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COVET

Flash Art
If the thought of using 
flashcards to learn your hanzi 
makes you shrivel and almost 
puke, well, we hear ya. We’ve 
been there too. But fret no more 
– Chineasy is here. Featuring 
over 100 pictorial postcards 
with simplified, sleek graphics 
and images, this compact 
booklet makes memorizing 
characters something you’ll 
actually want to do – each card 
is fun, whimsical and pretty 
darn cute. RMB180 (and they’ve 
got a phone app, too). 
> Available at the Bookworm, Courtyard 

4, Gongti Beilu Chaoyang 朝阳区工体北

路 4号院 (6586 9507, beijingbookworm.

com)

Bright and Green
Light bulbs aren’t the most 
exciting things to covet, but 
this one by Chinese green tech 
company Nanoleaf is seriously 
dope. Marketed as ‘the world’s 
most efficient light bulb,’ it 
only uses 10 watts of energy 
to produce 1,200 lumens at its 
brightest, equivalent to a 75-
watt incandescent light bulb. 
For now, the Nanoleaf Bloom 
(that’s its name) is exclusively 
available online at Baidu Future 
Shop, and comes with a desk 
lamp whose touch sensor acts 
as the light switch. Go green or 
go home. RMB198.
> store.baidu.com

SPOTLIGHT

Wu Yingnan, Founder 
of R Factory
— Tell us a little bit about 
your background.   
I graduated from Beijing 
Institute of Fashion Technology 
(BIFT) in 2002, though in a 
more commercial-minded major 
– nothing to do with design in 
fact – and then randomly began 
working as a tour guide for a big 
travel agency.  I’ve always liked 
speaking English and wanted to 
get really good at it. 
     I did that for two years, got 
bored and decided to try to 
follow my real passion: fashion. 
I used to read magazines like 
Elle and Cosmopolitan almost 
fanatically, so I thought ‘why 
don’t I try get into media?’ And 
I did that. I sent countless job 
applications, spoke to people, 
networked and finally got a 
marketing role at TransMedia 
Group. I had no experience 
at all, which made it pretty 
interesting. I was there for nine 
years, till a trip to the US made 
me fall in love with second-

It’s a gym. It’s an art gallery. It’s… 
both? To celebrate the 2015 
World Athletic Championships 
in Beijing, sport giant Nike has 
partnered up with a Beijing 
art gallery and installed a jaw-
dropping workout space within 
its premises. Spearheaded by 
Shanghai-based design studio 
Coordination Asia, the project – 
called (somewhat unoriginally) 
The Nike Studio – transforms 
a 1,200-sqm venue into an 
immersive, multi-functional 
lounge experience. Infinity 
motifs are relayed through 

interactive installations and 
LED-lit display cases, while 
free-floating installations 
combine motivational phrases 
with the brand’s new Holiday 
2015 collection. Workout zones 
are outfitted in black with 
contrasting beams, while low-
slung benches are surrounded 
by gleaming pillars. So far, Nike 
hasn't disclosed the name of the 
gallery involved, so you'll have 
to put your running shoes on 
and just track it down yourself. 

A Chinese netizen commenting on 
the rising popularity of the quirky 
‘beansprout hairpin’ – a sort of 
floral antenna accessory that has, 
literally, been sprouting on the 
heads of Chinese youths recently. 
Sightings of people walking 
around with flickering grass, 
flowers, cherries, mushrooms and 
butterflies in their hair have been 
made across Beijing. 

UNDER THE LENS

The Nike Studio

MADE IN  CHINA

We are suckers for cool packaging. Give 
us bold graphics, sleek fonts, neat layout 
and clean lines and we’ll buy whatever 
you’re trying to sell us in a heartbeat. No 
joke. If that happens to be chocolate, well…
we’d instantly rank you among some of 
our best friends. That’s how we felt with 
Veins Design Collaborative (VDC). Started 
in 2014 by Emma Zhou and Sean Liang, 
VDC is a Beijing-based creative venture 
making functional and aesthetic works that 
blend art, graphics, product design and, 
for their latest project, food. Called Wave 
Chocolate Edition, the ultra-rad samples of 
contemporary design displayed here rethink 
everyday chocolate bars in an unimaginably 
hip way. Drawing inspiration from nature 

and the four seasons, each chocolate wrap 
and the bar it encloses (made from scratch 
by Liang and Zhou) shows a flowing, wavy 
design, rendered with simple splashes of 
color and brushstroke-like lines. The effect 
is starkly attractive, making for a really 
fresh approach to an already gratifying 
product. A win-win on all fronts. VCD has 
done four different Wave editions, all using 
72-percent dark chocolate: Spring (matcha), 
Summer (raspberry), Autumn (orange) and 
Classic (milk). RMB180-220. 
> veinsdesign.tumblr.com  

