
THE 
GLOBAL 
ISSUE

David 
de Rothschild

The modern adventurer at one with nature

Issue No. 6



Liya 
Kebede

From model to entrepreneur and activist

Issue No. 6

THE 
GLOBAL 
ISSUE



Editorial Director: Ben Pundole | Creative Direction and Production: The Last Universe | Executive Editor: Jonathan Shia
Designer: Luying Sallie Xu | Contributing Editors: Liza Hyman and Caroline Lever

In our increasingly interconnected world, all issues are global issues. Activism, diversity, 
equality, sustainability—all of these are topics with an international scope in our globalized 
society. More and more, we are realizing how our individual choices resonate on a larger 
scale and our responsibility to the planet we live on.

In this issue, we aim to take a larger view on the topics that affect our everyday lives and 
how they tie into the life of our planet. Our cover subjects are globetrotters with a purpose: 
Explorer and adventurer David de Rothschild uses his visibility to reject the man vs. nature 
narrative and encourage us to care for our environment, while model and entrepreneur  
Liya Kebede puts her fashion label to work supporting female artisans in Africa. While 
we’re on that subject, we’ll also tackle the enduring question of how to be a conscientious 
consumer and adventurer and share EDITION Hotels VP of Brand Experience Ben 
Pundole’s suggestions on mindful traveling.

This issue offers fresh visions on the future of retail, landscape design, art, food, nightlife,  
and streetwear from some of the globe’s most inspiring talents, all of them using their 
creativity as forces for change. The lesson, perhaps, to take away from all of them is that 
everyone has a role to play in creating the world we want to live in. The opportunity  
is yours—and all of ours—and we can’t afford to waste it.

Enjoy!
The EDITION crew
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John Fraser believes in stories. The executive 
chef of the Michelin-starred vegetarian spot 
Nix, the Loyal, and formerly Dovetail—where 
he famously instituted a Meatless Mondays 

menu—as well as a family of restaurants housed 
within the Times Square and West Hollywood 
EDITIONs, has pioneered an approach to food that 
weaves together flavor and experience to produce 
something indelibly more than the sum of its parts. 
“I think it’s not just about a great dish, it’s about a 
great story,” says Fraser, who spent the better part of 
a month living in the Times Square EDITION while 
creating a culinary program that encompasses four 
different dining experiences, including a reimagined 
Lobby Bar, the elevated Terrace Restaurant, the fine  
dining of 701West’s prix-fixe menu (which was 
recently awarded three stars by the New York Times), 
and the multi-sensory theatrics of the Paradise Club.

“We create the narrative and the story first and 
cook to that expression,” Fraser says of his creative 
process. “When you enter a restaurant in the 
EDITION, you want to have the feeling that it’s from 
the same author, you’ve got this insane pathway  
to creativity. If I put a dish on the menu, I can have 
that communicate a story in real time.”

Even though all his restaurants tell different stories, 
they all stem from the principles that have guided 
Fraser’s career. “I can’t deny I was French trained 
and that I trained in Italy and that I love vegetables,” 
he explains.

Fraser cut his teeth bartending and cooking in bars 
and bistros in college between his home state of 
California and Montauk, in Long Island. A visceral 
connection to fresh produce and local ingredients 
infused his work as a sous-chef in Los Angeles  
at both Pino Luongo’s Coco Pazzo and the former 
Raffles L’Ermitage Beverly Hills. Fraser’s penchant 
for self-improvement and new techniques led him  
to spend two years at Thomas Keller’s French 
Laundry in Napa Valley and then to positions at 
Paris’ esteemed Taillevent and Maison Blanche.

More recently, Fraser has been at the forefront of the 
vegetable-first movement, which has thrust vegan, 
vegetarian, and vegetable-forward dishes into the 

By Zachary Sniderman

John Fraser
spotlight for reasons ranging from ethics to health 
concerns to environmentalism. His carrot-based 
bolognese, for example, found on the mercurial 
menu of the Terrace Restaurant, is as fun to 
contemplate as it is to eat.

Much of this drive has to do with changing standards 
around sustainability and Fraser’s unwavering 
commitment to upholding them. “The informed 
guest has an expectation of sourcing, where things 
go and where they come from,” Fraser says.  
“There is no alternative.”

His inventive approach to vegetables has driven  
the success of Nix and inspired the menus at each  
of his EDITION concepts. You’ll find entrees like  
sweet potato baked in seaweed bread at 701West  
or a light-as-air, umami-packed mushroom carpaccio 
at Terrace.

Fraser’s philosophy extends to more traditional 
proteins as well. Terrace’s initial menu offers filet 
mignon with miso spinach and wagyu tartare with 
smoked sour cream, but also a marinated skirt steak 
with broccoli rabe and chimichurri. “We’re finding 
ways to serve end cuts rather than throwing them 
away,” Fraser says, “but we’re finding a delicious way 
to serve it to you.”

Another part of that shift has been a renewed 
focus on tableside service, which Fraser sees as an 
opportunity for his staff to shine. “It allows all these 
talented people to express themselves,” he says, 
while also elevating the consumer’s experience.

But even as the figurehead of a growing empire  
of restaurants, cooperation is a crucial part of each of 
Fraser’s restaurants: “I know that if something hasn’t 
been tasted, found, or tested by me, it will feel apart, 
but there’s so much collaboration at every stage.”

The latest chapter in John Fraser’s story is about 
commitment and creativity, borne from a delirious 
opportunity in the electric heart of the craziest  
city in the world. “You’re in this insane place called 
Times Square, you’re in this insane place called New 
York City,” Fraser says, “and then you have a moment 
to drink champagne, staring at the madness of it all.”

“We create the narrative and the story  
first and cook to that expression. If I 

put a dish on the menu, I can have that 
communicate a story in real time.”

Photography by Liz Clayman



The Spread 
Love Project by 
Nicholas Konert

Take the most direct route 
It can be more economical to take longer  
or connecting routes when traveling, but we 
often forget that the more time we spend  
on planes and trains and in cars, the greater 
carbon footprint we leave behind. Do your best 
to take the shortest route to your destination; 
our Earth’s atmosphere will thank you. And 
don’t forget to purchase carbon offsets through 
a service like CarbonFund.org.
 
Travel with reusable amenities
Skip the single-use toiletries and water  
bottles at hotels and bring your own along. 
There are tons of reusable toiletry amenity 
bottles and reusable water bottles on the 
market. Our personal favorite is EDITION’s Stay 
Plastic Free bottle from NAECO,  
available at ShopEdition.com
 
Reuse hotel towels and sheets
Hotel stays can be luxurious and indulgent without fresh sheets and towels 
each day. We don’t wash our sheets and towels everyday at home and we 
don’t need to at hotels either! Save water and energy and feel good about 
lessening your impact. Keep it clean and don’t be mean.
 
Eat local
Plant-based and local organic food has become widely accepted as the 
highest-quality, healthiest option. It also happens to be the most sustainable 
as carbon emissions and plastic use are virtually eliminated due to less 
shipping and packaging needs. Besides, the next time you are biting into  
a steak, think of the earth-damaging methane coming out of the cow.
 
Respect the local culture
We travel to explore, learn, and expose ourselves to environments that are 
different to our day-to-day. Conscious travel requires an openness to the 
community and culture around you. Celebrate diversity at all levels by 
shopping local, volunteering, and partying with revelers from all nationalities, 
backgrounds, and persuasions.
 
Be mindful
A mindfulness practice is key to getting the most out of travel. Meditation 
can help alleviate jet lag, improve overall sleep, and relieve stress and anxiety 
while adventuring the globe. We love the app from Inscape, which makes 
guided meditations accessible and fun, no matter where you are.

A lighter, much more complex version of the classic dry martini, 
combining the pleasure of vodka and the healthy benefits of 
Genmaicha tea. The best of both worlds.
 
Genmaicha is a rich tea blend from Japan consisting of sencha, 
toasted rice, and popcorn. It has a great toasted flavor, which elevates 
the vodka.
 
Ingredients:
50 ml (1.5 oz) vodka of your choice (we suggest Absolut Elyx)
20 ml (0.75 oz) Genmaicha Homemade Cordial  
(1 g of Genmaicha, 100 ml of water, and 1 tablespoon sugar) 
1 dash of saline solution (20% 20 g rock salt and 80 ml water)

Place all the ingredients in a mixing glass, add ice,  
and stir for fifteen seconds.

Strain into a coupette glass and garnish with a rice puff.

Genmaicha 
Martini Recipe

Pundy’s Picks for 
Conscious Travel

By Jonathan Shia

In design, sometimes the simplest things can have the most powerful impact.  
This principle is one the artist and designer Nicholas Konert understands well,  
as proven by his Spread Love Project by Nicholas Konert, which has turned  
a simple graphic into a viral worldwide phenomenon.

