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40 Setting the Trend    
                for Milan, Doha

Looks were highly stylized and 
statement outerwear was at the 
forefront. We round up the key trends 
from MFW that Qatar will be 
embracing next fall. 

44 Troubled Waters
Performance artist William Pope.L’s 
inventive provocations try to answer
society’s thorniest questions.
By Megan O’Grady 
Photographs by Paul D’Amato

50 Comfortably Numb
As enduring symbols of the  
prewar era, Europe’s spas and 
sanatoriums foster a culture 
of escapism that still appeals. 
By Alice Gregory 
Photographs by Fabrice Fouillet

ON THE COVER: 
A model donning a Devota & 
Lomba dress during the 
Spanish Fashion Week. 
Photo courtesy of Madrid 
Fashion Week

Page 41
Paul Andrew’s first outing as creative director has him 
consolidating the inspirations and influences of both 
menswear and womenswear to give the brand a more 
congruent design vision.
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10 People, Places & Things
A hotel that moves with the  
seasons, logo tees on the runway,  
the new dinner party and more.

PEOPLE

17 
Suits and separates that show a more 
relaxed side of tailoring.
Photographs by Carlotta Manaigo 
Styled by Haidee Findlay-Levin

21 World of Wonders
In a refined studio in Paris, Philippe 
Anthonioz creates modern sculptures.
By Nancy Hass 
Photographs by Danilo Scarpati

PLACES

27 Wanderlust: Aarhus
Denmark’s lesser-known gem.
By John Wogan  
Photographs by Isabelle Pateer

THINGS

33 
Even top-tier artists require 
check-ups. What’s unusual  
is that they sometimes pay with
their work.  
By Alice Gregory 
Photographs by Sean Donnola

 

58 Of a Kind
Paul Feig’s lapel pins.

Page 50

Page 33

C
LO

C
K

W
IS

E
: P

H
O

TO
G

R
A

P
H

 B
Y

 F
A

B
R

IC
E 

FO
U

IL
LE

T;
 D

A
N

IL
O

 S
C

A
R

PA
T

I;
 S

E
A

N
 D

O
N

N
O

L
A







12 People, Places & Things
Forum on Project Space; Focus on Qatari 
womanhood; Qatari Artist in Paris; 
Celebrating Cinema in Qatar;  Connecting 
Artists

15 A Unique Trading Platform 
Shanaita is a shopping concept developed 
by four entrepreneurs in Qatar who 
embraced an innovative business idea 
which was non-existent in a booming, 
consumer-driven local market.  

                       PEOPLE

23 The Spanish Spirit with 
a Global Ambition
Fashion weeks are all the rage but 
commerciality is essential to longevity. 

PLACES

29 Luxury Makes its Mark
The Doha Jewellery and Watches 
Exhibition 2018 once again set the 
market abuzz with the presence of big 
names. The venue and the interiors of the 
exhibition spoke volumes in luxury and 
understated elegance.

THINGS

35 Out of the Box
Reuge CEO Kurt Kupper talks about 
the utility of luxury musical boxes, 
and stresses the importance of 
innovation as key to survival in this 
one-of-a-kind enterprise. 

37 Fancy Stripes
Lines in different proportions and 
colors give new life to the classic 
stripe. 

38 The Thing
One of the major attractions at the 
2018 Doha Jewellery and Watches 
Exhibition (DJWE) was the Milestones 
Auction Supporting Education 
Above All (EAA).

Page 104

Page 38
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$4,195, brunellocucinelli 
.com. Lotuff briefcase, 
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styles available at 
converse.com. 
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What is a hotel for? For most of history, it did only what it had to: provide a home when you were away 
from yours. Then, in the last century, a hotel became a place meant not just for shelter, but a destination; 
a place that embraced its not-homeness by being better than your home could ever be. 

Now, a new project is defining the hotel anew. In September, 700,000 Heures will become the world’s 
first nomadic hotel. The idea is that a hotel is not an actual structure, but a state of mind, a series of 
experiences, a respite from your life. Every six months, 700,000 Heures (the approximate length of an 
average human life in the developed world) will change locations, occupying different buildings in 
different places — sometimes an existing building will be reimagined or refit for the hotel’s needs; other 
times, it might even be built from scratch. First up will be a four-room, 19th-century stone palazzo

When it launches this 
fall, 700,000 Heures will 
be the first (and only) 
hotel to travel the world.

Illustrations by  
Jean-Michel Tixier

Introduces
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in Gagliano del Capo, a small town in Salento, Italy, 
known for its wild beaches and groves of knotted olive 
trees. Then, after this trial run, the palazzo will be 
returned to its owner, and 700,000 Heures will move 
to northwestern Cambodia, where guests will stay in  
a series of locations, among them an ancient Buddhist 
temple. Most of the structures the company inhabits 
will be small — likely no more than eight rooms in  
any one location — and first priority will be given to its 
several hundred members, who’ll pay an annual  
500 euro fee and will be able to opt into destinations 
as they please. (Those wanting to join can apply 
through one of 700,000 Heures’ 50 approved travel 
agents.) The company is the invention of a French 
hotelier named Thierry Teyssier, who over the years has 
operated small, exquisite hotels in Morocco, Portugal 
and Brazil. ‘‘I want to be able to spend real time with  
my guests,’’ he says. ‘‘700,000 Heures is personal.  
It’s the hotel I would like to find, if I were the traveler.’’ 

ALTHOUGH 700,000 Heures will be the first 
impermanent hotel, it finds its origins in a dining and 
hospitality culture that has become ever more 
attracted to the ephemeral, the rootless and the rare. 
The past decade or so has seen a proliferation of 
pop-up restaurants and shops — Teyssier made his 
own contribution to this trend in the form of a pop-up 
hotel in Paraty, in southern Brazil, which operated  
for six months in 2014 before shutting down. At the 
same time, there’s been an embrace of what might  
be called subscription-based hospitality: In London, 
there’s Carousel, a restaurant with a constantly 
rotating series of guest chefs and a set menu each 
night for which tickets must be purchased in advance, 
or the membership-based Soho House, which now 
has 18 locations worldwide. Teyssier’s company 
speaks to a certain kind of traveler’s desire for both 
novelty and consistency — the location might be 
different, but the mood must always feel familiar. 

One of the ways 700,000 Heures plans to achieve 
this is through Teyssier’s presence; indeed, he’ll act 
less as hotelier and more as impresario, remaining 
on-site through each of the hotel’s incarnations,  
and organizing excursions and events for all of the 
guests. In Salento, this might mean a fishing-boat  
ride through hidden coves along the Adriatic, or a 
sunset picnic at Santa Maria di Leuca, a little-known 
Roman sanctuary. In Cambodia, destinations will 
include Tonle Sap Lake, a biosphere reserve with a 
floating village of wooden houses, or the French 
colonial city of Battambang, where travelers can train 
with acrobats at the renowned Phare Circus. The  
goal, Teyssier says, is for the guest to feel like an actor 
in a theatrical production: the natural outgrowth of  
an age in which vacations are presented like biopics 
on social media. And, as for an actor, 700,000 
Heures also provides props: Along with the physical 
spaces, Teyssier has created a series of leather trunks 
— each filled with objects to create a different mise-
en-scène, from cocktail bar to art studio — that will 
appear at all of the hotels and will provide an aesthetic 
throughline. The hotel will also present members 
with a mock passport, which will be stamped after 
each trip. ‘‘Some people make sculpture,’’ Teyssier 
says. ‘‘I’m in the business of creating memories.’’ 
700000heures.com — Gisela Williams

continued from page 10

RUNWAY REPORT

Logos a Go-Go

From left: Comme des Garçons Shirt Boys, $275, (212) 604-9200. Martine Rose, about $215, matchesfashion.com.  
Valentino, $250, valentino.com. Versace, $395, versace.com. J. W. Anderson, $225, j-w-anderson.com.

The artist Andy Coolquitt is always searching through 
Austin, Tex.’s thrift stores and abandoned lots  
for eye-catching flotsam, which he then fashions into 
haute Minimalist sculptures: lamps made of odd 
loops of metal pipe, or a series of Snuggies, which, 
stretched across a frame, resemble Blinky Palermo’s 
fuzzy color fields, but with sleeves. ‘‘There’s not a  
lot of focus on craft, technique or finish fetish,’’ says 
the 53-year-old artist, who studied at U.C.L.A.  
and the University of Texas at Austin. Rather, his aim 
is to poke fun at the imposed distinction between  
art and life by highlighting an object’s strange journey 

from useful tool to used-up trash to a thing of value defined by uselessness (art). He even lives inside his 
longest-running piece — a multi-building compound  
in the center of town that, over the course of two decades, he’s filled with work and fellow artists. ‘‘Instead 
of making art about domesticity, I figured I’d just make a house,’’ he says. 

At an installation opening this spring at the Hotel Indigo in Santa Barbara, Calif. — a satellite space of  
the Santa Barbara Museum of Contemporary Art — visitors, too, can live among Coolquitt’s work,  
about 25 pieces of which will fill the building’s lobby and hallways. Coolquitt, who’s shown everywhere 
from New York’s Marianne Boesky Gallery to the Chinati Foundation in Marfa, believes a show should 
reflect its context. In this non-gallery setting, he saw an opportunity to be playful — ‘‘I’m not really into 
confronting people with difficult ideas while they’re on vacation,’’ he says. That means synthetic  
pink wigs draped over lamps, a canvas affixed with bathrobe belts arrayed in clean vertical stripes and 
rectilinear wall hangings made of colorful bathmats (shown above) — the rare study in geometric 
abstraction where the polygons are plush. — Sam Dean

For Kirk Haworth, food is medicine. In  
2016, after stints at the French Laundry and 
Northcote, his father’s Michelin-starred 
restaurant in Lancashire, England, the now-30-
year-old British chef was diagnosed with Lyme 
disease and forced to take a break from his  
work. After noticing that heavy, processed foods 
exacerbated his symptoms, he started 
experimenting with a vegan diet. ‘‘Now I treat 
myself through food and natural remedies alone; 
I don’t take any pain medication,’’ he says. With Plates, a plant-based restaurant he’s opening with his sister 
Keeley in London’s Shoreditch neighborhood, he’ll share his findings with an increasingly wellness-
minded public, though this is hardly another juice-and-avocado-toast joint. Haworth’s complex, cerebral 
dishes are grounded in classic techniques: In one, beetroot is salt-baked like beef with juniper and 
thyme, and then topped with fermented berries, avocado and fennel pollen from the nearby  
Hackney Marshes. Other standouts include a radicchio salad flavored with agave and wild blackberry 
vinegar (shown above) and a wild mushroom broth with immune-boosting shiitake, kombu and baked 
celeriac. ‘‘It can take weeks to replicate the richness of a sauce without butter, or to balance acidity 
without sugar,’’ he says. ‘‘You have to be intelligent with vegetables.’’ plates-london.com — Aimee Farrell

The Cure

HIGH-LOW



UCL Qatar Masters students on the Museum and 
Gallery Program have partnered with Msheireb 
Museums to curate the “We are the daughters of 
Qatar” exhibition, which explores the topic of Qatari 
womanhood.

The exhibition is being held at Msheireb Museums 
and will continue till May 9. It tells the stories of 
Qatari women whose lives were transformed as a 
result of the discovery of oil. 

Taking into account the perspectives of the 
grandmothers, mothers and daughters of the 
country, this exhibition explores what has changed 
and what has remained the same in women’s lives. 
At the heart of the exhibition lie the personal 
encounters of three generations of Qatari women, 
their memories and ideas concerning education, 
career, fashion, art and crafts. 

The MA in Museum and Gallery Practice is 
designed to help shape future generations of museum 
professionals and cultural leaders in Qatar and 
beyond. – Udayan Nag

The Arab Museum of Modern Art in Doha hosted a public forum in April to highlight Qatari artist Hana Al 
Saadi’s collaboration with the Mathaf Project Space under the title “Proposal for a Public Sculpture”. 

The event, led by invited artists, architects and academics, and moderated by Mathaf Curator Laura 
Barlow, was aimed at expanding debates around two strands of Al Saadi’s research: tendencies of 
self-expression and social rituals, as well as the role and responsibilities of public art.

Presented by Qatar Museums under the leadership of its Chairperson, HE Sheikha Al Mayassa bint 
Hamad bin Khalifa Al Thani, “Proposal for a Public Sculpture” opened the Project Space to Al Saadi as she 
explored experimental processes of research, production and conceptual thinking to develop a proposal 
for a public sculpture in Doha. 

Mathaf houses the largest and most extensive permanent collection of modern and contemporary art in 
the region. – Udayan Nag

Qatari Artist 
in Paris
Qatari artist Ghada Al Khater successfully 
hosted an open studio night at the renowned 
Cite Internationale des Arts, Paris. The 
event, part of Ghada’s three-month Paris Art 
Residency program, was an opportunity for 
the artist to welcome visitors to her studio, 
and talk about her experience in Paris and the 
inspiration behind her work.

A graduate of Virginia Commonwealth 
University Qatar with a Bachelor of Fine 
Arts degree in Graphic Design, Ghada is a 
political ARToonist who tackles subjects of 
freedom of speech, fake news and injustice. 
Her recent work, “Blockade: Energy Drink”, 
was showcased at the open night studio 
and presented a humorous take on how the 
blockade on Qatar was a motivation for the 
country to speed up its efforts towards Qatar 
National Vision 2030.

Organized under the patronage of Qatar 
Museums’ (QM) Chairperson, Her Excellency 
Sheikha Al Mayassa bint Hamad bin Khalifa Al 
Thani, the program is an extension of QM’s Fire 
Station: Artist in Residence program in Doha.   
Udayan Nag

Sculpture for DohaFocusing on 
Qatari 
womanhood 
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Ideas that shape your world
start here.
Carnegie Mellon University attracts a certain type of student: motivated, inventive and 
driven to make a difference. Students come to Carnegie Mellon to learn, create and 
innovate with the very best. They leave with the passion, connections, credentials and 
lifelong friends who will help them change the world.

www.qatar.cmu.edu

Biological Sciences • Business Administration • Computational Biology • Computer Science • Information Systems



Celebrating 
Cinema in Qatar
The Doha Film Institute has launched a new 
initiative to celebrate the spirit of the Ajyal 
Youth Film Festival, the annual celebration of 
cinema that showcases some of the best 
voices in contemporary cinema made in 
Qatar. 

The new Ajyal Film Series aims to keep 
alive the spirit of the popular film event by 
screenings films that received audience 
acclaim at the Ajyal Youth Film Festival. It 
also offers the public another opportunity to 
catch up with some of the fascinating new 
films that are not only family-friendly but 
also spark curiosity, bring joy and empower 
the next generation. 