OVERHEARD

American Look, 
Beijing style

details to detachable parts and 
removable straps. I like the 
idea of interacting with your 
accessories. You own them, not 
the other way round. 
— How would you describe 
your aesthetic?
My personal aesthetic is slightly 
different from my brand. 
R Factory is sophisticated, 
delicate and fun. It’s innovative 
with a vintage twist. I am more 
sober, in a way. I wear black a 
lot. My clothes have an almost 
masculine feel. I’m going to 
branch into womenswear 
soon and the sketches I have 
so far are very reflective of 
my personal style. Simple. 
Monochromatic. Comfortable.
— Name one item you 
couldn’t live without.
My phone. I know it sounds 
terrible but I do so much 
business on it, as well as 
keeping in touch with people 
and writing reminders, taking 
notes and pics of my daughter. I 
can’t imagine not having it!  
> rfactory.taobao.com

hand and vintage clothing. I 
got back to Beijing and started 
doing flea markets here, at the 
now deceased 2 Kolegas. After 
a while, the idea to launch 
my own retro-flavored brand 
sprouted in my head. R Factory 
was born out of that at the end 
of 2010.
— Why the name R Factory?  
I was drawn to the complex 
imagery that the word ‘factory’ 
inspires. We think of factories 
as busy places where things 
get mass-produced. But 
factories are also spaces that 
make beautiful things. The 
juxtaposition fascinated me. 
As for the ‘R’… I’ve always been 
attracted to words like ‘rich,’ 
‘retro,’ ‘revolution,’ ‘rebel.’ It was 
an easy decision.  
— You mostly design bags. 
How do you come up with 
different designs?
The main thing for me is to 
create totes people can have 
fun with. Versatility is a must. 
Almost all R Factory bags are 
adaptable, from reversible 

“THE MAIN  TH ING FOR ME IS  TO 
CREATE TOTES PEOPLE CAN HAVE

VERSAT IL ITY IS  A MUST”

“ IN  ANC IENT T IMES ,  POOR 
FAM IL IES  WOULD ST ICK 
GRASS ON THE IR  K IDS ’ HEADS ,  
WH ICH  IND ICATED THAT THEY 
WERE GO ING TO  SELL THEM 
TO  SAVE  THE IR  FAM ILY FROM 
STARV ING .  EVERY T IME  I  SEE  
PEOPLE  WEAR ING A GRASS 
HA IRP IN ,  I  CAN ' T HELP BUT 
TH INK OF THAT ’  

Edi ted by Mar ianna Cer in i  /   b jedi tor@urbanatomy.com
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t’s hard to dress well for somewhere you 

don’t want to be – and most people don't 

want to be in an office, especially on a crisp 

autumnal day. Sure, you might not care what 

your colleagues think of your garb, but a sad-

looking outfit w
ill only make you feel worse 

about your day. 

The most common misstep is to act as if 

style doesn’t matter at all – pairing a black 

jumper with some tatty brown brogues, or 

an ill-f
itted pencil skirt with a frumpy blouse 

you’re still keeping in your closet because 

“it’s formal enough.” 

So this month, we’ve picked two key looks 

– for him and her – that’ll help take the edge 

off an otherwise dull day at work.
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H&M jumper, RMB299
> www.hm.com

H&M shirt, RMB299
> www.hm.com

Zara backpack, 
RMB699
> www.cosstores.com

Shades of Grey slim 
fit chino, RMB440
> shop.projectaegis.
com

COS tie, RMB350
> www.cosstores.com

COS cashmere coat, 
RMB1,900
> www.cosstores.com
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Zara shirt, RMB599
> www.zara.cn

H&M sweater, 
RMB399
> www.hm.com

COS necklace, 
RMB290
> www.cosstores.com

Topshop cape, 
RMB338
> www.topshop.com

Zara skirt, RMB399
> www.zara.cn

COS round-heel 
shoes, RMB1,500
> www.cosstores.com

Calvin Klein leather 
handheld bag, 
RMB3,011.41
> www.asos.com
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Founding Editor of Vogue China 
Angelica Cheung talks fashion, 

motivation – and why she’s not nearly as 
unapproachable as people think

by MARIANNA CERINI

If American Vogue editor Anna Wintour 
has a reputation for being intimidating – 
then Angelica Cheung should be wholly 
unapproachable. As the editor-in-chief of 
Vogue China (and the youngest person to 
take up that role in the history of Vogue 
worldwide), Cheung presides over a title 
whose readership is greater than the 
British, French, Italian and German Vogues 
combined.

