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Editor's DESK A Note From Noa

EDITOR-IN- CHIEFNoa Nichol

We could not think of a better 
influencer to feature this Earth 

Month than Jen Pistor, who candidly 
(and beautifully) shares her every-

day sustainable tips and tricks—and, 
quite frankly, inspires us to do better 

every time we catch her content.

Jen Pistor
@JENPISTOR

“We’re not a sustainable brand, but we do believe in change.” I stopped scrolling immediately when I landed on this Instagram post by Ganni. 
“We don’t identify as a sustainable brand because, at its core, fashion thrives off newness and consumption, which is a major contradiction to 
the concept of sustainability.” The slide went on to list the many steps the clothing brand is taking to “become the most responsible version” of 
itself. The honesty here hit home. VITA is a magazine that talks about “stuff”; but, as much as possible, we want to bring you news of people 
and products that operate with Mother Earth in mind. April 22, and every day, is Earth Day, and this issue—with socially and environmentally 
responsible Danish designer Stine Goya on the cover—includes the latest in green beauty innovations, waterless products for skin and hair, 
vegan leather alternatives, house plants as home décor, sustainability in wine production and more. Start your read with our influencer of the 
month, Jen Pistor, below. The steps she has taken (and continues to take) to becoming the most responsible version of herself will inspire you.

Hi Jen! Tell us a bit about yourself. 
I am a 42-year-old, size 16-ish wife and 
mom of three. I am a slow-fashion blogger 
and stylist. I have a self-titled blog, where 
I discuss sustainable clothing, ethical 
fashion, thrifting, secondhand shopping, 
my self-love journey, size inclusivity, 
BIPOC-owned businesses, and styling 
and wearing what you have. I got my start 
modelling when I was 10 years old and 
have worked in many facets of the fashion 
industry since, including retail manage-
ment, visual merchandising, buying, styling, 
fashion writing, entrepreneurship, social 
media management, influencer and more.

How would you describe your 
current approach to fashion?  
My current approach to fashion is to be a 
realist—being realistic about my lifestyle 
and what I actually wear. There is a part 
of me that still wants to dress for my 20- 
or 30-something pre-kids days, when I 
went into work and attended media events 
that called for dresses, skirts and a variety 
of heels. My current reality is taking the 
kids to soccer and dance classes, house-
hold chores and errands, along with my 
writing and slow-fashion styling that’s 
all done from the comfort of my home. 
Being realistic can help prevent us from 
buying items that will just hang in our 
closets, unworn. 

How did the journey to get where you 
are today go? Any “aha” moments 
along the way?
As someone who has dedicated the past 
32 years to working in the fashion industry 
and getting a diploma in fashion merchan-
dising, I have made fashion a very big part 
of my life. I didn’t see the whole picture 
though. About five years ago I watched the 
documentary, The True Cost by Andrew 
Morgan, created after the 2013 Dhaka 
garment factory collapse in Bangladesh, 
where 1,134 people died and an estimated 
2,500 were injured. The doc highlighted 
the crimes and immorality of the fashion 
industry that the privileged, Western world 
has ignored. This was a pivotal moment 
for me. Everything changed. I was already 
trying to make small improvements to my 
shopping practices, but this film had me 
seeing everything differently. It showed the 
human suffering that goes into the making 
of our cheap trends. It highlighted the envi-
ronmental devastation the fashion industry 
creates. It made me rethink everything 
and, once I got past the guilt, I worked on 
educating myself even more. I sought out 
articles, statistics and social media ac-
counts dedicated to sustainable and ethical 
fashion, fashion brands doing things differ-
ently, podcasts, and anything else I could 
find. I started thrifting for myself. I’d already 
been secondhand shopping for my kids, 
but now it was my turn. I decided to start 
sharing my sustainable style journey on my 
blog and through social media to help keep 
myself accountable. I have quit fast fashion 
and transformed the way I shop, and found 
my personal style in the process. 
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How do you use your platform to 
impact those who follow you?
I feel like the best way to create change 
is to be the change you want to see. As 
cliche as that may sound, showing people 
my outfits that are put together with old 
items, thrifted finds and small ethical 
brands is the best way to get others to 
think about their own shopping habits. 
Yes, I share stats and info I learn along 
the way, but none of that is to make any-
one feel bad—it’s to help people learn and 
do better once they know better. The ones 
that need to be held accountable are the 
big multi-million, multi-billion-dollar com-
panies that exploit people and the planet. 
The rest of us need to do our best to shop 
with our beliefs and values and not be 
another cog in the capitalist wheel. 

Fashion is a real buzzword these days; 
what is the true cost of this type of 
clothing production/consumption?
Fast fashion is a business model used 
by mass-market retailers. They rapidly 
produce trends and runway looks cheaply, 
at incredible speed, and overproduce 
inventory. More recently, ultra-fast fashion 
has emerged on the scene, with online 
retailers responding to Instagram and 
TikTok trends within days. This type of 
production does not have the impact of 
people or the planet in mind. To quote 
Fashion Revolution, “People and nature 
are paying the price of the fashion 
industry’s unregulated exploitation and 
waste. Brands are avoiding the realities 
of climate breakdown by continuing to 
pursue extractive business models and 
greenwashing their way to sustainability. 
In 2022, we need brands to radically 
reduce their environmental impact by 
shifting their focus away from growth.”

Seems like trends come in and go 
out at breakneck speed; what’s your 
advice for keeping our fashion fresh 
and sustainable?
Get to know your personal style and 
embrace it. You can lean into a trend or 
two, most likely, with items you already 
own. Since nothing in fashion is new, 
secondhand shops are a great way to find 
a trendy piece to incorporate into your 
existing wardrobe. And, if trends really 
aren’t your thing, leave them! 

We know you love a thrifted find! 
What are your top tips for second-
hand shopping and repairing and/or 
modernizing used clothes?
The biggest thing I learnt about second-
hand shopping is to manage my expecta-
tions. When I really started getting into 
thrifting, I had this romanticized notion 
that I would be scouring the racks and 
come across a high-end vintage designer 
piece, in my size, that would be the most 
cherished item in my wardrobe. That’s 
not really how it works, especially as a 
plus-sized person. While I have found 
some amazing pieces, I have also brought 
home some fast-fashion joggers, no-
name blouses and homemade sweaters. 
They might not be coveted by everyone, 
but I adore them. When secondhand 
shopping, I suggest making a list of what 
you’re looking for and trying to stick to 
it; looking often and giving yourself time; 
looking at more than one size, as sizing 
can vary depending on the era and where 
the garment was made; and shopping the 
men’s and women’s departments (I love 
grabbing myself men’s tees and I found a 
great pair of men’s Levi’s, since the wom-
en’s ones never fit me). Also, don’t rule out 
fast-fashion brands; read those labels and 
opt for natural fabrics as often as you can; 
don’t be afraid to shorten a hem, tailor a 
jacket or switch out buttons—these can be 
small, relatively inexpensive fixes that can 
modernize a piece; and make sure that 
item you’ve fallen in love with in the thrift 
shop is something that will actually work 
in your wardrobe and that it will be worn 
many times over. 

