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ledge of winter weather to become leaders
in outerwear. And through his food feature
(“A city in a taco,” page 42), new contributor
Charlie Friedmann captures Mexico City via its
intersecting street food and fine-dining scenes.
October 2018 marks the first time we’ve
featured an inspiring space on the cover of
the magazine, but our annual roundup of
the best men’s wear for fall is as robust as
ever. From an explosion of plaid (“Checkered
future,” page 15) to oversized sweaters (“Think
big,” page 20) and Nathalie Atkinson’s look at
how mid-century R&B, soul and funk influence
contemporary wardrobes (“The men’s wear
behind the music,” page 22), there’s lots to covet.
If you’re venturing out to broaden your horizons,
you might as well look worldly doing it.
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In instances where a company provides support to The Globe and Mail Style
Advisor, that company does not review or approve a story prior to publication.
In this issue, those stories include “Driven by design” (page 12), “Athens off duty”
and “Shooting stars” (page 24), and “Simple pleasures” (page 30).

NEWSLETTER

INSTAGRAM

ON THE COVER

Every Thursday, The Globe and Mail’s
style newsletter features fashion, design
and entertaining news plus cross-Canada
shopping tips. Sign up through
theglobeandmail.com/newsletters.

For the latest inspiration from
The Globe and Mail Style Advisor,
follow @GlobeStyle on Instagram,
and don’t forget to tag your own
posts with #GlobeStyleAdvisor.

The lobby lounge at White Exclusive
Suites on São Miguel highlights a
contemporary take on Azorean design.
Photo by Vasco Célio.
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E

arlier this fall, The Globe and Mail
Style Advisor team hosted a trend
breakfast for some of our friends in
the industry. Out of all the big ideas
we forecasted (including the rise
of activism among lifestyle brands
and the enduring importance of creative
collaboration), one of the event’s overarching
themes was exploring a sense of place in
fashion, design and food. As our planet becomes
smaller through a global awareness of the
people and products that drive style, we’re
craving a deeper understanding of the
cultures and environments behind them.
This edition of the magazine aims to satisfy
that desire in its lineup of features. For our
cover story on the developing design ethos
of the Azores (“Simple pleasures,” page 30),
Maryam Siddiqi travelled to the mid-Atlantic
to learn how isolation and scarcity can spark
a new approach to architecture and interiors.
In the fashion feature (“We the north,” page
36), Jeremy Freed profiles six Canadian labels
capitalizing on the country’s intimate know-

CONTRI BUTORS

# BT S

The magazine’s writers, photographers and stylists reveal their cold-weather
wardrobe essentials, which lean heavily toward a multitude of mufflers

ON SET
FOR
FALL COATS
To capture a lineup of Canadian
fashion brands making their mark with
handsome outerwear, The Globe and
Mail Style Advisor team visited the
brutalist centrepiece of the University of
Toronto’s Scarborough campus

NOELLE HINDI is a
Toronto-based set and
production designer
who created the scenography for an Essentials
feature on autumn plaids
(“Checkered future,”
PAGE 15). She’s currently
working with a visual
artist on an upcoming
installation at the Royal
Ontario Museum.

Living in the south of Europe
and doing a lots of work in Africa,
I don’t know – and I don’t know if I
want to know – the feeling of -40!
Something that is from my father’s
hometown and is a bit kitsch these
days is the Samarra Alentejana, a
coat traditionally used by shepherds.

I like black ribbed
gloves, the ones that
look like socks.

Fresh from a shoot in
China, Toronto-based
photographer LAWRENCE
CORTEZ captured this
issue’s fashion feature
on Canadian outerwear
brands (“We the north,”
PAGE 36).

The Globe and Mail’s
contributing fashion editor,
ODESSA PALOMA PARKER,
penned several fashion
items, including a guide to
wearing oversized sweaters
(“Think big,” PAGE 20)
and profiles of the labels
St-Henri and
Rowing Blazers.

Born in Angola and
based in Portugal,
VASCO CÉLIO is the
photographer behind
this edition’s cover
feature (“Simple
pleasures” PAGE 30),
a look at the design
community developing in the Azores.

My one saviour is a reversible
grey-and-black cashmere scarf
I got years ago in New York. One
side has a windowpane pattern,
and the other side is plaid, so it
almost seems like I’ve had more
than one scarf all these years.

I have a few oversized
scarves that I use all winter
long. Being wrapped up in
one of them makes me feel
like I’m still cozy in bed, and
in a pinch I can wrap it over
my head, too. The effect is
very dramatic.

Food-and-drink writer
CHARLIE FRIEDMANN
travelled from Toronto
to Mexico City to
report on how its
street food is inspiring
chefs at the metropolis’s top restaurants
(“A city in a taco,”
PAGE 42).

Opened in 1966 after two years of
construction at a cost of $18-million,
the Andrews Building put its architect,
Australian-born John Andrews, on the
map. The chair of the university’s
architecture program went on to
design the city’s CN Tower.

While the building’s monumental
scale can seem intimidating from afar,
up close there’s beauty in its details.
Concrete walls retain the wood texture
of the boards used to form them and
geometric windows cast dramatic
shadows throughout the space.

This magazine isn’t the first outlet
to see the Andrews Building’s two
futuristic wings as dramatic shoot
locations. The Weeknd’s video for
Secrets and the Oscar-winning film
The Shape of Water, are just two other
productions that have shot on campus.
For more information,
visit utsc.utoronto.ca.
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PHOTOS BY BENJAMIN MACDONALD (TOP AND BOTTOM #BTS), LAWRENCE CORTEZ (MIDDLE BTS).

I never step outside on a cold day
without my cashmere scarf.

NEW/N OTEWORTHY

PROFILE

Multiple
choice

The fashion industry’s push
to offer an ever-endless
parade of collections
reached its crescendo at
the debut of Remo Ruffini’s
Moncler Genius in Milan

M

ore is more.
If there’s a single
message to
take away from
Moncler’s
splashy kickoff
to Milan Fashion Week in February – where the luxury outerwear
label launched eight new
collections by eight designers, presented simultaneously
in eight individually designed
spaces – that was it.
“I think that creativity has
no boundaries,” says Moncler
CEO and creative director Remo
Ruffini, who masterminded
this new pluralistic collection
strategy and named it Moncler
Genius.
CON T I N U E D ON PAGE 10 9
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O
GROOMING

In addition to the label’s main line
of down puffers, these new collections,
numbered Moncler 1 through 8, are being
released at staggered dates throughout the
season to keep step with shopping habits
that demand constant newness.
The designers, all charged with interpreting the down jacket, hail from diverse
corners of the industry and their creations
are equally varied. The experimental British
men’s-wear designer Craig Green
crafted soft sculptures of downpadded armour, while Valentino
creative director Pierpaolo
Piccioli turned out sweeping,
hooded cloaks reminiscent
of his couture designs. The
assortment also includes
graphic streetwear from
Japanese label Fragment
and Los Angeles-inspired
brand Palm Angels, plus
feminine silhouettes
from women’s-wear
labels Simone Rocha
and Noir Kei Ninomiya.
Moncler 1952, a new label
named for the brand’s
founding year, offers
a modern take on retro
skiwear. The final release on
Nov. 1, Grenoble, Moncler’s
technical line (pictured here
and over), was presented on
a cast of models reclining in
snow, reflected back to the
audience in a massive mirror.
“All the Moncler Genius
creative minds have been
chosen on instinct,” Ruffini
says. While that may sound
vague, intuition has served Ruffini well in
the past. The entrepreneurial Italian purchased the brand when it was on the brink
of bankruptcy in 2003, transforming its
warm-but-weighty outerwear into a lightas-a-feather status symbol before taking the
company public a decade later with an IPO
of nearly €4-billion.
This new eight-pronged approach lets
Moncler span the gaps between a couture
clientele and millennial influencers.“ I do
think that diversity and multiplicity represent strength. When we started to conceive
Moncler Genius, the very first thought was
about being able to maintain the integrity
of the Moncler uniqueness, evolving the
brand naturally and continuing to offer different interpretations of the Moncler world
in order to talk to our different audiences,”
Ruffini says.
The brand is also likely hoping to
convert shoppers who are loyal to the
designers’ own lines. And in the streetwear
world dominated by the likes of Supreme,
the release-date model has been proven
to draw blockbuster crowds eager to queue
up for the latest drop.
Moncler’s luxury price point means its
Genius collaborations aren’t guaranteed
to generate the same frenzy. Though if the
scene in Milan, where even the likes of
Naomi Campbell had to squeeze
through the crowd to preview
the collection, is any indication, Ruffini’s more-is-more
For more
instincts might be right.
information, visit
Genius, even.
moncler.com.
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Simply
sublime
In the philosophy of aesthetics, the concept
of the sublime was used by the Kants and
Burkes of the world to describe what was
not simply beautiful, but also great. For
Chanel, that greatness is encapsulated
in Sublimage, a range of skincare that
uses powerful botanicals to enhance
Sublimage
the skin’s appearance by making
L’Essence
it stronger. This October, Chanel is
Fondamentale, $675
adding to the exclusive Sublimage
at Chanel counters
roster with L’Essence Fondamentale,
(chanel.com).
a new serum designed to strengthen
skin from within.
Sublimage launched in 2002 with a star
ingredient: vanilla planifolia from Madagascar.
“It has amazing anti-aging properties because
at the heart, you have a lot of amazing active molecules that have a high potential
in skincare,” explains Armelle Souraud, international scientific communication director
for Chanel. Souraud says Chanel learned a lot about the power of plants by working
closely with natural botanicals, and has since turned its attention to the lush biodiversity
of the South of France and its medicinal plants. Once known as the King’s Garden,
these botanicals were initially grown to treat Louis XIII of France. “What we wanted to
do was put them back in the spotlight and to try to find new applications in cosmetics,”
says Souraud.
Look to the Chanel au Ritz spa, a skincare temple at the famed Parisian hotel, to see
the products in action. Here, the 75-minute Le Temps Revitalisant treatment for men
uses the Sublimage line to reveal the strength of firm, refreshed skin. – CAITLIN AGNEW

