoring),

(Entertainment), (Games), 
(Features), (Editorial Executive – JHB) 

CONTRIBUTORS
Petros Augousti, Bruce Cameron, Fernando Carrilo, Joana de la Fuente, Jonathan Goodair, 

Patrick Leclezio, Peter Martin, Jake Millar, Dan Nicholl, Lior Phillips, Stephen J Praetorius 

PHOTOGRAPHERS AND ILLUSTRATORS 

Gavin Bond, Victor Demarchelier, Jon Enoch, Christopher Hoare, JC de Marcos, 

Mpho Mokgadi, Lee-Ann Olwage, Ben Riggott, Teri Robberts, Karl Rogers, Chris Slabber, 

Aart Verrips, Charlie Villyard

ADVERTISING SALES DIRECTORS

(JHB) 

ADVERTISING SALES MANAGER   (JHB) 

ADVERTISING SALES EXECUTIVE   (CT) 

ADVERTISING PROJECT MANAGER  Stacey Calitz (CT)

ADVERTISING LIAISON Jaime Pillay (CT)

SALES REPRESENTATIVE ITALY  (Oberon Media)

BUSINESS DEVELOPMENT DIRECTOR  

GQ ONLINE – GQ.CO.ZA
DIRECTOR OF DIGITAL  

SENIOR CONTENT PRODUCER

CONTENT PRODUCER

DIGITAL CREATIVE EXECUTIVE

DIGITAL SALES EXECUTIVE  

CONDÉ NAST INDEPENDENT MAGAZINES (PTY) LTD
MANAGING DIRECTOR  

CIRCULATION DIRECTOR  Madge Little
 ASSISTANT FINANCE DIRECTOR  

GENERAL MANAGER  

PRODUCTION MANAGER  

PRODUCTION/ADVERTISING COORDINATOR  

PRODUCTION COORDINATOR  

CIRCULATION ADMIN MANAGER  

SUBSCRIPTIONS MANAGER 

CIRCULATION EXECUTIVE 

SPECIAL PROJECTS AND EVENTS MANAGER 

PROMOTIONS ASSISTANT  

PROMOTIONS DESIGNER  

FINANCE CONTROLLERS  

ACCOUNTS EXECUTIVE 

OFFICE & ADMINISTRATIVE CO-ORDINATOR  

ADMINISTRATIVE ASSISTANTS

DIRECTORS: CHAIRMAN  

Michelle Fenwick  Madge Little  Cherie Hendricks  Takudzwa Hove

DEPUTY CHAIRMAN/FOUNDING DIRECTOR

 Condé Nast Independent Magazines (Pty) Ltd, 
2nd floor, 220 Loop Street, Cape Town, 8001. PO Box 16414, Vlaeberg, 8018. 

Tel: 021-480-2300; Fax: 021-424-6222; Email: gq@condenast.co.za

Condé Nast Independent Magazines (Pty) Ltd, 
2nd floor, The Star Building, 47 Sauer Street, Johannesburg, 2001. 

PO Box 1014, Johannesburg, 2000. Tel: 011-639-7100; Fax: 011-639-7169

REPRODUCTION   PRINTING 
DISTRIBUTION RNA, 12 Nobel Street, Industria West, 2093

Product Manager , 011-248-3500

© 2016 Condé Nast Independent Magazines (Pty) Ltd. Copyright subsists in all work published in this magazine. Any 
reproduction or adaptation, in whole or in part, without written permission of the publishers is strictly prohibited and is an 
act of copyright infringement which may, in certain circumstances, constitute a criminal offence. ‘The paper used for this 
publication is a recyclable and renewable product. It has been produced using wood sourced from sustainably managed 
forests and elemental or total chlorine free bleached pulp. The producing mills have third-party management systems in 
place, applying standards such as ISO 9001 and ISO 14001. This magazine can be recycled either through your kerbside 

collection or at a local recycling point. Log onto www.prasa.co.za to find your nearest sites. 

ISSNs: 1562-4366

EDITOR  CRAIG TYSON
MANAGING EDITOR 

DESIGNER  

ASSOCIATE EDITOR 

SYNDICATION MANAGER

JUNIOR DESIGNER  

SENIOR COPY EDITOR  
Stacey Nel

FASHION ASSISTANTS

ART DIRECTOR

Gareth Grey
DEPUTY EDITOR

EXECUTIVE FASHION EDITOR

FEATURES WRITER

Next
month
in

Not for Sale to Persons Under the Age of 18. 

Drink Responsibly.





B
E

S
T

 D
R

E
S

S
E

D
 P

H
O

T
O

G
R

A
P

H
S

 B
Y

 A
A

R
T

 V
E

R
R

IP
S

12 GQ.CO.ZA NOVEMBER 2016

WHAT’S A
BEST-DRESSED
MAN TO DO?

CONTRIBUTORS

Craig Tyson
Editor, South Africa’s most stylish men’s magazine

Dan Nicholl

Writer

Pages 56-57

Born in 

Northern 

Ireland, 

brought up in 

Zimbabwe, 

and now living 

happily in 

South Africa, 

Nicholl hosts 

the eponymous 

TV show where  

he gets to chat 

to sportsmen 

and celebrities 

For GQ, Nicholl 

gets frank with 

Kevin Pietersen.

Jason 

Alexander 

Basson

Executive 

Fashion Editor

GQ’s best 

dressed 

man by far 

dreams up and 

produces the 

fashion pages 

of GQ and GQ 

Style. He is an 

avid supporter 

of local fashion 

and is still 

waiting for 

exactly the 

right moment 

to wear his 

vintage YSL 

overcoat.

Keenan Jeppe

Junior

Designer

The newest

addition to

GQ’s art team

is inspired by

good music,

good food and

good design.

He’s often so

absorbed in

a combination

of the above

that it seems

he barely has

time to speak.

Instead, his

work does

the talking.

Tyron Marshall

Videographer

Pages 105-118

Marshall’s 

passion for 

fun and 

composition 

is evident in 

his fi lm work.  

When he’s not 

shooting or 

editing –  he 

did our Best 

Dressed behind 

the scenes 

video – he likes 

to explore 

nature and 

fi nd  inspiration  

in stillness. 

LETTER FROM THE EDITOR | FEEDBACK | GQ ONLINE

inside

Best  Dressed Men of the Year  – page 105

L
et’s get this straight: being a man of style is not 

dependent on the clothing labels an individual wears. 

Many smooth-talking fakesters with big hair use 

a combination of wide red ties and dark suits to impress 

and intimidate. The media often interprets a gentleman as 

a slickly-suited, 

cigar-chomping 

louche who can 

attract women like 

the SAA picks up 

debt. It’s off the 

mark. Being rich 

and famous is not 

a free pass into 

any gentleman’s 

club, if such a 

thing still exists. 

Creativity and 

refi nement trump 

shallowness and 

smugness every 

time. So while 

our best-dressed 

men are peerless 

when it comes to 

fashion, they 

possess other 

skills, interests 

and emotions. 

To choose GQ’s 

50 Best Dressed 

Men of the Year, 

we sought out 

the opinions of 

assorted style 

bloggers, vloggers 

and fashion week 

front rowers 

(‘frowers’) – and 

even contacted 

(by e-mail nogal) 

old-guard fashion 

editors. Then we 

pared and honed 

the list to bring 

you the class acts 

of 2016.

I
n this age of unreason it 

is not too far fetched to 

imagine a win for the alt 

right in the dark comedy 

turned reality show called 

American Election 2016. 

Please America, get real. 

We all stand to lose if you

hand over the keys to the 

recently renovated White 

House to a bronzed con man. 

Don’t dump us with Trump.
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WILLY MONFRET FOR KURT GEIGER SUMMER 2016

@KurtGeigerSA I w w w.kurtgeiger.co.zaKurt Geiger SA
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WINNING LETTER

TALK TO US

So, you’ve been reading these pages
for a while now and know a thing or
two about style. But you’d still like to
know how the hell to tie a Windsor
knot (or what that even is). Or you’re
starting a new job and want to kill it
in the boardroom with your best
Harvey Specter look, but don’t know
where to start. Send your burning
questions to our fashion team. Visit
facebook.com/gqsouthafrica to
join the conversation and stand
a chance to win a pair of Creative
Recreation sneakers (see below).

CREATIVE RECREATION SNEAKERS* FROM HYDRAULICS
WORTH R3 000 Hailing from Los Angeles and fusing work and play, Creative

Recreation sneakers are the embodiment of street style, with just the right amount of

ass. As part of its range, the Adonis Mid features the style’s signature zip, lightweight EVA Quest

utsole and a moisture wicking micro-fibre lining. Find these world-class sneakers at Hydraulics.

LETTER FROM THE EDITOR | FEEDBACK | GQ ONLINE

WEBSITE: GQ.CO.ZA TWITTER: @GQDOTCOZA INSTAGRAM:

#GQSOUTHAFRICA FACEBOOK: FACEBOOK.COM/GQSOUTHAFRICA

MAIL: GQ@CONDENAST.CO.ZAinside
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THE FINER THINGS IN LIFE

Dear GQ, 

Something that caught my eye this 
month, which was dif erent for me 
because normally I head straight for 
the sex article (you guys better not 
tell my girl), was Nkosiyati Khumalo’s 
article ‘Water of life’. He describes 
his journey to France really well and 
explains that brewing Cognac – or 
‘courvoisier’ as Busta Rhymes calls it – 
is actually an art form of its own. And 
here I’ve been drinking Cognac with 
friends just thinking it’s another drink. 
I’ll be sure to appreciate it more next 
time Nkosiyati!
– Jethro Jaftha

Jethro Jaftha wins a Ted Lapidus 

fragrance hamper worth R3 060 

O ENTER, send us your feedback on anything you’ve seen in the mag or online (maximum 150 words with 

Reader prize’ in the subject line) along with your full name and ID number,  or join the conversation on Facebook. 

ompetition ends 30/11/16. Terms and conditions apply; see page 134. *Style and colour may vary

A QUICK LOOK AT SOME 
OF THE MEN WHO MADE  
GQ’S BEST-DRESSED LIST

Prejelin Naggan

Keep it in the

family

With an

understated

aesthetic suited

to his role at the

JSE, Naggan

stakes his claim

to style with high

quality pieces.

Where does

he get his sense

of style? His dad.

Mr Naggan

senior’s out-there

fabric and print

choices are a

contrast to his

own muted suits.

But in terms of

his appreciation

for style, the

apple didn’t fall

far from the tree.

Jonathan 

Freemantle

Simplicity is key

Freemantle’s 

wardrobe is 

either black 

or white, with 

statement pieces 

thrown in – like 

the vintage 

leather jacket he 

wore for the 

shoot, bought 

from a thrift 

store for £8. 

Monochrome 

as a look has 

never gone out 

of style. It is 

powerful in 

its simplicity, 

and  allows 

the wearer to 

experiment with 

standout pieces.

Every year, GQ nominates 100 or so of the most stylish men in South Africa. Then we whittle 

that list down to 50, and call about a dozen of these fi ne gents in for an exclusive photo 

shoot. Here, four of our winners share a little bit about their style. The full list is on p105

Gregg Hammond Bradley Maseko

It’s what’s 

underneath

His best 

wardrobe 

essential? Great 

underwear,

says businessman 

Maseko. It’s well 

worth it. And 

go designer 

because, as 

Maseko reminds 

us, when your 

suit comes off, 

you need to look 

great in nothing 

but your skivvies.

Judge a book 

by its cover

Forget what 

your mother 

said. According 

to lawyer/model 

Hammond, your 

appearance says 

more about you 

than you realise. 

When dressing 

down, he goes 

for a basic black 

or white V-Neck, 

jeans and boots. 

For work, it’s 

a perfectly 

fi tted suit with 

clean lines. 

Living the line, 

‘look good, feel 

good’, his style 

gives the right 

impression.

Follow us on social 

media for updates 

on our Best Dressed 

Men awards
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inside online

HOMEGROWN VISIONARIES
From Tony Gum to Nelson Makomo and many more, these are 

the  South African artists to follow on Instagram.

THE BEST CAREER ADVICE
Get valuable lessons in business from interesting characters, 

like the founder of Magna Carta Wines, Mphumeleli Ndlangisa.

WATCHES

FOR YOUR

WISH LIST
Check out our pick of the

best and latest timepieces.

DON’T MISS A THING
Go behind the scenes at our 2016 Best Dressed Men of 

the Year Awards.

PICTURE PERFECT
See why this camera – and other high-tech essentials – is the 

ideal gadget for your travels.  



tabac-gentlemenscare.com

The new fragrance and grooming line for men



Panamera Turbo: Fuel consumption in l/100 km: combined 9.3 • Power: 404 kW (550 hp) • Torque: 770 Nm • 0 – 100 km/h: 3.6 seconds (Sports Chrono)

The impossible is not a fact.

It’s merely an opinion.

The new Panamera.

The facts in detail: thoroughbred sports car performance, thanks to twin-turbo engines

offering up to 404 kW (550 hp). Porsche’s hallmark proportions. Innovative assistance

systems like Porsche InnoDrive. And a 12-inch touchscreen display in the cockpit.

Visit www.porsche.com/panamera for even more facts.



www.porschesouthafrica.com

Porsche Centre Johannesburg
Tel: 011 540 5000

Porsche Centre Cape Town
Tel: 021 555 6800

Porsche Centre Umhlanga 
Tel: 031 514 3000

Porsche Centre Pretoria
Tel: 012 816 7600
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Check out Pearl 

Thusi’s smoking hot 

Instagram feed at 

GQ.co.za

The recruit she’s in 

love with is married? 

Shocked and angry! 

But the marriage 

is just part of his 

cover? Shocked 

and secretly relieved! 

‘They’re called “act 

enders”. I’m really 

good at them,’ she 

says, correctly. 

One of her 

co-trainees is Pearl 

Thusi who gets to do 

her own ‘act enders’ 

– you can see a few 

of them on her 

Instagram feed. 

Thanks to 

Priyanka’s work in 

Bollywood, she’s 

also a good dancer 

and singer, a vital 

requirement for 

Indian movies. 

When asked whether 

Quantico or next 

summer’s movie 

remake of Baywatch 

(her role: ‘billionaire 

bombshell’) has 

a cast more likely 

to break out in 

Bollywood-style 

song, she says, 

‘Baywatch, for sure. 

I mean, they’re 

already running in 

slow motion. They’re 

going to dance’.  

‘They’re called 
“act enders” 
I’m really 
good at them’

G I R L  O N  O U R  M I N D
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Words by Bernd Fischer

DESIGNER
VISION
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D
onald Nxumalo, the man

behind DNX Interior Design –

a business he’s owned

since 2012 – has already received

national acclaim for his contributions

to the local design scene. With its

characteristic mix of classic and

contemporary, the firm has styled

residential homes, apartments and

offices, and recently opened a new

showroom in Kramerville, Jo’burg.

‘Style is something that comes from

within and filters into all areas of your

life, not just your clothes and house,

but also in how you carry yourself,’

Nxumalo says. He should know: in

2014, Nxumalo came out on top of

SABC3’s Win A Home competition,

which saw him take charge of the

interior design of lifestyle resort Steyn

City. A year later, Nxumalo was named

one of the Mail & Guardian’s 200

Young South Africans and continues

to grace the pages of the country’s

top decor publications.

Hailing from Soshanguve, north

of Pretoria, he now splits his time

between the capital and Jo’burg and

has plans to go continental – but that

doesn’t mean we’ll see him leaving our

shores for good.

‘People generally assume that we

all want to go overseas and live there,’

he says. ‘I love my country. I think it’s

important to travel and get inspiration,

which I then relate back to my work;

that is how I want to add and

contribute to SA.’

Want a new look for your
pad? Donald Nxumalo
is your go-to man

‘I think it’s
important to

travel and get
inspiration,
which I then

relate back to
my work’

See our full

GQ&A with

Donald at

GQ.co.za
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T R E N D I N G

Words by Jason Alexander Basson

Saint Laurent 

at SDM Eyewear 

sunglasses R5 287 

 Daniel Klein at CJR 

 Giftsales watch R1 595 

 Police at CJR 

 Gift Sales Cathedral 

 necklace R799 

 Police at CJR Giftsales 

 Element bracelet R899 

 Pringle of Sco

 bag R3 000 

 ToePorn socks 

 R99 per pair 

 G Star RAW 

 denims R2 999 

 G Star RAW 

 jacket R5 999 

 Scotch & Soda 

 T-shirt R999 

 G Star RAW 

 boots R4 999 

OFF YOUR 

ROCKER
It’s time to update 
the rocker chic look

B
ring back those skinny jeans, cowboy hats, 
ripped denims, feral cat prints, chain and 
spike details, leather jackets and Chelsea 

boots of yore! Rocker style is back but with a retro 
slant that bypasses some of the more tragic iterations 
of millennial rock and gets straight to the nitty-gritty of 
the ’70s and ’80s. Pop on some oversized shades, rough 
up that bedhead and you’re good to go.  

 Saint 

 Laurent 

 Spring/ 

 Summer 

 2016 
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HERE’S THE 

DOUBLE-UP 

CUT FOR 

SUMMER

Words by Bernd Fischer

It’s about short sides 
with a long top

T
he mercury’s rising, you’ll want  

a fresh haircut for the new season.  

It may make sense to have a buzz cut, 

but that doesn’t leave you with many styling 

options. Instead, go for a cut that allows for 

more flexibility. Jarryd Langson, hairstylist  

at HAND in Cape Town, breaks it down.

 BE SPECIFIC 

Don’t be shy to tell your barber or hairstylist 

exactly what you’re looking for. There’s no 

shame in showing them a photo or two of stars 

who are rocking this cut – and there are plenty. 

Simply put: ‘Tight sides with a longer top,’ is 

often enough for someone cutting your hair to 

understand where this is heading, says Langson. 

‘Sides are dependent on individual preference 

and suitability to head shape and lifestyle.’ When 

explaining, be precise.

 GO FORMAL 

Whether it’s for a wedding or business meeting, 

now’s the time to show off your dapper side. 

Langson suggests a gel (1) combed through 

slightly damp hair for a sleek finish with lots  

of shine. Remember: the more formal the 

occasion, the shinier the hair. ‘Gel would be  

best for a softer hold while a sculpting pomade 

(2) gives you a stronger hold with some shine  

for a classic look.’ With the double-up cut, 

maintenance should be easy, whether you dress 

it up or play it down.



 CHILL OUT 

Here’s where it gets fun. Movember 

means a hairy upper lip. For your 

head you could try something like 

label.m’s Sea Salt Spray (3), that 

adds body and texture. If you’re 

looking for a slightly fi rmer matt hold, 

a paste (4) will give you the freedom 

to restyle your hair as you please, 

while rocking that mo for a good 

cause (za.movember.com). Do 

you have what it takes to grow a 

moustache? Find out on p130.  

 Casual and messy 

 Short back and sides 

 Formal and dapper 

Keune Care Line Man Magnify 

Triple X Gel 200ml R220

Redken Water Wax 03 Hair Shine 

Defi ning Pomade 50ml R328

label.m Sea Salt Spray 

200ml R313

L’Oréal Studio Line Matt 

& Messy 150ml R80

1

2

3

4

See our guide to the 

perfect handlebar 

moustache at  

GQ.co.za



M A N U A L

Words by Jason Alexander Basson

Photographs by Teri Robberts
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TO
BOLDLY
GO
Take your fashion into overdrive
with high-impact paraphernalia

Polishedpeacocking
For the man who likes to make an entrance

and wants to attract a few magpies while

doing so, avoid any bling that might give

the impression you’re some try-hard rapper

living in his mom’s garage. Rather opt for

a polished range of accessories that say

‘I’ve made it’.

SHADES

Go for a style that has transition

lenses (the solid blackout style is a bit

old school now) and opt for a bridge

and a sweat bar – it’s the more

fashion-forward shape.

MONEY CLIP CARDHOLDER

Wallets can be cumbersome.

Money clips are gaining favour

among men, but especially the

card-holding hybrid variety that are

good for business and pleasure.

Zara bomber R1 399, T-shirt 

R369, pants R629. Chopard 

sunglasses R6 800. Ben 

Sherman belt R699.

Topman bracelet R219, rings 

(from left) R129, R189, R189. 

Louis Vuitton bracelet 

R6 100, money clip R5 100, 

key holder R4 050

KEY CHAIN

It’s less ostentatious than a gold 

chain around your neck and also 

functional. A key chain gives people 

a reason to stare at your crotch. 
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Power talismans
For the man who dresses to impress

just as much as to intimidate (he

hopes) all who stand in his path,

be sure to add classic items to your

look that evoke a sense of propriety,

as well as structure, tradition and

formal elegance.

PEN

Nothing says influence and

deal-making like a bold designer

pen, kept handy inside your suit

for quick deployment.

PHONE POUCH

A leather phone pouch has longevity

and class. Those plastic clip-on

covers are made to be broken.

BRIEFCASE

The quintessential gentleman’s

companion, nobody will doubt

you are serious business with

one of these.

Zarablazer R1 799.H&M shirt

R349. Zara pants R899, tie R429.

ChopardSuperfast pen R11 475,

phone case R2 405.Gucci

cardholder R2 300. Louis Vuitton

briefcase R32 500
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Afinebalance

For the guy who likes to

keep it slick but also has

a firm grip on the pulse of

culture, you’ll want to make

sure your accessories are

on trend, but not completely

dictated thereby. It’s about

finding the balance between

the classics and what’s cool.