You often call yourself a maximal-
ist; how do you, then, make the 
slow-fashion lifestyle, which is often 
associated with a “less is more” ap-
proach, work?
I call myself a maximalist as I have not 
adopted the capsule wardrobe concept. It 
isn’t for everyone, although I totally see the 
appeal for some. I am still very aware of 
my closet inventory. I don’t ever want to go 
back to a place of having so much I don’t 
know what I have, wearing things only a 
couple of times before passing them on, 
or constantly shopping for new things as 
feel-good purchases. I’ve learnt that I can’t 
buy my personal style. While I do buy new 
things from time to time, thought and care 
go into each buying decision I make.

Can you tell us more about your belief 
that, through loving and respecting 
our clothing, we can minimize our 
desire for excessive shopping all while 
curating a wardrobe that represents 
who we are, values and all?
“Don’t love your clothes. They are just 
things.” I have heard this said often when 
advice is given to living a more minimalist 
lifestyle. As someone who is more of a 
maximalist, but not in excess, and also 
works within a slow-fashion mindset, I feel 
differently. When the rise of fast fashion 
came in with a vengeance, we lost our 
appreciation for our clothing. It became 
disposable. I can still hear my own voice 
ringing in my ears, “It’s only $10! Even if 
I just wear it once!” I didn’t appreciate all 
my clothes. Some I did, but some were 
completely disposable. Every garment we 
own came from somewhere, even that 
$10 tee. I have a much different mindset 

now. I am thankful for every garment 
hanging in my closet. I cherish the crafts-
manship and expertise of the garment 
makers who made my clothes. I adore 
the local designers and small brands 
who have poured their hearts and souls 
into each new collection we are graced 
with. So, do I love my clothes? Yes. I do. 
And because of this, I wear them again 
and again. I launder them with care. I 
mend them when needed. I try to sell or 
find new homes for pieces that no longer 
fit or serve me. I try not to buy things on 
a whim. I believe that through loving and 
respecting our clothing, we can minimize 
our desire for excessive shopping all 
while curating a wardrobe that rep-
resents who we are, values and all. 

Lockdown and the pandemic made 
casual style a daily thing; now, we 
need your best advice on how to make 
our basics not boring!
Our basics are really the core pieces 
of our wardrobe that make our style 
come together. Items like T-shirts, jeans, 
joggers and sweaters are the heart and 
soul of our wardrobes. Basic doesn’t have 
to mean boring, though. When I became 
a full-time stay-at-home mom, after my 
twins were born, my life got very casual. 
Even pre-pandemic, I was at home a lot. 
Comfort now rules my life, and elevated 
comfy casual has kind of become my 
style vibe. I love to take a great-fitting 
pair of joggers and T-shirt and style them 
with a pair of brogues, layer on a great 
cardigan or blazer and add some texture 
with a fun scarf, bag and accessories. 
Layering is a skill I feel I have mastered. 
It allows me to keep all the comfort and 
function in my day-to-day wardrobe, while 
still feeling polished and put together. 
Play with different combinations of your 
core pieces to find your own elevated, 
basic style.

If you could give three pieces of 
practical advice (or three places to 
start) to those of us looking to “do 
better” when it comes to fashion, 
what would it be?
First, wear what you have. Edit and do 
inventory of your wardrobe. Edit out 
items that do not fit, you find uncom-
fortable or are completely impractical. 
If you’re editing something out just 
because you’re bored or uninspired by 
an item, consider packing it away for a 
while, but hang on to it. Sometimes tak-
ing a break from an item can help that 
piece feel shiny and new again at a later 
time. Don’t purge your closet just to turn 
around and purchase a whole bunch of 
new things. Try having less and wearing 
it more. Second, take good care of your 
clothes. Launder them properly. Hang 
or fold them with care. Mend or repair 
items when needed. Extending the life 
of our clothes is definitely a sustainable 
mindset. Third, new items shouldn’t be 
the go-to. When you are seeking out 
something, try looking for that item 
secondhand first. For the times you are 
needing something specific and new 
is the best option (often the case for 
me when looking for pants), seek out a 
small, local (if possible), sustainable and 
ethical brand. 

What’s your last word, for now, about 
sustainable fashion?
We all need to find ways to challenge our-
selves with our clothing. An amazing place 
to start can be by asking yourself two 
simple questions: who made my clothes 
and what’s in my clothes? The non-profit 
organization Fashion Revolution has cre-
ated an annual campaign called Fashion 
Revolution Week. The event happens 
every year in the week surrounding April 
24. This date is the anniversary of the 
2013 Rana Plaza Collapse in Bangladesh. 
The week is designed to highlight the true 
cost of clothing. It’s a week where we, 
as individuals, can come together to put 
focus on the truths around the industry by 
holding the big players accountable. Visit 
fashionrevolution.org or, on Instagram, 
follow @fash_rev and @fash_revcan, to 
see how you can get involved.
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NOA'S PICK

“For sandal season, the Marshmallow Sca-
cchi ($167) is a 1990s-inspired oversized 
slipper sandal crafted out of sustainable 
leather that employs a low-impact dying 
technique that means less pollution. In a 
colour called Lipstick Red Magenta, these 

will put a real spring in your step.” Alohas.io

VICKI 'S PICK

“Y2K is trending, and nail art is a way to show 
off your style without completely overhauling 

your wardrobe. Whether you’re looking to add 
a bit of length, colour or fun print to your nails, 
one of my fave nail artists offers hand-painted 

sets of 20 for $99 to spruce up your finger 
game in a snap.” Rebeccapaintsnails.com

MADISON'S PICK

“I think we can all agree that fruit tastes 
better when grabbed from a gorgeous bowl, 

right? To upgrade my mornings (and my 
kitchen!) I’ve got my eyes on this lifted fruit 

bowl with a hand-painted checkered pattern 
in blue over a speckled matte-white glaze, 
with a raw clay rim.” Goodkindwork.com

LYNDI 'S PICK

“A new month, a new Stine Goya pick! 
This checked Intarsia knit vest ($390) is 
a timeless transition piece in bright hues 
and a pattern that pops. The designer is 
committed to environmental and social 
responsibility; a key when choosing our 

clothes these days.” Farfetch.com

1. SELECTED FEMME MIDAXI DRESS, 
$232 This perfect spring/summer frock 
features puff sleeves and a cut-out bow 
back in a fun yellow check. Asos.com

2. BOTTEGA VENETA BAG, $4,200 
Elevated with a padded interpretation, this 
cassette handbag is handwoven in Italy. 
Bottegaveneta.com

3. PARADE BRALETTE, $45 In a 
weightless silky mesh (it feels like wear-
ing air), this gingham bra’s straps won’t 
dig or tug. Yourparade.com

4. GIVENCHY LOOSE POWDER, $72 
Ultra-fine Prisme Libre powder resists 
caking and is designed to mattify, blur 
and illuminate. Sephora.com 

5. CHECKERED BEAR, $900 Inuit art-
ist Saimaiyu Akesuk’s Checkered Bear 
features a bold pattern and colours; 
etching, aquatint and hand painting, 
85.8 x 80 cm. Dorsetfinearts.com

6. KISS IMPRESS NAILS, $9 This 
press-on manicure in a design called 
Checkmate comes ready to wear, no 
polish or glue needed. Kissusa.com

7. STEVE MADDEN PUMP, $120 Strut 
your stuff in Atlanta—a sexy stiletto with 
a playful transparent checkered upper. 
Stevemadden.ca

