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edIToR’S leTTeR

Food for thought

We’re avoiding the office as the boiler’s  
on the blink. Of course it is, it’s winter. 
Our building is one those ’50s blocks  
that darn the gaps in the beautiful streets 
of the West End. We love its graphic, 
architectural simplicity, but the large 
unadorned windows and flat roof are  
as helpful as a fridge in the arctic when  
it comes to heat retention. Writing,  
then, is carried out on Franco’s leather 
banquettes or the downstairs den of 
Borough Barista, with fuel in the form  
of vitamin C packed smoothies from 
Crussh of Crown Passage or something  
to ease the alements in the local. Inevitably, 
as the autumn leaves start to fall and the 
mercury plummets, thoughts turn to food.
 At some time between being inexpli-
cably hungry mid-morning, peckish at 
three and a mysterious case of the post- 
dinner pangs, we decided it was high 
time to celebrate the rich pickings of food 
and wine merchants in St James’s. That, 
and a flurry of new restaurants opening 
here this winter.
 But we don’t do much exercise. As a 
central neighbourhood of this global city 
and a cornerstone of the West End,  
St James’s is only half a mile wide, under- 
scored at its longest by The Mall. News 
though is never in short supply and it’s 
been a bumper crop, with stories from  

old friends and new acquaintances as 
units open on Piccadilly, Jermyn Street 
and Regent Street St James’s.
 This issue then is full to bursting.  
The pressure on our column inches and 
ever expanding taglines was inevitable. 
We have loosened the editorial, and let  
out the pages by another twelve. Content 
includes an interview with one of Britain’s 
most celebrated chefs on her latest 
venture, meeting the established restau- 
rateur who’s resurrecting the spirit of  
the original TV chef, and taking a look 
behind the scenes at a new flagship and 
foodie one-stop-shop. We also go to a dark 
place, as we meet the representatives from 
two of St James’s oldest food businesses. 
Fashion picks serve up a treat with a 
heritage brand that has long protected  
our modesty, as well as a selection box  
of St James’s wares perfect for winter.  
We hope that this issue is not simply and 
politely enjoyed, but seasonally devoured.

editor@stjameslondon.co.uk
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St JameS’S CorreSpondent

Calm before a festive storm. In a brightly 
lit hall under BAFTA, the team from  
The Crown Estate prepare five low tables 
with wooden Christmas decorations  
and pots of paint, and drape fresh white 
aprons on the backs of tiny chairs. We are 
all quietly awaiting the arrival of years 
two and three from Soho Parish School.
 St James’s Church, Piccadilly, will  
once again be hosting the St James’s 
Fayre – a Christmas event organised  
by Quintessentially Foundation to raise 
funds for Rays of Sunshine, a charity  
that works festive magic in making the 
dreams of seriously ill children come 
true. As key sponsors, The Crown Estate 
also provides two large Christmas trees 
for the churchyard – but they needed  
help with the decorations.
 Behind Piccadilly Circus and its three 
million visitors each month, Soho Parish 
School can be found tucked away in a 
three-storey Victorian building on Great 
Windmill Street. As students of central 
London’s smallest school, the 150 four 
to eleven year olds “are all very familiar 
with St James’s” says Headteacher Joffy 
Conolly, and we are reminded that these 
bustling parts of the capital are not only 
key retail and business districts but also 
home to many families. 
 Their small playground requires that 
playtime is rotated between age groups, 
and exercise classes also take place in the 
churchyard of St Anne’s, the YMCA near 
Tottenham Court Road, and, for the older 
ones, runs around the pond in St James’s 
Park. With access to some of the nation’s 
greatest cultural, and educationally 

hospitable, institutions on their doorstep, 
this trip is their fourth this term. The 
organisation of which Conolly describes 
as “quantum in its complexity.”
 It is perhaps no surprise then that  
the teachers hold the childrens’ complete 
attention. The whole room was called  
to order by a synchronised clap, given 
clear instructions on the need to roll  
up their sleeves and a call to help each 
other with putting on the aprons. When 
it came to painting, our table talked about 
the benefits of being the first, second or 
third child – namely worst, best and the 
one with the hairy chest – and there was 
a general consensus on the messiness  
of boys. We also shared advice on how  
to mix black, discussed the differences 
between painting and design, and talked 
about aboriginal art from Australia. 
Good company indeed!
 Decorations were completed with 
initials on the back and left to dry  
while the children were entertained by  
Magic Carl and ate slices of apple. From 
Reception to year five, the artistic works 
of Soho Parish School will adorn the 
churchyard Christmas trees from the 
beginning of December, and, for us,  
have come to symbolise a strong 
community spirit rarely identifiable  
in London’s centre.

ARCHIve

The Fortnum’s 
hamper lifeline 

The Fortnum & Mason’s 
hamper has a hard-to-top 
heritage and reputation. That 
famous logo, stamped boldly 
onto a trusty wicker basket, 
has been a comforting sight 
the world over for hundreds  
of years. It all started around 
1730, when coach drivers 
taking wealthy customers  
to their country estates or the 
refreshing Bath spas avoided 
the insalubrious coaching 
inns along the western high- 
ways, preferring to collect 

“travellers’ baskets” from 
Fortnum’s before they 
departed. The trend quickly 
took hold and the hamper 
became a critical part of any 
civilised outing. Charles 
Dickens wrote excitedly  
about the sensation one 
Epsom Derby: “Never, to  
be sure, were there so many… 
Fortnum & Mason’s hampers, 
so much ice and champagne! 
If I were on the turf, and had 
a horse to enter for the Derby, 
I would call that horse 
Fortnum & Mason, convinced 
that with that name he would 
beat the field.”
 Not exclusive to the 
affluent, hampers quickly 
became synonymous with 
Christmas and were a vital 
lifeline of home comforts  
and spirit-fortifying good will  
to British soldiers stationed 
abroad during wartime.  
In 1815, Fortnum’s sent 
packages containing honey, 
preserves and dried fruit to 
Wellington’s soldiers as they 
fought Napoleon. Though the 
F&M logo proved so enticing 

that packages were commonly 
plundered before they reached 
their intended destination.  
In fact, so many went missing 
that officers began requesting 
their “hams, tongues, butter 
and cheese” to be sent in plain, 
unmarked boxes.
 Later, during the Great War, 
families sent all kinds of 
parcels to the trenches and 
to prisoners of war – several 
pages of the 1916 Fortnum’s 
catalogue were even dedicated 
to “Prisoners of  War Boxes.” 
Contents included New Elvas 
plums, cheddar cheese, Tunis 
dates, almond cake, shortbread, 
Chinese figs, chocolate and –  
of course – Christmas pudding. 
 One such package 
containing 500 Fortnum & 
Mason’s Christmas puddings 
ordered by a Mrs G.A. Yool  
of Lichfield was headed for the 
seventh South Staffordshire 
regiment in Gallipoli during 
the final weeks of December 
1915. Before they arrived, 
however, the regiment was 
evacuated to the Aegean  
and whether the Christmas 
puddings ever reached the 
men is unknown. Though  
a clue may lie in the little 
known South Staffordshire 
Regiment Museum, where a 
bill of sale for the Christmas 
puddings is exhibited along 
with a Fortnum & Mason’s 
letter of assurance that the 
puddings will reach their desti- 
nation. And who, in any era, 
would bet against Fortnum’s?

CommunITy

Christmas decorations

In 1999 I had been running my bespoke 
shirt business from home for ten years, 
and visiting my customers in London, 
New York and Paris from a small work- 
room in New Cross. I had three young 
children by now, and found the travel 
difficult to combine with a one, three  
and four year old. 
 A low point came as I left a customer 
in the West End, who had just ordered 
his annual twelve shirts from me. With 
my youngest daughter Hermione in my 
arms, who had cried throughout the 
appointment due to hunger, I then had 
to ask to use his telephone to sort out my 
clamped Land Rover. But it was as the lift 
doors closed that he said “Emma, some 
women manage to successfully combine 
their careers with having children… you 
are not doing that thing”…! Soon after,  
I headed for Jermyn Street with the plan 
to lay down roots for my business, and 
there before my eyes was the dream shop: 
at the bespoke St James’s end of the street; 
perfect proportions; and potentially the 
first shop you would come to on that 
pilgrimage for the authentic English shirt.
 Fourteen years later I am a very happy 
resident of St James’s and have happily 
seen Jermyn Street go from strength to 
strength. In 1999 it had a slightly dusty, 
landed gentry, men’s club feel about it, 
and the dwindling inherited money was 
often now heading for the discount shirt 
shops. And then came the ‘Hedgies’ and 
saved us all! I have to defend them as 
suddenly along came youth, beauty and 
money, and they were seeking out the 
best things in life – whether Edward’s 
cigars, Franco’s truffles, Simon Berry’s 
Burgundy or James Lock’s hats. Shiny 
new restaurants and clubs popped up, 
John Dodd of Artemis rocked up the 
street with diamond earrings, and long 
term St James’s style icon, The Duke of 
Beaufort, for whom I had been making 
shirts for twenty years, greeted me as he 
strolled from his Marlborough Gallery 

to Wiltons – in jeans too, matching his 
denim blue eyes. A new history of jeans 
and modern St James’s was made.
 I am thoroughly enjoying working with 
The Crown Estate on the continuing and 
very exciting development of our unique 
area. A highlight of our work together in 
the coming months will be our Style for 
Soldiers Christmas party, which we give 
as a reunion for injured servicemen and 
women, whom I have met in the last four 
and a half years at Headley Court Military 
Rehabilitation Hospital. We measure the 
patients for a bespoke shirt and walking 
stick, which we give as gifts of our 
gratitude for their sacrifice and bravery. 
The Crown Estate has given us the 
stunning Purple Door space next to 
BAFTA for our venue, and offered their 
ongoing support. We will be trying to  
link local businesses with soldiers for 
work experience, and potentially jobs in 
the future, using the MOD’s Personnel 
Recovery Career Services, who are also 
based in the West End. 
 I am also very excited to be working 
with them as they are producing a  
St James’s and Jermyn Street show for 
London Collections: Men in January, 
styled by GQ’s Associate Editor and  
‘Style Shrink’, Robert Johnston. This  
will be sure to attract the international 
fashion press, and, styled by Robert,  
will showcase our authentic, original 
local British brands that are in such 
demand again worldwide.
 The spirit of Beau Brummell has 
returned to St James’s, as it deservedly 
pushes to the forefront of fashion again, 
bringing back glamour, originality and 
style. Or maybe it’s the Duke in his jeans?

ReSIdenT’S Column

emma Willis 

Fortnum & Mason 
181 Piccadilly, W1A 1ER 
fortnumandmason.com 
@fortnums

vIllAge neWS

For further information of new 
openings in St James’s visit 
stjameslondon.co.uk

Emma Willis 
66 Jermyn Street, SW1Y 6NY 
emmawillis.com 
@emmawillisltd

openIng Soon

Retail 
 
 
SunSpel 

The heritage clothing brand’s 
fourth London store will be  
on Jermyn Street, and will 
continue the company’s tradition 
of making simple, everyday 
clothing from beautiful fabrics,  
as it has since 1860. 

