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VIOLET
HOUR
A sublime moment
in autumn fashion

FA L L T RE N DS

Scottish tweed, chunky chain, dark florals

CO S M E T I C S

Japan ushers in the future of beauty

PART I E S

Celebrate the season’s artsy accessories
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The atoll of
Tetiaroa is only a
20-minute flight
from Tahiti, but it
may as well be a
world away. Once
a playground for
Tahitian royalty
(temples built by
early Polynesians can still be found here), it is
now home to the Brando, an idyllic vacation
spot. It’s the sort of place where Lady Gaga
relaxes, or Barack Obama spends three weeks
writing a book between dips in the cerulean
waters. And the sort of place Marlon Brando
made his home away from home when he first
developed a makeshift resort on the primary
motu or island.
The Brando pays homage to its namesake
in a number of ways. Bob’s Bar, the resort’s
gathering spot, is named after the actor’s
assistant. Michelin-starred chef Guy Martin’s
restaurant is dubbed Les Mutinés (Brando first
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visited Tetiaroa when scouting locations for
Mutiny on the Bounty). The new iteration of the
resort, which opened five years ago, has doubled
down on sustainability with the goal of being
carbon neutral. Building materials are local,
renewable or incorporate recycled components.
Solar energy and a deep sea-water air conditioning system contribute significantly to lowered
energy consumption.
The one thing the property didn’t have until
recently was that quintessential South Pacific
experience – overwater bungalows. So the Brando
expanded in late 2017, this time to an entirely
different atoll. In partnership with the Intercontinental Bora Bora Resort and Thalasso Spa, four
3,400-square-feet Brando suites opened. The
two-level, two-bedroom bungalows come with
private infinity pools and unobstructed views of
Bora Bora’s Mount Otemanu. And to celebrate
five years, this year the resort expands again,
launching three-bedroom residences, complete
with private beaches and a swimming pool – little
worlds away from it all. – MARYAM SIDDIQI
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– ODESSA PALOMA PARKER

T H E G LO B E A N D M A I L S T Y L E A D V I S O R

For more
information, visit
thebrando.com
or thalasso.
intercontinental.com.

EXHIBITIONS

French
lesson

Paris’s reputation as the
epicentre of the
fashion world
is often credited to France’s
longest-reigning
monarch, King Louis XIV, whose lavish taste revolutionized power dressing. Much of what’s helped
boost the city’s sartorial notoriety since then is
being surveyed through a new exhibition, Paris,
Capital of Fashion, at New York’s the Museum at
the Fashion Institute of Technology.
Curated by its longtime director, Valerie
Steele, the immersive retrospective traces
more than 300 years of the City of
Light’s style trajectory, from the orParis, Capital of
nate walls of the Palace of Versailles
Fashion continues
to the salons of contemporary haute
until Jan. 4, 2020.
couture houses. Grouped into two
For more information,
galleries, an introductory space
visit fitnyc.edu.
explores the cultural clout of Paris by
placing it in dialogue with the other big
four fashion capitals, a timely comparison
considering how many prominent New York designers have recently decamped to France
to show their collections. Entering the second space, the growth of the city’s fashion system and the many trades that continue to support it are examined.
The show encourages visitors to reflect on what truly makes a city a fashion capital.
“This is the place where, for a long time, there’s been all these geniuses,” says Steele,
quickly listing off legendary Parisian designers, such as Charles Frederick Worth, Coco
Chanel and Christian Dior. “And when you think about it, it’s not all fashion: It’s high-end
women’s wear where Paris has really been the king for centuries.” Steele notes that Paris’s
biggest asset is that it’s a meeting place for a global industry. “Think of all the people who
are invested in Paris being the capital – they’re not all French.” – NATASHA BRUNO

PHOTOS BY ARKAN ZAKHAROV (LAUREN CHAN), ADAM BRUZZONE (THE BRANDO), EILEEN COSTA/THE MUSEUM AT FIT (PARIS, CAPITAL OF FASHION). MAKEUP BY MIKA SHIMODA (LAUREN CHAN).

To develop Henning’s offerings of slick
blazers and tony trench coats, Chan reached
out to her future customers, generating
discussions through social media. “It’s
rewarding to dive into a subject in as much
detail as we have,” she says. The approach
not only fostered a community that most
other fashion labels would envy, but also
allowed Chan to have a better understanding of their wants and needs. She recalls an
occasion when she solicited dress size and
bicep measurements to problem-solve an
armhole issue in a design, and that within
a few hours, 20 responses had cropped up
on Henning’s channels. Despite their busy
schedules, Henning fans took the time to
answer to a brand that hadn’t even started
selling clothing yet. “I don’t know a brand
I’d do that for,” Chan says.
This customer collaboration has been
particularly helpful for Chan, who has
never enrolled in a fashion design program.
She did, however, work on a collection
with retailer Lane Bryant while in her
position as fashion editor at Glamour
magazine. That, and her time as a model,
has made her aware of just how challenging making clothing is, and deepened her
resolve to get Henning’s wares right from
day one. Chan views her non-designer
designation as a benefit as she builds her
business. “It’s an advantage of mine.
Coming at this from the side of somebody
who’s a consumer and now a business
person will allow me to pivot when I need
to and [make] things work, rather than be
married to creating a collection that feels
artful and tells a story.”
So, what exactly is Chan thinking of
while developing the Henning collection?
“The design is informed by what I was
missing as a consumer,” she says, noting
that men’s wear-inspired pieces are high on
the list (Chan wore a thrifted Armani men’s
sports jacket when she appeared on The
Globe and Mail’s Best Dressed List in 2018).
Henning’s pieces are made in New York,
which Chan admits comes with a
higher price tag. “It’s a quality
I want to be on par with,” she
For more
says. “To tell our customer
information, visit
that she’s worth it.”

