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COVET

&%*!^
No, the title is not a typo. It’s 
simply what came to mind when 
we were first introduced to 
Adidas Original’s latest S/S ‘15 
ZX Flux collection (see? Don’t 
say it doesn’t sound weird). 
Perhaps we’re getting old, but 
the name of this undeniably 
cool shoe range – a redesign of 
the ZX 8000 model released by 
Adidas in 1989 – feels a tad too 
‘hip’ to us. The design, however, 
hits just the right spot: futuristic 
silhouettes, dazzling graphics, 
pixel art, mosaic and floral 
patterns – exactly what any 
sneaker should be like. For that, 
we’ll forgive them for the funny 
name. Starting at RMB749. 
> www.adidas.cn

Mickey in the ‘Jing
Pastel colors and subdued tones 
are undoubtedly safe options for 
formal closet staples or ‘serious’ 
house décor. But after a while it 
can all get a bit ‘yawn,’ if you ask 
us. Life is for bold decisions and, 
why not, a fluorescent cushion 
boasting Beijing’s skyline and 
Mickey Mouse within the same 
design. A collaboration between 
local label Yaang Design and 
Disney, this home piece is as 
pop as it gets, making for a loud, 
funky homage to our city and 
inner child. RMB398.
> Available at Brand New China, www.

brandnewchina.cn

SPOTL IGHT

Masha Ma, 
Fashion Designer
— How would you describe 
the Masha Ma aesthetic?  
A blend of architectural shapes 
and simple cuts. My designs are 
for rational, modern women. 
Our brand motto is: Masha Ma’s 
ladies don’t shout, but they’d 
never choose to stay silent.
— What brought you to 
Beijing? 
Most designers are inspired by 
visual items, but I prefer to draw 
concepts and ideas from books. 

The oldest model by some margin at last 
month’s Beijing Fashion Week was 79-year-
old Wang Deshun. The actor drew wild 
applause (and mad fashion props) when 
strutting the catwalk for avant-garde 
designer Sheguang Hu. 

This is the attempt of Hong and James Chang, 

founders of Shanghai-based womenswear 

label La Chambre Miniature, trying to define 

Chinese fashion. The domestic industry 

was firmly in the spotlight last month, with 

both Beijing and Shanghai Fashion Weeks 

capturing the attention of the international 

media. As the taste of China’s rising middle 

class evolves and an increasing number of 

local designers earn the respect of the sector's 

upper echelons, many have been attempting 

to outline what ‘Made in China’ means. The 

answer, as you might guess, is still very much 

open to debate.

UNDER THE LENS

Wang Deshun

MADE IN  CHINA

Browsing the plaid jackets, work aprons and 
denim-hued shirts of Taciturnli, you’d think 
you’re looking at a classic American label. 
Wrong. The brand’s core aesthetic, which is 
admittedly inspired by the casual country 
style of Stateside fashion, is in fact Beijing-
born and bred.  

Created by Yunze Li, a former law major 
with an addiction to vintage sneakers and 
garments, the venture has been around – 
and under the radar – since 2009. It has 
come to earn well-deserved respect from 
sartorially aware guys on China’s fashion 
circuit, both for its clean designs and high-
quality fabrics, sourced either in Japan or 
Europe. 

The entire range (which resembles off-
duty workwear one could don in 20 years’ 

time and still look stylishin) is a thing to 
behold. From the timeless pocket tee to the 
striped sweater and printed bandanas that 
embody lightweight summer clothes, each 
piece feels fresh and desirable, tapping into 
the same magic that Phoebe Philo weaves at 
Celine – but for men. 

A counterpoint to anything too ‘fashion,’ 
Taciturnli takes a no-nonsense approach to 
style – a bit like a sensible friend who wants 
you to look good, not stupid. 

Unsurprisingly, the brand is stocked at 
some of Beijing’s best boutiques – UCCA 
Store, Blakk, BNC, Fei Space – but its Taobao 
shop is where you’ll find the most extensive 
selection.

At a time when indie menswear is still 
lagging behind in China, this is one brand 

boys out there 
should definitely check out. Cult status 
is pretty much assured.  
> taciturnli.com, taciturnli.taobao.com

OVERHEARD

“ IS  I T A STYLE  REPRESENT ING THE  WEALTH  OF THE  NOUVEAU 
R ICHE  OR  EMERG ING M IDDLE  CLASS?  OR  MAYBE  A STYLE  
THAT REPRESENTS  TRAD I T IONAL CH INESE  CULTURE  AND I TS  
PH ILOSOPHY…  MAYBE  THE  ANSWER IS  SOMEWHERE IN  BETWEEN .”