Since launching the magazine in 2005, 
Cheung has built one of the title’s most 
dynamic and international editions 
practically from scratch. In an industry 
where shrinking advertising revenues 
seem to be affecting everyone, Cheung has 
managed to continually increase editorial 
volume, simply to keep up with advertisers' 
demands. 

Her magazine is so popular, in fact, 
that Cheung has been forced to add 
12 supplements a year to the monthly 
publications. On top of that, of course, there 
are her rising number of digital products – 
iPad editions, WeChat subscriptions, mobile 
apps and the like. 

“People have this image of me as 
‘daunting,’” she says, beckoning me to sit 
down, from behind her desk. “But once you 
get to know me, you realize I’m pretty nice.” 

It’s 8.45 on a Monday morning, and 
unsurprisingly, Cheung is the first one to 
arrive at Vogue’s Beijing office – a sleek, airy 
open space in the capital’s Central China 
Place. 

Framed by her renowned asymmetrical, 
sharp black bob – a style she’s had for 14 
years – there’s a refreshing frankness about 
her that, while not necessarily ‘nice,’ is 
certainly unaffected.   “I am not in it for the 
glamour,” she says. “Those who are don’t 
last very long. And I am not a ‘fashionista.’ 
I’m in it for the ride – the people you meet, 
the things you achieve, the reach you have. 
I look at the business with an objective 
perspective. That’s what has given me an 
edge compared to other editors.”

That edge has seen Cheung move 
beyond the rarified confines of the media 
and fashion worlds to become something 
of a spokesperson for modern Chinese 
women. As much of a tastemaker as a 
businesswoman, Cheung has set a new bar 
for fashion in China. If sophisticated Chinese 
women in first-tier cities now know their 
foreign brands, their Haider Ackermann 
from their Balmain, and aspire to a more 
individualistic code of dress, it is – at least in 
part – because of her. 

But Cheung has also helped put 
Chinese designers and models on the 
international stage. Without her support 
and ambassadorship, The Met's show, China: 
Through the Looking Glass, wouldn't have 
been possible. (The show is currently the 
museum’s most successful exhibition to 
date.) 

The hard work paid off. Cheung – who 
had been exposed to English since infancy 
and attended an English-language middle 
school – ended up enrolling at Beida, often 
described as China's top university. She 
remembers those years with fondness.

“My Beida classmates and I were the 
last generation of idealists in China,” she 
says. “And that still seeps through the way I 
approach my work today.”

She studied English literature and law 
and received an MBA from the University 
of South Australia. Her goal, she says, was 
to become a lawyer. “I was convinced I was 
going to pursue a legal career. Up until I 
launched Vogue, working in media was just 
a means to broaden my experience, my 
knowledge of the world.”

She entered the publishing industry after 
moving to Hong Kong in the early 1990s, 
following a stint in the corporate and sector. 

“The plan was for me to go to America, 
like everybody else did at the time, to further 
my law studies,” she says. “But I decided to 
take a ‘gap year’ in Hong Kong. I wanted to 
meet different people, expose myself to a 
wide range of realities. Working in business 
didn’t really enable me to do that, however. 
So I decided to have a go at journalism.”

The first publication to offer her a shot 
was the Eastern Express, an English-language 
newspaper, covering culture, arts, fashion 
and lifestyle.

Always striving to stand out from the 
crowd, she produced a profile series on 
young, successful Mainland Chinese in 
Hong Kong, which ultimately became her 
breakthrough feature. “I did it at a time 
when popular culture used to represent 
mainlanders as uncouth, gold diggers, 
peasants,” she recalls.

“It was a bold editorial decision. It 
got people thinking about China and the 
possibilities it held under a new light.” 