In the summer of 2016, Konert recalls being affected by a vivid sense of anger that 
seemed to permeate American society and culture. The Stanford swimmer Brock 
Turner had just received a distressingly lenient sentence for rape, hateful campaign 
rhetoric was nearing its peak, and every week brought new reports of police brutality. 
Then, in the middle of June, Omar Mateen walked into Pulse, a gay club in Orlando, 
and murdered 49 people. “I was just really rocked by it all and really upset,” Konert 
explains. “I’ve always been interested in and I’ve always tried to use design for social 
change and in a way where it can be a part of social impact projects.” Before heading 
to the Stonewall Inn, known as the birthplace of the gay rights movement, for a 
candlelight vigil, he designed a rainbow heart and printed off a hundred copies  
to hand out. “It was a sign of love and a symbol for spreading love,” he says, “in the 
wake of everything that was happening.”

In the three years since, the Spread Love Project by Nicholas Konert has expanded 
into a global visual icon, and Konert says he often finds himself surprised by the 
places the heart pops up, anywhere from the background of paparazzi snaps of Bella 
Hadid to the final episode of Broad City. Konert says he sees his project in keeping 
with public works by artists like Keith Haring and Robert Indiana, which have 
blended a uniquely American admixture of street art, activism, and branding.

More than just the heart stickers that have been popping up everywhere—Konert 
estimates he’s printed a hundred thousand by now—the Spread Love Project by 
Nicholas Konert has branched out into collaborations with West Elm, Marc Jacobs, 
the Times Square EDITION, and Tory Burch, with proceeds going to a range of 
LGBTQ causes including the Ali Forney Center and Callen-Lorde Community Health 
Center. “I feel like the world needs love and symbols of love more than ever,” Konert 
says. “At least in my lifetime, I’ve never felt like people being reminded of love would 
ever be more relevant. What started the project is I was so upset by seeing all the 
hate and it only seems to be intensifying, which is unfortunate. But to me, the Spread 
Love Project really reminds me each day that my life experience is centered around 
spreading love and I see my heart opening up and other people’s opening up  
more and more.”

Cocktail by Davide Segat

Ben Pundole
VP Brand Experience at EDITION

Photography by Angela Pham

© Nicholas Konert



“The message of anthropology is that each culture 
has something to say and deserves to be heard. 

Anthropology is the antidote to the nativisim of today.”

Wade Davis was only fourteen years 
old when his mother, convinced 
that Spanish was the language of 
the future, diligently saved enough 

money to send him from Canada to Colombia on  
a school trip. “I found myself living for eight to  
ten weeks surrounded by the intensity that was so 
alluring of the Colombian people, unlike any I’d 
ever known,” he says. “A lot of the older Canadian 
boys on the trip became homesick but I felt like  
I’d finally found home.”

That trip ignited Davis’ enthusiasm for exploration. 
After his return to North America, he went on to 
enroll at Harvard, where he obtained his master’s  
degree in anthropology and his PhD in ethnobotany, 
the study of the traditional knowledge and customs 
of a people concerning plants and their religious 
and medical uses. Now 65, Davis has devoted his life 
to travel and discovery and shares his experiences 
through several mediums: He has authored over 
twenty books, his photography has been displayed 
in places such as the United Nations, he narrates his 
adventures in several films, and he travels the world 
as a lecturer. The former explorer-in-residence at 
the National Geographic Society is also a tenured 
professor at the University of British Columbia  
and sees anthropology as a way to unify our world.  
“The whole purpose of anthropology is to make  
the world safe for human differences,” he says.  

By Mackenzie Hamilton

Wade Davis

“The message of anthropology is that each culture 
has something to say and deserves to be heard. 
In many ways, anthropology is the antidote to the 
nativism of today.”

In an effort to communicate the importance of  
his field to modern society, Davis coined the term 
‘ethnosphere.’ Created to parallel the ‘biosphere,’ 
the concept highlights how ethnodiversity is under 
the same or even greater threat than the loss of 
biological diversity. The situation is troubling to 
Davis, who says that by homogenizing our cultures 
we’re losing the opportunity to learn more about 
ourselves and each other. “Geneticists have finally 
proven that we’re all descendants of the same 
people who walked out of Africa 65,000 years ago 
and the important thing is that we’re all cut from 
the same genetic cloth,” he says. “The point is that 
there is no hierarchy of culture, the word ‘primitive’ 
has no meaning. The other peoples of the world 
aren’t failed attempts at being modern, they’re  
not failed attempts at being us. Every culture is  
a unique answer to a fundamental question: What 
does it mean to be human and alive? The biggest 
curse of humanity has been cultural myopia, the 
idea that my world is the real world and everybody 
else is a failed attempt at being me.”
 
Despite our loss of diversity, Davis cautions 
against becoming too demoralized, saying he sees 

“pessimism as an indulgence and despair an insult 
to the human imagination” and instead arguing 
that we should find optimism through education 
and experiences. “My father always said very simply, 
‘You have to make a decision about what side you’re 
going to be on and don’t have any expectations of 
ever illuminating the darkness, but you need to try 
to be a beacon of light.’ That’s a very good attitude 
because that means you never expect to win,” he 
says. “Like a pilgrim’s path, it’s not the destination, 
it’s a process—the path is the destination.”

When Davis first joined the faculty at the University 
of British Columbia in 2014, he did so with the 
condition that he would only teach an anthropology 
course to the freshman class. Explaining that those 
are the students who are full of life and flexible  
in their desire to learn and not yet concrete in any 
ideologies, he chooses to run his course as more 
of a celebration of culture, eschewing a traditional 
note-taking format. “The biggest lie that’s taught  
to kids all through school is that life is linear,”  
he says. “Life is made up of a series of crossroads, 
a series of moments, and what you want to do is 
cultivate inside of yourself a kind of inner compass 
so that when you come to the crossroads, you’re 
making your own choices. I certainly never had 
any idea what I wanted to do, but I was incapable 
of compromise. And I only had one word in my 
vocabulary, yes, to any new experience.”



Twenty-eight years ago, everyone thought 
Carla Sozzani was crazy. “My father, especially, 
thought I was crazy,” the visionary and 
founder of the cult concept store 10 Corso 

Como relates over the phone from Milan. She  
had just quit her job at Vogue Italia after nineteen  
years in the magazine industry and wanted to start  
a gallery in an abandoned garage in a neighborhood 
populated by fruit stands and car repair shops.

“When I opened the gallery, there was no photography. 
Actually, photography was not recognized as art,  
so it was not a usual thing,” says Sozzani. “And 
because we opened the place outside the city in a 
garage—this was not considered logical at the time—
it was different.” The gallery, which showed Steven 
Meisel, Man Ray, and Annie Leibovitz long before  
the Italian art world had accepted photography as  
a legitimate medium, quickly transformed into what 
is now known as 10 Corso Como, a curated store  
that is at once a place to take in new work, sit with 
friends over an Aperol Spritz in the garden and 
peruse the latest art tomes, or browse the longtime 
editor’s pick of Comme des Garçons, Margiela,  
and Alaïa (who also happened to be her closest 
friend). In other words, it was the birth of the 
modern-day concept shop.

It’s hard to imagine a world without luxury 

By Ashley Simpson

Carla Sozzani

experiential retail today, but in 1991, that was  
the case. Almost thirty years later, the world has 
caught up, with influential concept stores like 
colette, Dover Street Market, Opening Ceremony, 
and The Store and even experiential wings within 
mass department stores, which combine clothing, 
furniture, and dining with niche themes—becoming 
a norm. Just this summer, for instance, Nordstrom 
collaborated with Los Angeles boutique Union 
to create a streetwear-themed mini-concept shop 
within select stores. Such a development would have 
been almost inconceivable before 10 Corso Como, 
which today has expanded to locations in Seoul, 
Tokyo, Shanghai, and Beijing. The New York flagship 
celebrates its one-year anniversary this fall. “The 
challenge is every day,” says Sozzani. “When you  
are confronted with the public, with the people,  
it’s an everyday examination—which is probably 
what I like. You cannot just sit in an office: You are 
with the public, you are with the people.”

Having served as a pioneer for decades, Sozzani 
doesn’t worry about the challenges retail is  
currently facing, including the rise of e-commerce 
(CNBC reported recently that over 12,000 stores  
are expected to shutter in 2019 in the US alone)  
and the hypersaturation of Instagram/influencer 
culture. “I think changes happen in your life,”  
she explains. “It’s the evolution of everything,  

so change is normal, but I think it’s more important 
for me to be authentic.”

