
Business Day’s award-winning* glossy lifestyle 
supplement Wanted, is essential reading for the 

educated, the affluent and the influential.
Wanted has an eclectic mix of serious, insightful and witty journalism about who’s hot and going places,  

exclusive big-personality interviews, and the most coveted cars. We’re also hot on the heels of the latest high-end fashion, 
tomorrow’s technology, and gadgets for grownups.

Plus, we’ll whisk you away to exotic destinations while delivering first-class, non-stop luxfactor news worth  
knowing to use all year round.
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ABOUT WANTED
Business Day’s glossy lifestyle  

supplement, Wanted, is unashamedly 

glamorous, holding real appeal for 

discerning, cultured consumers who  

work hard and play even harderR
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Print Order: 25 000 to the Top BD   
              subscribers nationally
Readership: 135 000

PROFILE OF READERS
Average age: 40
Average household income: R62 577
LSM: 8-10
4 in 5 have post matric qualification

4  in 5  readers feel advertising in magazines 
is a useful source of information on where 
products can be bought

Male:  64%
Female:  36%
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Wanted magazine is a glossy colour lifestyle supplement inserted 
into Business Day newspaper on the first Thursday of every 
month. It is an elegant showcase of everything you need to 
know to enjoy a truly luxurious life – targeted especially at the 
Business Day reader at leisure. Content includes the following:
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FASHION DESIGNER 
AND OPERATIONS 
MANAGER FOR 
MOMO GALLERY 
JOHANNESBURG

ODYSSEUS 
SHIRINDZA

POWER
DRESSER

text TESSA PASSMORE
photography AUBREY JONSSON @ONELEAGUE

A mix of local and international peppered with 
a blend of old and new design exemplifies 
Odysseus Shirindza’s dressing philosophy. 
The creative, originally from Tzaneen, studied 

fashion design in Durban and then migrated to the Mother 
City, where he began a career as a designer for women’s 
fashion for a retailer. Now he’s an operations manager for 
Gallery Momo in Johannesburg, and counts the city as an 
inspiration and one of his favourites. Luckily for Shirindza, 
he’s a collector, and so much of his fashion inspiration  
comes from his finds. “Most of my fabrics begin life as  
a scarf,” he says. Case in point: the beautifully printed cotton 
shirt he wears. “Good friends gave this fabric to me as a gift 
on returning from India and I transformed it into a simple  
shift shirt,” he says. Shirindza doesn’t like conforming to  
a particular uniform; rather, his style continues to evolve.  
“I’m a bit of a chameleon myself, so I don’t hold people down 
to a particular style,” he says. And when it comes to style 
icons? “There are some iconic moments that have made me 
go: ‘That’s how you wear clothes!’ I love the sensibility of 
Giorgio Armani and my boss, Monna Mokoena, too, is a style 
inspiration.” Shirindza also favours local brands. “I try to wear 
them as much as possible — also to dispel the myth that you 
can only look good or professional in international brands.“ 
He also likes to experiment with different looks. “I know guys 
generally hold themselves ransom to a particular style,” he 
says, but thankfully, Shirindza’s eclectic and tailored style 
proves he does not. 

SHIRINDZA WEARS
Brown blazer: A wool melton Roy Robson vintage find in 
Melville — “I love good tailoring”. Trousers: Massimo Dutti, 
work-wear trousers bought in Italy. White shirt: a Woolworths 
basic and great layering item. Printed shirt: made by Shirindza 
from imported fabric — “I love how it’s quite Pan-African, even 
though its from India.” Socks: MaXhosa by Laduma in Ikawsi 
Zam. Trainers: Maria McCloy — “These are my weakness:  
I can’t resist buying these brightly printed shoes at Market on 
Main.” Green jade ring — a gift from a friend.

SHIRINDZA RECOMMENDS
Favourite City I’ve been fortunate enough to live in Cape 
Town, Durban, and now Joburg. All three cities have 
something different to offer, but Joburg is the city for me, for 
the moment. It’s vibrant, cosmopolitan, engaging; it’s got great 
people, and great opportunity and work ethic. Fragrance 
I love very strong, masculine scents. For this winter I was 
wearing Jil Sander (I love the subtlety of it), and I sometimes 
pick Christian Dior’s Farenheit. Issey Miyake and Comme de 
Garcons scents would also be in my goodie bag of picks.
Favourite Restaurant Gemelli in Bryanston — I know 
Alessandro Khojane from Durban, and I’m very proud of how 
he is doing there. Grooming From an early age I’ve taken into 
consideration the things I use on my skin. At the moment  
I’m using a hair and beard oil I just discovered called Coiled 
Up. I also have my hair trimmed in Maboneng every four  
to six weeks. Favourite Cocktail The Turkish Delight from 
tasha’s. Currently Reading I like to read more than one book 
at a time and two on my nightstand at the moment are Yolisa 
Qunta’s Writing What We Like: a New Generation Speaks 
and Percy Mabandu’s Yakhal’ Inkomo. On Prints I still enjoy 
making clothes, and I’m loving prints at the moment; I’ve 
never worn them as much as I am now.  
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I WILL NEVER FORGET THE FIRST TIME I did it 
because that’s how it goes with enlightenment. You 
do it once and it’s so life-affirmingly marvellous that 
you’ll want to return to that moment forever. 