Opening December 2013 

 
CATH KIdSTon

Their biggest ever store at  
7,000 sq ft, the flagship will  
open on Piccadilly just in time  
for Christmas with three floors  
of homewear, bags, clothes, 
kidswear and gifts in Kidston’s 
distinctive modern-vintage style.

Opening December 2013
 
 
oSpRey

The leather fashion connoisseurs, 
currently stocked as concessions 
in John Lewis and other stores, 
will finally have a store to call their 
own on Regent Street St James’s.

Opening February 2014
 
 
bIlbAo beRRIA

The first London opening for  
the Barcelona-based Spanish 
pintxo restaurant, headed up  
by Masterchef winner Ash Mair.

Opening February 2014
 

JuST open

Retail 
 
 
bARbouR InTeRnATIonAl 

 The off-shoot of this heritage 
brand has opened its flagship 
store, and offers motorcycle-
inspired clothing with its  
signature level of craftsmanship. 

211 – 214 Piccadilly, W1J 9HL
 

gRoSvenoR SHIRTS 

The royal warrant-holders and 
shirtmakers to the Crown will  
be opening a new 1,200 sq ft  
store on Jermyn Street, the 
famous home of shirtmaking. 

18 – 19 Jermyn Street, SW1Y 6LT

lA mAISon mAIlle 

On the corner of Piccadilly  
and Piccadilly Arcade, this 
boutique is the first outside  
France and a refined dedication  
to moutardes dijonnais and its 
condiment compatriots. 

2 Piccadilly Arcade, SW1Y 6NH
 
 
TIgeR oF SWeden

The beautiful British flagship store 
of this modern tailoring and 
womenswear brand has launched 
to great acclaim in St James’s 
newest development.

211 – 214 Piccadilly, W1J 9HL

JuST open 

Restaurants 
 
 
CAFé muRAno 

On the site of the early incarnation 
of Pétrus, Angela Hartnett returns 
to open this latest offering of her 
brand of sublime Italian cuisine. 

33 St James’s Street, SW1A 1HD 
 
 
CHop SHop 

New York restaurant group, 
Altamarea has teamed up  
with local Will Guess to create  
a butcher-shop inspired  
restaurant, with USDA beef  
and pasta cottage pie. 

66 Haymarket, SW1Y 4RF
 
 
vIllAndRy 

The new flagship of this foodie 
one-stop-shop, with its deli  
and fresh produce, as well as  
all day dining and private rooms. 

12 Waterloo Place, SW2Y 4AU

St James’s Church  
197 Piccadilly, W1J 9LL 
sjp.org.uk 
@stjpiccadilly
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St JameS’S CorreSpondent

pHoTogRApHy 

Angela Moore

AngelA HARTneTT

InTeRvIeW

AngelA HARTneTT
Café Murano

Since we heard the news that Angela Hartnett would 
be opening a restaurant in St James’s, we’ve been able 

to think about little else.
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St JameS’S CorreSpondent AngelA HARTneTT

Back in the early months of this year, 
there was much speculation as to the 
concept of the restaurant that would 
replace Brasserie St Jacques, but reports 
stated that the approach would centre on 
informal dining. Hartnett soon became 
the office pin-up, for she heralded a shift 
in the local food scene – a move towards 
dining that’s not niche, fusion, or 
spectacle. But rather open, flexible,  
any time of the day, and about produce, 
expertise, and the quality of the cooking.
 Since then we’ve had Cicchetti on 
Piccadilly, with small dishes of varying 
price and unwavering quality. Then the 
flagship of Villandry was announced, 
with its particular formula of deli-café-
restaurant-bar foodie holism. Things 
were hotting up.
 Though we have to admit, as the 
months rolled by, we were growing 
impatient. Restaurants take an inordi-
nately long time to set up. So much work 
goes on before you can see any physical 
changes, but we still stopped to peer 
through the windows on the way past. 
And we have to admit to even reading  
the menus of her other restaurants,  
past and current, and spent lunchtimes 
daydreaming of York & Albany osso  
buco and Murano braised halibut.
 But were we getting carried away? 
There are certainly volumes of praise 
from critics to support our fervour, but  
as with highly-hyped movies, you can 
easily get swept up in the anticipation 
only to be ultimately disappointed. Was  
it really going to live up to expectation?
 If you read no further, then the short 
answer is yes.
 Two weeks before this issue’s publica-
tion, Café Murano opened. The menu  
is broken down into cicheti, antipasto, 
primi and secondi. A course of each  
will leave you stuffed, but the adoration 
caused for dessert too. Prices are a mix  
of single and double figures, though very 
few over twenty.
 With modesty, Hartnett describes the 
offering as “mid-range. Not high-end,  
but not Caffè Nero either.” The food is 
her particular brand of Italian – delicious 
and crafted – and it offered a warm 
embrace: it knew how much this meant. 
 But it’s not been an easy road. Getting 
to talk to Hartnett has been trickier than 
deciding what to have first. You see, she 
is busy, very busy. At the start of this year, 
Hartnett was only running Murano – her 
Michelin-starred restaurant in Mayfair 

that she bought outright from recalci-
trant mentor and champion Gordon 
Ramsay in 2010 – as well as the dining 
room at Whitechapel Gallery. But then 
she launched Hartnett Holder & Co.,  
a joint restaurant experience with chef 
Luke Holder at the five-star hotel and  
spa, Lime Wood, in the New Forest. And 
then there was the Merchant Tavern in 
Shoreditch with head chef Neil Borthwick 
at the end of September. How and where 
then does Café Murano fit into this bigger, 
busier picture?
 Essentially, it was an opportunity not 
to be missed. She was invited to see the 
site by The Crown Estate, whereupon 
“the deal was sewn up within the week.” 
And the concept was to be Italian, “more 
Italian than Murano even.”
 Dinner then opens with a selection  
of salumi (cured meats), so thinly sliced 
they transform to something like soft 
cheese in the mouth, and arancini, deep 
fried balls of risotto, golden-orange with 
sticky inners. Then onto antipasti of 
sweet langoustines, with a beautiful 
smokiness and charred edges, and warm 
octopus, satisfyingly meaty and substan-
tial, in herby, tomato sauce and chickpeas. 
Primed for primi, we plumped for wild 
boar fettuccine, with a deep and rich 
meaty syrupiness, and that longed for 
osso buco with risotto, where the cream 
hugged our chops and the veal was pure, 
tender, almost-soluble love.
 Soon the lights lowered and everything 
took on a soft-edge, or was that the 
Chianti? There is a warmth and convivi-
ality to the place, and a feeling of nostalgia, 
as we are welcomed to take on and share 
in her cooking roots. Chicken Milanese 
was thin and sweet with lemon and 
shavings of Parmesan, and the guinea 
fowl plump and flavoursome on polenta 
and chestnuts. Tiramisu was the fait 
accompli, a riverbed silted with cream, 
sponge, booze and cocoa.
 Hartnett describes it as “somewhere  
to pop in or go for a three-course dinner. 
Simple food and affordable.” It is perhaps 
one of the most accessible ways to taste 
authentic Hartnett cooking, an approach 
with Café Murano she details as “cooking 
from my heart, the food I grew up with.”
 It’s all relaxed, and the kind of cooking 
that comes with maturity and wisdom.  
In fact, the whole set up is very wise. 
There is a good choice of dishes, with 
small-and-rich or light-and-large options, 
and all great value. It will never fail  

to please. It can be a special occasion 
destination, or simply somewhere to  
pop in alone for lunch.
 “We’ve had a real range in so far. 
Young and older. Bookings and off the 
street. Already we seem to be attracting 
some regulars. And quite a number of 
lone diners, which is nice to see too.” 
There is comforting insouciance to her 
manner; a confidence in the concept and 
product, and a stride in her step perhaps. 
But does it belie the reality of how busy 
she really is? 
 On working with five head chefs, she 
says, “you have to give them ownership. 
You have to trust the ones you work with. 
Let them get on with it.” This is so surpris- 
ingly non-neurotic for the star-chef type. 
But she adds, “Café Murano has most  
of all my involvement. I’m working with 
my head chef, but I’m also doing services,  
we write the menu together, and so on.” 
Her day starts at the restaurant at eight 
until the day’s service is done, somewhere 
after ten. And when does chef get to eat? 
“We have staff meals at eleven and five, 
but I’m always picking and tasting, we’re 
always tasting.”
 Apart from our firmly-fixed gaze, the 
launch has been fairly discreet. No plans 
on a big launch party? “Not all restaurants 
need to go bonkers in the media.” Of 
course this isn’t a song and dance affair. 
Her comment “I wanted no long descrip- 
tions on the menu” tells you everything. 
This is low-fuss. And the future, maybe  
a five-year plan? “Ha! No five-year plans. 
Making it up as we go along!” And truth 
be told, we’re not sure we much mind 
that answer. For as we continue to stare 
out the window in that long hour  
before lunch, daydreaming again about 
Hartnett’s cooking and yearning for her 
osso buco, there is the greatest comfort  
in knowing that delicious things really  
do come to those who wait.

Café Murano  
33 St James’s Street, SW1A 1HD 
cafemurano.co.uk 
@cafemurano33

‘The lights lowered and everything took on a soft-edge, or was that the Chianti? 
There is a warmth and conviviality to the place, and a feeling of nostalgia, as we are 

welcomed to take on and share in her cooking roots.’
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SeleCTed evenT

The Fayre of St James’s

5 December 
St James’s Church, Piccadilly, W1J 9LL

— 
The launch of this issue coincides with a wonderful event –  
the Fayre of St James’s. A celebration in St James’s Church, 
it marks the real beginning of the countdown to Christmas 

and the festive fervour that it inspires. Organised by the 
Quintessentially Foundation and sponsored by The Crown 

Estate, the fayre is a unique fundraising event in the Christmas 
calendar, combining traditional festivities with live performance. 

A carol concert kicks off proceedings, with songs from the 
London Community Gospel Choir to rouse you off your seat. 
There will be musical performances from celebrity guests as 

well as readings from notable actors – the list of which remains 
a highly guarded secret at the time of publication. Guests are 

then invited to celebrate the switching on of the Jermyn Street 
Christmas Lights by The Crown Estate’s Chief Executive, 

Alison Nimmo, and special guest. To wrap up the event, a private 
Christmas party will follow at world famous Fortnum & Mason.