That, perhaps, is the biggest lesson she has to share: 
In the end, you can chase the market or happen upon 
the next big thing by chance, but without the strength 
of your identity, nothing is sustainable. “I think it’s  
the same as when I was young, the same starting over 
and over,” she muses. “I think you have to look for 
integrity, try to get your vision, not to follow too much, 
but listen, listen very good. But at a certain point,  
you really have to find your way, never mind if it’s for  
a job, never mind if it’s the way you dress—you need 
to find your way and to know who you want to be.”

Looking forward, Sozzani has no plans of slowing 
down. “It’s my life, my curiosity. I hope I will never 
lose it,” she says. She’s interested in sustainable design 
coupled with quality craftsmanship. She still travels 
widely. And, in keeping with the importance she 
places on personal identity as the key to prolonged 
success in retail, she would like to teach young 
people and help them shape their own distinct visions. 
“I do think that as 10 Corso Como is going to be 
thirty years old, I’m considering my journey and  
I think what I would really like to do now is go into 
academia and try to teach and give and share my 
experience with young people,” she says. “I’ve had  
so many experiences and I would like to share them.”

Photography by Sara Scanderebech

The future of retail according to the founder of 
legendary concept store 10 Corso Como



 The Art of Migration
The global refugee crisis and the power of art 

to inspire empathy and social action

Immigration is, in its essence, a beautiful and 
invaluable thing. Starting from when the first 
groups left what is now Africa tens of thousands 
of years ago, the history of humankind has been 

shaped by a continuous flow of exoduses, diasporas, 
and relocations. 

Today, according to the UN Refugee Agency, more  
than seventy million people are displaced worldwide, 
and an average of 37,000 people are forced to flee 
their homes every day due to war, persecution, 
conflict, natural disasters, and the consequences 
of climate change. This number is the highest ever 
recorded and is escalating with Venezuelans who 
are leaving their country in one of the world’s most 
recent and devastating migration emergencies.

Despite the difficult circumstances people may be 
leaving, immigrants still carry the hope for a better 
life and bring culture and values that create a more 
diverse and interesting society. Contrary to popular 
belief, migrants can have a positive economic 
impact on their receiving countries: In 2011, the 
American Economic Association released a study 
that stated that open borders would double the 
world’s GDP. If the developed world were to take  
in enough immigrants to enlarge its labor force  
by a mere one percent, it is estimated that the 

additional economic value created would be worth 
more to the migrants than all of the world’s official 
foreign aid combined.

Still, the refugee conundrum is one of the most 
complex topics of our time, and the language  
around the subject is often divisive. We want to 
believe there is an intrinsic human desire to help 
those in need, but the reality is that most host 
nations are unprepared to deal with the myriad 
of complications that come with a large influx of 
people, aggravating a rising global anti-immigrant 
sentiment and making room for right-wing populist 
parties to win elections across the globe.

To break through what seems to be a collective 
desensitization, we can turn to the power of 
art to shed light on the intricate circumstances 
surrounding the issue, evoke empathy, and inspire 
social action.

Iconic artists throughout history have depicted  
the matter: Diego Rivera painted the laborious life of 
workers, many of them Mexican, on the walls of the 
Detroit Art Institute in 1933; Jacob Lawrence’s 1940 
sixty-panel “Migration Series” portrays the flight  
of over a million African-Americans from the South  
to the industrial North following the outbreak  

of World War l; Mark Rothko and Willem de Kooning 
used abstract expression to illustrate the sentiment 
of their personal immigrant stories.  

Art can be a language shared between individuals, 
nations, and cultures. Art can redeclare identities 
that have been lost or abandoned and give migrant 
voices a means of being heard in an often  
hostile society. 

At a time when the borders between lands are 
continually being disputed, what does it mean  
to move across countries, to change nationalities,  
and to settle in new places? In the words of the 
Haitian writer Edwidge Danticat, “All immigrants 
are artists because they create a life, a future, from 
nothing but a dream. The immigrant’s life is art  
in its purest form.”

To celebrate the potential of art to catalyze public 
debate and change, we highlight six contemporary 
artists whose own migrations and those of their 
ancestors have shaped their identities and the art 
they produce, bearing witness to historical events 
and shifts in cultural landscapes. Their work sparks 
a conversation about the global refugee crisis  
and speaks to the experience of those looking for  
a place in the world.

Halil Altindere
Turkish artist Halil Altındere has been leading a generation of 
practitioners in opposition to repressive developments in his 
country and worldwide for almost three decades, with the plight  
of Syrian refugees being a recurrent topic in his work. 

In 2016, Altındere presented Space Refugee, an exhibition and  
film inspired by the life of Muhammed Ahmed Faris, the first 
Syrian astronaut who was part of a mission to the Mir Space 
Station in 1987 and today lives as a refugee in Turkey. 

Combining factual interviews with NASA scientists and air and 
space law specialists, archival footage of Faris’ time in the space 
program, and present-day interviews about his experiences as a 
refugee, Space Refugee is an ironic exercise that puts the current 
crisis in perspective. 

Although it may sound hyperbolic and fantastic as it questions  
the plausibility of human life in outer space and proposes a Syrian 
refugee colony, the project is an open critique of xenophobic and 
territorial rhetoric. In the words of Faris himself: “When you have 
seen the whole world…there is no us and them, no politics.”

HALIL ALTINDERE, Space Refugee, 2016 
Photography by Tansy Kaschak

Alfredo Jaar
The Chilean-born, New York-based multidisciplinary artist Alfredo Jaar’s 
practice investigates the unequal power relations and sociopolitical 
divisions of our time, and the questions around migration and 
discrimination in a globalized world are consistently present in his work. 

In his 2000 performance The Cloud, he released three thousand balloons 
into the air over the Tijuana-San Diego border, representing the three 
thousand lives lost crossing that frontier between Mexico and the United 
States over a decade. 

The artwork (Kindness) of (Strangers), a large-scale arrangement of neon 
arrows that correspond to the main travel routes of migrants in 2015, 
emphasizes the magnitude and complexity of the journey of migrants 
fleeing war and persecution.

In 2016, Jaar brought a public intervention to Art Basel in Switzerland, 
distributing 12,000 blue boxes labeled with the question “May I offer you 
a gift?” and the warning “This gift may change your life.” The boxes were 
wrapped with the image of the Turkish beach where Alan Kurdi’s body 
washed ashore in 2015, along with a call for donations to the Malta-based 
NGO Migrant Offshore Aid Station.

ALFREDO JAAR, (Kindness) of (Strangers), 2015  
© Sergio Belinchon. Courtesy of the artist and Galerie 
Thomas Schulte, Berlin

By Tansy Kaschak



Hayv Kahraman
Born in Baghdad, Iraq, Hayv Kahraman’s 
life is an account of war, refuge, and search 
for identity. At age eleven, when life in her 
homeland was permanently disrupted by the 
American-led Desert Storm military campaign 
in 1990 during the Gulf War, Kahraman and 
her family fled to Sweden.

Today, Kahraman lives as a successful artist 
in Los Angeles, and her work addresses not 
only her personal refugee experience but the 
migrant consciousness and story of more than 
five million people within the Iraqi diaspora. 

Although the alter ego-esque female figures 
that repeatedly occupy Kahraman’s canvases 
come from the artist’s autobiographical context, the depicted women are  
the embodiment of a shared story of forced exile and displacement.

Using her characters to explore and express the duality of otherness and 
the challenge of adapting to new cultures while remembering one’s origin, 
Kahraman creates a provoking narrative by assimilating contrasting cultural 
styles and genres: Italian Renaissance beauty ideals, Japanese ukiyo-e prints,  
and intricate geometric patterns formed by plain weaving techniques are  
the most notable.

Kahraman also uses sound to bring further depth to her message. At the 
opening of one of her solo shows in New York City, noises emulating air raid 
sirens were played on the phones of female actors during a performance piece. 
Starting with, “Let me share with you my memories,” five women of different 
cultural backgrounds read testimonials of the artist’s life, kindling a collective 
acknowledgement of a personal trauma.

El Anatsui 
Born in Ghana and based in Nigeria, El Anatsui’s personal migration story has 
historical weight in itself: In 1969, Ghana expelled Nigerians from the country 
and in 1983, Nigeria reciprocated in kind, evicting one million Ghanaians 
without the correct immigration documents. 

During an earlier period when he was working with wood and clay, Anatsui 
found a plastic bag full of aluminum bottle caps left as trash outside his studio. 
He began to flatten, fold and fasten those and thousands of other salvaged metal 
bottle tops to create the oversized, shimmering wall hangings for which he has 
become most known.