8. VANS SLIP-ONS, FROM $40 We 
can’t resist these classic checkerboard 
slip-ons in Pantone’s Very Peri. Vans.ca

9. RIVER ISLAND TOP, $75 This green 
checkerboard high-neck pullover gives 
us those early spring vibes. Thebay.com

10. ANA LUISA EARRINGS, $89 
Squared-off and painted in a poppy or-
ange enamel layer, these drop earrings 
give a graphic feel. Analuisa.com

11. EVERLANE BIKINI, $135 This style, 
in honey gingham, was fit-tested on 112 
women to ensure it feels comfortable, 
looks flattering and stays put. 
Everlane.com

12. URBAN OUTFITTERS THROW 
PILLOW, $64 This cotton slub-weave 
pillow with a checkerboard motif will 
give your space an instant cool factor. 
Urbanoutfitters.com

13. COLLINA STRADA WATER 
BOTTLE, $125 Reduce your use of plas-
tic in ice-cold style with this crystal-cov-
ered steel water bottle. Nordstrom.ca

14. ALEESHA HARRIS’ IT BAG First 
introduced by founder Guccio Gucci 
in 1947, the Bamboo top-handle bag 
by Gucci has become an iconic silhou-
ette. The unique handle material, said 
to be chosen due to post-war material 
shortages, has become a hallmark of the 
Gucci line, appearing in several product 
categories. With the Gucci Bamboo 
1947 Collection, the archival piece is 
reimagined in a wide array of sizes and 
materials ranging from soft leather to 
monogram canvas. The design gets a 
particularly eye-catching overhaul with 
this geometric-print piece. Crafted from 
a smooth brown leather, the medi-
um-sized style boasts colourful lines and 
checks said to be inspired by the racing 
silks worn by jockeys in horse racing. It’s 
a winner, indeed! Gucci.com

Check It It’s hip to be square, 
and square, and square
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A New Bag 
of Tricks 

The evolution of 
vegan leathers 
B Y  S H E R I 
R A D F O R D

egan leather sure has come a 
long way since the days when it 
was disparagingly called (ugh) 

pleather. Back then, most synthetic 
leather was made from PVC (polyvinyl 
chloride). This cheap, versatile polymer 
is used in everything from home furnish-
ings to toys to hospital supplies. PVC is 
also extremely toxic for the environment.
    Some cheaper brands still use PVC 
today. According to Silvia Gallo, founder 
of Jeane & Jax, bags made from the stuff 
feel stiff and hard; they crack and peel 
easily. Gallo uses PU (polyurethane) 
instead. It’s strong, durable, biodegrad-
able, less harmful to the planet and, she 
says, “If you use a higher-quality PU, it’ll 
have grains that imitate leather, it’ll have 
some pores and it’s actually breathable. 
That was important to me because my 
mission was to show consumers that you 
can have a product that is quality-driven 
and looks just as good as leather.”
    Lucky for eco-conscious consum-
ers, Jeane & Jax is not the only for-
ward-thinking brand embracing such 
alternatives to leather. Matt & Nat has 
always avoided animal-based materials 
in its bags and accessories; now the 
brand is trying out different types of 
PU, along with PVB (polyvinyl butyral) 
made from recycled windshield glass 
resin and materials constructed from 
fruit-skin fibres. Ditto for Pixie Mood, 
whose beautiful bags and small goods 
have been “vegan since the beginning.” 
Says co-founder and creative director 
Chloe Ho, “I strive to create thoughtful, 
intentional pieces that have the least im-
pact on the planet, so that our custom-
ers can feel confident in every aspect of 
their style.” Both brands are available in 
Vancouver at Fine Finds Boutique.
    On the runway, Stella McCartney has 
been “artificial” for two-plus decades. 
In 2018, the label introduced a bag 
made from Mylo—mushroom leather. 
Mylo is grown from mycelium, which 
is the underground root structure of 
mushrooms, and it has also been used 
in some Adidas shoes and Lululemon 
yoga mats. Last year, Elisa C-Rossow 
launched bags and accessories made 
from a material that mixes waste from 
the apple juice industry with PU. The 
Montreal designer had been searching 
for a material “as beautiful, as chic, 
as luxurious-looking as real leather.” 
She was stunned by how similar apple 
leather looks and feels to calfskin. “It’s 
unbelievable. It’s waterproof, as leather 
is. It has really extreme resistance, like 
leather.” C-Rossow felt it was important 
not to just replace one problem with 
another. She says, “If you decide to not 
kill animals for the skin, when you use 
plastic, it kills animals anyway.”
    Also based in Montreal, Mélissa 
Lambert, president and founder of her 
namesake brand, feels similarly pas-
sionate about choosing materials that 
have the least-harmful impact. “Raising 
animals is one of the main sources of 
pollution and CO2 emissions,” she says. 
Lambert’s elegant handbags, backpacks 
and accessories are crafted from PU 
that looks and feels as luxe as crocodile 
leather, but has PETA certification, 
meaning that “no animal products are 
involved in any part of the creation of 
the product, even the glue.”

V
    Everlane is another company em-
bracing the vegan ethos. The label just 
launched a capsule of bags made from 
Desserto, an innovative soft-and-durable 
material sourced entirely from nopal 
(prickly pear) cactus. According to 
director of sustainability Katina Boutis, 
this hardy plant “is entirely rain-fed, re-
quiring no irrigation water to grow, with 
a significantly lower carbon footprint 
compared to bovine leather. With Des-
serto cactus leather, we get a beautiful, 
high-quality, bio-based leather alterna-
tive with a much lower impact.”
    Other brands are manufacturing 
plant-based leathers using grapes, 
pineapples, corn, cork, eucalyptus, 
sugarcane and other crop waste. But 
as with almost everything to do with 
reducing your environmental footprint, 
the competing considerations are con-
fusing. Which is worse for the planet: 
vegan leathers with high plastic content 
or animal leathers tanned using harsh 
chemicals? How does the equation 
change when one fabric is sourced 
locally and the other comes from 
overseas? How many years can specific 
vegan leathers last?
    The answers lie in the questions: do 
ask lots of them before investing in a 
vegan leather piece. Reputable brands 
will be able to give you clear, satisfying 
answers. And don’t be afraid to take 
your business elsewhere. It may not 
seem like much—the purchase of just 
one handbag or backpack—but, ulti-
mately, it all matters. When it comes to 
the environment, Gallo says, “If we can 
all do something small, it adds up to be 
something big.”

Some of the biggest names in footwear are also experimenting with clever new ma-
terials. Blundstone recently launched two new styles of boot that have been certified 
vegan by Eurofins | Chem-MAP. The boots have the iconic Blundstone look and feel 
but, instead of animal leather, they’re made from antibacterial microfibre products: 
water-resistant onMicro for the uppers, and breathable onSteam for the lining. 
    Popular footwear brand Hunter has been working with Bloom, an ingenious material 
that blends algae with EVA (ethylene-vinyl acetate). Algae and its associated toxins are 
harming more and more waterways around the world due to global warming. Bloom 
cleans up affected lakes and rivers, and puts that algae to good use as cushioning in 
shoes, such as in Hunter’s new array of Algae Bloom sandals and slides.
    Last but not least, Vancouver’s own Native Shoes is continuing in its dedication 
to creating responsible and purpose-led footwear. It recently launched a Natural 
Influence range that features the Jefferson Bloom—the brand’s classic, laceless 
sneaker—made with algae that cleans 80L of water before you ever put it on and 
keeps 15 gallons of CO2 from entering the atmosphere.