TIE CLIP

When it gets too hot

for a blazer, a tie clip adds

a degree of class while

dealing back on that

schoolboy look.

TOTE

It’s trendy and functional,

but also has attitude

and movement.

WATCH

For any man debating his first

watch purchase, there is nothing

more classic or essential

in the world of haute horlogerie

than a chrome face on a black

leather strap. See our pick of

classic watches on p121.

H&M shirt R129. Topmanpants

R749, tie R169.Burberry tote

R18 990. Ben Shermanwallet

R899, belt R599. Louis Vuitton

tie clip R5 100. Zenith at Boutique

Haute Horlogerie Elite Ultra watch

R70 000. H&M hat R229
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Theroughwith the smooth
For a beach-ready look that’s appropriate for

poolside lounging, you’ll want accessories

that are manly and practical but lavish

enough to turn heads for the right reasons.

TOWEL

When it comes to water sports,

men tend to be a bit sluggish with

their presentation. So make sure

your towel is a looker and not

bleach-stained, moth-eaten or

emblazoned with your favourite

comic character from the ’90s.

You’re a grown-ass man.

BELT

Go for something chunky

with a big buckle, but don’t

go all Ed Hardy on the design.

Those West African drug

dealer belts are a little

grotesque.

CAP

Take shelter under

something worthy of

your head. You wouldn’t

put trash on your

noggin, so if you’re

sporting caps why

go for anything less

than the best?
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H&M T-shirt R329, shorts R349,

towel R229, water bottle R129.

Ben Shermanbelt R599. Gucci cap

R3 200.Chopard Mille Miglia 2016

watch R166 600, sunglasses R6 600.

Zarabag R499

Find more 

beach ready 

essentials at 

GQ.co.za
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KHAKI NAVY FROGMAN

AUTOMATIC SWISS MADE
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Words by Paul Sephton

ARE YOU NOT

ENTERTAINED?
We found a TV with the right curves

in the right places

N
o matter how strong your Netflix game

is, we’re here to let you know that there

will be no chill if your screen isn’t living

up to certain standards. And while size does

matter, like other things in life, it isn’t everything.

See, when we first saw this new 65-inch

Samsung SUHD TV at its unveiling, the rest of

real life suddenly looked like one of those slide

shows your grandparents showed you from their

wedding in the ’50s, a grainy Polaroid version

of this new colour-and-clarity-on-crack screen.

Makes sense when you find out that the

clever folks in Korea used display materials that

produce colours on nanoparticles smaller than

one ten-thousandth the diameter of a human

hair. Even when the display isn’t flirting with your

eyes, the design is – the slender curve makes

it a statement piece on its own. And thanks to

Samsung’s Smart TV platform, it will connect

to just about anything with a wire.

S T A T U S S Y M B O L

PRICE

Samsung 65” SUHD 4K Curved TV  

R65 999

• You feel immersed in whatever it is 

 you’re watching

• You can watch from a wider angle

• Sense of depth and field of vision   

is enhanced

• They look cool – on a stand at least

• You need a 65” or bigger and these   

are expensive

• The curve exaggerates reflections

• They don’t hang well on a wall

• You need to sit in the right place 

 to get all the benefits 

FOR:

AGAINST:

THE PROS AND CONS  

OF CURVED TV



Not for Sale to Persons Under the Age of 18.

REMYMARTIN.CO.ZA
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D E S I G N

L
ewisHamilton and theMercedes
AMGPetronas FormulaOne team
have rethought the steeringwheel.

Itmight look like anXbox controller on
performance-enhancingdrugs, but it’s
designed like this for a reason: all the
critical controls need tobewithin reach
ofHamilton’s thumbs sohedoesn’t have
tomovehis hand from the customgrips
while taking a corner. (hose at the bottom
are for when he’s on a straight.)

F1 steering wheels have been getting
smaller and less circular for several years
– it’s more eicient and safer for a driver not
to turn through 360° or go overhand. Losing
sections of the wheel saves weight without
sacriicing stifness, thanks to advances in
carbon ibre. Mercedes’ drive to lighten the
load extends to the thinness of the rubber 
coating – which is relatively heavy – on the 
myriad buttons. he material cost of the 
wheel is estimated to be £40 000.

he wheel has to be removable in case of 
mechanical failure and for safety reasons. 
Most settings are stored in the computers  
in the vehicle – although a backup has to  
be programmed, and every driver has 
preferences, meaning each steering wheel 
is set up as a bespoke piece of kit. 
mercedesamgf1.com

This is how the F1 world champion 

controls his weekend ride

THE WHEEL 
REINVENTED

 1 DIFFERENTIAL 

Differential is used to 

adjust torque during 

turns. Hamilton 

adjusts this a lot in  

a race because the 

car’s balance alters 

due to tyre wear and 

fuel load.

 2 OVERTAKE 

Like hitting the nitrous 

oxide button in The 

Fast and the Furious, 

this pushes the power 

unit into its most 

dynamic mode when 

top acceleration is 

needed for passing.

 8 ACCEPT 

This confirms the 

modes selected  

by the Skip 1/10 

buttons. It also 

triggers the clutch 

biting-point finder. 

Many of the buttons 

are multiplexed to 

save space – upping 

the permutations to 

several billions.

 9 DRS 

The Drag Reduction 

System is an 

adjustable rear wing 

that delivers an 

aerodynamic speed 

boost of 10-20km/h. 

It’s only permitted 

within certain zones, 

and within one 

second of the car  

in front.

10

1

2
3

4

8

9

Words by Jake Millar  
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 3 SKIP 1/10 PRESET 

This allows Hamilton 

to interact with the 

car’s 100 control 

sensors, either to 

switch off a faulty 

one or turn another 

on for strategic 

reasons.

4 GEARBOX 

 NEUTRAL 

To avoid accidently 

putting the car into 

neutral at speed, it is 

located on the front 

of the wheel, rather 

than on the gearshift 

paddles at the back.

 5 PIT-LANE SPEED 

 6 PIT CONFIRM 

This limits speed 

to 80km/h for the 

protection of the 

pit crew, and alerts 

them to prepare for 

a stop without 

requiring radio 

notifi cation.

 7 TORQUE 

This is used to select 

throttle ‘maps’: if 

Hamilton puts his foot 

down he’ll get all the 

torque; at halfway he 

may get more or less 

than half, depending on 

whether he wants it 

aggressive or gradual.

 10 STRATEGY 

 ROTARY 

Rather than having 

individual levels, this 

‘go faster’ switch 

enables Hamilton 

to fl ick between 

a high-performance 

setting for an all-out 

qualifying lap and 

a more energy-

conserving one.

11 MENU ROTARY 

 12 HPP ROTARY 

Controlling settings 

for the chassis and 

power respectively, 

these switches have 

14 positions that 

each correspond to 

a different menu of 

options – that is, 

they’re equivalent to 

14 other rotaries.

 13 MARK 

Hamilton can 

fl ag a point in the 

data, for instance, 

a sub-optimal corner 

or a harsh-sounding 

gear change, for 

later analysis.

 14 RADIO 

A crucial piece of 

kit for Hamilton to 

communicate with 

the team. New rules 

limit what data can 

be broadcast, thus 

increasing what’s 

displayed on the 

wheel.  

11 12 13

14

3

5

6

7

 LEWIS HAMILTON 

 FOR MERCEDES 

First in Formula One 

World Championship 

rankings.
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F
acebook has morphed.
What started out as
a way of connecting

people in Harvard University
all those years ago has turned
into a social medium of racist
rants, terrorist radicalism,
puerile minutiae, trolling,
scamming and stalking – and
not even the oldest profession
in the world is immune.

Recently, a gorgeous
20-something stranger sent
me a friend request. Since
I’m no longer a good-looking
20-something myself, my
bullshit radar started pinging, 

and it seems for good reason. 
At irst I thought this might be 
one of those 419 scams, but  
no, it seems turning tricks has 
found a new business platform.

More and more of my  
friends have taken to chatting 
to seemingly ordinary girls 
from places like Senekal (not 
Senegal) and Potchefstroom, 
and, according to my sources, 
these young ladies have bona 
ide proiles. hey chat in 
Afrikaans mostly and upload 
sweet family photos (with a few
racy ones hidden in between). 

his is enough to get a guy 

lies the rub (no pun intended).
After a few saucy images have
whirred through space and
back to Earth, the picture
becomes clearer: ‘I am having
so much fun, but my data is
running out.’ So simple, so
subtle and so devious. By this
stage of the story I am hooked
by this sociological curveball,
and am dying to know what
happens next.

he inamorato hopeful, lets
call him Mr Flash, now in the
throes of a dalliance, thinks
nothing of sending a R20 data
bundle to continue this juicy
interaction. he woman then
sends an SMS saying her data
is always running out and
could he, maybe, just send 10
gigs. Our Mr Flash is a miser
and tells her to get stufed, but
other men are surely klapping
their data bundles all over.

A conspiracy by our cellular
networks perhaps? I wouldn’t
put it past them. But this is
more base than that. I have
seen the messages of these
farm poppies asking for a R500
loan. Some even upped their
request to thousands.

In my opinion, this is not the
work of traditional scammers,
but a new social phenomenon
on which opportunistic (if
somewhat morally inept) men
and women have hit. To make
it worse, those saucy photos
that hooked in love-starved
men are all of beautiful, nubile
women culled from various
internet sites. Just think, it
could be that one-armed tow
truck driver, hopped up on
brannas and Coke who is
waiting out a lull in car wrecks
at 1am. hen again, it could
be the woman of my dreams.
Ahem, I have a new friend
request to take care of.

interested, fervently hoping for 
a hook-up of some kind. he 
interactions generally go like 
this: these gentle women spend 
a few hours chatting online to 
hopeful suitors before handing 
out their phone numbers. 
Whatsapping commences,  
and within hours the girls are 
sending run-of-the-mill pics  
of themselves. Men being men, 
they ask for something just  
a little more tantalising, 
eventually convincing (they 
think) the women to send 
photos that would make even 
Larry Flynt blush. But herein IL

L
U

S
T

R
A

T
IO

N
 B

Y
 C

H
R

IS
 S

L
A

B
B

E
R

/
C

S
 D

E
S

IG
N

 &
 I

L
L

U
S

T
R

A
T

IO
N

L I F E

40 GQ.CO.ZA NOVEMBER 2016

Words by Petros Augousti

After a few saucy 
images have whirred 

through space and back 
to Earth, the picture 

becomes clearer: ‘I am 
having so much fun, but 
my data is running out’

IT’S COMPLICATED
No such thing as an innocent chat on Facebook





T E C H N O L O G Y

Words by Paul Sephton
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SAMSUNG GEAR 360 

h e Samsung Gear 360 camera has 

dual i sh-eye lenses that allow you to 

capture 360-degree videos and images. 

Plus, you can stop awkwardly panning 

your smartphone for panoramas – one 

lens spits out a full 180-degree image.

Pro: Best photo quality

Con: Supporting apps only work 

with Samsung phones

RICOH THETA S

h e Ricoh h eta S was the i rst 360 degree 

consumer camera and it set a high 

standard for the market. A single button 

captures images, it is easily portable and it 

allows for fairly easy editing and sharing of 

images and videos. You will have to use 

separate apps to capture and edit images 

and videos though.

Pro: Slim format

Con: Limited to 8GB internal memory  

Four of the coolest 360 cameras

making real waves in our world

Like ‘disruptors’, ‘growth hacking’ and ‘the cloud’,

‘virtual reality’ is a buzzword that we throw 

around to sound intelligent without actually 

knowing what it means. But with tech giants 

investing heavily in VR, it was only a matter 

of time before we got our hands on the newest 

consumer offerings. 

EVERY MOVE
YOU MAKE





T E C H N O L O G Y
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LG 360 CAM

Easily pocketable and comparatively inexpensive, 
LG’s 360 CAM packs two 13 megapixel lenses whose 
functions are mostly unlocked via the phone’s app. 
h e camera needs an SD card and although it has 
limited editing and sharing functionality, it’s a good 
buy for those dipping their toes into VR.
Pro: Best size and iOS and Android compatible
Con: Only 2K video quality

360FLY 4K

By far the prettiest camera from 
a design and aesthetic perspective, 
the 360l y dif ers from the other 
cameras with its single wide-
angle lens that does all the work. 
With 64GB internal memory, the 
16 megapixel sensor captures 
images seamlessly (literally not 
having to stitch together dual-
lens images). You can also switch 
between i rst-person POV and 360 
modes, which makes it more suited 
to snapping sports pics.
Pro: Waterproof body
Con: Single lens can’t 
see what’s below 

3 INDUSTRIES THAT VR 

COULD CHANGE FOREVER

1 
REAL ESTATE Imagine you 

could wear a VR headset and 

walk through a potential home, 

no matter where you are. US-

based company Matterport (with 

a branch in South Africa) is doing 

just that with the fi rst platform that 

allows users to navigate through 

3D spaces.

2 GAMING Although VR isn’t 

entirely new to gaming, it’s 

set to become drastically better, 

especially since the release of Sony 

Playstation’s PS4 VR in October. 

3 TRAVEL EliteLYFE is 

mastering the art of luxury 

villa rentals through VR. Clients 

no longer want reviews and hi-res

media when VR gives them the

assurance that the location 

they’re about to visit is 

worth the splurge.  

We’re keeping 

our eye on VR. 

Find out more at 

GQ.co.za



NEW VINTAGE AÉRONAVALE COLLECTION
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CLIMAX 
HACKS
3 new moves that 
will bring joy to 
your sex life

Words by  
Lior Phillips

S
tarting to swap coffee for tea? Wheat for gluten-free? Yogurt for 

acai berry? While we adore removing ourselves from the scrum 

of stale routines and hacking our way towards a better life, we 

desperately rely on these alternative routes to drive us to a life 

lived on greener grass. But all this lifestyle swapping melts into a puddle  

of hogwash if sex isn’t a part of the trade-off.

It’s simple: getting hard shouldn’t be hard. Finding yourself within  

a terrifying sex stasis and feeling as though problems in your sex life  

might never disappear is sometimes because there’s no clear solution to 

your problem. Sometimes it’s because the problem isn’t problematic at all. 

We just need more options. If you feel like you’re going through a drought 

of the loins, hack that mind with new sex positions just so you’re ready 

when the time comes.

relatively quickly (arguably a perk 

of the position, too). Just make 

sure she’s stable and able to hold 

herself. If your bed isn’t too high  

off the ground you can balance  

on each other’s hands like carnival 

clowns, arms straight out in front  

of your chests – a real Dirty 

Dancing move.

The Hot Rod

aka The North Pole

Using the floor or your bed as the 

base, lie on your back with both 

legs stretched out in front of you. 

Place your head on a pillow for 

support, using it to prop your head 

up as well – you’re going to want  

to see all of this. Bend one of your 

knees towards the ceiling while 

keeping the other leg stretched out. 

Now, let your partner climb on top 

of you and slowly lower herself 

onto your penis with her back 

facing you. Essentially she will  

be sitting astride your bent leg  

like a pole. Her ass will be placed 

firmly above your navel, with both 

thighs on either side of your upper 

leg. She can choose to either 

keep her legs bent, or sit in a 

seated cross-legged position 

(your raised knee still acting like  

a pole) as if she was about to slide 

down a fireman’s pole.

This position gives you a 

mind-blowing view of her bottom 

assets, an explicit X-rated view  

of your long, hard member 

penetrating her every movement, 

and an all-access pass for her  

to fondle your perineum (the  

area between the anus and  

the scrotum). It gives you both 

enough room to control each 

other’s positions and shift each 

other’s bodies in the speed and 

manner that feels right in the 

moment. She can raise her  

own body at the speed with  

which she’s comfortable, and you 

can drive her hips in a circular or 

upward movement depending on 

your level of lust. You’d want a 

mixture of gentle and rough, so 

communicate at every moment.

The Stop, Drop and Thrust

aka The Crouching 

Gargoyle

We all want that move – when  

both bodies levitate above  

ground, hovering in a zero-gravity 

fuck-bubble. That body-shaking, 

cum-dripping succulent move 

able to hit the depths of pleasure 

you didn’t know existed. The kind 

of intergalactic space fuck you’d 

assume was meant for a million 

light years away.

Here’s how to do it: get your 

partner to lie face down on the 

bed, couch or floor, and raise her 

hips by placing a pillow or 

bunched up duvet beneath her 

hips and lower abdomen. With 

your legs on both sides and knees 

somewhat bent, enter from behind 

by crouching and propping up 

your weight with your arms. Opt 

for lighter, gentler thrusts over 

heavier movements – that’s the 

trick to lasting longer.  

The Lean Back

aka Fallen Spread Eagle

Slowly arch your back over the 

edge of the bed, landing your head 

and shoulders on the floor with 

your arms on either side of you. 

Face forward so that you still have 

complete control to move your legs 

that are resting on the bed. Chuck 

a blanket or pillow underneath your 

head and upper shoulders so you 

don’t suffer from a case of raging 

carpet back burn. She will then hop 

on top of you and straddle you with 

her knees facing forward, and feet 

resting on either side of your thighs. 

Her hands will firmly hold onto the 

top of your thighs or the edge of 

the bed.

This move isn’t ideal for long 

stretches of time, because the 

blood will rush to your head 

We all want that move - when 
both bodies levitate, hovering in  
a zero-gravity fuck-bubble
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D E S T I N A T I O N

ARE YOU GOING TO 
SAN FRANCISCO?
You should. This cool West Coast tech town  
will be etched on your memories forever 

Words by Patrick Leclezio

S
an Fran. Frisco. SF. It’s hardly surprising when remarking on this city that 
these nicknames abound, even from those who haven’t come within  
a parsec of the place. he tendency exists for good reason: this west coast city 

is so damned to-the-marrow cool that people subconsciously ache for its familiarity.  
I’m not talking about some indeinable, je ne sais quoi cool here. No, this is the 

obvious, all-encompassing kind. Jim Morrison was right: ‘he West is the best.’

BY BIKE

With its network of bike lanes, seeing San

Francisco by bike is a great option. I chose

Streets of San Francisco Bike Tours, based

on excellent TripAdvisor reviews, and it didn’t

disappoint: from the decent bikes, to the

knowledgeable guide who was able to tell

us about street art, architecture, culture and

history, never mind the geography (like the

hill-avoiding traverse), I was able to get under

the surface of the city. sosfbiketours.com

 SEE 

BY BOAT

There are dozens of exciting excursions in  

and around the city, but the area’s incredible

beauty is perhaps best appreciated on the  

Bay itself. From the variety of operators 

plying the water we opted for the 

Hornblower brunch cruise. Americans don’t 

mess around when it comes to buffets, and 

this lavish spread was no exception. I 

enjoyed unparalleled views of the city (those

famous ski-jump streets), the Golden Gate 

and Bay bridges, and the surrounding areas 

(Oakland, Sonoma, and Sausalito in the 

distance), all from the sated comfort of a 

liner-style dining deck, with live piano 

included. hornblower.com 

Alcatraz

ALCATRAZ

Remember Clint Eastwood in Escape from 

Alcatraz? That’s one of many colourful stories 

about the island. Alcatraz is welded into San 

Fran’s landscape geographically and culturally, 

and is a must-see. alcatrazcruises.com

THE PRESIDIO

This military base turned national park is  

a kill-ten-birds-with-one-stone type of 

place. Walk and bike (or just gaze out from 

the lookouts) along a 38km trail, picnic, 

feast in one of its 10 eateries, play golf, 

swim at Baker Beach, camp at the city’s 

only campground, and much, much more. 

presidio.gov

 Tour The Presidio      

 by bicycle   



SUIT

R1,999

MALL OF AFRICA
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DINE

FOG HARBOR FISH HOUSE

Dungeness crab or clam chowder in a 

sourdough bread bowl – these are iconic San 

Francisco dishes in which Fog Harbor (in Pier 

39, the city’s equivalent of the V&A Waterfront) 

specialises. Lunch was a lingering, satisfyingly 

authentic affair, as we drank craft beer and 

local wine and contemplated the knockout 

view of the Bay. I sampled the crab, the 

chowder, the bread (from reputed baker 

Boudin), and a mixed seafood grill, all of which 

were delicious, but the highlight was the 

outstanding crème brulee. fogharbor.com

FOREIGN CINEMA

Ostensibly this spot’s claim to fame is its 

screening of seminal movies, (The Goonies 

whilst I was there), intended and executed  

as ambience. The atmosphere is charming 

and compelling, but it would be a disservice  

to get overly caught up in the veneer, because 

Foreign Cinema has a epicurean depth and 

credibility to it. The wine list numbers 800 odd,

flabbergasting for a neighbourhood brasserie, 

and the selection of oysters runs to a dozen, 

impressive for any establishment anywhere. 

The rest of the menu is expansive and 

imaginative – the caviar, cod gratin, fried 

chicken and rhubarb-huckleberry cheesecake 

were all delightful – and to my astonishment it 

changes daily. foreigncinema.com 

SAISON

If Maslow’s hierarchy of needs was adapted  

to eating specifically, then Saison would be its 

self-actualisation apex. The 15-course tasting 

menu introduced itself with salt-seasoned 

caviar in an egg custard, so ridiculously good 

that I thought they’d overreached too early.  