The tapestry-like installations contemplate themes of trade, slavery, 
consumerism, migration, and the environment. During the colonial period, 
alcohol was carried by Europeans to exchange for goods and quickly became 
one of the key items used in the transatlantic slave trade. Each of the thousands 
of metal pieces that form Anatsui’s works bear traces of the countless lives, hands,  
and stories those bottles and caps passed through before being woven into his  
mutable wall-mounted compositions, inviting the viewer to reflect on all the 
intricate relationships of power they convey. As the artist himself has said, “Rather  
than recounting history, my art is telling about what history has provoked.”

EL ANATSUI, Earth Shedding Its Skin, 2019
© El Anatsui. Courtesy of the artist and Jack Shainman Gallery, New York. Photography by David Levene

Do Ho Suh
Drawing on a longing for home, the former US and current UK immigrant  
and Korean-born artist Do Ho Suh creates full-scale, hand-sewn, translucent 
fabric replicas of his past residences, underlining the important connections 
we make between physical places and memory.

From his childhood home in South Korea to all the places he has lived in as 
an adult in Seoul, London, and the apartment in New York City he inhabited 
for nineteen years, each of the colorful ghost homes is brought to life through 
shaped and embroidered details such as light fixtures, radiators, wall plugs,  
and handles. 

As an individual living a nomadic existence, Suh travels from city to city to 
execute commissions and participate in exhibitions and says that his sculptures 
allow him “to carry my house with me” and to feel at home wherever he is. He 
uses the playful engineering to engage with migration and cultural displacement 
issues: At a time of mass global relocation, the loss of leaving one’s native 
country and searching for a new home has become a universal concern.

Moving through such accurate and ethereal impressions, Suh’s work can be 
experienced as a subtle yet powerful sensorial journey, awakening the feeling 
of being in flux, of crossing boundaries, and moving between emotional and 
psychological states. 

Ana Teresa Fernández 
While some American politicians endure in their efforts to build dividing 
walls, the Mexican artist Ana Teresa Fernández is leading groups of volunteers 
equipped with paint rollers and brushes to “erase” the barrier dividing the US 
and Mexico.

Named Borrando la Frontera (Erasing the Border), the project is an effort to 
symbolically erase a long-standing physical barrier that separates families and 
causes widespread distress. “It’s very sad watching families hold hands through 
here,” says Fernández. “That’s as far as they go, they can’t even really hug.”

Although many Mexicans live alongside the border, most Americans only face 
it from a distance, and the US Border Patrol restricts the public from walking 
up to the fence. But people of all ages, both American and Mexican, have 
supported and encouraged Fernández to keep expanding the activations to 
other communities along the border. Born in Tampico, Mexico, the artist herself 
once crossed the frontier with her family and now lives in San Francisco. 

For both those participating and witnessing, the blue-painted fence represents 
not just a new view but is a conduit to imagining a borderless society, to reflect 
on the experience of the wall, and to directly connect with others whose lives 
are impacted by the oppressive dividing line.

DO HO SUH, Hub, 260-7 Sungbook-Dong, Sungbook-Ku, Seoul, Korea, 2017
Photography by Taegsu Jeon

ANA TERESA FERNÁNDEZ, Borrando la Frontera (Erasing the Border), 2012
Courtesy of the artist and Gallery Wendi Norris, San Francisco

HAYV KAHRAMAN, Migrant 3, 2010. Oil on panel, 70 x 114.3 cm.
Courtesy of the artist and The Third Line, Dubai



I’m interested in the emotional quality of a space,” explains the renowned 
architect John Pawson. That much is apparent in his palatial designs, each 
offering a sense of tranquility by distilling the space into its most essential 
properties. “When someone walks into a house or a gallery or a monastery 

I have designed, it is the atmosphere I want them to experience,” he adds, 
“before they start registering the details of the architecture.”

That attitude has made Pawson one of the most celebrated architects of his 
time, most often revered for his clean æsthetic. That perspective, however, 
has always extended beyond his work. “I draw no lines between architecture 
and life and, in this sense, there are no aspects of my life that lie outside of 
architecture,” he says. Pawson’s propensity towards minimalism was formed 
long before he became an architect and remains ingrained in his outlook. 
“My instinct to pare back is a characterizing thread that dates back to a school 
trip to the seaside, when I lost a cherished set of Parker pens and resolved 
never again to allow myself to become so attached to a possession,” he recalls. 
“There are very few things I could not happily do without—with the exception 
of family and friends.”

In his twenties, Pawson moved to Tokyo, drawn to the Zen Buddhism that  
still reflects in his approach. He’s known as an expert of minimalism, one who 
explores the relationship between light and space and balances the two to 
create a refined ambiance. Another constant throughout his life has been his 
affinity towards white and its endless possibilities as a blank canvas for natural 

colors to shine through. His designs allow for sunlight to wash over interiors, 
lending warmth and color to otherwise unperturbed spaces.

Pawson’s mastery over the style brought him to major projects, some as  
self-evident as art galleries and boutiques for Calvin Klein and others  
as distinctive as ballet sets at the Paris Opera Ballet, a sinuous bridge over 
a lake at England’s Royal Botanic Gardens, and the Abbey of Our Lady of 
Nový Dvur in Bohemia. Though he’s more in-demand than ever before, his 
newest major project reunites him with long-time collaborator Ian Schrager 
for the West Hollywood EDITION. “You always instinctively know when you 
meet a person and talk whether there is the potential for embarking on the 
long client-architect dialogue together,” he offers.

At this stage in his career, Pawson seems less like a designer and more like 
an artist; his drive is in creation and his goal to imbue each project with 
personal expression. “What matters most to me in any project is the potential 
for immersing myself in the architectural process,” he says. “The scope for 
pushing into fresh territory tends to come from within—from one’s own 
thinking rather than from a new typology.” In that, he’s succeeding, when he 
himself is reveling in the very feeling his spaces are designed to elicit: serenity. 
“I have always found inspiration in travel, but equally powerfully at home,”  
he explains. “Last year I finished work on a house in the country for my family 
and I find that time spent there, reflecting quietly, provides all the mental 
stimulation I need.”

By Gautam Balasundar

John Pawson

“What matters most to me in any project is the potential 
for immersing myself in the architectural process.”
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When Amy Duncan first founded the CBD wellness company Mowellens, she made  
a commitment to the purity of her products with a limited initial range of five edible 
CBD oils and honey. That same dedication will carry through now that Mowellens  
is, according to Duncan, about to become something much bigger, with a second 

phase that will see the launch of ten new beauty products—tripling its offerings—and a rebrand  
as a “supercharged skincare company.”

In 2012, Duncan, a born-and-raised Midwesterner, was in her hometown of St. Louis working  
as a medical sales representative when her husband, Chris Duncan of the St. Louis Cardinals,  
was diagnosed with a glioblastoma brain tumor. 
 
“It turned our lives upside down,” Duncan says. After Chris’ cancer responded to months of 
treatment, the family moved to California, where Duncan began working at a biotech and clinical 
laboratory as the director of sales and marketing. Curious about the cannabis industry—CBD  
in particular, because of its documentation as helping with seizures, something Chris was dealing 
with—she began testing for clean, pure products and researching dispensaries. Back then, she says, 
“Nothing was being lab tested. And nothing was clean.” A couple months later, in October 2016, after 
her husband’s brain tumor had been gone for four years, the cancer was back. That’s when “I said, 
‘I’m never working for anybody else again,’” Duncan recalls. “So I left and I started Mowellens.”

Boosted by her research and inspired by the positive effects of CBD in her personal life (and in the 
midst of a huge wave of CBD and hemp companies launching in the wellness and beauty industries), 
Duncan created Mowellens as a CBD source that focuses on the care, concern, and quality of its 
products—no shortcuts. It’s what sets Mowellens apart from the rest. Pulling from her experiences 
on all sides of the medical and wellness industries, Duncan says one of the brand’s main focuses  
is to “educate about the industry and how important it is to get a product that is clean.” In that vein, 
“We do not only formulate with the best hemp extract and distill it,” she continues, “but we also 
have the same diligence with the other ingredients that surround hemp in the formulas.” 

Now, with the brand’s new CBD skincare line, Duncan’s goal is to “reframe what it means to feel 
OK.” Chris passed away on September 6, but she says that while he was stripped of so many things 
toward the end of his life, “he still found peace.” To Duncan, his ability to come to terms with 
his situation in the face of so much difficulty and pain inspires her every day. “We really want to 
empower people to know that OK is enough.”