In this case it wasn’t opium or sex or anything so 
prosaic. It was turning a 4x4 towards a giant sand dune, 
a vast yellow wave held by some unimaginable force in 
an improbable pause, and charging upwards until grip 
began to falter, and then, aiming the car down the dune 
in an exhilarating and time-stretching drift, urged on by  
a God-like combination of four-wheel-drive, limited grip, 
and a handsome repository of torque — all the while 
shooting out rooster tails of sand and hilarity.

Heaping incongruity on to this experience was the 
fact I wasn’t driving a Land Rover, but a Bentley, the new 
Bentayga: a proper Bentley with all the Toad-of-Toad-Hall 

imperiousness that’s standard equipment on 
these British racing green bombers. That it 
also happens to be a sports utility vehicle 
(SUV), and a capable off-road machine, is 
plain weird to start with, but, by the time 
I’d parked my Bentayga at LAX, the natural 
order of things. Of course Bentley has built 
an SUV. It had to. It’s not just Toad who 
wants to go off-road and enjoy the space and  
ride-height of an SUV. It’s you and me too. 
That’s why Bentley did it.

Mercedes-Benz likes to claim it invented 
the luxury SUV with the ML in 1997. That Range Rover  
has been making luxury SUVs since 1970 is a fact of  
history that appears to have not made the trip up 
Königstraße, Stuttgart.

motoring

RENAISSANCE
SUV

OFF-ROADING IS BEING REINVENTED, WITH 
BENTLEY, MASERATI, AND EVEN ROLLS-ROYCE ALL 
ENTERING THE MARKET
text ALEXANDER PARKER

traveller
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A T THE BEGINNING 
of each year we find 
ourselves hungry for 
inspiration and eager 

to get our creative juices flowing. 
The first port of call when starting to 
dream up a new collection is always 
a trip overseas, which provides 
some much-needed stimulation 
and retail therapy in the form of 
stocking up our leather supplies. 

We source our base colours 
locally, as we have recently found 
the most fantastic tannery that 
supplies glorious, buttery-soft 
leathers right on our doorstep, 

but when we are looking for all things glittering, gold, 
iridescent, and holographic, a jaunt to Buenos Aires is 
always on the cards. We have been on regular trips over 
the past five years to gather leather in this incredible city. 
We have forged strong relationships with our suppliers, 
who are very dear to us, which makes it an absolute delight 
to visit for business, as well as pleasure.

In late February we took a week-and-a-half to explore 
and expand our imaginations in Argentina’s vibrant 
capital. We stayed with a wonderful family, via Airbnb, 
in a sprawling apartment on the border of Palermo and 
Recoleta. This location was very central, and within 

walking distance of some of 
our favourite hot spots, which 
include wonderful restaurants, 
glorious public parks, local 
fashion destinations, and 
some fantastic architecture.

We started each day with 
a stop at our local patisserie. 
Our morning fix consisted of 
caffe, pastry, and a pie — and 
my goodness, was it heavenly! 
Being so central allowed us 
to experience the city on foot 
and there is nothing quite like 
pounding the pavements to 
integrate yourself and really 
discover hidden gems like  

a local. We seem to be drawn to public libraries when 
looking for inspiration, and the National Library did not 
disappoint: the architecture is absolutely mind blowing. 
Staying in the literary space, the Libros Del Pasaje bookstore 
in Palermo is also a must-visit.

The Planetarium was a location of absolute wonder, 
and had us both in tears. The experience definitely struck 
a chord; seeing the constellations dance across the domed 
ceiling left us in awe of the creation we are part of. Our 
visit was the starting point and stimulated the creation of 
The Zodiac Collection, an assortment of delicious tote bags 
inspired by each sign of the zodiac, which we released 
earlier this year. 

We spent many hours drooling over and fondling 
luscious leathers, while sourcing for our soon-to-be-
created collections, but we made sure that we set aside 
some time to trawl the local markets too. A favourite was 
the San Telmo market, an utter treasure trove. The market is 
a kaleidoscope of colour and pattern and boasts heavenly 
vintage lace and linen, delicious fresh fruit and vegetables, 
floor-to-ceiling leather pieces, and hot men thrown in for 
good measure. What more could a gal want?

Sultry days that overflowed with wandering, 
sightseeing, and retail therapy meant that we worked 
up quite an appetite and our restaurant of choice for  
a late-night nibble was definitely La Carniceria. It has 
the most delicious steak, glass of Malbec, and fiery 
Colombian hot sauce in town! 

 MISSIBABA’S 

Buenos Aires Diary
photography  LIZEL STRYDOM

Clockwise from top left: 
Recoleta area; National 
Library; Lizel Strydom, 
Palermo; Kabinett concept 
store; image from a book 
at Libros Del Pasaje; 
Chloe Townsend, Palermo; 
National Library; San 
Telmo market

Chloe Townsend 
and Lizel Strydom, 
the duo behind 
luxury accessory 
label Missibaba, 
find inspiration 
with an annual trip 
to Buenos Aires   

T HE HISTORY OF LITERARY PATRONAGE 
extends all the way back to ancient Greece, 
when autocrats presiding over city states such 
as Corinth and Athens doled out their largesse 

to phalanxes of writers and poets. The Ptolemy monarchy 
was even more generous; not only did they support 
writers — they established the Library and Museum at 
Alexandria too.