“WE  D IDN ’ T EVEN  HAVE  VOGUE UNT IL 
10  YEARS AGO .  I T TAKES T IME ”

American look, 
Beijing style

at an incredibly fast speed, but 
there’s a lot more exploring to 
do. 
— Your spring/summer 
2015 collection in a nutshell.
I like to think of my latest line 
as a fusion of Oriental beauty 
and Western modernity. Chic, 
contemporary and rooted in 
Chinese aesthetics. The main 
inspiration for it was the Suzhou 
Museum designed by I.M. Pei.
— You have spent 13 
years studying and working 
in London. What have you 
learned from that experience? 
Self-mockery. I’ve learned to see 
things from different angles, and 
that has given me the courage to 
face criticisms in a lighter way.  
— Is there a figure in the 
industry you particularly 
admire? 
The late Louise Wilson 
[professor of fashion design 
at Central Saint Martins in 
London]. She had a huge 
influence on my journey as a 
designer. I learned a lot from 
her. 
— What is fashion to you? 
I think fashion isn’t about where 
you pick up an idea, but about 
where you bring it. Looking 
forward, I’d like to take my 
own fashion towards a more 
personal style – a release of my 
inner self.
> www.masha-ma.com

Texts allow you to create your 
own world, your own imagery. 
They are filled with – and by 
– imagination, which changes 
from person to person. They 
are far more inspiring than any 
pictorial stuff. 
— China fashion scene. 
Thoughts?
A lot of the industry’s standard 
systems and methods aren’t 
fully developed yet, but I’m glad 
to see it’s booming. The sector 
has been growing for less than 
20 years. We didn’t even have 
Vogue until 10 years ago. It 
takes time. The scene is growing 

Edi ted by Mar ianna Cer in i  /   b jedi tor@urbanatomy.com
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Sunny Season
Trends for The 

If you’re into fashion, you probably think sky-high heels 
and PVC garments are great. And yes, sure, they are. But try 
wearing them on your bike ride to work or on a night out at 
Great Leap, and you’ll soon realize they are not exactly apt 
for that ‘real’ (read: hipster) Beijing life we’re all after.  

Here, we’ve sussed out some key spring fashion trends you 
can actually wear in your everyday lives. Because girly see-
through skirts and boys’ crop tops are ‘cool’ (well, sort of) 
but we’ll take garbs that can carry us from desk to drinks any 
day. SPRING’S 

CHEAT SHEET
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Topshop
rib crop top, RMB75

> www.topshop.com
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Zara
narrow toursers, RMB359

> www.zara.cn

Stradivarius
fringe jacket, RMB399

> www.stradivarius.com

Lee
boyfriend jeans, RMB1,090

> www.lee.com.cn

H&M
slim fit jacket, RMB499

> www.hm.com

COS
raw-edge cotton t-shirt, RMB350

> www.cosstores.com

ZaraMan
shark tee, RMB199

> www.zara.cn

Jeremy Scott
superstar sneaker, RMB1,899

> shop.adidas.cn

COS
shirt, RMB590

> www.cosstores.com

H&M
bell-shaped cuba skirt, RMB399

> www.hm.com

ZaraMan
sweater, RMB199
> www.zara.cn

Reigning
Camp stretch nylon shorts, 

RMB1,050
> shop.projectaegis.com
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"Nike Air Jordans are different 
from other commodities. Instead 
of dropping in value as time goes 
by, their value increases. I view it 
as a kind of investment”

W O R D S  B Y  K A R O L I N E  K A N ,  I M A G E S  B Y  H O L LY  L I

L I F E  &  S T Y L E  |  F E A T U R E



W W W . T H AT S M A G S . C O M  |  M AY  2 0 1 5  |  2 7

WHen IT CoMes To suITaBLe aTTIre for a WeddIng pHoTo, 
few people would opt for an enormous pair of bright-white box-fresh 
basketball sneakers. 

“The official photographer was a little surprised,” says 28-year-old 
Yin Tao, who last year posed for an entire album’s worth of wedding 
photos while wearing three different pairs of limited edition Air 
Jordans (paired with a more traditional tuxedo).

His family were similarly bemused. “They think I’m crazy,” says Yin, 
who admits to owning 68 pairs of basketball sneakers, including 40 
pairs have never been worn, and 17 pairs worn only once. 