DESIGN

Growing up in the Maritimes,
Geof Ramsay was always fascinated by the area’s cultural
vernacular. Now, it’s the essence
of his work as an industrial designer. “I’m trying to reimagine
what the Maritimes could look
like in a modern way,” says New
Brunswick-based Ramsey.
Local symbols are prominent in his designs. The
Zero Table reinterprets the Maritime signal flag that
represents zero as a side table, where the eye-catching
blue symbol, rendered in oak, is captured in Carrara
marble. The table’s oversized round legs pay homage to
boat pier supports, a common coastal sight. Similarly,
the Moor Mug borrows its shape from the dock mooring
cleat, giving the classic diner silhouette a coastal spin.
Ramsey began his career studying transportation
design in Detroit before transferring to Carlton University in Ottawa to study industrial design. After a stint in
Amsterdam, he returned to Saint John, a city he believes has abundant
potential. In addition to his own work, in 2014 Ramsey launched Harbour,
a design studio dedicated to the evolution and dissemination of the
modern design of Atlantic Canada. Earlier this year, he compiled
the work of a group of Maritimes artists and designers for
Outside the Box, an exhibition that ran during the Toronto
Design Offsite Festival and was later displayed at WantedDesign Brooklyn during the NYCxDESIGN week.
For more
“There is a cool, hip scene going on – a lot of
information, visit
music and art,” Ramsay says of Saint John. “It’s
geoframsay.com.
kind of like Brooklyn when it was in the art boom.”

Ship
shapes

– ANYA GEORGIJEVIC

PHOTO BY NIENKE IZURIETA (RAMSAY).
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Stripe
spotting
FOOD

Chef’s
choice
As the host of two different Viceland shows,
Toronto’s Matty Matheson is the kind of chef
who’s always flirting with having his culinary
accomplishments eclipsed by his celebrity.
Aside from famously eating Cheeto-infused
mac and cheese in a bathtub, his struggles
with substance abuse and recovery are probably the things he is most widely known for.
It can be easy to overlook that the 36-year-old
had cooked at La Palette and Le Select Bistro,
and opened his own restaurant, Parts and
Labour, all before the age of 30.
Fortunately, with the release of Matty
Matheson: A Cookbook this fall, his talent in the
kitchen is again at the forefront. “This book is
the story of my life, but the culinary aspect of
it,” explains Matheson. “I tried to write it the
way I talk, so it’s like I’m trying to tell you, as a
friend, how to cook meals.”
The first half is all about fried clams, bread
pudding and chicken cacciatore (part of a
section on Italian traditions he inherited from
his in-laws), dishes that are in regular rotation
at his Fort Erie, Ont., farm where he now lives
with his wife and son. After that, it moves into
French classics and meaty roasts. “I think this
is the beginning of me showing people the real me,” says Matheson.
“This book isn’t It’s Suppertime,
this book isn’t Vice. This is
Matty Matheson:
the real Matty. Which is reA Cookbook, $35 at
ally exciting, but at the same
bookstores and online
time, actually kind of scary.”
(abramsbooks.com).
– CHRISTINE SISMONDO

AUTOS

Driven by
design
At its Design Essentials conference held in
Sindelfingen, Germany, this summer, MercedesBenz spent the day breaking down the
philosophies that differentiate its four brands:
Mercedes-Benz, AMG, the EQ electric group and
Maybach. The company’s chief design officer
Gorden Wagener (pictured right) explains
how that varied thinking comes together in
a combination of technology and touch.
The concept of luxury is always changing.
What does it mean to you?
For us, it is less a question of material values
and more about an authentic, emotional
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“I practically lived in rugby shirts growing
up. They’re simple and comfortable, but,
of course, have an aura of old-world athleticism,” says Jack Carlson, the founder of
New York-based Rowing Blazers. Carlson,
whose brand plays up American classics,
bucks contemporary fashion’s inclination
to create ‘gram-baiting attire, instead
opting to offer a collection of timeless
pieces that can be dressed up or down.
“Rugby shirts are simple, but they look
more put-together than a simple T-shirt
or sweatshirt,” he says. “They’re often
colourful, but not clownish.”
Rowing Blazers’ shirts do have a
playful side, with tigers, snorting bulls
and delicate flora embroidered onto
multi-coloured striped tops. “Just like the
blazer, the rugby shirt transcended its
original purpose, to become a staple of
the modern man’s wardrobe,” Carlson
says. The shirts’ provenance also adds
a layer of swish cachet. The rugby pieces
are handmade in France.
As far as wearablity goes, Carlson
highlights the myriad ways one can
work. “I’ve seen the rugby-as-sweater
look fairly often, but I prefer the
rugby-as-base-layer or rugby-as-solelayer,” he says, noting that come
fall he finds their perfect match is
a natty blazer. “They are generally
short enough that you can wear
them untucked without looking
messy [Editor’s note: Tucking in a
rugby shirt is a faux pas, anyway]
and if the rugby is a simple block
stripe, or, say, solid white, the
look is clean.” Paired with denim
or khakis, a rugby shirt can be
as versatile as a button-down,
but with a cheekier essence.

Rugby shirt,
US$185 through
rowingblazers.com.

– ODESSA PALOMA PARKER

experience and a supreme aesthetic. We
aim to create an integrated experience
spanning the brand, the product and the
digital world. On a personal level, luxury is
what money cannot buy, like the quality
time with your family and friends.
How can design transform technology
into a special experience?
For more
The interior of every automobile will
information, visit
become hugely more important in the
mercedes.benz.ca.
future, evolving into the “third place”
alongside the home and the office.
If your feet are cold in the Canadian
we still keep some analog parts in
winter, just tell [the vehicle], “Hey Mercedes,
our cars. For example, our air outlets’
my feet are cold,” and your car will raise the
nozzles – they look like turbines. In addition,
temperature. It’s not giving orders to a
we illuminated them with red or blue lights,
machine, it is talking to a companion or friend. according to the temperature you choose.
That’s Fingerspitzengefühl, the balance between
With the renewed interest in analog
rational engineering and emotions.
technology, how do you maintain a sense
– CAITLIN AGNEW
of physical connection in vehicles?
No matter how much technology we have,
This interview has been condensed and edited.

O
PARTIES

Bold
bashes
Michael
Kenneth
Williams.

The opening days of the
2018 edition of the Toronto
International Film Festival, writes
NOLAN BRYANT, maxed out
on star-studded parties

Darren Criss.