Fatma Al Remaihi, chief executive officer 
of the Doha Film Institute, said: “It upholds 
the spirit of Ajyal, meaning ‘generations’ in 
Arabic, by bringing together all ages of the 
public to celebrate the power of cinema.”  
– Udayan Nag

Connecting
Artists 
The Fire Station: Artist in Residence demonstrated yet again that it sits 
squarely at the heart of Doha’s flourishing art community by hosting an 
open studio event for the public.

A large number of people came to meet the 18 resident artists to explore 
and enjoy their art and learn more about how the Fire Station acts as a hub 
for creative exchange.

Launched under the patronage of Qatar Museums’ Chairperson, Her 
Excellency Sheikha Al Mayassa bint Hamad bin Khalifa Al Thani, the Fire 
Station provides the perfect springboard for creativity and has helped 
large numbers of talented young artists take their passion to the next level.

“The Fire Station not only provides an effective launch pad to develop 
the careers of many of Qatar’s most talented artists, but it has also 
developed into a colorful, spirited and dynamic arts center for the public,” 
said Khalifa Al Obaidly, director of the Fire Station: Artist in Residence. 
Udayan Nag
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A Unique Trading Platform 

17

Shnaita is a shopping concept developed by four 
entrepreneurs in Qatar, who embraced an innovative 

business idea which was non-existent in a booming, 
consumer-driven local market.

By Karim Emam
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From left to right: 
Noora Al Jardi,
Mohammed 
Rashid Al Matwi 

THE PROJECT STARTED as an online 
marketplace for trading used original 
handbags. Soon after, the four young 
entrepreneurs opened a shop at one of 
the biggest malls in Doha, Tawar Mall. 
Thanks to their efforts, this shopping 
concept has become one of the most 
successful projects developed by 
young entrepreneurs in Qatar and the 
region. 

Mohammed Rashid Al Matwi, 
Noora Al Jardi, Haya Al Dirham and 
Falah Al Dossari founded Shnaita to 
tap into the robust market for 
high-end handbags in Qatar, using 
both electronic and retail platforms 
to sell used items. Shnaita’s founders 
first conceived the idea when they 
were students at Carnegie Mellon 
University in Qatar (CMU-Q), which 
opened its campus at Qatar’s 
Education City in 2004. 

T Qatar had the opportunity to 
speak with Mohammed Al-Matwi 
about Shnaita’s development. “We 
came up with the idea for Shnaita 
when we were students at CMU-Q,” 
he says. “At that time we were 
thinking about how to set up a 
platform for reselling used original 
luxury handbags and accessories in 
Qatar, the Gulf region and across the 
world. The main idea of our project 
was to reuse these luxury handbags 

from Doha by providing non-
traditional buying and selling 
outlets.”

“The idea came to my mind as I 
observed the behaviour of the people 
on CMU-Q’s campus. We are always 
described as a consumer society that 
acquires more products than it needs, 
and doesn’t know how to dispose of 
items it no longer needs,” he 
continues. “We focused on the Qatari 
market to establish and promote the 
culture of only investing in something 
if it is valuable and precious. We 
encourage people not to keep stuff in 
their cabinets without using it by 
providing an alternative way for them 
to benefit from their investments.”

Role of CMU-Q
Al Matwi spoke also about the role 
CMU-Q played in developing the 
Shnaita concept, and the university’s 
larger mission of supporting different 
projects that serve society. He says: 
“CMU-Q taught us how to be dynamic 
entrepreneurs and gave us the ability 
to solve problems by finding 
innovative solutions. We started 
Shnaita on social media, based on 
what we learned at CMU-Q. We also 
received support from Qatar Business 
Incubation Center and took part in 
the Reyada Qatari Entrepreneur 
Awards organized by the Social 
Development Center, Nama.”

“We took this approach because 
we felt that the best way to develop 
and serve the community is to be part 
of it. We then switched from 
displaying our items on the Internet 
to taking part in exhibitions. As a 
result, we saw a big rise in demand 
and we met people who wanted to 
buy other items, which was a nice 
recognition of our efforts,” Al Matwi 
says. “After that, we partnered with 
Qatar Development Bank and Tawar 
Mall to open a permanent shop inside 
the mall at the old souq. In addition, 
we continue to operate on our 
permanent online platform on 
Instagram @Shnaita.”

With regard to the unconventional 
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nature of Shnaita, Al Matwi says: “We 
do not design or produce the 
handbags. We only provide a platform 
which helps consumers sell the 
handbags and accessories that they 
no longer need.”

The Future of Shnaita
Al Matwi also spoke about the Shnaita 
team’s future goals. He says: “We 
strive to reach universality, 
particularly in light of the fact that 
the used-products market generates 
$100 million in profit each year in the 
United States. I can safely say that we 
are the first entrepreneurs to bring 
this kind of trade to Doha on a large 
scale. We provide display outlets on 
the Internet, space at different 
exhibitions, and display spaces in our 
shop at the mall. Currently, we are 
developing a website to receive 
products from all over the world.”

With regard to Shnaita’s future 
plans, Al Matwi says: “We are ready to 
take Shnaita international through 
partnerships with other companies to 
expand our network. We also would 
like to establish an international 
platform in different countries 
around the world.”

Clients of Shnaita
Al Matwi explains that Shnaita boasts 
a diverse clientele, from those who 
enjoy owning the latest styles to 
people who need a new handbag, as 
well as those looking to sell their 
handbags. He adds that both men and 
women use Shnaita. 

“We offer the lowest prices for 
those who buy from us as an 

alternative to retail shops, whose 
prices are often high. Therefore, we 
are the perfect destination for 
consumers who want to save money 
and get original handbags at the same 
time,” says Al Matwi. “As for those 
who have handbags and want to 
reinvest them, we believe that such 
handbags have great value despite 
being used. Consequently, we provide 
Shnaita as a platform for them to sell 

their bags. It is kind of like recycling 
for handbags.”

He explains that Shnaita makes its 
money via sale commissions. As a 
broker company, Shnaita receives 
35% of the handbag’s price from the 
buyer, while the remaining 65% goes 
to the seller. 

Following in Shnaita’s footsteps
Al Matwi says he expects Shnaita to 

expand with new shops in Doha and 
internationally in the near future, 
with the online platform also helping 
reach users around the world.

At the end of our interview, Al 
Matwi advised students who are 
aspiring entrepreneurs “to find an 
opportunity to pay back to the State 
of Qatar”. He added: “As young 
people, we should offer our ideas to 
the community. We can start without 
a big capital or financial resources. 
Qatar deserves the best from its 
citizens.”

“There are many options and 
businesses that can turn into 
successful stories, but people must 
play their roles and exert their utmost 
to achieve their dreams.”

From top to bottom: 
Shnaita collection 
displayed at Shnaita's 
shop in Tawar Mall.
Channel second-hand 
bag at Shnaita's shop . 
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Photographs by Carlotta Manaigo 
Styled by Haidee Findlay-Levin

Relaxed suits in  
soft-washed cottons,  
supple linens and 
lightweight wools quietly  
steal the show.

Canali suit, $2,250, 
(212) 752-3131. Marni shirt, 
$570, marni.com. Hermès 
tie, $180, hermes.com.  
Rolex watch, $5,400, rolex 
.com. Ermenegildo Zegna 
bag, $2,195, (212) 421-4488. 
Balenciaga tote bag, $1,150, 
(212) 226-2052. 

          Sleeper
                                            Hits

Photographs by Carlotta Manaigo 
Styled by Haidee Findlay-Levin

IN FASHION
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Opposite: Brunello Cucinelli 
suit, $4,195, brunellocucinelli 
.com. Lotuff briefcase, 
$1,300, lotuffleather.com. 
Eyevan 7285 sunglasses, 
$530, silverliningopticians 
.com. Converse sneakers, 
$65, similar styles available 
at converse.com. 

Berluti coat and jacket, price 
on request, and pants, 
$1,490, (212) 439-6400. 
Ann Demeulemeester  
tank top, $260, anndemeule 
meester.com. Falke socks, 
$28. Balenciaga shoes, $795.

Michael Kors coat, $1,298, 
T-shirt, $228, and pants, 
$248, michaelkors.com. Hugo 
shirt, $125, hugoboss.com. 
Falke socks, $28, falke.com. 
Bottega Veneta shoes, $860, 
(800) 845-6790. Tomas 
Maier sunglasses (on table), 
$220, tomasmaier.com.
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Prada jacket, $2,690, 
cardigan, $980, top, 
$840, pants, $980, 
and shoes, price on 
request, prada.com. 
Falke socks, $30. 
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pieces dripping with tiny flora and fauna, it was Anthonioz who did most of the 
fabrication; his spidery chairs, benches and oversize resin chandeliers form a 
conceptual bridge between the building’s 17th-century architecture and Picasso’s 
slashing Modernism. ‘‘I am proud of what we did, of course,’’ Anthonioz says, 

recalling the generosity of the 
older artist, whom he had first 
met when he was 13 through his 
well-connected father. ‘‘But I don’t 
want to be defined by that.’’

These days, Anthonioz — who 
mostly sculpts in wood and plas-
ter that is often cast in bronze — is 
known for his large-scale, abstract 
public statuary and custom-made 
lighting and functional objects 

for architects including Joseph Dirand, the fashion designer Tomas Maier and 
the interiors brand Ralph Pucci, for which he makes a line of 
bronze torchieres. Since 1979, he has kept his main studio in 
Passage Saint Bernard, a two-block-long cobblestone street 
not far from the apartment he shares with his girlfriend, Afi 
Nayo, a Togolese mixed-media artist. 

When he moved in, the alley had been home to generations 
of the city’s furniture-makers, restorers and ebonizers. For 
the first 15 years, he occupied the second floor of No. 17, a magnificent 18th- 
century wooden building that was torn down to make way for an apartment 
complex in the mid-1990s, part of a short-lived attempt by Paris officials to erect 

World 
          of 

     Wonders

Behind an old door on a quiet 
Paris street, the sculptor 
Philippe Anthonioz creates his 
larger-than-life pieces.

By Nancy Hass 
Photographs by Danilo Scarpati

PHYSICALLY, THE PARISIAN sculptor and furniture-maker Philippe Anthonioz 
works from a studio near the Bastille in the bohemian 11th Arrondissement, but 
metaphorically, he also works in a shadow: His father, Bernard, son of the sculptor 
Charles Anthonioz, was an official in the administration of André Malraux, the 
novelist whom Charles de Gaulle named Minister of Cultural Affairs; his mother, 
Geneviève, was de Gaulle’s niece and a legendary Resistance fighter.

Over the course of his long career, the 64-year-old Anthonioz has had another 
distinguished association to transcend: Early in his career, in 1983, he began a 
two-year collaboration with the sculptor Diego Giacometti, then 80 and suffer-
ing from arthritis, to create furniture and fixtures for the Musée Picasso in the 
historic Hôtel Salé. While it was Giacometti who conceived the whimsical bronze 

Anthonioz inside 
his studio in 
Paris’s 11th 

Arrondissement, 
among plaster 

chandeliers.  

IN STUDIO
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new housing. But Anthonioz, enamored of the neighborhood’s gritty charm 
— he compares it to Manhattan’s Lower East Side, back before the boutiques 
descended in the early aughts — remained, moving a few doors down to the 1,600- 
square-foot ground floor of another 18th-century building, one accessible 
through an aged oak door. ‘‘If there is no romance in the environment,’’ he says, 
‘‘it’s hard to make good things.’’ 

Unlike the studios of many contemporary artists, which are often minimalist 
affairs, defiantly ahistorical, his is redolent of the past. The front is an art-book-
filled office-cum-salon, with walls hung with antique mirrors and vintage photos, 
including one of Charles Baudelaire, his lodestar; the back is a workshop crowded 
with stone arms and torsos, piled alongside pieces of old chandeliers used to 
construct limited-edition light fixtures for spaces like Loulou, the Dirand-designed 
restaurant in Paris’s Musée des Arts Décoratifs. Frosted with fine plaster dust, the 
space itself seems sepia-toned, like a Eugène Atget photograph.

While Anthonioz and Giacometti shared the belief that there 
should be no dividing line between decoration and fine art, their 
aesthetics diverged radically. Giacometti was obsessed with 
figuration and the natural world — he spent hours studying 
birds in the city’s Jardin des Plantes, where Henri Rousseau had 
once found inspiration — but Anthonioz has always been driven 
by abstraction. Giacometti was a master of affixing tiny animals 
and curling leaves to the bronze framework of his designs, lend-
ing them a fey quality; Anthonioz eschews ornament, preferring 
sleek minimalist shapes. ‘‘People always speak of me in the  
same breath as Diego, but I think of Carlo Scarpa, David Smith 
or even the Bauhaus,’’ he says.

Indeed, his sculptures have become increasingly monumental in recent years 
— the eight-foot-tall ‘‘La Méditerranée,’’ a cast-bronze totem, was installed in 
Pratt Institute’s Brooklyn sculpture garden in 2016 — so he now works part-
time in a lofty second studio in Ivry-sur-Seine, a southeastern suburb. He is 
also restoring an 18th-century farmhouse in the south, near Aix-en-Provence, 
where he plans to make work in his later years, in a barn he’s converting into a 
studio. There, he hopes his five grown children will bring their own kids to run in  
the fields. ‘‘My work has gotten more abstract, maybe even more modern, as  
I’ve gotten older,’’ he says. ‘‘I don’t want to be a dog on a leash — not in what  
I create, and not in how I live my life.’’ 

From top: one  
of Anthonioz’s 

painted wooden 
sculptures in  

his annex studio 
in Ivry-sur-Seine; 
the bench in his 

Paris workshop is 
cluttered with 

tools and plaster 
table lamps.
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The Spanish Spirit with 
a Global Ambition

Fashion weeks are all the rage but commerciality 
is essential to longevity. 

By Debrina Aliyah
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WHILE THE FOUR MAJOR fashion 
cities have continuously flown their 
own flags for their respective 
distinctive accolades – Milan for its 
Italian excellence, Paris for its couture, 
London for the English edge and punk, 
and New York for the all-American cool 
casualness – the new fashion weeks 
have yet to cement a lasting signature. 
Evidently the cities present the best of 
their local designers, but the aesthetics 
are very much tied to their own region 
and often find a tough audience in 
international markets.  

In Spain, its brand of fashion is 
immediately evident as a reflection of 
the vivaciousness and vibrancy of its 
culture and people. The colors of 
fabrics, the craftsmanship of the 
collections, the artistic soul of the 
brands, and the country’s most 
celebrated designers are ones that 
expound on the philosophy of more is 
more. It speaks volumes to see one of 
the most well-attended and prolific 
shows at the recent Madrid Fashion 
Week was that of Agatha Ruiz de la 
Prada, the 57-year-old designer with 
an unabashed love of bright colors 
and flowers. The front row included 
her long-time fans, clients well into 
their sixties and seventies that were 
sporting bright neon-colored hair and 
outfits that would fit right in at a 
Murakami exhibition.  Of course, it is 
a sweeping stereotype to say that all 
Spanish designers are like Agatha – 
there are different schools of fashion 
viewpoints and design narratives, 
both minimalist and maximalist, but 
the underlying essence of celebrating 
life every day is something that is 
inherently Spanish. 