Cheung continued covering all aspects of 
life in the former British colony in the run-
up to the handover to the PRC in 1997. Her 
writing landed her a position as executive 
editor for the lifestyle features of daily 
newspaper Hong Kong iMail, which she 
helped launch. 

But getting back into law remained her 
focus.  “Throughout those years, I never 
really stopped studying.” Media job offers 
kept popping up, however, and in 2001 
Marie Claire Hong Kong hired her as Editor-
in-Chief. Two years later, she moved to 
Shanghai as editorial director of Elle China. 

“It was all supposed to be temporary,” she 
laughs.  “I kept giving myself one, or two 
years in each job.”

The call to edit the launch of Vogue China 
came in 2005. At first, Cheung almost 
sneered at the opportunity. “Condé Nast 
reached out at a time when I was seriously 
considering leaving the industry,” she 
says. ”I thought I’d had enough of fashion 

As she bluntly puts it: “The whole industry 
in China only started when I started the 
magazine. It took 50 years for Europe to 
build this. It took us less than a decade.” 

They key behind such unrelenting success 
is commitment, she says.  

“I’ve always been dedicated to anything 
I’ve set my mind to. Once I decide to do 
something, I stick with it 100 percent. I’ve 
done the same with Vogue.”

  

Born in Beijing in 1966, the daughter of a 
Chinese diplomat, Cheung grew up during 
the country’s Cultural Revolution. 

While that experience was painful for 
many older Chinese people, Cheung’s 
memories of the time are mostly light-
hearted. “It was a very normal childhood, 
just like any other,” she recounts. “We spent 
it learning from Lei Feng [the orphan-
turned-model-soldier who darned his fellow 

soldiers' socks late at night], sweeping the 
streets with brooms, stopping buses on the 
road to clean the windows, studying from 
Mao’s Little Red Book. It was hard on many, 
no doubt about that. But for us kids, it was 
kind of fun.”

That childhood ended as Cheung finished 
elementary school, during the beginning of 
China’s reform and opening up in 1978. She 
and her peers were the first to compete in 
the newly introduced examinations, giving 
her a firmer guarantee of a university place.

“My mother really began to push me to 
take my studies seriously then,” she says. 
“She was quite the tiger mum.” For one year, 
her mother banned watching television 
and reading novels, and every day after 
school, Cheung would have to spend hours 
memorizing historical dates, names and the 
locations of rivers and mountains. 
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“I am not in it 
for the glamour. 

I’m in it for the ride”
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magazines. They said ‘But it’s Vogue.’ And 
I replied, ‘Yeah but it’s still another glossy.’ 
And then it was something they said: ‘You 
are going to regret it if you don’t.’ It got me 
thinking. I started delving further into the 
publication, and realized I’d have the world’s 
top resources to bring to China. So I took the 
job – again, with the plan to leave after the 
launch.”

Up until then, international titles still 
saw China as a crass backwater with no 
real potential for a well-read audience. 
Many magazines would simply syndicate 
and translate materials from their foreign 
counterparts. 

“But Condé Nast wanted to do something 
different. They were looking for original 
content. It dawned on me that I could create 
something entirely new." 

And she did. 

  

In September 2005, only six months 
after taking the job, Cheung released Vogue 
China’s first issue, with an initial run of 
300,000 copies. The model on the cover was 
Du Juan, hugely famous in her own right, 
who went on to become the first Chinese 
supermodel. It sold out almost instantly, 
leading to a second print. Circulation 
climbed quickly, and ad sales took off. 

Despite its resounding success, Cheung 
still faced difficulties getting the magazine 
off the ground. “Nobody knew me 
internationally,” she says. “Nobody had set 
foot here before. The general idea was ‘It’s 
China. They have money but no taste.’ I 
had to project a high level of confidence in 
what we were doing to earn the respect of 
the industry and change that attitude. The 
challenge made it interesting.”

At the time, China’s domestic fashion 
industry was still finding its feet. The 
country did not have homegrown 
international-level photographers, stylists 
or models, and people understood little 
about how they worked. Aiming to make a 
Vogue that matched international standards, 
Cheung brought foreign talent on board 
– French fashion photographer Patrick 
Demarchelier, and Carine Roitfeld, former 
editor of French Vogue as stylist. However, 
as helpful as their insight was, the fashion 
luminaries understood little about China. 