Keira
Knightley.
Lady Gaga
and Bradley
Cooper.

CHANEL HONOURS
ACTOR KEIRA KNIGHTLEY
Sept. 9’s happenings
started at restaurant
La Banane, where Chanel
hosted its inaugural female
ﬁlmmakers dinner
marking Keira Knightley’s
achievements in ﬁlm.
The swish dinner, attended
by actor Alexander
Skarsgård and chanteuse
Charlotte Cardin,
preceded the Sept.
11 premiere of
Knightley’s Colette,
a drama about the
French novelist.
Elizabeth

Salma
Hayek.

AUDI HOSTS A BASH
FOR A STAR IS BORN
One of the buzziest events
of TIFF’s opening weekend
was a party hosted by
Audi at the Masonic
Temple to celebrate what
was the festival’s most
talked-about ﬁlm: the
2018 reinvention of A Star
Is Born. It marks Bradley
Cooper’s directorial debut,
and the ﬁrst feature ﬁlm
turn for Lady Gaga, both
of whom were on-hand
to celebrate.

Olsen.

Geena Davis.
Alexander
Skarsgård.

Steve
Carell and
Timothée
Chalamet.

HUGO BOSS CELEBRATES
BEAUTIFUL BOY
Night two of TIFF on Sept. 7
culminated with the annual
Hugo Boss hosted soiree, which
this year served as a celebration
for Felix Van Groeningen’s Beautiful
Boy, starring Timothée Chalamet,
Steve Carell and Amy Ryan. The
party at Soho House was also
where Chalamet had a Call Me By
Your Name reunion with former
co-star Armie Hammer.

Hari Nef.

Elizabeth
Chambers
and Armie
Hammer.
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Sam TaylorJohnson and
Aaron Taylor.

Jackie
Cruz.

Krista Smith
and Patricia
Clarkson.

DAVID YURMAN TOASTS
THIS CHANGES EVERYTHING
The happenings surrounding
This Changes Everything,
a doc that explores systemic
sexism in Hollywood,
began early on the festival’s
third day, Sept. 8, with the
Share Her Journey women’s
rally. Geena Davis, an executive
producer on the ﬁlm, was
among those who stopped by
the ﬁlm’s party given by David
Yurman atop the Bisha hotel.

Ashley Benson.

PHOTOS BY GEORGE PIMENTEL (AUDI, HUGO BOSS), GETTY IMAGES (DAVID YURMAN), COURTESY OF CHANEL (CHANEL).

Pom Klementieff
and Charlotte Cardin.

INSIGHT/ACQUISITIONS
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Plaid is a men’s-wear
classic, but this autumn’s
eclectic approach to wearing
it is anything but square

PHOTOGRAPHY BY
N AT H A N C Y P R Y S
STYLING BY
ALON FREEMAN
P O P TA R TA N S
Pull together a look that mixes
dandy influences with streetwear
edge by anchoring patterns of
varying scales and intensities
with rugged footwear. Hugo coat,
$550 at Boss (hugoboss.com).
Striped shirt, $259 at Tiger of
Sweden (tigerofsweden.com).
Y/Project plaid shirt, $1,350 at
Ssense (ssense.com). Dries Van
Noten trousers, US$570 through
mrporter.com. Alexander
McQueen pin, $995 at Saks Fifth
Avenue (saksfifthavenue.com).
Ring, $90 at Courage My Love
(416-979-1992). Z Zegna boots,
price on request through zegna.ca.

Set design by Noelle Hindi at P1M.ca. Grooming by Taylor Savage. Model: Foley at Elite Model Management. Stylist assistant: Inez Genereux.
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PATC H W O R K P E R F E C T
The design of this Craig Green coat
is a mash-up of colour, cords and
intersecting lines, only made
more incongruous by being paired
with a muddy-hued sweater
and shearling mittens.
Craig Green parka, US$2,220
at Selfridges and Dover Street
Market (craig-green.com).
Sweater, $150 at Cos
(cosstores.com). Jacket,
$3,270 at Gucci (gucci.com).
Acne trousers, $320
through acnestudios.com.
Z Zegna gloves, price
on request through
zegna.ca.
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LINE ITEMS
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KNIGHT RIDER
There was a medieval
undercurrent to Calvin
Klein’s fall lineup.
Oversized, tartan
toppers were cinched in
with armour-like vests
incorporating crosshatch
weaves. Calvin Klein
205W39NYC coat,
US$2,900, vest, US$1,300,
trousers, US$950,
balaclava (worn around
neck), US$290 at
Ssense (ssense.com).
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A big moment at
Hermès: the debut of
the season’s wealth
of slouchy knits.

THE BUY

HA IR- R AI S I NG
If the ’dos on the runways at Armani
and Louis Vuitton were any indication,
it’s time to put away your fingers and
polish off your coif with a comb

Givenchy 4G sweater,
$1,325 at Holt Renfrew
(holtrenfrew.com).

TANGLE TAMER
For those with delicate hair, this comb
is hand-shaped with wide-set teeth that
glide easily through your mane, minimizing
the potential for damage.
Buly 1803 Tortoiseshell Acetate Rake Comb,
US$62 through mrporter.com.

Balenciaga half-zip wool
sweater, $1,040 through
matchesfashion.com.

POCKET ROCKET
Handmade of cellulose acetate in Switzerland,
this comb goes through a 12-step manufacturing
process of cutting and polishing to ensure
the comfort of its design.
Baxter of California Tortoiseshell Pocket Comb,
$22 through frankandoak.com.

T HINK BIG
Pringle of Scotland handknitted Fair Isle sweater,
£1,495.00 through
pringlescotland.com.

The era of shrunken men’s wear is finally over and it’s time to
update your knitwear to embrace a new large-and-in-charge attitude.
Roomy sweaters are all the rage at labels like Hermès, which
presented outsized and artful fine-gauge crewnecks that drooped
coolly for fall. The selection of similarly laissez-faire jumpers at your
disposal this season is as grand as the knits themselves. Pringle of
Scotland offers a crafty approach to the slouchy sweater with a
chunky grey piece boasting a folksy intarsia, while Maison Margiela’s
bunched-cuff option features a modern graphic design. Trend
hunters will love Givenchy’s logoed drop-shoulder style complete
with distressed detailing. Subtler dressers might consider Balenciaga’s
camel-hued half-zip. Play up the volume by wearing these pieces
with tailored trousers or straight-legged jeans. The average guy likely
isn’t ready to dress fully supersized…yet. – ODESSA PALOMA PARKER

Maison Margiela oversized
sweater, US$980 through
farfetch.com.

Designer Jean-Loup Leblanc Roy grew up in the
Quebec countryside and moved to Montreal at 19.
While he credits the city’s raw energy for sparking his ambition, he launched
his year-old label, St-Henri, from London, where he’s now based. “The level and
concentration of talent is really high in London and it naturally pushes you to do
better,” he says. London’s vim combines with romantic memories of his youth
back in Canada to drive St-Henri’s post punk yet naturalistic look (think distressed
leather mixed with hues reminiscent of fall in the Laurentians). The line is available
exclusively through Ssense. “It’s unique that such a big company supports small
businesses like ours,” he says. “It gives us a huge platform.” – O.P.P.
St-Henri leather jacket, $1,940, corduroy shirt, $500, elastic jeans, $540 at Ssense (ssense.com).
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Originally known in Germany as a centuriesold sword-making company, King’s Crown
is now focused on grooming and can help
you look equally sharp. – CAITLIN AGNEW
King’s Crown Handmade Comb and Leather
Case, $30 at Hudson’s Bay (thebay.com).

IN BRIEF

THE SAINT

Sies Marjan Lou cable
sweater, $795 through
ssense.com.

CROWNING GLORY

FA S H I O N / G ROOMI N G

E

THE MEN’S
WEAR
BEHIND
THE MUSIC
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1

Bruce W. Talamon: Soul.
R&B. Funk. Photographs
1972-1982 by Pearl Cleage,
$91 at bookstores and
online (taschen.com).

