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“OUR CUSTOMER

IS FASHION AWARE,
BUT HE ISN'T A
FASHIONISTA. HE
SEES CLOTHING AS
AN INVESTMENT.”

LEFT: PAULSURRIDGE INNEW YORK,
MARCH 2013. ALL CLOTHING AND SHOES:
ZZEGNA, FALL2013. SOCKS: FOGAL. GROOMING
PRODUCTS: M.A.C, INCLUDING STUDIO MOISTURE
CREAM. HAIR PRODUCTS: BUMBLE & BUMBLE,
INCLUDING SEMISUMO. GROOMING: WALTER
OBALFOR BUMBLE & BUMBLE AND M.A.C/
ATELIER MANAGEMENT. ABOVE AND
OPPOSITE: ALL CLOTHING (ON MODELS):
ZZ7ZEGNA, FALL2013. SOCKS: FOGAL. SHOES:
CHURCH’S. COSMETICS: NARS COSMETICS,
INCLUDING AQUA GEL LUMINOUS OIL-FREE
MOISTURIZER, PORE REFINING PRIMER, AND
RADIANT CREAMY CONCEALER IN CUSTARD
AND BISCUIT. HAIR PRODUCTS: REDKEN,
INCLUDING DIAMOND OIL SHATTERPROOF
SHINE. HAIR: SHIN ARIMA FOR REDKEN/
FRANK REPS. MAKEUP: GEORGISANDEV
NARSCOSMETICS. MODELS: LUIS BORGES
AND ZACH ZIMMERMAN/DNA. CASTING:
SHAWN DEZAN/KCD, INC. SPECIAL THANKS:
NEOSTUDIOS, JUDSON HARMON, AND JOHN
SWIATEK. FASHION DETAILS PAGE 135.
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Having been creative director of Z Zegna for almost two years, English-born Paul Surridge has managed to
P aul carve out his own niche at the Italian menswear label. “It has been a relay race where you sprint as fast as possible

for the team,” says the 38-year-old Surridge, whose résumé also includes stints at Calvin Klein, Burberry, and Jil

Sander. “You always have to be bringing something new and never leaving anything behind.”
S l RRIDG E In contrast to the venerable Ermenegildo Zegna flagship brand, the younger, more metropolitan Z Zegna has,
according to Surridge, sought to “create clothing for a man living in a city environment who doesn’t want to dress

P]zotogmpky BJARNE JONASSON like his dad.” In March, Z Zegna opened its first stand-alone store in North America, in Los Angeles’s Beverly
Styling ZARA ZACHRISSON Center. Echoing Surridge’s vision of the brand, the store is all about clean lines and eased modernity. “Our cus-
tomer is fashion aware, but he isn’t a fashionista,” he explains. “He sees clothing as an investment, not as his sole priority.”
With Z Zegna’s Autumn-Winter 2013 collection, titled “The Urban Wanderer Meets the Great Outdoors,”
FOR THE MAN ATOP Z ZEGNA Surridge says that he wanted to convey “a powerful source of heritage in the scramble of today,” while also “heightening
THE FUTURE ISN'T ABOUT ” | the mood by using color,” employing a morose Caravaggio-inspired palette of varying shades of brown, ebony, and
JETTISONING THE PAST_IT'S ash grays, punctuated with cadmium red. Created with the nomadic spirit of the contemporary urban man in mind,
A BO'UT REIMAGINING IT ) the collection marries heritage craft with contemporary technology. Utilizing layered textures on heat-bonded, felted

- ] - wools, degradé effects, and shearling-mimicking wool and silk blends, the rustic-rooted suits, trenches, and bombers
read uncannily futuristic. “It’s not just about technical fabrics—it’s about technology,” Surridge says. “The idea that fab-
ric can change the way it appears through technical behavior is what’s most interesting to me.” —DANIEL SCHEFFLER