Best Foot 
Forward 



Green Beauty Boom 
The latest eco-friendly undertakings 
from our favourite brands 

B Y  S H E R I  R A D F O R D

hese brands have environmental-
ly minded initiatives—some new, 
some longstanding, and all with 

the aim of giving Mother Nature a help-
ing hand. Going green sure looks good.
    Valmont’s Luminosity line includes an 
exfoliator, mask, serum and sublimating 
cream packaged in glass bottles that are 
completely recyclable. White mulber-
ry root is one of the star ingredients, 
grown using aeroponics to save water.
    The Body Shop installed 400 refill sta-
tions in stores last year, with 400 more 
rolling out in 2022. Ditch the plastic and 
refill cute aluminum bottles with sham-
poos, conditioners and shower gels.
    Province Apothecary just unveiled a 
silicone sheet mask, perfect for applying 
your favourite serums and balms. Wash 
and air dry the mask after each use, and it 
can be reused hundreds of times. In con-
trast, single-use sheet masks are usually 
made from (and packaged in) non-recycla-
ble plastic and covered in chemicals.
    Teaology has launched four masks for 
face and neck made from biodegradable 
cotton fibres. These vegan, cruelty-free 
masks are infused with powerful ingre-
dients like green tea and matcha. 
    Ultra Rich Body Cream by L’Occitane 
is still made from organic shea butter, 
but has been reformulated for sensitive 
skin. Plus, the product now comes in 
more sustainable packaging: when you 
run out, keep the aluminum jar, remove 
the plastic insert and pop in a refill. 
    AG Hair has launched refill pouches 
for its Balance shampoo and Boost con-
ditioner, from the Plant-Based Essen-
tials range. The easy-to-pour pouches 
use three-quarters less plastic than the 
brand’s usual bottles. 
    Clean beauty brand Pura Botanicals 
has partnered with Pact Collective, so 
customers can drop off their hard-to-re-
cycle packaging like lids, pumps 
and droppers to the brand’s flagship 
boutique in Edmonton. “This program 
allows us to recycle these items through 

T

Pact so they don’t end up in a landfill,” 
explains founder Lane Edwards. Watch 
for Pura’s pop-up coming to Vancouver 
later this month. 
    Klorane recently unveiled bar 
versions of its two bestselling mango 
and oat milk shampoos. Tucked inside 
eco-friendly packaging, the bars are free 
of silicone, parabens, sulfated surfac-
tants and mineral oils.
    Garnier’s Whole Blends shampoo bar 
is the company’s first-ever product to 
come in plastic-free, completely recycla-
ble packaging.
    Attitude just launched Leaves, a line 
of 29 plastic-free bars made from vegan 
ingredients and packaged in recyclable 
cardboard. These solid beauties run the 
gamut: shampoo, conditioner, deodor-
ant, soap, dry body oil, body butter stick, 
body scrub and more. Because they’re 
solid and have minimal packaging, 
they’re ideal for travel. And, for each one 
sold, Attitude plants a tree. 
    Husband-and-wife team Wayne 
Dunn and Gifty Serbeh-Dunn started 
Baraka to sell unrefined, fair-trade 
shea butter from Serbeh-Dunn’s 
homeland of Ghana. The Vancouver Is-
land-based couple also sells fair-trade 
kombo butter, baobab powder, virgin 
coconut oil, cocoa butter and more—
perfect for the DIY crowd—along with 
black soap made with ingredients like 
aloe vera and banana.
    Bella Aura offers three of its 
most-popular products in Baby Bella 
tubes made from sugarcane, which are 
both refillable and recyclable.
    Ardell Beauty just introduced Eco 
Lashes: three styles of eco-friendly 
reusable eyelashes crafted from plant-
based, cruelty-free fibres joined on an 
organic cotton band. Each set comes 
packaged in a biodegradable paper 
carton printed with soy ink. 
    Hereward Farms makes non-toxic, 
cruelty-free products infused with lav-
ender that’s sustainably grown and har-
vested on the family’s 150-acre farm in 
Ontario. The serum, toner, body oil and 
more are handmade in small batches 
and packaged in charming glass bottles. 
    Maybelline New York recently intro-
duced its Conscious Together sustain-
ability program. By 2030 the brand 
plans to achieve goals such as using 
only recycled plastics for its plastic 
packaging and having 95 per cent of its 
ingredients be bio-based. 



Dry Run Water makes our beauty products heavy, 
bulky to store and environmentally 
costly to transport. What if we just, well, 
took it out? 

B Y  A I L E E N  L A L O R

his year and last year truly seem 
to have been the era of waterless 
beauty products. Consumers ad-

opted powders, pastes and pucks instead 
of liquids, with the goal of both minimiz-
ing water usage in production (water 
being an increasingly scarce resource) 
and making products smaller and lighter 
so their transportation consumes less 
fossil fuel. As an added benefit, they 
take up less space to store and require 
no preservatives (because bacteria can’t 
proliferate in the absence of water), plus 
there’s minimal packaging (no pumps or 
bottles) and less risk of spillage.  
    There’s nothing particularly newfan-
gled about waterless beauty products—
soap has been around for millennia. “I 
suppose it was the advent of shower 
gels that really moved people away 
from soap,” says Helen Ambrosen, 
co-founder and product inventor at 
Lush Cosmetics. “We make beautiful 
soap though we do also make lovely 
shower gels. We like soap because it’s 
antibacterial and deodorizing. If you 
use soap on your bits and pieces you 
will get a much better effect than if you 
use shower gel or liquid soap.” Ambros-
en says that soaps are often better for 
the skin and its microflora because they 
can be made without preservatives. 
    Thirty-five years ago the brand also 
created shampoo bars, which are now 
all the rage. “One of the challenges we 
have is that we’re quite often ahead of 
the customers,” says Ambrosen. “It’s tak-
en all those decades for people to get it, 
but they have now. In 2019, for example, 
which was really the last normal year, 
we sold 6.6 million shampoo bars and 
saved 19 million shampoo bottles from 
ending up in recycling or landfill.” The 
brand also has conditioners and body 
moisturizers in solid formats, plus solid 
shower gels, which, contrary to popular 
belief, aren’t just soap (they contain the 
brand’s shower gel ingredients with an 
additive to make them solid). 
    One challenge many people have with 
solid products like bars is that they go 
gloopy in the shower—and that’s where 
powder and paste products come in. In 
2019, Toronto’s An-Hydra introduced its 
Waterless Clay-to-Foam Daily Cleanser, 
a powder that becomes creamy when 
mixed with water. Newfoundland-based 
Duckish does waterless bars, but also 
moisturizers and diaper cream in sticks. 
    Right when the pandemic hit, along 
came Everist, with shampoo and con-
ditioner pastes in recyclable aluminum 
tubes that offer a similar experience 
to using a regular liquid hair product, 
but in a three-times concentrate—so 
a 100ml tube lasts about as long as a 
300ml bottle. “We really wanted to find 
a formulation that was close to what 
people were used to and that would 
offer similar performance” explains 
Jessica Stevenson, co-founder. “People 
might come for the eco benefits but they 
might not stay just for that. So these 
products are for the people who want to 
use shampoo bars but can’t get there.” 
    Her business partner, Jayme Jenkins, 
says Everist is for imperfect environ-
mentalists. “It needs to be easier to be 
eco—brands that don’t judge and meet 
people where they are,” she says. “It’s 
not about 100 people doing zero waste 
perfectly, but more like millions and bil-
lions doing it imperfectly, without being 
made to feel like hypocrites.”
    Lush is a well-known name in beauty, 
and Everist, An-Hydra and Duckish 
are growing rapidly, though they aren’t 
massive players (yet). But, perhaps due 
to the little guys’ success in proving that 
there is an audience for waterless prod-
ucts, the big brands are starting to make 
them. And that means they’re becoming 
more accessible.
    Estée Lauder’s Aveda has launched a 
solid version of its Shampure shampoo 
for Earth Month and has an ongoing 
partnership with a non-profit that brings 
clean and safe drinking water to people 
in developing countries. KMS, which is 
owned by the huge Japanese manufac-
turer Kao, has three different varieties 
of solid shampoo in its permanent ros-
ter, and includes mindful water usage as 
one of its sustainability principles.
    L’Oreal Group-owned Kiehl’s has just 
launched Future Made Better Concen-
trated Facial Bars in three varieties (for 
dry, distressed, or oily skin); these use five 
times less water than the brand’s liquid 
cleansers, are more than 95 per cent 
biodegradable and have minimal plastic 
waste packaging. At the mass-market 
level, L’Oreal Group’s Garnier has a goal 
of making affordable and accessible 
beauty products through endeavours like 
switching to 100 per cent recyclable pack-
aging by 2025—and, now, Whole Blends 