BILL WHITTEN FITTING EDDIE
KENDRICKS IN HIS WEST
HOLLY WOOD STUDIO (1975)
Behind every great man, there’s a
great tailor, and legendary costume
designer Bill Whitten defined the
style of the era’s stars. His inventive
designs included decorative embroidery, beading or metal sequins on
peacock suiting for everyone from
Neil Diamond to the Commodores.
“If you’re going to talk about music
and image you have to have the guy
who came up with all the costumes,”
says Talamon. “He’s like the man behind the curtain in The Wizard of Oz,
but in a good way! He had a wonderful little studio called Workroom 27
where he did all the clothes for Earth
Wind and Fire, all Michael Jackson’s
costuming – including the iconic
glove. It’s an intimate thing to watch,
that persona creation in action.”

PHOTOS BY BRUCE W. TALAMON COURTESY OF TASCHEN.

‘I always wanted my cameras
to move in a cinematic way,’ Bruce
Talamon says of the photographic
narratives showcased in his new book
Bruce W. Talamon: Soul. R&B. Funk.
Photographs 1972-1982. The volume
features 300 previously unseen
images from his extensive archive
of the golden age of those musical
genres, including candid off-stage
moments that form a visual record
of the era. As NATHALIE ATKINSON
learns while speaking with Talamon,
the shots are as much a cultural
chronicle as a sartorial one. The music
was the message, but so was the look

1

3

2

4

5

Back then, these artists knew the power
of their position and were not worried
about their ‘brand’ getting destroyed
2

3
MARVIN GAYE IN
LOS ANGELES (1978)
Outspoken in lyrics about the
Vietnam War, Gaye represented
a new wave of social consciousness. Aviator sunglasses, facial
hair and a knitted beanies are
commonplace now but the
casual everyman look signalled
his rebellion against the cleancut 1960s Motown aesthetic.
“He often had a plain turtleneck on but he also had a wild
plaid suit, always with his
signature watch cap. There
was just a style,” says Talamon.
“These were men who were
willing to stand up for something…they were not flirting
with the ladies, they were
talking about how they could
free Nelson Mandela through
song or organized protest.”

4
QUINCY JONES
IN REHEARSAL AT
SAN FRANCISCO’S
COW PALACE (1976)
In filling in the blanks of
popular culture, it was just as
important for Talamon’s book
to capture behind-the-scenes,
off-duty moments that place
subjects on an equal plane with
established men’s-wear icons
like Steve McQueen. “Back
then, these artists knew the
power of their position and
were not worried about their
‘brand’ getting destroyed,” says
Talamon. “And people don’t
understand that it’s not all just
being fabulous. It’s being in the
back of a goddamn limo without your makeup on…and you
gotta rehearse up in Oakland
for a performance that night.”

5
JAMES BROWN AT ABC
TELEVISION CENTRE
IN HOLLY WOOD (1973)
“I had to convince my editors
that if you’re going to do a
book on R&B and soul and funk
music, you’ve got to include
the man who brought dance
and black music and style to
America every Saturday,”
says Talamon. That man was
Don Cornelius, the founder of
Soul Train, which blazed the
trail for bringing this sound
and its artists into American
homes via television. James
Brown stood out for his
vast wardrobe of jumpsuits.
“He’d have six in different
colours like tangerine, ruby
red, green, canary yellow, black
and teal. It was something.
There was a certain flair.”

ISAAC HAYES AT THE
WATTSTAX FESTIVAL (1972)
Talamon had the temerity to get
right onstage and found himself
shooting for Soul and Ebony. “[This
photo] was my first R&B shot and
it was never published until now,”
he says. “Unfortunately, the white
photographers stayed away from
a lot of these acts,” he continues.
“Of course, they photographed
the Jackson 5 and Stevie Wonder.
But they didn’t photograph the
Dramatics, the Main Ingredient,
Bloodstone, Blue Magic, Undisputed Truth, the Whispers, Harold
Melville and the Blue Notes. Because they weren’t going to be able
to sell that photograph to Rolling
Stone or Circus or Creem. And they
didn’t come out and photograph
Isaac Hayes. And he had won a
goddamn Academy Award!”
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THE BUY

S OU ND UP
Bluetooth audio options often come in
loud hues and heavy shapes, but the latest smart
speakers prioritize low-decibel design

BOX FRESH
While the look of Ikea’s Eneby
speaker seems to pay homage to retro
hand-held radios, its minimal shape
and polyester cover means it all but
disappears when you wall mount it.
Eneby 20X20 speaker, $59.99
at Ikea (ikea.ca).

ATHENS
OFF DUTY
The Greek capital is rising once again thanks to an infusion
of contemporary culture and commerce, and the best time
to experience it is when the summer tourists head home

From the rooftop
of the Hotel
Grande Bretagne
(top left) to
Breeder Gallery
(top right) and the
Aptiva Experience
story (above),
there’s another
Athens to explore
in the fall.

From the bustling rooftop at the storied Hotel Grande Bretagne, one
of the first landmark buildings in modern Athens, you can look out
over Syntagma Square to a postcard-perfect view of the Acropolis.
But where the city’s real action lies is at street level, in the laneways
of nearby neighbourhoods like posh Kolonaki and gentrifying
Metaxourgeio. Greece’s islands may get all of the attention during
the summer months, but as the country recovers from its economic
collapse, it’s these locales that are worth exploring in the off-season.
Kolanaki has long been home to boutiques for luxury brands like Hermès
and Louis Vuitton, but a handful of concept shops are injecting next-gen
creativity. Coco-Mat, the natural-fibre bedding company, opened a hotel
above its store in an old apartment building. The Apivita Experience Store
is a four-floor landmark of natural skin care from the born-in-Greece brand
that focuses on products derived from bees. And across the street, Yoleni’s
is a mini-food hall, with a grocery store, wine bar, café, butcher, olive oil bar
and culinary classroom.
The city’s hippest neighbourhood right now, however, is Metaxourgeio,
where artists are congregating and collaborating. The Breeder gallery,
considered the most important commercial contemporary art space in
the city, is a hub for the community, while a repurposed silk factory is now
the Municipal Art Gallery, showing early 20th-century Greek art. For a truly
immersive experience, search out Communitism, described as a “sociocultural project,” which brings arts and culture outside with educational
programming, film screenings and DJ parties. – MARYAM SIDDIQI

CHILL PILL
While techies mistook Apple’s
HomePod for a Siri that could order
pizza, audiophiles have discovered its
actually useful purpose is elevating
the experience of your iTunes library.
HomePod, $449 at Apple (apple.com).

PYRAMID SCHEME
As much a slick piece of sculpture
as a Google Assistant-enabled
360-degree speaker, Bang & Olufsen’s
luxe Beosound 2 comes in natural
aluminum or brass-toned metal.
– ANDREW SARDONE

Bang & Olufsen Beosound 2,
$2,633 through beoplay.com.

For more information, visit thisisathens.org.

IN BRIEF

SHOOTING
STARS

In 2011, the Royal Astronomical
Society of Canada designated
Jasper National Park as a
dark sky preserve, and from
Nov. 23, the Fairmont Jasper
Park Lodge will be launching a “night club” to allow guests
to take full advantage of its stargazing opportunities through
the winter. Led by Jasper Planetarium astronomy experts,
the Dark Sky Experience starts in its 50-seat virtual universe.
Then it’s time to experience the stars in situ. Under the night
sky, and with access to the most powerful telescopes in
the Rockies, guests will be able to take in the celestial show
themselves. Tutorials on night-sky photography are also
part of the evening, as is a well-stoked outdoor fire,
hot chocolate and freshly cooked s’mores. – M.S.
Dark Sky Experience, $65 through fairmont.com/jasper.
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The growing list of mossy
spaces includes Nienkämper’s
meeting pod (left) and Toronto
restaurant Rosalinda (below).
Nordgröna dots (top right
and bottom left) are made
of Reindeer Moss.