In the Middle Ages, the historian Stephen Greenblatt 
says that writers made no money from book sales: they 
were supported by the patrons to whom they dedicated 
their books (leading, apparently, to some rather gushy 
dedications). Without patronage, would Shakespeare 
have written his greatest works? Not bloody likely. Over 
the course of his career, the genius was financially  
supported by a number of aristocrats, including the Earl of 
Pembroke and the Earl of Southampton.

Literary patronage has evolved. Although wealthy  
philanthropists still sign cheques, the state plays an  
increasingly significant role, dispensing grants and funding 
through cultural agencies to writers or the literary journals 
that publish them. Prizes have proliferated, often supported 
by companies — the Man Group, for example, sponsors 
the £50 000 Man Booker Prize. There are fellowships and 
residencies for writers at universities and retreats.

All of this is far more common in the developed world 
(particularly the US, UK, and Canada) than it is in Asia,  
Africa, and South America. It’s also often skewed towards 
those who have had some degree of success already. You can 
be nominated for the Man Booker only if your book has been 
published in the UK, for example; a lot of other prizes and 
funding also are available only to published authors. 

We’ve come a long way from the Middle Ages: books 
are bought and sold and, unless they’ve been pirated or 
purchased second-hand, writers get paid a portion of the proceeds. Some — such as 
Stephen King and JK Rowling — have even become extremely wealthy as a result. But 
because most writers — including many, many important ones — will never achieve the 
financial success that Rowling has, the need for patronage remains stronger than ever.

It’s the economy, stupid. The richer someone is, the more likely they’ll have the 
time and space to write; they’ll be able to pay for the workshops or creative writing  
master’s (which is often where writers meet potential agents and publishers). So, if we want  

literature that is diverse and eclectic and vibrant; 
if we want to encourage people who have been  
socioeconomically marginalised to write their stories, 
then we need to provide them with a financial leg-up. 

In South Africa patronage does exist, but it’s mostly  
dispensed to the fine arts. South African companies,  
particularly financial brands (including FNB, Standard 
Bank, and Sanlam), throw money at art prizes and art fairs, 
and own significant collections of contemporary art — 
perhaps because they want their customers to invest in art.

This has meant that there are far more artists in this 
country able to make a living from their art, while only 
a handful of writers can survive off their writing alone — 
and these are big names, such as Deon Meyer and Lauren 
Beukes, who are published overseas. 

The Sunday Times Literary Awards, which is the  
biggest English-language prize in the country, gives  
a rather measly R100 000 each to a non-fiction and  
a fiction winner. The kykNET-Rapport Boekprys, for  
non-fiction and fiction Afrikaans books, is marginally more 
generous, giving R200 000 for each. Besides a handful of 
other small prizes, that’s about all the literary patronage 
our country has. Aside from these prizes’ sponsors, I can’t 
think of a single major brand in the private sector offering 
meaningful support for the production of literature. 

That is a great pity. Novels, plays, and poetry are  
incredibly valuable: they have the power to foster empathy, 
connection, and questioning. In a country as bewildering 
and complex as South Africa, they help us make sense of our 
divided histories, and help us to imagine a common future. 
We need writers from all backgrounds — but particularly 
those who have been disadvantaged — to be able to develop 
lifelong literary careers: a generation of voices whose works 
can bear witness to and be in conversation with the nation. 

The buck stops here. These authors can emerge only with financial support, with  
fellowships and retreats and more prizes (not just for established writers, but for  
youngsters too). We need more people such as Miles Morland, the Brit whose  
foundation gives several scholarships that sustain African writers for a year while they work 
on a fiction or non-fiction writing project (20% of what they make from this project then 
goes back into the foundation). We need literary champions and we need them now. Brands,  
philanthropists, government: it’s time to step forward.

BOOKSHELF
WHERE ARE THE 

LITERARY PATRONS?

Novels, plays, and poetry are incredibly valuable: they have the 
power to foster empathy, connection, and questioning
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text ALEXANDER MATTHEWS

books

TRUE BLUE
The Autumn Winter 2016 collection at Prada 
in Milan broke all sorts of fashion boundaries. 
Miuccia Prada teamed up with Christophe  
Chemin, (a self-taught French artist whose work 
cannot be categorised; rather, it’s a wondrous 
cultivation of several mediums that breaks  
limits), and created both women’s and men’s 
collections that were bold, eclectic, and  
theatrical. Several looks included prints 
created by the artist himself. Chemin  
describes this project as looking at the past 
and questioning the history of our world. 
“There is something about the past, about  
looking at what is considered ‘old’, that is 
both romantic and absolutely contemporary,” 
he says. It seems only fitting then, that one of 
contemporary films’s most celebrated artists, 
Eddie Redmayne, was selected as the face of 
Prada’s AW16 Menswear collection. Romance,  
mystery, masculinity, and the illusion of 
time are all evinced in this collection, and it  
certainly holds Prada as a fashion house to be 
reckoned with.