T

shampoo bars. “Each is made of 95 per 
cent plant-based ingredients, is 97 per 
cent biodegradable and provides up to two 
months of usage, four times longer than 
the average bottled shampoo,” says Valérie 
Gagnon, communications manager.
    Garnier is also looking to its produc-
tion processes to see if it can reduce 
water consumption in manufacturing, 
an area that isn’t much discussed. “We 
already have three ‘water-loop’ factories, 
where 100 per cent of industrial water 
use [for cleaning and cooling, for exam-
ple] is re-treated, recycled or reused; 
we no longer need fresh water for these 
processes,” says Gagnon. That saves 
millions of litres of water every year. 
    Where can the waterless beauty 
trend end? Will all our moisturizers and 
serums eventually all comes as solids 
for us to mix at home? Probably not, 
says Jenkins, explaining that, in some 
circumstances, water is a key part of a 
formulation that has to be added in pre-
cise quantities. “We started with shower 
products where you can easily add water 
and there is definitely more space with 
wash-off formulas where you don’t have 
to consider mixing ingredients yourself, 
boiling things and measuring them.”
    Ambrosen agrees. Still, she believes 
the waterless category will expand. “We 
almost have to give people two things, 
one with water and one without, and 
show them that the one without works 
better for them. Everything depends 
on quality, value for money and the 
whole experience. If we can continue 
to evolve that and expand on it then 
this part of the industry will absolutely 
continue to grow.”

“We almost have to give 
people two things, one with 
water and one without, 
and show them that the 
one without works 
better for them”
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Insiders predict a plethora of pretty 
details in post-pandemic fashion

B Y  A L E E S H A  H A R R I S

Return of Romance

fter two years in a sartorial 
slouch, it’s time to let lounge-
wear’s stronghold on style loos-

en. As we usher leggings and matching 
sweatsuits out of everyday rotation, some 
industry insiders are predicting a return 
to romance in the post-pandemic world. 
    “The truth is, we’ve been missing ro-
mance,” American fashion designer Mi-
chael Kors says. “Right now, the world 
is dealing with difficult news every day 
and I like to think that fashion can add 
a jolt of joy and optimism to daily life.”
    Embracing sweeter silhouettes—
think skirts with volume, nipped waist-
lines, playful ruffles and the like—act as 
a nod to our enduring appreciation for 
all things lovely. “When you think about 
it, love is one of those things that en-
dures—romantic movies, fabulous love 
songs, love for your family and your 
home,” says Kors, who, for his Spring 
2022 collection, leaned into the idea of 
romance, while also sticking close to 
classically clean and modern lines. 
    “Michael Kors has always been 
about things that will stand the test of 
time,” he says of the design balance dis-
played among his eponymous runway 
creations. Less about a particular point 
in time, the designer says the seasonal 
release emphasizes the importance of 
creating pieces that “stand the test of 
time,” while simultaneously allowing 
women to celebrate their individual 
“bodies and self-confidence.” 
    “There’s an emphasis on curviness 
through defined waists, and a lot of 
movement through playful skirts and 
dresses. I wanted there to be a sense 
of charm to the whole thing,” says 
Kors, pointing to the collection’s capri 
pants—a slim-cut trouser that hits 
nears the calf—as a personal favourite 
among the release. “I love the toreador 
pant; it’s a way to wear a trouser and 
still show off your legs, which feels very 
feminine and fresh. Overall, I think the 
idea of tailoring that feels feminine 
is a big thing to focus on because it’s 
something you invest in and it lasts for 
years to come.”

A

    For Renée Power, founder of Van-
couver-based brand A Bronze Age, the 
appreciation for timeless pieces that 
harbour a hint of the romantic runs 
throughout all her designs. “We love a 
dramatic puff sleeve or an unexpected 
frill where you wouldn’t normally see 
one,” Power points out. “Anything that 
can add joy to dressing is something 
we strive for.”
    Her brand’s approach to everyday 
romance includes tiered dresses in 
soft, billowy cupro, puff-sleeve cotton 
dresses in various colours and lengths 
and ruffle-hem pants that can easily go 
from work to play. “We’re really lucky 
to have a community of like-minded 
people who aren’t just looking for plain 
basics, but also seek whimsy and ro-
mance in their closets,” she says of her 
core customer. “We are often playing 
around with the concept of femininity 
and re-evaluating what this means for 
a new generation of women as they get 
dressed every day.”
    Power often receives feedback from 
customers who say they stumbled upon A 
Bronze Age while searching for a brand 
that merges comfort with cute details, 
in the hopes of avoiding a compromise 
in either area. “I think many people are 
experiencing sweat-pant fatigue, after the 
past few years of work-from-home wear. 
We really believe in the art of dressing 
and in the joy that feeling really good in 
your outfit can bring.”
    Fashion fans, Power adds, are ready 
to make a celebration of everyday activi-
ties simply by getting dressed. “As we’re 
settling into our new normal, I think peo-
ple are finding new occasions to wear 
their favourite pieces,” she says. “I’ve 
found myself dressing up to run errands 
or just take my dog on a walk, because 
I’ve been staring at my wardrobe for the 
past two years and wondering if it will 
ever see the light of day again! I think 
dressing can now feel like a celebration 
again and a semblance of a return to life 
before the pandemic.”
    It’s an idea that resonates well with 
Kors, as he further underscores the 
idea that fashion can be a tool to help 
people to feel more like themselves 
again—even amid the upset. “Fash-
ion is capable of instantly boosting 
your mood and changing your whole 
attitude. When I see someone put on 
the right thing—something that makes 
them feel confident and comfortable 
and strong—their whole perspective 
changes. And I think that’s true no 
matter who you are.”