GROWTH SPURT
Cultivating a living wall in your space can be a
high-maintenance pursuit, writes MATTHEW HAGUE.
Enter moss, the relatively effortless way to
go green (and yellow and hot pink) at home

R

osalinda, one of Toronto’s newest vegan restaurants, was
conceived to celebrate all things plant based. But as interior
designers Brenda Bent and Karen Gable were coming up
with the concept, they quickly learned that installing a
functioning greenhouse in the space would be impossible.
The restaurant is on the sunless ground floor of an office
building in the shadow of myriad other downtown towers.
To cheat an Edenic effect, Bent and Gable (who have also created
restaurants for musician Drake and chef Susur Lee, who is Bent’s
husband) used dried moss instead. The crinkly, emerald undergrowth
fills a glass enclosure at the front desk, pokes out of a wall of bricks,
and creeps between a series of
potted ferns. Because it’s no
longer living, the moss needs
no sunlight or water. It’s also
preserved in a natural salt
solution (similar to the brine
that keeps tofu fresh) so it
won’t decay. “It’s really pretty,”
says Bent. “And it would be
almost impossible to find
something that green except
on a manicured on golf course.”
Rosalinda is one of many
recently designed spaces using
dried moss as a feature. It’s also
cropping up in hotels, offices
and homes for its lush, versatile look and its unique
practicality. Aside from the rich texture, some varieties grow white or grey so they can easily be dyed a
multitude of hues. And the sponge-like structure
acts as a natural dehumidifier (sucking up sticky
moisture in the summer and releasing it again
during dry winter days) as well as a sound buffer.
“The moss has worked really well to tamper the
echo from all the concrete,” says Bent.
Moss’ ascent was evident at this year’s design
expos. At New York City’s International Contemporary
Furniture Fair, at least five booths displayed the shade
dwellers. It appeared in art (via vibrant patterns in
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picture frames), in furniture (Brooklyn-based Redivivus seals it under
glass in its Canopy table), and as wall coverings (think no-mess green
walls). And at Chicago’s NeoCon, North America’s largest showcase
for office furniture, Nienkämper unveiled a modular workspace called
the Gazebo Meeting Pod. Instead of drab cubicle panelling, it’s enclosed
in Scandinavian Reindeer Moss.
Polarmoss is one of the world’s oldest purveyors of the plant. The
company is based in Hailuoto, Finland, a small island that has the cool,
damp forests necessary for abundant growth. The company has roots
that date back more than 80 years, and originally foraged the moss for
use in fancy flower arrangements (the moss isn’t farmed but grows
naturally in the woods, and is only harvested by specially trained pickers so as not to deplete the stock). Five years ago, the company noticed
an uptick in demand for interior applications and started making
rectangular sheets (available in 15 colours, including bright pinks and
purples) that can be cut to size and arrayed over both small and large
surfaces, from picture frames to condo lobbies. Today, they ship their
product all over the world from Manhattan to Munich to Dubai.
One of Polarmoss’ newest competitors is Swedish start-up Nordgröna.
It was co-founded three years ago by Carl-Oscar Pressfeldt, who first
started working with the material in 2013 when he was an engineering
student at the University of Lund. With one of his professors, Pressfeldt
ran a series of tests to evaluate how sound transmits through locally
grown Reindeer Moss. “What we found is that it does a better job than
many synthetic products,” he says. “It earns the highest possible rating
for sound absorption.”
This useful quality is one of the major reasons many businesses,
including Apple, BMW and Ikea, seek it out for their clattering offices.
But, according to Pressfeldt, its decorative nature is just as important.
“I started working with it for its acoustic properties,” he says. “But
when I see people interact with it, that’s how I know how beautiful
it is. It brings a surprise element of nature indoors, which I think is
something people need more and more in their lives.”
The connection to the great outdoors is evident in the new Calgary
head office of Re/Max realty. Walking into the lobby, a homebuyer
would be forgiven for thinking they were in the wrong place. Instead
of the typical, colourless corporate doldrums, a vibrant, green carpet
of reindeer moss, cut at sharp angles, wraps around the glass and wood
enclosures of twin meeting rooms.
Designer Majida Devani, principal of Building Bloc Design and the
creative director of development company RNDSQR, wanted the transparency of the glass to create an open, dynamic vibe. But she also knew the
spaces had to provide privacy for people to have important, deal-making
meetings. “It’s nice because you can see into and out of the spaces,” says
Devani. “The realtors also seem a lot happier,” she says. “The moss has
made people want to spend a lot more time in the space.”

FOOD/DRINK

E

THE BUY

IN T H E M I X
Looking to elevate your cocktail cache beyond bitters
and maraschino cherries? Here are three ingredients making
frequent appearances on A-list bar menus this fall

O R G E AT
Long before nut milk, there was orgeat, a silkysmooth almond syrup that was used to add
texture to classic cocktails like the Japanese
and Trader Vic’s Mai Tai.
Small Hand Foods Orgeat Syrup, $20 at BYOB
Cocktail Emporium (cocktailemporium.com).

OLEO SACCHARUM
Thanks to its pompous name, oleo saccharum
sounds intimidating. It’s actually just a citrus oil
and sugar syrup that can transform punch and
cocktails from flat to vibrant in a splash.
Cocktail & Sons Oleo Saccharum, US$14.95
through cocktailandsons.com.

CRÈME DE BANANE
IN B RIEF

WHISKEY BUSINESS
The fifth edition of Assouline’s awardwinning cocktail series, Whiskey Cocktails,
goes beyond the Manhattan and Old
Fashioned to showcase the brown spirit
in a new way. “Right now, the whiskey
category is exploding,” says author and
three-Michelin-star mixologist Brian Van
Flandern. With bourbon sales soaring,
small-batch producers experimenting with
non-traditional grains such as sorghum
and quinoa, and Japanese, Taiwanese and
Australian whiskeys becoming global phenomena, whiskey is one of the buzziest tipples in
the world, he says. Set against the backdrop
of legendary New York City bars like the
Brandy Library, McSorley’s Old Ale House and
Dead Rabbit Grocery
and Grog, the book’s
cocktails cater to connoisseurs and novices
alike. “The cocktails
range from the light
and refreshing to
the masculine and
aggressive – and
everything in between,”
says Van Flandern.
– JANNA ZITTRER APPLEBY

Whiskey Cocktails by
Brian Van Flandern, US$50
at bookstores and online
(assouline.com).
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Few could have predicted the rise of Crème de
Banane, a liqueur with the toasty flavour of banana
bread, that used to be more of a cocktail punch-line
than a marquee ingredient. – CHRISTINE SISMONDO
Briottet Crème de Banane liqueur, $59.70
at the LCBO (lcbo.com).

HOPS TO IT
Who knew an upstart brewery on Vancouver
Island would walk away with a gold and a
bronze award at this year’s World Beer Cup?
It has been a wild ride for the two-year-old
Riot Brewing, a punk rock–themed craft-brew
operation on Vancouver Island that surprised
everyone when it managed to pick up, not
one, but two awards at the 2018 World Beer
Cup. Riot’s Breakfast of Champions Coffee
Lager scooped a bronze medal and its Working
Class Hero Dark and Mild (a beer it had considered
discontinuing) took home the gold.
“You mean those awards that changed our life
forever?” asks Aly Tomlin, who co-founded Riot with
Ralf Rosenke and Morgan Moreira. “The next day,
there was a lineup to get in the brewery and we were
just, like, ‘What the hell happened here?’ And then,
for the rest of the summer, we were always out of
something and playing catch-up.”
Located in Chemainus, a town of a few thousand
known largely for its B.C. Ferries terminal, Riot Brewing Co. opened in November,
2016. Now, with all eyes on them, Riot is planning some ambitious fall releases,
including a black gose called “Back in Black,” and an India Session Ale that they’re
brewing with the house punk band, the Grinning Barretts. After that, they’re collaborating with a brewer from Edmonton’s Blind Enthusiasm to make a Cranberry
Brut IPA, an alternative to the ubiquitous (and generally awful) pumpkin beers
that dominate the market in the fall.
“I think we were lucky in a way because we had the awards and everyone
understood we were caught off guard,” says Tomlin, laughing. “But next year,
I don’t think we can use that excuse again.” – C.S.