P
R

IN
T

S
 C

H
A

R
M

IN
G

B RITISH SUITMAKER Simon 
Carter  h e a d s  f o r  b o t h  t o w n  
a n d  c o u n t r y  in  th is  year ’ s 
spr ing  summer co l lec t ion.  We 

ra ther  fancy  the  new range  of  sh ir t s , 
fea tur ing  a  ser ies  o f  wi t ty  pr ints  that 
pos i t ive ly  s tea l  the  show.The shirts are 
in j e c t e d  w i t h  Carter’ s  c u s t o m a r y  fl a i r : 
those for t h e  co u n t r y  b o y  a r e  a 
cornucopia  o f  root  vegetables ,  fungi , 
flora l , and lea f  pr ints ,  complemented 
by  b i rds  and bees ,  p lus  a  ver i tab le  
co lony  of  beet les .  For  the  urbani te , 
the  choice  i s  whimsica l , f rom his tor ic 
hats  and shoes  t o  e l e g a n t  t o w n h o u s e s 
a n d  a  s p e c t a c u l a r  matr ix  o f  robots . 
There ’s  only  one  problem:  you’ l l  want 
them a l l .
Simon Carter, Shop U319 Protea Court, Sandton City

TEAL FOR TOES Toe Porn has done it again, with the most colourful collection of socks 
for summer. Designed for the “gentleman rockstar”, Toe Porn socks have got all the shades, but we’re  
particularly taken with these turquoise and teal numbers. They’re a steal at R99 a pair, and can be ordered 
online at www.toeporn.co.za.

fashion
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Time Travel
The Patek Philippe World Time  
Chronograph 5930 not only looks pretty 
dashing on the wrist, it’s a timepiece 
that is unique in many ways, such as its  
self-winding fly back, as well as the  
remarkable world time function. This 
travel function indicates the time in 
the city and time zone whose name 
is shown at 12 o’clock. The time in 
the 23 other time zones can be easily  
determined with the “city disk” and 
the two-toned 24-hour ring, which  
instantly tells the wearer whether it is day 
or night in the respective city and time 
zone. These features, combined with its  
striking true-blue alligator strap and 
white gold case, ensure this is one of the 
most exciting watch launches of 2016.

text JACQUIE MYBURGH CHEMALY
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S OUTH AFRICA has one of the 
harshest climates in the world, which 
is why many of the international 
suncare guides don’t apply to us. We 

have to be extra vigilant and use nothing less 
than an SPF30 (preferably SPF50), making sure 
we reapply accordingly to get the protection 
our skins need. Of course, there are those times 
when we slip up and find our skin completely 
dehydrated by excessive sun exposure. When 
this happens, reach out for Skin Ceuticals Phyto 
Corrective Masque. This brand-new product is 
excellent for calming inflamed skin, soothing 
it, and restoring its natural radiance. It can also 
be used after a facial or whenever your skin 
feels sensitised. Apply generously to clean skin, 
leave on for 10-15 minutes and rinse with cool 
water. Make it the first thing you pack for that 
beach holiday. Skin Ceuticals Phyto Corrective 
Mask, 60ml, R995

For many years, scientists have put much of 
their focus on UV rays, but today we know that 
infrared rays (IR) also significantly increase signs 
of premature ageing on the skin. Givenchy has 
perfected a thermosensitive ingredient derived 
from biotechnology, IR Sensitive, which is 
activated by natural light to strengthen the skin’s 
cell protection against oxidation and helps with 
the production of collagen fibres, 
which keep the skin dense and 
firm. The Givenchy L’Intemporel 
Global Youth Silky Sheer Cream 
feels silky and light on the skin, but is deeply 
nourishing. It is recommended for all skin types. 
Givenchy L’intemporel Global Youth Silky Sheer 
Cream, 50ml, R2 455

L A COLLECTION DES 
Terres Precieuses is  
a new chapter in the 
Armani Privé story, inspired 

by the travels of Giorgio Armani. The 
first fragrance, Vert Malachite, pays 
tribute to Russia, and is a homage to the 
beauty, strength, and temperament of 
Russian women. The stone, malachite, 
promotes renewal and luck, and its 
colour represents the meeting of mineral 
and botanical elements. The scent  
is a delicately balanced floral that 
leaves a lingering trail. Opening notes of 
crisp bitter orange and petitgrain settle  
into a heart of jasmine and ylang-ylang, 
which eventually melts into a warm 
base of lily, vanilla and benzoin. Armani 
Privé Vert Malachite, limited edition,  
R3 520 for 100ml. Available at 
Stuttafords Eastgate and Sandton only.

Chanel has launched a body oil 
that is gently scented and designed 
to give you the relaxation and 
soothing atmosphere of the iconic 
No 5 fragrance. The skin is left feeling 
soft and moisturised, and the oil is 
well absorbed, leaving no residue 
of product. Chanel No 5 Body Oil, 
limited edition, R1 440 for 200ml

A S MANY of us gear up for our end-of-year trip to the coast, we 
want quick aesthetic treatments that require minimum down time 
and maximum results for skin and bodies that are beach ready. We 
ask Dr Xen from Skin Renewal to recommend the best.