By Anna Jube   Photography by Bennet Perez
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As the CBD line Mowellens expands into 
skincare, its founder shares the personal 

story behind her company



By Annette Lin

Sila Sveta

Spectacle for spectacle’s sake has never been what interactive media 
studio Sila Sveta does. Instead, the group, whose installations 
often span laser light programming, 3D mapping, and set design, 
knows that in order to stand out, it needs to create a more emotive 

connection to the work. At Nina Kraviz’ performance at Coachella this year, 
for example, they tapped into the DJ’s personal life and projected video 
vignettes of her dancing in her Moscow apartment behind her as she played, 
opening her up to the audience. The result was a very human intimacy that 
simmered beneath the Blade Runner æsthetics of the projections—no small 
feat considering that over 100,000 people were at the festival each weekend.
 
Sila Sveta was founded in 2008 in Moscow by Alexander Us and Alexey Rozov, 
two self-taught creatives who first made their name with slide projections, 
including a record-setting one on their hometown’s Ostankino Tower.  
In the midst of the global recession that hit shortly after, Us and Rozov 
decided to make a deal with the legendary Moscow techno nightclub Krysha 
Mira and traded work for food and space in its abandoned factory home.  
The three years they spent there were formative, as the studio gave them 
room—literally—to evolve and experiment.
 
More than ten years later, the studio has since expanded to Moscow and 
New York, with over forty staff between the two offices. Projects in recent 
years have included a digital video booth of mutating, Comme des Garçons-
inspired light projections at the 2017 Met Gala; the hyperreal 3D set 
design for Drake and Migos’ 2018 tour where lava, a flying Ferrari, and an 
unsettlingly large scorpion shared the stage with the artists; and a mind-
bending display of computer-generated art on a billboard in Times Square 
to celebrate the opening of the EDITION on Seventh Avenue. Polina Zakh 
joined in 2015 after being introduced to Us and Rozov at a Midsummer Night’s 
Dream-themed party; now, as vice president, she drives a lot of the creative 
direction. Much of her inspiration comes from photography and art, she 
says—and the internet, by way of Instagram and Behance—but also from 
cities, nature, robots, psychology, and people. Being in New York has also 
driven the company’s imagination further. “There’s a constant exchange of 
energy,” she explains.
 
In many ways, the large-scale, often public nature of Sila Sveta’s work means  
it has to tread the lines between creative and mass culture. More often than 
not, its work hits the sweet spot when the two are woven together. As Zakh, 
whose background lies in art dealing, says: “I was accused so many times for 
being commercial in the art world, but I see nothing bad in it.”

Moscow’s favorite media studio 
finds the perfect balance between 
art and commerce





By Ashley Simpson

Liya Kebede

Growing up in Addis Ababa, the 
supermodel, philanthropist, and business 
owner Liya Kebede always knew that  
she wanted to give back. It’s part of  

the culture, she explained over the phone from  
Saint-Tropez this summer. In her native Ethiopia, 
doing good is an everyday commitment because 
poverty is an everyday reality. After she walked  
in Tom Ford’s Fall 2000 Gucci show, Kebede’s 
career as a model went into overdrive (to put it 
lightly), with campaigns for brands ranging from 
Louis Vuitton to Saint Laurent, the Gap, and 
Victoria’s Secret. She made history as the first 
black woman to represent Estée Lauder, and her 
activism has long extended beyond her image.  
In 2005, after serving as a World Health 
Organization Goodwill Ambassador, Kebede 
founded the Lemlem Foundation with the aim  
of supporting maternal health, lowering maternal 
and infant mortality rates, and supporting female 
artisans in Africa. Two years later, she launched 
Lemlem, a sustainable clothing brand that 
produces beautiful handwoven pieces in Ethiopia, 
Kenya, and now Morocco, supporting women 
weavers in the process. Part of the proceeds  
from Lemlem sales go directly to the Foundation, 
helping tie together the worlds of fashion, activism, 
and entrepreneurship Kebede continues to 
navigate so smoothly.

After you moved to New York and your modeling career 
took off, what made you decide to start your nonprofit 
work and develop your own business?
A lot of things came organically, but it’s very 
cultural as well. [In Ethiopia,] it’s a day-to-day 
thing to always give back to people around you 
because there is a lot of poverty. You grow up 
seeing that and your family doing that. I always 
wanted to do something, I just didn’t know exactly 
what. Once I had been in New York working for a 
while and I had my own family, I was approached 
by the WHO. They were tackling the problem of a 
lot of women in Third World countries dying from 
pregnancy complications. Growing up in Ethiopia, 
dying from pregnancy and childbirth was very, very 
common for us. It was so common that we didn’t 
even know that it was preventable at all. We just 
thought that it was a fact. Then I discovered that 
was not at all the case. They didn’t have the proper 
tools, the proper care, the proper doctors. These 
are very easy things to treat that end up taking the 
woman’s life. They were really looking for someone 
to champion that and raise awareness of it.  
I became a part of that movement and decided  
to start a foundation to continue that work.
From there, as I went back and forth to Ethiopia 
to visit my family, on one of my trips I saw that the 
artisan community was not doing great. Weavers 
were not doing great because fewer and fewer 

people were wearing their products because  
of Westernization, so the art of weaving was 
dying and weavers were out of jobs. Out of that 
I thought maybe I could do some part in solving 
[this problem] by creating a brand that would 
reinvigorate the art of weaving and also make the 
artisans’ situations more sustainable. Having had 
the background in philanthropy, I had seen how 
it’s really difficult to go and look for funding all 
the time and ask for more money and give money 
to people, as opposed to actually teaching them or 
giving them the opportunity for work so then those 
people can take care of themselves. I thought that 
was a really great way to actually give back.

What was the experience like of starting the  
business and growing it? What were some specific 
challenges?
I think definitely starting there were a lot of 
challenges. First of all, I didn’t look at it as ‘let me 
make a business.’ It was just very instinctive,  
it was a ‘let’s figure it out as we go along’ situation.  
It was very organic. I hired a designer and one 
creative person who helped me start it. At the 
beginning, just coming up with what it was going 
to look like, there were a lot of limitations. The 
process of weaving has limitations to what you can 
actually make. Then we had limitations about what 
would be easily available materials. All these things 
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The Ethiopian model, activist, 
and entrepreneur uses her label 
Lemlem as a force for change



we had to set up: Here are the limitations, how do 
we work around these and come up with something 
new and fresh? [The clothing] ended up being very 
lightweight and very white at the beginning and 
eventually we started importing and bringing more 
and more color in and doing stripes. It’s funny but 
because of the limitations it created a sort of identity 
on its own. There are no other real models to look 
at and learn from. I feel like we’re sort of pioneering 
the situation. We’re figuring out everything on our 
own in a way as we run along. We don’t really have 
companies and clothing brands that are making 
things in Africa. I think it’s definitely the next thing. 
It’s coming and happening as we speak, but it still 
has a way to go for it to really explode. 

Do you have favorite pieces? 
I love every piece we make. Because it is handmade, 
it works differently because we always have the 
surprise element. What happens is we’re actually 
drawing how we want the fabric to be woven. Once 
you send that off, we don’t really know how it’s 
going to come back.

It’s a really different type of work process.
There is a lot of artisanship in making that. I always 
feel like once the products come in and we’re  
finally seeing the samples, everyone is so excited. 
It’s like opening a gift and you don’t really know 

what’s going to come out. I think the idea that  
we are making this garment, this beautiful thing,  
in this small workshop in Ethiopia and somewhere 
across the world a random woman is walking 
around New York or Paris or Saint-Tropez wearing 
it is kind of incredible. It’s kind of incredible when 
you feel like you’re connecting dots that wouldn’t 
connect normally. Our job is that: It’s being the 
bridge between completely different worlds and 
across cultures. You feel like you’re cutting down 
the wall. It’s very nice. I think the woman who wears 
Lemlem is someone who travels, who is interested, 
who is aware of the world, who understands what 
we do, but also just loves the ease of the garments, 
the easiness. It’s very easy, it’s very comfortable.  
It’s really soft and wonderful to wear. It’s timeless, 
it’s not trendy. It’s handmade so you know it’s  
really special. And it’s new, it’s different. I think  
it’s for a woman who wants to stand out a little, 
wants to wear something that’s different than  
what’s out there, and who likes the idea that she  
is supporting something.

Absolutely, when you buy a Lemlem piece you’re  
a part of something bigger.
Our main workshop is in Ethiopia, but we also  
do some small pieces in a workshop in Kenya 
and we just launched swimwear that is made in 
Morocco, which we’re really very excited about.  

What’s interesting is that all three workshops are 
run by women.

Can you tell me a little bit about the swimwear? 
I think it’s a natural progression for what we make. 
All our swimsuits have our traditional patterns,  
it’s very identifiable. I’m very happy and proud of 
the work that we did as well trying to bridge the 
world of swim with the world of handmade cotton 
and artisans. It took us a couple of years. It’s finally 
out there and it feels really good.

