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E WUTY OF BUCCELLATI Mimi Murphy finds thar
for almost a century, the Milan-based Buccellat family
has designed fine jewelry in the Renaissance rradition

ARTIST'S EYE  Floral designer Wolfgang Thom puts

his unique twist on holiday srvle
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PRISTIMNE PLAYGROUMND Ben Brown indulges in the

fantastic water adventures on Canouan Island while soak-

ing up the resort life in full force

AL Vosges chocolaner
Katrina Markoff shares the secrets of her own candy

land with Margarer Littman

BY DESIGMN  Jennifer Laing looks ar the
histarv of designer fragrances and ralks with Mark
Badglev, James Mischka, and Tom Ford abour cheir
debut signarure scents, which give a nod o the

sophistication of early fragrances

enireg

Chocolate making is on
cdventure at Vosges Houk
Chocolat, where the

ectable creafions feature

5
|
ingredients such as
Chamgpogne, paprika, and
swest Ingian curry. learn
more about Vosges on pag:
| 16. Photographed by
Erika Dufour




o G

Ma“hngﬁ couture
equivale it of chocolate is
a “crusade” for Markoff,
but she doesn’t do it the
way she saw it done in
France, with lab coats
and scientific instru-
ments. A self-proclaimed
“messy cook,” Markoff
advocates a hands-on
environment at Yosges.




MOST FOOD FACTORIES ARE ALIKE AFTZR ALl
that's sort of the point of a factorv—to stan-
dardize the production. While the recipes may
vary depending on whether vou're warching
truffles or candy bars come off the line,
the process is the same.

While auromating may help Vosges (pro-
nounced vozh) Haut-Chocolar meer demand
for its high-end chocolates, the factory is not
like any other, and founder and CEO Katrina
Markoff likes it thar way.

Mere seconds after walking into the
Chicago lofr thar serves as the company’s cor-
porate headquarters, warchouse, and facrory,
even the greenest food reporter would know
thar this isn't vour average factory. There are
the expected chocolate smells, the convevor

belts on which tiny truffles and caramels travel, and the copper
pots in which batches of flavors are mived. But the industrial
walls are pamted with images of cocoa pods in the rich purple
color that has became the signature of Vosges' packaging. In the

BY MARGARET LITTMAN

Katrina Markoff
shares the secrets
of her own
candy land
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corporate administrative offices, the exposed
VOSQES_ ducework is covered with saris thar were used
chocolatier as tablecloths at Markoff’s September 2003

wedding. And after making as many as 5,090
candy bites daily, emplovees can de-stress ar a
weekly on-site voga class.

The unique touches arent limited to the
décor. In the nine vears since Markoff started
the business with a friend. her voice and vision
tor the brand have become stronger. Schooled
ar Nashville's Vanderbilr University and then
at Le Cordon Bleu in Pans, Markoff starred
Vosges—named afrer a chocolate ganache
dessert at a restaurant in the Place des Vosges
in Paris—because she didn't see any other lux-
ury chocolates on the marker thar she consid-
ered the culinary equivalent of haure couture.
While many entreprencurs see their involvement wane as the
business grows, Markoff is still up to her elbows in chocolate.

She still personally develops the recipes for the new products
introduced several tmes a vear, such as 2006% D'Olivia, a
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“FOR ME, LUXURY STEMS FROM THE ATELIER, FROM THE CRAFTSMAN,
IT IS THE LOVE A PERSON PUTS INTO A PRODUCT. TODAY, LUXURY CAN
BE MASS-MARKETED, AND THE VISION, CRAFT, AND CREATIVE PROCESS
S LOST. EVERY PRODUCT | CREATE IS INSPIRED BY AN EXPERIENCE
WITH FOOD, MUSIC, CULTURE, AN EMOTION.”

combination of kalamara olive and white
chocolate thar may nort sound good. bur has
the same savory-sweet appeal as the classic
chocolate-covered prerzel. But instead of mak-
ing them m the facrory’s kiechen, she does her
experimenting at home. “I'm a messy cook,
almost like a mad scientist. It looks like a tor-
nado struck, | do it from home because that’s
where my creative energy 1s,” she savs.
Markoff starred the Vosges line with choco-
lates that include international ingredients
such as sweet Indian curry and Mexican
vanilla bean and has now expanded with
a new collection that tracks the history of
music through chocolate. That Luxe Groove
Collection packs 12 truffles tied to their
musical roots—Hip Hop is made with
Krug Champagne, while Jazz has chicory
coffee—in a box filled with Swarovski crys-

Opposite page, clockwise
from wop left: There's
never any downtime when
it comes 1o making one of
the few luxury chocolate
brands in the United
Stares. Hand-detailing,
such as adding Hungarian
paprika and sweert Indian
curry to exotic truffles, is
part of what makes Vosges
Haut-Chocolat taste
different than mass-
produced sweets. Each
Gatsby Cake is hand-
decorated, oné tiny dot
and swag at a time. Many
lucky customers are first
mtroduced o Vosges when
they receive it as a gifr.

vision, craft, and ¢reative process is lost. Every
produce 1 creare 1s inspired by an experience
with food, music, culture, an emotion.™

Walking through the factory in a casual
T-shirt and skirr, her long brunetre locks in
the requisite hair ner, Markoff stops to warch
an emplovee hand-wrap and box organic
caramels from the company's Wink of the
Rabbit Collection. The product takes two
davs to make and then has a limited shelf life
of eight weeks, like most Vosges products.
Markoff wanes her customers to savor the
tastes of her products when they buy them or
receive them as a gifr, racher than save them
for a special occasion,

Markoft's life outside the factory no doult
contributes to the sense of adventure infused
into her products, She enjovs riding in
Kentucky equestrian comperitions and has had

tals. The shelves of the headquarters are packed with other
exotic ingredients. such as bee pollen and pink Himalayan salt.

Butirisn't the price rag or rare ingredients thar make a Vosges
chocolate a luxury item, Markoff savs, “For me, luxury stems
from the arelier, from the craftsman. It is the love a person purts
into a product. Today, luxury can be mass-markered, and the

her pilot’s license since she was 19 (she opts for a day in a Cessna
172 when she needs some R and R}, Making luxury chocolares
is a way of “introducing people to new conceprs.” she says,
“Growing up. | learned to appreciate the details in evervthing. |
got into business because | wanted to create something thar had
meaning bevond a single dimension of raste. | think 1 do thar.” &