Oh ye of little faith. In a meandering, bibulous 

journey with such highlights as trout, lobster, 

abalone and wild boar, and vegetables grown 

in the restaurant’s own garden, my doubts 

were put to the sword. The wines were 

predictably spectacular, but it is the Eiko Fuji 

unpasteurised sake and the Jacques Perritaz 

cider that live largest in my memory. A place of 

outrageous tantalisation. saisonsf.com

Valencia Street in the Mission District, a hip,

eccentric assemblage featuring artisanal

purveyors of all persuasions, offers the

opportunity for an extended stretch of mellow

ambling and browsing. I liked Unionmade

(unionmadegoods.com), a hangout for

hipsters into high-end threads. Hayes Valley

flaunts a lively retail scene, Haight Street still

has the vibrancy I imagine it did during the

Summer of Love and the Ferry Building

Marketplace is a gourmet’s treat.
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 Fog Harbour Fish House  

 Saison  Unionmade  

 Foreign Cinema 

 Press Club 

SLEEP

AXIOM HOTEL

If you’re a fan of the central city location,  

a convenient springboard from which to 

access and explore the area easily, you’ll be 

hard-pressed to find better than the downtown 

Axiom Hotel. From its fibre-optic internet 

connections delivered via individual routers,  

its interactive TV-interfaced infotainment 

system, and its paperless philosophy, to its 

communal tables, pets welcome policy, 

foosball table and arcade games, this place is 

a mirror of the city’s young, progressive and 

tech-savvy essence. axiomhotel.com

DRINK

PRESS CLUB

Knowing that I was near the heart of wine 

country but wouldn’t have time to visit any 

wineries, I sure was glad to find this wine  

bar. In the elegantly appointed surroundings,  

I tasted eight of the 300 available 

expressions, paired with options from a vast, 

exquisite small-plates menu. The sumptuous 

food and wine, the relaxed crowd, and the 

lesbian speed dating taking place just behind 

me plugged me straight into the SF vibe. 

pressclubsf.com

 Axiom Hotel 

D E S T I N A T I O N





SOLVE THE  

WORLD’S 

PROBLEMS

Ardbeg 10 Year 

Old R629

Ardbeg was the fi rst 

whisky launched 

into space – do you 

need anything else 

to be the coolest? 

Oh wait, this is also 

one of the three 

best single malts for 

2016, in case you 

didn’t know. Smokey 

and sweet, the 

peaty paradox is 

a great introduction 

to the world of 

complex whiskies.

THE DAILY SERVE

Glenmorangie Original R479

This 10-year-old is more reliable than a Kanye 

outburst; it never lets us down and on top of 

that, it’s arguably one of the best-priced malts 

for money. Easy drinking and fi lled with subtle 

fl avours, you should look forward to one after 

work every day.

THE BAR 

RAISER

Jameson Select 

Reserve R370

Perfect for the 

club or bar, it’s a 

statement drink that 

says you’re refi ned 

and have taste, 

without being stuck 

up or taking life too 

seriously. Be the life 

and soul of the 

party and get to the 

point where your 

barman doesn’t 

even have to ask.

SHARE WITH 

YOUR NEAREST

Johnnie Walker Green Label 

R650

A notch up from Johnnie Black, Green 

Label is back on our market. The award 

winner is full-bodied and character 

loaded – something we’d pull out 

among friends on a poker night.

TOAST 

EVERYTHING 

WITH IT

Glenfi ddich 

18 Year Old 

R1 499

Dripping in status, 

this 18 tricks you 

with its balance of 

fl avour subtleties 

while still being 

robustly full-bodied. 

It’s the drink for    

anniversaries,

decades gone by,

or just the end

of the week.

IMPRESS HER 

NO END

Macallan 12 Year 

Old Fine Oak 

R600 

Take in the bottle with 

its beautifully feminine 

curves. Now sip and 

you’ll get that fi ne oak 

triple cask matured 

reward – a diversity of 

character complex 

enough to impress 

any connoisseur.

T A S T E

GOLD 
STOCKS

It’s timeless, it’s tasty, it’s our favourite 

gentlemanly drink

Words by Paul Sephton
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THE UNPEATED 

ISLAY FOR THAT 

SPECIAL MOMENT

Bruichladdich Black 

Art 4 1990 R4 500

Black never looks as good 

as when it wraps a bottle of 

Bruichladdich Black Art, but 

what’s inside is black magic. 

Voted best whisky in the 

world a year ago, Black Art 

is a 23-year-old ode to the 

enigmatic, because while 

we know it uses American 

and French oak, the 

barrel compositions are 

a complete secret. What 

we do know is that the 

unpeated Islay single malt 

has a cult following that 

every man should aim 

to join. Take a sip on an 

occasion that is special to 

you, and you’ll know why.  
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It’s high time you

learnt how to make

this cocktail right

Make a 
Manhattan

RECIPE

 3 parts Woodford Reserve

 1 part sweet vermouth

 3 dashes Angostura bitters

METHOD

1. Fill a mixing glass with 

ingredients, add ice, and stir 

gently for 10-15 seconds.

2. Strain into a cocktail glass.

3. Garnish with a cherry.

Pour the perfect 

cocktail with 

recipes at 

GQ.co.za

G
Q has been 
served 
whisky 

for breakfast by 
one or more of the 
brand houses you 
see on the opposite 
page. Did we 
hesitate? Absolutely 
not. Traditions 
to the wind, we 
could drink it 
day and night, 
but 21st-century 
etiquette and 
modern living have 
rei ned us to the 
point of knowing 
better. So we’ve 
rounded up the 
bottles you can’t 
go wrong with, 
and pointed you 
to the occasions at 
which they’re best 
served. Looks like 
breakfast is not on 
the list, though.



More than 
just drinks
Popular drinking holes 

with quality food on tap 

Pop
Greenside’s new addition might 

be Jozi’s best Champagne bar, 

but it also has a menu that will 

blow you away. With a clean 

aesthetic and obvious attention 

paid to the design, the choice 

of bubbles is extensive, and the 

accompanying glassware spans 

the history of Champagne’s 

consumption. While the menu is 

kept simple, it changes almost 

daily and everything on it is 

based on what fresh ingredients 

are available. The fillet steak, 

wrapped in an olive-oil soaked 

muslin cloth that’s pressed with 

salt and pepper, comes flame 

grilled and will literally cut like 

butter; steak knife not included. 

064-365-2485, facebook.com/

popchampagnegreenside

No Reservations
Liam Tomlin has long held  

a place in our hearts with  

his tapas-winning Chefs 

Warehouse on Cape Town’s 

Bree Street. Now comes  

a two-fold story that pleases  

us to no end. No Reservations 

is his newish bar next to Chefs 

Warehouse, where those 

waiting for a table can grab  

a drink from the A-list wine 

collection. Tomlin has also 

partnered with former Test 

Kitchen head chef Ivor  

Jones to plan a second Chefs 

Warehouse at Beau Constantia 

wine estate, but you’ll need  

a reservation for this one. 

021-422-0128,  

chefswarehouse.co.za  

T A S T E
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But it would be the biggest sporting story 

of the year, and the scrutiny would be 

intense. I can take the booing from the 

crowd, and the media, but I’ve got  

a six-year-old son, and he sees what 

happens now. Do I want him to see me   

go through all of that?

‘I’d love to play 
[for SA]. But to 
put my family 
through all the 
nonsense that 
would go with  
it? I’d have to 
consider it  
very carefully’

GQ: Would South Africa pick you? 

KP: Who knows? I don’t have a clue.   

But there’s been a lot of talk, a lot of 

excitement, and if I score the runs…

GQ: South Africa has had a lean run of  

late. What’s going wrong? 

KP: I’m not in the country so I couldn’t 

really say – I’m not focusing on any cricket 

at the moment, so I don’t know.

GQ: Neatly sidestepped. Alright, what  

about South Africa the country? 

KP: I love the place. The link is still hugely 

strong, it’s the country of my birth, and  

I try to spend as much time there as 

possible – Jess and I were at Leopard 

Hills in Sabi a while ago. And it’s frikken 

T
here are few people in sport –
and certainly no South Africans
– who polarise opinion quite like
cricketer Kevin Pietersen. Piers

Morgan leads the cheerleading squad,
demanding his undoubted talent be
returned to international cricket, but
there’s a large army of detractors, too,
led by a number of his former English
colleagues. Misunderstood genius or
arrogant and past his cricketing sell-by
date? I know Pietersen reasonably well,
and while he’s not short on self-belief
or forthright opinion, he’s also a devoted
family man, has charity interests, and
still loves the country of his birth –
a country, he says, he still wants to play
cricket for…

GQ: House at Wentworth, pop star

wife, travelling the world with the T20

circus – life looks alright for you?

Kevin Pietersen: It is, and I’m certainly

enjoying myself, but it’s taken a lot of hard

work. This career didn’t just fall into my

lap. I’ve had to work my backside off, and

it’s taken a lot of dedication, a lot of big

decisions, a lot of sacrifice.

GQ: If I’d told an 16-year-old Maritzburg

College boy that 20 years later he’d be

living on a luxury golf estate in Surrey,

have 100 Test caps to his name, and get

to watch a model walk out of the shower

every morning…

KP: Clearly I wouldn’t have believed him!

I’m living the dream right now, and it’s

a very enjoyable time of my life. I can pick

and choose where I want to play cricket,

and spend time with my family. But it was

a huge decision to leave South Africa

when I was 20 to come over, leaving my 

family and my buddies. But  it turned out 

really well, and I love it here  in England.

 GQ: Not everyone in England seems  

 to love you, though. How did you  

 manage to upset so many people? 

KP: You never sit well as a foreigner playing 

for England. When you do well, you’re 

English, and when you do badly, you’re 

South African. But it is what it is, and I accept 

that. I think my straight-talking also upset a 

lot of people. I was ahead of the game in 

terms of thinking and decision-making: 

players going to join the Indian Premier 

League, playing T20 tournaments around 

the world, resting senior players. It’s all stuff 

that’s happening now, and I predicted it, but  

I was shouted down. [Former England 

coach] Andy Flower didn’t like someone 

else making the calls. But even Andrew 

Strauss has admitted to a good friend of 

mine that I was ahead of the game.

 GQ: So is there a sadness that your  

 England career ended the way it did? 

KP: No, I can honestly say there isn’t.  

I played 100 Test matches, me a little boy 

from Pietermaritzburg. I got to live my 

dream, so no regrets whatsoever.

 GQ: Your international career might  

 not be over yet. Next year you qualify  

 to play for South Africa… 

KP: It’s an option, and I’ll look at it, certainly. 

If it was just the cricket, then sure, I’d love to 

play, and I believe I should still be playing 

international cricket. But to put my family 

through all of the media, all of the nonsense 

that would go with  it? I’d have to consider 

it very carefully.

 GQ: The look on Strauss’s face if  

 you scored a hundred against  

 England, though… 

KP: Sure, and the England series in England 

would be the first one I’d qualify for, I think. 

Kevin Pietersen has been 
through the media mill and 
come out the other side. 
Right now he’s smiling

LET’S TALK 
ABOUT KEVIN
Words by Dan Nicholl   

G Q & A
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cheap if you’re coming from here!   

It’s also the country my parents live in, 

so it’ll always be home. But I’ve said 

some very stupid things about South 

Africa; I was young and emotional.  

Now I look back with a clearer 

perspective. It’s hurricane season  

– the tough times come and go, but  

it’s all been worthwhile in the end.

 GQ: You had the worst haircut in  

 the history of cricket when you  

 scored your first hundred in Bloem. 

KP: You make some bad choices 

growing up! But I still got man of the 

series, and that toughened me up for 

my international career.

 GQ: But you overcame the haircut  

 to somehow win the heart Jessica 

 Taylor (of pop group Liberty X). 

 Playing well out of your league

 there, Pietersen. 

KP: Must have been the haircut! We’ve 

got a really great family. I’m a boy from 

Maritzburg, Jess is a northern girl. We 

have a very private lifestyle: didn’t sell 

our wedding photos, don’t hang out on 

the celebrity circuit. Once you start 

that, you can’t stop.

 GQ: Tell us about your charity;  

 it has a very personal side to it. 

KP: Three years ago I lost my best 

friend, Jon Cole Edwards, to ocular 

melanoma. It’s rare, but devastating.  

I had to say farewell to the guy I’d grown 

up with, shared my life with, just a few 

hours before he left us, and that was one 

of the most difficult things I’ve ever had 

to do. So now I use the KP24 Foundation 

to raise funds and awareness for ocular 

melanoma research. We also provide 

cricket coaching opportunities for kids 

around the world. We had kids bowl their 

hearts out to us in the nets when we 

played internationally, so it’s a chance to  

give those young cricketers a chance. 

We’ve had a number of international 

events, and next year we’ll be in South 

Africa doing something similar with all 

of the franchises.

 GQ: And you’ve got a very dodgy  

 line of clothing. 

KP: None of it would suit you – it’s all  

slim fit… Nena & Pasadena is doing well, 

we’ve got a couple of shops in South 

Africa now. There’s a beach club in Dubai, 

a bar in London, a drinks business, and 

Jess and I have made some good 

property investments. I don’t spend 

beyond my means, and cricket’s been 

good to me – the only thing I really spend 

a lot on is property.

 GQ: So you’re all set for a nice  

 retirement spot for you and Jess in  

 Pietermaritzburg then? 

KP: I don’t have anything in Maritzburg 

yet, but I should look into it. Probably 

only cost me a fiver!  P
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MOVIES

CALL 
THE DOC
Marvel is at it again – with a different 
kind of superhero

Edited by Evert Lombaert
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T H E  E D I T

ARRIVAL

Directed by Denis Villeneuve; with Amy 

Adams, Jeremy Renner, Forest Whitaker

Alien films are aplenty, but they’re often limited 

to scenes of wanton destruction. So, when  

an alien film comes along which involves some

more thought (such as Robert Zemeckis’ 

Contact or our own Neill Blomkamp’s 

allegorical District 9), they deserve attention.

Screenwriter Eric Heisserer has expertly 

adapted Ted Chiang’s 1998 short story, Story 

of Your Life, into a thought-provoking film. 

Don’t get us wrong, there’s spectacle galore, 

but this one provides some deliciously 

FANTASTIC BEASTS AND WHERE 

TO FIND THEM

Directed by David Yates; with Eddie 

Redmayne, Katherine Waterston,  

Colin Farrell

Having directed the last four films of the 

franchise, Yates is ideally suited to bring 

this Harry Potter spin-off (it’s set 70 years 

before Potter’s time) to the silver screen. 

This adaptation of JK Rowling’s children’s 

book marks her screenwriting debut.

Redmayne’s effortless charm, so richly 

present in The Theory of Everything and 

The Danish Girl, serves his performance 

perfectly as bumbling wizard Newt 

Scamander. While on a magical congress  

in the US in 1926, Scamander comes into 

the possession of a suitcase containing  

a variety of magical creatures which 

inevitably escape and cause plot chaos.

Stuart Craig and James Hambidge  

bring the universe to life with their incredibly 

fantastic production designs. Farrell,  

who seems to be selecting his roles more 

conservatively these days, is a treat in his 

supporting role as the charismatic wizard 

Percival Graves.

With sequels already marked for 2018 

and 2020, this is a franchise that isn’t going 

anywhere in a hurry. Incredible Potter fun 

for the whole family.

Released 25 November

aromatic food for thought. Amy and Renner 

clearly relish taking on more cerebral roles 

than the superhero mega-franchises we’ve 

come to identify them with, and Whitaker 

(soon to be seen in Rogue One: A Star Wars 

Story) is always a pleasure to watch.

The plot follows on from language expert  

Dr Louise Banks (Amy) being called on by  

the authorities to make first contact with the 

(potentially) extraterrestrial beings after their 

arrival. This is a tense, visual spectacle over 

which you’ll enjoy chewing your nails down.

Released 11 November
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River Island black 

camo skinny suit jacket 

R1 549, trousers R819

GQ PROMOTION

River Island suit jacket

from R1 499

River Island ripped jeans

from R799

Dune London Richmond shoes 

R1 999.95

Dune London Radcliffe shoes 

R2 199.95

Dune London Manhatten boots

R2 099.95
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Words by Aléz Odendaal

I
t was something you might have

wondered as a teenager, buzzed on

a cocktail of dad’s light beer and the

best weed 20 bucks could buy, looking

around the bar like, ‘Well, where are

they?’ They certainly weren’t there then,

and when it comes to another Saturday

night pastime, they’re also not in your

favourite video games.

Sure, they’re technically there. But since

developers the world over have given their

female characters the same intelligence and

depth as that boasted by a game’s inanimate

objects, we don’t think it counts.

So, where are the female leads? It’s vital

to ask because of the repercussions it has

for the many women who find themselves

without adequate representations in a

medium that – like most cultural artefacts –

influences how society views them and how

they view themselves. It’s also important

because we’ve bled the white knight,

gravel-voiced, dark-haired, five o’clock-

shadowed, angsty anti-hero male lead dry. 

He’s done, folks. There’s no existential crisis 

to be had, no sexcapade to be made, and no 

dangerous mission to be carried out to save 

this sad trope from itself. He. Is. Done. 

If games are to continue to inspire and 

evolve we need new stories and new ways of 

looking at the world. Not just one that takes it 

for granted that every gamer is a straight 

white dude without the same access to actual 

porn that the rest of the adult population 

enjoys. So herewith, GQ’s guide to a more 

representative gaming industry: 

THINGS WE’RE OKAY WITH 

NEVER SEEING AGAIN, EVER 

1. Violence against women as  

a key plot device

Part of the played-out feel from any given 

franchise comes from a game’s Westboro 

Baptist-like allegiance to gender stereotypes, 

hinging plots on a war fought on or for 

women’s bodies by traditional, hyper-

masculine men. Already disturbing in 

countries with a high prevalence of sexual 

assault, starting a story arch with a ‘wronged’ 

woman is also unpardonably unoriginal, and 

reinforces masculine rules first laid out by the 

kinds of men who would deeply resent 21st 

century women’s hobbies and interests (like 

the one you’re reading about). 

2. Women as reward

We get that sex sells, but we’re over being 

treated like the dude who sparked that  

‘every seven seconds’ myth. We don’t finish 

missions to watch badly-rendered body parts 

smoosh together for a bit, and we could  

do without the butt-shaking reminder that  

a game’s art director considers us all as 

pubescent (we’re looking at you, Overwatch).

3. Ridiculous armour

While we appreciate the rich imagination that 

has conquered any sense of realism in order 

to present us with the kinds of impossible 

necklines plaguing a great number of AAA 

titles, we also know that if it were applied 

almost anywhere else we wouldn’t have 

needed to write points one and two above. 

Just stop.

HOW YOU MAY BE THE PROBLEM

This part’s never easy, but it’s important.  

To foster a more diverse and therefore more 

interesting industry, we need to know that 

what we’re doing might be keeping this from 

happening sooner. One such thing is called 

‘mansplaining’, a habit of men to offer their 

point of view as the correct one, ahead of that 

of marginalised groups, and despite evidence 

to the contrary. 

In male-dominated spaces like games,  

it may be difficult for men to understand the 

reasons for and manifestations of this boy’s 

club. It’s not ideal, but knowing this should 

help to instil a sense of humility in discussions 

with women on matters like representation in 

games (which doesn’t mean to say that men 

are free to play devil’s advocate). The ability 

to remain impartial on matters of emotional 

importance to an underrepresented group is  

a privilege. Don’t be that asshole. 

WHAT YOU CAN DO

It isn’t all fire and brimstone. We’re making 

progress, and this is primarily visible in the 

independent scene, through developers like 

Gone Home’s The Fullbright Company, 

Broken Age’s Double Fine Productions and 

Telltale Games of The Walking Dead. Support 

games like these that don’t treat their players 

like Neanderthals. Also, speak up. Men are in 

a good position to make a noise. Harness the 

power of online comment sections for good.

WHERE ARE ALL 
THE WOMEN AT?

GAMES

It’s time gaming sorted out its 
representation of female leads

Gone Home by The 

Fullbright Company



Words by Cayleigh Bright

BOOKS

A 
game-changing voice in South 

African literature, Zakes Mda 

continues the fearless innovation 

and experimentation that have defi ned 

his career. The author’s recent books 

have included historical fi ction, a touch 

of magical realism, his fi rst tale set 

outside SA and his own life story. (Some 

might even argue that his best work can 

be found in his ever-sharp, sometimes-

scathing Twitter responses.) 

GQ: Little Suns has a connection to 

your own family. Is it one that you’ve 

been wanting to tell for a while? 

Zakes Mda: I never thought of writing it, or 

setting it as fi ction, until much later, after 

writing my memoir, I had to refer to this story. 

My grandfather used to tell us about this 

guy... but then, of course, the story would 

also be mixed with a lot of myth and legend. 

I grew up knowing that this guy was such 

a powerful medicine man that when the 

British tried to shoot him their bullets turned 

into water. That fascinated me. 

I think that some of my source of magical 

MAGIC 
BROUGHT
HOME
For literary luminary 
Zakes Mda, storytelling 
is part memory, part 
imagination and a 
good deal of research

realism comes from growing up hearing such 

stories. It was only after writing my memoir 

that I thought, ‘I should write about this stuff.’ 