“I don’t think I am crazy. You know, many people who collect 
basketball sneakers buy two pairs of each type, one for wearing, and 
another pair just for display purposes,” he explains.

Yin, who proudly exhibits his collection in a specially-built cabinet 
in the apartment he shares with his wife, is among a growing number 
of basketball sneaker enthusiasts in Beijing, where a sought after 
pair of Nike Air Yeeky can change hands for upwards of RMB40,000. 

“it’s becoming a big deal, competition is fierce in Beijing,” says Yin. 
“I remember when Nike Galaxy Foamposite was released, I waited 
in line from 2am in hope of getting a pair.” Of the 1,000 people who 
queued for the shoe, only 40 were successful. Yin, alongside 960 
others, left empty handed.   

To outsiders, Yin’s fixation may verge on the extreme, but he 
assures us that there is method behind his madness: “I can’t wear 
some sneakers in crowded places, like the subway, in case somebody 
stomps on them,” he explains. “So, that’s why I have an extra six pairs 
of sneakers to wear in everyday crowded situations, and one extra 
pair for rainy days.”

Yet despite his best efforts, Yin is considered a low-level collector 
within Beijing’s sneaker scene. “There’s guys out there with hundreds 
of pairs,” says Yin. “I don’t usually attend the gatherings or events 
either,” he continues. “But I do know who Chen Siyuan is… He’s very 
famous, all the collectors know Chen.” 

Owner of the specialist sneaker shop Brooklyn on Gulou Dongdajie, 
former repairman Chen Siyuan is considered something of a legend 
among shoe collectors. One of the very first Beijingers to popularize 
the trend, his store – home to an extensive range of limited edition 
imports – is at the heart of the city’s sneaker scene.  

“A few years ago, I started noticing that ordinary people were 
wearing Jordans in the street – right here in Beijing,” says Chen of his 
decision to enter the sneaker trade. “So I thought to myself: ‘Right, 
now is the moment to turn my hobby into a business.’” 

Chen’s decision quickly paid off. On average, he sells between 400 
and 600 pairs of import sneakers every month. “Growing up in the 

80s and 90s, a pair of American high-top basketball sneakers were 
a similar price to one square meter of an average Beijing apartment. 
People back then wouldn’t have dared to spend their hard-earned 
money on something they considered to be useless, such as 
sneakers.” 

But things change. The cost of real estate is no longer pegged to the 
price of Air Jordans – and while most young kids will never be able to 
afford an apartment in Beijing, a growing number have the required 
level of disposable income to afford a pair of import high-tops. 

“I have some crazy clients, like this sixteen-year-old boy who, each 
month, gives me 20,000 kuai to keep him a pair of anything new that 
might come in. He’s a fu’erdai [second generation rich] for sure. But 
cases like him are rare. Most buyers are just regular guys, with an 
expensive habit.”

What sustains interest among buyers is, according to Chen, the 
lasting value of the product. “Nike Air Jordans are different from 
other commodities. Instead of dropping in value as time goes by, their 
value increases. I view it as a kind of investment. A pair of sneakers 
I bought in 2013 for little more than 1,000 yuan are now worth over 
3,000. There’s no other type of low-level investment that yields so 
much interest.” 

The majority of shoes stocked at Chen’s store are limited edition. 
Their exclusive, hard-to-find nature only adds to their value – and the 
obsessive culture that surrounds them. “It’s common for shoes sold 
in little stores like mine to be as much as ten times more expensive 
than in branded stores. Stores like mine are known as ‘speculation 
stores’ in Hong Kong and Japan,” says Chen.

“The culture is becoming more accepted here on the Chinese 
Mainland too, at least by some people. The older generation still 
consider it weird – the idea of buying a pair of shoes to display on a 
shelf.”

Chen tells us that his biggest frustration comes from the knowledge 
that everything he sells will continue to increase in value long after it 
has left his store. “I’m sitting on a gold mine!” he says. “But that is the 
business. I’ve got to get cash money to keep the business running.” 

In order to stay ahead of the market, Chen works with a “scout” 
in Japan who alerts him every time a new model of Air Jordans is 
released. “My main clients are men aged 25-30, who are buying back 
their old memories,” says Chen. For Chinese people of this generation, 
Air Jordan remains an aspirational cultural touchstone.