Proceedings from the event will go to Rays of Sunshine, a charity 
that grants wishes for terminally ill children throughout the 

UK. Quintessentially Foundation founder Ben Elliot said that 
“we were very keen to create a Christmas charity event – the 
time of the year most often associated with giving. Our aim 
is to raise over £160,000 for the charity, as well as providing 

further exposure for Rays of Sunshine and the incredible 
work they do.” With it being a particularly busy time of year 
for the church, with concerts and yuletide bookings nearly 

every single day of December, Reverend Lucy Winkett added 
that she was particularly pleased to be at the heart of the 

community’s celebration and in support of the great work that 
Quintessentially Foundation support.

Aside from the church, Fortnum & Mason is perhaps the other 
focus of a St James’s Christmas, and their CEO Ewan Venters 

informed us that their theme this year is ‘Where Dreams Come 
True’ as a fitting tribute, and said that, “the community of  

St James’s with Quintessentially Foundation have collaborated 
to make this a truly local affair.” 

— 
Tel. +44 (0)20 7760 2306 quintessentiallyfoundation.org 

@quintfoundation

dAKS
Autumn / Winter 2013

pHoTogRApHy 

Josh Shinner

Photographer Josh Shinner follows the design team in their prep,  
polish and finish of the A/W13 womenswear show for London Fashion 

Week, while The Correspondent asks Deputy Chairman Paul Dimond  
why ‘one look tells you it’s DAKS’.

CAlendAR 

Winter Events
 
 
CHRISTmAS RedS  
TuToRed TASTIng 

13 December, 6.30pm 
Berry Bros. & Rudd 
3 St James’s Street, SW1A 1EG 

Let Anne McHale MW take you 
through all the possible styles  
of red you could desire over  
the festive season. Discover the 
perfect accompaniment for nut 
roast, goose, cheese platters,  
and even leftover turkey. Light  
and refreshing, big and full-bodied, 
glossy and smooth – all will feature 
in a night of fun and interactive 
tasting showcasing an innovative 
line-up of wines from France, 
Spain, Italy, Portugal and the  
New World. Tune up for the  
festive season and join Anne  
in Berry Bros. & Rudd’s exclusive 
Pickering Cellar for an educational 
and festive evening. 

Tel. 0800 280 2440 
bbr.com 
@berrybrosrudd 
 

CHRISTmAS dAy  
AT THe RITz 

25 December 
The Ritz Restaurant 
150 Piccadilly, W1J 9BR 

For the perfect Christmas Day 
lunch, head to the Ritz. Executive 
Chef John Williams MBE has 
prepared a fabulous six-course 
menu, replete with all the traditional 
trimmings and a few surprises too. 
Musical accom-paniment comes 
from the popular duo O’Donnell 
and Bell, and for the children there’s 
a dazzling magician, a spectacular 
caricaturist, and a certain Santa 
Claus will make an appearance 
with his sack of gifts. For even 
more Christmas cheer, stay on at 
the Ritz for a superb four-course 
Christmas dinner and live 
entertainment. 

Tel. +44 (0)20 7493 8181 
theritzlondon.com 
@theritzlondon 
 

bombSHellS 

6 January – 11 January 
Jermyn Street Theatre 
16b Jermyn Street, SW1Y 6ST 

Joanna Murray Smith’s 
unforgettable character 
monologues of six women on  
the brink of breakdown – or break 
through – takes to the West End 
after another critically acclaimed 
stint in Smith’s native Australia. 
Originally the winner of the 2004 
Edinburgh Fringe First Award  
and touted to be, ‘as observant  
as anything in Alan Bennett’s 
Talking Heads,’ by The Guardian, 
expect this new performance  
of Bombshells to be as relevant  
as ever. A treat for the girls or  
any drama lover who appreciates  
a distinctive gem of pitch perfect 
social commentary. 

Tel. +44 (0)20 7287 2875 
jermynstreettheatre.co.uk 
@jstheatre 

THe gITA, A ConveRSATIon 
WITH pARul JAnI 

17 January, 7.30pm  
Waterstones  
203 – 206 Piccadilly, W1J 9HD 

The Bhagavad Gita was published 
in English for the first time in 1785 
by the East India Company.  
It influenced William Blake, who 
depicted the Gita’s translation  
in one of his lost drawings, ‘The 
Brahmins’. The argument of The 
Gita also reappears throughout 
Blake’s work in a curious and 
contrary form. With Parul Jani – who 
spent seven years in India studying 
the ancient Vedas and now teaches 
the philosophy of Vedanta to inter- 
national audiences – at the helm, 
discover Blake’s reading of this 
great work of philosophy and how 
it illuminated his spiritual approach 
to everything he encountered. 

Tel. +44 (0)20 7495 5654 
blakesociety.org 
 
 

beFoRe, beHInd And 
beyond THe dISCoveRy 
oF THe HIggS boSon 

20 January – 21 January 
The Royal Society 
6 – 9 Carlton House Terrace,  
SW1Y 5AG 

Professor John Ellis CBE FRS, 
Professor David Charlton and 
Professor Tejinder Virdee FRS  
lay on a two-day programme  
of lectures and presentations 
surrounding the discovery of  
the new particle resembling the 
much theorised Higgs Boson. 
Topics will focus on the genesis  
of this discovery, its interpretation,  
its significance, its relations to 
condensed-matter physics and 
cosmology, and possible future 
experiments to explore its nature. 
This event is free to attend but 
there are a limited number of 
places and registration is essential. 

Tel. +44 (0)20 7451 2500 
royalsociety.org 
@royalsociety 
 

FRIedRICH KunATH: I’m 
RunnIng ouT oF WoRld 

22 November – 25 January 
White Cube, 25 – 26 Mason’s Yard, 
SW1Y 6BU 

Friedrich Kunath’s dizzying use  
of media – sculpture, drawing, 
video and photography – belies his 
focused and nuanced interest in 
the universal themes of the human 
condition: love, loss, loneliness, 
optimism and dejection. His art 
wears its influences openly. Song 
titles, lyrics and books, along with 
nods to conceptual art, German 
Romanticism and symbolism play 
on the same canvas in ironic and 
absurd ways. Often, his multimedia 
pieces turn on the artist himself, 
satirising common tropes of a 
melancholic drifter longing for 
home. Always, however, Kunath’s 
tongue is firmly set in his cheek: 
underlying all his work is a 
tragicomic sensibility that is both 
bright and fun, sinister and dark. 
For his second White Cube show 
expect more enigmatic curiosities. 

Tel. +44 (0)20 7930 5373 
whitecube.com 
@_whitecube

buRnS nIgHT 

25 January, 7.00pm 
Fortnum & Mason 
181 Piccadilly, W1A 1ER 

The Fortnum & Mason Burns  
Night is back! Once more an 
outstanding evening of food,  
drink, poetry and love will  
be laid out for avid Burns  
enthusiasts or those in search  
of good cheer and quality  
mashed neaps. Enjoy readings  
of the Ploughman Poet’s work  
and stories of his life. Celebrate  
in time-honoured fashion with  
a boisterous rendition of  
Auld Lang Syne. Kilts are  
preferred but not essential. 

Tel. 0845 602 5694 
fortnumandmason.com 
@fortnums 
 

bloombeRg neW 
ConTempoRARIeS 2013 

27 November – 26 January 
ICA  
The Mall, SW1Y 5AH 

Ryan Gander, Chantal Joffe and 
Nathaniel Mellors have chosen 
outstanding works by the most 
promising artists coming out  
of UK art schools. This annual 
showcase started the careers  
of such art luminaries as Antony 
Gormley, Damien Hirst and  
David Hockney, and has become  
a crucial stop in London’s art 
calendar. Anticipate a wide  
range of media – sculpture, 
photography and video works –  
with particular emphasis on 
installation art. Artists investigate 
the formal aspects of art 
production, others tap into  
popular and domestic culture 
through the use of web-based 
material and household objects. 

Tel. +44 (0)20 7930 3647 
ica.org.uk 
@icalondon 
 

one mAn, TWo guvnoRS 

Ends 1 March 
Theatre Royal Haymarket 
18 Suffolk St, SW1Y 4HT 

Richard Bean’s multi-award 
winning play makes its final run  
at the Theatre Royal Haymarket. 
Owain Arthur returns to lead the 
cast of new and familiar faces  
in an uproarious celebration of 
British comedy. Satire, one-liners, 
slapstick, sing-alongs; this is  
a classic comic tale of murder, 
mistaken identity, and skiffle 
bands. Catch this internationally 
acclaimed hit, described  
by The Sunday Times as, ‘the 
funniest… of all the feel good 
shows in London,’ before it  
finishes in March. 

Tel. +44 (0)20 7930 8800 
trh.co.uk 
@trh_london
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We meet Paul Dimond in the archive at 
DAKS. Its dark wood and glass cabinets 
on cream carpet are all arranged in areas 
of interest: The early Simpson Family –  
Simeon, Alec, Samuel; the Larkhall 
factory in Lanarkshire – the first and 
largest designed factory in ’30s Europe; 
the royal warrants; and walls full of  
their signature illustrative advertise-
ments, with trousers drawn in rows  
of colourful polygons.
 The archive is actually relatively new, 
DAKS having had to re-procure pieces 
from hither and thither as they were split 
up and scattered over time. A notable 
amount had found its way to a small 
room in the basement of the Fashion and 
Textile Museum on Bermondsey Street. 
Apart from the quiet, soft, effusive nature 
of the archive, there’s an overwhelming 
cohesion to everything. The house check, 
though relatively modern having been 
devised by John Mengers in 1976, weaves 
its camel, vicuña and black throughout. 
But it is also an approach and an under-
stated aesthetic that binds the collective 
works together throughout the historical 
periods – always appropriate to its time 
but also somehow timeless.
 Dimond takes me round with a mix  
of facts, anecdotes and modest pride. 
Having had a highly successful career  
in the Foreign Office, with ambassadorial 
positions in The Netherlands and 
Philippines, as well as Consul General  
in Los Angeles, he found his position  
at DAKS in retirement and is clearly very 
pleased with this last posting. 
 His diplomatic career started in No.17 
Carlton House Terrace, and he remembers 
a St James’s Park without tourists, and  
as a place for a quiet lunch. He describes 
his relevant skills as “recognising the 
resource of people” and “knowing the 
need for clarity.” He is not your fashion 
fundamentalist or outré aficionado, but  
if you allow me to butcher their motto, 
one look told me he’s DAKS.
 The surprising thing about DAKS  
is its size. It’s a small outfit. There are 
only thirty-five members of staff here at 
the Old Bond Street headquarters. “Our 
turnover is only £16m, which when you 
compare with what people think of as  
our competitors, it’s nothing.” Its fashion 