I start to write, and then I come across 

something I don’t know, and stop and look 

it up, and research it and so on, and read 

about it, or interview people about it, and then 

continue to tell my story, and come across 

some part which leads to further research. 

I believe that the most sensible, most effective 

historical novel is the one that speaks to the 

present. The past is always a strong presence 

in our present. In my view, I wrote an historical 

novel because it addresses itself to the issues 

that we are grappling with, even today. 

GQ: What do you think is the most 

important debate or discussion for 

South African literature at the moment? 

ZM: I fi nd your question very diffi cult because 

I don’t follow debates. I create art. I leave 

debates to you – scholars and critics and 

readers. I’m not going to create work and 

then go out to debate about it – defend it or 

explain it. I hear debates about ‘writers should 

be doing this now’, or ‘writers should be doing 

that’, but I’m not interested in that. I have only 

one interest: to create art. 

GQ: That’s refreshing to hear, given the 

trend towards doing a bit of everything. 

ZM: I’m against prescription – that we 

prescribe that ‘writers must not be critics’, 

or ‘writers must be critics’. I choose not to be 

part of debates because I fi nd them a waste 

of my time – the time that I should be using 

to create art. But it works for others, and if it 

does, good luck to them. I cannot prescribe 

to them, and say that they must only confi ne 

themselves to creating art and not be critics. 

GQ: What are your thoughts on social 

media and reading culture?

ZM: Twitter has contributed a lot to the new 

wave of reading that you see in SA now. 

People are reading books. To some extent, 

it’s happening all over, but more so in SA. 

I think that it’s much more effective: you go 

to other media that don’t have that 

140-character limit, and people waffl e. 

GQ: Knowing that your books are read 

for pleasure, studied in schools and 

universities, and now recommended 

from reader to reader online, do you 

think much about the changing ways in 

which readers fi rst experience them? 

ZM: That’s something that, as a writer, you 

can’t control. People will read your work any 

way and any how – that’s their business. 

When you create art – when you write novels, 

things like that – if you spend all your time 

worrying where your readers read… No. You 

write the thing, then it’s out there, then you 

move on, to the next project.

TRUE AND 
IMPROVED
A new book about an old case 

fi ts right in with a movement 

towards real-life crime 

storytelling that’s far more 

than just gore

Cold Case 

Confession: 

Unravelling the 

Betty Ketani 

Murder by Alex 

Eliseev (Pan 

MacMillan, R213)

The story starts with a murder that’s been 

cooling for a good few years by the time 

the author begins to investigate it in 2012, 

but takes a chilling turn in the form of a 

letter apparently carrying a confession, 

found under a carpet. What follows is 

a fascinating look at SA’s criminal 

processes and how a cast of real-life 

characters do the near-impossible: 

solving a murder without a dead body.

Cold cases aren’t new – unsolved crimes 

brought to light have long been loved by 

audiences. Just look at the success of 

the Serial podcast, which hooked listeners 

with its quality journalism, excellent 

storytelling and intriguing premise: that its 

subject had been serving time since 1999 

for a crime he didn’t commit. 

It’s here that award-winning investigative 

journalist Alex Eliseev walks in with Cold 

Case Confession: Unravelling the Betty 

Ketani Murder. The timing is fortuitous 

rather than intentional: the story is 13 

years in the making, following a drawn-out 

trial. While it’s something of a crime writing 

cliché that a good murder mystery needs 

a body on the fi rst page, part of what 

makes this case remarkable is the 

absence of one – Betty’s was never found. 

More of what makes it so readable is 

Eliseev’s empathy. Thanks to years of 

investigation, a conviction resulted – not 

a spoiler alert for anyone who follows the 

news. In Betty’s case though, there’s no 

unlikely hero to be saved from wrongful 

accusations, or young life to be salvaged 

from a life behind bars, but it’s a tale of 

justice served nevertheless.  
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ARTISTIC DUO

SAM & SHAKA

MALL OF AFRICA



Words and photography by 

Dieter Losskarn

LAPPING IT UP 

IN F1 LAND
Each year, 

at the end 

of November, 

the fi nal F1 

Grand Prix 

of the season 

takes place 

on one of 

the most 

impressive 

tracks in the 

world: the 

Yas Marina 

Circuit in 

Abu Dhabi. 

Off the track, 

the sights are 

also worth 

a gander

T
he iconic 
cherry-red 
car with its 
golden 
prancing 

horse emblazoned on 
the bonnet accelerates 
like nothing I have ever 
experienced. And in 
just i ve seconds it hits 
a ridiculous 240km/h. 
Breathtaking. Which is 
why I was holding my 
breath – if you inhale 
through your mouth 
your cheeks will wrap 
around your ears.  

I am at Ferrari World, 
around the corner from 
Abu Dhabi’s Yas Marina 
Circuit. It’s a celebration 
of horses in the middle 
of the Arabian desert. 
And there is so much 
more to experience in 
the world’s largest 
indoor theme park than 
the Formula Rossa, the 
world’s fastest roller 
coaster. With another 
20 exhilarating rides,

68 GQ.CO.ZA NOVEMBER 2016

 Ferrari World 

 Red Bull Racing 
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F1 simulators, exhibitions and 
Italian restaurants, it’s easy to 
spend the whole day here. Splash 
out on a Golden ticket to get 
access to the fast lane, so that you 
don’t have to wait in long queues 
for your next ride.

If you’re planning to i nd 
yourself trackside for the season’s 
i nal F1 GP in November, book a 
couple of days to explore Abu 
Dhabi. It’s the largest and most 
populated of the seven emirates, 
constituting over 80 per cent of  
the total landmass of the UAE. 
h e Yas Marina track is about an 
hour’s drive from Dubai 
International Airport. 

For some peace and quiet  you 
might like to visit the magnii cent 
Sheikh Zayed Mosque.  It could 
have come straight from a 1001 
Arabian nights tale – except for its 
build price of several billion 
dollars. Named after the UAE’S 
i rst president, Sheikh Zayed bin 
Sultan Al Nahyan (whose face 
and name are seen everywhere), 
it has the world’s largest hand-
knotted carpet, measuring 
5 627m2, and  is able to hold 
40 000 worshippers at one time. 
TripAdvisor names it one of the 
world’s top 25 landmarks.

h e Emirates Palace is next on 
my sightseeing list. As soon as 
I discover the golden ATMs in 
the lobby that dispense gold bars 
at the daily gold price, I know the 
rates in this hotel will be slightly 
out of my reach.

So what else to do besides 
driving Ferraris and loading up 
on gold bricks? Well, you could 
take a falcon to hunt in the 
desert. A sign of how precious 
these birds are is the centre 
dedicated to their wellness. 
Whenever a falcon is injured or 
falls ill, it is treated in the Abu 

Dhabi Falcon Hospital.
A tour through this 
state-of-the-art facility 
is another must. For one, 
it is better equipped than 
most private hospitals in 
South Africa. Everything 
is miniature, falcon-
sized, from the ICU to 
X-rays. While I’m there 
I watch a surgeon replace 
a broken feather in a 
falcon’s wing. h e glue he 
uses looks slightly out of 
place in the ER ambience 
of the facility. 

My sightseeing done 
I’m of  to the track to my
spot above the pitlane to
watch the racing.   

h e people of 

Abu Dhabi 

have lived in 

this region for 

thousands of years. Long 

before the discovery of oil 

in 1958, pearls provided 

their only real source of 

income. h e emirates’s 

history goes something 

like this: in 1761 a hunting 

party was sent out from 

Liwa oasis by the leader 

of the Bani Yas tribal 

alliance. According to the 

legend, the party followed 

the track of a gazelle and 

discovered a place where 

they found water at 

a shallow depth – a rare 

i nd along the coastline. 

h ey called the island 

Abu Dhabi (which means 

‘father of a gazelle’). 

In 1792, the leader 

established a fort and 

settlement there and Abu 

Dhabi later became the 

capital of the UAE.

BEST TIME TO GO:
November/December

(average temperature 24°C)

WORST TIME TO GO: 
July/August

(average temperature 34°C)

 Sheikh Zayed Mosque 

Ferrari World ferrariworldabudhabi.com

Yas Marina Circuit yasmarinacircuit.com

Sheikh Zayed Mosque szgmc.ae

Emirates Palace kempinski.com

Abu Dhabi Falcon Hospital falconhospital.com

 A Lamborghini Aventador with a custom paint  job 

 Yas Marina Circuit 

 Marcus Ericsson driving for Sauber-Ferrari 
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LAUNCH

it signiies 3.0-litres. he same powerplant 
transforms the bigger, topless model into a 
SL 400. Does it make sense? No.

I can just see that poor German engineer 
sitting in a windowless room out in 
Afalterbach. Once in a while a manager 
pops in and says, ‘Hans-Jürgen, we have  
a new model. hink about a name. And 

THE 
NAME
GAME
The downsizing – and renaming – 
trend continues. The once ballistic  
SLK 55 AMG is now the SLC 43

Words by Dieter Losskarn

I can picture the scene: ‘Hans-Jürgen, we have 
a new model. Think about a name. Remember,  
it has to sound logical at first, but on closer 
inspection it must make no sense at all’

remember, it has to sound logical at irst, 
but upon closer inspection it must make  
no sense at all.’

he letters are more comprehensible.  
As the SLK is based on the C-Class, it is  
now the SLC. Like the GLC in the SUV class. 
But why is the SL not a SLE then, and the 
S-Class Cabriolet not a SLS? Stop it now.  >>

S
igniicant downsizing seems to be 
the order of the day in Stuttgart of 
late. First, Porsche announced that 

the Boxster would loose two cylinders and 
henceforth be known as the 718.  Now, its 
direct competition and neighbour has 
choked its iconic SLK 55 AMG. 

Like the Porsche, the Mercedes-Benz 
looses two cylinders and receives a new 
name: the SLC 43. Instead of a naturally 
aspirated 5.5-litre V8, you will now ind  
a 4.3-litre bi-turbo V6 under the shapely 
hood. Hold on, no. In the SLK 55 the double 
ive stood for 5.5-litres, but in the SLC 43,  





72 GQ.CO.ZA NOVEMBER 2016

LAUNCH

It’s just a fraction slower than its 
predecessor. But everything else 
happens in a less spectacular way

h e SLK with its ingenious retractable 

steel hardtop, dubbed Vario-Roof, was 

introduced in 1996. Over the past 20 years 

it has sold 700 000 units worldwide. h e 
SLC is the fourth generation of the ‘entry-
level’ topless Mercs, and it looks much 
sharper with a new diamond grille and 
a couple of design tweaks – worlds apart 
from the rather conservative looking i rst 
production model in 1996.

Six-cylinder AMG engines are not all that 
common yet. AMG is still very much about 
powerful V8s with incredible sound. In the 
SLC in Sport plus mode, the six-cylinder 
still produces delightful cracking and 
popping sounds, but it is less earth-
shattering than in the SLK 55. Although it’s 
seen a signii cant power loss, the SLC 43 is 
far from powerless. In fact, it’s just a fraction 
slower than its predecessor. But everything 
else happens in a less spectacular way.

Borrowing front and rear axle from the 
AMG C63 (with or without the limited slip 
dif erential), this new Mercedes roadster 
is a stunning driving machine. While the 
SL is a more distinguished open-topped 
gentleman’s ride, the SLC 43 is one for 
the more daring. It begs to be driven over 
mountain passes with tight switchbacks, 
open to the sunshine and sky. With heated 
seats, wind del ector and the brilliant 
Airscarf, which blows warm air out of the 
neck rests, even winter days are great 
topless fun.

And if the top SLC model, which comes 
out just under the R1m mark, is slightly 
out of your current reach, Merc of ers two 
other models with 2.0-litre four-cylinder 
engines: the SLC 200 (135kW and 300Nm for 
R680 600) and the SLC 300 (180kW and 
370Nm for R753 400).  

0-100km/h 4.7 seconds; 

top speed 250 km/h 

(electronically limited)

PERFORMANCE

7.8 l/100 km

CLAIMED FUEL

BASE PRICE

R988 000

mercedes-benz.co.za

3.0-l. V6 bi-turbo, 

9-speed auto 

270kW and 520Nm

POWER

MERCEDES-BENZ 

SLC 43 AMG

For more reviews 

of lustworthy 

cars visit 

GQ.co.za





NEW CARS

SIBLING 

RIVALRY
SUV or bakkie – which 
workhorse is best?

T
he launch of the new 
Hilux at the beginning 
of this year coincided 

with the update of the Fortuner. 
Both vehicles  have revised 
looks and engines, new 
equipment and safety features. 
And both are bestsellers. 

Despite a decline in new 
vehicle sales this year, the Hilux 
was the best-selling bakkie in 
SA in September (with 3 063 
units sold), and also the best- 
selling vehicle in the country. 
h e Fortuner is not far of . With 
1 180 units sold in the same 
period, it was ranked fourth 
among passenger cars and 
dominated the SUV market.

Both vehicles share many 
components, such as their new 
diesel engines, new gearboxes 
and of -road technologies. Like 
the Hilux, the Fortuner’s ride 
comfort has been improved, 
noise reduced and a premium 

look achieved – inside and out. 
However, the rear suspension is 
dif erent. Being a workhorse at 
heart, the bakkie still has a pair 
of leaf springs, which means 
the more you load in the back, 
the comi er the ride becomes. 
h e Fortuner smooths its ride 
with coil springs. 

With the Hilux’s car-like feel, 
its interior edging closer to its 
SUV sibling, which body should 
you choose? Well, I’ve driven 
both, and I’d go for the Hilux 
double cab with the 2.8-litre 
turbo diesel, paired with the 
auto box. In this beast you can 
commute and take your family 
on an of -roading holiday – with 
the kitchen sink easily stowed. 

Fortuner prices range from 
R438 000 (2.4 GD-6 manual) 
to R659 000 (4.0-l V6 4x4 auto), 
while the Hilux goes for 
R385 800 to R618 500 (DC 4.0-l 
V6 4x4 Raider AT). toyota.co.za   

I 
was surprised by how much I enjoyed 
driving around in this red-roofed white 
mini van. h e new Kia Soul hits the spot.

It makes people smile, as does its slogan: 
hip to be square. h is Korean crossover is 
cute precisely because it is a little bit of 
everything: SUV, panel van, station wagon, 
in a good-looking package. h e car was 
designed for the European market, and 
has already netted a couple of car awards.

I drove the 1.6-litre turbo diesel in the 
Smart package, with six-speed auto. It was 
a lot of fun and the car has enough power 
to snake through dense city trai  c. It packs 
some hi-tech kit, too, with driver assist 
programmes that you would expect in 
more expensive vehicles: I especially loved 
the 3D navigation, which showed of  Cape 
Town’s city architecture.

With its stitched leather seats and 
spaciousness, the interior adds to the car’s 
posh feel. And did you know that Kia Soul 
drivers greet each other in trai  c? Until 
now, I had only experienced this unique 
behavioural pattern among Land Rover 

0-100km/h in 

11.1 seconds; 

top speed 182km/h

PERFORMANCE

5.4 l/100km

CLAIMED FUEL

BASE PRICE

From R299 995

kia.co.za

1.6-l. turbo diesel

100kW and 300Nm

POWER

KIA SOUL 

1.6 SMART

Defender owners. 
h is is a great city 
car... until you’ve 
saved enough cash 
for a Mini.   
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A comfy city ride

HEART 

AND SOUL



IN PARTNERSHIP WITH 

RAYMOND WEIL is proud to be supporting Swiss sailing team 

Realteam as its Offi cial Timing Partner and to introduce a new 

freelancer able to support the crew in the most extreme sailing 

conditions. A nice little tip of the hat to Mr Raymond Weil who was 

a member of the Geneva Yacht Club. 

Join the discussion #RWRealteam

freelancer collection 

For your nearest stockist contact 

Picot & Moss 011.669.0500

www.picotandmoss.co.za





Wealth
The smart money:  W H O  B R I N G S  I N  T H E  B I G  B U C K S   W H AT  I S  C R E D I T  L I F E  I N S U R A N C E ?   T H E  B I O G A S  B U S I N E S S
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When we met the architect behind the
hiring processes and subsequent culture
of SA’s most coveted inancial institution,
this is how he opened the conversation:
‘I think leadership doesn’t really exist – at
least not in the way most people think. It’s
a red herring, or what I like to describe as
the emperor’s new clothes: it’s smoke and
mirrors.’ So we decided to ind out why.
Leadership assumptions: myth 1

Leadership is a particular set of skills or
competencies – I don’t believe that there’s
any real evidence to support this notion.

Why?

Both notions are the basic axioms of 
leadership in the working world today and 
they’re both false. If you look at what those 
competencies are, you discover a set of 
attributes – either psychological in nature 
or tactical – which are actually associated 
with other forms of human engagement 
(like basic management or interpersonal 
relations), but packaged together, often 
arbitrarily, and called leadership.
So, what makes a good leader?

Let’s look at a few traits. Take decisiveness: 
it’s a psychological attribute for someone 
who is prepared to commit to a decision.  
In a group of people, some are quicker  
and some are slower – it’s a continuum 
with an amount of time to process an issue 
and say yes or no. Is that a leadership skill 
or an information processing attribute? So 
is it better that a leader makes a decision 
quickly or slowly? In some situations 
deciding quickly with little information 
will lead to the best commercial outcome, 
and in others, having waited wins the play. 

Let’s move on to listening. It’s got to be  
a great skill in a leader. But there are times 
when a leader needs to say no, not listen 
and make a decision because there are 
many instances in which a leader who 
listens too much starts wheel spinning.

Another example is the ability to identify 
and address people’s unmet needs, and
although there are many business
situations in which this is very helpful,
there are just as many where it’s totally
irrelevant to the commercial outcome.

Look at Winston Churchill, widely
considered one of the greatest leaders
of the 20th century. Before the war he was 
considered a pariah, during the war he was 
thought of as one of the greatest leaders
of all time, and after the war they pretty
much had to boot him out because he was 
such a terrible peacetime leader. So how
would he have performed on a leadership 
competency framework, and so what? >>

‘If you look at really successful business leaders, and test their 
attributes against commonly regarded leadership competency 
frameworks, you’d find that many come our poorly’

Myth 2

People believe that leadership can be 
developed in a person by training them  
in skills like ‘listening’ or ‘setting a vision’. 
It’s a myth that there’s a causative link 
between this type of personal development 
and commercial business outcomes. 

FOLLOW THE LEADER
Marc Kahn, Investec’s Global Head of HR and OD, is 
about to reveal the greatest myth in the business world

Words by Paul Sephton
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The truth about all these qualities.

Leadership has become a throw-away
term used to describe a cluster of fairly
arbitrary psychological and tactical
human attributes that have little causative
relevance for commercial outcomes. Does
working on these attributes make you grow
as a human being? Yes. But is this growth
necessarily connected to achieving an
outcome in a business context at a certain
time – sometimes yes, sometimes no,
sometimes maybe. So, in the end, what we
call leadership development these days is
simply a programme of personal growth
and self-development that is not linked to
leading a business towards success.
The phenomena of leadership.

Why is it that the research shows,
conclusively and repetitively, that
leadership programmes have no or low
return on investment in the delivery of
better business outcomes? In Ghoshal
and Bartlett’s 1998 book he Individualised

Corporation, they write that leadership
development programmes are a ‘snake
oil’ product sold by business schools and
consulting houses to make money. he
bottom line is that leadership does not
depend on personal attributes being
sharpened; there is no equation that says
if you take these attributes of personal
mastery and sharpen them in a person,

they will deinitely do better and have
better outcomes. he skill building of
leadership is not that, but is confused
with self-mastery and personal growth.
Personal mastery doesn’t necessarily lead
to better organisational and business
outcomes because leadership is an
inherently systemic phenomena rather
than an individual one.
What is good leadership?

It’s systemic; leadership is not something
that exists inside a person, leadership is
something that exists between people.
It’s an emergent phenomena that occurs
as a course of the chemistry of people
coming together in a particular time
and context, and as a result it cannot be
determined by the individual capabilities
of a person. his is also why someone who
has been an excellent leader in company A,
moves into company B and fails dismally.
Listen to Einstein, match the fish.

Einstein put it plainly. Everybody is a
genius, but if you judge a ish by its ability
to climb a tree, it will spend its whole life
believing it is stupid. hat is the myth of
leadership development. However, the
real trick is not about leadership at all,
it’s about relationship matching. You
need to understand who someone is and
contextualise it within an organisation,
team, country, the time and what the

P R O F I L E

situation needs. h ink about all those 
factors together, the chemical mix and 
if something can emerge which creates 
a better adaptation for the group in the 
challenges it’s facing. You might not be the 
right leader for all time, but you might be 
the right leader for this group at this time. 
Match the i sh to the water and the time.
So if that’s true, what’s the work?

h e work is about matching relational 
possibilities for best outcomes, as opposed 
to i ddling with people’s psychological 
attributes to make them better leaders. 
It’s great when people have more self-
mastery, but it doesn’t in any way suggest 
that they will necessarily be the right 
match. If you identify a weak point on 
a set of competencies and send someone 
on a leadership programme, you’re going 
to use a huge amount of energy to work 
on a capacity that you have very little 
interest in and at best you’ll improve a bit.
The truth about management.