What types of treatments are available? Dr Xen: “There is definitely  
a larger-than-normal influx of injectable treatments like botulinum toxin and 
filler treatments, as they show results within two weeks.  Liposculpture (fat 
reduction) is also particularly popular during the spring time, as everyone is 
looking to get their bodies beach ready. So injectable fat-reduction treatments, 
such as Lipodissolve and Cecarrelli, are in high demand.” 
What would you personally recommend? Dr Xen: “When it comes to what  
I recommend, I personally tend to reinforce the need for protection against sun 
during the hot summer months. The biggest preventative anti-ageing change 
in the last decade has been the awareness of sun damage. Thus resurfacing 
treatments, like superficial skin peels and no downtime laser rejuvenation, are 
also a good option.” 
At what age would you recommend someone starts with these treatments? 
Dr Xen: “Twenty-eight is the absolutely ideal age. The amount of prevention 
you can achieve when you start with gentle treatments and good skincare is 
incomparable to someone who waits too long. Our average age of clients 
is approximately 35, but it doesn’t mean that people over 50 aren’t ideal 
candidates either. The types of treatments we would suggest are just different 
than for a 30-year-old. Having said that, it is never too late to start, for both 
men and women.” skinrenewal.co.za

Three questions with...

text MATHAHLE STOFILE

Kiehl’s apothecary service

T HE KIEHL’S BRAND has gone back to its roots of tailor-
made skincare. When Kiehl’s was established in 1851, it 
specialised in bespoke skincare and haircare, tailor-made to 
each customer’s needs and challenges. From November, you 

can visit the Kiehl’s store to receive a skin consultation that will identify 
your biggest skin concerns. Once your needs have been established, you 
can go home with your bespoke cocktail of ingredients mixed by the 
Kiehl’s team as a serum in a bottle, with a label stating exactly what’s 
been used, so you can easily get your next supply. kiehls.co.za

Summer sun protection

DR XENEPHIN LUDICK, SKIN RENEWAL
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I T’S NOT EVERY day you get chased by a giant 
Himalayan rabbit, or to be more specific, a Tibetan 
woman cradling a giant fluffy aberration. There 
I was, in India on the foothills of the majestic 

mountain range on my way to a temple when the woman 
decided that I was the perfect target for her tourist 
attraction, a 20kg-plus rodent that made Watership Down 
all the more real, and a little more apocalyptic. 

We had been in India for almost a month at that 
stage; it was Boxing Day and snowing just the way 
that Hollywood painted the perfect festive season to 
be — sans mutant rabbit of course. The last time I saw 
snow on Christmas I was five and we were in England 
visiting my grandparents. I still remember everything so 
vividly: the way my grandparents insisted that it hardly 
ever snowed on Christmas, how I stole (and ruined) my 
grandfather’s favourite hat by putting it on the snowman 
he helped me build, and how my grandfather chased 
me around the house trying to retrieve said soggy hat 
out of my mittened mits. 

He chased me around the same house my father ran 
away from every chance he could get growing up. The 
minute he was old enough to work, he saved up every 
penny he had and escaped on holiday adventures to 
Cyprus and Greece, eventually running away all the way 
to the southern tip of the world, or more specifically the 
OK Bazaars in Boksburg, just to get away from the very 
house I was being chased in, soggy snowman’s hat and all.

My father eventually found his way to a job that paid 
him to go on far-flung adventures buying up stationery, 
Christmas decorations, and toys all over the world for 
various retail outlets. He would come back with stories 
of drinking snake blood in Snake Alley in Taipei, of 
dancing girls in Thailand, and towering buildings in New 
York. His wide-eyed and insatiable wanderlust must 
have rubbed off on me, for the first thing I did when  
I got a job, was book a plane ticket to London to go see 
my then favourite artist, Fever Ray. Unlike my father,  
I wasn’t running away from anything, but rather towards 
the dream he had always sold me. The only difference 
was my dreams had music in them.

And so, over the next few years I spent the bare 
minimum on food and life when I was here in South 
Africa, so that I could have the time of my life when  
I was anywhere else. A lot of chicken nuggets were eaten 
in these pursuits. Chicken nuggets led me to meet Annie 
Clark of St Vincent on a Biplane, a clearly crazy Daniel 
Johnston in a club in an abandoned theme park and 
having drunk conversations with Romy Madley Croft from 
The XX. My thriftiness led me to see Björk in a fjord in 
Norway, Depeche Mode in a park in Chicago, The Knife 
in a grungy club in Berlin, and James Blake in a church in 
Sweden. 

I even pride myself on technically seeing The Smiths, 
as I fell face first while sneaking into the golden circle 
so I could see Johnny Marr play with Modest Mouse in 
Australia, and two months later got a black eye when 
watching Morrissey in London. I was hungry and battered, 
but I was happy.

But after many years and miles behind me, my list for 
favourite bands was wearing thin: I had practically seen 
everyone I had ever wanted to see save Grimes, Chance 
the Rapper, Portishead, Dolly Parton, and Fleetwood Mac. 
Standing practically broke and crying out of sheer joy at a 
Kate Bush concert I came to several realisations: I couldn’t 
eat any more chicken nuggets, and I needed a new travel 
experience to collect.