credentials are clear and its devotion 
international, but the picture is compli-
cated. Firstly, who exactly are their 
competitors? “In fact, I don’t think we 
have a competitor.”
 Is this just bold enthusiasm or does it 
hold true? The reasoning goes something 
like this. It’s a combination of the brand’s 
heritage, its place within the market and 
its global business model. Its heritage is 
undeniable and clearly plays a part influ- 
encing designs season to season. “Lots  
of people pertain to be a heritage brand. 
But we are heritage.” Dimond also ascribes 
success to knowing your place. “We are 
not couture, but we are at the top of ready- 
to-wear luxury.” The delivery of its image, 
brand and goods internationally, however, 
is a more complicated picture.
 Creative Director Filippo Scuffi (and, 
before her recent move to Jaeger, womens-
wear designer Sheila McKain-Waid)  
holds grip on design direction. However, 
the designs at LFW and MFW are for a 
European market only. Its global business 
is divided into regional markets run by 
separate businesses, or ‘licensees’. When 
the Simpson family sold the business in 
1991, it was bought by one such licensee, 
Sankyo Seiko of Japan – DAKS’s largest 
market. Today, there are licensees in 
South Korea, Taiwan, China and Thailand. 
But why and how does this work?
 As a dedicated champion of a particular 
London village, it may be obtuse for  
The Correspondent to write that it seems 
we are often blind-sighted to the inter- 
nationality of fashion and its multifarious 
nature. The formation of the DAKS 
business model was a practical one: 
markets differ. Not only do they differ  
in taste and aesthetics, but also in 
misaligned seasons, body shapes and 
preference of cut. With a deep apprecia-
tion of the DAKS heritage, Dimond says 
that the Japanese were the perfect fit –  
a subject he knows a little about.
 Dimond spent thirty odd years in 
Japan in diplomatic-commercial roles. 
Based in Osaka, the “Manchester of 
Japan”, he saw the economic recovery and 
meteoric rise of industry and innovation, 
and recalls how their GDP doubled 
within seven years. By the ’80s, Sankyo 
Seiko had turned DAKS into an incredible 

success story. Their lion’s share, and  
a level of quality control he describes as 
the best in the world, meant that they 
were well qualified to take up the reins.
 Designs continue to originate from 
London, but are adapted or expressed 
differently in each self-contained market. 
China has branched out into homewear, 
and Thailand dispensed with heavy 
jackets. The garments in the DAKS 
concept store on Jermyn Street are solely 
designed in the UK, manufactured in 
Germany and Italy, with cashmere from 
Alex Begg & Co. of Ayrshire. The store  
at No.101 also received a beautiful refit 
this year, and menswear continues to 
hold steady at two thirds of their European 
market. Next year will also see the launch 
of some exciting new products to mark 
their 120th birthday. 
 As we head out of the headquarters  
of this international fashion brand, 
leaving the team to prepare for S/S15,  
we can’t help thinking that DAKS 
functions in a very St James’s way. Their 
philosophy is framed by a dedication to 
beautiful craftsmanship and an apprecia-
tion of its past and its place in the future. 
Their style ethos is modest but confident, 
stylish but understated, astute but not 
without wit. Womenswear is elegant,  
and imbues freedom and independence. 
It is authoritative, expressive, feminine. 
 As we watch back the clips of their 
most recent womenswear show, the music 
slips between covers of the same song, 

“La Vie en Rose.” And DAKS is much  
like a theme and variations: the house 
check and its creative deconstruction;  
the original British designs and its  
global counterparts; its timelessness  
but simultaneous sartorial dynamism.  
No matter where you are, Osaka or 
Manchester, front row or back stage,  
one look tells you it’s DAKS.

DAKS  
101 Jermyn Street, SW1Y 6EE 
10 Old Bond Street, W1S 4PL 
daks.com 
@dakslondon
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THe AppRoACH

Our philosophy – to make simple, every- 
day clothing from beautiful fabrics –  
remains the same since Thomas A. Hill 
founded the company in 1860. We are 
constantly reviewing and refining our 
clothes and this principle sets us apart 
from other brands.

THe HeRITAge

 
Sunspel started life in the lace-making 
district in Nottingham and moved to the 
current premises in Long Eaton in 1937. 
The factory is a vital part of Sunspel. 
Having our own dedicated team of crafts- 
men means that our in-house design 
team can execute their vision in the most 
exacting and precise manner possible. 
 The Sunspel name was actually  
already used at Thomas Hill Ltd for  
their premium underwear line – made  
from Sea Island Cotton. The branding 
associated with Sea Island Cotton had 
always involved a sun rising behind 
clouds. Sunspel was a play on the words 
‘sunny spell’.

THe FAbRICS

 
With simple clothing, fabric innovation  
is hugely important and this is some-
thing we excel in. Last year we launched 
a Sea Island Cotton range, made from  
the finest cotton in the world. That project 
was several years in development but it 
was important to us to get it exactly right.
 It’s the best quality cotton in the world. 
Because of its extra long staple length 
and uniform texture it can be woven to 
the highest yarn count, creating a fabric 
which is softer and finer than cashmere. 
Its cultivation requires great technical 
knowledge and expertise. We work with  
a tiny cotton farm in Jamaica and expert 
spinners in Switzerland to create it.
 Our most well known fabric is 
probably the Q82, which is our two-fold 
long staple 100% Egyptian cotton jersey, 
used for T-shirts and underwear. All  
our fabrics start with Q, followed by a 
number. The Q stands for ‘quality’ and 
the number identifies the fabric type. 

THe lAndmARKS

 
Not many people know that Sunspel intro- 
duced the boxer short to Britain from the 
US in 1947, and it was a pair of Sunspel 
boxer shorts that Nick Kamen stripped 
down to in the infamous 1985 Levi’s 
launderette advert. Also, at the time of  
the British Empire, we were the smartest 

brand of underwear in the UK and as  
a result were stocked in the best shops  
in Rhodesia, India and South Africa,  
for overseas customers who looked  
back to England.
 Our archive dates back to the early 
twenties and as well as clothing and 
fabric samples contains documents and 
letters. Many of the graphics from these 
inspire prints in our current collections.
 When we took over the business the 
archive was contained in a few boxes at 
the back of a cupboard, which was a sorry 
state to see it in. It’s so important for us 
to preserve these pieces so next year  
we will start working with an archivist  
to catalogue and document it properly. 

THe buSIneSS

 
When we took over the original family 
business, it was tough at times as the 
company was in desperate need of 
modernising – everything from the 
orders still being handwritten to the  
roof needing repairing – but I think  
once everyone started seeing the benefits 
of the changes any tensions that might 
have come about soon dissipated. There 
are people working at Sunspel who have 
been here for years and years, and I think 
that really contributes to it still having 
the feel of a family business. 

THe deSIgnS

 
We have an in-house design team based 
in Long Eaton. In 2008, Jonathan 
Anderson started consulting for us and 
he helped to slowly introduce new styles 
and womenswear.

THe CuSTomeR

 
We have a wide range of customers,  
from older men who have bought our 
stuff for years, to a younger more 
fashion-conscious crowd. The launch  
of the website allowed us to reach a  
new customer, and become a brand in 
our own right rather than just a manu-
facturer. We also have a good celebrity 
following, including Alexa Chung, 
Daniel Craig, Dominic West, Chris Pine, 
Alex Turner and Sir Ben Kingsley. 

THe loCATIon

 
We always felt that Sunspel ought to  
be on one of the best-known menswear 
streets in London, of which Jermyn Street 
is one, and we have been stocked there 
for years, so it’s a return to our roots.  
The Crown Estate is working to modernise 

the area and return it to its former glory, 
which is a similar ethos to Sunspel. 
 Jermyn Street has always been known 
for menswear fashion and shopping.  
We will sit alongside brands like Alfred 
Dunhill, Turnbull & Asser and John Lobb, 
all of which are experts in their own field 
of men’s clothing. Sunspel are the leading 
brand for men’s luxury basics and with 
our rich heritage I think we fit perfectly 
with Jermyn Street today. 
 I knew St James’s well before, but 
almost through my father’s generation. 
In many ways it’s the heart of old- 
fashioned London as it’s archetypally 
English in so many ways.

THe SHop

 
We will be stocking our full range of 
menswear including premium products 
such as the Sea Island Cotton range.  
The shop itself is part of a new develop-
ment and is split over two levels, with  
the fitting rooms and an area to sit down 
situated downstairs, and we will offer  
a personal shopping experience. 

THe FuTuRe

 
I think people are becoming more  
aware of the provenance of their clothing 
and I think we’ve seen a return to more 
manufacturing in the UK.

FASHIon

On the launch of their Jermyn Street shop, Nicholas Brooke, 
CEO and co-owner of Sunspel writes about sunny spells, 

tending to their roots and nurturing a heritage brand into one 
of modern man’s favourites.

InTRoduCIng

SunSpel
CEO, Nicholas Brooke

“Not many people know that Sunspel introduced the boxer short to Britain from 
the US in 1947, and it was a pair of Sunspel boxer shorts that Nick Kamen 

stripped down to in the infamous 1985 Levi’s launderette advert.”
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Sunspel 
21 Jermyn Street, SW1Y 6JE 
sunspel.com 
@sunspelclothing
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pHoTogRApHy 

Jo Metson Scott
STylIng 

Ruth Higginbotham
gRoomIng 

Gary Gill

mATeRIAl logICAl
Winter 2013

There’s no pretending anymore. The days of dashing to the shop in just a long-sleeve top are gone. 
Clothing now is armoury – protection against wintry forces and a shield to the biting north-easterlies. 

Our preternatural obsession with the weather has not only given us an international  
reputation but defined our sartorial identity. 
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Bates 
73 Jermyn Street, SW1Y 7NP 
+44 (0)20 7734 2722 

Dunhill  
48 Jermyn Street, SW1Y 6LX 
+44 (0)20 7290 8609 

Emma Willis 
66 Jermyn Street, SW1Y 6NY 
+44 (0)20 7930 9980 

Favourbrook 
55 Jermyn Street, SW1Y 6LX 
+44 (0)20 7493 5060 

Grosvenor Shirts 
18 –19 Jermyn Street, SW1Y 6LT 
+44 (0)20 7734 7055

Hilditch & Key  
73 Jermyn Street, SW1Y 6NP 
+44 (0)20 7930 5336 

New & Lingwood 
53 Jermyn Street, SW1Y 6LX 
+44 (0)20 7493 9621 

Tiger of Sweden 
210 Piccadilly, W1J 9HL 
tigerofsweden.com /gb

Previous: 
Kurt wears teal blue 
seamless cable roll  
neck sweater by Dunhill.

Top:
Olivier wears green  
antelope fur felt hat by  
Bates and green cotton  
shirt with classic collar  
from Favourbrook.

Left:
Blue pocket square  
by New and Lingwood.

Bottom:
Kurt wears white shirt 
by Hilditch & Key and  
grey cashmere crew  
neck sweater by Dunhill.

Opposite:
Olivier wears blue swiss 
cotton shirt by Emma Willis 
and navy cotton coat  
by Tiger of Sweden.
Kurt wears white cotton  
shirt by Grosvenor Shirts 
and grey woollen blazer  
by Tiger of Sweden.