“It’s a wish fulfillment,” says Chen. “Growing up, every kid wanted 
a pair of Jordan sneakers, but most parents couldn’t afford them. So 
now, as financially independent adults, they’re paying serious money 
to realize their dreams.” ሁ
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A | Chen Siyuan [left], talks 
with a member of staff at his  
sneaker store in Gulou
B | Collector Yin Tao poses 
with his newest and favorite 
pair of Air Jordan 

"Growing up, every kid wanted a pair of Jordan sneakers, 
but most parents couldn’t afford them. So now, as 
financially independent adults, they’re paying serious 
money to realize their dreams”
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POP-UP BEIJ ING

Smack in the middle of Sanlitun, there’s 
plenty packed in at newly opened Pop-
Up Beijing, from antiques to custom-made 
furniture, imported vintage wares and 
handcrafted ceramics. True, this place is an 
ideal gift destination. But as you're buying 
your mate some gorgeous mini caliches 
from Jingdezhen or an artful reproduction 
of a Chinese monk statuette, you just might 
find yourself stocking up on that trendy tea 
set you suddenly need. A project by local 
designers Glenn Schuitman and Vito Zhang – 
who personally curate the eclectic collection 
on display and run interior architecture 
studio Pop-Up Creative within the same 
premises – Pop-Up Beijing is conceived as a 
“fluid and ever-changing space” where you 
can sip on wine or coffee as you browse, or 
head to for pop-up events. ‘Cool’ furniture 
shops aren’t anything new these days, but 
Pop-Up Beijing’s happy combination of 
excellent sourcing, helpful staff and a layout 
that's constantly being reinvented helps 
make this stand out.
> Office 22 4 Gonti Beilu Chaoyang  朝阳区工体北路 4

号院 22号楼北侧首层 (www.popupbeijing.com)

words by Mar ianna Cer in i                                              

SCENE                       
& HEARD

 ഓഒTOMS

Inspired by children he befriended while 
traveling through some of the world’s 
poorest areas, American entrepreneur 
Blake Mycoskie founded TOMS in 2006. 
For every pair of shoes sold, his company 
matches it by providing a child in need with 
a pair of their own. The venture has since 
trademarked the tagline “one for one,” and 
continues to integrate old-fashioned, for-
profit entrepreneurship with new-wave 
philanthropy. Supporters of such virtuous 
approaches to fashion can now find genuine 
TOMS (as opposed to the numerous fake 
TOMS found in places such as Yashow) 
at the company's new flagship in Beijing 
Oriental Plaza. Catering different styles and 
tastes, shoes range from RMB490-1,660 for 
him and RMB490- 1,330 for her, while kids 
footwear is RMB390-790. That makes for 
some seriously affordable and highly ethical 
purchases. 
> 1 Dong Chang’an Dajie, Chaoyang  

朝阳区东长安大街 1号

SHANG X IA

Heir to China’s finest craft tradition, 
Shang Xia’s spring/summer 2015 clothing 
collection is influenced by the beauty of 
ancient Chinese culture and the magic of 
nature. Drawing inspiration from the ancient 
frescoes of Dunhuang in Gansu, as well as 
traditional landscape ink paintings, the color 
palette spans light green, tea gray, lake blue 
and silky reds. Garments are made from 
natural materials like wool, cashmere, silk 
and cotton, while design details show high 
collars and traditional button-up shirts for 
him, with narrow, long silhouettes and tight-
fitting slits (reminiscent of women’s outfits 
from the Ming Dynasty) for her. Soft to the 
touch, weightless and oh-so effortless, each 
piece is either named after ancient clothing 
or old philosophies – adding a touch of 
cultural heritage to reflect the label’s core 
concept: the revival of traditional Chinese 
garment artistry.
> Unit SB-107B, 1/F, Bldg 1, China World Mall Phase 1, 

China World Trade Center, 1 Jianguomenwai Dajie, 

Chaoyang 朝阳区建国门外大街 1号国贸商城 1期地下 1

层 SB-107B号 (6505 7358)
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PORTRAIT OF                
CHINA
words by Mar ianna Cer in i                             
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Zhang Yang |  20 ,  Shandong

I don’t have much 
spare time, but 
when I do, I like 
to listen to heavy 
metal a lot. and 
buy clothes. 

I am a hairdresser. 
My dream is to 

become a celebrity 
stylist – you 

know, do make-
up, advise people 
on what to wear. I 
really like Korean 
stars – maybe one 

day they’ll be my 
clients.

I’m from shandong, 
but love living in 

Beijing. There’s no 
place like it. This city 
is everyone’s dream. 