Now I understand that it might seem strange collecting 
travel experiences like Pokémon, but I assure you that 
having a purpose makes travelling on your own way 
more fun, because as nice as it is lounging on a beach in 
Barcelona, it can also get a little lonely. So instead, I now 
go out into the world in search of food, book signings, 
exhibitions, and ink, which is how I found myself leaving 
the beach in Barça to be led down the twisted turning 
streets of Valencia to be tattooed by one of my favourite 
illustrators in an artist’s loft space. 

I now sit in Cape Town, once again on holiday, this 
time for food, and possibly a little more ink. Against 
the wall hangs a scientific illustration of a Himalayan 
rabbit: the illustration is sweet and all, but does not do 
my memory any justice, as its eyes aren’t half as evil as  
I recall. The sun is finally peaking out the clouds and I am 
hungry. Looks like it’s time for another adventure, minus 
the chicken nuggets.
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From seeing all your 
favourite musicians 
to acquiring more 
ink, it’s always 
inspiring to have a 
purpose while you’re 
exploring the world
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W ILLIAM JAMES SEBASTIAN BAILEY IS NERVOUS. Really 
nervous, he says. It is the kind of worry that can knock the 
stuffing out of even a self-confidant man, and artist “Beezy” 
Bailey has oodles of that — confidence. The cause of this 

anxiety, he explains, is the auction of a large 2.5m canvas from 2007 at a Strauss 
& Co sale in a few hours. “It is a resale,” Bailey says. “I hate those things coming 
up, but ja, one always hopes it gets a good price for the sake of everything else.”

We’re standing inside the Everard Read Gallery, the older and frumpier sister 
to dealer Mark Read’s Circa Gallery, whose new Cape Town outlet Bailey will 
inaugurate on November 23 with a solo exhibition. Seeing Bailey nervous is an 
object lesson in composure. There is no sweat, no outward show of anxiety, no 
minute-by-minute reaching for the phone. Bailey is Paul Newman in Cool Hand 
Luke, steely and composed. 

One photo, more than any other, captures Bailey’s public persona. In 
1994, Magnum photographer Gueorgui Pinkhassov snapped Bailey naked, 
his body painted blue, blowing an orange flame over the terraced lawns of 
his Tamboerskloof villa. Bailey’s spotted Dalmatian views the spectacle with  
a mixture of intrigue and terror. Bailey’s patrician nose remains, less so the svelte 
midriff. The extra weight around his gut simply adds to Bailey’s kinky Buddha of 
Suburbia in a Porsche vibe. 

But the artist’s anxiety is real. Despite his evergreen knack for showmanship 
and survivalist instincts in the face of a hostile local critical establishment, 
Bailey has for years failed a crucial art test. His prices at auction have been, 
well, underwhelming. In the seven years since auction house Strauss & Co was 
established, the highest price Bailey has achieved on its benchmark sales is  
R42 332. This was in 2012 for canvas titled What’s in this Tea? (2004). The work 
depicts two floating figures in a landscape. This compositional arrangement 
recurs across Bailey’s canvas work, including his 18 new canvases portraying 
dancing figures which, together with five new bronze sculptures, form part of his 
Circa show, 1 000 Year Dance Cure. 

London, where Bailey studied art at the Byam Shaw School of Art in the  
mid-1980s, has proven no more hospitable when it comes to resales. Prices 
for his work there have hovered around the teens at auction house Bonhams. 
In 2009, a cloud-soaked landscape populated with carnival figures and titled 
Leeroy to fly again after the rain (2006) fetched R83 445 at Bonhams, a London 
record for the artist. But lots have also gone unsold. The auction floor is a brutal 
theatre, where buyer dispassion trumps artistic showmanship and hubris.

But, as things turn out, Bailey’s worries are for nothing. A few hours after 
we speak, a buyer at Strauss & Co’s Cape Town sale will stump up R318 304 
for the large 2007 canvas, In the Purple Forest. The work depicts an attenuated 
female figure floating above a stylised Namibian landscape. The figure quotes 
the Egyptian goddess of the sky, Nut, who Bailey cheekily reimagines as a slinky 
suburbanite in heels. The auction price is a record for Bailey at auction.

Tellingly, it wasn’t Bailey’s patron, the Chinese businessman Dabing Chen, 
who snagged the painting. It was a gentleman who could easily be a prominent 
member of the Royal Cape Yacht Club. Based on this recent result, is it fair 
to speculate that Bailey is on the up and up? Bailey thinks so. In moment of 
remarkable candour, even for Bailey, he explains why.

Beezy’s Studio at
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photography KARL ROGERS
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Beezy Bailey

54
The artist is on the up and up — both locally and 

internationally
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THERE’S NOTHING QUITE as glorious and 
sipping a cold, syrupy amber ale — quirky illustrated 
label intact — on a hot summer day. The  Craft Beer 
Library, nestled alongside Linden’s famous cheese shop, 
is a bar best suited to lovers of hops and barley, not 
mimosas and mojitos. Owners 
and co-founders Fritz van 
Graan and Elke Nelson both 
have a passion for microbrews. 
“The majority of craft brewers 
are spread far and wide all 
over the country — in small 
places like Pennington Beach, 
Magaliesberg, Nieu-Bethesda, 
Shaka’s Rock and Lions River 
— there’s about 150 of them. 
Our mission is to bring these 
breweries into a setting, 
where their exclusivity can 
be appreciated with good 
food, too,” they say. India 
pale ales, lagers, pilsners, 
blonde ales, amber ales, red 
ales, brown ales, porters, and 
stouts are on offer and paired 
with perfectly suited grub, 
created by Nelson. And, 
when it comes to choosing 
which beers to feature in 
the library? It all depends 
on taste. “This is what craft 
beer is about — we see it as 
the individual’s intimate 
journey with a specific beer. 
Our goal is to have as many 
as possible of the local 
breweries represented,” van 
Graan says.
craftbeerlibrary.co.za

CRAFT BEER LIBRARY

KEEP IT 
CONSTANT

Impressive in every situation.
Visit www.mbworld.co.za for more information.