Scuttling in grey flannel suits and black bowler hats underneath slumped sombre umbrellas, or marching 
through puddles in freshly shined black derbys, long ridged woollen socks and a tweed jacket – our clothes are 

practical, sturdy, protective. But also smart, refined, beautiful even. And, of the moment. 

With the first frost on the lawn, we have devised a St James’s winter selection. Its palette is simple – deep 
charcoal-black, crisp white, grey-greens and muted turquoise – camouflage in a season of long nights, fog, and 
the sole resilience of the evergreens in the park. There is comfort and interest in mixing textures – denim and 
flannel, merino and twill – adding richness to this pared-back approach. Forget the brazen wares of summer;  

the peacocks have all flown. Instead, choose sturdy, stamina, stealth. Time to button-down and wrap up warm.
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SeleCTed

Tiger of Sweden: Womenswear

TIgeR oF SWeden 
— 

Cream plain and cardigan knit pullover £199 
White twill cotton shirt £129

Tiger of Sweden’s CEO, David Thunmarker, once described the suit to us as a piece of “rock’n’roll”  
and their new UK flagship store on Piccadilly is a temple to modern retailing, but their A/W13 womenswear 

collection harmonises the contemporary with a more traditional gamut.  

The fashion house’s history began in 1903 with strong, simple tailoring from the port town of Uddevalla  
in western Sweden, and the womenswear collection draws on the archive, contrasting traditional masculine 

styles and monochrome palette with beautiful materials, soft and deconstructed silhouettes, and bursts  
of colour – magenta, mustard, cinnamon, berry red and olive green. Structural pieces in jacquard imbue  

the formal geometry of the Bauhaus – another major inspiration – while traditionally tailored items  
are less structured, such as their raglan blazer. In essence, the collection fuses a modern sensibility  

for simplicity with moments of expressive, dynamic fashion.

THe AppRoACH

 
The Left Shoe Company uses technology 
to assess the requirements of your feet 
and build handmade shoes to fit. An 
initial in-shop consultation starts with  
a 3D scan with each foot wrapped in 
gridded socks. The Correspondent may 
have had high arches and slightly 
different sized feet. We were advised 
against Oxfords in favour of Derbys so  
as to not impede circulation and looked 
through leather samples. We tried on 
approximate sizes that felt the equivalent 
of a firm handshake for our feet. The 
digital last is stored and you now have 
access to an online store confident that 
you can vary styles and bespoke elements 
without the fear of toe-pinchers on one 
foot while the other is left swimming.

THe SToRy

“It was really very Scandinavian. That 
approach of I’ve made something but  
I’m not really going to show anyone”– the 
technology had quietly existed for some 
years, but when Chief Executive Erkan 
Fare joined three years ago, he could see 
the great shopping and business potential 
in the model. He tells us that just shy  
of half of all shoes purchased online are 
returned because of a lack in uniformity 
of construction and the idiosyncrasies  
of feet. “If you think about online sales, 
people will buy three pairs, and return 
the two that don’t fit, keeping the other 
that fits enough. Ours do fit, because 
they’re made for you, so our returns are 
virtually negligible.” They have combined 
a sure-fire shopping success with shoes 

handmade in Portugal to your specifica-
tion at prices more associated with 
ready-to-wear pieces. 

THe pRoduCT

The shoe range is expansive, and includes 
leather golfing shoes. They have also 
expanded their leather selection, adding 
crocodile from Paraguay and stingray 
from Thailand. Suedes and non-exotic 
leathers are from Italy, with ‘cognac’  
a particularly nice caramel brown. Soles 
are Goodyear-welted, which protects the 
precious leather or suede top and makes 
 it easier to replace the soles of those well- 
loved shoes. Customers have the freedom 
to keep it classic or be more adventurous 
with colourful suede or a nice range of 
chunky boots.

THe SHop

The Left Shoe Company can be found  
in Princes Arcade. Simple and clean, the 
scanner stands centrally while the full 
range of shoe styles line one wall. They 
started with a shop on the prestigious 
Esplanadi in Helsinki, between design 
favourites Artek and department store 
Stockmann, but now also have new shops 
in Los Angeles and Dubai, as well as 
concessions in Copenhagen and Japan.

THe AppRoACH

 
Smart Turnout updates the 
little-mined sartorial tradition 
of military colours into a large 
range of clothes and acces-
sories for a modern audience. 
The rich heritage of signature 
patterns and colour combina-
tions associated with and  
used by different regiments 
and educational institutions 
provide an array of options  
for customers who are after 
clothing with a story – every 
item is accompanied by an 
explanation of the history of 
the associated group. Inspir-
ation extends from design  
to production, each being 
crafted with military precision.

THe SToRy

Owner Philip Turner had  
a successful career with the 
Scots Guards. Riding at 
Sandown as part of a special 
army event, he had his unique 
jockey kit match the design  
of his regiment’s, and it was a 
huge hit with his company. It 
was not an obvious light-bulb 
moment, but on leaving the 
army and after a few bad jobs 
in marketing, the idea of 
fashion items drawn from the 
unique histories of different 
military groups seemed a good 
bet and he launched online  
in 1999. A highly successful 
web retailer, he wanted to 
open the shop in St James’s  
so customers could see the 
class of his wares of precision. 
When you visit, note that all 
the watches are set at the 
same time.

THe pRoduCT

 
Seasonal ranges spruce up  
a permanent collection of 
watches, scarves, sweaters, 
belts, cummerbunds, ties  
and socks. This winter you 
can also find camouflage 
jackets and canvas bags. The 
website also allows you to 
search via institution, which 
includes a selection of Ivy 
League schools for those with 
a preppy sensibility.

THe SHop

On the corner of Piccadilly, 
their St James’s shop is in 
Princes Arcade. The breadth 
of colour and pattern is such 
that those with something in 
mind are unlikely to come out 
disappointed. Their success  
in this relatively compact unit 
has also encouraged them  
to open another in St Pancras, 
conveniently located by the 
Champagne Bar.

RepoRT

The left Shoe Company

RepoRT

Smart Turnout

The Left Shoe Company  
6 Princes Arcade, SW1Y 6DS 
leftshoecompany.com 
@leftshoeco

Smart Turnout  
192 Piccadilly, SW1Y 6DS 
smartturnout.co.uk 
@smartturnoutP
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Winter food is the richest, sweetest, butteriest fuel for a season  
of chilled bones and long nights. With its history of merchants, we present 

a selection of goods from some local St James’s favourites.

Food

FIne FARe
STIll lIFe

Angela Moore

pAXTon & WHITFIeld 

Paxton’s cage aged cheddar 
£6.25 per 250g 

pAXTon & WHITFIeld 

Paxton’s stilton  
£5.75 per 250g 

beRRy bRoS. & Rudd 

Glass of BBR’s extra  
ordinary claret 
£13.65 

beRRy bRoS. & Rudd 

Bottle of William Pickering port 
£26.95 

pReSTAT 

Walnut marzipan milk chocolate 
and rose fondant dark chocolate 
from the pink Christmas selection 
£24 

CICCHeTTI 

Serrano ham available to eat  
in their restaurant throughout  
the season 

pReSTAT 

Mince pies in groups of six  
£7.95
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As the local newspaper, we get to track the 
progress of new shops and restaurants as 
they work towards opening in St James’s. 
But when we met Joel Kissin back in the 
spring to hear about his plans for the site 
of L’Oranger at No.5 St James’s Street,  
we were struck by his unique vision and 
ambitions on resurrecting the cooking 
spirit of one of the food greats, Boulestin.
 Few remember the name Marcel 
Boulestin, but this remarkable Frenchman 
played an important part in the history  
of British food. He was the very first TV 
chef, with his own regular cookery 
programme running from 1937, and he 
also wrote a number of groundbreaking 
recipe books that influenced food greats 
such as Elizabeth David. 
 Boulestin was a food pioneer, but began 
as a writer. Living in England, his French 
home cooking skills were a curiosity, and 
in 1923 he was commissioned to write 
‘Simple French Cooking for English 
Homes’. All his books stand as timeless 
classics, and became the basis of a 
cherished restaurant that flourished for 

seventy years before its end in 1994.
 Kissin knows Boulestin better than 
most, having read everything he has 
written, but his own restaurant career  
is equally dynamic. He began, aged 16, 
washing dishes in a hotel, but by the 
mid-nineties he was in partnership with 
Terence Conran, running Mezzo, Le Pont 
de Le Tour, Bluebird and local Quaglino’s. 
His vision for the new project is clear: 

“I’m not trying to exactly replicate the 
original Boulestin restaurant. It will  
be substantially French, yes, but simpler 
food with ingredients mainly sourced in 
this country.”
 Back to the future, we meet under the 
beautiful cupola of the finished restau-
rant and are once again discussing the 
sadness of winter tomatoes and bitter 
woodenness of out-of-season asparagus. 
We have daube of beef that was as soft as 
butter, with flavours rich and deep, and 
sweet with roasted carrots, turnips and 
celeriac purée. True bovine bon vivant. 
 Their strongly held appreciation of 
‘seasonality’, however, does not extend  

to the fair-weather faddism of new concept 
restaurants. The reviews have been mixed, 
but they have all been certain about one 
thing: the food is excellent. Boulestin 
serves superb French cuisine, cooked with 
aplomb, but it is not interested in flash-in- 
the-pan success. It is confit de canard, 
boudin noir, lemon tart. It’s even great 
pommes frites. And it has welcomed 
residency, for like the longevity of its 
predecessor, its success in St James’s will 
remain as a testament to our unabashed 
hankering for Britons’ first dabble into 
the exotic: French cooking. A predilec-
tion paved by the likes of Marcel Boulestin.

