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(@jayhovawitness)
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too much and his words about said things have ap-
peared in Billboard, The Awl, RollingStone.com, 
and The L Magazine, among others. 
(@jonblistein)
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(@ocugwu)

11208
Felipe Delerme
—
Felipe Delerme is a Brooklyn-based freelance writer 
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Dujeous. 
(@apexdujeous)
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to change things for the better one design at a time.
(mikedigiacomo.com; @mdigiacomo)
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between Brooklyn and his native Pittsburgh. His 
work often focuses on contemporary American life 
with an interest in the unique relationship between 
person and place.
(rossmantle.com; @rmantle)
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specializing in illustration and animation. She was 
born in Queens, raised in Nicosia, Cyprus, and is 
currently living and working in Brooklyn.  
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ing Stone anointed him its 2001 “Hot Interviewer.” 
(@DreamzRreal)
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—
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(rachelbeen.com; @rachellarabeen)
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been published most places with a spine and a UPC 
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Brooklyn, we go hard. 
I started my first business when I was 23. We didn’t get much further than 
a tax ID, but we did start it—holed up late nights, after the day job, brain-
storming and bullshitting, and doing everything we could to build the brand 
of our dreams. The business stalled for all sorts of reasons—we were young, 
we were dumb, careers took off and diverged. Life, in the capital sense, got 
in the way. Looking back now, I realize that our inability to see that project 
all the way through haunted me for years. We were a smart crew, at least up 
until the point we stopped pushing and walked away. In the years since, I’ve 
watched a lot of brands, big and small, come to some of the same conclusions 
that we had then and implement ideas that we were building into our very 
foundation from day one. My frustration in those moments runs deep—we 
had been ahead of the game, but ultimately it never mattered because we 
never made it out of the locker room and onto the floor.
 
I’m happy to say that is not the case with Brooklyn Bound, though I’ll admit 
that getting this brand off the ground has been one of the most challeng-
ing projects I’ve been a part of to date. And that’s why the brands and the 
businesses at the heart of this debut issue of Brooklyn Bound impress and 
inspire me so much. Not only are they powerful, emergent, and wonderfully 
innovative, they all pushed through all of the obstacles, setbacks, excuses 
and distractions to not only get off the ground, but to then play a major role 
in changing the face of Brooklyn today and, by extension, the city and the 
world. Because let’s face it, Brooklyn isn’t just a community on the outskirts 
of any big city. Brooklyn is BROOKLYN, as in Brooklyn, New York, as 
in birthplace of Michael Jordan and Jay-Z, original home of the Dodgers, 
new home of the Nets, global epicenter of cool, as in locally respected and 
internationally known, as in New York’s most populous borough, its most 
explosive, its most innovative and its most cutting-edge. Brooklyn is where 
today’s New York makes, creates and transforms the very idea of community 
and business across every field: art, culture, food and music, sure, but also 
manufacturing, technology, medicine, government, education and more. 
And that’s why you’re here, too—whether by birth or by choice—because 
today’s New York lives in Brooklyn. And now, so do we.

Thank you for picking up the issue. We’re a great crew—just look at the 
contributors—and we’re committed to covering the community, working 
with it, and watching it grow. We’re a new breed of media company, one 
led by the quarterly you hold in your hands but already building so much 
more. We are Brooklyn Bound. And as it says on the spine: we’ve arrived.

A special thanks to everyone who helped make Issue 00 a reality. We hope 
you enjoy it. Issue 01, arriving this fall.
— 

Benjamin Meadows-Ingram

About our cover:
On Monday, April 30, Brooklyn Nets 
CEO Brett Yormark appeared live on 
CNBC to unveil the new logo of Brook-
lyn’s first major league sports franchise 
in 55 years. Forty-eight hours later, 
merchandise bearing the Nets’ new 
identity, like the hat on the cover of this 
issue, had accounted for 27 percent 
of all sales through NBA.com and the 
league’s flagship Fifth Avenue store in 
that span. In just two days, sales of the 
team’s new merch had outpaced the 
team’s merch sales for all of last sea-
son, according to the Nets.

During the unveiling Yormark credited 
the franchise’s celebrity minority own-
er, Brooklyn’s own Shawn “Jay-Z” Cart-
er, as “the author” and “the creator” of 
the new identity and its stark black and 
white color palette. Whether you’re for 
or against the Nets’ move to Brooklyn-
-and everyone in the city is aware of 
how fraught with controversy the move 
has been since it was first announced 
in 2005--there’s no denying that what 
Jay-Z and the Nets have delivered with 
the team’s new logo is not only a new 
identity for the team, but a new identity 
for the new BK. At least that’s how we 
see it. Look around this summer, this 
fall and as we move into next year. We 
think you’ll agree. 

IN BOUND
Editor’s Note
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“Everybody would say Nathan’s. I 
particularly love their French fries. In 
terms of their hot dog, it’s OK. I would 
say there are three places. That would be 
Adelman’s on Kings Highway, Mill Basin 
Deli on Avenue T, and Jay and Lloyd’s 
on Avenue U. They all happen to be also 
kosher and so those would be three very 
good hot dog places to go, in my opinion. 
We [also] have the one in Park Slope off 
of Flatbush Avenue, Bark, and it’s a very 
good frankfurter.”