The new Mercedes-AMG C 63 S Coupé.
Visit www.mbworld.co.za for more information.

ON CULTURAL TOURISM

A RTHUR’S SEAT LOOMS GREEN AND SOLID 
above Edinburgh. City dwellers walk up the 
mountainous slope come rain (mostly) or shine; 
and it is as much a part of the city as Table 

Mountain is of Cape Town. Edinburgh is a great city, a city of 
festivals, of culture and heritage. The co-operation between city 
councils and festival boards is one that talks to the importance 
of collaboration to grow the concept of cultural tourism. 

I was in Edinburgh to participate in the International Cultural 
Summit, courtesy of the British Council. The summit, which has 
a focus on cultural policy, included three streams — economics, 
tourism, and participation. What became quite clear from the 
conversation, attended by diverse ministers of culture, including 
our own, is the importance of placing culture at the centre of 
the development process, rather than on the edges. 

The idea that all tourism is cultural tourism was argued 
by Prince Amyn Aga Khan of the Aga Khan Trust, who noted 
that culture, and what it has to offer, is not a luxury; it can be, 
indeed must be, progressive and inclusive. Ironically, it can also 
be politically exclusionary and divisive, acting as a drain on 
broader development and opportunity. All the speakers noted 
the need for a balance between community development and 
cultural investment. How communities creatively interpret their 
heritage becomes a form of cultural tourism and an opportunity 
for storytelling to distinguish physical and metaphorical spaces. 

Cultural tourism is about discovering the unknown, 
sometimes the “other”. What was interesting at the summit was 
how the speakers identified a shift of interest from sun, sea, and 
sand to “self”. The traveller, no longer the tourist in the traditional 
sense, is now looking for self-discovery; travel becomes a 
metaphor for soul-searching. It was suggested that countries and 
geographies might also rethink, and reimagine, the iconography 
of place, moving from the clogs, windmills, and tulips of the 
Netherlands, or the lions, beachfront, and rhinos of South Africa, 
to something more immediate, contemporary and engaged. 

The word “heritage” was recast as a verb — an action, 
an activity that we engage in, ensuring that we invest in 
our communities over time. For some though, heritage is 
a battleground — Professor Maamoun Abdulkarim, Syria’s 
director-general of antiquities and museums, spoke about the 
protection of artworks from Islamic State. As he said, in times 
of war it is simply better and safer to close the museums. 

But it is not just museums that hold our heritage. It is 
cities, people, and religious and social beliefs and activities. 
Abdulkarim described Aleppo as being like Warsaw in the 
Second World War, saying: “We are losing one of the most 
important cities in the Islamic and Arabic worlds, for all 
humanity.” With this in mind, it becomes clear that tourism  
is too important “to just be left to the tourism sector”. 
MICHELLE CONSTANT
Constant is the CEO of Business and Arts South Africa, and presenter of SAfm 
lifestyle (Saturdays, 9am to noon)

S
id

en
ot

e

The drink of the 
moment has finally 
hit SA. The flavour 
grows on you with 
every sip of this 
cinnamon explosion. 
You can opt for the 
traditional a latte, or 
try it as a frappuccino 
to cool you off during 
the summer months.

STARBUCKS PUMPKIN SPICE LATTE

Elke Nelson and Fritz van Graan

Text TESSA PASSMORE photography ANNALIZE NEL
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LONDON FRIEZE ART FAIR

Impressive in every situation.
Visit www.mbworld.co.za for more information.

The new Mercedes-AMG C 63 S Coupé.
Visit www.mbworld.co.za for more information.

Lucky enough to be in London in October? 
Be sure to check out the London Frieze Art 
Fair running from October 6 to 9 at Regent’s 
Park. One-hundred-and-sixty galleries from 
around the world are taking part, showcasing 
their newest talents and renowned favourites 
in contemporary art. There are four sections, 
and one to watch out for is Focus, “a section 
for young galleries and emerging artists, 

made up of solo and group-stand proposals, 
specifically conceived for the fair”, according 
to the organisers. Also notable is the Frieze 
Bespoke, a personalised tour service, and 
The Frieze Sculpture Park, curated by Clare 
Lilley, which is free to attend and exhibits 
large-scale works in the English gardens 
alongside the fair. 
frieze.com/fairs/frieze-london

Dispatches on all things cool, covetable, and cultural
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T
his luxury patisserie and coffee capsule emporium in 

Cape Town is evocative of Ladurée and Pierre Hermé 

in Paris — except with infinitely better coffee. Coco 

Safar is the brainchild of dynamic duo Wilhelm 

Liebenberg and Caroline Sirois, with plans to roll out the bespoke 

concept to other cosmopolitan centres, such as New York, Tokyo, 

and Los Angeles, with everything designed, manufactured, and 

shipped right out of the Mother City. cocosafar.com 

REGULAR FEATURES SHOWCASING 
THE STYLE AND TASTE OF WANTED 
PERSONALITIES: Powerdresser, Traveller, 
Motoring and Gifted.