As you’re looking to the future, what are your hopes for 
Lemlem and your foundation?
I want Lemlem to be something that really stays  
and is established and becomes a sort of foundation 
for others to look up to, look at, be inspired by,  
to give this kind of business model more and more. 
And also to really inspire African artisanry, African 
fashion, entrepreneurs; to really become a lifestyle 
brand. That’s my hope. As we go forward, our 
foundation goes forward with us. We’re working 
more and more with not just maternal health,  
but also with the artisan community and trying to 
enable and train women to enter into the workforce. 
We do training in Ethiopia, we do training in Kenya 
in sewing or weaving. We’re trying to empower 
more and more women to become more and more 
independent. That’s where we’re going.

“I love every piece we make. 
Because it is handmade, it works 
differently because we always 
have the surprise element.”

LIYA KEBEDE at Durame Hospital, EthiopiaMuya Ethiopia WeaverMuya Ethiopia, photography by Marilou Daube 

Lemlem Resort 2020 and Swim, photography by Jan Welters



A decade ago, David de Rothschild made  
a voyage across the Pacific on a catamaran 
called Plastiki, made out of reused  
plastic bottles. He had already established 

himself as an “adventurer” ever since his first 
major expedition as a young man trekking across 
Antarctica, but this trip was different. His passion 
had grown from traversing nature to finding ways 
to preserve it, and the journey across the Pacific was 
done only to bring attention to the now-infamous 
Great Pacific garbage patch. He’s pursued this path 
in the years since, transforming from the classic 
adventurer to the modern explorer, looking not to 
dominate nature but to understand it and tell its 
story. Rothschild still possesses an innate desire  
to travel to the corners of the world, but he now 
does so in the name of his true calling: serving as  
a voice for the environment. He’s written books, 
made documentaries, launched the sustainable 
label The Lost Explorer, and founded the Sculpt 
the Future Foundation, each experience satisfying 
his curiosity towards our planet and inciting the 
same in others. Rothschild is constantly willing to 
ask questions and seek out any new way to create 
awareness, challenging individuals, companies, and 
entire systems to see the endless beauty of nature 
the way he has through his worldly eyes.

You’ve been on so many incredible journeys and 

adventures around the world. Did you always possess 
this adventurous spirit?
As a kid, I was definitely hyperactive and curious, 
running around with a lot of energy. I think it was 
Ogden Nash who said, “You are only young once, but 
you can stay immature indefinitely,” and I think that 
sums me up. I’ve always been curious and asking 
questions. You get older and you don’t ask questions 
because it can sometimes be seen as embarrassing  
if you don’t know something, but I think challenging 
the status quo has to come from asking those 
questions. It has to come from challenging the ‘that’s 
just the way we’ve done it’ mentality and that’s 
something that always excites me.

How did your early voyage to Antarctica shape your 
view of exploration?
I think for our own romantic idea of exploration, 
we paint a picture of what we want it to be and if 
you don’t play into that idea—it’s life or death, it’s 
man versus nature, it’s the extremes that you’re 
in—then somehow you’re disappointing the people 
you’re engaging with and you’re not sticking to the 
explorer’s code. You must tell everyone how amazing 
you are or how you conquered that mountain or 
how you crossed that ice cap and you lost all this 
weight and you got all these blisters and were 
miserable every day and could barely eat by the end 
or had no sleep. We’ve confused a certain element 

of the physical endurance—physical degradation is 
somehow success, right?

I was just enamored and blown away by the 
fact that I had the chance to do it. I felt a huge 
obligation to not come onto a stage or into a room 
and tell people about how tough it was because that 
wasn’t the case, but come in and talk about what an 
incredible ecosystem it was, because to me that was 
infinitely more interesting. Whereas if I was going  
to talk about myself, what was I going to say?

How does your curiosity towards nature express itself  
at this stage in your life?
What I want to try and do is tell stories that create 
emotional context for the data that we now have.  
I love to spend time learning as much as I can about 
nature. For me, that’s where I get fascinated by every 
element of it. Then what I realize is we’re all hyped 
up on a sugary diet of likes and everything else 
that goes with the modern world of consumers and 
basically does everything possible to drive us away 
from having an active engagement with nature,  
but puts it into a voyeuristic way of viewing nature.
Most of the stories that men tell are of domination, 
man versus nature. It’s always when animals attack, 
how long will I survive, how much would I get for 
this fish? It’s always man doing something extreme 
against nature. I think one of the most exciting areas 
for me to work in at the moment is to try and figure 
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In his calls for environmental 
awareness, the modern explorer 
finds harmony between 
man and nature



“What I want to try and do
 is tell stories that create 

emotional context for the data
 that we now have.”

out how we can soften our relationship to nature, 
have more empathy, because no one hates nature yet 
we act like we’re at war with nature.

You’ve also started The Lost Explorer to offer 
sustainable products. What are you trying to achieve 
with the brand now?
It was always meant to be an experiment to 
understand: Would it be possible to tackle the 
concept of consumerism, is there such a thing as 
a sustainable brand? You start to look at things 
and you’re going, “But I’m making sure that’s fully 
organic and I’m making a shirt that’s got great 
natural dyes,” and then it’s flown around the world 
for someone to try it on and it doesn’t fit and then 
they fly it back again. That doesn’t make sense. 
That’s failing, we’re failing, and I realized that the 
benchmarks are really low. People are like, “Ah man 
that’s amazing, it’s organic, super green, well done.” 
No, no, no. That’s a low, low benchmark.

For many brands now, it’s becoming less about 
“sustainability” and more about consumption and waste. 
Sustainability used to be a hallmark for brands,  
now it’s upcycling and reusing.
When you think about environmentalism, it’s been 
dominated in the last twenty years by the words 
‘climate change.’ Climate change revolves around 
energy and [people think] once we’ve got clean 

energy we can do what we want, but no, we’ve got  
to consume less. If we’re going to consume, we’ve 
got to look at the model that consumption fits 
within, which is consumerism and the corporate 
model. We’re producing products excessively for 
newness. Newness is what drives interest and sales, 
and sales are what we judge success on.

So I started to think, could we change the model? 
Could a cause actually own a company? Could 
nature own The Lost Explorer, and what would 
that look like? We’re trying to understand how to 
evolve the company into something that is owned 
by nature, and we started to play around with this 
idea of creating a new identity for companies that 
have purpose. These are the kinds of things that are 
just as important to me as getting onto a river and 
shooting awesome footage. That won’t ever stop, but 
I think what I’ve become aware of is actually the idea 
of system change is just as important as awareness 
and awareness is just as important as system change.

Many people try to make eco-friendly changes in our 
personal lives, but then reports come out saying it’s  
a drop in the bucket relative to the problems at hand.  
What do you think our personal responsibilities are?
More and more, we’re in a time where we’re 
constantly bombarded with messages across lots of 
different issues and lots of different entertainment. 
Think about how much entertainment is being 

created to keep us distracted or keep us attached  
to our devices with our heads down and not talking 
to each other. The biggest threat to our ability to 
keep living on this planet is apathy. We’re all very 
empathetic towards causes, but the overwhelming 
nature of the consistent flow of bad news that 
seems to come across is overwhelming. We become 
nonchalant and we go, “Well someone else is surely 
going to deal with this, this is too big for me to 
figure out.” Each of us has to take responsibility and 
that’s where the smaller things come in. The smallest 
thing you do, yes, it may be a drop in the bucket but 
more importantly it’s an intention. You’re still aware 
we need to do something and that’s really important.

Having fought for these causes for so many years only 
to be met with such a tepid response from policy makers, 
how do you remain optimistic?
There isn’t another choice. The alternative to not 
being optimistic is that you give up and you get  
back to being apathetic. I stay optimistic because  
I don’t want to give up, because I do believe human 
potential is incredible, our ingenuity is incredible, 
our innovations are incredible. I do believe quality 
of life has improved. I do believe new energy and 
new forms of information have the capacity to do 
things beyond our wildest imaginations. I think we 
have to find ways to organize and ways to embrace 
our tools, ways to embrace our creative ingenuity.

THE PLASTIKIPhotography by Martin Hartley



It was perhaps just a handful of years ago 
when most shopping decisions concluded 
with this simple question: “Do I want this?” 
But, seemingly almost overnight, this question 

now leads to a convoluted inner dialogue that plays 
out with another string of questions that quickly 
follows: “Should I be buying fast fashion?” “Is this 
garment sustainable?” “Who made this dress?” 
“Will I only wear it once?” “Will washing this 
contribute to more microplastics in the ocean?” 
In fashion, if ‘artisanal’ was the buzzword of 2018, 
‘sustainability’ is the theme of 2019. 