At Ceramica Vieira (this page),
a fifth-generation pottery
factory on the Azorean island
São Miguel (opposite page),
there’s a push to develop
young artisans to continue
its craft traditions.
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FEATURES

Simple

pleasures
How do you create a design scene in the middle
of the Atlantic where materials are scarce and customers
are even harder to come by? As MARYAM SIDDIQI discovers
on the Azorean island of São Miguel, you embrace all your
limitations to create a contemporary spin on rustic living
P H O T O G R A P H Y B Y VA S C O C É L I O
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n São Miguel, pink roses and white hydrangeas grow like
weeds along the main roads. The lakes are blue or green
or, in the case of Lagoa das Sete Ciadades’s Lagoa Verde
and Lagoa Azul, both – because of how the area’s varied
geography causes the sunlight to reﬂect on the water in
different hues. Surrounding the capital city, Ponta Delgada,
are undulating hills, lush with forests, jungles and pastures
where cows graze on the verdant landscape.
The largest of the islands in the Azores, which sits
1,600 kilometres west of the Portuguese mainland in
the middle of the Atlantic, also has ﬁve active volcanos
festering below its craggy black rock. That isolation and
combination of ﬁery and delicate environments make
São Miguel’s natural beauty a major tourist draw. It’s
also inspiring its emerging designers of architecture,
interiors and housewares as they explore the creative
potential of the island’s unique sense of place.
Over the past ﬁve years, mainland Portugal and its
capital, Lisbon, have become popular among design lovers
seeking out inspiration in its bold colours, intricate tile
patterns and the rustic texture of local cork and leather.
Today, there’s a worldwide interest in embracing the
country’s way of living, which lands somewhere between
the comfort of Danish hygge and the sparseness of
Japanese minimalism. In September, Associative Design,
an initiative by the Portuguese AssociaThe dramatic vistas found
tion of Wood and Furniture Industries,
on the Azorean island of São
debuted a collection of furniture and
Miguel (top left) inspires
decor at the London Design Fair. The Tailor
entrepreneurs such as Carina
Ferreia (above), who owns
collection of credenzas inlaid with geoPonta Delgada’s Louvre
metric patterns and sculptural seating
Michaelense (left). The shop
by MBN Group is just the latest example
and eatery aims to capture local
of Portugal capturing the world’s attention
identity through its flavours
by putting a contemporary spin on its
(middle left) and products like
jewellery and home textiles.
traditional aesthetic.
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By comparison, the scene in the Azores is in its
infancy. “We are starting to understand the island differently and, in a way, designing about it,” says Carina
Ferreia, owner of the Ponta Delgada boutique and café
Louvre Michaelense. The pace of that development is
picking up in large part because accessing the islands
from mainland Europe and North America is becoming
easier. Until recently, it was prohibitively pricey to travel
between the archipelago’s nine islands or to the mainland by plane (ferries only run between the islands
seasonally, and are subject to weather conditions).
Where it once might have cost €300 or €400 for a round trip ﬂight to
Lisbon, Azores Airlines now charges just under €100 for the journey.
The airline, along with European-based discount carriers, has also
stepped up international routes (Azores ﬂies direct to Ponta Delgada
from Toronto, for example), bringing a larger and more diverse mix of
travellers to the islands. These changes open up access to inspiration and
materials for local makers, and creates a bigger audience for their wares.
“The tourists that visit want different products, which also works as
a stimulus [for Azorean artists],” says Ferreia. “Thinking of the designer
as an active agent in cultural construction, there has been a growing
awareness of the designer as a vehicle of identity and memory, which
has resulted in a more contemporary perspective – although there is
still a lot of work to be done.”
A teacher by trade, Ferreia opened her hybrid cafe in a former hat
shop in June 2015. “I envisioned a space where people could hang out
and ‘breathe’ the same atmosphere, where the food, the tea and the
products would allow for sharing and experiencing the surroundings.
It is a voyage along the island through its smells, ﬂavours and products

Island hotels have become
incubators for the Azores’
aesthetic. White Exclusive Suites
(top) mixes views of the Atlantic
with interiors that incorporate
natural materials like lava rock.
At the Pink House (bottom),
architect Joana Garcia de Oliveira
converted a family barn into a
two-suite guest property using
furniture of her own design.

with identity,” she says.
She ﬂipped the format of the traditional 100-year-old shop on its
head, putting café seating around and behind the antique cash desk and
display cases. Drawers that might once have been ﬁlled with tags and
packing tissue are now used as display areas for jewellery and home
textiles, much of which is traditionally made with natural materials
found on the island like ﬁsh scales and cryptomeria wood, a lightweight
cedar. Beyond custard tarts and other typical baked goods and local,
grown-on-São-Miguel tea, it stocks crafts, housewares and fashion
accessories designed and made in Portugal, supporting neighbours like
Pele e Osso, a brand of handmade leathers shoes and bags.
“We meet artisans in different ways,” Ferreia says. “Some come to
the shop and others we meet via social media. The search for pieces has
been very interesting, especially for the [home and kitchen] products
in our Louvre line, for which we get involved with different artisans and
source different materials.”
Perhaps the most obvious sign of the developing design scene in the
Azores is the number of boutique accommodations popping up around
the island. White Exclusive Suites and Villas, which perches above the
ocean waves 10 kilometres east of Ponta Delgada’s town centre, is an
exercise in minimalism that allows natural elements to shine. The small
hotel, which opened in July 2017, was built on the skeleton of the old
manor house of a former vineyard, with original beams, stone arches and
ﬁreplaces incorporated into some rooms. The hotel’s main staircase is
lava rock, a contrast to more reﬁned touches like macramé hangings in
suites, wicker chairs in the lobby and woven lampshades in the restaurant – a blending of Azorean, Portuguese and Spanish craft traditions.
Another example is the Pink House, a two-suite guesthouse
that opened in a nearby agricultural area during the spring of 2017.
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Originally a barn that had been in the family of
architect Joana Garcia de Oliveira for six generations,
it was used as a garage and storage space before its
revamp. “We all saw potential in it and had the idea
of transforming it,” says Garcia de Oliveira.
Based outside Milan, Garcia de Oliveira designed
most of the furniture and housewares in the space.
“We have produced some of them in our own workshop,
like the nine pendant lamps over the stairs for the
nine islands, or the wooden house lamps in the
bedrooms,” she says. Other pieces like the dining tables, chairs and
TV console were designed by Garcia de Oliveira’s ﬁrm Mezzo Atelier
but built by local artisans.
“We also have some pieces which are the result of the craft and
design residency by the public art festival Walk&Talk, curated by
Portuguese designer Miguel Flor,” she says, referring to decorative
objects like stone jars, tapestries and a tea set.
Rather than a speciﬁc design identity, Garcia de Oliveira says the
islands are home to “a diversity of local crafts coming from very poor
roots, very much related to functionality. There were times when the
islanders were completely isolated and had to create almost every
utensil and object,” she explains.
Despite the growing appreciation and audience for local craftsmanship, some long-standing design traditions are at risk of disappearing.
Ceramica Vieira, a traditional factory on the island’s north coast, churns
out dishes, tiles and other pottery pieces, most often for custom orders.
But the craftspeople who have been working there for decades have
no apprentices to train for the future.
The hope is that initiatives like the Walk&Talk will change that.

Ponta Delgada (opposite page and
this page top right) is home to artist Leonor Almeida Perreira (above,
right) and her space Oficina Atelier
and Gallery where she sells small
works in paper (above, middle).
Manuela and Teresa Vieira (above,
left) operate Ceramica Vieira, which
creates custom dishware and
pottery on the island’s north coast.