OPINION PIECES THAT TO KEEP OUR 
READERS INFORMED, CHALLENGED AND 
AMUSED: The Wanted column, interview and 
books page.

SHOPPING AND FASHION:  Wanted readers 
dress well and love looking good. Our fashion  
and beauty pages provide up to the minute 
trends and inspiration.

FEATURES: Each edition of Wanted carries at 
least three editorial features to entertain and 
inform. Subjects range from culture to style 
trends, lifestyle and travel.

EATING, DRINKING AND SOCIALISING: The 
Wanted Navigator is a pacy round-up of new 
shops, restaurants and other beautiful places 
and spaces.



 F
EB FINDING YOU 3 FEB

From inspirational artists to out-there travel, off-road bikes 
and mountain bikes to African fashion - Wanted’s first issue 
of 2017 offers our readers mountains of ideas for an inspired 
start to a new year.  
Advertorial: 4 Jan 2017  | Above the line: 11 Jan 2017 | Material: 18 Jan 2017

 M
AR WANTED BOTANICALS 3 MAR

Wanted explores the trend for all things botanical including 
festival forest fashion

WANTED MOTORING LIFE (DEMAND)
Wanted’s guide to the latest luxury vehicle releases and all 
the must-have accessories that go with driving away in style.

BACK TO SCHOOL
Wanted does the homework and gives our readers a guide 
to designer kids’ fashion.
Advertorial: 1 Feb 2017  | Above the line: 8 Feb 2017 | Material: 15 Feb 2017

 A
PR WANTED’S WINTER STYLE GUIDE 7 APR

Wanted rounds up the trends and go-to look for men this 
winter, bespoke suits PLUS our annual beauty and grooming 
focus
Advertorial: 8 Mar 2017  | Above the line: 15 Mar 2017 | Material: 22 Mar 2017

 M
AY THE EPICUREAN ISSUE 5 MAY

Wanted is all about appreciating the good things in life. Our 
focus on food and drinks here and internationally is guaran-
teed to be mouthwatering.
Advertorial: 5 Apr 2017  | Above the line: 12 Apr 2017 | Material: 19 Apr 2017

 J
UN

E THE GLOBAL TRAVELLER ISSUE 2 JUN
It’s time to finalise plans for your August holidays and this 
Issue of Wanted is choc full of great ideas, destinations and 
the airlines that will get you there.
Advertorial: 10 May 2017  | Above the line: 17 May 2017 | Material: 24 May 2017

 J
UL

Y THE ACCESSORIES EDIT 7 JUL
Wanted’s annual round up of the best bags, shoes, sun-
glasses and more.
Advertorial: 7 Jun 2017  | Above the line: 14 Jun 2017 | Material: 21 Jun 2017T
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: AU

G CELEBRATING CRAFTMANSHIP 4 AUG
The world of luxury is populated with people who take im-
measurable pride in their creations. Wanted showcases those 
who use their hands to create glamour and beauty.
Advertorial: 5 Jul 2017  | Above the line: 12 Jul 2017 | Material: 19 Jul 2017

 S
EP SUMMER STYLE GUIDE AND JOBURG 

ART FAIR SHOWCASE 1 SEP
September is the January of fashion so it’s time to inspire 
our readers with the latest fashion trends for summer. We’re 
also be partnering with the Joburg Art Fair to showcase the 
hottest new art talent in SA.
Advertorial: 2 Aug 2017  | Above the line: 10 Aug 2017 | Material: 16 Aug 2017

 O
CT THE DESIGN ISSUE 6 OCT

Wanted showcases a visual feast of the latest décor, design 
an architecture trends.
Advertorial: 13 Sept 2017  | Above the line: 20 Sept 2017 | Material: 27 Sept 2017

WANTED JEWELS OCT
Wanted’s annual guide to the best Watches and Jewellery 
and luxury accessories released this year.

NO
V THE SUMMER HOLIDAY ISSUE 3 NOV

It’s almost holiday time so Wanted’s on top of the latest 
swimwear on offer plus great beach destinations.
Advertorial: 4 Oct 2017  | Above the line: 11 Oct 2017 | Material: 18 Oct 2017

WANTED MOTORING LIFE 17 NOV
Wanted’s guide to the latest luxury vehicle releases and all 
the must-have accessories that go with driving away in style.

NAVIGATOR 24 NOV
The Navigator section of Wanted tells you where and what to 
eat around South Africa. November is the month we turn the 
concept into a booklet that goes out free with Wanted.

DE
C THE PARTY ISSUE AND GIFT GUIDE 8 DEC

It’s time to celebrate so we’ll be offering our readers great 
ideas for party dressing, the best bubbly and other drinks to 
enjoy during the festive season plus, of course, the ultimate 
Gift Guide for the Wanted reader.
Advertorial: 18 Nov 2017  | Above the line: 15 Nov 2017 | Material: 22 Nov 2017
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