Madrid Fashion Week has been 
running its course for more than 30 
years under various patrons, the most 
recent being Mercedes-Benz Fashion 
Week Madrid (MBFWM), and is an 
established runway and trade event 
that is well recognized in the local 
market. While the younger and 
trendier fashion weeks in cities such 
as Copenhagen and Berlin enjoy 
social media traction among 
influencers and street-style types, 
there is a tone of seriousness and 
commerciality to MBFWM that sets 
itself apart. 

Its economic initiative is strong 
and ambitious – inviting buyers from 
every potential market including the 
Middle East and China to experience 
a taste of the Spanish spirit – in hopes 
that this will open new sales channels 
for its designers, both emerging and 
solidly established old names. 
Spanish designers currently enjoy 

great success in Mexico for its 
similarity in culture and language, as 
well as as parts of southern Europe. It 
could come to great fruition as we are 
in an interesting period as a global 
fashion consumer that is constantly 
looking for something new. With the 
increase of highly curated multi-
brand concept stores in major 
international cities – stocking 
designers out of the ordinary almost 
always leads to cult status – the 
commercial continuity is still 
something that will always be in 
question. “It is very distinctly 
Spanish,” says Alice Xu, the buying 

director of OOAK Concept Boutique 
in Shanghai who attended the shows 
at the recent MBFWM, of the 
collections. “I am not sure if it is 
something that would appeal to the 
Chinese market. There are always 
clients who are looking for something 
different but it’s difficult to build 
brand loyalty with these types so 
commercial longevity has to be 
considered,” she explains. 

For Qatar, the fashion landscape 
presents an interesting opportunity 
for Spanish designers because of its 
international and well-traveled 
demographics. “The market is 

varied,” says Malek Ghanem, the 
category manager of Fifty One East’s 
buying department. “There is always 
a demand for the new and unique, 
especially when it comes to evening 
wear so we focus highly on innovative 
and high-end collections.” Attending 
MBFWM for the first time, the Fifty 
One East’s team kept an eye out for 
collections that reflect the designers’ 
understanding of the market’s needs. 
“We love the way Spanish designers 
add a modern twist to demure and 
classical styles, and of course, the 
colorful and joyful prints,” Ghanem 
adds. 
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Modesto Lomba’s minimalist 
mastery results in a collection 
that looks like a cross between 
the uniform ensembles of 
fantasy martial arts and 
futuristic utopia. Silhouettes are 
distinctly marked by high 
shoulders and excellent 
fabrication that lends an air of 
nonchalant luxury especially 
evident in the camel trench 
coats. 

Devota & Lomba

The influence of the Basque 
Country is prevalent throughout 

the collection, though it’s no 
surprise as the designer twin 

brothers Inaki and Aitor Munoz 
hail from Bilbao. Coming from a 
fine arts background, their love 
for plants and nature drives the 

brand’s DNA of working with 
intricate prints inspired by 

Mother Nature. Dreamy and 
romantic with a touch of the 

Renaissance revival, the 
collection nods to a European 

old-world vibe. 

Ailanto
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The design duo Paloma Alvarez 
and Juanjo Manez behind Malne 
are already familiar names to 
Doha’s fashion set – their 
collections at the local Le 
Blanche concept store are 
sought-after for their edgy yet 
feminine elements. For fall 2018, 
the brand finds inspiration from 
artist Gustav Klimt whose work 
attracts many detractors as 
admirers. “We are in the 
mindset that not everyone has 
to like what you are wearing. As 
long as you are comfortable in 
who you are and what you 
choose to represent,” Alvarez 
explains.   

Malne

Designer Juan Jo Oliva 
presented an experiential 

runway complete with 
furnishings from a home to 

showcase a collection of both 
womens and menswear. Heavy 

on military details that 
translated into warrior princess 

and rugged urban looks, the 
models also swapped pieces 

especially outerwear to blur the 
distinction between gender-

specific clothing. 

Oliva
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STAY

Villa Provence Don’t come here 
expecting spare Scandi style:  
Villa Provence’s married owners  
have styled their homey, 39-room  
inn — a two-story 1820 row house  
within walking distance of the  
harbor — in homage to their favorite 
region of France, with four-poster 
beds, claw-foot tubs and decorative 
antique birdcages. At breakfast, 
guests gather in the whitewashed 
dining room for fresh-baked 
baguettes and croissants, cured 
meats and cheeses. In the summer, 
drinks are served in the hotel’s 
hydrangea- and boxwood-filled 
courtyard. villaprovence.dk.

Hotel Oasia With its raw wood plank 
floors and clean white walls, it’s  
all crisp minimalism at this 65-room 

hotel, but that doesn’t mean there 
aren’t playful flourishes as well, like 
caramel-colored leather armchairs 
and fiber-concrete coffee tables  
that allude to iconic Modernist designs  
by the likes of Walter Gropius and 
Verner Panton. Located less than a 
10-minute walk from the youthful, busy 
Jaegergardsgade neighborhood, 
home to many of the city’s best cafes 
(try Juliette for a morning latte and 
chocolate croissant), its perfectly 
firm, all-natural horse-hair mattresses 
(from the Swedish brand Hastens) 
are the ideal reward after a day of 
sightseeing. hoteloasia.com.

EAT

Haervaerk In addition to concrete 
floors, rough wood tables and a large 
meat locker that’s fully visible from 
the dining room, this restaurant in 

You’ll always have Copenhagen. 
But Aarhus offers all the hygge 
(and Nordic cuisine) along with 
one of the most exciting design 
scenes on the continent.

By John Wogan  
Photographs by Isabelle Pateer

Second 
Story

SO CLOSELY ASSOCIATED is Denmark with its  
capital, Copenhagen, that most visitors unknowingly 
overlook the country’s second-largest city. Aarhus  
is another Viking-founded seaside port, this one  
98 miles across the Kattegat on the eastern coast  
of the Jutland peninsula — a town whose modest  
size (327,000 people) can give it the feel of an 
overgrown village, complete with cobbled streets  
and 18th-century facades. 

And yet over the past decade, as Copenhagen  
has reached hygge-seeker saturation point,  
Aarhus has emerged on its own terms as a design 
destination. Consider Isbjerget, the ambitious  
2013 architectural collaboration that consists of four 
faceted residential buildings meant to resemble 
floating icebergs, or 2015’s equally avant-garde Dokk1, 
Scandinavia’s largest public library. Then there’s  
the Michelin-starred restaurant scene, which takes  
full advantage of the surrounding countryside and  
waters’ bounty. Happily, however, new development 
hasn’t detracted from the coziness that still distinguishes 
the city: Here, visitors can actually participate in 
everyday life, whether that means hunting for perfect 
peonies at Ingerslevs Boulevard farmer’s market, 
stopping for coffee on one of the narrow, medieval 
streets of the Latin Quarter, home to many of Aarhus 
University’s politically active students, or biking 
through Marselisborg forest, south of the city and 
dense with elms, oaks and wildflowers. 

Clockwise from left: lobster 
tartare topped with pine cone 
scales at Domestic; a table  
at Frederikshoj, which offers 
views of Marselisborg forest; 
the Olafur Eliasson-designed 
walkway atop ARoS museum.
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culinary-centric Frederiksbjerg has  
a tasting menu that changes not  
just daily, but sometimes hourly. That’s 
because the chef-owners source 
virtually all of their highly seasonal 
ingredients from farms within a 
40-mile radius, and when a certain 
type of prized produce is gone, it’s 
gone. Still, guests can always count  
on memorable, hearty dishes along 
the lines of haddock ceviche with 
blackcurrant vinegar and roast  
pigeon confit with kale and onions. 
The contents of the meat locker, 
meanwhile, are regularly transformed 
into venison tartar and pork kebabs 
served with a crispy Belgian waffle. 
restaurant-haervaerk.dk.

Frederikshoj Compared to the  
New Nordic restaurants that  
have become Denmark’s culinary 
signature, Frederikshoj, with its  
white tablecloths, quilted leather 

chairs and hushed dining room, feels 
comfortingly retro. Located a few 
miles outside downtown Aarhus,  
the restaurant provides views of the 
Marselisborg forest and tastes of  
the sea, with creative seafood dishes 
such as Norwegian lobster bisque 
and Jerusalem artichoke with fresh 
snow crab. frederikshoj.com. 

Aarhus Street Food Located in a 
former bus garage in Aarhus’s main 
business district, this 18-month-old 
food hall — inspired by Borough 
Market in London — is worth multiple 
trips. Many of the 30 or so stands 
specialize in ethnic and street food: 
Standouts include Tuk Tuk, popular 
for its curries, and Banh Mi Bandits, 
for Vietnamese sandwiches, while 
Mormors Kokken (‘‘Grandma’s 
Kitchen’’) is the go-to for Danish 
comfort food like pastry tartlets filled 
with baked asparagus and chicken 

ragout. aarhusstreetfood.com. 

Domestic This popular Latin Quarter 
newcomer, located in an airy, 
exposed-brick loftlike space, is a 
temple to all things fermented —  
try the cod with pickled cabbage or 
the pickled gooseberries drizzled  
with pine oil. To drink, there’s mead,  
a sweet and spicy brew made  
with fermented honey, and oolong-
flavored kombucha. Just don’t 
mistake Domestic for a casual joint 
— it was awarded a Michelin star  
last spring. restaurantdomestic.dk.

SHOP

Lertoj Of the city’s many 
independent art and antiques shops 
concentrated in the Latin Quarter, the 
best might be Lertoj, which carries 
whimsical ceramic pieces made by a 
collective of eight designers. One 

maker-member, Sverre Tveito 
Holmen, tends toward faux  
bois vases glazed in rich earth tones; 
another, Henriette Duckert, 
embellishes bowls with delicate, 
meringue-like peaks. There are also 
dimpled  
teapots crawling with painted ants  
and paperweight-size sculptures  
of horses and birds. lertoj.dk.

S. T. Valentin You’ll find sophisticated, 
wearable men’s wear at this boutique 
on tony Guldsmedgade. Along with 
sought-after Scandinavian brands like 
the preppy-sporty Les Deux and  
Wood Bird, which makes structured 
jackets and slouchy knitwear,  
there are also glossy ebony belts, 
messenger bags and metallic-gray 
wallets by the house line. Owners 
Nikolaj Valentin and Steffen Larsen 
also design a series of illustrated 
posters that offer witty instructions on 
such sartorial quandaries as ‘‘How  
to Tie a Windsor Knot.’’ stvalentin.dk.

SEE

Moesgaard Museum At this temple  
to archaeology, anthropology and 
ethnography, exhibits range from 
eerily realistic models of early 
humans to a full-scale recreation  
of a wooden Viking ship that  
visitors can ‘‘steer’’ through a digital 
simulation of coastal Norwegian  
fjords. If the museum’s contents look 
back, its main structure — with a 
dramatically sloped grass roof that 
doubles as a park during the warmer 
months — is a feat of futuristic 
architecture, and reason enough to 
make the 15-minute trek from 
downtown. moesgaardmuseum.dk. 

ARoS Aarhus Art Museum Over a 
century after its founding, this 
museum helped put Aarhus on the 
map when it debuted a new building 
designed by the renowned Danish 
firm Schmidt Hammer Lassen in 
2004. The imposing 10-story brick-
and-glass box is filled with work  
by both Danish and international 
artists, from Bjorn Norgaard to James 
Turrell. But the biggest attraction  
is the circular top-floor walkway,  
also known as Danish-Icelandic  
artist Olafur Eliasson’s ‘‘Your rainbow 
panorama’’ (2011), a permanent 
installation enclosed in multicolored 
glass. Passing through the mesmeric 
space as the light shades from  
yellow to green to deep purple, you 
might feel as though you’ve traveled  
to another dimension. aros.dk. 

Clockwise from top left: 
Moesgaard Museum’s  
sloped exterior; a bed at  
Villa Provence; a woodcock 
bird being prepped at 
Haervaerk; colored-brick 
houses on Mollestien  
street near the Latin Quarter; 
a table at the private  
dining room in Domestic.
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Luxury Makes its Mark
By Sindhu Nair

PLACES QATAR

THE DOHA JEWELLERY and Watches 
Exhibition (DJWE 2018) held in the 
month of February, in its 15th year 
since bringing to Qatar the finest in 
luxury, once again set the market 
abuzz with the presence of big names 
in the world of jewelry and watches. 
The venue was Doha Exhibition and 
Convention Center and the event was 
held under the patronage of HE the 
Prime Minister of Interior Sheikh 

Abdulla bin Nasser bin Khalifa Al 
Thani.

The venue and the interiors of the 
exhibition spoke volumes in luxury 
and understated elegance, with the 
only difference in display from the 
last exhibition being the opening 
space reserved for Qatari designers. 
The focus was clearly on encouraging 
new talent and the show's layout was 
geared to take all the visitors through 

the stalls before being overpowered 
by the pull of brand names such as 
Cartier, Van Cleef & Arpels or Chanel.

Six talented local designers were 
given a unique platform to reveal 
their latest collection alongside the 
most respected international brands. 
The designers included Nada Al 
Sulaiti (Hairaat), Nouf Al Meer (Nouf 
Jewellery), Ghada Al Buainain, Leila 
Abu Issa (Leila Issam Fine Jewellery), 
Shikha Mohamed – Al Ghla Jewellery 
– and  Jawaher & Hissa Mohammed 
Al Mannai (Ghand Jewellery). 

Another new step taken in the 
2018 edition of the exhibition was a 
charity event where buyers could bid 
on a signature piece designed by this 
year’s young designers. From Ghand 
Jewellery’s Mihrab to Ghada Al 
Buainain Jewellery’s Tiara and Nouf 
Jewellery’s Qatar, all bespoke pieces 
were on auction for the first time.

 Workshops from ateliers that 

showcase the delicate work involved 
in the art of jewelry making, including 
the stone setting process, were 
featured in this edition of the 
exhibition.

The exhibition maintained its 
position as a primary platform that 
has got together under one roof a 
collection of sophisticated and luxury 
brands presenting innovative 
solutions, displayed through 
emerging and established brands in 
the jewelry and watches world. In 
addition, the exhibition offered 
market insights and options for 
industry networking and potential 
new partnerships. Returning to 
exhibit this year were Qatar’s premier 
jewelry patrons, who continued to 
support and present their unique 
world-class collections – Al Fardan 
Jewellery Company, Ali Bin Ali (ABA) 
group, Al Majed Jewellery, Amiri 
Gems WLL and Fifty One East.  



Museum collections

Buddhist Charm
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Lalaounis

This brand from Greece was created 
by Ilias Lalaounis, a third-generation 
jeweler from a family of goldsmiths 
and jewelry makers, to transform 
Greek museum artefacts into jewelry 
by reviving age-old techniques using 
modern technology.