“There was a very orientalist vision of the 
country,” says Cheung. “Or too European, 
if you like. All these people knew were 
Wong Kar-wai movies, Maggie Cheung and 
Zhang Ziyi. Naturally, they wanted to show 
an image of beauty rooted in the past, and 
shoot the models wearing ‘exotic’ costumes 
in some ‘ancient’ location. I had to act quite 
diplomatically to make them see these were 
stereotypes. It wasn’t easy.” 

“Another problem was that no one wanted 
to shoot Chinese models,” adds Cheung. 

L I F E  &  S T Y L E  |  F E A T U R E
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“This was of course 10 years ago. Many 
photographers didn’t know these girls, so 
they genuinely didn’t have a feel for them. 
Creatively, they didn’t know how to tell their 
story, emphasize their beauty or establish a 
relationship.

“I remember asking Anna [Wintour] to 
help me organize a breakfast meeting with 
all the model agencies and casting directors 
in New York, urging them to employ Chinese 
models at fashion week, so that the industry 
could get used to them. It was a first, like so 
many other things we’ve done.”

A decade later, and most of these models 
– Ming Xi, Liu Wei, Feifei Sun –  have become 
common fixtures of the fashion circuit, so 
much so that they often no longer have time 
to shoot for Cheung. 

  

By shunning cliche and transplanted 
Western ideals, Cheung has shown fashion’s 
upper echelons the real needs of Chinese 
readers. For the first few years, Cheung 
treated Vogue China almost as a textbook, 
deconstructing trends and explaining fads, 
cultural icons and style movements from the 
very beginning for her readership, many of 
whom were raised solely with imagery of 
Mao suits. 

Her advice is now sought by CEOs and 
international designers working to establish 
businesses in China. But in recent years, 
Cheung toned down the magazine’s focus 
on clothes – and concentrated instead on 
women whose work and character readers 
can empathize with and learn from.

Cheung credits the changes in editorial 
direction to the birth of her daughter eight 
years ago. “After Hayley was born, I started 
thinking about the kind of woman I hoped 
she would become: stylish, but not a slave 
to fashion; socially aware, happy, brave and 
loving.” 

The magazine currently runs at 300 

editorial pages each month, about three 
times as many as American Vogue’s. “I like to 
feel we are more than a fashion magazine,” 
she explains. “I am talking to working 
women, not just fashion-obsessed girls. It’s 
difficult to keep going for 10 years if you 
only try to sell bags and shoes. You have to 
give a meaning to what you do.”

To make it onto the magazine’s cover – 
which has been graced by Kendall Jenner, 
Karlie Kloss, Liu Wei and, in the latest 
(September 2015) issue, 10 A-list Chinese 
actresses shot by Mario Testino – Cheung 
requires her subjects to fit the idea of a 
‘Vogue woman’: positive, successful, self-
confident, ahead of the trends. 

“I want to preach to my readers that they 
can have it all,” says Cheung, before adding 
the caveat, “if they want.” 

  

For Cheung, that same desire translates 
into hard work. A typical day will see her 
wake up at 6.30am to personally take her 
daughter to school before traveling across 
town to the office – where she gets an early 
start, “so that I can enjoy the calm before the 
storm.”

She takes visitors and calls from New 
York until about 11am, then spends the rest 
of the day on internal editorial issues. In 
the afternoon, she meets with staff – many 
of whom queue outside her office, with 
hopes of securing some much-prized face-
time. She leaves the office ‘early,’ at 5 or 6, 
to make sure she’s there when Hayley does 
her homework. Dinner is with her daughter 
and her husband Mark. Once Hayley goes to 
bed, she resumes work. She sticks to a strict 
policy of attending one, maybe two business 
dinners per week, and never travels for 
events. She never does talk shows, and 
purposely stays away from the limelight. 

When she has to travel for work – four 
months of the year for business and fashion 
weeks – she tries to bring her family if it’s 
for longer than three days, so that they can 
maintain a routine. “I’m a normal working 
parent, and I do my best to make it work,” 
she says. 

But, as we chat more about her schedule, 
it is clear that running the most successful 
Vogue in the world requires more than 
‘normal.’

The 49-year-old lives on five hours of 
sleep. She can go all day without eating, 
because “I’m just busy thinking of work 
things.” Often, she tells me, she schedules 
overnight flights so that she can get to Paris 
or London in the morning, go to meetings, 
and then leave again in the evening for the 
next destination. “I see no point in spending 
the night in a hotel if I could be traveling 
while sleeping. If I have an extra hour, I 
always, always try to squeeze in another 
meeting.”