Founded in 2011, the annual summer event, which takes place on
the islands of São Miguel and Terceira, includes public art shows, dance
and music performances, and seminars. The focus is to create an environment that’s open to creative expression and foster the creation of
art, in whatever forms it may take – including skill development.
Nancy Fernandes, co-owner of Saudade, a boutique in Toronto’s
Little Portugal that specializes in Portuguese design, says she’s encouraged by initiatives like the Walk&Talk festival. “I am excited for the
collaborations between generations,” she says. “Regardless of who
I speak to, the importance emphasized in design is respecting the
environment and respecting the process.” While Ferreia says the
Azores’ design scene is in the early stages of establishing itself, its
momentum – and a desire among customers – is building.
This growth is evident just a couple of doors down from Louvre
Michaelense, where a new boutique has recently set up shop. Oﬁcina
Atelier and Gallery was opened in May 2018 by artist Leonor Almeida
Pereira. “All of the art is of small dimensions with pricing that someone
with the average salary can afford,” Almeida Pereira says, adding that
she’s prioritizing attracting young artists and young patrons. “It is
a small space, but open enough to welcome artists committed with
their practice and publics curious enough to give them a chance.”
Almeida Pereira works primarily with paper, transforming individual
sheets by soaking, staining, cutting and otherwise manipulating them
before adhering pieces to a paper canvas. After being stretched, torn
and dyed, the elements have more character than in their original
forms. Her artworks are delicate but demonstrate strength. They’re
tidy metaphors for what’s happening in the Azores: embracing the
land’s seclusion and natural diversity to create a sense of connection
through design.
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If Canadians understand
one sartorial thing better
than other nations, it’s how
to dress for the weather.
So it’s not surprising that
the country’s designers
have earned an international
reputation for making the
world’s best outerwear.
Just in time for coat season,
Jeremy Freed offers a
coast-to-almost-coast guide
to six labels that are sharing
a knack for creating parkas,
puffers and tailored
red jackets
with the world
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C A N A DA G O O S E
Some things are popular because they are trendy and
some things are popular simply because they work.
Canada Goose’s line of down-filled parkas are the
rare example of both. Field tested at the South Pole
and adopted everywhere from the slopes of Aspen
to the streets of Shanghai, this is the jacket that put
Canadian outerwear on the map. Made in Canada and
backed by an iron-clad lifetime guarantee, Canada
Goose parkas are designed to outlast and outperform
pretty much everything in
your wardrobe. “They’re
Canada Goose Macculloch parka, $1,150 through
not cheap and they’re
canadagoose.com. Sweater,
Sweater $249 at Tiger of
not meant to be,” says
Sweden (tigerofsweden.co
(tigerofsweden.com). Fatigue trousers,
vice president of design
$495 at Holt Renfrew (holtrenfrew.com).
(holtr
Karuna Scheinfeld,
describing the company’s commitment to creating
the world’s best winter coats. As far as investments
go, one that pays dividends every minus-20 January
day certainly feels like a winner.
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C A R D I N A L O F C A N A DA
This Montreal-based brand celebrates its city’s
rich tailoring heritage. Started by a Russian
immigrant in the 1930s, Cardinal of Canada
earned a reputation for making luxurious
cashmere topcoats. Today, under the stewardship
of Chinese-born fashion entrepreneur Rocky
Zhou, the brand’s trademark outerwear has been
updated for modern tastes. Production now
happens in Zhou’s hometown of Ningbo, China,
a region known for its skilled tailors. “There isn’t
another factory in China like ours,” says Zhou.
“Many of our master tailors are second or third
generation, drawing upon the rich tradition of
the famed Hongbang Ningbo tailors, who have
been known as the ‘Savile Row’ of Asia for
150 years.” With raincoats
Cardinal of Canada and blazers added to the line
coat, $795 through last year, Zhou intends to grow
cardinalofcanada. Cardinal of Canada into an
com. Hugo turtleneck, international brand with
$275, Boss trousers, a distinctly Canadian story.
$398 at Boss
(hugoboss.com).
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M U T TO N H E A D
Muttonhead is what Patagonia might look like if it
was started by a trio of city-dwelling Ryerson fashion
grads, and not an outdoorsy hippie from California.
While the brand’s clothes are all made in Canada
and hearken to a love of classic outdoor pieces,
everything is designed with a distinctly hip, relaxed
sensibility. Fresh out of fashion-design school, sisters
Meg and Mel Sinclair, along with pal Paige Cowan,
launched Muttonhead in 2009. In the years since,
they’ve opened a pair of Toronto retail stores and
expanded their line to include
Coat, $288 at a robust selection of overcoats,
Muttonhead ponchos, insulated vests and
(muttonheadstore. other weather-friendly garb.
com). Stone Island Among their standout designs
top, $455 at Holt is the Waterproof Fishtail Parka,
Renfrew (holtrenfrew. a cozy fleece-lined jacket
com). Junya Watanabe available in a range of enticing
trousers, $845 through hues like camel and rose,
ssense.com. Hugo as well as classic black.
boots, $398 at Boss
(hugoboss.com).
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NOBIS
Available in over 40 countries, Nobis
has established itself as one of Canada’s
foremost outerwear ambassadors.
The brand’s down-filled winter designs
range from traditional fur-trimmed parkas
to modern bomber jackets, while a line
of rainwear and insulated vests offer
protection from the elements for the rest
of the year. Among the brand’s perennial
bestsellers is the Yatesy parka (so-called
for founder Robin Yates’ old hockey
nickname) that sports an impressive
array of technical features designed with
northern winters in mind. In addition to
its lightweight fill of Canadian white duck
down and breathable, waterproof outer
shell, the Yatesy comes equipped with
thumbholes in its
ribbed cuffs, armpit
Coat, $1,250 at Nobis
ventilation zips and a
(nobis.com). Issey
wind flap with magnetic Miyake Men flight suit,
closures, the perfect
$2,100 through ssense.
accoutrements for
com. Sacai ski boots,
sitting rinkside on
price on request at
a chilly morning.
Dover Street Market
in New York (sacai.jp).
T-shirt, stylist’s own.
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A R C ’ T E RY X
Headquartered at the foot of the Coast
mountains in North Vancouver, this
Canadian outerwear label has earned a cult
following among outdoor enthusiasts and
streetwear dandies. “Most of our product
is focused sharply on specific activities like
climbing, skiing or mountain running, but
we understand that our clients have more
to their lives,” says Edita Hadravska, the
brand’s manager of apparel design and
a former competitive skier herself. With
silhouettes designed
for maximum range
Puffer, $670 at Arc’Teryx (arcteryx.com).
of motion and fully
Turtleneck, $1,950 at Hermès
waterproof seams,
(hermes.com). Berluti Paris trousers,
the clothes accom$1,700 at Holt Renfrew (holtrenfrew.com).
modate any activity.
“If you’re swinging an ice axe, your arms
have to go all the way up,” she says.
“That may not be what you’re doing in real
life, but your arms still need to be of use.
We have that knowledge that we can then
apply to an everyday garment.”
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M AC K AG E
“The coat isn’t just part of an outfit – it
becomes the outfit itself,” says Eran Elfassy,
who co-founded Mackage in Montreal with
his childhood friend Elisa Dahan. Celebrating
its 20th anniversary this year, the company
has diversified its product range while staying
true to this ethos, and amassed a legion of
loyal fans. Most noteworthy among these
is the Duchess of Sussex, whose appreciation
of Mackage coats has helped push the
company into the global spotlight. “She has
been spotted wearing a few of our coats
in the past months, and the coats sold out in
24 hours,” says Elfassy. “That’s the best kind
of publicity.” Mackage’s
sizeable winter collecShearling jacket, $2,250
tion includes outerwear
at Mackage (mackage.com).
for women and men,
Sand turtleneck, $195 through
ranging from shiny
sandcopenhagen.com. Marni
gold puffer coats to
shirt, $750, Dries Van Noten
shearling biker jackets.
trousers, $684 at Holt Renfrew
(holtrenfrew.com). Boots,
$1,500 at Hermès (hermes.com).

Grooming by Claudine Baltazar for Plutino Group/Dermalogica. Model: Justin at Elite Model Management. Photo assistant: Kin Lon Ma.
Photographed at the Andrews Building on the University of Toronto Scarborough campus (utsc.utoronto.ca).
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A