He concentrated not just on 
creating things of beauty but seeking 
to convey the spiritual and symbolic 
link of an object to its historical past. 
He perfected his art and then passed 
on this tradition to his fellow 
craftsmen in techniques long 
forgotten like granulation, filigree, 
handweaving and hand-hammering. 

Following in their father’s 
footsteps, the fourth generation of 
the Lalaounis family comprises four 
sisters who strive to follow their 
father’s vision of creating jewelry 
with a soul.

Present in Doha were two of the four 
sisters, both of them reflecting the 
passion the brand is associated with.

Shamballa

Arguably the youngest brand in the 
jewelry market, a fact that doesn’t 
pre-empt it from being the most 
desired and popular cult name with 
its unconventional set of jewelry, is 
Shamballa, a brand which was born 
of a Buddhist way of living or a 
mythical place that reflects on 
harmonious life, where love and 
wisdom reign. While the origin of the 
brand might be from mythical and 
philosophical meanings, the concept 
and the designs have been 
brainstormed and made into a reality 
at Copenhagen. The brand is said to 
be a strong marriage of Eastern 
mythology and Northern aesthetics. 
Creators and brothers Mikkel and 
Mads Kornerup make up for what 
they lack in heritage with tons of 
attitude and creativity that come 
from travelling the world, and then 
try to understand the mystic world of 
the Himalayas. 

Their rise to stardom began when 
Jay Z walked into their New York 
store in 2001 and asked for a 
made-to-order piece from the 
brothers – not a bling piece but 
something that strung the value 
systems that Shamballa believed in.  
Kornerup made him a gold bracelet 
inspired by prayer beads, with Jay Z’s 
initials, his clothing company and the 
zodiac sign strung together by 

macramé braiding—using repurposed 
nylon. Thus started the rage that 
Shamballa is all about. “Valuable 
stones and jewels strung together in 
‘cheap’ string. Kind of like having a 
gold watch on a rubber band. 
Something very precious bound 
together with an inexpensive string 
that is also very durable and can be 
custom-made according to personal 
preference,” says Martin Issing, 

regional brand manager of Shamballa 
Jewels at the Doha Jewellery and 
Watches Exhibition.

“The bracelets are very popular, 
mostly amongst the female customers 
in the Middle-Eastern market, with 
one of their pieces that costs close to 
$860,000 already sold to one of the 
ruling family members during the 
exhibition,” says Issing.

While the philosophy and the story 
behind the making might sound quite 
simple, the making of the jewelry is 
not as effortless as “each of the stones 
used is carefully reviewed for size, 
quality and color by master 
craftsmen to turn the raw stones into 
round or square gems,” explains 
Issing.

The 18k gold locks on the bracelet 
are numbered for individual 
authenticity. All the number records 
are saved for rebraiding or insurance 
purposes to make sure that there is a 
long-lasting bond between the brand 
and the wearer of Shamballa. 

Part of the Ali Bin Ali group, 
Shamballa puts the focus on how wide 
and interesting the range of jewelers 
represented by ABA are in Doha.

Demetra Lalaounis says that the 
market has been affected; the 
resilient human spirit has adapted to 
changing conditions and is doing 
business the best way possible in 
these conditions. “Be flexible, change 
the product, change the price range, 
continue to be creative keeping in 
mind the market conditions. Keep in 
mind what the client can afford, and 
adjust products accordingly,” says 
Lalaounis, who does not believe in 

being negative about the market 
conditions, but prefers to rise to the 
challenges they create.

“In the ’60s, my father was inspired 
by our Greek history and he felt it was 
time that the jewelry business took this 
inspiration and created new pieces 
which took off from the old. Like the 
variations of Lalaounis, Byzantine and 
Hellenistic are traditional pieces which 
celebrate the work of filigree and old 
intricate patterns that are loved by the 

Middle-Eastern clients,” explains 
Lalaounis.

Animal heads are another of 
Lalaounis’s pieces which are among 
its most sold items. “It is also very 
successful with our Middle-Eastern 
clients,” says Demetra.

Lalaounis has an excellent 
partnership with Ali Bin Ali and this 
exhibition is the one way they get to 
meet their clients, though some also 
come and visit their store in Greece.  
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Bello Designs

Catering to Royalty

Buccellati

Buccellati, founded in Milan in 1919, is 
known for creating pieces using 
time-honoured hand-crafted 
techniques developed in Italy. For a 
brand soaked in tradition, Buccellati 
had a phenomenal year in 2017, not 
just for its financial success but also 
for its acquisition by Gangsu Gangtai 
Holding, a Chinese conglomerate that 
took an 85% stake in the Italian house 
in a transaction based on an equity 
value of €230 million ($271 million) 
for 100% of the company.

This was done to reinforce 
Buccellati’s international presence 
with a five-year investment plan of 
€200 million ($236 million) that is 
designed to build 88 new Buccellati 
boutiques in existing markets, namely 
Italy, Europe and North America, and 
in new markets such as China, Asia, 
the Middle East and Eastern Europe.

“Buccellati is opening many new 
stores in China and around the 
world,” says Luca Buccellati, who is 

Prologue 

Search for Prologue on the internet 
and you will not find much about this 
nondescript brand, and that, 
according to Pedro de Aranda, is by 
choice and protocol, as most of 
Prologue objects of art are purchased 
by heads of state, and protocol 
demands that they keep a low-profile 
branding.

“We have different collections and 
what we bring to Qatar is exclusive, 
made of day-to-day experiences that 
are familiar to the people here, with 
familiar landscapes and animals of 
the region,” says de Aranda, the 
father and the man behind the brand 
who is on speaking terms with most 
of the ruling family members and 
especially the Father Emir, who he 
describes as a very benevolent and 
kind man, fluent in French and 
Italian, who always used to visit the 
exhibition during its initial years.

“We have a lot of enquiries during 

the exhibition which materialize into 
buys later on at the stores,” he says, 
adding: “A few years ago when the 
Father Emir visited the store with the 
then prime minister, he used to buy 
almost half of what we had bought for 
the exhibition a day before the 
opening, and since it was mostly for 
state gifts they had to be removed 
from the exhibits too.”

A man who has had amicable 
bonds with all the Arab states, he 

laments about this particular 
condition that has affected the Gulf 
states and he wishes that the 
alienation that Qatar is so unjustly 
being put through be resolved sooner 
to facilitate in doing business, 
amongst other difficulties that these 
countries face due to this unfair 
situation.

“Whatever happens in this region 
will of course affect our business and 
though this has not affected us as yet, 

it soon will. He reflects that “it is not 
just the money, but also the mindset 
that affects the business. When there 
is unrest, people will think twice 
before they make decisions and that 
will have long-term repercussions on 
all businesses.”

The collection that Prologue brings 
to Qatar is very traditional and, to 
test the market, Prologue also brings 
some quirky pieces that are meant for 
the international market, like the 
“Life behind X-ray” pieces introduced 
recently. “Americans are in love with 
this collection – it is everyday life 
portrayed behind X-ray. It is bizarre 
and that is why it was an instant 
success in the American markets,” 
explains de Aranda.

A skeleton riding a bike and a group 
of skeletons playing basketball, 
detailed to the core with a box that 
depicts the X-ray console, are on 
display within the Prologue enclosure 
and are indeed very eye-catching 
amongst the other pieces. And the 
more culturally significant ones like a 
group of kings resting in the desert 
with a falcon and camel are depicted 
in detailed craftsmanship.

part of the founding family, and takes 
care of the marketing of the brand.

In the last few years, Buccellati has 
identified its new direction – to bring 
affordable jewelry called Oprah to 
the young generation who value 
heritage and beautiful craftsmanship, 
both of which are the brand’s unique 
selling points.

“We are targeting the modern 
woman, women between 25 and 40, a 
target customer who was not on our 
radar earlier. We have thus changed 

our focus onto this segment without 
losing on quality workmanship, and 
identifying designs that will lure this 
age bracket and sensibilities.

“In the next three years, our 
affordable jewelry is going to expand,” 
he says.

Meanwhile, the mainstay of the 
brand is still the intricate work it is 
famous for and it is this segment that 
is popular in the Middle East.

“We had the fourth-generation 
Buccellati join our firm recently and 

it is a proud moment for us, nearly 
100 years since our establishment 
has been working on this family 
tradition. We do not produce many 
pieces, just close to 300 pieces of 
each design, and then we have only 
one piece of the special designs which 
takes more than a year to make,” says 
Buccellati. 

With close to 250 employees, 
Buccellati gives back to society by 
training students in jewelry making, 
engravements and filigree work. 
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Richard Mille

Richard Mille, the watch that is the 
newest craze for aficionados with its 
finely crafted and innovative 
materials, recently revealed to the 
world in March its newest offering 
through its collaboration with the 
McLaren sports car brand. But that 
was after the Doha Jewellery and 
Watches Exhibition, where it has 
always shown a huge presence, taking 
a prominent position within the Ali 
Bin Ali enclosure. 
So even while the world was reeling 
from the slump in oil prices, new-age 
luxury brand Richard Mille was 
effortlessly riding a wave of success. 
Describing in simple words how the 
brand performed in 2017, Peter 
Harrison, CEO of Richard Mille, said: 
“Good solid growth. Few new stores, 
which is so much more challenging, 
every time.”
He added: “We are such a young 
brand and we have so much to do. We 
are not bound by 100 years of 
tradition or heritage that might refine 
our judgements.  We have a wide 
plethora to explore and techniques 
that we could innovate on.”
How difficult is it for the brand to 
keep making the mark with new 
techniques, materials or movements 
when it releases a new offering every 
season? Harrison says it is not as 
complicated as it seems. “If we need 
to bring out a watch with new 
techniques, we need not look to our 
past to follow the same path. We are 
free to pave our own new roads in the 
field of watchmaking. This is a leisure 

that other heritage brands might not 
have.”
The added advantage, according to 
Harrison, is that the owner of the 
brand, Richard Mille, is a complete 
“idea bank”. Harrison adds: “What we 
don’t like to do is to make watches that 
are gimmicks. We don’t do things 
without a reason. When we launch a 
new watch, or a new structure, we do 
it with an ambassador who can give us 
genuine feedbacks on the watch, how 
it is performing under stress, etc.”
A true example of this statement was 
the latest launch by the brand in 
January, the RM 07-01 Black Ceramic 
with diamonds set into ceramic for 
the first time. This was a year after 
they revealed, in 2017, RM07-01 and 
RM037, where diamonds were set 
into the Carbon TPT cases. “After our 
work on setting gems in Carbon TPT, 
we wanted to extend this innovative 
setting technique to new materials. 
We naturally gravitated toward 
ceramic because it had never been 
done before. Ceramic is a very tough 
material and for us to learn to set a 
ceramic has probably taken two 
years.”
Exceptionally hard and scratch- 
resistant, ceramic does not give in 
like the usual precious metals that 
gemstones are set into. To accomplish 
this feat, tiny holes had to be drilled 
into the ceramic to fit in the 0.25mm 
red gold prongs that would hold the 
diamonds in place. The watch case in 
gem-set black ceramic and red gold 
houses the in-house calibre CRMA2. 
Its variable-geometry rotor in 18k red 
gold makes it possible to adjust the 

automatic winding to the activity of 
the wearer.
On how well the watch has been 
received, Harrison says: “In Europe 
and the Middle East, the ladies are 
well informed and educated about 
the watches they prefer. They want to 
be different from the rest. From the 
clothes they buy to the watches they 
own, they want to stand apart. They 
do not want to buy a watch just to 
belong to a certain group but to be 
possibly the only one in the group to 
own a Richard Mille. With the limited 
numbers we bring out, that would be 
the reality.”
The Middle East has been one of the 
important segments for Richard 
Mille, especially in the women’s 
segments of its offering. But they have 
had an even result through the other 
segments too, and with the minimum 
number of watches being made, the 
brand’s priority is to “keep its loyal 

customers happy with new releases 
as there is a high demand every time 
we launch a new watch”, according to 
Harrison.
Plans for 2018 are set and Harrison 
outlines them. “We will probably 
increase our production by 15% if all 
goes well. We have new store 
openings in Russia, New York, 
London and, in Qatar, at the Katara.”
Of the two watches that have been 
launched in 2018, RM 53-01 and RM 
07-01, both of which are not yet 
available at stores in Qatar, some 
pieces have already been sold to a few 
loyal clients. For the rest of those 
coveting the models, the watches will 
be available at stores around Doha by 
June. 
Richard Mille has also revealed some 
variants of RM 67-02, the brand’s 
ultra-thin sports model and one worn 
by one of Qatar’s own stars, high jump 
athlete Mutas Essa Barshim. 

“No Gimmicks, Just 
Pure Reason”
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THERE’S A SCENE in the first season of ‘‘The Sopranos’’ where 
Tony’s sitting in the waiting room of his therapist’s office, 
transfixed by a painting of a barn. He’s convinced Dr. Melfi has 
hung it there manipulatively, to coax him into some kind of 
breakthrough. ‘‘It’s just a picture I bought in a little gallery  
in Provincetown,’’ she tells him. ‘‘That is a special-made, 
psychological picture,’’ Tony counters, though of course it isn’t.

One doesn’t move through the world expecting emotional 
communions with workplace décor, but in New York, a number  
of seemingly anonymous locations — the lawyer’s office, the 
doctor’s, the dentist’s — have become places to see the kind  
of art that you might only hope to view in a gallery or a museum. 
The contemporary art world is one of the most insular  
and self-satisfied subcultures in history, a milieu we think of  
as unplagued by anything so banal as paperwork or bodily 
functions. But every highly self-regarding tribe — no matter  
how creative or eccentric — has its own group of service 
providers: the people who maintain the tedious parts of life. 
What’s remarkable about those who tend to the New York  
art world is not only how few of them there are but how many  
of them are paid: not with money, but with art. 

Avo Samuelian, a 
dentist with numerous 
art-world patients. 
Samuelian, like a 
number of other 
service providers with 
artist clients, has 
turned his office into  
a kind of gallery, which 
includes pieces that 
artists have traded for 
dental work. On the 
wall here is a work by 
Jordan Nassar.

By Alice Gregory   Photographs by Sean Donnola

How works by some of New York’s most 
famous contemporary artists ended  
up in your neighborhood dentist’s (and 
doctor’s, and lawyer’s) office.

WHEN THE ART law attorney John Koegel opened his eponymous 
firm in SoHo, then the center of the art world, in 1982, a silver-
haired Ileana Sonnabend and an elegantly dressed Leo Castelli — 
dealers responsible for the careers of Andy Warhol and Robert 
Rauschenberg — could be seen walking to their respective galleries 
in the mornings. In 1997, as the area’s galleries began their northern 
migration to Chelsea, Koegel relocated a few blocks west, to  
the corner of Sixth Avenue and Spring Street, where he still works.