Food

Boulestin 
5 St James’s Street, SW1A 1EF 
boulestin.com 
@boulestinlondon

RepoRT 

boulestin 
Villandry’s relaxed, all-day dining experi- 
ence has been long-adored by its media 
audience on Great Portland Street, so what 
will define their new gaff in St James’s? 
Within a Grade II listed building at the 
bottom of Regent Street St James’s, we 
meet owner Philippe Le Roux during its 
restoration and preparatory fit-out as he 
summarises their approach as, “flexibility 
is a word we’d associate with what we’re 
doing – it’s what the customer wants, 
whenever they want to have it. If you want 
Eggs Benedict at 5 o’clock in the evening, 
be our guest.”
 While many in the food business are 
simplifying, Villandry is quite unique  
in the range of experiences the customer 
can have under one roof. Specifically, 
there are four distinct food offerings:  
an all-day café; a deli selling food-to-go  
in the tradition of a French traiteur;  
a dark and atmospheric wine bar; and  
a formal restaurant. Though, as we tour 
the extensive centre of operations, noting 
the workmen restoring original details  
or installing the vast and intricate web  
of wiring, and weave through the offices 
and large kitchens in the basement and 

head upwards, he indicates that they have 
also earmarked the top floor for private 
dining – a necessary resource indicative 
of its local audience.
 The food is varied and inventive,  
but it also adheres to its original source  
of inspiration in Southern French and 
Mediterranean cuisine. Summarising  
the style, Le Roux cites a signature dish 
of sea bass with broad beans, artichoke 
hearts, black olives, a quail’s egg and  
a sun-dried tomato sauce – and his own 
favourite, the Devonshire crab salad with 
avocado on a cucumber jelly. “It’s not  
a Michelin star experience with a lot of 
froth and foam,” he says, “It’s not about  
a lot of sauces, it’s not about very complex 
dishes – it is flavourful ingredients simply 
prepared and presented elegantly.”
 The new premises at 12 Waterloo Place, 
just off Pall Mall, is a beautiful 1913 
Edwardian baroque building, built within 
the original John Nash master plan for 
Regent Street. It will be the flagship of  
the Villandry kingdom; a landmark site 
that confirms their arrival on the London 
restaurant scene. Personally, Le Roux 
loves St James’s but, as he says, it is an 

area that has been forgotten and is only  
now being rediscovered. He is a big fan  
of its long-serving independent retailers 
like Carpo, the Greek nut and dried fruit 
shop on Piccadilly. And that is why he  
is especially happy that Villandry’s own 
retail offering will be adding to the rich 
variety of delicacies on offer, selling  
food treasures in the form of homemade 
madeleines, raspberry meringues, spiced 
pecan nuts and chocolate covered salted 
caramel shards. So it appears that, in its 
devotion to quality and keen eye on good 
service, Villandry is perfectly suited to  
St James’s, an area built on those very 
same traditional values.

Villandry 
12 Waterloo Place, SW1Y 4AU 
villandry.com 
@villandrybakery

RepoRT

villandry
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Paxton & Whitfield is the oldest cheese 
shop in London. With high quality 
products from independent suppliers, 
their model works. Within the last decade, 
with mounting criticism of the dubious 
processes involved in the mass produc-
tion of our food, and a public increas-
ingly interested in the source of their 
ingredients, sales at Paxton’s were 
surprisingly… mellow. Ros Windsor, 
Paxton’s ‘big cheese’, told us why and 
what happened next.
 London’s roving eye, insatiable appetite 
and short memory all contribute to 
making victims of good places. There  
are many heritage brands in St James’s 
in particular, and their longevity is not 
simply the result of consistently bringing 
a great product to market, or a reliance 
on the dynastic supply chain of customers 
from grandfather to father to son, but  
an ability to tweak their presentation. 
And a slight change in tack, she explains, 
was long overdue. “The old branding was, 
well, not quite like it’d never changed 
since 1797, but nearly.” 
 Going back layer-by-layer in the new 
shop, the makeover revealed generations 
of modification. The deep cleanse and  
fit out of the Jermyn Street shop, as well 
as new packaging, quickly reinstated 
Paxton’s as a shop truly worthy of that 
contemporary label ‘modern-heritage’ 
and the old favourites were soon back  
in demand.
 Behind the large original windows, 
the shop is bright and open, and neat 
stacks of cheese, from soft to hard, 
continental to British, run the length  
of the shop. It is perfectly attuned to 
modern sensibilities. Beautiful simple 
packaging, clear explanations of origin – 
whether from ewe, goat or cow – all 
accompanied by a number of accessories; 
jams and preserves, oat biscuits, slate 
boards and glass-domed platters.
 Their cheese comes from over a 
hundred suppliers in the UK alone. Many 
vary season to season, and their selection 
is made up of the classics, peppered by a 

changing line-up of new varieties. They 
have long-established relationships with 
trusted sources, so initiating a new 
cheese is not an easy feat. Like any 
natural product, cheese production has 
an amount of variability. The weather 
has an impact on grass and therefore 
feeding, but other factors like stress  
or advances in production technology, 
also play a part. The result is that every 
potential new product is tasted over 
months, on multiple occasions and by  
a committee of managers, all with their 
own personal preferences. The classic 
cheeses remain constant and so have 
come to carry the Paxton’s name, which 
Windsor describes as a “shortcut to quality” 
for products reliable throughout the year.
 Tracking changes in the public’s taste 
has also remained key, and they can 
report great interest and growth in ewes, 
goats, washed rind and blue varieties. 
Stilton and Cheddar will dominate this 
Christmas, with pallets arriving at 
Jermyn Street up until the last weeks and 
associated queues out of the door, though 
they are also already seeing a seasonal 
spike in Mont d’Or, a brand of Vacherin.
 A contingent slice of their success  
is also due to the bookshop kind of know- 
how held by every Paxton’s cheesemonger. 
The shop manager in St James’s is the 
current monger of the year, having been 
blind-tested, quizzed on their general 
knowledge, and judged on how to “present 
a board” at the World Cheese Awards, 
where Paxton’s was also awarded Cheese 
Counter of the Year. A good way to taste- 
test their expertise is in their hamper 
selections, which helpfully come with 
a bottle of port.
 Windsor was a wonderfully welcoming 
and chatty host. And though she hails 
from a finance background, having 
worked in accountancy and business 
consultancy, she clearly holds a great 
respect for the products they stock, the 
cheese-makers, and the heritage of the 
business. Her enthusiasm for cheese 
itself was obvious. As we started to set  

up the camera to take her photograph, 
and though totally nonplussed about her 
own appearance, she gently suggested 
the best side and angle of each wedge  
in the foreground. 
 “A nice place to do business”, and a 
nice business they’re doing with a hugely 
successful year under the belt. Including 
a great stand at the Coronation Festival, 
which they were invited to as holders of 
royal warrants to the Queen and Prince 
Charles. And as we end by talking about 
St James’s, she remarks, “it’s a small 
corner of this country’s history,” but this 
too could not more aptly be applied to 
London’s oldest, and arguably greatest, 
cheese shop.

Food

St James’s Hotel & Club 
7–8 Park Place, SW1A 1LS 
stjameshotelandclub.com/ 
restaurant-piccadilly 
+44 (0)20 7316 1615

InTeRvIeW

paxton & Whitfield: Ros Windsor

Paxton & Whitfield 
93 Jermyn Street, SW1Y 6JE 
paxtonandwhitfield.co.uk 
@paxtonscheese

IngRedIenTS — SeRveS 4
 
Scallops
2 fresh hand-dived scallops,  
alive in the shell

Artichokes
4 Jerusalem artichokes 
salt 

Truffle vinaigrette 
1 tbsp of white wine vinegar 
1 tbsp of water 
1 tbsp of egg yolk 
1 tbsp of white truffle oil 
8 tbsp of vegetable oil 
½ lemon, juiced 
ground black pepper 
salt 

To plate 
1 handful of salad maché leaves 
1 white truffle

meTHod 
 
Remove the scallops from shell, 
detach the muscle and chain from 
the meat and discard. 

 Wash the scallops in iced water and 
place onto a clean cloth on a tray. 
Refrigerate for a couple of hours 
until the scallops start to firm up. 

Peel the Jerusalem artichokes and 
slice into rounds about 3mm thick. 
Place into a pan with enough water 
just to cover, add some salt and 
bring quickly to the boil. 

 Drain and refresh in iced water. 
The artichokes need to retain 
some crunch to give the dish  
a little texture. 

 Make the dressing by whisking  
the egg yolk, vinegar and water 
together in a bowl.

 Add a pinch of salt and some 
ground black pepper then 
gradually whisk in the oils until  
the dressing emulsifies like  
a light mayonnaise. Season with  
a squeeze of lemon juice and  
more salt and pepper if required. 

To assemble the dish, slice the 
scallops about 2mm thick and  
lay them neatly onto four plates. 
Season with a little salt and  
lemon juice. 

 Pour a little of the truffle dressing 
over the scallops, distributing it 
with the back of a spoon to create  
a thin even coating. 

Sprinkle the blanched artichokes 
and chives over the scallops and 
finish off with a few maché leaves. 
If in season, grate some white 
truffle over the top.

ReCIpe

William Drabble: Carpaccio of hand-dived scallops,  
with white truffle vinaigrette 

A little appreciated winter speciality, this recipe with scallops provides a sublime, refreshingly light interlude to plump fowl and 
rich desserts. William Drabble uses fresh hand-dived scallops from Scottish seabeds, which are transported by overnight train to 

London. With our illustrator Emily Robertson on tenterhooks, we awaited an early morning call to say that they had safely 
disembarked at King’s Cross and went along to document the master at work.
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As the chairman of London’s oldest wine and spirit merchant, 
Simon Berry talks about channelling his inner rebel, getting drunk 

on new technology and shows us the size of his cellars.
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We all get caught out sometimes. It was 
one of those instances when you think 
you hold few preconceived ideas about  
a place or subject, until they are chall- 
enged. We knew of BBR’s title as London’s 
oldest wine and spirit merchant – the 
family business has continuously traded 
on their site at the bottom of St James’s 
Street since 1690 – and we had also heard 
of their excellent wine school and hosted 
dinners in the vaults underneath. And 
not forgetting some familiarity with the 
‘off-license’ too. But when Simon Berry 
unlocked the door to the private rooms  
at the back of Berry Bros. & Rudd simply 
by placing his thumb on a fingerprint 
reader, we knew we had it all wrong.
 The high-gloss black-brown front and 
arched windows decorated with gold type 
reading “Established in the XVII Century”, 

and the seemingly non-sequitur sign  
of an old coffee grinder that swings  
from the drooping neck and beak of a 
brass bird – BBR is a highly recognisable 
destination in the area and distinctly  
St James’s. But as we talk to its chairman, 
Berry’s modest opening statement of  
their “reputation for being in some ways 
old fashioned and in some ways cutting 
edge” heralds a series of surprises that 
serve to raise our eyebrows ever upwards.
 Berry is clearly well versed in talking 
about BBR’s history. Touching on walls 
dating from Henry VIII’s tennis courts  
to postulating on the probable first names 
of the business’s enigmatic founder  
‘The Widow Bourne’ – “we think it may 
be Susannah but we can’t say for sure” –  
it is clear that the development of the 
shop and business is intrinsically linked 