Right now, the world is dealing with difficult news every day 
and I like to think that fashion can add a jolt of joy and optimism to daily life

—Micheal Kors



Bin Shoes What to wear from your front 
door to … your back yard
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here’s a specific type of shoe that 
we all need but possibly don’t 
think about too much. I—as a 

person raised in the U.K.—call them bin 
shoes, though apparently their proper 
name is back-door shoes. They’re what 
you wear to take out the recycling, or let 
the dog out for a pee, or if you’re having 
breakfast in the yard in your PJs. 
    When I asked friends, I found most of 
us don’t actually wear them, eschewing 
them in favour of husbands’ or sons’ 
sneakers, flip-flops (no good if you’re 
wearing socks) or, in my case, a pair of 
Vessis that I’ve destroyed by standing 
on the backs of them. Happily, you can 
actually buy real back-door shoes that 
meet my personal criteria: easy on-and-
off, waterproof and washable and (sorry, 
entry-level Crocs) not too ugly. In fact, 
some are downright stylish.

T

    OK, these aren’t exactly waterproof, 
but we’d love to be able to say our 
dog-walking shoes come from Dior. The 
brand teamed up with Birkenstock to 
create the Birkenstock Tokio Mules in 
suede with rubber details and industrial 
details, for the Men’s Winter 2022/2023 
collection (available in June). Can’t wait 
that long? Another Birkenstock mashup, 
available now, sees the brand collide 
with famed pump producer Manolo 
Blahnik. The collaboration includes an 
update on classic sandal shapes, embel-
lished with sparkling buckles.
    Alternatively, we could tell folks our 
bin shoes come from Balenciaga, which 
has worked with (who else?) Crocs on 
a collection. They come in multiple 
colours and prints including a platform 
shoe with metal-effect studs and logo, 
and the Crocs Madame, complete with 
stiletto heel. We love the eminently 
more practical tulip-printed slide sandal.
    Vancouver’s Native Shoes has the Ava 
Bloom, a mule that is made from excess 
algae, through a manufacturing process 
that cleans the air. They’re pretty, 
slim-fitting and sustainable.
    Outdoor expert Baffin (another Cana-
dian name) offers the Patio Clog, which 
is made from rubber, with a non-slip 
rubber sole, and has a slightly raised 
part at the heel so you’re protected from 
the elements without compromising the 
easy-on-and-off-ness of the shoe.
    Who better to provide you with a wa-
terproof shoe than Hunter, which offers 
its Play Clog in a rainbow pattern this 
season. Certified vegan, it’s handmade 
from natural rubber and has a recycled 
polyester lining and insole.
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NEW LOCATION

4408 W. 10th Ave., Vancouver, B.C., 
TUESDAY - SATURDAY  | 11AM - 5PM

shabby rabbit boutique

Online sho� ing: SHABBYRABBITCLOTHING.COM

Vancouver’s destination for

Luxe Treasure Hunt
Recommerce sites offer access to long-lost luxury goods

B Y  A L E E S H A  H A R R I S

t any given time, the online fash-
ion resale website Fashionphile 
has more than 50,000 items avail-

able for sale. Products range from new 
designer handbags by Chanel, Hermès 
and Gucci, to pre-loved designer shoes, 
jewelry, small leather goods and more.
    “We are currently growing at about 
100 per cent year-over-year, which 
means we are getting more and more 
items on the site every day,” Sarah 
Davis, founder and president of the 
Carlsbad, California-based company 
says, adding that, while sustainability is 
undoubtedly a point of interest for shop-
pers searching for secondhand finds, the 
main motivator for purchasing pre-loved 
still comes down to cost.
    “The number one driver of buying pr-
eowned has always been and continues 
to be interest in getting a deal,” she says. 
“People are looking to buy luxury items 
that they can’t always get, for less than 
retail. At Fashionphile, we have beautiful 
preowned pieces on our site from every 
single brand for less than a Coach bag at 
retail. You literally can buy Chanel, Her-
mès, Louis Vuitton for under $500.”
    Increasing overall retail prices of lux-
ury goods are also playing a major part 
in the popularity of pre-loved shopping, 
according to Alex Jane, owner of the 
Vancouver-based luxury resale boutique 
Modaselle. “In recent years some of the 
classic designs of certain brands such as 
Chanel and Rolex have seen a huge jump 
in their prices,” he says. “Certain brands 
are also limiting their production, thus 
creating more secondary demand due to 
boutique supply shortages.”
    A lack of supply shortages on the 
preloved market is something Davis 
also points to as a boon for business: 
“Our supply chain is your closet to our 
headquarters; while some brands are 
having supply issues and shortages for 
many reasons, we don’t have products 
sitting in shipping containers and have 
no limitations on what we can sell.”
    While eco-conscious consumption and 
an eye for a deal are two main motivators 
behind shopping recommerce—the term 
being favoured by industry insiders for 
the resale of previously owned pieces—
for fashion collectors, the market also 
offers the opportunity to find items that 
have long since left big-brand boutiques.
    “The secondary market is absolutely 
a good resource for out-of-production 
and limited pieces that are no longer 
available,” Jane says. “Some designs 
have a very limited production and, once 
they are gone from the retail stores, the 
only source for acquiring these items is 
through preloved boutiques.”  
    These types of pieces can garner “huge 
demand as collector’s pieces,” he adds, 
pointing to pieces from Chanel, Hermès, 
Rolex and Cartier as some of the most 
sought-after options on the resale market. 
“These are the pieces which hold their val-
ue the most and, oftentimes, the popular 
designs are hard to find in retail stores.”

A

My thumb stopped the scrolling as soon as I saw it. Amidst the outfit photos and 
food snapshots on my Instagram feed, I had spotted the very design that had been 
holding space in my mind: the Chanel 19 waist bag. Originally released in 2019, 
the small leather good features the kiss-lock closure seen on the now-iconic Chanel 
19 design, along with a chunky, leather-laced chain and a buckle detail for ease of 
donning. I had looked at the design several times in the boutique, never quite ready 
to commit. And, by the time I decided I was ready to purchase it, the petite purse 
style had disappeared from stores. Yet, here it was on my Instagram feed. 
    In a punchy shade of salmon-pink lambskin, the bag was rated in “excellent” 
condition, with the original dust bag, authenticity card and box, complete with 
boutique ribbon (a “full set” in preloved luxury purchasing terms). Much to my 
delight, I discovered the recommerce site selling the piece happened to be close to 
home: Modaselle in Vancouver. I contacted the store to make sure the bag was still 
available and, then, I took a look at my current handbags to see which ones were 
ready for a new home. After settling on a few pre-loved selects that I was happy to 
part with, I went to the store and completed the trade/purchase. The value of my 
old handbags proved to provide a decent dent in the asking price of the Chanel 19 
piece. Leaving the store, it felt like I’d successfully completed a treasure hunt, of 
sorts. The long sought-after style was finally mine. Modaselle.com