Koegel’s clients have included artists like David Salle, Judy 
Pfaff, Barbara Kruger, Jeff Koons and William Wegman, as well as 
some of the city’s most prominent blue-chip art galleries and  
the estates of Max Ernst and Larry Rivers. His clients’ work hangs 
in his office and in his house around the corner on Sullivan  
Street. ‘‘Everything I own is by an artist I know,’’ he told me. After 
attending law school at Fordham, Koegel worked for the Justice 
Department, and then went in-house at the Museum of Modern Art. 
When he moved his private practice to SoHo, simply being in  
the neighborhood where artists and gallerists lived was enough 
to secure his status as their resident lawyer. 

Koegel performed his first advice-for-art trade while working for 
a corporate firm in the early 1970s. He took on a largely unknown 

The 
            Artist 
       Has        a   
                                     Cavity

THE ARTIST’S LIFE
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artist as a pro bono client and 
successfully sued a gallerist on his 
behalf for delayed payments.  
In lieu of a check, Koegel received a 
boxlike sculpture that resembled  
a work by surreal assemblage artist 
Joseph Cornell, which he still has.  
‘‘I want you to have this artwork 
because I hope one day I can afford  
a real lawyer,’’ the artist told him. 
‘‘What do you think I am?’’ Koegel 
remembered thinking. 

Trading services for goods is an 
anachronism, a barter system  
borne out of one party’s poverty  
and the other’s munificence.  
And yet in the art world, it’s endured, 
even thrived; the practice is, if nothing 
else, humanizing, moving art from the 
marbled floors of the institution to 
some of the places we least anticipate 
beauty. Nowadays, of course, the 
trades  
are made not out of necessity, but 
from a mutual savviness about  
art and its market. Collecting art can be 
like dealing in futures, and  
one could argue that the credentialed 
lawyer who bills hourly is acting  
as a kind of speculator and taking on 
all the risk when he trades for  
what is in a sense magically minted money — but on the other 
hand, it’s the artist whose work  
has the potential to appreciate in market value. 

For Avo Samuelian, who owns Gotham Dental in the Flatiron 
district, the process at least makes him think of his work in  
artistic terms. ‘‘There’s a sculptural element to dentistry,’’ he 
said, though he was quick to add, ‘‘I don’t know if there’s an 
explicit relationship’’ between a root canal and a work of art. 
Born in Beirut, Samuelian always knew he wanted to be a 
dentist. (The white lab coat and cleanliness appealed to him.) 
After moving with his family to Los Angeles at the age of 14,  
he got it into his head that he wanted a Warhol. ‘‘It was just this 
obsession,’’ he said. Several years after establishing his own 
practice, he finally bought himself one. It was a drawing, from 
1959, of a man’s face, and Samuelian’s first purchase.

Today, Gotham Dental is decorated with pieces Samuelian  
has gotten from artists in exchange for dental work, including 
works by Matt Connors, Nicolás Guagnini, Karin Schneider  
and Terence Koh. The practice is all word-of-mouth referrals. 
‘‘Usually it’s young or up-and-coming artists who want to  
do trades,’’ he told me. ‘‘When I trade with more well-established 
artists, usually they then take care of all their studio assistants.’’ 
Such was the case with the artist Peter Halley, who secured 
appointments for his studio employees with Samuelian by 
parting with a painting. The dentist — whom everyone refers  
to simply as ‘‘Avo’’ — is a beloved figure in the art world:  
Being his patient is a mark of status. So is having your work on  
his walls. Why go to a regular dentist when you can go to a  
dentist who also treats your friends, rivals and role models —  
and whose office has become a de facto gallery? 

THE SAME IS TRUE for Bernard Kruger, an internist with a private 
practice on the Upper East Side, who recently opened Priority 
Private Care, a membership-based, 24-hour medical facility just 
one block away. His office is filled with his patients’ work, a  
roster that includes the late John Chamberlain, as well as Richard 

Prince, George Condo and Josh Smith, along with many of the 
city’s biggest gallerists. The first few artist referrals came from 
Chamberlain, an early patient, which was enough for other  
artists to follow suit. Like most everything else in the art world,  
even doctor recommendations spread like a contagious disease. 

Kruger began collecting art while he was an oncology resident 
at Mount Sinai in the 1970s. It was then that he became the 
private doctor to André Meyer, the French-born financier and 
collector. Though there was nothing immediately wrong with  
him when he hired Kruger, Meyer insisted that the doctor visit 
him each day at the Carlyle Hotel, where he lived. Kruger  
recalled Meyer telling him about how the Shah of Iran had a doctor 
see him every day, and how Meyer could afford such a service  
as well. (When the Shah of Iran dropped dead a few years later, 
Kruger said to Meyer, ‘‘See? Even he died.’’ Meyer replied, ‘‘I’m  
just hoping my doctor is better.’’) When Kruger got married, he 
took the check Meyer gave him as a wedding present and bought  
a Helen Frankenthaler painting. He’s been collecting ever since. 

Like Samuelian and Koegel, Kruger considers himself 
privileged to help artists, whose daily work is so unlike his own. 
There was something quaint and naïve in the way they all  
spoke: a kind of awe at their own earned proximity to something 
they seemed to regard as almost mystical. It was as though the 
practicality of their own jobs — administering strep tests, 
cleaning teeth, drafting contracts — was elevated by association.  
‘‘I really just feel so lucky,’’ Kruger told me. 

One early morning late last fall, he gave me a tour of his  
office. Kruger pointed out a signed Richard Prince nurse print 
hanging above a medical exam table, as well as a looped  
video on a monitor in the waiting room by Ragnar Kjartansson 
showing a ticking grandfather clock. He walked me down  
a corridor, calling my attention to a painting by Josh Smith of  
his own spine. Then he ran his finger over a wall-mounted X-ray 
illuminator. It was hung at eye level, and even unilluminated,  
the chrome-and-glass box had a certain aesthetic appeal.  
To be safe, I asked if it was itself not a piece of art. ‘‘No,’’ he 
laughed, ‘‘that’s nothing.’’ 

The lawyer John Koegel 
in his SoHo office, 
where works by the 
likes of Walton Ford 
(left) and Larry Rivers 
(right) hang on the 
walls. As a collector, 
everything he owns  
is by an artist he  
knows or has worked 
with personally.
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BASED IN SWITZERLAND, Reuge has been manufacturing luxury 
mechanical musical boxes for over 150 years, and is the only 
company in the world in this particular line of business. Unlike 
other businesses, like the watch industry, where customized 
products are made for a certain market, this establishment 
creates items according to the requirements of its customers.  

 “Like any luxury product, it's not of much use; you have more 
tunes in iPhones,” says CEO Kurt Kupper. He adds that apart from 
jewelry stores, the company has started focusing on corporate 
and government clients who want to give away gifts.“We try and 
understand the client and get information about the person who 
will be receiving the gift.”

Above: A musical box 
made by Reuge for the 
50th anniversary of 
Hotel Byblos in Saint-
Tropez, France.

The price range of Reuge’s items on display at the 2018 Doha 
Jewellery and Watches Exhibition was mind-boggling. While one 
of the smaller pieces was QR2,400, the most expensive one was 
QR4 million. “At that level we are talking mainly about gold and 
diamonds. Just at the technical level, the highest-priced item is 
about QR600,000,” says Kupper, adding: “Precious metals are 
nice but it's not our core business. It doesn't really matter to us if 
you want to have gold on the musical box. For us it's about the 
movements and the sound quality.”

He further explains that it's expensive to make the musical 
boxes because all the production takes place in Switzerland, 
where the cost of living is relatively high, so the salaries of their 

By Udayan Nag - Photos: Hassan Al Daghestani

Reuge CEO Kurt Kupper talks about the utility of luxury 
musical boxes, and stresses the importance of innovation as 
key to survival in this one-of-a-kind enterprise.  

Out of the Box

THINGS QATAR
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employees are on the higher side. “Our margin of profit is not that 
great especially compared to our friends in the watch industry.”

Talking about some of the company’s high-end clients, Kupper 
says that one of the pieces made by them was for the President of 
Azerbaijan, Ilham Aliyev. The country has a culture of carpets. 
“There are about nine different ways to make carpets in 
Azerbaijan, so we went to the home town of the president to find 
out what the pattern should be like.” According to Kupper, the 
culture of a country has to be taken into account while making 
something.

“We customized a singing bird for the Emir of Qatar. He was 

looking for a gift which was Qatari, and you can't expect him to 
give away a Swiss watch.” Kupper further adds: “If you go back in 
history, there was an Arab polymath Ismail Al Jazari, who had 
already developed an automaton. So, we could explain it as an 
evolution of Arabic culture.”

The company’s major markets include China, Europe, the US, 
and Japan in particular “since the Japanese are very quality-
conscious”. He also says: “Very often we have customers from 
countries you would least expect like Mali and Senegal.”

According to Kupper, thinking out of the box and being 
innovative are two crucial factors required to survive and thrive in 
this particular industry. He cites the example of a musical box 
which has provisions to charge a mobile phone by induction. “Cell 
phones often run out of batteries. The vibration of the phone will 
actually start to play the musical box. Reuge also made a musical 
box for a coffee machine, which played every time coffee came 
out of the machine.”

It’s also worth mentioning that the establishment does not view 
the watch industry as its rival. In fact, Kupper says that the two 
are complementary. “Buying a luxury musical box instead of a 
watch is not going to happen, so we are not in competition. As a 
matter of fact, we have worked with watch companies like Harry 
Winston, Chrome, and Odin.”

Kupper laments the fact that in today's world people are too 
dependent on Internet search engines like Google for most things 
and the desire for originality is no longer there. “We encourage 
people to dream by helping them to develop ideas. We also need 
to do our homework properly because every time we meet 
somebody, we need to find out about him/her and also the person 
who is going to receive the gift.” He adds that very often the 
company is in possession of very confidential information because 
it’s concerned with various heads of state.

Kupper concludes by saying that at Reuge they target the 
hearts of people, not necessarily their wallets. “It's much more 
rewarding to work in this field where you can make your own 
melodies, and convey the message to our customers that we 
really care about you.”

Above: One of Reuge's 
items on display at the 
2018 Doha Jewellery & 
Watches Exhibiton. 
Left: Reuge CEO Kurt 
Kupper at the 2018 
Doha Jewellery & 
Watches Exhibition. 
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Lines in different 
proportions and colors give 
new life to the classic stripe. 

Fancy  
                  Stripes

 
By Debrina Aliyah

Clockwise from top left: 
Turtleneck sweater, QR1,430, 
ALC. Dress robe, QR2,545, 
ASCENO. Stripe motif knit 
sweater, QR1,727, 3.1 Phillip 
Lim. Stretch knit dress, 
QR2,049, Elizabeth and James. 
Check pants, QR3,595, 
Esteban Cortazar. Frill button- 
up dress, QR6,998, Marni. 
Asymmetrical dress, QR2,270, 
Palmer Harding. 
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One of the major attractions 
at the 2018 Doha Jewellery 
and Watches Exhibition 
(DJWE) was the Milestones 
Auction Supporting 
Education Above All (EAA), 
a charity auction with 
signature pieces designed by 
the participating Young 
Qatari Designers. Hairaat’s 
“Sleeping Beauty” 
collection, designed by 
Nada Al Sulaiti, which sold 
for QR300,000 was one of 
the major attractions of the 
auction. The charity auction 
sold a total of 
QR1,990,000 for EAA, a 
global movement that 
contributes to human, social 
and economic development 
through the provision of 
quality education. The 
Young Qatari Designers 
initiative, launched last year 
as part of QTA’s efforts to 
support local talent, is one 
of DJWE’s key pillars to 
support and develop young 
creative talent.

THE 
THING
By Udayan Nag
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Looks were highly stylized and statement outerwear was at the forefront. We round up the key trends 
from Milan Fashion Week 2018 that Qatar will be embracing next fall.  

P
H

O
TO

G
R

A
P

H
S

 B
Y 

FA
B

R
IC

E 
FO

U
IL

LE
T

40    Setting the trend for Milan, Doha                                                                                          
44 William Pope.L’s Provocative Performance Art   
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Setting 

                                                   the
                Trend     
 for

            Milan, Doha                                                                                            

By Debrina Aliyah

Looks were highly stylized and statement outerwear 
was at the forefront. We round up the key trends 
from Milan Fashion Week 2018 that Qatar will be 
embracing next fall.  

Albino Teodoro 
Huge puffer coats worn backpack style with a clever little 
harness sewn from the inside. Our temperate winter weather is 
perfect for this versatile “on-off” configuration that is heavy on 
the raincoat-meets-utility details. There’s also a lot of play using 
crystal embellishments on hems of dresses, skirts and shirts – a 
signature of the designer that is very much appreciated by the 
local crowd. “We absolutely love the little classic details and 
excellent fabrication,” says Valentina Danaila, brand operations 
manager at Per Lei Couture, the Qatari stockist for the brand.

Brunello Cucinelli 
Soft-to-touch corduroys in romantic 
pastel colors, velvet suits paired with 
knee-high boots and bi-material 
jumpsuits are all expressed in subtly 
modest looks. The details lie in the 
embroidery and jacquard work 
incorporating feminine motifs into the 
house’s signature knitwear. 
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Mr & Mrs Italy

The bomber meets the parka in this urban mis-matched piece 
that represents two of the brand’s most-loved concepts. The 
contrast in shape and volume is accentuated by its 3D-effect 
surface that is achieved through decorative jacquard 
embellishments. The all-so-trendy patches set the urban vibe 
across the brand’s key outerwear for fall which will surely be a 
social media star against our desert’s beige landscape. 

Salvatore Ferragamo

Paul Andrew’s first outing as 
creative director has him 

consolidating the inspirations 
and influences of both 

menswear and womenswear to 
give the brand a more congruent 

design vision. For this, he 
imagines the Ferragamo woman 

just like the royals of the 
Victorian era where there’s an 

underlying strength to the 
perceived femininity. The pieces 

borrow heavily from menswear 
tailoring and details – utility 

ponchos with removable 
hoodies, shearling jackets and 

structured shirts that are 
perfect for travel daywear. 
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Erika Cavallini 

Though the styling of the looks seems a little 
avant- garde with deconstructed workwear that 
draws from masculine references, the individual 
separates that have defined the designer’s work 
in past collections remain at the core. High-
waisted tailored pants, silk blouses, and relaxed 
shirtdresses are contrasted with glittering 
embroidery and a stand-out full-leather dress. 

Moschino 

The collection has the vibes of 
the premier episode of Black 

Mirror’s latest season with its 
retro-futuristic airspace setting. 