CI TY
IN A

TACO

For visitors eating their way through Mexico City, it might seem like
its fine-dining establishments are being inspired by its street-food stands.
But as CHARLIE FRIEDMANN reports, cultural diversity
and economic extremes have often mixed in this dynamic food capital
PHOTOGRAPHY BY L I N D S AY L O C K N E R G U N D L O C K
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Quintonil’s take on a
taco layers slivers of
radish and rings of
onion and jalapeno
over sweetbreads
atop a uniquely hued
tortilla. It’s an artful
expression of the
approach to food
found at many
of Mexico City’s
street food stops
(opposite page).
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warm, ombre corn
tortilla that fades
from blue to yellow
arrives atop a circular marble platform inside a basket filled
with dried heirloom corn. On top are two
gleaming hunks of glazed sweetbreads
garnished with paper-thin radish, jalapeno, onion and a few delicate microgreens.
According to the menu, this is a taco,
but it may as well be called art.
The dish is the seventh course on chef
Jorge Vallejo’s tasting menu at Mexico City’s
Quintonil, the 11th ranked restaurant on
this year’s World’s 50 Best Restaurants list.
“The taco is an extremely versatile and
inclusive expression for the enormous diversity of Mexican cuisine,” Vallejo explains
when I ask about his decision to include
a taco on the tasting menu. “I think the
differentiation between haute cuisine and
popular cuisine, as well as high culture
and popular culture, responds more to
prejudices than realities. In Mexico, street
cuisine is enormously sophisticated.”
Mexico City is a bustling, modern
metropolis with over 20 million residents.
It’s a city with great diversity attracting
people from every region of the country
and immigrant populations from around
the globe. It is also home to striking inequality. According to a 2015 Oxfam report,
Mexico’s wealthiest one per cent earns
21 per cent of the nation’s total income,
a percentage about twice as high as most
countries in the world. In the capital,
towering skyscrapers, sprawling mansions
and the luxury stores of neighbourhoods
like Polanco – home to Quintonil and
another of the city’s noteworthy finedining destinations, Pujol – sit side by
side with low-income barrios.
Both the wealth disparity and cultural
mash-up are evident in Mexico City’s
culinary scene, especially in the breadth
of its taco offerings. There are the al pastor
tacos full of spit-roasted chili-rubbed pork
available from a street stand for little more
than the equivalent of a loonie each. And
then there’s chef Enrique Olvera’s take on
similar flavours – but replacing pork with
aged duck – that is part of the $200 all taco
tasting menu at Pujol. To really appreciate
this city’s sprawling options for eating out, a
visitor needs to be prepared to sample both.
Even the most spontaneous traveller
wandering the streets of Mexico City is
likely to happen upon a great taco. Sidewalk carts and tiny storefront taquerias
are everywhere, and rarely disappoint. But
for a more in-depth, varied and, frankly,
efficient exploration of what the city has
to offer, there’s Club Tengo Hambre, which
runs tours for food lovers who ordinarily
disdain them.
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The Quintonil dish
is named after Cocuyos
(above), a neighbourhood spot that’s a
favourite of chef
Jorge Vallejo. Its
standout taco is called
the campechano (top),
which combines sausage
meat, brisket and tripe
with minced onion
and cilantro.

Club Tengo Hambre’s Mexico City Street Food
Essentials itinerary takes hungry visitors on a tour
of some of the best street eats the city has to offer,
including blue corn quesadillas with huitlacoche and
tlacoyos (a Mexico City specialty of masa stuffed with
black beans and formed into a flat football shape before
being topped with pickled cactus, onions, cilantro,
smoky red salsa and cheese) and tacos filled with chile
relleno, pork rib or beef. “In Baja, it’s really just seafood,
in the north of the country, it’s beef and cheese. But
here you have it all,” my Club Tengo Hambre guide,
Mariana Gutiérrez, explains. “You have 20 million people with different tastes
and backgrounds, so everything’s available.”
That range can be savoured via spot-on carnitas at the bustling Taqueria El
Abanico. Or try the shockingly affordable and refreshing octopus tostada at
the no-frills Marisquería el K-Guamo in the Centro Historico neighbourhood.
These street eats serve as inspiration for the fancy dishes at Pujol, which
Olvera opened in 2000 complete with white tablecloths, formal service and
hushed tones. Over the years, Olvera and Pujol rose to international fame,
eventually headlining an episode of Netflix’s Chef’s Table. But Olvera grew
tired of the starchy formality of his flagship and, in 2017, moved the restaurant
to a new location with more casual decor and a greater emphasis on live-fire
cooking that he felt better suited a modern Mexican restaurant.
At the bar in the new space, he decided to add an all-taco tasting menu.
Inspired by the experience of sitting at a swanky sushi bar in Japan, Olvera
calls the menu a “taco omakase.” The name fits. Here, my 10 fellow diners
and I are presented with one artfully plated taco at a time, each featuring
premium ingredients and ready to eat straight from the kitchen, no extra
salsa or cilantro required.
On my visit, the first taco of the night is actually a tetela, a white corn
tortilla stuffed with beans and cheese and topped with a fiery salsa made of
peanuts and dried chilis. It’s a lively start and immediately reminds me of the
blue corn tlacoyo I enjoyed courtesy of a three-generation team of women
on a street corner a few days earlier. Two courses later, a sea-bass-belly taco
with burnt avocado, yuzu and soy nods towards the city’s small but culinarily
influential Japanese population of about 30,000.

At Pujol (bottom
right), in the swish
neighbourhood
Polanco, chef Enrique
Olvera offers an
all-taco tasting
menu that elevates
ingredients like
eggplant (left) and
scallops (bottom left).

Next, my animated bartender and new
best friend, Nancy, delivers a bright raw
scallop tostada that seems to draw influence for its sesame oil dressing from the
city’s similarly sized Korean population.
The following seafood tostada – a specialty
of Mexico’s Baja region in the northwest,
bordering California – transports me to a
meal at Contramar, the city’s undisputed
see-and-be-seen seafood hotspot.
The subsequent course is the duck al
pastor. I can’t help but snap a pic of this
beautiful blue corn tortilla that appears
hewn from granite, cradling crisped duck,
grilled pineapple, rings of pickled onion
and fragrant herbs. Traditional al pastor
tacos at the best spots around town like
El Huequito or El Tizoncito aren’t nearly
as clean and pretty, their fire-roasted
meat rolled into grease-soaked white corn
tortillas along with green and red salsas,
roasted onion and pineapple, but each is
equally delicious.
Al pastor tacos are, undeniably, the
city’s most popular eats and have their
roots in one of Mexico’s waves of international arrivals. Migrants from the Middle
East have been coming to Mexico since the
end of the 19th century but appeared en
masse in the early 20th century after the
fall of the Ottoman Empire. Mostly Christians from Lebanon, they initially settled
in the city of Puebla where the traditional
lamb shawarma slowly morphed into a
cylinder of pork and picked up local flavours from chilis and the red-tinged spice
achiote. In Puebla, many taquerias still
serve this spit-roasted pork on pita-like
bread, making what is referred to as tacos
al arabes, the first cousin of al pastor.
The culinary potential of all these
shared influences didn’t come fully
into focus until that sweetbread taco at
Quintonil. The dish is named “Ode to
the Cocuyos,” a reference to chef Jorge
Vallejo’s favourite local taqueria, where
I happened to finish off my tour with
Club Tengo Hambre.
Vallejo’s taco is overflowing with
flavour. The sweetbreads explode in your
mouth, coating the tongue with spice and
a burst of sweet fat. The tortilla itself tastes
like 20 ears of corn distilled into one small
pancake. The chef’s inspiration, though,
is arguably even better. The most popular
taco at Los Cocuyos is the campechano, a
mix of spicy sausage, thin slices of tender
brisket crisped up in bubbling beef fat and
a few crunchy slivers of tripe, all topped
with diced onions, cilantro, and a bright
avocado-based salsa.
You can have about 200 of those
campechano tacos for the price of a meal
at Pujol or Quintonil. Or you could just
devour it all.
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Hot wheels
A book on Japan’s handsome bicycles
highlights the beauty and technical precision
of two-wheeled transportation
I L L U S T R AT I O N B Y J E A N N I E P H A N

T

he synergy between rider and bicycle
is an interplay of balance. First, the
physical balance of mass and measure,
of gravitational and gyroscopic forces
exploited to permit the reality of
cycling. Next, the balance of geometry and construction to determine the machine’s purpose and
the rider’s posture. Within this balance, the balance
of materials – factors of strength versus lightness,
flexibility versus stiffness, and comfort and cost
versus performance.”
William Bevington writes about bicycles the
way others wax on about supercars – or fine wine
or contemporary architecture – blending technical
jargon with poetic prose to capture the functional

and aesthetic beauty of peddling through the world on
two wheels. The Parsons School of Design professor’s
new book with Rizzoli, Japanese Steel, is rolling in such
romantic talk, in a catalogue of the best bicycle brands
out of Japan, from Araya to Tsunoda.
In a world in the midst of a bike share boom,
where cities have less and less space for pedestrians,
cyclists and drivers to safely coexist, Japanese Steel
reminds its reader how the bicycle went from a luxury
product to a ubiquitous mode of transportation. And
as the industry recovers from a slump that took hold
in the 1990s, photographer Scott Ryder’s images of
sinuous frames and chrome details illustrate the way
a renewed interest in artisanship helped regain its
premium status. – ANDREW SARDONE

Japanese Steel: Classic Bicycle Design from Japan by William Bevington, $67.50 at bookstores and online (rizzoliusa.com).
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