From Lost to Found

    For “savvy shoppers” using platforms 
like Fashionphile, Modaselle and LXR to 
make a luxury purchase, they do so with 
overall investment in mind. Maintain-
ing resale value is a key consideration, 
experts say, which is helping to make the 
luxury resale market a circular exchange. 
    “Many of the items that we are current-
ly selling have been bought and sold and 
bought and sold many different times,” 
Davis says. “Our grandmothers may 
have talked about ‘heirloom pieces’ but, 
today, people are looking at investment 
pieces. They’re thinking about resale as 
they make every purchase, and are quick 
to turn things around when they aren’t 
using them.”
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Future-Proofing Wine
Why make wine sustainable? So we can 

enjoy it for generations to come

inemakers around the world 
know there is nothing “con-
stant” about climate change, 

besides the reality of it. The people who 
produce our favourite sips are increas-
ingly having to combat drought, fire, 
pests and diseases, to carefully manage 
soil health and water consumption, and 
to rip up and replace vines of cool-cli-
mate varietals that can no longer take 
the growing global heat with types that 
can. Add to that a global pandemic that’s 
exposed supply chain issues and labour 
shortages and put a renewed focus on 
what safe, productive and enriching 
working conditions look like. In other 
words, besides bottling, they’ve been 
incorporating sustainability efforts—en-
vironmental, economical and social—to 
their processes to ensure we have wines 
to enjoy now and for generations to 
come.
    Rodney Strong Vineyards has been 
a pioneer in wine sustainability for 
decades; the Klein family owners 
have been agriculturalists in Califor-
nia’s Sonoma County for more than a 
century and have seen their fair share 
of natural disasters, war, famine and all 
manners of market booms and crashes. 
As a result, they’ve woven green and 
forward-thinking into the very fabric of 
the vineyard and have prospered, not 
because it was trendy or flashy but be-
cause investing in the land and the peo-
ple that care for it is the right thing to 
do. The winery uses a holistic approach 
in every area, from vineyard manage-
ment and winemaking to leadership and 
the way the business is run.
    “It’s critically important that we 
preserve and protect our environment 
while running a sustainable business,” 
says Rodney Strong Vineyards senior 
vice-president of winemaking and 
winegrowing, Justin Seidenfeld. “Our 
goal is to make the best wines in the 
world. We relentlessly work on ways to 
achieve that goal but at the end of the 
day it’s all about balance: how you work 
with your community, balancing your 
workforce, farming the vineyards from 
a balanced perspective. My passion 
is all about the connections that wine 
creates; the connection you feel with the 
earth where the grapes are grown, the 
connection we feel at the winery with 
the people who enjoy our wines, and the 
connections that the joy of wine creates 
between the family and friends who 
share each bottle at their dinner table.”
    Since wine is an agricultural product, 
it’s important to give back as much love 
to those vines as they give to us. Rodney 
Strong Vineyards has made significant 
efforts in environmental conservation, 
incorporating smart-watering irrigation 
systems to drastically reduce water 
consumption, electing to remove syn-
thetic chemicals, installing vast solar 
panel arrays and using cover crops 
and wildlife foraging ecology to the 
benefit of its vines. The company, says 
Seidenfeld, went fully carbon neutral in 
2009 as an industry first, and has spent 
considerable time and investment into 
soil health and structure to limit erosion 
and runoff into local water streams. 
They’ve even made the trellis (a.k.a. 
grapevine canopy) adaptable for better 
temperature regulation for when things 
heat up, and are able to plant vines in 

W

higher, cooler elevations on guidance 
from climate adaptation studies.
    Plenty of B.C. wineries have commit-
ted to going organic; in Kelowna, Cedar-
Creek Estate bucks the use of synthetic 
products in the vineyard to make some 
great, low-intervention wines (also how 
charming are this winery’s resident Scot-
tish Highland cattle, Tui, Fern and Milo, 
whose hooves break up the soil as they 
wander the vineyard rows and manure 
is good for compost and attracting bene-
ficial bugs and birds?). Nearby, Tantalus 
sports a 10-acre native vegetation forest 
in its vineyards for wildlife, nesting boxes 
and a bee farm—just to scratch the sur-
face of its sustainability efforts.
    Back over the border at Oregon’s King 
Estate Winery—the largest biodynamic 
winery in North America—the vineyard 
ecosystem functions as a whole and is 
self-sustaining. Further afield, in Reims, 
France, revolutionary new packaging 
has just been released by the oldest 
established Champagne house, Ruinart. 
“Second Skin” is a fully recyclable, light-
er, pulp-based bottle skin that replaces 
the traditional gift box resulting in a to-
tal 60 per cent carbon-impact reduction 
for the brand (yes, they did just make 
bubbles even better!). And, of course, no 
business could be sustainable without 
the employees and community around 
it; big-picture-thinking groups like 
Rodney Strong Vineyards support the 
grape-growing partners in good times 
and bad, hire a workforce that is diverse 
and representative, and band together 
with other wineries in the wake of trag-
edies like wildfires, which have become 
all-too prevalent. 
    Designing and maintaining a winery 
with sustainability in mind does come at 
a cost but, as a consumer, it’s a marginal 
and justifiable one that supports our 
collective future. And for makers, whose 
key goal is to produce the best wines 
possible, doing it in a sustainable, fu-
ture-focused way and succeeding means 
that we all win.

CEDARCREEK ESTATE WINERY 
SIMES VINEYARD 2020 NATURAL 
PINOT NOIR
This low-intervention certified-organic 
single-vineyard pinot noir opens with 
tantalizing earthy and leafy characters, 
quickly followed by blackberry, dark 
cherry and plum notes. The vegetal 
qualities of this wine make a great pair 
with grilled meat and mushrooms.

WAKEFIELD WINES ESTATE  
LABEL 2021 CHARDONNAY
Launching mid-month, this Clare Valley 
chard has a creamy cashew texture 
from well-integrated French oak, but 
is lusciously fruity with white peach, 
citrus and fresh melon. Pair with grilled 
lobster tails or B.C. spot prawns for an 
eco-friendly indulgence.

ALOIS LAGEDER 2020
PINOT GRIGIO
A classic expression of pinot grigio fresh 
from the Italian Dolomites—crisp, bal-
anced and thoroughly enjoyable. No need 
to cellar this one; it’s great served chilled, 
solo or paired, with pâté or shellfish.

RODNEY STRONG VINEYARDS 
2018 CABERNET SAUVIGNON
Sonoma County is known for its elegant 
and richly structured cabernets and this 
is no exception. Expect dark fruit with 
notes of cassis, violet, black pepper and 
a hint of baking spices. A perennial pair 
with grilled rack of lamb or, frankly, 
anything on the barbecue.

STAGS' LEAP 2018 
CABERNET SAUVIGNON
The year 2018 was kind to Napa Valley, 
with near-perfect growing conditions, 
so this big, bold and expressive wine is 
lush with brambleberry fruits, brown 
spice, floral notes and bittersweet choco-
late. Instant heaven pairing: extra-sharp 
cheese followed by espresso-rubbed 
ribeye steak.

RUINART BLANC 
DE BLANCS BRUT
Picture ginger-spiced apricot on toasted 
brioche with shaved almonds, but with 
a delicately acidic and racy mineral 
finish. Then take the essence of this 
timeless champagne and hug it in a new 
eco-friendly packaging. Pure bliss, and 
will pair with positively everything.