Fashion can claim to be the leader in most trends, 
but the industry was not always as eager to 
embrace the sustainable shift. The True Cost, a 2015 
documentary chronicling the garment workers 
who make our clothes and the impact the industry 
has on the world, was the Inconvenient Truth the 
industry needed. Kerry Bannigan, the founder of 
the Conscious Fashion Campaign, an initiative in 
partnership with the United Nations Sustainable 
Development Goals 2030 Agenda, notes that fashion 
made major shifts towards sustainability just a 
year ago. “[In 2018], we saw Emma Watson guest 
edit Vogue Australia’s March issue dedicated to 
sustainability,” she explains. “Elle UK’s September 
issue was printed on recycled paper for the first 
time, encouraging more sustainable resources,  
and the United Nations Fashion Charter for Climate 
Action launched December 2018.” Bannigan also 
points out that “we each have a cause, moment, 
or revelation that makes us truly consider what is 
happening around us, be more aware, and even 
take action. It ranges for each individual, but it is 
happening, and often, and I believe that you cannot 
undo it or ignore it as something inside of you  
is ignited to drive change, collaborate for good,  
or spread awareness.” Or as Maya Angelou has said: 
“Once you know better, do better.”

Awareness and asking ourselves the right questions 
are the first steps to a more sustainable closet and 
lifestyle. But how does one navigate the endless 
questions that follow? Although the statistics aren’t 

sound enough to declare, as is often claimed,  
that fashion is the second-most-polluting industry  
in the world, we can all agree that fast fashion  
is not the best answer. We can also agree that  
garment workers shouldn’t sacrifice their lives  
to produce our clothes, water systems should not 
be poisoned for cheap dyed t-shirts, and nearly 
four billion metric tons of CO2eq (carbon dioxide 
equivalent) released every year from the fashion 
industry, contributing 8.1% of the global total,  
is incomprehensibly too much.

Since it’s not just trends that are marketable, 
everyone has been hopping on the sustainability 
train. H&M, for example, has introduced its 
Conscious Collection, but a new report from  
the Norwegian Consumer Authority shows fast 
fashion brands, including H&M and Zara, are 
“misleading” consumers to purchase with vague 
sustainability claims, commonly referred to as 
‘green-washing’ in the industry.

To help set the record straight once and for all, 
designer and entrepreneur Maxine Bédat launched 
earlier this year the New Standard Institute, a 
resource to unify designers and brands with access 
to science-based objectives to make impactful 
changes for the industry by 2030. Bédat explains 
one of the biggest greenwashing techniques in use 
today is that “fashion companies are big on making 
commitments.” Brands may claim, for example,  
“by 2030 we will use 100% sustainable cotton,”  
she says, “a commitment without transparency into 
what a company is doing to reach that commitment 
or how much progress is being made,” much like a 
politician running for office without positions or a 
policy platform. Bédat created a universal standard 
for brands to combat this sort of greenwashing 
both for brands and the media, but what about the 
consumer side? How can we individually create  
a sustainable standard every time we decide to use 
our purchasing power, the same purchasing power 
that has amassed more than $3 billion in sales of 
single-use outfits in the United Kingdom during 
the summer of 2019 alone due to weddings, parties, 

and festivals such as Coachella and Glastonbury, 
according to a survey conducted by London-based 
agency Censuswide? The trend of wearing clothing 
only once has been perpetuated by the age of 
social media, where even average millennials and 
Gen Zers act according to the influencer model of 
“one post, one outfit.” But, as the journalist Lucy 
Siegle brutally reminds us, “Fast fashion isn’t free. 
Someone somewhere is paying.”

Perhaps the most sustainable thing we can do 
as consumers is to stop buying. Effective? Yes. 
Realistic? No. But the answer does lie in shopping 
less. The continuous desire to shop is quite like 
any other indulgence. Once we take this habit out 
of the cycle of our daily patterns, one might notice 
it has less appeal than previously. “We will not 
shop our way into sustainability,” Bédat asserts. 
“What we need to do is to take a step back and 
ask ourselves: Why are we Marie Kondoing our 
closets to begin with? Did the clothes we buy make 
us happy? Did they spark joy?” Further questions 
to buffer purchasing decisions are: “Would I be 
buying this if it wasn’t on sale/would I pay full 
price for this?” “Is this something that will work 
with other pieces in my closet?” “Will I wear this 
at least 40 times?” Just as some of us adapted our 
eating habits after exposés of the sugar and meat 
industries, the time has come to change our buying 
habits for a better future. “Every time you spend 
money,” the author and food advocate Anna Lappé 
says, “you’re casting a vote for the kind of world 
you want.”

The chart on the opposite page helps us ask  
simple questions in the right order, but while we’re 
setting records straight: A zero carbon footprint 
is simply not possible. Every person born on this 
Earth creates a carbon footprint just by living.
For Tensie Whelan, the director of the Center for 
Sustainable Business at NYU’s Stern School of 
Business, that reality should not be a reason to give 
up. “Sustainability is a journey, a moving target,”  
she says. There will be no finish line, no grand 
finale. As with any journey, one just has to start.
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Can Fashion
Be Sustainable?

Shaping a better world through what you 
buy—or don’t





By Janelle Anne

Brendon Babenzian

It’s weird because I guess we’re sort of a global 
brand at this point, but it’s really a family 
business,” says Brendon Babenzian about his 
menswear brand Noah, based in downtown 

New York. He speaks with a thoughtful self-
awareness uncommon in people, especially people 
who’ve spent decades as the creative director 
behind the cult streetwear brand Supreme. He’s 47 
years old now, with a wife who plays a big role in the 
company and a daughter who was only a month old 
when the first Noah pop-up launched. The Nolita 
flagship officially opened its doors in 2015.

More than just surf and skate wear for grown-ups,  
Noah’s mission is to get people to buy less, knowing 
very well that nobody is ever going to stop buying 
stuff completely. Already a radical idea for any 
brand whose very existence depends on purchases, 
it is even more of a departure from the streetwear 
industry that Babenzian used to inhabit, with its 
long lines for limited-edition releases, worldwide 
eBay resales, and many, many imitators  
in its path.

On the surface, it’s easy to assume that perhaps 
Babenzian feels conflicted for having created  
a monstrosity of reckless consumerism out of the 
brand Supreme. But ten minutes into talking to him, 

“ it becomes clear he has been priming for the release 
of Noah his whole life—since he was thirteen years 
old, in fact, when he began selling cigarettes and 
magazines at a local surf shop before expanding  
into skateboards and sweatshirts. Today, he assumes  
a humble realist’s approach to creativity and apparel, 
most occupied with being nice to oneself, to one’s 
friends and family, and to one’s surroundings. 

Babenzian remembers that when he left Supreme 
years ago, “My departure was really more about me 
needing to do things in a different way for different 
reasons. I wanted to contribute to the evolution of 
how people think about products, business, brand, 
infrastructure, the whole nine, like what a business 
could be.”

Noah’s philosophy is pretty simple: Make better 
stuff and people will buy better stuff—and less of it. 
After years of consideration and involvement with 
the clothing business, Babenzian also considers his 
new brand a platform for counteracting the spread 
of climate misinformation but with a quieter “lead 
by example” approach rooted in the reasons he got 
into making clothes in the first place. “To me, it 
goes hand in hand with creativity because the less 
stuff you have, the more creative you have to be. 
I’m much more into people who do more with less. 

That’s why I go back to hip-hop and skateboarding 
from twenty to thirty years ago, before there were 
whole industries built around them.” He adds with 
a laugh, “Anyone who walks in with the latest and 
greatest, that’s easy—that just means you’re rich.”

Before you take that as a jab at hypebeasts, consider 
this: People are always going to want the shiny  
and new. It’s human nature, and it’s what our society 
was built on. But what Babenzian is proposing is 
another, less guilt-ridden path to earthly salvation. 
“It’s not so much about looks and trends or the 
next ‘big idea,’” he elaborates. “We think about 
individuals being themselves, having a personal 
style. Once people have a personal style, they rely 
less on clothing to speak for them. That’s what I find 
really interesting: people who take normal stuff and, 
because they’re creative themselves, they can make 
it look good.”

So what has been inspiring the man who’s inspired 
so many other streetwear brands lately? It’s not 
Instagram, that’s for sure. He’s been off the platform 
for about five months, calling it “one less thing  
to distract and mess with emotions.” Whatever he’s 
doing, he doesn’t need to advertise the fact that 
it’s working for him. Timing, skill, grit—all things 
Babenzian makes look as effortless as a hoodie.