with that of the area; an area undeniably 
influenced by the past social mores of  
the aristocratic classes and the court  
of the neighbouring palace. 
 As “the local corner shop”, it was 
residents’ insatiable thirst for tea and 
coffee and their associated profit margins 
that dominated the early years of the 
business. Standing on his chair and 
reaching to a high shelf, Berry reaches 
for an empty, bottom-heavy wine bottle 
coated in thick dust. From the time  
of these early years, he explains that the 
bottle’s only markings are the stamp  
of its owner, for the bottle itself was  
more valuable than its wine and so would  
be reused and refilled – the historical 
equivalent of the thermos flask. The first 
examples of the contents’ value surpassing 
the cost of packaging came from 
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nineteenth century South Africa. These 
distinctions of value are important in 
understanding BBR, for beneath the dark 
panelling and uneven floorboards, they 
are in the wine business, and the wine 
business is big business.
 Wine revolves around values of rarity. 
Berry says that being part of the “street  
of merchants”, there has always been  
a “prerequisite that it’s not just from the 
next field along.” And this has involved 
being at the forefront of emerging markets. 
Berry recalls how the first edition of  
the Atlas of Wine (by another St James’s 
resident, Hugh Johnson) didn’t even 
include New Zealand and barely touched 
on the US, which now has a professional 
vineyard operating in every state. 
 Recent new ventures include one red 
and three sparkling wines from China, 
but this has been a long time coming,  
for it takes years of investment and 
refinement for the wines to reach a level 
of sophistication appropriate to the BBR 
roster. Employing the skills and know- 
how of Austrian growers – there is an 
approximation of the same climate and 
soil – the Chinese are almost record 
beaters in having got a product to market 
in five years.
 BBR are turning away more and  
better quality new suppliers. It is not only  
a knack of product selection that drives 
their success but an ability to carve out 
new means of bringing their selection  
to the market. They were the first to 
launch a website on the “information 
super highway, as we used to call it then.” 
And Berry recalls the joy at receiving 
their first order within the week, back  
in the early ’90s. 
 The order came on a Wednesday from 
a gentleman in New York who wanted a 
bottle of 1961 Cheval Blanc for a wedding 
that weekend. They were disappointed  
to inform him that they would be 
unlikely to ship it in time but thank you 
for the interest. He replied that he was 
happy to make the journey himself, which  
he dutifully did, flying in and picking  
up the bottle from their Heathrow shop –  
another industry first. 
 The website has continued to grow 
and he proudly describes it is a compen-
dium for wine lovers, with a wealth of 
information for buyers. In tandem with 
the main website – prepare for an eyebrow 
raise – they run a “like ebay but for wine” 

site called Berrys’ Broking Exchange  
or BBX; a part of the business that brings 
in over a million a month. Oh, and then 
there was the first wine app.
 The benefits of their investments in 
technology seem an obvious leap today, 
but Berry relates how it was born more 
out of wishing to develop their relation-
ships with customers. “We say that we 
must always be the closest connection 
between the producers and the people.” 
The evidence of this special friendship 
can be found in the ledgers of the 
recorded weights of willing patrons, who 
over the centuries have gamely climbed 
onto the large scales now in the foyer, 
including Lord Byron, Lawrence Olivier 
and the Aga Khan, as well as a sumo 
wrestler weighing the equivalent of at 
least seven crates of whisky. They also 
hold the largest collection of signed 
Vanity Fair cards, all given as appreciative 
tokens by the celebrated. 
 Computerisation can also be seen  
as an extension of an archivist’s tendency. 
Back in June, two bottles of whisky were 
being sold from Italy as BBR single  
malts from the ’30s and ’40s, but after 
examination and a check of the records,  
it was ascertained that the bottles in 
question were fakes. Soon after, Berry 
posted an entry on the BBR blog, “having 
seen the damage wrought in fine wine 
circles by a few unscrupulous individuals, 
some of whom are now facing criminal 
proceedings, I am adamant that we  
will do what we can to prevent a similar 
situation arising in the world of single 
malt whisky.” Much like the art dealers  
of Bury and Duke Street, the provenance 
of their investments are not only crucial 
in questions of value of investment but 
also in the value of BBR’s reputation –  
a priceless part of their business.
 BBR outgrew the cellars on St James’s 
Street in the early ’60s and now have 
warehouses in Basingstoke complete with 
air locks, sophisticated security systems 
and a capacity for nine million bottles:  

“If a family of four had started drinking  
a bottle a day – we’re presuming the kids 
start early! – since the building of 
Stonehenge, we’d still have plenty left over.”
 There are about three hundred Masters 
of Wine – a title earned through an 
immensely hard test on the art, science 
and business of plonk – and of that global 
total, BBR employ eight. One of whom is 

Simon Berry’s cousin, David Berry Green, 
who perhaps drew the long straw in the 
family business, as he contributes by 
travelling the Italian countryside and 
visiting enologi or small-scale wine 
producers. You can also catch him on  
the blog, where posts introduce us to 
informal parties of producers celebrating 
a good Nebbiolo harvest, complete with 
accordion and the long shadows of a late 
summer sun, or take us to Japan where 
he is accompanying Italian producers as 
they share their wares with an ever-more-
eager market.
 “The important thing about being  
the new generation in a family business 
is to be the rebel.” With new knowledge 
uncorked, and a small glass of humble 
Piedmontese red, it is clear that BBR 
continuously push to encapsulate the 
best of wine making, wine drinking and 
wine buying. They bring us excellence, 
interest and insight into the individual 
wine producers; curatorial expertise and 
good taste with their retail selection; and 
work to ensure the longstanding quality 
of wine as investment and provide a 
trustworthy service as its temperature-
controlled protectors. The complexity  
of the business as a whole is astounding, 
and beyond the fingerprint hi-techery 
and once worthless dusty bottles, BBR 
are sure to continue to defy any precon-
ceived ideas of London’s oldest wine and 
spirit merchant.

Food

Berry Bros. & Rudd 
3 St James Street, SW1A 1EG 
bbr.com 
@berrybrosrudd

Previous: 
The cellars of No.3  
St James’s Street 

Warehouse interior 
from BBR’s holdings  
in Busingstoke

Right:
Chairman Simon Berry 

Left:
Original engineering lowers 
precious cargo into place 
underneath the shop

Bottom:
The facade of BBR  
opposite St James’s palace
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BBR outgrew the cellars on St James’s Street in the early ’60s and now have warehouses in Basingstoke 
complete with air locks, sophisticated security systems and a capacity for nine million bottles: “If a family 

of four had started drinking a bottle a day – we’re presuming the kids start early! – since the building  
of Stonehenge, we’d still have plenty left over.”
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We are all familiar with the idea of the 
market: places of trade, vitality, commu-
nity. Whether exchanging stocks and 
shares, or swapping words over the price 
of fish, markets have been the centre  
and focal point of settlements across  
the globe. London’s size and diversity  
of tastes has produced a number of 
specialist markets; Smithfield for meat, 
Billingsgate for fish, Covent Garden for 
flowers, fruit and street dance, Borough 
for artisanal foodstuffs and conspicuous 
consumption. The growth and history  
of our markets says a great deal about the 
story of London and Londoners.

TRAdIng SInCe 1290

Today, St James’s Market is a small street 
off Haymarket. It is the sole reminder  
of a complex of roads that centred  
around a thriving purpose-built market. 
Constructed in 1665 by the Earl of  
St Albans to serve the wealthy new neigh- 
bourhood of St James’s, it also formalised 
a fair that had taken place thereabouts 
since 1290. However, in 1818, architect 
John Nash was commissioned to construct 
a route that would join the palace of the 
Prince Regent (now where the Duke  
of York steps descend to St James’s Park) 
with the newly created park at Marylebone, 
namely Regent’s Park. The design  
of Regent Street was elegant and bold, 
creating a boulevard fit for its royal comm- 
ission, but it had its victims, including 
the original timbered market. Though 
the diminished area continued on as a 
provisions market until the end of WWI –  
including early automotive repairs and 

the original Wall’s Sausages – these blocks 
were eventually subsumed by a growing 
demand for offices in central London.
 Like Nash, architects still hold great 
responsibility as the visionaries of our 
cities. As investment from home and 
abroad continues to feed the development 
of London, from Olympic-sized master 
plans on the periphery to eking out the 
efficient best of central London, in great 
architectural firms we must trust. 
 We met lead architect Justin Nicholls 
at No.126 Jermyn Street, an empty ’70s 
office block at the northern side of the 
development that houses the site office 
and meetings rooms. Justin and his  
team from Make Architects under  
Ken Shuttleworth have also comman-
deered two rooms there, one for each 
building block in the development,  
with material samples, models and large 
printouts hanging from bulldog clips.  
He begins by describing the Regent 
Street block. 
 The Grade II listed façade on Regent 
Street St James’s will be repaired, but  
the interior and back – the side that 
makes up one half of the market – will 
be demolished. The new building will 
provide five shops with windows over 
three metres high and framed in bronze 
along Regent Street, as well as restau-
rants opening onto the pedestrianised 
market, where an eight-storey metallic fin 
will mark the reception to offices above.
 The Haymarket block will be 
completely replaced. With encircling 
bands of Portland stone, anodised 
aluminium and glass, seven floors of 
offices similarly sit above restaurants 

with outdoor dining in a new market 
place. This area of public realm will be 
paved in stone, and furnished with new 
seating, planting and lighting.
 The team at Make Architects first  
won the St James’s Market contract five 
years ago, and their approach – and 
reason for their success – was to identify 
that this was not simply the design of  
two new buildings but an opportunity  
to create a place.”

bRIeF enCounTeRS

The brief had included a need for a better 
link from Haymarket and Theatreland to 
Regent Street and St James’s. The finesse 
in their design was in refuting the idea 
that a straight street with a direct line  
of sight was the best way to achieve this. 
The clue came in understanding its history. 

“It was a provisions market. It was about 
servicing the local community. So, this is 
not for the tour group, but for the people.” 
 London’s richness comes from those 
smaller undiscovered places that you 
learn about or are recommended, for they 
have natural atmosphere. By retaining 
the street structure, visitors are given 
glimpses and clues as to the market’s 
existence from Haymarket and Regent 
Street St James’s. That, and because 

“square blocks have little personality!”
 These moments of discovery come 
from architectural details that essentially 
serve as teases in a peep show. The 
aforementioned fin anchors the market 
and dramatically encapsulates one side of 
the new back of the Regent Street block. 
With woven polymer encapsulated in 

St James’s is about to see its largest building project in a century. 
Justin Nicholls of Make Architects describes the resurrection  

of a lost market fit for the future of historically rich St James’s. 

Left: 
Samples from flooring  
to the white marble  
of the reception desk  
provide a palette of  
warm and mottled grays.

Right:
Nicholls talks through 
drawings of the reception  
of the Regent Street block.