Breaking away from the magazine is hard, 
she says. She doesn’t sleep well as her mind 
is constantly preoccupied with the next 
project. “I am a natural worrier. I never stop 
thinking about work. Sometimes I’ll have 
a new idea, often while I sleep. It’s hard 
for me to switch off. My husband says I am 
lot better than before, but then there’s the 
digital side of the business… I always think 
there’s a better way to do things, improve 
what we’re doing.” She pauses. “You are 
married to the job, in a way. And you either 
go full speed, or you do something else.”

  

Anna Wintour, Cheung says, is the same. 
“We have this energy that drives us. The 
willingness to get the job done. To put in the 
extra effort. Always.”

Comparisons to her American colleague 
have been made since Cheung started off at 
Vogue. She has been dubbed the Wintour of 
China. I ask her if the association bothers 
her. “No, not at all. Few things annoy me in 
life. I think it’s just a way for people to better 
understand who I am,” she says. “Rumors, 
gossip, negative comments. They don’t 
matter. I don't read rubbish on the Internet. I 
need to be informed, of course – I take good 
criticism. The rest is just fluff.”

As an editor, her biggest concern remains 
how best to bridge the gap between China 
and the rest of the world. “We’ve made 
tremendous progress, but there’s still a lot 
of work to do. I don’t see as many Chinese 
models as I’d like on the runway. Same 
for Chinese designers. I am proud of my 
heritage and what I really want is for more 
people [in the industry] to really understand 
the country that makes up 50 percent of 
their business.”

The West is awakening to China’s fashion 
power. International titles have released 
China-themed issues, The Met show has 
been a huge success and many brands have 
staged exclusive catwalks in the PRC. It's 
something Cheung takes positively, if with 
a pinch of salt. “What matters is that people 
are aware of us,” she says. “Although, of 
course, the day our economy is down, as is 
the case now, we might just disappear from 
their radar. That’s why it’s so important to 
really grow our sophistication and show our 
creative potential in an international way.”

Could she do that anywhere else apart 
from Vogue? “I don’t think so. Working at 
Vogue, you learn to deal with everybody – 
from celebrities to cobblers. It gives you the 
scope of doing different great things within 
the same role. There’s nothing I would 
change. And we are only at the beginning,” 
she says.

“My biggest satisfaction is to have brought 
us here. So many people thought we were 
going to fail. I thought we stood a chance. 
And look how far we’ve come.” █

“The whole industry in China only started 

 w
hen I started the m

agazine. It took 50 years 

for Europe to build this. It took us less than a decade”
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YEEZY SEASON 1

It’s here guys. The much-awaited 
collaborative effort between Kanye West 
and Adidas is about to hit stores this 
month, though a formal date is yet to be 
announced. And if the German sport giant is 
clever enough, we’re sure some if it will be 
available in China, too. While a handful of 
sneaker styles from the collab have already 
been released to the public (sold out almost 
immediately, but hey, we’re talking Kanye 
here) the bulk of what the artist-turned-
designer-turned red carpet god showed 
during last season’s New York Fashion Week 
is still shrouded in mystery. Prices are out 
though – think RMB2,500 for a thermal 
shirt, up to RMB20,000 for a flight jacket 
– and online site Mr. Porter has confirmed 
that it will carry the collection (it delivers 
to China), which is heavy on menswear and 
unisex pieces. Hot much? You bet. Worth the 
wait and the money? Absolutely. 
> www.adidas.cn
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1 3 2 BRAND NEW CHINA

Brand New China (BNC) has a brand new 
look. The gorgeous multi-brand boutique, 
opened five years ago in Taikoo Li North by 
media mogul Hung Huang, was formerly 
massive. But now the store has been 
compartmentalized into different areas, 
raised or enclosed by blonde wood walls, 
that give way to a beautifully edited selection 
of clothing, homeware and accessories. 
A cafe has also been added, with a large, 
communal table facing a newly created 
outdoor patio space where even more 
Chinese design (BNC is all about promoting 
‘Made and Designed in China’) is on show. 
The overall feel is that of entering a tasteful 
maze of creativity – and what’s not to like 
about that?
> NLG-09a, B1 Taikoo Li North, 11 Sanlitun Lu, Chaoyang 