Jeremy Scott has seamlessly 
inserted Moschino’s signature 

leather jackets into air-
stewardess uniform looks of 

varying neon-pop colors. 
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Alberta Ferretti

The red-carpet visionary is 
heading in a new direction next 

fall by introducing daywear 
pieces into her works. The idea 

though is not to propose a 
separate wardrobe but rather.

a selection of pieces that can be 
worked into evening wear 
through personal styling. 

Sequinned T-shirts and skirts, 
black denim, and an interplay of 

fabrics create the space for a 
mix and match that goes from 
day to night. There’s an ode to 

the powerful black and gold 
color combination that sits really 

well with the Arabian 
perspective. 

Piccione Piccione 

Salvatore Piccione’s floral interpretation is all 
grown up for fall, coming in stronger shapes and 
brighter colors as opposed to the more romantic 
portrayal in past seasons. A red floor-length 
flower applique cape and an oriental matching 
two-piece suit defines the new direction. 
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IN A LIVING room in Flint, Mich., 
Tiantha Williams’s son, Taylor, a bright-
eyed 2-year-old in a cheetah-print 
onesie, is waking from his nap. On 
the television, commercials for class- 
action attorneys alternate with an 
ad for an early childhood interven-
tion program: ‘‘Don’t wait. Evaluate.’’ 
Williams, an attractive 40-year-old 
woman, sits on the sofa with her moth-
er, VanNessa, explaining how she first 
knew that something was terribly 
wrong with her tap water. ‘‘My mom’s 
dreads started falling out,’’ she says. 
‘‘Then all of the house plants died.’’ 
Williams was pregnant at the time, and 
after she contracted listeriosis, Taylor 
was born two months premature.

I’m in Williams’s home with the artist 
William Pope.L for his ‘‘Flint Water 
Project,’’ an installation he did last 
September for the Detroit gallery What 
Pipeline. As we talk, a hose snaking 
from Williams’s basement sink through 
her kitchen and out the front door fills 
a 180-gallon tank sitting on the bed of a 
pick-up truck. Later, back at the gallery, 
which has been transformed into a Flint 
Water branded boutique, the water 
will be bottled by assistants wearing 
gloves and safety goggles and sold as art 
objects, with a Pope.L-designed label. 
It is a project that is characteristic of 
much of the artist’s work, a theatrical 
provocation that combines scathing 
satire with heartfelt activism. The labels 
feature a sinister image of the Flint Water 
Plant and reads ‘‘16 fl. oz. non- potable.’’ 
The reverse notes that the water may 
contain E. coli, lead, and Legionella.

The ‘‘Flint Water Project’’ began 
when the gallery’s owners, Alivia Zivich 
and Daniel Sperry, invited Pope.L to do 
a show in Detroit. It was Pope.L’s idea 
to turn the focus to nearby Flint, whose 
residents were exposed to contam-
inated drinking water beginning in 
2014, after the city’s water source was 
switched from Lake Huron to the Flint 
River as a cost-saving measure, trigger-
ing a public health crisis — 12 deaths 
resulted from a Legionella outbreak— 
that was ignored for nearly two years 
by Governor Rick Snyder’s adminis-
tration and allegedly covered up by 
a number of state officials. Aimed at 
addressing the disintegrating bedrock 
of our presumed first-world privileges 
— drinkable tap water, an accountable 
government — the project has raised 
over $30,000 so far for the United Way 
of Genesee County and Hydrate Detroit. 
(What Pipeline reimbursed Williams by 
paying her water bill for two months.) 
In 2016, after the water was returned to 
its original source, the EPA once again 
declared Flint’s water safe, but no one 
here believes that to be true until the 
city makes good on its promise to finish 
replacing its corroded pipes. Meanwhile, 
the catastrophe continues to unfold in 
human terms: unsellable homes, more 
deeply entrenched poverty, and the 
mass lead poisoning of a generation of 
children, the cognitive consequences  
of which are still to be determined. 
Adding insult to injury, homeowners 
have had to continue paying for the 
tainted water — among the highest rates 
in the country — or face foreclosure.  

With his wildly inventive provocations — about race, 
immigration, poverty and the environment — William 
Pope.L has become the defining artist of a turbulent era. 

Pope.L, photographed in his Chicago studio this past December. For the last four 
decades, the artist has created intense, often provocative performances.

Troubled Waters

By Megan O’Grady 
Photographs by Paul D’Amato
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On our way to Flint, a grave Pope.L 
spoke of an increasingly Orwellian 
America; of the symbolic value of one 
troubled city (Detroit, in this case, 
about one hour from Flint) reaching out 
to another; of the things, small and large, 
that can break a community. But sitting 
on Williams’s sofa waiting for the tank 
to fill, everything else momentarily falls 
away, and we become a trio of parents 
simply trading stories about our kids.

AT 62, POPE.L is inarguably the greatest 
performance artist of our time. This is 
exactly the kind of label he would find  
absurd, but over the course of the last 
four decades, no artist has so consistent-
ly broken down the accepted boundaries 
of the genre in order to bring it closer to 
the public, with lacerating, perspica-
cious and gloriously anti-authoritarian 
projects that play with our received 
notions of race and class and almost 
always cut more than one way. Some  
of these pieces are comically subversive: 
In 1997, after New York outlawed aggres-
sive panhandling near A.T.M.s, the 
artist used an eight-foot-long chain of 
Italian sausages to tie himself to a Chase  
A.T.M. in midtown Manhattan, wear-
ing a skirt of $1 bills to cover his lower  
h a l f.  O t h e r s  a r e  m o r e  s u b t l y 

Chicago trying to make a better life for 
themselves, Pope.L cast both white and 
black actors as the family members. 

His career has also included pop art, 
sound art, short stories, collage and 
videos, but everything the artist touch-
es is imbued with elements of theater;  
in 2002, when he was still a  little-known 
lecturer in Maine, the art historian 
and curator Lowery Stokes Sims had 
already called him ‘‘the poet laureate 
of male performance artists.’’ Pope.L 
made paintings with peanut butter that  
engage unexpected senses; a relief map 
of the United States constructed of 
shellacked hot dogs; text-based draw-
ings that read ‘‘I Am Still Black’’ mailed 
out to friends and collectors. But he is 
probably best-known for his ‘‘interven-
tions.’’ First begun in New York in the 
1970s, they include physically punish-
ing ‘‘crawls,’’ during which he drags 
himself, clad in a Superman costume or 
a business suit, down busy city streets, 
bringing the high art of performance 
down to the gutter, and elevating the 
gutter to the realm of high art. (Forty 
group and solo crawls, one of which 
covered the entire length of Broadway 
in Manhattan, have left him with several 
fused vertebrae.) His ‘‘Skin Set’’ series, 
often marker on sheets of paper torn out 
of notebooks, has become quietly icon-
ic, with phrases that lampoon the kind 
of dehumanizing categorical thinking  
that is the backdrop of much of his work: 
‘‘White People Are the Sky, the Rope and 
the Bonfire,’’ reads one; ‘‘Green People 
Are Hope Without Reason,’’ reads anoth-
er. They feel utterly of the moment, yet 

provocative: In his early 1990s produc-
tion at Bates College in Maine of ‘‘A 
Raisin in the Sun,’’ Lorraine Hansberry’s 
1959 play about a poor African-
American family on the South Side of 

he’s been doing them for decades.
His incitements have earned him 

many admirers within the art world, 
but Pope.L, who now lives in Chicago, 
has remained at the periphery of 
fame, an anti-consumerist loner in a 
business that runs largely on money 
and schmooze. In jeans, a hoodie and 
a Yankees cap, he’s forever squinting 
at his phone, arranging, researching, 
connecting, checking in with his 
10-year-old son, who has chipped a 
tooth in a skateboarding accident. He’s 
more forthright than irreverent, with a 
soft-glow magnetism, and if he seems 
mildly impatient with his interlocutor, 
it’s because he has work to do. (In most 
any given room, one has the feeling, 
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he’s at least a few steps ahead.) For 
an artist who has built his career on 
public spectacle, he’s strikingly unin-
terested in his own self-presentation, 
redirecting the conversation’s subject 
from himself to, say, the Routledge 
International Handbook of Ignorance 
Studies, which looks at the growing 
interdisciplinary field that explores 
the social and political impact of ‘‘not 
knowing.’’ His humility feels genu-
ine: He resists lending his name to 
group shows, and is displeased by 
photos that depict him at the head  
of his group crawls. 

But if Pope.L has a sidelong relation-
ship with the spotlight, the spotlight 
is increasingly seeking out Pope.L, 
whose work has grown more urgent 
over the years: there’s the 54-foot-long 
American flag, dramatically fraying at 
its edge, that he installed at the Geffen 
Contemporary at MOCA in Los Angeles 
in 2015, and the stinging 2016 perfor-
mance piece at Art Basel, to which the 
artist arrived in a white stretch limo, 
dressed in a white gorilla suit and 
clutching a Birkin-esque handbag. 
In 2017, at Documenta 14 in Athens 
and Kassel, he unveiled ‘‘Whispering 
Campaign,’’ a bravura undertaking 
in which live performers wandered 
the cities broadcasting prerecorded 
monologues in English, German and 
Greek about nationhood and borders, 
with hidden speakers in public loca-
tions across both cities transmitting 

still more, the words seeming to haunt 
the exhibition itself. 

The Flint project, with its canny 
repurposing of an emblem of adversity 
and gross negligence — a bottle of toxic 
water transformed into an unlikely 
symbol of agency — is his most ambi-
tious work yet. But his next one is 
maybe more so: After a solo show in 
September 2018 at Mitchell-Innes & 
Nash in New York City, Pope.L is plan-
ning to stage William Wells Brown’s 
‘‘The Escape’’ at the Art Institute of 
Chicago. Written in 1858 by a former 
slave turned writer and abolitionist, the 
play is one of the earliest known exam-
ples of African-American dramatic 
literature, but has rarely been staged, 
probably due to Brown’s frank approach 
to the sexual reality of a female slave 
and its bracingly dark comedy, which 
includes scenes of torture as well as 
characters from the era’s minstrel 
tradition.

By reclaiming an original text of 
black theater, Pope.L’s career comes 
more or less full circle. An heir to Beuys 
and Beckett, he remains focused on 
art’s potential for open-ended exchange 
that, at its best, operates not only on 
the eyes and intellect but on more 
subtle parts of our humanity as well, in 
ways that often aren’t straightforward. 
‘‘I believe there is something aesthetic 
about being socially engaged, being 
involved in your community,’’ he tells 
me. ‘‘There’s a beauty to making work 
that interacts with people, and I think 
there’s a way to describe and talk about 
it — and to do it well.’’

THE CRACKLING CURRENT of private 
anxiety running through all of Pope.L’s 
work is most evident in the Flint proj-
ect. ‘‘I grew up in the welfare system, 
and there was a lot of shame involved,’’ 
he says, as we stop by the Greater Holy 
Temple church, one of Flint’s water 
crisis help centers, which is managed 
by Williams’s aunt Sandra Jones. ‘‘There 
was a lot of not wanting to look at your 
condition — and nobody else wants to 
look at it, so there’s a lot of isolation. 
There’s a blindness there too, because 
back then I only thought black people 
did welfare. But everybody is hiding 
stuff.’’ Flint’s population is more than 
half African-American, but many of  
the families we see lined up for water 

that day are white. ‘‘The shame, and 
the lack of agency, because you don’t 
think you can change your situation 
— that part really sticks out at me. They 
drive up to the water, and even if they’ve 
got a smile on their faces, they’re kind  
of beaten down.’’

Pope.L was raised by a single mother 
in and around Newark; his distinctive 
last name melds his father’s surname 
with her initial, L, for Lancaster — a 
feminist gesture before hyphenating 
became a norm. A nurse who had once 
aspired to a career in journalism (he 
recalls finding her press credentials 
once, for a Galveston newspaper), she 
lugged a massive bookcase packed with 
books whenever they moved, which 
was often. ‘‘I really admire her,’’ he 
says. ‘‘She was an alcoholic and an 
addict, and I guess there are a lot of 
things you could say made her not 
likable, but she was really smart — and 
with some guys, that could be a prob-
lem,’’ alluding to the sounds of violence 
coming from behind closed bedroom 
doors that he’d hear as a child at night.

It was his grandmother who decid-
ed he should become an artist, buying 
him used art supplies and taking him 
and his older brother to Manhattan’s 
a r t  m u s e u m s  f o r  s h ow s ,  m o s t 

memorably, Jacob Lawrence’s 1940-41 
‘‘Migration’’ series, which depicts the 
mass movement of African-Americans 
from the rural south to northern cities. 
‘‘I think she really wanted to go and we 
were her excuse,’’ he says. ‘‘It’s scary 
going in those places by yourself, but 
with two little kids . . .’’ As he tells it, 
his grandmother never thought of 
herself as an artist, but she showed 
her Rousseau-inspired appliqués of 
birds and flora at the Studio Museum 
in Harlem in 1973. She did installation 
work too, of a kind, maintaining a 
garden in the lot across the street from 
her home on West 136th Street. One 
summer, she decided to grow cotton, 
which seems in retrospect the kind 
of installation Pope.L himself might 
make, and in fact it became something 
of a local attraction: Schoolchildren 
would come to see the plant they’d 
read about in history books, the one 
their ancestors had been brought to 
this country in shackles to pick. 

Over lunch at a Detroit diner, I ask 
Pope.L if he considers himself a provo-
cateur, and he immediately says no, 
then reconsiders. ‘‘Maybe there is a 
kind of strategic use to provocation. 
People are so dulled by what they have 
to put themselves through to get through 

Clockwise from opposite bottom left: a 2000-01 drawing from Pope.L’s 
ongoing ‘‘Skin Set’’ series, which parodies racist language; the artist in  

New York in 1991, performing one of his famous ‘‘crawl’’ pieces, which involve 
him laboriously inching through the streets on his stomach; a 2015-16 ‘‘Skin 

Set’’ painting, ‘‘Gold People Dick the Mist’’; the 2017 installation of the artist’s 
Flint Water-branded ‘‘boutique,’’ at What Pipeline gallery in Detroit. 
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the day, maybe you do have to mess with 
them. But after that, what is there?’’ 
He’s taught performance since the early 
’90s — he’s currently an assistant 
professor in the department of visual 
arts at the University of Chicago, a job 
he took in 2010 to be closer to his son, 
whose mother is a professor at the 
School of the Art Institute of Chicago 
— and tells his students, ‘‘If you’re going 
to cut off your big toe, just cut off the 
other one while you’re at it. You have to 
be able to think beyond the immediate 
impulse to do the far-out thing. You 
should be able to answer the question: 
Why do you want to do that?’’ 