Management is absolutely real. h ere’s 
been far too little done on management, 
and we’ve left it behind in the fashion of 
new-age leadership. Unlike leadership, 
management has a lot to do with a skill 
set that can be developed. Management 
is about coordinating people around 
a shared task, and there’s a lot of skill and 
good tricks and techniques in doing it well.  
Where the world went astray.

h e management notion was born out of 
the Industrial Revolution, where human 
beings were managed like robots and as 
such, leadership became attached to a new 
need to make the workplace one in which 
we were treated as humans. In the process, 
management got a bad wrap, while 
leadership got this personal growth 
ethereal glow and everyone colluded with 
the humanisation of the workplace, which 
was the right thing to do, but they got lost 
in personal growth and left behind the 
fundamental task of getting things done 
ef ectively, ei  ciently and competitively. 
Where to from here?

I think we should change leadership 
development back to management skills 
and put that as an admirable thing to build 
in people. We should separate leadership 
from personal mastery, returning it to its 
rightful place as an emergent relational 
phenomena. It is systemic about the 
connections between the nodes rather 
than the nodes themselves. Leadership 
development should be concerned with 
relational connections in the context of 
time and the resultant commercial impact 
these have on the business.  

‘Talent that needs to be 
managed is not real talent 
and real talent doesn’t need 
to be managed’

Read more 

interviews with 

Investec at 

GQ.co.za
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6 Paul Taubman, 

PJT Partners: 

     $75.4m

7 Mario Gabelli, 

Gamco: $75m

8 Gregory Maffei, 

Liberty Media and 

Liberty Interactive: 

$73.8m (2014)

9 Mark McLaughlin, 

Palo Alto 

Networks: $66.6m

10David 

Hamamoto, 

Northstar Realty 

Finance: $60.3m 

(2014)

THE WORD’S HIGHEST 
EARNING CEOS
Figures for the 2015 fi nancial year are in and these 
players are laughing all the way to the bank

1 Patrick Soon-Shiong, 

NantKwest: $147.6m

The South Africa-born surgeon tops the high earning 

list after receiving $132m worth of stock options and 

$15m in restricted stock from NantKwest, the equally 

unknown biotech company he fl oated in 2015. He 

received $1 in salary and a $386 301 bonus to 

complete his pay package. The San Diego -based 

NantKwest group researches cancer therapies that 

use the human immune system to fi ght the disease. 

This year, shareholders fi led a lawsuit against the 

company for misleading accounting errors related, 

in part, to Soon-Shiong’s compensation package.

Other high-earning executives include: 

2Joe Kiani,

Masimo

Corporation: $119m

Iranian-American

Kiani founded

Masimo, a medical

technology company,

back in 1989.

3 Michael Fries, 

Liberty Global: 

$111.9m (2014)

Fries runs Liberty 

Global, the massive 

teleco parent company 

of Virgin Media.

4 Sir Martin Sorrell, 

WPP: £70.4m

Britain’s best-paid boss 

gets what’s thought 

to be the second-

highest remuneration 

package for a FTSE 

100 director ever. 

5 Sundar Pichai, 

Google: $100.5m

As well as the $100.5m 

package he earned last 

year, Pichai has $199m 

in shares that will vest 

over the next three years.

Salary (2015)BankName

SA bankers bring in the big bucks
If you were under the impression that the 

CEOs of SA’s biggest banks are not paid 

enough, annual reports for the fi nancial 

year may put you at ease

Stephen Koseff  Investec   R82.7m

Mike Brown  Nedbank   R36.4m

Gerrie Fourie  Capitec   R35.6m

Sizwe Nxasana  FirstRand   R33.4m

Sim Tshabalala  Standard Bank  R31m 

Ben Kruger  Standard Bank  R31m

Maria Ramos  Absa   R28.2m

Jacques Celliers  FNB   R16.6m 

But it pales in comparison to the R1bn 

Alan Clark of SAB will make from 

the sale of SAB to AB Inbev.

Where the rich choose to roam
Between 2007 and last year, 4 800 high net 

worth individuals emigrated from SA*. In the 

other direction, 1 500 millionaires immigrated 

to sunny SA over the same period.

4% 

to 

Israel

*42% 

went to 

the UK

14% 
to 

Australia

10% 
to 

the US

8% 

to 

Canada

5% 

to 

Mauritius

4% 

to New 

Zealand

  There were 38 500 dollar millionaires in SA in 2015. 

(In 2007 there were 42 800 – this shows a decline of 

about 10 per cent.)

  Real estate and construction were the main industries in 

which South African millionaires acquired their wealth.

 Some 38 per cent owned second homes abroad.

Time is a luxury
A second home is a

popular investment

for the wealthy.

These are the most

popular locations:

La Lucia

Zinkwazi

Umhlanga

Plettenberg Bay

Keurbooms

Knysna

Greyton

 Tulbagh

Preferred holiday 

destinations:

Cape Town, Umhlanga, 

Ballito, the Cape 

Winelands and the 

Kruger National Park.

Internationally, Mauritius, 

the Seychelles, and 

the Okavango Delta 

for warm-weather 

destinations, while 

skiing in Switzerland 

tops the list for cold-

weather recreation.  

B U S I N E S S  C L A S S



Call Centre 0860 86 11 11
Product colour, shape and interface are for reference only. The actual product may vary.

UI functions and applications may vary by region. T&Cs apply.

consumer.huawei.com/za

R E I N V E N T  S M A R T P H O N E 

P H OTO G R A P H Y

MAKE IT POSSIBLE
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Words by Bruce Cameron

W
henever you buy something big or biggish on credit

like furniture, a motor car or a home you are likely to 

be asked to take out life insurance to cover the amount 

of your debt. h e purpose is to ensure that if you die, your debt will 

be paid of  (and is mandatory in terms of the National Credit Act).  
It is important that you have insurance against death and 

disability to ensure that there will be sui  cient money available 
to cover this debt when you die. h is becomes particularly 
important if you have dependants who will face losing the asset 
or having to pay of  the debt. So insurance against a debt is 
generally a good thing.

The problem comes in 

with the many companies 

that offer you credit life 

insurance as an easy way 

to make money, particularly 

when shorter term debt is 

involved. By selling you life 

insurance lenders often 

make money in two ways:

1. The lender owns, is associated 

or has a relationship (binder 

agreement) with an insurance 

company which means the 

lender can make profi ts directly 

or indirectly from the insurance 

policy. As most credit life 

insurance is for a fi xed term, and 

most of these policies are issued 

to young and healthy people who 

will survive the term, there are very

few claims against the policies. 

The insurance companies simply 

pocket big profi ts.

2. The lender receives a fat 

commission from selling you the 

policy, which can be as high as 

27.5 per cent of your premium.

Be aware of these things: 

1. A company or a bank offering 

you credit can legally insist that 

you have life insurance cover to 

ensure the amount can be repaid if 

you die or are disabled and unable 

to work. However, you cannot be 

forced to take out a life insurance 

policy offered by that company or 

an associated insurance company. 

The lender defi nitely cannot make 

the loan conditional on buying its 

insurance product. You can and 

should shop around for the best 

priced product. 

Unfortunately, lenders have 

been fi nding ways around the law 

by doing such things as charging 

an administration charge when 

you take out a policy from another 

insurance company, or enforcing 

a provision that the policy must 

include things like retrenchment, 

which cannot be offered with 

a normal insurance policy. 

However, if you are self-employed 

or a pensioner, unemployment 

insurance does not apply.

2. Most credit life insurance is far 

more expensive than ordinary life 

insurance cover, despite the low 

claims ratio. That means you pay 

higher premiums for every rand of 

cover than you would with normal 

life insurance cover. So always 

speak to your fi nancial adviser 

about better alternatives like 

using your existing life insurance 

or a new policy to cover debt. 

3. The insurance should match the 

amount of the outstanding debt. 

In other words, if your initial debt 

is R500 000, the cover at that 

point should be for the full amount. 

But the cover (and the premium) 

should decrease in line with the 

debt. So when a year later you 

have repaid R100 000, the cover is 

only for the outstanding R400 000.

4. Do not take out the cover for 

a term longer than the debt. Life 

insurance is something that should 

be calculated on a regular basis to 

meet your needs and those of 

your dependants. 

5. Although credit life insurance 

seldom requires a health check, 

there may be conditions that will 

result in non-payment of a benefi t 

for any pre-existing health issues, 

such as heart disease. You must 

be sure to establish the terms and 

conditions under which no benefi t 

may be paid. 

6. There are lots of add-ons that 

are often sold with life insurance 

from double indemnity if you die in 

an accident. You only need the 

amount of insurance cover to pay 

off the debt. 

You may also be offered a 

facility to make investments which 

could be used to pay off the debt 

at a certain stage, particularly if 

you have a large bubble payment 

to make at the end of a fi nance 

agreement – something popular 

with motor vehicle sales.

These types of insurance 

policies were once popular when 

buying a house on credit with the 

claim being that the returns would 

more than cancel out the interest 

you would pay on your loan and 

you could repay the loan earlier. 

But these products proved to be 

a disaster due to the high costs of 

most life insurance investment 

products and the tax structures.

Be warned: there are still 

companies trying to structure 

these products in different ways. 

Insurance add-ons are more in 

the interest of the sales person 

who will be earning a commission. 

So you are better off simply paying 

more off your debt than paying for 

some add-on.  

The lender defi nitely 
cannot make the loan 
conditional on buying 
its insurance product. 
You can and should 
shop around for the 
best priced product

IN WHOSE 
INTEREST?
Lurking behind most transactions that 
involve borrowing money is something 
called credit life insurance: and it’s best 
to know how it works
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Words by Bernd Fischer

NEW CLEAR
ENERGY

Thanks to the tenacity of Sean Thomas 
and other independent-minded power 
producers, renewable energy is now a 
reality – and a real alternative to Eskom

‘You have to persevere, even when 
you experience setbacks along the way’

GQ: You left the corporate sector to

focus solely on establishing Bio2Watt, 

the first commercial scale biogas plant 

in South Africa. What draws you to 

working towards renewable energy  

in particular? 

Sean Thomas: I’m passionate about energy 
and development, and I believe that 
development can’t take of in the absence 

of energy. Plus, converting waste to energy 

not only gets rid of waste in a sustainable 

manner but also creates much-needed 

jobs – and fertiliser.

GQ: What did your years of experience 

working in corporate teach you about 

starting your own business? 

ST: A viable business case is crucial for 

sustainability and renewable energy to 

thrive. For more than eight years we waded 

through untested waters to set a precedent 

for future biogas-to-electricity projects.

GQ: What qualities help a person to  

become a successful entrepreneur? 

ST: Without a doubt persistence and  

being able to handle setbacks. here  
will be many setbacks along the way  
as I experienced during the eight years  
it took to develop this project.
GQ: You’ve risked a lot to achieve  

your dream. How much would you  

say luck plays a part in success?

ST: I think the key to success is people 
rather than luck – how you interact and 
the types of people you meet. I had people 
who believed in what I was trying to 
achieve, both in government and in the 
private sector, and this ultimately made 

the diference and allowed the dream to 

move forward to reality. he extraordinary 
journey of getting to this point involved 
putting up my home as collateral, 
thousands of pages of legal documents  
and more than R8m in legal fees.  
But now that we’re running, we are able to 
create jobs. he fact that we have come this 
far is testament to powerful partnerships.
GQ: You’re also able to boast that BMW 

was one of your first major industrial 

backers. What does your partnership 

with them mean for the company? 

ST: here was a lot of scepticism from 
various stakeholders because this was the 
irst of its kind in South Africa. Partnering 
with BMW on this project gave us a level  
of credibility which we would not have had  
as a startup company. We have kick-started 
an industry from waste and have created  
a precedent in South Africa to show that  
it actually can be done.
GQ: What are some of the biggest 

challenges you face as you look  

to expand further into the other  

African markets? 

ST: Like South Africa, initially there is a 
strong mindset that power is provided by 
large utilities. here is unfamiliarity with 
the small independent power producer 
(IPP) renewable energy model, so it’s 
important for me to be able to reassure the 
various parties that an IPP model does not 

put greater risk on their businesses.  
his is where our association with BMW 
creates a level of comfort because they 
think, ‘If a company like BMW can do  
it then we should consider this.’
GQ: What motivates you? 

ST: Business has an important role to  
play in society. Aside from the obvious  
goal of being inancially sustainable, if  
I am able to replicate this model, if I can 
attract and inspire people with similar 
values around the environment, good 
governance and close partnerships,  
I will feel as though I have succeeded.
GQ: What role does the everyday South 

African consumer play in the success  

of renewable energy here, especially 

where biogas is concerned? How can 

they contribute? 

ST: Once we start sorting waste at source, 
every single household can play an 
important role in the management  
of our waste. Instead of going to the 
landill, the organic component can  
be redirected to biogas plants.
GQ: What example do you hope  

to set for young entrepreneurs? 

ST: Most deinitely that nothing comes 
easily – you have to persevere, even when 
you experience setbacks along the way.  
You have to be curious; go and ind out  
for yourself and do not take what you  
are told as gospel.  

A 
veteran of the power and energy sector, Sean homas is 
the founder and managing director of Bio2Watt, South 
Africa’s irst industrial scale waste-to-energy company. 

Bio2Watt takes excess waste from businesses, as well as waste  
that could pose a threat to the environment, and turns it into 
usable biogas. While this system is relatively new in South Africa, 
it’s one that creates renewable energy and many job opportunities.  
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 GQ: What is the  

 story behind the  

 #GuiltyNotGuilty  

 film for the new  

 Gucci Guilty  

 fragrance? 

Jared Leto: It’s a 

story of two women 

and one man, me, 

who embark on an 

experimental 

adventure through 

one of the most 

magical cities in the 

world, Venice, Italy. 

A city with a history 

that’s filled with 

romance and 

intrigue. An 

impossible city, you 

know, a city that is 

literally built on the 

water with a magic 

that you feel when 

you enter its realm.  

I think that these 

three people are 

inspired and taken 

with the magic that 

they feel. So it... has 

a sense of mystery. 

There’s a bit of a 

history between 

these three people 

and we follow them 

as their adventure, 

their experience 

through a night in 

the city unfolds. 

 GQ: This kind of campaign is new to the  

 beauty industry. How do you think people  

 will react to it?  

JL: I have no idea how people are going to 

react. I mean, I hope they enjoy what we’ve 

done. I hope that they have an experience, 

that the film takes them to a place they 

haven’t been before or a place that they wish 

they could go to or maybe a place that they 

have been but they want to visit again. I think 

that the film breaks some rules and takes 

some risks and that is always fun to be a part 

of. I think it is disruptive in the way that it 

explores sensuality and sexuality and it’s 

surreal. It’s not your typical fragrance 

campaign filled with one, you know, beauty 

shot after another. A very controlled studio 

shot. It’s very cinematic. It’s very suggestive in 

terms of narrative and it touches on the 

surreal. It plays with some of the iconic films 

like 1900 or Last Tango In Paris created by 

Bernardo Bertolucci – subversive films – films 

that challenged the expectations that the 

audience might have and films that pushed 

the boundaries in terms of sexuality and 

identity.  It is pretty compelling and I think 

they are doing a terrific job. I’m really glad that 

I am able to be a part of it.

 GQ:  The story takes  place in Venice.  

 How does this background enhance  

 the narrative? 

JL: I have always had a real love for this city 

and I have spent quite a few nights wandering 

the streets of Venice and there is a history 

here, too. A history of the Libertine.  

A history of people coming to a place to find 

themselves and explore parts of themselves 

that maybe they can’t in other places. 

Venice is a city that allows you to kind of  >> 

Hollywood star Jared Leto talks about making 
a subersive film for Gucci in the

magical city of Venice  
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‘It’s a film 

that pushes 
boundaries  

in terms  
of sexuality 

and identity’
Jared Leto in a Gucci suit at the  

2015 LACMA Art+Film Gala
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‘They are open to ideas and
they are not afraid of experimentation.
They are not afraid of getting to know

different sides of themselves’

Wearing Gucci at the  

2016 Academy Awards
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explore yourself 

and discover and 

redefine who you 

are, and I think it is  

a perfect place to 

set this story.  

These two women 

and this one man 

who go on this 

adventure, this 

experimental, 

magical journey 

together. 

 GQ:  Do you relate  

 to the character  

 you are playing:  

 who is he? 

JL: Well, we have 

come up with a bit 

of a story here 

about how much 

fun it would be if 

one day you woke 

up and you were 

told that you 

inherited this 

palace in Venice, 

this fortress on 

water and what 

that would be like, 

and how you can 

come to a city like 

this and 

rediscover who 

you are, redefine 

who you are... 

That’s a really fun 

way to think about 

it. What if?  

What are the 

possibilities here?  

I think that the 

three people in 

the film are open 

to possibilities. 

They are open to 

ideas and they  

are not afraid of 

experimentation. 

They are not 

afraid of getting 

to know  

different sides  

of themselves,  

and surprising 

themselves as 

well. So I think 

there is a lot of 

intrigue here  

and I am curious 

to see what 

people take  

away from it.

 GQ: What drew  you to the  project? Why  

 did  you sign on to be the face of the Gucci  

 Guilty campaign? 

JL: [Gucci creative director] Alessandro 

Michele drew me to the project. We met...  

It all happened really organically. Alessandro 

and I spent some time together. We got to 

know each other. This wasn’t something that 

was really on either of our minds when we 

met. We spent some time together in Los 

Angeles and I was already aware of who he 

was and had a deep respect for his work  

and what he was doing. Which was quite 

explosive. You know, even someone like me 

can see the genius in what he does and the 

beauty in what he’s created. So I think we 

connected on some level and we spoke, 

although not the same language, we spoke  

a familiar, similar creative language and we 

got along really well and it just kind of led to 

this. Which is great. A really fun way for a sort 

of thing like this to happen and really special. 

Everybody has been incredible. It’s been 

quite a joy to be part of this. It’s just a small 

group of people trying to make something 

that they are really proud of. Something 

different. Something creative and fun and 

something that takes chances and you know, 

it’s been great so far.

 GQ: How was it working with Michele on  

 this campaign? 

JL: Working with him is wonderful. I am 

proud to call him a friend and I feel very 

comfortable. I think everyone is very at ease 

because you know when you have decided 

to take some risks, just to follow your gut. 

You are not really adhering to the script  

per se. You’re listening to yourself, to your 

intuition and I think that everyone is really 

confident in that and it’s really fun. We have 

all been having a good time and I think  

that ends up on camera, you know. The 

experiences that we are having. I think the 

appreciation that we get to do this and you 

know, taking advantage of a beautiful 

location like Venice. It all adds up. It all adds 

up to what this film is.

GQ MAN

Leto and Gucci creative director Alessandro 

Michele at the 2015 LACMA Art+Film Gala

Gucci Guilty campaign
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Quickfire 
questions

Guilty, of course. I mean, come on 

buddy. It’s a funny question, 

though because you’re fucked 

either way.

Dark or light? 
Dark.

Man or woman?
I would have to say women. I love 

women. You know, there are two 

beautiful women in this piece. 

Vera [Van Erp] and Julia 

[Hafstrom] and they are 

fantastic. They have been 

working really hard and they are 

very sweet and they have been 

putting up with a lot of craziness 

from a very crazy actor, musician, 

madman... They have been great 

and I would say women.

Mask or no mask?
Depends on what time of night it is. 

Mask or no mask? Given my 

circumstances I would probably 

say mask.

Online or offline?
Offline. Yeah!

Dawn or dusk?
I love dusk. It’s one of my favourite 

times of day. When colour 

disappears and becomes 

silhouette... I love that.

Well, I am partial to snap. Snapchat 

is the revolution and I am happy to 

be a part of it.  

Shooting the Gucci Guilty campaign
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Words by Fernando Carrilo  

Photographs by Gavin Bond

Sought-after Sara Sampaio 
knows how to get her way 
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It’s been  
a decade since  
Sara Sampaio 
began her career  
as a model and 
since then her 
graceful curves 
have caught the 
attention of 
millions in 
publishing and 
advertising 
campaigns 
worldwide.  
Since 2011, her 
spectacular legs 
have travelled 
hundreds of 
kilometres on 
catwalks as a  
Victoria’s Secret 
Angel. But what is 
most striking about 
this Portuguese 
beauty is her way  
of getting what  
she wants.  >>



Her green eyes 
smouldering  
in a look that 
seduces instantly, 
her perfect skin... 
it’s not hard to 
imagine her as  
the ideal beauty. 
No wonder she’s 
reached the 
pinnacle of 
international 
modelling – Sara  
is one of the most 
sought-after 
models on the 
planet. Added  
to her many 
appearances  
on the pages  
of top fashion 
magazines, she’s 
made her move 
into cinema.  >>
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Sara starred 
alongside Nick 
Jonas in his  
music video for 
‘Chainsaw’, which 
reached more than 
eight million views 
on YouTube. She 
also appeared  
in ‘Dreams of 
Mickey’ with 
Kendall Jenner 
and Taylor Hill  
for Love Magazine. 
At 25, Sara  
has achieved  
every model’s 
dream: to appear 
simultaneously  
in Vogue US and 
France, captured 
by two icons of 
photography, 
David Sims  
and Patrick 
Demarchelier. 
She’s certainly 
captured our 
attention.  