朝阳区三里屯路 11号三里屯太古里 北区 NLG 09a (6416 

9045)

K ING BABY STUDIO

We personally aren’t fans of skull rings and 
Hells Angels-inspired baubles, but if you 
are, you might want to check out King Baby 
Studio in Sanlitun. The brainchild of bad-boy 
American jeweler Mitchell Binder, the brand 
and store sell biker-chic rings, necklaces, 
pendants and earrings – and nearly 
everything seems to have some sort of 
heart or skull or snake motif. The shop itself 
is spacious and airy, with a goth-looking 
chandelier hanging from the ceiling, steel 
and glass display cases and a vintage Harley 
Davidson deployed as part of the furniture. 
It’s all very badass and rock‘n’roll – Binder 
is the go-to jeweller for some of Hollywood’s 
top stars and musicians, from Rihanna to 
Aerosmith and Arnold Schwarzenegger. 
Pics of said celebs hang around the shop, 
a cool display of Americana in the heart of 
Beijing. Prices are on the steep side (around 
RMB5,000), but nothing beats wearing a 
zircon-encrusted eagle ornament. For some, 
at least.  
> 1 S4-11 Taikoo Li South, 19 Sanlitun Lu, Chaoyang 朝

阳区三里屯路 19号院太古里南区 4号楼一层 S4-11号 

(6417 8751)
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TAKING UP RESIDENCE
Long-Stay Living at Lee Garden Service Apartment

When making a long-term trip in another 
city, your residence can make all the 
difference to your stay. Suddenly it’s not 
just a serviced apartment – it’s your home. 
It’s not just a desk, it’s your office. And 
they’re not just fellow guests, they’re your 
neighbors. 

While there are a number of short-stay 
guests at Lee Garden Service Apartments 
(most likely taking advantage of being so 
close to some of the capital’s leading tourist 
attractions), there are also many residents 
who have made it their home. With the 
building’s 200 apartments ranging from 
60 to 610 sqm in size – and one to four 
bedrooms – there’s a place for bachelors and 
families alike.

In order to experience life as a long-term 
resident (and as a break from our own 
distinctly un-serviced apartments) we set 
ourselves up at Lee Garden for a few days. 
All while going about our usual business, of 
course.

Speaking of business, the journey from 
That’s Beijing towers in Dongzhimen only 
takes about 20 minutes. In fact, if you 
were to choose the best spot for most 
conveniently reaching the three centers of 
Beijing’s international community – Gulou, 

Sanlitun and the CBD – then this might be 
it. Located close to Dengshikou station, and 
with a concierge on hand to call taxis to your 
door, none of our engagements seem far 
away. 

Nor does anything else. Given our 
proximity to Wangfujing, there are at least 
five decent malls within a few minutes' 
walk (and an Ole supermarket for all of 
our imported cravings). On our first night 
we decide to take a stroll to pick up some 
ingredients and make use of the kitchen 
facilities in our spacious one-bedroom 
apartment.

Sure, there are excellent restaurants on 
the second floor featuring a range of Chinese 
and Western dishes. But anyone who’s spent 
much time in Beijing will know that finding 
ways to eat out is easy. The real challenge 
is finding ways to eat in – most kitchens in 
downtown apartments are either tiny or 
part of another room. Not so at Lee Garden, 
where ours is fully equipped and ready to 
host our semi-credible attempts at cooking 
(featuring mildly overpriced produce 
from a certain aforementioned import 
supermarket).

It’s getting late and, frankly speaking, we 
can’t be bothered to clean up. And herein lies 

the true beauty of serviced apartment life 
– we don’t need to. With daily room service 
available for all residents, you needn’t ever 
feel guilty about being too busy to keep your 
apartment in order.

Arriving home the next day, everything is 
looking spotless,       so we decide to unwind 
with some of the more luxurious services. 
The tranquil swimming pool is an elevator 
ride away, so we get in a few laps before 
retiring to the hot tub, steam room and 
sauna (in that order). But while these are 
all the facilities that make life at Lee Garden 
a whole lot better than living in a regular 
apartment, it is the small things that make a 
difference.

The rooms are comfy and the living room 
feels just like one we’d like in our own 
house. The service – from the receptionists 
to the cleaners – is consistently warm and 
welcoming. These are the familiarities that 
make a long-term stay here most appealing 
– a home away from home, if you will.