KING ESTATE 2018 PINOT GRIS
This biodynamic from the Willamette 
Valley in Oregon is like a good book: un-
put-downable. Fresh fruit notes of citrus 
and Bartlett pear, and papaya on the 
finish. Both this pinot gris and its cousin 
pinot noir play perfectly with grilled 
chicken, cured meats and cheeses.

TANTALUS VINEYARDS 202 
PINOT NOIR
The iconic riesling and pinot noir grapes 
at Tantalus are grown in a serene and 
biodiverse vineyard; the pinot noir 
shows a deep garnet colour and has 
great black stonefruit character with a 
touch of allspice, violets and strawberry. 
Serve ever-so-slightly chilled with beef 
bourguignon or herb-roasted veggies.

LINCOURT SANTA RITA HILLS 
2017 PINOT NOIR
The name of this Santa Barbara County 
winery is a nod to the strong female 
presence in the Foley Family—namely 
the owner’s two daughters, Lindsay and 
Courtney—in packaging that has been 
reduced for carbon offset. An elegant 
and beautifully balanced pinot noir, 
you’ll get black-fruit character as well 
as savoury spices and dried meat. Pair 
this with wild game or fatty fish and you 
won’t regret it.

DAVIS BYNUM RUSSIAN RIVER 
VALLEY PINOT NOIR 2018
This wine is a journey, showcasing 
differences in flavour from distinct sites 
(three, to be exact) in Sonoma County’s 
Russian River Valley. The result: a sip 
that’s rich, balanced and complex. Try it 
with grilled salmon, Portobello mush-
rooms and a spinach salad.

B Y  J A N E T  H E L O U



Living Rooms How to use 
houseplants as 
home décor

t may seem daunting for those that 
don’t have a green thumb, but Loop 
Living and its chic plant-ware make 

it almost dummy-proof. Loop Living 
founder Eli Manekin has passed along 
a variety of expert advice on how to 
successfully incorporate houseplants 
into your home’s design. Loopliving.co

I

NEW VERSION OF 
GALLERY WALLS
I love when people hang plants in-
stead or as part of a gallery wall. We 
have a wall plant hanger design that 
people often use to balance out art on 
their walls and I’m always amazed at 
how well plants and art complement 
each other. Using plants with leaves 
that have contrasting colours, like a 
Hoya Krimson Queen (green, white, 
pink) can emulate brush patterns and 
take your design to the next level.

GROUP THEM TOGETHER
Consider buying a pair of the same 
plants and coupling them together in 
the same pot colour for an installation 
of sorts. I always recommend potting 
in white planters in simple shapes, as 
these won’t compete with your plant.

NATURAL PIECES  
OF SCULPTURE
Plants have a sculptural quality to them; 
they have been inspiring people creative-
ly from the beginning of time. They are 
always changing and have such intricate 
details, and they truly complement every 
type of décor style. There really isn’t any 
other design element like them, and they 
bring out the best in every interior. In 
short, they demand attention, which is 
what I think great art does. Plants with 
sculptural qualities include the Snake 
Plant and, one of my all-time favourites, 
the beautiful Bird of Paradise.

CONSIDER THEM 
COLOUR ACCENTS
Plants with variegated leaves and 
strokes of pink are great as décor ele-
ments due to their dramatic contrasts. 
They literally look like an artist created 
them. For these types of plants, I love 
Hoya Krimson Queen, Ficus Elastica 
Ruby and the Stromanthe Triostar.

ELEMENTS OF SPACE
Plant hangers can make a room seem 
bigger, as they work to draw your eye 
up, up, up; also, they provide a really 
original way to style walls.



A trusted travel 
advocate in 
your pocket

Canadians are ready to travel 
again, but travel isn’t business 
as usual anymore.

Book your next adventure with 
The Travelogist to ensure a 
smooth, stress-free vacation.

The team of expert concierges 
arrange flights, check-in, 
accommodations, 
transportation, curated 
experiences and more to 
create memorable travel 
experiences.

The Travelogist App provides 
clients a private, personalized 
travel itinerary , essential 
destination details and 24/7 
personal concierge support to 
help manage any travel-relat-
ed disruptions from flight 
cancellations to COVID 
regulation changes to losing 
a laptop while abroad.

"We are travel architects, 
crafting curated five-star 
experiences for our clients, 
from their departure to their 
experiences at a destination 
to their return home. We take 
care of all the details so that 
Canadians can enjoy a 
positive travel experience 
without the stress.” Alain 
Robert, founder of 
The Travelogist

The Travelogist is a 
Canadian boutique 
travel concierge 
service that 
facilitates 
premium personal 
and corporate 
travel experiences.

thetravelogist.com

Scan the QR code 
to learn more

Follow Us
@the_travel_ogist

Palm Springs Eternal
What’s new for 2022 B Y  S A R A H  B A N C R O F T

Stay
Amid a flurry of new boutique lodgings, 
a stand-out is the 21-room Fleur Noire 
Hôtel opened by a couple from Seattle. 
Roomy, redone 1940s apartments with 
kitchenettes and porches encircle a pool 
and beautifully desert-landscaped court-
yard. The exterior is adorned in bold 
floral murals by artist Louise Jones, who 
they discovered on (how else?) Insta-
gram, while the interiors are festooned 
with Ellie Cashman bespoke botanical 
wallpaper. Opening soon is a walk-up 
rosé wine bar called La Boisson, and 
conveniently next door is Sandfish sushi 
and whiskey bar. Fleurnoirehotel.com

Shop
Mojave Flea Trading Post is a new 
10,000-square-foot maker’s market where 
you can grab a desert dome hat by West 
Perro, housewares from Geode and Gyp-
sum, vintage patchwork jeans and natural 
wine from the Palm Springs Bottle Shop 
in the back (Scribe or Donkey & Goat are 
excellent choices). Some Sundays there is 
a bonus vintage market in the parking lot. 
For high-end secondhand, new to the Palm 
Canyon Galleria is Sophie, a French vin-
tage couture shop from Paris via Beverly 
Hills with understated and elegant finds. 

Nosh
While Bar Cecil has been the hottest 
seat for steak-frîtes for more than a 
year now, this boisterous brasserie 
has first-come seats at the bar (from 5 
p.m.) if you get there in advance. Many 
dishes are meant for sharing; a huge 
Bibb salad and sprouting cauliflower 
go down well with a glass of Sancerre 
and some girlfriend gossip. Snack 
wise, savoury crêpes are having a mo-
ment in Palm Springs, and Gabino’s is 
a tasty new little takeaway spot (close 
to Dead or Alive, a must-visit natural 
wine bar). Tailor Shop is a dark and 
sexy room for high-quality cocktails 
and discreet people watching.

Tour
Mark your calendar for October, when the lesser-known Modernism Week preview 
takes place. Far less busy than the main February event, it has many of the same 
open houses and architectural tours. Bookmark the Kirk Douglas House, now owned 
by Roots co-founder Michael Budman and his architect wife, Diane Bald, who re-
stored it. Can’t wait till fall? A newly added May event will include exclusive tours of 
Casa Tierra, remodeled by Bobby Berk of Netflix’s Queer Eye. Modernismweek.com
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