GQ GIRL
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TO HONOUR THE LEGENDARY 1972 TOUR

The world’s most 

famous band and 

infamous tequila come 

together in one limited 

edition bottle.

Get yours now 

and enjoy with dry 

lemon and a slice 

of lime.

PARTY 
LIKE A 
ROCK
STAR

Not for Sale to Persons Under the Age of 18.



For all its 
troubles, 

Twitter is a 
powerful 

force. Yet it 
failed to make 
a profit in any 
of its 10 years.  

A sale seems 
imminent, 

despite the 
efforts of its 

controversial 
co-founder

Jack Dorsey  
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Twitter co-founder and current 

CEO Jack Dorsey



REPORT

I
’m leaving the 
company in 
two weeks,’ Dick 

Costolo said 
abruptly, his face 
stricken. Costolo, 
the bald and lithe 
chief executive of 
Twitter, was sitting 
in the Waterthrush 
conference room 
on the 11th l oor 
of his company’s 
headquarters, in 
downtown San 
Francisco. As 
the words left 
Costolo’s mouth, 
his nine top 
lieutenants, his 
so-called Operating 
Committee, looked 
up from their iPads 
and smartphones, 
stupei ed. In the 
cavernous staf  
commissary, there 
was the familiar 
din of conversation 
as programmers 
poured cof ee into 
black mugs 
emblazoned with 
bluebirds. But in

Waterthrush – 
which, like every 
conference room at 
Twitter, is named 
after a bird – there 
was only silence.

h en Costolo 
prof ered the 
second part of his 
bombshell: ‘Jack 
is coming in as 
the interim CEO.’

h e Jack in 
question was 
Jack Dorsey, the 
co-founder and 
former CEO of 
Twitter, who had 
been i red seven 
years earlier for 

prioritising the pleasures of running a 
startup over Twitter. In those days, Dorsey 
spent a considerable amount of time going 
to hot yoga classes and taking sewing 
lessons, for instance, when 

e could have been i xing the nascent social 
media company’s server outages. h is 

ehaviour rankled his colleagues and 
ared his investors, and led to Dorsey 
coming another example of a founder 
o was expelled from the company he 

helped start. In the intervening years, 
wever, Dorsey mounted a remarkable 

comeback. Most notably, he founded the 
mobile-payments company, Square, which 
was estimated to be worth around $5bn, 
and sat, coincidentally, a mere block away 
from Twitter’s HQ.

For any normal public company, the 
sudden exodus of a CEO in favour of a 
former chief would be a logic-defying or 
even dystopian turn of events. But Twitter 
is not a normal public company. From the 
moment it was born, 10 years ago, it has 
existed in a near-constant state of chaos. 
While the average tenure of a Fortune 500 
company CEO is about a decade, Twitter has
had i ve leaders in that same period. Its four 
co-founders have each pushed one another 
out. If you discounted Costolo’s i ve-year 
reign, Twitter averaged one new boss per 
year. In fact, this would technically be 
Dorsey’s third time at the helm.

Costolo’s abrupt exit wasn’t supposed to 
be this way. He had been brought in as an 
adult CEO to tame Twitter’s madness. And, 

a successor, or for the board to ind a suitable
replacement. Either way, unlike his
predecessors’ departures, it would aford
him the opportunity to exit gracefully. But
at Twitter, nothing is ever that simple. And
soon after that private conversation, the
company’s stock continued its precipitous
decline, and calls for Costolo’s job mounted
across the tech and inancial press. hen, in
early June, Chris Sacca, a voluble investor in
Twitter, published an 8 500-word stream-of-
consciousness epistle, agitating for a change
at the company. Sacca, perhaps livid that he
might lose his membership in the so-called
hree Comma Club (a pejorative term for
tech billionaires), followed up with a series of
interviews and tweets lambasting Costolo.
Costolo had had enough. He was out.

Still, this being Twitter, the chaos was
really only beginning. At irst, the board
asked Costolo to stay on for a few months
to ease the transition. But Costolo refused,
saying that he didn’t want to be perceived
as a ‘lame-duck CEO’ who would spend
that time as a punching bag for the
media. Faced with a time crunch, the board
considered as his replacement co-founders
Evan Williams and Dorsey, both of whom
had previously run Twitter (before pushing
each other out), and both of whom, it
should be noted, still sat on the Twitter
board. he board sided with Dorsey, given
his success at Square, and his allegiance to
certain board members. >>

‘I want people 
to wake up 
every day and 
the fi rst thing 
they check is 
Twitter in 
order to 
see what’s 
happening 
in the world. 
It’s a metaphor 
for checking 
the weather’

by nearly every 
metric, he had 
achieved  success. 
Under his tenure, 
the company had 
grown from 300 
employees to 
about 4 100. It had 
increased revenues 
from literally zero 
to around $2bn a 
year. Twitter had 
also completely 
rebuilt its website 
to eliminate fatal 
server crashes. 
But there was one 
problem Costolo 
could not solve. 
Twitter, which was 
once among the 
hottest companies 
in Silicon Valley, 
had stopped being 
cool. It had lost 
out on news to 
Facebook; on 
millennials to 
Snapchat; on 
China and India 
to WhatsApp. 
Instagram was 
eviscerating it on 
images, too. In a 
remarkably short 
time, it had slid 
from the second-
largest social media 
company to the 
ninth. And while 
Twitter still had 300 
million monthly 
active users, it had 
stopped growing. 
And there is nothing 
scarier in Silicon 
Valley than a 
company that has 
stopped growing. 
As a result, Twitter’s 
stock had been on 
a jagged decline for 
18 months.

Meanwhile, 
Costolo was looking 
for his exit. In 
December 2014, 
he had proposed 
to a Twitter board 
member and its 
general counsel that 
he resign in about 
a year. h e plan 
allowed time for 
Costolo to groom 
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The most retweeted 
tweet of all time –  
at the 2014 Oscars
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Yet when the 
board ofered 
Dorsey the job, 
asking him to leave 
Square for Twitter, 
he lat out rejected 
it. ‘I’ll do whatever 
you need me to  
do to help the 
company,’ Dorsey 
said, ‘but I won’t 
leave Square.’ So 
after numerous 
conversations, the 
Twitter board was 
left with no choice 
other than the 
unprecedented 
measure of naming 
Dorsey the interim 
CEO of Twitter 
while he continued 
to run Square.

Given that the 
Securities and 
Exchange 
Commission 
needed to be 
notiied, Costolo 
and Dorsey had to 
move quickly to tell 
their employees 
and managers. On 
that windy June 
morning, Costolo 
walked into his 
oice, sat on his 
couch, and hastily 
sent an emergency 
e-mail from his 
iPhone asking his 
Operating 
Committee to 
convene in 
Waterthrush. Down
the block, Dorsey 
was concurrently 
informing key 
employees at 
Square that he  
was now returning 
to Twitter, a move 
that instilled a fear 
in some of them 
that he might 
abandon their 
company in lieu  
of his other baby.

Soon after, 
Twitter employees 
were told there 
would be an 
all-hands meeting 
in the cafeteria. 
And while many  

of them expected surprising news, none 
were quite prepared for the spectre of 
Costolo, Williams and board member Peter
Fenton standing before them anointing the
return of Dorsey, who had grown a beard 
so long that he looked like a cast member 
of Duck Dynasty.

As Twitter employees listened to the 
reassurances of their incoming and 
outgoing CEOs, many were in shock. 
Others were paralytic from the 
brusqueness of the regime change. Some 
even cried. To many in the audience that 
day, it was untenable that Dorsey could 
return to run the company for essentially 
the third time. But things were about to 
grow even stranger.

If Dorsey had 
a magic touch, 
this would be 
the time to use 
it. But in his 
early months, 
Twitter’s stock 
began sliding 
again, with 
shares falling to
an all-time low

T
witter, 
which was 
founded  

in mid-2006,  
has always  
been engulfed  
in  madness. Its  
irst (and mostly 
forgotten), leader, 
Noah Glass was 
ired a few months 
into the company’s 
life as he sat on  
a green bench. 
Dorsey’s irst run  
at the helm lasted 
for a year and a half 
before he was ired 
while sitting in 
front of a bowl of 
yogurt and granola. 
Williams lasted 23 
months before he 
was pushed out in a 
vicious boardroom 
coup as he sat, 
helpless, at a table 
at the company’s 
law oices.

If these sudden 
expulsions sound 
like murders,  
that’s because 
many of them were 

committed with the same behind-the-
scenes planning and mastery. In every 
instance, the man who was knocked of 
had no idea who was behind the coup that 
led to his demise.  

In 2013, after the publication of my book 
Hatching Twitter: A True Story of Money, 

Power, Friendship, and Betrayal, I was 
greeted with efusive (or enraged) phone 
calls, text messages, and e-mails from 
co-founders, board members and senior 
employees who were excited to inally 
learn the true identities of their tormentors. 
I still occasionally receive calls from 
people inside the company asking me  
for information about a recent iring.

here are many reasons for Twitter’s 
internal conlicts. Almost immediately 
after the concept was formed, in a tiny 
rodent-illed oice in San Francisco, it  
was apparent that the strange website  
was going to grow up to do great things – 
allow people all across the internet to have 
a voice, to speak up against government 
action in oppressed nations, and to engage 
in a live conversation from any point on 
the globe. As a result, everyone in the room 
wanted their name attached to Twitter, and 
each person involved wanted to steer the 
social network in a unique direction.

hose desires, coupled with adolescent 
leadership, led to a company in constant 
ferment. For a long time, however, that 
chaos seemed inconsequential. It didn’t 
really matter what direction Twitter went 
in – was it a media company, a social 
network, a messaging platform? – as long 
as it continued to grow. But a couple of 
years into Costolo’s rule, Twitter – like 
virtually every technology company – 
found itself at the whims of today’s ickle 
customers. All of a sudden, Twitter needed 

In happier days, at Twitter’s 

NYSE listing in 2013. From left, 

Dick Costolo, Jack Dorsey, Evan 

Williams and Biz Stone

Defence 
against the 
dark arts
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to settle on an 
identity. And that’s 
when its 
schizophrenic 
nature entered 
overdrive.

While Costolo 
had enjoyed the 

longest tenure of 
any CEO, he spent 
the better part of 
his time fending of  
other employees 
who wanted to sit 
on the Iron h rone. 
During one patch, 
amid Square’s early 
days, Dorsey had 
tried to take 
control of the site’s 
direction. More 
recently, it was 
Costolo’s CFO 
turned COO, Ali 
Rowghani, a former 
staunch ally, who 
began guilefully 
politicking for the 
expulsion of his 
boss. And this was 
just the top-level 
drama. Virtually 
every single 
product chief at 
Twitter – seven 
or eight people, 
depending on how 
you count – has 
been i red or forced 

to resign over the past decade. One 
former staf er told me the position is akin 
to the jinxed Defence Against the Dark 
Arts professorship in the Harry Potter 
saga, where every professor ends up dead 
or ousted at the end of the school year. 
A board member once said he could 
use only one word – ‘Shakespearean’ – 
to describe the company.

Dorsey’s return to Twitter last July 
merely exacerbated the conl icts. Almost 
as soon as Costolo had left his oi  ce for 
the last time, Dorsey had a moving crew 
empty the oi  ce and install a new, large 
wood-slab standing conference table in 
the middle of the room. Dorsey then 
renamed the Operating Committee to 
‘Staf ’ and began holding court with the 
Staf  in his oi  ce.

One of the i rst meetings Dorsey 
organised regarded what he, as interim 
CEO, was going to say to investors at 
Twitter’s upcoming quarterly-earnings 
call, which was just a few weeks away. 
h is would require some delicate 
choreography. Dorsey couldn’t exactly 
criticise everything Costolo had done. 
Since 2010, after all, Dorsey, as a board 
member, had technically overseen 
Costolo’s performance.

h is conundrum led to a tempestuous 
discussion among members of the Staf . 
‘We have zero credibility with Wall Street 
right now,’ Gabriel Stricker, the director 
of communications, said in a meeting 
with Dorsey and top managers. ‘We 
have to come clean’ about the company’s 
stagnant growth numbers.

Anthony Noto, the chief i nancial 
oi  cer, agreed, but he had another 
solution. He wanted to blame the current 
state of the company on marketing and 
messaging, essentially throwing Stricker 
under the bus. When Stricker threatened 
to quit over the verdict, he was i red. 
h en the company very publicly made 
it apparent – or ‘messaged’, in the lingua 
franca of the Valley – that Stricker had 
been pushed out, fearing that a high-level 
executive quitting two weeks into 
Dorsey’s return would be – God forbid – 
bad PR for Twitter.

Behind the scenes, the machinations 
deepened. Co-founder Williams, who 
remained a board member, was trying to 
persuade the board to buy his company, 
Medium, an online publishing platform, 
for $500m and integrate the platform, 
and possibly himself, into Twitter. (h e 
deal ultimately didn’t happen.)

Around this time, Dorsey began 
holding three-hour-long meetings with 
managers. Notes from the meetings were 
disseminated to everyone at Twitter, in 
keeping with a leadership style that 

Dorsey had 
employed at 
Square. h is, 
incidentally, is how 
Twitter employees 
began to learn 
the profundity 
of their company’s 
growth problem. 
h e situation 
was further 
complicated when 
the board asked 
Sard Verbinnen, 
the outside 
communications 
i rm that Twitter 
had retained, to 
put out a statement 
that the board was 
going to consider 
hiring only CEO 
candidates ‘who 
are in a position 
to make a full-time 
commitment to 
Twitter’. It appeared 
to be a direct swipe 
at Dorsey, who had 
repeatedly declared 
to the board that he 
would sign on as 
permanent CEO 
of Twitter only if he 
could also remain 
at Square – and 
who, a few days 
earlier, had 
believed he was 
positioning himself 
to do just that.

Meanwhile, 
Dorsey was trying 
to i gure out how 
to stop the user 
decline. He was 
also forced to face 
the reality that, in 
the years since
 he had last led 
the service, Twitter 
had become a 
vicious, often 
ruthless platform. 
Comedian Louis 
CK had recently 
thrown away 
his millions of 
followers, saying 
Twitter ‘didn’t make 
me feel good’. 
When Stephen 
Fry deactivated his 
account, he likened 
the site to someone 

taking a ‘turd’ in a reservoir. Megyn Kelly 
repeatedly said that she could no longer 
look at Twitter because of the violent tweets 
from Donald Trump supporters.

If Dorsey had a magic touch, this would 
be the time to use it. But in the early 
months of Dorsey’s turnaround, Twitter’s 
stock began sliding again, with shares 
falling to an all-time low of $25, down 
about 30 per cent from Costolo’s last day.

Twitter’s board may have been 
enamoured with Dorsey’s success at 
Square, but there was an additional motive 
in their pursuit of him. In order for Twitter 
to grow again, it had to become cool once 
more. And the only person who could pull 
that of , it seemed, after an exhaustive CEO 
search, was the person who had helped to 
create the magic in the i rst place. So on 
5 October 2015, it became oi  cial: Dorsey 
was now the full-time CEO of Twitter (in 
addition to, vexingly, the CEO of Square). 
    Days after Dorsey returned, Twitter 
announced what it hoped would be the 
antidote for its user decline: Moments,
a feature that uses humans to corral 
tweets around a certain live topic, such 
as a sporting event, to stoke engagement. 
Given that Twitter has always  >> 

Twitter exiters

Louis 

CK

Megyn 

Kelly 

Stephen 

Fry

Global revenue

$2.22bn

Projected global

ad revenue 2017

$3.26bn

Annual net loss

$-521m

Users* worldwide

313m

Users worldwide

of Facebook

1.7bn

Twitter
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specialised in what 
people are doing in  

real time, Moments
was greeted with 
curiosity by the 
tech press. But 
while the product 
helped to prevent 
some new users 
from leaving, it 
didn’t do much to 
introduce Twitter 
to a new audience. 

I have been told 
by people close to 
the company that, 
in the face of 
pressure from Wall 
Street, Twitter 
sometimes resorted
to what most 
startups do when 
they need to goose 
the numbers: they 
kind of faked it. 
h is happens at 
virtually all social 
networks: the 
company sends an 
e-mail to inactive 
users who haven’t 
been on the 
service in a few 
months, informing
them there is a 
problem with their
account or 
username, which 
leads people to log 
in to i x it. h ose 
people then 
become monthly 
active users even if 
they were not.

While Dorsey 
wasn’t employing 
that trick, his magic
was not apparent to
investors. Months 
into his turnaround
campaign, user 
growth was l at and
Twitter’s stock was 
down nearly 60 per 
cent from where it 
had stood when 
Costolo was in 
charge. 
   Twitter, which 
once had a market 
valuation of nearly 
$40bn, was now 
worth only about 
half of that. 

The richest men in the world are found mainly in the technology sector.

Jack Dorsey’s net wealth half way through 2016 was $1.23bn, making

him one of the 400 richest men in the world. These are the 10 richest

men in tech:

Why tech is
the new oil

‘His reputation 
is crushed...’

T
his is where I become part of 
the Twitter story. For several 
years, Dorsey and I were 

friends. But in 2012, when I told him 
of my plans to write a book about the 
founding of Twitter, a dif erent side 
of Dorsey emerged. He tried to kill 
the project and told everyone at 
Twitter not to talk to me.

As I started reporting, I realised 
why. Dorsey, who was so charming in 
person, had been a bully behind the 
scenes. Countless former employees 
came out of the woodwork to recall 
his role in their ousting. Or, in a fate 
that is even worse, how he had 
seemingly erased their contribution 
from the company record.

When my book was published, 
one headline noted: ‘Jack Dorsey’s 
reputation is crushed in Nick Bilton’s 
book on the early days of Twitter.’ 
I was pretty sure that Dorsey would 
never speak to me again. But when 
I reached out to see if he would be 
open to meeting for this article, he 
replied, ‘Let’s do it!’ 

h e week we met had been a 
strange one for Dorsey. Shares of 
Twitter’s stock had fallen another 
16 per cent in a single day after the 
most recent quarterly earnings 
statement detailed slowing ad 
growth and only a minuscule user 
increase. And yet, shares of Square 
had rallied, up 16 per cent. Dorsey 
was, as one investor noted on Twitter, 
the CEO of both the best- and 
worst-performing tech stocks in the 
US that week.

Dorsey now spends a large portion 
of his day trying to pitch people – 
investors, new recruits, employees 
who might be on the verge of 
quitting, the board – a narrative 
of what Twitter can still be. ‘I want 
people to wake up every day and the 
i rst thing they check is Twitter in 
order to see what’s happening in the 
world,’ he said. ‘It’s a metaphor for 
checking the weather. Twitter has 
a similar potential.’ He has plans to 
double down on what the company is 
best at: being the platform on which 
people weigh in on live events. 
Twitter is ‘live news, entertainment, 
sports, and chat’, he said. 

Dorsey then conceded that 

And so to Plan B

I
asked Twitter executives if there was a Plan B if Dorsey couldn’t
turn the company around. ‘here is no Plan B,’ I was told. ‘his is
it.’ he solution to Twitter’s problems, they all reiterated, along

with Dorsey, is that word ‘live’. Dorsey has a slew of new features –
including hosting live video from the NFL, where people can talk
about the game as they watch it – that will grow the audience and
focus on that single, live strategy.

Twitter is betting a lot on this simple notion. But if it doesn’t work,
there is a logical Plan B, even if it’s one that few at Twitter want to
ponder: a sale of the company.

During our conversation I became aware of the two diferent
versions of Dorsey. here is the eccentric artist who thought it would
be neat if people could share what they were doing at any given
moment, no matter how mundane – an idea that eventually became
Twitter. hen there’s the guy who manages thousands
of employees, and occasionally dabbles in the dark arts of the
boardroom, seemingly without breaking a sweat. he question now,
it seems, is whether Dorsey can embody both versions of himself.

Towards the end of our conversation, Dorsey wistfully spoke
about the group of people, mostly friends, who helped to hatch
Twitter in that dank basement. Some of them became billionaires,
others ended up with nothing, but most no longer speak to one
another. ‘It was such a good team. It just became so screwy, and
confusing. I don’t know what happened. I don’t regret it. I feel sad
about it,’ he said, his voice trailing of into the night.

IN
F

O
R

M
A

T
IO

N
 S

O
U

R
C

E
S

: 
F

O
R

B
E

S
, 
S

T
A

T
IS

T
A

 

stagnant user growth was due to the constant turmoil at Twitter. ‘h ere 
has been an ever shifting leadership, platform, and strategy, and it’s 
hard to see any momentum in that.’ One of the main issues has always 
been that Twitter doesn’t know what it is. Ten years on, that existential 
question persists: is it a media company, a social network, a messaging 
platform? But in order to persuade people to sign up, this needs to be 
clearly articulated to the public, whose behaviour is the only thing that 
can convince Wall Street.

Bill Gates $81bn

Jeff Bezos  $67bn

Mark Zuckerberg

Larry Ellison

$55.5bn

$49.3bn

Larry Page $38.5bn

Sergey Brin $37.5bn

Michael Dell $20bn

Ma Huateng $25.4bn

Jack Ma $28.9bn

Steve Balimer $27.5bn
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Dolce & Gabbana 

blazer, shirt, pants.

H&M bow tie

GQ: Why do 

you think you 

were chosen 

for Best 

Dressed? 