Photography courtesy of Noah

Supreme’s former creative director wants 
to end the cycle of consumption with his new brand 

Noah



By Lily Sullivan

Lily Kwong

It’s hard not to be enamored with Lily Kwong 
and the larger-than-life botanical projects 
conceived by her eponymous landscape  
design studio. After almost eight years working  

in the fashion and design industries—including  
as a project director at the Miami Design District,  
where she connected with the city’s rich art 
culture—she now heads Studio Lily Kwong, which 
has produced installations across the country and 
partnered with brands like Visionaire and Glossier, 
as well as a number of high-end residential and 
hotel clients. What sets Kwong’s work apart is how 
it crosses disciplines and categories: At its core, 
her practice is that of an urban planner, but her 
concepts combine whimsy and exploration with 
a poetic spirit while ultimately creating magical, 
visually evocative works that connect viewers back  
to nature. With each project, she pushes her 
vision one step further. “Beyond just being a visual 
installation and an æsthetic experience, I realize 
what rich opportunities these spaces offer,” she says, 
“elevating and building a real sense of community 
around them.”

Kwong moved to New York over a decade ago, 
attending Columbia’s urban studies program while 
working in fashion, following in the footsteps of her 
cousin Joseph Altuzarra, founder of womenswear 
line Altuzarra. While Kwong has now spent most 
of her adult life in the city, she notes how her 
upbringing in Northern California has impacted 
her connectedness to all things organic. After 
graduating from Columbia, the move to Miami 
reinvigorated her. “I was so disconnected from 
nature from living in the city that I was coming at 

urban planning from a very theoretical perspective,” 
she explains. “As soon as I was working with plants, 
this whole part of me came alive again, this little 
girl who grew up in the redwoods with a passion for 
building things with my hands and creating spaces 
and creating community and making art with people 
from different industries.”

Kwong started landscaping her friends’ backyards, 
doing projects for herself and those in her 
community without necessarily trying to establish 
her place in the field or being “strategic” in the 
process. In fact, she notes, “I had no aspiration for 
what I’m doing now, which is a merging of botanical 
art and landscape and these other experiential 
design elements. What surprised me the most is 
the incredible appetite cities and my clients have 
for the work I do.” From intimate gardens to spaces 
transformed into plush Amazon-like environments 
with hundreds of species of botanicals, her designs 
offer a thoughtful connection to nature.

Remaining sustainable throughout her process, 
Kwong remains true to herself, to her clients,  
and to the Earth. She has, for example, an exit 
strategy for the plants she uses in her projects, 
donating them to schools or hospitals, replanting 
and repurposing them after their original use 
is completed. “I thought I was on a much more 
personal journey,” she elaborates, “but my trajectory 
starting this company is mirroring a more cultural 
trend and a deep need and desire to connect to 
nature and the natural world.”

A recent project that expanded Kwong’s view of 

her own practice was a large-scale collaboration 
with Visionaire, a multidisciplinary fashion-
focused agency that partners with artists to bring 
imaginative and radical art and design to life. Late  
in 2018, she installed Summer in Winter, comprising  
a thousand plants of over a hundred species,  
at Cadillac House in Lower Manhattan. She worked 
with other artists and nonprofits to program the 
space, partnering with composer Gary Gunn on an 
original composition to play throughout the space 
and assembling a panel of urban designers and 
creative thinkers. She also hosted an afternoon  
with Apex for Youth, an organization offering 
educational resources to underserved Asian and 
immigrant youth. This wide-ranging initiative 
strengthened a desire to connect to the community. 
“Especially as my projects lean to a larger and 
more urban scale,” she says, “thinking about really 
designing towards interaction, community growth, 
education seems more what I want to be doing.”

With projects in Los Angeles, Miami, and Seattle, 
Kwong ultimately calls the concrete jungle 
home—while making sure to stay close to nature 
by filling her Brooklyn apartment to the brim with 
a plant-filled garden. Up next, she’ll be working 
on a number of large-scale public projects with 
permanent community installations that live at  
an urban scale. “I really see what I’m doing as this 
next-generation landscape studio that’s not only 
founded in urban planning and horticulture and 
botany,” she says, “but also comes from working  
in the fine arts world or fashion or working with 
other entreprepreneurs, technology, activism.  
I’ve created my own song.”

Photography by Kyle Dorosz

Studio Lily Kwong for Glossier installation, Seattle, 2019. 
Photography by Glossier. 

Studio Lily Kwong for Shou Sugi Ban House landscape design and masterplan, The Hamptons, New York, 2019. 
Photography by Fredrika Stjärne.

Studio Lily Kwong for Highland Park installation 
in Grand Central Station, New York, 2018. 

Photography by Kevin Fabrizi.

Nature invades the urban jungle in the 
landscape designer’s expansive projects



On a muggy Sunday earlier this summer, 
anyone exiting the L station at Jefferson 
Street in Bushwick was greeted by the 
sound of cheers and laughter, backed by 

the thrumming groove of a DJ set pulsing across 
one of House of Yes’ famous block parties. Every few 
months, the famed creative collective welcomes the 
neighborhood to join in its uniquely inclusive form 
of partying, bringing its glowing, glittery vision of 
nightlife onto the streets and into the daylight for  
a few brief hours.

Founded in 2015 by Kae Burke and Anya 
Sapozhnikova, who have been friends since they 
were teenagers growing up around Rochester, 
New York, House of Yes is best known as a massive 
Brooklyn nightclub that celebrates diversity and 
originality while offering late-night dance parties 
and mind-bending performances. But for the 
founders, the idea began with the circus. Both 
trained aerialists, the pair first started organizing 
parties in order to support their art. “At our core, 
we didn’t start throwing parties,” Sapozhnikova 
explains. “We weren’t being producers, we just had 
parties—what do we want to listen to, who do we 
want to come, when do we want to do this?”

That organic, DIY attitude has guided the pair 
through years of steady growth into the scene-
making group they are today, with pop-up venues  
at festivals like Bonnaroo and a position overseeing  
the programming at the immersive, experiential  
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House of Yes

Paradise Club at the Times Square EDITION.  
Even on this larger scale, however, every night at 
House of Yes carries a sense of secrecy and intimacy, 
as if the party were being thrown just for you and 
your friends, despite the hundreds of strangers  
in the room. This feeling is essential to the group’s 
success and explains why it is managing to make 
its mark in a nightlife scene that is increasingly 
overwhelming and overrun with corporate sponsors, 
branding, and a sense of monotony. “That is the 
biggest challenge,” Sapozhnikova admits. “There  
is an endless amount of cool art and music to book, 
but how do you keep it legit? How do you keep it 
what it is at the core? That is complicated.”

Burke and Sapozhnikova’s solution is to always keep 
their origins and values in mind. “Now looking back 
on it, this is part of the same lineage as when we 
were all like sixteen and people would get permits 
in parks and throw shows,” Sapozhnikova laughs. 
“Now we would call that DIY fifteen years after the 
fact.” New partners and collaborators are expected 
to subscribe to that same perspective. “House of Yes 
welcomes everybody,” she adds, “as long as they are 
innovative, they are passionate, they’re aligned with 
our ethos of inclusivity, and they’re aligned with the 
ethos of how we’re not just making art or having fun, 
but how do we make the world better?”

Key to that drive is House of Yes’ emphasis on 
consent culture, something that is sorely lacking 
in the hospitality industry. “We are living in a 

misogynist country and the world is messed up  
and it has been for a long time,” Sapozhnikova says.  
“Nightlife is where you’re creating the perfect 
environment [for trouble]—it’s dark, people are 
drinking, they’re partying. Nightlife is a cultural 
outlet for everyone to be irresponsible and reckless 
and wild and crazy and it’s necessary. You can’t 
have a culture without that blowing off steam.” The 
House of Yes team takes its responsibility seriously, 
especially now that it has become an example 
many other venues and groups are looking up to 
as a way forward. “Being a woman in nightlife, it’s 
so much more glaringly obvious, because of my 
experience,” Sapozhnikova explains. “I’m coming 
from a performance background and wearing the 
skimpiest outfit out of anyone in the room and being 
exposed and out there. It’s very, very, very obvious 
what the problems are and what needs to be done. 
Now we’re in a position where we are running things 
and we have a predominantly female team and it’s 
very queer and everyone is completely in tune with 
that [consent] culture and they’re activists about 
promoting that culture.”

Visiting House of Yes, then, promises all of the 
pleasures of an epic night out, but also perhaps  
a shift in mindset. If the riskiest and most tempting 
of situations can be made safe, there is hope that  
the rest of the world can be as well. “Nightlife has 
always been at the forefront of cultural shifts and 
doing things differently,” Sapozhnikova says.  
“That’s where we’re the most human.”

Behind the scenes with the Bushwick nightlife 
collective promoting inclusivity and consent culture
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