Lee Garden Service Apartment, 8 Goldfish Lane (Jinyu 

Hutong), Wangfujing, Dongcheng 东城区王府井金鱼

胡同 18号 . For reservations or more information 

visit www.lgapartment.com/en/, email booking@

lgapartment.com, or call 6525 8855
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Trading Spaces
If Beijing is your home base, 
switch things up and head south 
to Shanghai. Everyone needs a 
break from being so close to the 
heart of the PRC from time to 
time. If you’ve been keeping it 
real in Shanghai, go see what all 
the talk of hutongs and duck is 
about. A quick one, two shuffle 
of environment can do wonders 
to help you see where you reside 
in a completely different light. 
Plus, with cities this large there 
is always something new to see 
or do. Plan a trip centered on 
sampling new food, exploring 
historic landmarks, or simply 
relaxing on a rooftop with your 
beverage of choice while taking 
in the skyline.

FROM SHANGHAI  
TO BEIJING,  
JUST DO YOUR THING!
BY CHRIS WARNOCK

Living in metropolises like Beijing and 
Shanghai is fun and interesting, sure, but 
it can also feel hectic and monotonous at 
times.  When the absurdities we all know (and 
sometimes love) about China become all too 
familiar, there are a few quick and easy ways to 
rekindle a sense of wonder for your megacity 
of choice.  Here are a few of our favorites. 

Staycation
Don’t feel like venturing out? Well, don’t! Stay in your city but consider 
renting some comfortable accommodations in a different part of town. 
You’ll discover new things by spending some time in a new neighbor-
hood, and you’ll get to know your city better when it’s orbiting around 
you from a different point. You and your significant other can treat 
yourselves to days at the spa and room service. You’ll also have the 
chance to rendezvous in the hotel lobby and spice up your relationship 
by pretending to be strangers! There is always more to see, do and love 
about the incredible Chinese city you call home. Sometimes a little kick 
start is required to give you a fresh perspective.

Shanghai
China’s economic showpiece is full of exciting, delightful and surpris-
ing opportunities. The streets of Shanghai offer a peak into a unique 
and layered past defined by foreign settlements, jazz-age decadence, 
political intrigue and a fervent, newfound entrepreneurial spirit that’s 
elevating this legendary port city into the top tier of international 
metropolises.

The Bund’s Art Deco architecture and the charming former French 
Concession provide two radically different exposures to Europe’s 
influence on Shanghai. Pudong’s futuristic skyline viewed from the 
roof of an uptown Bund restaurant offers a taste of posh life in the 
city. Shanghai’s energy is contagious and there’s something here for 
everyone.

Beijing
The red walls and golden roof tiles of Beijing’s Forbidden City epito-
mize stereotypical images of China. The labyrinthine lanes seeping 
through the subdued grey brick hutong neighborhoods conjure up 
imaginative scenes set in China’s past. All too common traffic jams 
and dust storms serve as a reminder of the fierce reality behind 
China’s rapid and expansive growth.

Always reappearing on the global stage, this city is often the face 
of modern China to the rest of the world. Though it tries to keep its 
focus on the future, Beijing is saddled with history. Events like the 
2008 Olympic Games result in vast reconstruction projects that com-
pletely transform the city. Yet despite the swaths of high-rises that 
edge out old hutong burrows, the essence of old Beijing holds on tight 
and can often be found in the most unassuming of places.

Any Way You Slice It
Anywhere you choose to go, well beyond Shanghai and Beijing, has 
the opportunity to show you a completely new and intriguing per-
spective on China or Asia at large. Readers of That’s are likely familiar 
with the cities focused on in this article, and if you live abroad you’re 
likely fascinated with travel. The point is really that you just need to 
get out there and do something. Keep seeing, experiencing and rev-
eling in how amazing the world is. Accomplishing this doesn’t require 
traveling too far or even leaving your own city. It just takes a little ini-
tiative and open mindedness toward seeing what has perhaps been 
in front of you all along.

For more inspiration on where to stay or go, visit Ctrip’s Things To Do webpage 
(english.ctrip.com/ttd). To find out more about how to save 8% with Visa:
1. Follow CtripInternational on WeChat
2. Send us a message that’s says “Thats8%off”
That’s it! We’ll reply with further details about this amazing promotion.