Vuyo Dabula: 

The fact that 

I take myself 

seriously as 

a brand shows 

in the quality of 

projects I chose 

to work on, and 

this care is also 

expressed in 

how well I take 

care of my 

physical 

appearance.

GQ: What does 

the GQ brand 

mean to you?

VD: The GQ 

brand is found 

in the maverick 

whose choices 

are not always 

reasonable.

GQ: What 

makes a man?

VD: A man 

remembers 

that he was 

born of a 

woman, and 

respects women.

GQ: A GQ man cannot live without... 

VD: Passion.

GQ: What do you think of the current 

state of menswear?

VD: It is more adventurous 

than ever.

GQ: Favourite designer/brand?

VD: Guess, Naked Ape and Tom Ford.

GQ: Best South African designer?

VD: David Tlale.

GQ: Which is your preferred season to 

dress for?

VD: Winter. There is just so much more to 

work with: the many accessories, layers 

and varied textures.

GQ: One grooming mistake you hope men 

will leave behind?

VD: Not grooming at all... it’s 2016 already.

GQ: Best advice you’ve received?

VD: All sorts of magic happens when you 

believe in yourself.

GQ: What’s been the highlight of 

your career?

VD: Heading an all-star cast in the 

fi rst-ever American-South African 

produced Western called Five Fingers 

of Marseilles.

GQ: One day I’d like to be remembered 

for…

VD: Living fearlessly.
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GQ: What 

makes a man?

Hussain van 

Roos: Values 

and principles. 

Style is a bonus. 

GQ: What do 

you think about 

the current 

state of 

menswear?

HVR: Times 

are changing. 

We’re fi nding 

solace in the 

style icons of 

the past, and 

inspiration in 

everything 

and everyone 

around us. 

Versatility is 

infl uencing 

menswear.

GQ: Who are 

your style icons?

HVR: 

Alessandro 

Squarzi for his 

simple yet 

timeless style, 

my grandfather 

for informed 

classic hues 

and Pharrell 

Williams. 

GQ: Favourite brand?

HVR: Comme des Garçons Play.

GQ: Who makes the best suit?

HVR: Defi nitely Ben Sherman.  

GQ: And the best shoes?

HVR: Maioun and Allen 

Edmonds.

GQ: Who’s the best South 

African designer?

HVR: Floyd Avenue. 

GQ: What is your preferred 

season to dress for?

HVR: Winter. It allows for 

mismatching, layering and 

boots.

GQ: One grooming mistake 

you hope men will leave 

behind in 2016?

HVR: Clean shaves! Also, 

cologne choices should be 

seasonal – fi nd the right one 

for the right season. 

GQ: What’s the best advice 

you’ve ever received?

HVR: Adopt nature’s secret, 

which is patience. 

GQ: What’s been the highlight 

of your career?

HVR: All the collaborations 

that have allowed me to grow 

my business. 

H U S S A I N 

V A N  R O O S

Age: 29

Profession: Founder of Fixin Diaries 

and founder and creative director 

at IAMHussain

Place of birth: Orlando East, Soweto

Twitter: @HussainvanRoos

Instagram: @hussainvanroos

Ben Sherman suit, 

shirt. Brother Jon 

belt. Simon Carter 

watch
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LM Tailored Suit 

Scabal blazer, shirt, 

pants, bow tie,

pocket square. 

Corniche watch. Falke 

at Spree socks. Yves 

Saint Laurent shoes 

GQ: Why do 

you think you 

were chosen 

for Best 

Dressed?

Linda 

Makhanya:  

I have always 

believed in 

dressing well, in 

presenting your 

best image to 

the world, 

whether in a 

tailored suit or 

a white shirt. 

GQ: A GQ man 

cannot live 

without…

LM: Brown 

shoes and  

a tailored  

grey suit. 

GQ: What do 

you think about 

the current 

state of 

menswear?

LM: Globally 

menswear has 

grown and I am 

glad to see 

men all over 

the world being 

more creative 

in terms of their 

style. I like the 

idea of a keeping the suit classic 

– a suit in a classic colour is  

a better investment than one  

in a trendy colour. I appreciate 

adding style to a suit by wearing 

a double-breasted waistcoat from 

a different cloth with a great 

pocket square. 

GQ: Who are your style icons?

LM: My grandfather is the most 

stylish man I know. 

GQ: One grooming mistake you 

hope men will leave behind?

LM: A private blend cologne is 

much stronger than perfume. 

Spray it consciously. 

GQ: Best advice you’ve received?

LM: Look your best everyday, 

serve people with love and invest 

in your spiritual being. 

GQ: What’s been the highlight  

of your career?

LM: Being the most followed 

bespoke suit brand in Africa on 

Instagram and being the tailor 

and style influencer for Minister 

of Home Affairs Malusi Gigaba, 

who won Best Styled Male at the 

Feather Awards this year. 

GQ: One day I’d like to be 

remembered for…

LM: Creating the most beautiful 

tailored suit which represents the 

character of the African man. 

L I N D A 

M A K H A N YA

Age: 31

Profession: Bespoke menswear designer

Place of birth: Durban 

Twitter: @LindaMakhanya

Instagram: @lmtailored
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Scotch and Soda 

blazer. Topman shirt.

ASOS pants

GQ: Why do 

you think you 

were chosen 

for Best 

Dressed?  

Darrin 

Thomas: I’d 

like to think 

it’s because  

I know what 

works for me 

and, after 

many years, I 

have pinned 

down my 

personal style.

 

GQ: What 

makes a man?  

DT: 

Confidence 

and chivalry.

 

GQ: A GQ 

man cannot 

live without... 

DT: Manners, 

good white 

collared shirts 

and a barber 

on speed dial.

GQ: What’s 

the most 

expensive 

clothing item 

you’ve ever 

bought? 

DT: My 

Hermès 

tailored suit. 

But I believe  

in accessible 

fashion – clothes don’t have  

to cost a lot; it’s how you  

wear them. 

GQ: What do you think 

about the current state of 

menswear?  

DT: Men are taking risks and 

experimenting more, and 

they’re getting noticed. 

GQ: Who are your style 

icons?  

DT: Mariano Di Vaio, Tom 

Ford and Justin 

Timberlake. 

GQ: Favourite designer/

brand?  

DT: Scotch & Soda. 

GQ: Who makes the best 

suit?  

DT: Tailor Me.  

GQ: Who’s the best South 

African designer?  

DT: Palse. 

GQ: What’s the best advice 

you’ve ever received?  

DT: Building relationships  

is more important than 

making deals. 

GQ: What’s been the 

highlight of your career?  

DT: The first day I walked 

into Virgin Atlantic I felt like I 

had made it. I was working 

for an iconic brand with an 

iconic leader – hard work 

pays off.
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GQ: A GQ man 

cannot live 

without…

CN: God.

GQ: What’s the 

most expensive 

clothing item 

you’ve ever 

bought?

CN: If not my 

Rolex watches, 

then it would 

be shoes. 

GQ: What do 

you think about 

the current 

state of 

menswear?

CN: Well, in 

South Africa 

I think retail 

is wack and 

too basic, but 

our designers 

are dope. 

GQ: Why do 

you think you 

were chosen 

for Best 

Dressed?

Cassper 

Nyovest: I’ve 

always seen 

myself as 

stylish and 

unique. I gues 

that’s why. 

GQ: What 

makes a man?

CN: Maturity 

and leadership. 

GQ: Who are your style icons?

CN: Kanye West.

 

GQ: Who makes the best 

suit?

CN: House of Ole, Tuelo 

Nguyuza and Palse by Paledi 

Segapo.

GQ: And the best shoes?

CN: Nike. 

GQ: Who’s the best South 

African designer?

CN: David Tlale. 

GQ: What’s the best advice 

you’ve ever received?

CN: Do you. 

GQ: What’s been the highlight 

of your career?

CN: Filling up The Dome with 

20 000 people, which I’m 

about to beat with 40 000 

at Orlando Stadium. 

GQ: One day I’d like to be 

remembered for…

CN: My faith in God. 

C A S S P E R 

N YOV E S T

Age: 26

Profession: Recording artist 

and record producer

Place of birth: Montshiwa, Mafi keng 

Twitter: @CassperNyovest

Instagram: @casspernyovest

House of Ole blazer, 

pants. Country 

Road T-shirt. Dita 

sunglasses. Rolex 

watch. Nike sneakers
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GQ: Why do 

you think you 

were chosen for 

Best Dressed?

Sivuyile 

Madikana: My 

sense of style is 

authentically 

me and I try to 

stay true to 

who I am. 

GQ: What does 

the GQ brand 

mean to you?

SM: Men look 

to GQ for 

advice and 

motivation. It’s 

an integrated 

platform of 

knowledge. 

GQ: What 

makes a man?

SM: Being 

knowledgeable 

and having an 

understanding 

of diversity. The 

world changes 

fast; we have to 

stay on top of 

the knowledge 

and technology 

being delivered. 

GQ: What’s the most expensive clothing item 

you’ve ever bought?

SM: A Burberry coat.

GQ: What do you think about the current state 

of menswear?

SM: I love the range of styles we have available. 

Menswear is no longer negated to the traditional 

suit and tie. As long as something resonates with 

your authentic self and looks good, it fl ows.

GQ: Who are your style icons?

SM: Tom Ford and Dion Chang.

GQ: Favourite designer/brand?

SM: MaXhosa by Laduma and CSquared. 

GQ: Who makes the best suit?

SM: Skorzch by Zano Sithetho.

GQ: Who’s the best South African designer?

SM: There are too many great designers to choose 

just one: KlÛk CGDT, Tuelo Nguyuza, Rich Mnisi, 

Marianne Fassler, Lunga Khabanyane, Rahim Rawjee 

and many more.

GQ: Best advice you’ve received?

SM: Do what makes you happy. If it doesn’t 

give you joy, leave it.

GQ: What’s been the highlight of your career?

SM: The Brothers For Life campaign allowed me to 

be part of something greater than I ever imagined. 

I’ve been able to use my knowledge, both in 

medicine and media, to deliver a great message and 

create awareness around HIV/Aids in South Africa. 

Markham shirt. 
Topman waistcoat, 
pants. Tiger of 

Sweden tie. H&M hat. 
Old Khaki shoes
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GQ: Why do 

you think you 

were chosen 

for Best 

Dressed?

Gregg 

Hammond: 

I think it’s 

because of the 

life I lead. What 

you see is what 

you get with 

me. I believe 

that dressing 

well is a sign of 

good manners 

and that a 

gentleman 

always 

dresses for the 

occasion. I like 

to think that 

I have 

consistently 

maintained 

a brand that 

inspires South 

African men: 

timeless 

without trying 

too hard.

GQ: What does 

the GQ brand 

mean to you?

GH: GQ is not 

just a brand, it’s 

a way of life. It encompasses fi ne 

dining, tailored clothing, manners 

and the occasional malt whisky. 

It’s all about being deliberately 

debonair. After all, style never 

goes out of fashion.

GQ: What makes a man?

GH: Modern masculinity and style, 

topped off with manners.

GQ: A GQ man cannot live without...

GH: Cologne. No outfi t is complete 

without that distinguishing scent. 

GQ: What do you think about the 

current state of menswear?

GH: Gents these days appreciate 

the art of dressing up and rising to 

the occasion. 

GQ: Who makes the best suit?

GH: Tiger of Sweden

GQ: Best South African designer?

GH: For ladies, Gavin Rajah, and 

for men, Grant Van Den Berg of 

Frank Bespoke.

GQ: Best advice you’ve received?

GH: ‘Simplicity is the ultimate 

sophistication’ – Leonardo da Vinci. 

GQ: One day I’d like to be 

remembered for...

GH: My legacy, which is premised 

on manners, respect and loyalty.

Tiger of Sweden 

suit, shirt, tie, belt
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B R A D L E Y 

M A S E KO

Age: 33

Profession: Founder and managing 

director of BrandedYouth

Place of birth: Harare, Zimbabwe 

Instagram: @bradleymaseko

GQ: Why do 

you think you 

were chosen 

for Best 

Dressed?

Bradley 

Maseko: I like 

looking good. 

I’ve learnt how 

to put in less 

effort and yet 

still look good. 

GQ: What 

makes a man?

BM: 

Composure 

and confi dence. 

Everyone from 

clients to peers 

pay more 

attention if 

you exhibit 

these traits.

GQ: A GQ man 

cannot live 

without...

BM: Wanting to 

stand out and 

look good.

GQ: What’s the 

most expensive 

clothing item 

you’ve ever 

bought?

BM: A Paul 

Smith blazer 

I bought while 

on holiday in 

London, but 

I won’t tell you 

the price because I had to lie to 

my girl about it. 

GQ: What do you think about the 

current state of menswear?

BM: The infl ux of international 

retailers from Zara, Tiger of 

Sweden to H&M and Cotton On 

means that we are now exposed 

to international clothing trends at 

a much faster rate than before. 

GQ: Who are your style icons? 

BM: David Beckham, without 

a doubt. He dresses for his body 

type and makes sure the whole 

outfi t is in sync. 

GQ: Favourite designer/brand?

BM: When it comes down to it, if 

it looks good on me, I will wear it. 

I’m not too brand loyal, however, 

these are my essentials: Aramani 

underwear, Paul Smith socks and 

Thomas Pink shirts.

GQ: Who makes the best suit?

BM: My tailor. In two weeks, he 

makes a suit that looks like I was 

born in it. He knows my style, 

colours and measurement; I don’t 

second guess him.

GQ: And the best shoes?

BM: Kanye West. Many might not 

like him, most fail to understand 

him but when it comes to 

footwear Mr West dominates.

GQ: Best South African designer?

BM: Gert-Johan Coetzee always 

pulls a winning formula whenever 

he designs for Bonang Matheba.

Warthel blazer. 

Thomas Pink shirt, 

pocket square.

Monar Trousers 

pants. Dune London 

shoes
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GQ: Why do 

you think you 

were chosen 

for Best 

Dressed?

Prejelin 

Naggan: 

I guess it helps 

that I wear a 

suit most days, 

that I make 

sure my clothes 

fi t properly, 

my shoes are 

polished and 

I have a great 

hairdresser.

GQ: What does 

the GQ brand 

mean to you?

PN: GQ is 

synonymous 

with style. 

I have read GQ 

for as long as 

I can remember 

– it’s the easiest 

source of 

information for 

men’s style.

GQ: What 

makes a man?

PN: Being 

present, 

self-aware and open-minded, 

having perspective, taking action 

and not apologising unless you 

really mean it.

GQ: A GQ man cannot live without...

PN: Ambition. And the best pair 

of black shoes that he can afford.

GQ: The most expensive clothing 

item you’ve ever bought?

PN: At the end of my fi rst year of 

work I spent more than a month’s 

salary on a suit, but I wore it 

three times a week until the seat 

of the pants tore. It turned out to 

be a great investment. 

GQ: What do you think about the 

current state of menswear?

PN: It’s great that more guys are 

looking for bespoke clothes and 

developing, or supporting, local 

business in the process. I also like 

that more international brands 

are coming to South Africa so we 

have more options and a better 

appreciation for the quality and 

individuality of our local brands.

GQ: Who makes the best suit?

PN: Daniel-Hugo Crouse of House 

of Crouse and Grant Van Den 

Berg of Frank Bespoke. One day, 

I will get a suit cut at Kilgour or 

Norton & Sons.

P R E J E L I N 

N AG G A N

Age: 36

Profession: Head of primary markets 

at the JSE

Place of birth: Johannesburg

Twitter: @Prejelin

Instagram: @prejelin

Tiger of Sweden 

suit, pocket 

square. XACUS 

shirt. IWC watch



Vintage jacket. 

Versace shirt, pants.

Armani spectacles. 

Zara shoes

GQ: What 

makes a man?

Jonathan 

Freemantle: A 

gentleman is 

always a 

gentleman, 

whether it’s 

1916 or 2016.

GQ: A GQ man 

cannot live 

without…

JF: The 

courage to 

adapt, inner 

strength and 

generosity.

GQ: What’s 

your most 

expensive 

clothing item?

JF: My wife 

bought me 

a pair of 

shearling lined 

Gucci boots to 

get through a 

Scottish winter. 

I was happy 

every time 

I put them on.

GQ: Who are 

your style 

icons?

JF: Pablo Picasso, Cy Twombly, Roderick 

Freemantle, Chet Baker, Paul Newman, 

HRH The Prince of Wales, Alain Delon, 

Jean Paul Belmondo, Jimi Hendrix, 

David Hemmings, Francis Bacon and 

Paul Cézanne.

GQ: Who makes the best suit?

JF: A bespoke suit is unbeatable. Given the 

choice I’d go to Prince Charles’ tailor, 

Anderson & Sheppard on Savile Row, and 

order the full three-piece works.

GQ: And the best shoes?

JF: I’ve had my pair of Crockett & Jones 

suede Chelsea boots for six years and have 

resoled them four times and they just keep 

looking better. 

GQ: Best South African designer?

JF: Lukhanyo Mdingi, Rich Mnisi and Naked 

Ape. But I’m most interested in street style 

in Jozi. 

GQ: Best advice you’ve received?

JF: A very wise man once said to me, 

‘Never fear, always speak the truth and 

never close any doors.’ 

GQ: What’s been the highlight of 

your career? 

JF: Launching the Edinburgh International 

Fashion Festival in 2012, staging my fi rst 

solo exhibition with Gallery MOMO in 2015, 

and recently opening The Cosmopolitan. 

I’m proud of what Daniel Liebmann and 

I have achieved with it so far.
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Get a look behind 

the scenes of our 

Best Dressed shoot 

at GQ.co.za



* Cassper Nyovest

Musician and record producer

Francis Chouler

Actor

Nakhane Toure

Musician, songwriter, writer

Reason

Hip-hop musician

Solo

Hip-hop musician

* Vuyo Dabula

Actor

Scoop Makhathini

Hip-hop musician

Riky Rick

Hip-hop musician

Floyd Avenue

Fashion designer

Galebowe Mahlatsi

Co-owner of Thesis Lifestyle

Laduma Ngxokolo

Fashion designer at MaXhosa  

by Laduma 

* Linda Makhanya

Bespoke menswear designer

Lukhanyo Mdingi

Fashion designer 

Nick Kaoma

Creative director of Head Honcho

Nkululeko Khumalo

Co-owner of Thesis Lifestyle

Raphaël Mukendi

Tailor

Rich Mnisi

Fashion designer 

Theo Ngobeni

Personal stylist

Wandile Zondo

Co-owner of Thesis Lifestyle

Chris Jaftha

Presenter on Top Billing 

Loyd Mdebuka

DJ, TV and radio presenter

Matan Atias

Partner at Popimedia

Mfumu Mhinga

Promoter and socialite

Monde Mtsi

Blogger

Robert Marawa

Presenter

Seth Shezi

Lifestyle strategist

Simtholile Mnisi

Brand ambassador

Justin Polkey

Photographer and filmmaker

Tebello Tibz Motsoane

Founder of Showlove 

Teddy Geldart

Commissioning editor at Vuzu

* Bradley Maseko

Founder and managing director   

of BrandedYouth

* Darrin Thomas

Marketing and communications manager 

for Virgin Atlantic South Africa

Dylan Bolus

Manager at Next Generation Clothing

* Gregg Hammond

Lawyer

Henry Abosi

Architect 

* Hussain van Roos 

Founder of Fixin Diaries and IAMHussain

Chris Smit

Businessman

* Jonathan Freemantle

Artist, gallery owner and property developer

Ludwick Marishane 

Founder of Headboy Industries

Luther Mochabe

Managing director at MVP Energy 

Matthew Bolus

Owner at Next Generation Clothing

Ongeziwe Lupuwana

Manager at Pernod Ricard

* Prejelin Naggan

Head of primary markets at the JSE

Romeo Kumalo

Co-founder of Washirika Holdings

* Sivuyile Madikana

Medical doctor

Siyabulela Xuza

Scientist

Takunda Bimha

Talent manager at Podium Comedy

Theodore de Jager

Executive at Standard Bank

Tristan Du Plessis

Designer at Studio A

Zak Schabort

Cosmetic dentist 
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BLE IN

OUTLETS

FOR TOMORROW

For further details contact: ABI Call Centre: 0860 00 02 24 · Consumer Line: 0860 11 25 26

Winner of a Gold Award at the 2011 Monde Selection Awards, and International Institute of Quality Selection

Valprè® and the Valprè® Urn Device are registered trademarks of The Coca-Cola Company© 2016

in a glass of its own

welcome pure sophistication to your table

Valprè’s® glass bottle delivers the same sweet, natural taste of  Valprè®, in a stylish vessel that 

complements the dining experience. It certainly puts Valprè® in a class of  its own and lives up to its 

‘green’ credentials, as it is also environmentally friendly and recyclable. 

