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COVET

All Hail Wes
Yes, yes, we’ve written about 
iPhone covers for this section 
before but these Wes Anderson-
inspired ones are something 
else. Drawing inspiration from 
the director’s characteristic 
playfulness and use of lush 
palettes, they are a delightful 
trifle of quirky cool – and a 
perfect little homage to his 
work. RMB48 
> www.nuandao.com

Flower Power
Keeping things green in Beijing 
isn’t always so easy. Luckily, 
modern technology is on the 
case. Parrot Flower Power is a 
sensor that is ‘planted’ close to 
your flowers or shrubs (indoor 
or outdoor) to measure the 
conditions crucial for their 
growth and good health: soil 
moisture, levels of fertilizer, 
ambient temperature and light 
intensity. It might not save 
your greens from the next 
airpocalypse but at least you 
can say you tried. RMB448 
> store.apple.com

SPOTLIGHT

Michelle Chan, Senior Sales 
Consultant at Wu Yong
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How long have you been working in 
fashion and how did you start? 
I’ve been in the industry for 40 years but 
entered this world by what I like to think of 
as faith. I’ve always been drawn to clothes 
and objects. I have a feeling for crafts. 

I was born and grew up in Cambodia. I 
remember going shopping with my mother 
as a little girl – everything was handmade 
and tailored there – then coming back home 
and playing with her purchases to transform 
them in new and interesting ways. And the 
magazines she had… I loved looking at them. 
Growing up, I used to save all my pocket 
money to buy fashion magazines. That’s how 
it all started I suppose. 

I moved to France as a young woman and 
started working for Maud Frison [an iconic 
fashion designer specializing in women’s 
shoes] in Paris as a shop assistant. In the 

span of a few years, I was promoted and 
moved to Milan to oversee her boutique 
there. That was the 80s – such an exciting 
time for fashion.

My career took a backseat after I got 
married. I followed my husband to Asia 
– Hong Kong first, then Guangdong and 
Shanghai. Then, three years ago, I met Ma 
Ke [founder of art/fashion house Wu Yong] 
and fell in love with her philosophy. She 
asked me to come on board to help with her 
concept. I agreed and moved to Beijing six 
months ago. 

What’s the philosophy?  
Reinterpreting and reviving Chinese culture, 
basically – from calligraphy to tea-taking and 
crafts. We only use natural materials and 
local artisans, striving to keep traditions and 
Chinese craftsmanship alive. We don’t do 
collections but follow the change of seasons. 

And we only offer made-to-order services, 
to avoid any waste. It’s a very organic way 
of approaching clothes, and life in general.

Who is your typical customer?
A grown-up, more mature buyer than your 
average style-savvy fashion type. Most 
of our clients have been following Ma Ke 
for the last ten years. It’s a bespoke, well-
learned clientele. 

China fashion scene. Thoughts?
I like it. Especially in Beijing. There are so 
many young creatives here mixing fashion 
and trends with their own Chinese-ness 
and personal heritage. They do beautifully 
simple clothes that shine in the details. 
They reflect my aesthetic. 

Is there any aspect of the industry 
today you find difficult to deal with?  
The lack of identity. Everything looks the 
same. It’s boring. There’s no uniqueness 
– and that’s the case for big brands too. 
Luckily, young people are starting to 
change that. 

Your top places in Beijing.
Temple Hotel, Guozijian and Wudaoying 
Hutong. I find our old alleys to be rather 
inspiring. 

Fashion is…
Attitude.
> www.wuyong.org

A recent project by Tianjin-
born photographer Quentin 
Shih entitled 9 Dollars Fashion 
for Photography was shot in 
a small coal-producing city in 
Shanxi province. The series 
features fake luxury goods 
purchased at local markets for 
no more than USD9 per item 
– a humorous look at China’s 
counterfeit industry. Shih 
recruited students as models 
and styled them with cheap 
copycats of luxury brands, in 
an attempt to “explore typical 
small city lives” in poor, third-
tier urban centers in China. 

UNDER THE LENS

9 Dollars Fashion for Photography

Fashion director of Modern Media Group, 
Tim Lim, on the challenge luxury brands face 
when casting celebrity ambassadors in China. 
Fashion houses appear to feel that domestic 
stars who rise to fame through soap operas 
and reality shows lack the sophistication 
and individuality necessary to make them 
inspirational to moneyed consumers. As a 
result, luxury labels keep battling over the 
same tiny cohort of top Chinese celebs. So 
next time you see another Louis Vuitton ad 
featuring Fan Bingbing, you’ll know why – 
those poor folk don’t have much choice.

MADE IN  CHINA

Wearable Wood
Fashion collaborations are all too common 
these days. Celebrities will now join forces 
with all manner of brands, to the extent 
that designers and high street have become 
practically the same thing. The timing and 
life cycle of collaborations – from rumor 
and announcement, to the 9am scrum and 
inevitable Taobao or eBay flipping – are as 
much a part of the fashion calendar as the 
twice-yearly catwalk schedule.

Some are admittedly rather forgettable. 
Others, however, make for some serious 
investment pieces. Vega Zaishi Wang x 
Christian Melz’s wooden clutches definitely 
fall into the latter category.

A joint effort between one of China’s 
leading fashion designers and a Beijing-
based German furniture designer (Wang 
and Melz respectively), the collection, called 
Elan, was first revealed during Beijing 
Design Week last October. It encompasses 
five clutches crafted from different types 
of wood in various geometrical shapes – a 
unique blend of Wang’s edgy, avant-garde 
aesthetic and Melz’s refined craftsmanship. 

Light and surprisingly practical, these 
are not merely design pieces to look at but 
high fashion accessories to use and show off. 
Price TBA. 
> melzdesign.com  

OVERHEARD

“ IN CHINA,  THE 
COOPERATION 
BETWEEN STARS AND 
LUXURY BRANDS IS  
NOT REALLY A SEARCH 
FOR THE PERFECT 
COMBINATION,  BUT 
A SEARCH FOR 
A REASONABLE 
SOLUTION”
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