ST JAmeS’S  
mARKeT

pHoTogRApHy

GG Archard
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helps them to think differently and be 
better informed about what defines St 
James’s, visually and culturally. Nicholls 
is also a member of the Westminster 
Society, so has empathy not associated 
with the wilful architect stereotype: 

“They have expertise that we don’t. It is 
such a better way of gaining, rather than 
to show them as little as possible at the 
end, trying to get it through.” 

bACK To THe FuTuRe

Any scan of the skyline tells us that 
London never rests. Towering cranes 
stoop over colossal holes-in-the-ground, 
industriously plucking steel struts and 
timbers, back and forth. But as with  
every building TV programme, there is  
a moment when a doubting-Thomas-of- 
a-presenter ruefully mocks with the 
mention of the word “sustainability” as 
the builders chug in and smooth flat the 
deep concrete foundations. 
 “We have monthly meetings and go 
through the implications of every building 
material,” Nicholls reassures. The final 
buildings will be rated ‘Excellent’ by 

BREEAM (Building Research Establish-
ment Environmental Assessment 
Method) – an independent assessment of 
a building’s environmental performance, 
measuring energy, water-use, pollution, 
materials and waste. These constraints 
frame design methodology, like with the 
clever design of the Haymarket block’s 
distinctive banding of stone, aluminium 
and glass that reduce heat loss. 
 The scheme also includes a slight quirk. 
Half way through the design process, 
The Crown Estate was able to include the 
last piece of the puzzle: No.22 Regent 
Street, which they believe is the last 
remaining building of Nash’s original 
Regent Street and completes the develop- 
ment block. They have had to re-think 
the design to make the vastly contrasting 
floors match up, but this similarly created 
opportunities to reverse and repair its 
crude ’80s facelift and integrate the site 
as a whole. Serendipitous but difficult,  
it is perhaps an example of how a histori- 
cally rich area develops, but strictly on  
its own terms.
 As we compare the different samples 
of the woven fin material in the sunlight, 

the copper separating into its constituent 
reds, blues and greens as we photograph 
it, Nicholls mentions that it was originally 
inspired by the intricate weaving ironwork 
of  The Wolseley’s front door. Applying 
the same attention to detail that St James’s 
has been trading in for centuries, his 
familiarity and respect for the area’s 
unique heritage and site’s individuality 
will not only give the area some great 
contemporary architecture but help revive 
an underappreciated part of St James’s, 
reinstate a forgotten market and mould  
a part of London with distinction and, 
most importantly, personality.

glass, it flashes copper in the sunshine, 
and turns auburn with the shadow of a 
passing cloud. The fin is a beacon, and at 
its most powerful from the south, where 
new paving will connect with the Grade I 
listed Royal Opera Arcade – a beautiful 
but little appreciated length of shops and 
galleries adjoining Pall Mall.
 From Haymarket, mature trees act  
as a visual buffer, and offer only a 
suggestion of the market behind, while  
a block of raised concrete at the centre, 
just visible from Regent Street, will 
provide a platform for emerging artists 
and a flexible performance space.

mATeRIAl mATTeRS

We next talk through the materials:  
dark grey porcelain flooring for the 
cycling stores, limestone walls with 
inbuilt lighting units for the reception, 
grey-green Westmoreland slate for the 
listed roof. Off-white Corian will be  
used to construct a seemingly seamless 
eight-floor staircase. 
 The materials give the whole scheme 
cohesion as well as mark out differences 
and elements of interest. Zinc will 
delineate the new from the old, for 
example, running along the edge of  
the fin and neighbouring listed façade.  
We also learn of the grain in aluminium 
that must match across the site, and the 
complexity of the anodising process that 
will give it a caramel hue and be used  

to disrupt the large amounts of Portland 
stone – the stone that gives London its 
signature soft, diffused grey. 
 The use of Portland stone is to be 
expected, but its application is far more 
playful. They have chosen the least used 
layer. Between the dense white matt 
bedrock prized in the finest restorations, 
and the fossil-rich Bowers Roach of the 
top layer as used in the new BBC building, 
the middle layer conversely has a variation 
in fossil types and sizes. The stone is then 
subjected to a range of processes, from 
deep, hard brushing that removes the 
finest material and creates a coarse, pitted 
surface, to careful infilling that smoothes 
out many imperfections. The resultant 
palette breaks up any heavy expanses, 
creating a ripple of texture from fresh 
porridge to royal icing.
 Samples of granite, marble and bronze 
line the edges of the two rooms on site, 
contrasting spectacularly with the 
distorted graphic patterns of the old 
carpet. But as Nicholls explains, they 
have set up on site as much to help the 
client easily see the materials together  
as remind them all of the immediacy of 
the project. The contractor too is about  
to join them there – “it avoids any anxiety 
about miscommunication when you work 
in the same room.” This will also mark 
the construction of life-sized versions  
of the toilets, reception desks and the fin, 
sections of which will be hoisted into place 
to test how it takes the light.

meeTIng THe loCAlS

Nicholls often talks about architecture 
that is embedded in its location, for he 
believes that by understanding a location 
they can add value and longevity: “it’s 
what differentiates us from everyone else 
in the world who has the same computers, 
the same software. But this is a challenge 
to architects working today, who are often 
educated internationally, work internation-
ally and build for international audiences.” 
It is clear their work consciously balances 
the need to be cohesively ‘St James’s’ with  
creating a destination suited to worldly-
wise business and retail audiences.
 Nicholls’ open dialogue with client  
and contractor also extends to working 
with English Heritage, St James’s 
Conservation Society, Westminster 
Society and Westminster City Council. 
On meeting the planners, they photo-
graphed and printed the wall of their 
studio showing the team’s complete 
working drawings and talked them 
through the creative process. “It was 
great to share an understanding of what 
we do. Though you risk the possibility 
that they prefer an earlier iteration!”  
A key design change was the deep ‘routed 
out’ sections, much like an inverted 
column, in the new Haymarket façade, 
which came from English Heritage and 
WCC’s call for more ‘verticality’.
 Make Architects are unusual in 
employing a heritage consultant, who 

buIlT envIRonmenT

St James’s Market 
14 – 20 Regent Street St James’s, SW1Y 4PH 
52 – 56 Haymarket, SW1Y 4RP 
sjmkt.com @sjmkt

Top:
Early workings with  
a foam model of the 
Haymarket block.

Left:
Intricate models show the 
level of detail they need  
to communicate to clients 
and contractors.

Right:
Sample of the fin polymer 
showing the external copper 
and translucent internal side.

Opposite:
Models, finished and 
working, are a big feature  
of Make’s studios at the 
bottom of the BT Tower, 
while yellow tracing  
paper and felt tips are  
used to work through 
amendments on top of 
printed CAD drawings.
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A1 Retail  
JeRmyn STReeT 
FRom 1,055 Sq FT  

Matt Hyland 
Tel. +44 (0)20 7152 5280 
matthew.hyland@ 
eur.cushwake.com 

Laura Harvey 
Tel. +44 (0)20 7152 5998 
laura.harvey@ 
eur.cushwake.com 

David Bannister 
Tel. +44 (0)20 7290 4569 
dbannister@nashbond.co.uk 

Sarah Parish 
+44 (0)20 7290 4580 
sparish@nashbond.co.uk

Offices 
one eAgle plACe 
FRom 10,904 Sq FT

eagleplace.com 

Richard Smart  
Tel. +44 (0)20 7182 2577 
richard.smart@cbre.com 

Alex Walters 
Tel. +44 (0)20 7318 5043 
alex.walters@ 
struttandparker.com 

11–12 pAll mAll 
FRom 1,120 Sq FT

Anna Field 
Tel. +44 (0)20 7747 0144  
anna.field@dejlevy.co.uk 

70 JeRmyn STReeT 
FRom 3,500, Sq FT 

Keith Harris 
Tel. +44 (0)20 7338 4350 
keith.harris@bnpparibas.com 

Chris Valentine 
Tel. +44 (0)20 7338 4322 
chris.valentine@ 
bnpparibas.com 
 
34–45 ST JAmeS’S 
STReeT 
FRom 1,500 Sq FT 

Anna Field 
Tel. +44 (0)20 7747 0144 
anna.field@dejlevy.co.uk 

Roger Holmes 
Tel. +44 (0)20 7747 0140 
roger.holmes@dejlevy.co.uk 

31 ST JAmeS’S STReeT 
FRom 1,800 Sq FT 

Anna Field 
Tel. +44 (0)20 7747 0144 
anna.field@dejlevy.co.uk 

Roger Holmes 
Tel. +44 (0)20 7747 0140 
roger.holmes@dejlevy.co.uk 

14–16 CHARleS II STReeT 
FRom 3,400 Sq FT 

Julian Leech 
Tel. +44 (0)20 7522 8525 
jleech@mellersh.co.uk 

George Reynolds 
Tel. +44 (0)20 7522 8524 
greynolds@mellersh.co.uk 

Guy Milne 
Tel. +44 (0)20 7318 5042 
guy.milne@ 
struttandparker.com 

Donna Springall 
Tel. +44 (0)20 7318 5173 
donna.springall@ 
struttandparker.com 

 
13 CHARleS II STReeT 
FRom 2,500 Sq FT 

Guy Milne 
Tel. +44 (0)20 7318 5042 
guy.milne@ 
struttandparker.com 

Donna Springall 
Tel. +44 (0)20 7318 5173 
donna.springall@ 
struttandparker.com 

Richard Smart 
Tel. +44 (0)20 7182 2577 
richard.smart@cbre.com 

Luke Armstrong 
Tel. +44 (0)20 7182 2687 
luke.armstrong@cbre.com

St James’s Market
St James’s Market is one  
of The Crown Estate’s most 
ambitious redevelopment 
schemes to date, forming part 
of a £500 million investment 
vision for St James’s. It takes 
its name from the now lost 
area of St James’s Market, 
which between the 17th  
and 19th centuries offered  
a spacious street of inns, 
entertainment, and a busy  
hay and straw market.  
 Located between 
Haymarket and Regent Street 
St James’s, the scheme will 
provide 300,000 sq ft of 
world-class architecture with 
preserved historic facades, 
bringing the area back into  
line with the quality of historic 
St James’s. Due for completion 
in 2015, it will also bring about 
transformational public realm 
improvements to create  
a new pedestrian quarter  
in London’s West End. 
 The development forms 
part of a long term vision  
for the area, which seeks  
to protect St James’s place  
in the West End office market, 
enhance its position as a 
stimulating and eclectic 
shopping and dining 
destination, create new homes, 
improve the public realm and, 
above all, protect St James’s 
celebrated heritage.

British Columbia 
House  
1 – 3 Regent Street 
St James’s  
The refurbishment of British 
Columbia House at 1–3 Regent 
Street St James’s seeks  
to reinvigorate the existing  
Grade II listed building  
to provide a high standard  
Grade A office space and a 
world class dining destination. 
 This underpins The Crown 
Estate’s vision for St James’s 
future as a globally recognised 
destination for shops and 
restaurants, whilst preserving 
its distinct niche in the  
West End office market. 
 The Crown Estate 
continues its commitment  
to architectural excellence  
by delivering buildings that 
enrich the character and 
quality of St James’s with  
a true appreciation for the 
enhancement of the surround-
ing streets and squares. 
 Works commenced  
in May 2013 and include the 
sensitive restoration of the 
original marble staircase 
alongside the provision of  
a bespoke glass lift to reflect 
the tastes of today’s occupier. 
This is testament to The 
Crown Estate’s dedication  
to the preservation of the  
building’s rich heritage without 
compromising modern 
functionality and aesthetics. 
 The high quality develop- 
ment is due to complete in  
the summer of 2014 and is  
on track to achieve a BREEAM 
Excellent rating.