THE POPULARITY OF American perfor-
mance art has always been closely 
aligned with political unrest. Its golden 
age was in New York City in the 1960s, 
where improvisatory and experimental 

the realm of experimental theater. 
Pope.L’s persistence in champion-
ing the form has helped keep it in the 
public eye, even as his works remain 
shocking or gruesome to onlookers who 
catch sight of him crawling through the 
dirt of a major thoroughfare, or eating 
copies of The Wall Street Journal while 
sitting on a toilet atop a 10-foot tower 
(in a 2000 piece called, appropriately, 
‘‘Eating the Wall Street Journal’’). But 
in a year when everyone in America 
has confronted certain painful truths, 
when things that were once grotesque 
feel increasingly normalized, many of us 
are wondering what art is for if not for a 
reckoning. ‘‘People always ask me, what 
do people think, and I say, I don’t know,’’ 
says Pope.L, who finds it so exhausting to 
talk during a crawl that he has taken to 
having an assistant hand out cards print-
ed with a brief explanation and contact 

events called Happenings were spiritu-
al cousins of the sit-in. At these events, 
as the artist Allan Kaprow observed in 
1961: ‘‘. . . when something goes ‘wrong,’ 
something far more ‘right,’ more reve-
latory, has many times emerged.’’ 
Within the art world, performance has 
long been sidelined by the industry’s 
endlessly growing commercialism, 
which is why Pope.L has, until recent-
ly, worked mostly in obscurity. But at 
a time in which our accepted systems 
of power are splintering, the idea of an 
artist viscerally engaged with seeming-
ly ungraspable struggles like systemic 
racism and poverty has lent a new rele-
vance not only to Pope.L’s works but to 
the entire form. Now that most main-
stream institutions have dedicated 
departments for performance, it’s easy 
to forget that just a decade ago, it was 
more of a fringe curiosity relegated to 

information. ‘‘But I do know that I’m 
giving them an opportunity to have this 
engagement and take what they want.’’

When we next meet, for lunch in the 
cafe at the University of Chicago’s Logan 
Center, Pope.L is eager to talk about the 
Detroit opening and a voice of dissent 
— a young woman who took him to task 
for giving the money to outreach organi-
zations instead of directly to individual 
residents of Flint. ‘‘I guess I made a deci-
sion to enter the fray, and when you do 
that, then you also risk that you’re going 
to do something that maybe people 
won’t like,’’ he says.

Immigration, a subject that ‘‘makes 
people a little skittish,’’ as he puts it, is 
his latest preoccupation. A recent 
exhibit at the Logan Center gallery invit-
ed anyone in the community ‘‘to submit 
fo r  ex h i b i t i o n  yo u r  re s p o n s e s  
to what’s happening globally + at home 
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with immigration, migration and loss.’’ 
For Pope.L, the first generation in his 
family to grow up in the northeast —  
his mother and grandmother moved 
from Alabama at the latter end of the 
Great Migration — the debates over 
borders and policies point to an acute 
case of historical amnesia. ‘‘We’re ‘a 
nation of immigrants,’ but people have 
fear put in them by Trump and his 
minions regarding who has a right to be 
here, and we forget what it was like in 
our own families, stories we’ve been told 
about when we first got here,’’ he says. 

have these projects where I’m going  
to have a lot of doubts,’’ he says. ‘‘I know 
I’m going to have people telling me I did 
it wrong. Why do the next one? Well, 
because the nature of answer-making is 
that you have to keep seeking the new 
answer. You have to write the next word, 
you have to take the next step.’’

AS AN ADOLESCENT, Pope.L had a lot of 
questions — the big, philosophical kinds 
that led him back to the Baptist church 
he’d fled in boredom. ‘‘At first I’m think-
ing it’s because I want to hang out with 
the girls,’’ he laughs. The ministers not 
only engaged with him, but invited 
him to extemporize on Bible verses to 
the congregation. ‘‘And I couldn’t see 
myself doing it. In my home, men did 
not take that role of leadership, the 
women did. And so, being asked to 
represent as a leader was very strange 
to me. I knew it was a good thing, but I 
took it as a threat. I just maybe couldn’t 
think I was good enough for it.’’

A clear line of influence connects 
Pope.L’s performance pieces back to 
those church congregations, but also 
to the civil rights movement and its 
leaders, who understood the perfor-
mative value of political marches. In 
addition to getting his M.F.A. at Rutgers 
in 1981, Pope.L was mentored by the 
New York-based Mabou Mines, the 
avant-garde theater company in which 
actors assume interdisciplinary roles 
in productions, as directors and chore-
ographers, even puppeteers. It was 
an ideal laboratory for his material. 
This was the era of Julian Schnabel-
style Neo-Expressionist bombast, and 
Pope.L wanted to approach art differ-
ently. Working construction to pay his 
bills, he accepted an invitation from 
a women’s shelter in Philadelphia to 
perform a ‘‘proscenium work’’ with 
monologues, music and movement, 
a precursor to his ‘‘Eracism’’ series, 
which imagines a world in which racial 
superiority has been eliminated. ‘‘They 
had no curtains, no sound support, no 
lighting, and it was one of the best 
gigs,’’ he remembers. ‘‘The kids loved 
it. And so I realized that’s a way you 
could do it.’’ 

Letting go of a certain amount of 
control in order to test his ideas outside 
the predictable became part of the art 
itself. ‘‘I’ve always been interested in 
working in a positive way, where you’re 
setting things up so that you can maxi-
mize the work’s impact by putting it in 
situations where maybe there’s stress 
on it. I can’t change that little kid’s life,’’ 
he says, referring to Taylor in Flint. But 
he can, he adds, support community 
leaders like Sandra Jones. The power of 

A similar desire to reckon with a very 
present past brought him to Brown’s 
play, which mixes farce and melodra-
ma in the story of the secret marriage 
between two slaves who plan to flee to 
Canada. Brown, who was among the first 
to write of Thomas Jefferson’s ‘‘familial 
adventures’’ (as Pope.L calls them) with 
Sally Hemings in his 1853 novel ‘‘Clotel,’’ 
captivated audiences by reading aloud 
from the play at abolitionist meetings. 
It is likely to be the riskiest move of 
Pope.L’s career. ‘‘The writer is looking 
at the absurdities in the story,’’ the artist 
says. Much of the play deals with the 
relationship and secret marriage, but 
it is just as much about the ridiculous 
failures of their owners’ attempts to foil 
these plans, all of which culminates in 
a confrontation at Niagara Falls. ‘‘And 
I know some black folks would tell me 
there’s nothing absurd about it,’’ Pope.L 
continues. ‘‘Whereas Brown doesn’t 
think so. He thinks it’s an enigma, he 
thinks it’s something that’s not easily 
understood, and I think that goes against 
the way that slavery and the pursuit of 
freedom has been portrayed. You’re not 
supposed to find a comic dimension in 
it, and I can see why people feel that 
way. There’s so much trauma involved, 
the way to clear the road is to make it 
simple. But I’m interested in a text that 
doesn’t do that.’’ Crucially, Pope.L plans 
to contemporize it. ‘‘I’m going to treat 
it as a living piece of culture, as we do 
Shakespeare,’’ he says. 

The boldness with which Pope.L 
critiques racism in his work has, at 
times, been taken at face value. And, 
sometimes, the critique simply doesn’t 
land — like ‘‘Claim,’’ an installation 
created for last year’s Whitney Biennial. 
A large structure with thousands of piec-
es of shriveling bologna pinned to its 
walls, each piece affixed with a portrait 
of a supposedly Jewish person, it was 
intended as an oblique comment on 
how easy it is for collective identity to 
be rendered meaningless when reduced 
to abstraction. The piece won him  
the museum’s $100,000 Bucksbaum 
Award, despite accusations of anti- 
Semitism that it drew for its implied 
irreverence. But Pope.L sees a larger 
purpose to his work, which is all about 
going places other artists wouldn’t dare 
to in order to force people to ask diffi-
cult questions. ‘‘I know I’m going to 

the art of public engagement is in how, 
after news cycles and public outrage 
have moved on, it makes us see the 
things we don’t want to. Pulling it off 
requires not only a kind of just-do-it 
fearlessness, but also certain founda-
tional knowledge. Understanding what 
it means to not have heat or light to 
do your homework, say, or being too 
embarrassed to have friends over 
from school, or living with constant 
uncertainty: This too can be an artist’s 
education, one that seems to have led 
Pope.L over the years from clarifying 
anger to electrifying empathy.   

Now that he is not only an artist 
of renown but also a father and a 
professor, Pope.L’s ambivalence about 
his own authority hasn’t abated. If 
anything, his responsibilities have 
made him feel more vulnerable. He 
recounts a memory that still rattles 
him: the night his son, then in nurs-
ery school, declared, ‘‘I’m good like 
Mommy. I’m white. Not like you.’’ The 
artist pauses. ‘‘I didn’t know what 
to say to him — he’s this young little 
creature, we’re standing there brush-
ing our teeth — but I knew I needed 
to talk to him about it right then. And 
I said, ‘Well, where did you hear that?’ 
and he says it again: ‘I don’t know. 
I’m good like Mommy, I’m white. Not 
like you.’ And I said, ‘Well, I love you, 
don’t I?’ He says, ‘Yeah.’ ‘And you love 
me, don’t you?’ ‘Yeah.’ ‘So how does 
this work?’ Now that he’s older, he’s 
much more savvy, so I don’t know if 
he tells me everything he hears. I think  
he wants to be protective of his family.’’

Recently, Pope.L has returned to 
a character he wrote fictional stories 
about in the 1990s, Mr. Brown Guy, who 
lives in a transient hotel among other 
men, and whose world is a reflection of 
his own lacks and self-delusion — some-
one, perhaps, not unlike Pope.L’s absent 
father. He invented the character as an 
undergraduate — a graduate student’s 
young child wandered into the paint-
ing room, pointed at him and said, ‘‘Hi, 
Mr. Brown Guy!’’ — and it has evolved 
over the years from an emblem of racial 
tokenism to something more ambiv-
alently personal. ‘‘My mother used to 
say, ‘If you had a father, he would teach 
you how to do x or y,’ and it used to be 
abstract to me why she was saying this,’’ 
he recalls. In the new story Pope.L is 
writing, Mr. Brown Guy is taking a trip to 
visit his family. ‘‘He knows his salvation 
or his real truth is in confronting this, so 
the story is really about the decision he 
makes to go visit them. But it’s all told 
through the lens of his inability to simply 
say: ‘I screwed up with my family — and 
now I am returning to be forgiven.’ ’’ 

The artist in his studio, with a recent work from the ‘‘Skin Set’’ series on view  
behind him. Pope.L’s irreverent, unsparing explorations of race and  

class have made him the most significant performance artist of our time. 
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Completed in 1933 in  
the woods of southwest 
Finland, the architect  
Alvar Aalto’s Paimio 
Sanatorium was originally 
built, as most sanatoriums 
were, primarily to treat 
tubercular patients. After 
antibiotic treatments  
for TB became effective in  
the 1950s, the building 
was converted into a 
general hospital and is 
now a rehabilitation center 
for children. Aalto also 
designed the interiors  
of the building, which he 
painted in soothing, 
glare-resistant colors  
like mimosa; it’s now 
considered one of the 
great examples of 
Modernist architecture. 
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COMFORTABLY NUMB
Europe’s early 20th-century sanatoriums predated Modernist 

architecture and created a culture of escapism that  
persisted even as the world around them changed forever.  

Is it any wonder they feel more relevant than ever? 

By Alice Gregory
Photographs by Fabrice Fouillet



‘‘SICKNESS IS THE vacation of the poor,’’ the early 
20th-century French poet Guillaume Apollinaire once 
said. Around that time, European factory workers 
routinely left their overcrowded and soot-congested 
cities for the Alps, where the air was fresh, dry and 
unsullied by inefficient machinery. They’d return  
to their grueling jobs rested, rejuvenated and, so the 
logic went, ready to work. The sojourns were 
doctor-prescribed, and the sites of revival — high-
altitude sanatoriums, staffed with medical workers 
— were often state-funded. As dramatized in  
Vittorio De Sica’s 1973 film ‘‘A Brief Vacation,’’ Clara, 
a Calabrian mother of three living a wretched life  
in industrial Milan, contracts tuberculosis and is  
sent to a clinic in Lombardy, where, in addition  
to receiving X-rays and medication, she eats lavish 
meals, sleeps in clean white linens, has an  
affair with a fellow patient, makes glamorous 
friends and spends inordinate amounts of  
time bundled up on verandas staring at snow banks.  
‘‘You shouldn’t read the papers,’’ she overhears  
one fellow patient advise another. ‘‘Things are so 
bad, they’ll raise your fever.’’ 

It was a sentiment I found myself relating to this 
past summer, even as a 21st-century American  
with pathogen-free lungs and an occupation whose 
chief hazard isn’t respiratory illness but self-loathing. 
For a week — first in southeast Switzerland and  
then in the westernmost reaches of the Czech 
Republic — I padded around in slippers; brined 
myself in allegedly therapeutic waters; allowed  
stern women to wrap me, mummy-like, in blankets; 
and walked alone through the outskirts of ancient  
spa towns, blatantly ignoring the first lesson I was 
ever taught by a book: Don’t dilly-dally in Central 
European forests. I was massaged daily, ate  
meals at a two-Michelin-starred restaurant and 
took midday naps on the kind of ‘‘splendid’’ 
reclining chairs that so delight Hans Castorp, the 
malingering protagonist of Thomas Mann’s  
‘‘The Magic Mountain.’’ It was obscene. Nothing, 
though — no rare mountain cheese, no spa 
treatment — compared to the novelty and thrilling 
debauchery of not reading the news. 

UNTIL 1882, WHEN the German physician and microbiologist Robert Koch 
identified the bacillus that causes tuberculosis, the disease was thought to be 
hereditary, not contagious. The vast majority of urban populations in Europe and 
America were infected by the late 19th century, and for roughly 80 percent of  
the patients who developed active tuberculosis, it proved fatal. Koch’s discovery 
led to new health regulations; anti-spitting laws; and isolated, government-run 
hospitals. In the following decades, hundreds of sanatoriums opened in remote 
locations across Europe and America, all promising quarantined patients 
exceptionally fresh air and on-site specialists. Versions had existed before —  
the first sanatorium is thought to have been opened in central England in  
the 1830s — but now the programmatic lifestyle that had been developed only 
intuitively, based on prescriptions going back to Hippocrates and Galen,  
had scientific-seeming credentials. 

The 60-plus years between the identification of tuberculosis’s cause and the 
discovery of its cure was, in retrospect, a sort of golden period for a very specific 
mode of architecture, as well as a very specific way of life. The Pennsylvania 
physician Thomas Kirkbride’s 19th-century mental asylums — designed with 
staggered wings and extensive landscaping — as well as the radial prisons of the 
same era, influenced the exteriors of these early sanatoriums. Their interiors, 
meanwhile, were kept simple and easy to clean. Many of the features we now 
associate with Modernism — flat roofs, large windows, terraces — were 
implemented earlier as functional methods for granting tuberculosis patients 
unrestricted access to light and air, thought at the time to be salubrious. 