Available in 350ml and 750ml still and sparkling.
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Emporio Armani AR1977 

at S Keren 

R4 299

Frederique Constant Horological Smartwatch 

at Picot & Moss 

R22 995

Longines Heritage 1918 

at Swatch Group 

R23 000

and elegance quite like 

Production by Joana de la Fuente

Photographs by JC de Marcos



Rolex Oyster Perpetual 

R64 000

Guess Delancy Black Dial 

at S Backer and Co 

R3 995

Tag Heuer Carrera Calibre 5 Automatic 

at Picot & Moss 

R44 995
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Cart ier

Rotonde de Cartier

Hamilton Khaki Chrono Worldtimer  

at Swatch Group

R18 300

Tudor Heritage 

Black Bay Dark 

R58 940

Fossil Grant Chronograph 

at S Keren 

R2 599
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U-Boat Chimera

at Luks Group

R119 995

Ulysse Nardin Blue Ocean 

at Bellagio Jewellers 

R185 000

Victorinox I.N.O.X. Professional Diver 

at Picot & Moss  

R9 995

tyleWATCHES
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Breit l ing

Chronomat 44 GMT



Titan Orion Chronograph 

at Luxco 

R3 995

Audemars Piguet Royal Oak Chronograph 

at Architects of Time

R576 900 

Want even more 

options for your 

wrist? Visit 

GQ.co.za
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Groomi
What’s in store: Nature’s best combinations /// Are you man enough for a moustache?  

Edited by Bernd Fischer
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 Givenchy 

 Gentlemen  

 Only Absolute 

 50ml R1 160 

 Lacoste Blanc 

 100ml R1 215 

 Jean Paul Gaultier  

 Le Mâle Essence de  

 Parfum 75ml R955 

 Versace Pour 

 Homme 50ml R910 

 Dolce & Gabbana 

 Velvet Patchoul 

 50ml R3 505 

 Burberry Brit  

 Rhythm for Him 

 Intense 90ml R1 350 

 Jo Malone Basil  

 & Neroli 30ml R740 

 Scotch & Soda Barfly 

 50ml R799 

 Montblanc

 Legend

 100ml R1 195 



TOUR DE
FRAGRANCE
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Words by Bernd Fischer

rooming

An A to Z of continental scents and ingredients

I
t seems fitting to kick off a tour of

Europe’s best scents in Italy, where the

art of perfumery prospered following its

invention in ancient Mesopotamia and Egypt.

The creation of fragrances thrived during

the Italian Renaissance and then moved

into France – today, the country remains

a hub of perfumery. With the growing

acceptance and popularity of male

grooming in recent years, the rest of

the continent has stepped up, too.

Dutch fashion company Scotch & Soda

launched its first fragrance Barfly in late

2010 for men and women. You’ll pick up

on jasmine, lavender and Madagascar

vanilla, with a combination of orange

and lemon to tie in with the musk

and cedar. 50ml R799

F R A G R A N C E S

Versace’s products are heavily influenced

by its Italian roots and history, from the

Roman Empire and even further back to

the time of Greek rule – just look at the

mythological figure Medusa in the brand’s

logo. The iconic Pour Homme contains

bergamot and neroli that create a citrus

scent, popular in men’s colognes and

associated with the Mediterranean. The

musk and amber accord further highlight

the brand’s masculine essence. 50ml R910

Dolce & Gabbana’s Velvet Patchouli is a

unisex fragrance that is part of the chypre

family, traditionally distinguished by tones of

oak moss and labdanum. This scent – with

its namesake patchouli – combined with the

woody tones of Kephalis, results in an

intensive aroma inspired by the personal

memories of the luxury house’s designers.

It’s an embodiment of the brand’s

obsession with family. 50ml R3 505

ITALY

 FRANCE  

Few fragrances, especially those launched  

by luxury fashion houses, are as historically 

rich and iconic as those by Givenchy. Rumour 

has it that a meeting between actress  

Audrey Hepburn and company founder 

Hubert de Givenchy led to the designer’s 

decision to venture into fragrances.

Gentlemen Only Absolute is an homage

to the high-fashion Givenchy man. The

oriental, woody and spicy aroma is the

result of a slightly metallic bergamot top

note, accompanied by a heart of nutmeg,

cinnamon and saffron. Sandalwood and

vanilla round off the base of the fragrance.

50ml R1 160

Lacoste Blanc is a tribute to René

Lacoste, the creator of the brand’s first

tennis shirt – white represents one

of the three colours used in the initial

production of the iconic crocodile-

branded polo shirts. Expect top

notes of grapefruit and cardamom

with a core of Mexican tuberose,

finished off by a leather base

note resulting in its woody-floral

freshness. 100ml R1 215

A twist on his first male cologne Le Mâle

– 2012’s best-selling men’s fragrance in

the European Union – fashion designer

Jean Paul Gaultier has reintroduced his

classic scent as Le Mâle Essence de

Parfum. An oriental fougère, the

fragrance has dominating notes of citrus,

lavender and precious wood. Additionally,

the redesigned bottle, still a male torso,

has broader shoulders and a tighter

waist – no doubt a comment on society’s

obsession with an ideal male form,

an issue Gaultier has often addressed

in his work. 75ml R955

 BRITAIN 

Although Burberry is somewhat new  

to the fragrance game compared to its 

competitors with similar long-standing 

histories, the British luxury brand boasts 

the backing of the Royal family. As the 

name suggests, Brit Rhythm for Him 

Intense is inspired by the British rock 

scene, but prides itself on its drive to be 

more rugged. Its spiciness, middle notes  

of amber and leather and overall woody 

accord complements what we guess would 

be a great night on the (English) town. 

90ml R1 350 

Better known for her scented candles, 

British perfumer Jo Malone’s latest 

release Basil & Neroli features (no 

surprise) basil as the main ingredient, a first 

for the collection since 1999. The unisex 

fragrance has a fresh floral accord with 

white musk and vetiver responsible for the 

earthy aroma. The fragrance can be easily 

combined with others from the Jo  

Malone collection. 30ml R740

 GERMANY 

In true German fashion, luxury goods 

company Montblanc sets out to create 

products of the highest quality – almost 

literally, as the white star emblem adorning 

its merchandise is a direct reference  

to the highest mountain in the Alps. 

Legend opens with lively aromatic  

tones of bergamot and pineapple leaf.  

The base notes are a blend of sandalwood, 

while the heart emphasises oak moss and 

tonka beans end the fragrance on a robust 

tone. 100ml R1 195

 THE NETHERLANDS 



Words by Bernd Fischer

It’s only
natural
Ingredients so pure and simple,
they’ll refine your grooming
routine from rough to raw
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rooming

S K I N C A R E

4. Dr Hauschka’s

Facial Toner helps

to balance the skin’s

moisture and oil

content after

cleansing to prepare

it for hydration.

Anthyllis and witch

hazel extract work in

combination with

essential oils to

promote skin health,

minimise pores and

support elasticity.

A spritz or two

guarantees a lively

glow in the healthiest

way possible.

100ml R548

1. Team Dr Joseph’s 

Daily Cleansing Milk 

is a combination  

of natural ingredients 

with the latest 

skincare technology. 

Jojoba, olive and 

sunflower seed  

oil, together with 

rosemary, bilberry 

and chamomile 

extract produce  

a gentle cleanser  

that enlivens  

skin complexion 

without a brutal 

bashing from  

artificial elements.  

200ml R380

7. Sunumbra Daily

Natural Sunscreen

prides itself on the

exclusion of chemical

sunscreen filters,

instead opting for

a 100 per cent organic

formula. Composed of

micronised zinc oxide,

as well as a blend of

botanical ingredients,

including Aloe ferox,

the essential oil of

Cape chamomile,

and the antioxidant

Kigelia, the skin is

protected from both

UVA and UVB rays.

60ml R225

3. Kiehl’s Facial

Fuel No-Shine

Moisturising Lip Balm

contains shea butter,

peppermint, apricot

kernel and sweet

almond oil. 6g R195

6. B|Africa Body Oil

with moisturising rose

quartz is specifically

formulated for intense

skin hydration and to

help fight the signs of

ageing. 100ml R355

5. B|Africa Body

Balm is a blend of

shea and mafura

butter infused with

botanicals like

eucalyptus, black

pepper and marjoram,

which means you can

expect revitalised and

radiant-looking skin.

50ml R180

1

2

8

4

5

7

6

3

8. Kevin.Murphy 

Balancing.Wash 

strengthening daily 

shampoo contains  

a fresh mixture of 

organic ingredients 

aimed at boosting 

hair strength and 

replenishing vitality. 

Sage leaf, grapefruit, 

nettle and sunflower 

seed extract 

stimulates hair growth 

and balances pH, 

while green tea and 

lavender oil regulates 

oil production and 

prevents breakage. 

250ml R385

2. Kiehl’s Creamy 

Eye Treatment with 

Avocado is ideal to 

use around the eyes 

where the skin is 

more delicate. Shea 

butter adds extra 

hydration, while the 

beta-carotene aids 

Vitamin A production. 

14ml R415
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THE SEVEN 
CRUCIAL 
QUESTIONS 
It’s that time of year again. Do you have 
what it takes to grow a moustache?

I
n case you haven’t heard, it’s Movember and the stache is back. (And in all its 
porno, ’70s-inspired glory, no less.) Don’t believe us? Just ask Jake Gyllenhaal, 
James Franco and Paul Rudd, among others, who have been spotted sporting 

full tufts of fur upon their upper lips. But while these stylish men may be able to 
pull of this most daring of facial hair coni gurations without a second thought, 
we’d advise you to be cautious before following suit. Because, simply put, growing 
a moustache isn’t for the faint of heart – one wrong turn, and the whole endeavour 
can turn from a pro-level grooming move to Michael Cera-joke fodder in a under 
a second. Here are seven questions you should ponder before trying to grow one. 
Call it doing your due diligence.

Words by Stephen J Praetorius

1HOW THICK DOES THE HAIR ON 

YOUR UPPER LIP GROW?

If the thought of growing a moustache 

has crossed your mind, even for a moment, 

this is the first question you should ask 

because the fact is that many guys just don’t 

have the genetics for a proper upper-lip forest. 

Be honest with yourself: do you even have 

a chance at sprouting a proper stache, or 

are you more apt to end up with a patchy 

lawn even after going months sans shaving?

2CAN YOU GROW A   

FULL-ON BEARD?

We’re going to let you in on a little 

secret: the easiest way to grow a moustache 

actually includes growing a straight-up face 

forest fi rst. Later when your beard’s perfectly 

fi lled-in, all you need to do is shave away the 

cheeks and chin to leave behind what amounts 

to a fi rst-rate moustache. Unfortunately for men 

not genetically gifted in the beard department, 

this option isn’t on the table. 

3 
HOW FRAGILE IS YOUR EGO?

Or, to put it a little more precisely, if you 

go the route of growing a moustache on 

its own, will you be able to survive the awkward 

phases, emotionally? Because, we promise 

you, there will be more than a few comments 

at the expense of your slowly growing lip tickler. 

And if you let them get to you, there’s a 

higher-than-average chance you’re going 

to take a blade to your face before your 

moustache has reached its full potential.

4CAN YOU WITHSTAND 

PROLONGED DISCOMFORT?

We’d be remiss not to mention that, 

aside from the emotional trauma that comes 

with a nascent stache, there is certainly 

a physical component as well. Yeah, we’re 

talking about an itch. And although the surface 

area of stubble may be signifi cantly smaller 

than a beard, the truth is that the scratchiness 

can be equally as brutal.

5ARE YOU WILLING TO KEEP UP 

WITH REGULAR MAINTENANCE?

For a moment, imagine you’ve 

made it past all the obstacles on the 

long and arduous road to moustache-dom. 

Congratulations! Bet you didn’t think you 

were going to make it, did you? The trouble 

is, your work has only just begun. Now 

you’ve got to maintain your moustache

borders, make sure it doesn’t get too long, 

continuously shave the rest of your face... 

the list goes on. And, if you slack on any 

aspect, chances are you’re going to start 

looking like a caricature, and quickly. So, 

before you go any further, ask yourself: 

are you in this for the long haul?

6HOW STEADY IS YOUR HAND?

Keeping your stache in prime form 

doesn’t only take dedication but also 

a surgeon’s dexterity. That is, you’ve got to 

have the ability to shave and snip without 

slipping and accidentally removing half of what 

you’ve gone to such great lengths to cultivate.

7DO YOU REALLY WANT THIS?

The most important question you need to 

ask yourself is this: will I be better off with 

a moustache than I was without one? Sporting 

fur on your upper lip is a daring move even for 

the most confi dent and will undoubtedly draw 

the attention (and potentially ire) of many a 

passerby and loved one alike. Is that a result 

you’ll be happy with? If so, grow for it.  

rooming

M O U S T A C H E
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PLAN
 EXERCISE 1 

Single-leg 
deadlifts

Stand on your right 

leg with your left 

knee lifted to 90 

degrees. Keep your 

back straight as you 

hinge forward at hips 

and stretch left leg 

behind you so your 

torso and leg are 

parallel to the fl oor.

Hold for 30-60 

seconds before 

returning to the 

start position, 

then repeat with 

the other leg.

 EXERCISE 2 

Overhead 
lunges

Stand with your feet 

hip distance apart, 

holding dumbbells 

overhead with your 

arms straight but not 

locked. Step forward 

into a lunge position 

so your right thigh 

is parallel to the 

fl oor. Bracing your 

abdominals, drive 

through the right foot 

and return to start 

position. Repeat with 

your left leg.

Perform three 

sets of 12 reps 

on each leg with 

60 seconds rest 

between sets.

 EXERCISE 3 

Pop-ups

Lie on your stomach 

with your hands by 

your ribs, fi ngers 

pointing forward, 

feet together, chest 

lifted, shoulders 

wide, and eyes 

looking forwards. 

Explosively push 

up with your arms 

and jump feet 

forward into a 

side-facing crouch 

or squat stance, 

ideally with your feet 

parallel and shoulder

distance apart.

Perform three 

sets of eight reps, 

landing with your 

left foot forward. 

Repeat, landing 

with your right 

foot forward. Rest 

for 90 seconds 

between sets.

GET YOUR 

SURFBOARD 

FROM THESE 

SA SHAPERS

 KWAZULU-NATAL 

Clayton Nienaber

claytonsurfboards.co.za

Johno Hutchison 

hh-surfboards.com

Spider Murphy 

safarisurf.com

 JEFFREYS BAY 

Hugh Thompson 

naturalcurve.co.za

 CAPE TOWN 

Anton Butler 

ferral.co.za 

David Stubbs

33surf.com

Dave Van Ginkel 

dvgshapes.co.za

Dutchie 

dutchie.co.za  

MAKE 
WAVES 
IN THE GYM

M
any surfers are reluctant to start strength training 

because they fear it will bulk them up and slow 

them down. But building a stronger, more 

powerful body does not necessarily have to 

involve getting bigger. In fact, you may actually 

get lighter if you start lifting weights, because your body’s 

composition will change. 

Admittedly, the best way to stay fi t and improve your surfi ng is 

to get in the water, paddle out and surf, but spending some time 

on dry land, at home or the gym, training for endurance and 

strength will help to keep you injury free, and will also make you 

a more powerful surfer. Surfi ng requires whole-body effort so 

exercises should be whole-body too.

Words by Jonathan Goodair 
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FITNESS ody

THE PLAN

T
alent alone does not make a great tennis player – 

either professional or recreational. Players must 

maximise their strength, aerobic endurance, speed, 

power, agility, fl exibility, plus on-court technical skills 

to raise their game. Today’s players are bigger, 

stronger, quicker and more powerful than ever 

before. Here’s how to go about building the body you’ll need. 

 EXERCISE 1 

Battle ropes: slams and 
single-arm alternative waves

For improving arm strength and 

general endurance.

For the slams: Stand with your feet 

shoulder distance apart, knees and 

hips slightly fl exed and back fl at. Raise 

both arms high, standing tall and rising 

up onto the balls of your feet. Whip 

arms downwards, fl exing your knees 

and hips, stabilising the body, and 

keeping your back fl at to maintain good 

form. Pause between reps to focus.

For the alternating waves: Starting in 

the same position as above, raise one 

rope up while lowering the other one 

down. Alternate whipping one rope up 

and one rope down in a smooth motion.

Perform 10 slams followed by 

20 seconds of waves. Perform 

5 sets in total, with a 30-60 

second rest between.

 EXERCISE 2 

External shoulder rotations 
with cable

The shoulders take a hammering in tennis. 

Strengthening the rotator cuff muscles will 

help to stabilise the shoulder joint and 

prevent injury. 

Stand side-on to the cable machine with 

the pulley at elbow height and elbow held 

at 90 degrees against the side of your ribs. 

Keep your shoulders wide and relaxed and 

elbows against sides as arm rotates away 

from the pulley. Return to start position 

under control.

Perform 3 sets of 15 reps on 

each arm.  

ACE YOUR 
GAME ON 
THE COURT
Words by Jonathan Goodair 
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SHOPFRONT>TED BAKER
SHIP U0C, SANDTON CITY, JOHANNESBURG, 011-783-5212, TEDBAKER.COM

Dırectory
WHERE TO FIND IT
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British fashion house Ted Baker has opened

its doors in South Africa with a bespoke space

inside Stuttafords Sandton City. The interior is

a treat on its own, inspired as it is by Jo’burg’s

Shakespeare garden and bringing a little

English grandeur to our shores. The collections

are displayed amongst sumptuous fabrics,

trailing greenery and ornate finishes.

A 

Armani

011-884-1425 

ASOS

asos.com

B

Bellagio Jewellers

011-883-2215

Ben Sherman

011-444-2270

Boutique Haute 

Horlogerie

021-418-1889

Breitling

011-789-1131

Burberry

011-326-7835 

C

Cartier

011-666-2800

CJR Gift Sales 

011-257-6000

Chopard

011-784-7422

021-421-4296

Corniche 

cornichewatches.com 

Cotton On 

011-268-3700

021-418-1057

Country Road

011-784-0436

D

Dolce & Gabbana

011-326-7808

Dune London

011-685-7055

G

G-Star RAW

011-784-0321

021-421-8825 

Gucci

011-326-7928

H

H&M

021-467-7300

House of Ole

082-298-9169

L

LM Tailored Suit

011-784-4887

Louis Vuitton

011-784-9854

021-405-9700

Luks Group

011-262-6298

Luxco

011-448-2210

M

Markham

011-685-1413

021-418-5518

Monar Trousers

+90 532 276 95 25

Montblanc

011-666-2804

N

Nike

021-425-2255

O

Old Khaki 

011-447-4466

021-418-2240

P

Picot & Moss

011-669-0500

Pringle of Scotland 

011-783-4355

021-418-5282

 R

RLG Africa

011-317-2600

Rolex

011-784-9230

 S

S Bacher & Co 

011-372-6000

Scotch and Soda

011-784-3233

021-418-1725

SDM Eyewear

011-334-7020

Simon Carter

011-884-0006

S Keren

021-418-0045

Spree

087-740-1010 

Swatch Group

011-911-1200

T

Thomas Pink

011-325-4098

Tiger of Sweden

011-784-0561

021-421-9177

ToePorn

011-444-2270

Topman

011-685-7070

Treger Group

011-089-6000

Tudor

021-418-5524

V

Versace Collection

011-268-0266

021-418-3051

W

Warthel

warthel.com

X

XACUS

eshop.xacus.com

Z 

Zara 

011-302-1500

021-446-8700
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Nike
Common pronunciation:

nyke

Actual pronunciation:

ni-key

Hermès
Common pronunciation:

her-meez

Actual pronunciation:

air-mez

Jean Paul Gaultier
Common pronunciation:

jeen paul gol-tee-er

Actual pronunciation:

zhon paul go-tee-ay

Givenchy
Common pronunciation:

gah-vin-chee

Actual pronunciation:

zhee-von-she

Balmain
Common pronunciation:

bal-main

Actual pronunciation:

bal-mah

Yves Saint Laurent
Common pronunciation:

eves saint loh-rent

Actual pronunciation:

eve san loh-ron

Louis Vuitton
Common pronunciation:

loo-ee VEE-ton

Actual pronunciation:

lwee-vwee-TO(NG)

Adidas
Common pronunciation:

AH-dee-das

Actual pronunciation:

ah-DEE-das

Bvlgari
Common pronunciation:

bull-gar-ee

Actual pronunciation:

bull-guh-ree

Balenciaga
Common pronunciation:

bah-len-chee-aga

Actual pronunciation:

bah-len-see-AH-gah

Hublot
Common pronunciation:

hub-lot

Actual pronunciation:

oo-blow

Ulysse Nardin
Common pronunciation:

you-lee-se nar-din

Actual pronunciation:

you-leese nahr-dan

Longines
Common pronunciation:

laun-gines

Actual pronunciation:

lawn-jeen

Audemars Piguet
Common pronunciation:

au-de-mars pi-gay

Actual pronunciation:

awe-du-mahr pee-gay

Jaeger-LeCoultre
Common pronunciation:

jaeger le koulte

Actual pronunciation:

zhey-zher leh koolt

Tag Heuer
Common pronunciation:

tag hew-air

Actual pronunciation:

tag haw-yer

Veuve Cliquot
Common pronunciation:

verve cli-kot

Actual pronunciation:

veuhv klee-koh

Moët & Chandon
Common pronunciation:

mo-ey et shan-don

Actual pronunciation:

moh-eht eh shah-doh

HAVE YOU BEEN MISPRONOUNCING
THESE BRAND NAMES?

If you’re flashing these labels, best you know how to say them right

Back Page LAST WORD
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Chuck Taylor All Star 

Core Colours

Available at Converse Gateway, Converse Mall of Africa, 

Converse Menlyn, Converse Sandton and Selected Retailers. 