Alvar Aalto’s Paimio Sanatorium in Finland, completed in 1933 at the height  
of the International Style movement, remains one of the best examples. He  
called the building a ‘‘medical instrument’’ and custom-designed every detail: 
Latches that wouldn’t catch on doctors’ lab-coat sleeves replaced ordinary 
doorknobs, plywood wardrobes were raised off the floor for easier cleaning, 
washbasins were designed to reduce splashing noises so consumptive roommates 
wouldn’t be wakened from their mandated rests, radiant heat panels in the 
ceiling minimized drafts and balconies were oriented for optimal sun exposure. 
Other Modernist sanatoriums include the Klinik Clavadel in Davos, Josef 
Hoffmann’s Purkersdorf Sanatorium outside of Vienna and Jan Duiker and 
Bernard Bijvoet’s Sanatorium Zonnestraal, which was commissioned by the 
Amsterdam diamond workers’ union in 1919 and whose name means “sunbeam” 
in Dutch. Toured by architecture students and described in the leading industry 
journals of the day, these sanatoriums’ influence can be seen in some of the  
most celebrated buildings of the 20th century. The public housing projects for 
which Le Corbusier would become famous included large terraces that may  
have been inspired by a visit the architect paid to a clinic in Leysin, Switzerland. 
Even the iconic bentwood recliners manufactured by firms like Thonet were 
commonly used at — and quickly became associated with — sanatoriums,  
as they were durable enough to move in and out of doors and could withstand  
the corroding effects of disinfectants. 

Above: the 7132 Hotel 
in Vals, Switzerland, in 

the high reaches  
of the Alps, features 
rooms designed by 

international architects 
including Tadao Ando, 

Peter Zumthor and 
Kengo Kuma. Opposite: 

the hotel’s thermal 
baths, designed by 

Zumthor in 1996, with 
walls of glittering  

local quartzite, remain 
steamy in winter. 
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By the 1950s, tuberculosis was being treated effectively with antibiotics, and 
many of the palatial compounds previously devoted to the white plague had 
shuttered. Some were repurposed as hotels; others became museums, housing 
developments and general intake hospitals. But the culture they fostered — 
hermetically sealed worlds of hypochondria and self-indulgence — were by 
then an indelible part of modern Europe. 

Also connected to that culture was a parallel institution that flourished in 
Europe around the turn of the century: the thermal spa. Since the 1800s, doctors 
had been prescribing hydrotherapy, and health resorts were being established 
across the continent. As the historian David Clay Large has written, ‘‘the grand 
spas in their heyday amounted to their world’s equivalent of today’s golf and 
tennis resorts, conference centers, business retreats, political summits, fashion 
shows, theme parks and sexual hideaways — all rolled into one.’’ 

People afflicted with everything from gout to arthritis came to ‘‘take the 
waters’’ at spa towns across Europe, but unlike the sanatoriums with which  
they were concurrent, their visitors were not always ill. Instead they came to 
socialize, attend cultural events and negotiate political treaties. The towns 
themselves — Aix-les-Bains and Vichy in France; Bath and Buxton in England; 
Aachen and Baden-Baden in Germany — built above the rubble of thermal baths 
established by Roman conquerors centuries earlier, were plotted to maximize 
what was known as a ‘‘therapeutic landscape,’’ a kind of aestheticized social 
engineering that promoted strolling and alfresco mingling. The architectural style 
of the bathhouses themselves was formal and atavistic, with marble walls,  
high arches, domed ceilings and mosaic floors. Well-maintained, infrastructurally 
sophisticated and aggressively promoted, these grand spa complexes were  
some of the earliest examples of modern tourist destinations. 

YEARS BEFORE THE concept of a politically and culturally unified Europe gained 
traction, withdrawing from life (if even for a week) was a recurring feature of 
Continental existence. Spa culture — defined by its intentional architecture, 
geographical remove and somnambulistic ambiance  — was experienced in 
direct opposition to the rapid-paced, sick-making atmosphere of industrialized 
Europe. Unlike in America, where tuberculosis sanatoriums functioned more 
like hospitals than lifestyle colonies, the bosky outreaches of central Europe 
served as a sort of mystical destination where people from kingdoms near  
and far could live temporarily apart from reality — intermingling, arguing,  
falling in love — even as the security and sovereignty of the world around them 
remained imperiled. It’s unsurprising that a microcosm containing different 
types of people with little to do but reflect and cathect provided fiction writers 
with a generative setting, one which everyone from George Eliot to Henry  
James to Guy de Maupassant took advantage of. 

Indeed, with enough selective reading it can seem as though every  
19th-century writer of note spent at least a little time at a spa town. Turgenev  
and Goethe took the waters at Karlovy Vary in western Bohemia; Dickens  
and Tennyson visited Yorkshire’s Harrogate. The Black Forest-surrounded 
Baden-Baden was perhaps the most popular, especially among the Russians: 
Leo Tolstoy and Fyodor Dostoyevsky both visited; Chekhov died 90 miles 

south of there in Badenweiler in 1904 after an 
injection of camphor, a sip of champagne and  
a few weeks of writing letters to his sister in which 
he described his diet (boiled mutton, strawberry  
tea and ‘‘enormous quantities’’ of butter) and 
complained about German women’s poor taste  
in clothing. His body was brought home in a 
refrigerator car meant for oysters. Mark Twain 
visited the Bohemian spa town of Marianske  
Lazne (often referred to by its German name, 
Marienbad) in 1892 and sarcastically cataloged a  
spa regimen for a patient suffering from gout that 
involved rising at 5:30 a.m., drinking ‘‘dreadful’’ water, 
tramping in the hills, wallowing in the mud and 
eating as much as possible ‘‘so long as he is careful 
and eats only such things as he doesn’t want.’’ 

My daily routine in Marianske Lazne wasn’t 
actually so different. It began with a walk through 
the small, central part of the village, whose springs 
have been touted as curative for centuries and 
which was visited by an almost-laughable list of 
luminaries that included state heads (Czar Nicholas II, 
Emperor Franz Josef I), intellectuals (Freud, 
Edison, Kafka, Nietzsche, Kipling) and composers 
(Mahler, Wagner, Chopin, Strauss). The town is 
made up of pale neo-Classical buildings edged  
with verdigrised turrets and elaborate spires. The  
public gardens are tidy and politely pretty. Czech 
couples stroll along camel-colored crushed-granite 
paths, carrying flattened porcelain spa cups whose 
handles also serve as straws and which they fill  
at public fountains. Large groups of Germans walk 
briskly in excessive hiking gear, stopping at  
outdoor cafes where they order steins of pilsner 
and read Der Spiegel. The Russians wear their 
bathrobes everywhere and keep to the gilded hotel 

Above, from left: the 
washbasins in Paimio were 

engineered to be extra-quiet, 
and the ceilings painted a 

glare-proof seafoam-green; 
the facade had practical 
features like sun-facing 

balconies (tuberculosis was 
thought to be cured by sun 
and fresh air). Opposite: a 

private marbled soaking room 
in the neo-Classical Danubius 
Health Spa Resort Nove Lazne. 

Since its reconstruction in 
1896, its healing waters have 

drawn everyone from King 
Edward VII to Franz Kafka. 

Located in the Czech Republic 
spa town of Marianske Lazne 

(more widely known by its 
German name, Marienbad), 

the 97-room retreat still makes 
use of the area’s natural 

mineral springs with its grand, 
Roman-style baths.



lobbies, where they play chess with one another as 
mole-removal videos loop on overhead TVs. At  
the grand hotels, whose convoluted floor plans also 
house spas, sublimated weight loss strategies are 
nonexistent, as are the high-tech instruments and the 
suggestions of pan-Asian wellness (gongs, bamboo) 
that one sees everywhere in America. In the absence 
of vanity and hard science and globalism, a sort of 
generic and primal prewar Europeanness persists, as 
unsettling as it is soothing. 

And as Twain himself reported, the meals were 
indeed curious and the prescriptions harebrained. 
At the Danubius Health Spa Resort Centralni 
Lazne, treatments are administered in tiled, 
cobweb-laced rooms. My first was a ‘‘mineral bath 
with natural CO2’’ for which I was led into a 
stainless-steel bathtub by a caustic attendant and 
told to ignore a half-submerged rusty wire. The 
water, just above lukewarm and smelling of sulfur, 
fizzed lightly. I had the impression of floating in 
rapidly cooling club soda. The attendant came 
back in, unannounced, wrapped me in a blanket, 
and discouraged me from trying to remove an arm  
so I could read my book. Benefits are said to 
include ‘‘improved blood circulation, heart and 
kidney activity as well as reduced stress and 
anxiety.’’ Later, I dawdled in a Kneipp foot bath, 
named for a Bavarian priest who advised walking 
without shoes through morning dew, and the 
following day spent a disturbing 30 minutes in a 
tiled alcove, while dry oxygen was delivered into  
my nostrils via a latex tube. Each evening, a heavy 
dinner was served (often including hot sauerkraut, 
beef tongue in cream sauce, pickled herring and,  
for dessert, whole peeled kiwis), followed by flutes 
of Bohemian sparkling wine, which one could sip 
while classical musicians performed.  

THE SANATORIUMS OF Europe are now closed,  
and the spa towns where acute and imagined 
maladies alike were elevated to a glamorous 
lifestyle are today visited almost exclusively  
by the elderly. But medically informed repose — 
experienced far and away from the world,  
quietly and alongside others as sick (or not) as  
oneself — can still be had. In Vals, Switzerland,  
not 70 miles from Davos (once studded with  
about 40 sanatoriums), thermal waters run 
through the valley’s granite walls. A beautiful if 
deliberately sterile-feeling spa hotel sits just  
above the small village and beckons visitors from  
all over the world, who come to bathe in silence  
and eat overpriced pear bread while gazing at 
verdant pastures. Those seeking wellness today  
do not want outdoor concerts or lectures or 
chitchat. They want to be by themselves, ideally in  
a photogenic location with poor cellphone service. 

The walls of the Peter Zumthor-designed spa, 
opened in 1996 under the name Therme Vals and 
now part of the 7132 Hotel, are made from 60,000 
one-meter-long slabs of locally quarried quartzite; 
the concrete roof is covered with grass. Giant 
windows overlooking gray mountains somehow  
don’t do much to brighten what is otherwise a  
dark and labyrinthine experience. ‘‘Moving around 
this space means making discoveries,’’ Zumthor  
has said. ‘‘You are walking as if in the woods. 

Opposite: the Belle Epoque-
style pool inside the spa  
of the Victoria-Jungfrau 

Grand Hotel & Spa in 
Interlaken, Switzerland. This 

19th-century retreat was 
once considered one  

of Europe’s great grandes 
dames, visited by the likes of 

Emperor Dom Pedro II  
of Brazil and Mark Twain. 
Above and left: built on  

the docks of the Frihamnen  
area, an industrial port  

in Gothenburg, Sweden,  
the Bathing Culture is  

a series of small structures 
constructed for public  
spa-ing — an integral 

component of Swedish  
(and European) culture. In  

2014-15, the Berlin 
architecture collective 

Raumlabor enlisted the help 
of local residents to build  

the structures, which include 
a pool, changing rooms  

and this sheet-metal sauna 
tower, whose interiors  

are fashioned from spiraling 
planks of larch wood.

Everyone there is looking for a path of their own.’’ 
I often wondered if I would ever find mine. I spent as much  

time soaking in various baths as I did wandering around through the 
mist between them. It was easy to appreciate the solemn beauty  
of Vals’s imposing modern design, which was clearly plotted with 
great intention and intellect, while still feeling unpleasant panic 
each time you rounded a corner only to see a dim hallway coaxing 
you who knows where. Before the property owner stepped in  
and insisted otherwise, Zumthor was adamant that his spa have  
no clocks inside. He wanted bathers to feel not just weightless  
in the water but timeless too. The twin clocks that were installed  
are nearly hidden (I only found out about them weeks after  
I had come home) and the cavernous space succeeds in making  
the minutes melt into hours. 

In daily life, it’s rare that I don’t know the time down to the 
minute, and with the tap of a single skeuomorphic button I can 
find out where I am anywhere in the world, as well as whatever 
terrible things are happening halfway around it. In previous 
centuries, those suffering from ailments and ennui could travel 
through forests and up glaciers, by train and horse, to drink  
and dip in therapeutic waters. They endured unthinkable hassle 
to gain access to legendary liquids and dubious expertise.  
Today, we know better. Sunlight doesn’t kill germs and physical 
maladies aren’t cured by carbonated water. The best we can hope 
for is the kind of psychological balm that comes from temporarily 
removing oneself from the responsibilities of daily life, which 
lately seem to involve the helpless monitoring of catastrophes we 
can do nothing about. To travel from one empire in decline to 
countries whose golden eras were over 100 years in the past  
is to accept — and if possible, enjoy — the undeniable fact that 
disorientation can be its own kind of decadence. 
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Savile Row suits, Tom Ford ties and classic cuff links might not be the uniform you’d expect from the director of outrageous comedies such 
as 2011’s ‘‘Bridesmaids’’ and 2016’s ‘‘Ghostbusters’’ redux. But for Paul Feig, dressing well has always been important. ‘‘I grew up an only 
child with a mom who watched a lot of old black-and-white movies starring Cary Grant and Fred Astaire — it got ingrained in my head that 
that’s how men should look,” Feig says. The 55-year-old became particularly transfixed with a certain sartorial item a few years ago: the 
boutonnière — a dotted blue swath of silk twill hand-rolled into a rosebud swirl — made by Charvet, the French shirtmaker and tailor. Ever 
since, Feig has worn a bloom on his lapel almost daily, and he now owns over 40 different varieties from the haberdasher beloved by 
George Sand, Charles Baudelaire and many generations of the British royal family. Whenever Feig’s in Paris, he makes a pilgrimage to the 
colorful Old World shop, which has been located on the Place Vendôme since 1877, to pick up a few more: ‘‘It’s just the most wonderful 
ritual to go to that beautiful store,’’ says Feig, ‘‘and to find something that doesn’t look like anything else in the world.’’ His latest film,  
‘‘A Simple Favor,’’ a thriller starring Anna Kendrick and Blake Lively, will be released later this year. — John Wogan

Yellow paisley boutonnière. 

Orange boutonnière. ‘‘Lapel flowers are supposed 
to make you more approachable. Steve Martin, 

one of my heroes, came up to me at a party once 
and told me he had a bunch of them, too.’’

White and red-dot boutonnière.

White and indigo-stripe boutonnière.

PAUL FEIG’S 
LAPEL PINS

Purple and white-dot boutonnière. ‘‘My favorite 
color is purple. It’s the shade of royalty but it  

was also the color of my bicycle when I was a kid.’’

Burgundy and multicolor-dot boutonnière. ‘‘I’ve tried to wear real flowers in the 
past, but they’re either too big or too much, like I’m going to the prom.’’

Illustrations by Aurore de La Morinerie