Born and raised in Crown Heights, Marty 
Markowitz is a former New York State 
Senator who has served as Brooklyn 
Borough President since 2002. He was 
elected to his third and final term in 2010. 
In September, anonymous sources close 
to Markowitz told the New York Post that 
the borough prez would retire from politics 
when his term ended in 2013, despite 
longstanding rumors that he might take 
a shot at following an outgoing Mayor 
Bloomberg into City Hall. Markowitz left 
open that possibility when talking sports 
with Brooklyn Bound. “The only time I 
[would] root for the Yankees was when I 
became mayor, and they were competing 
against another team,” said Markowitz, who 
was raised on the Brooklyn Dodgers and 
has been a Mets fan since the franchise 
was founded in 1962. “Then, I would be a 
Yankee because it helps New York City. But 
other than that, there’s no passion in me at 
all for the Yankees.” — Steven J. Horowitz
Photographer / Geordie Wood

Hot Dogs
According to Brooklyn 
Borough President 
Marty Markowitz

Nathan’s Famous Frankfurters 1310 Surf Ave., nathansfamous.com 
Adelman’s Kosher Deli 1906 Kings Highway, (718) 336-4915
Mill Basin Kosher Deli 5823 Ave T, millbasinkosherdeli.com
Jay & Lloyd’s Kosher Deli2718 Avenue U, jayandlloydskosherdeli.com
Bark Hot Dogs 474 Bergen St., barkhotdogs.com

I N S I D E
BROOKLYN

The Numbers . The Market . The Home . The Sound . The Guide. 
The Classroom . The Community . The Best Place To Get...

112
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The Numbers 
WRITER / Brendan Frederick     
ILLUSTRATOR / Paul Kim

112

People, 
Places, 
Paper
A look at data collected 
by the 2010 Census and 
the annual American 
Community Survey 

While it’s counted as part of NYC, 
Brooklyn, if it stood on its own, would be 
America’s third largest city (after L.A. and 
Chicago). So it’s no surprise that counting 
up the roughly 2.5 million residents would 
come with some complications. When the 
2010 census data was released last year, 
showing only a 1.6 percent population 
growth in Brooklyn, Mayor Bloomberg 
held a press conference at City Hall to 
cry undercount. “It just doesn’t make any 
sense at all,” said Bloomberg. Brooklyn 
borough president Marty Markowitz 
agreed: “I’m flabbergasted by these 
numbers, Mayor. I know they made a big, 
big mistake.”

A formal challenge calling for a 
recount was submitted to the Census 
Bureau last March, but this request was 
finally denied this spring. In a letter to 
Bloomberg, a Census representative 
acknowledged an error in the “geographic 
placement of housing units,” but claimed 
that it did not affect the total population or 
housing unit counts. In April, the Census 
Bureau released new numbers estimating 
the Brooklyn’s population had grown by 
28,000 between April 2010 and July 2011 
– a 1.1 percent increase, and the biggest 
in the city, suggesting that the borough’s 
population had grown almost six times 
faster in the year after the 2010 census 
than in an average year between 2000 to 
2010. Still, new estimates don’t change 
the official count. Aside from a minor re-
shuffling of the numbers, Brooklyn is now 
stuck with the controversial count until the 
next census in 2020. Believe it or not, this 
is the borough by the numbers. 

2,504,700
People in Brooklyn

Residents Born in 
New York State

PAPER PLACES

PEOPLEWhite People

Families

People Do Not 
Speak English 
At Home

Black People
860,0831,244,595 1,072,041

573,369

Living Alone
156,263

Divorcees
137,601

Single Moms
92,129

Supercentenarians

5
Average 
Family Size

3.41

Same Sex 
Couples With Kids

2,185

Adopted 
Children

13,321
Same Sex Partners 
& Married Couples

9,080

People Who 
Speak Spanish 
At Home

Students
671,979

583,294

Latinos 
496,285

West Indians
313,314

Asians
262,276

Russians
90,468

Multi-Racial
76,304

Bi-Racial 
38,277

Dutch
6,198

Italians
140,565

ETHINICITIES

AGES
Twenty 
Somethings

418,639

Thirty 
Somethings

380,506

Teenagers
234,489

Children Under 
5 Years Old

177,198

Infants
37,345

401,318
People with 
Disabilities

227,964

(People Over 110 Years Old)

49,241
People in the 
Armed Forces

2,204
Veterans

1,222,026
People In The Labor Force

1,720,806
People Living In Renter
Occupied Housing Units

653,059 40.791,334

MIN

Average
Commute 
Time People Walk 

To Work
Public Transit 
Commuters

576,918 People Living 
Below The 
Poverty Line

362,400
People With No 
Health Insurance

310,555 203,554200,647 162,616

127,514 114,349 75,614 50,304 28,877
1,276

Education, Health Care 
& Social Assistance 
Professionals*

Households With Food 
Stamp/SNAP Benefits

Unemployed
Adults

Self-Employed 
People

Government 
Workers

Families Live Below 
The Poverty Level

People Work 
From Home

Children With No 
Health Insurance

Unpaid 
Family 
Workers

Households 
Living o! Social 
Security

916,856
Occupied 
Housing Units

662,615
Renter Occupied 
Housing Units

516,579
Homes Built 
Before 1940

279,165
Adults Living 
With Parents

Owner-Occupied 
Housing Units

254,241 

172,250
Homes Owned 
with a Mortgage
81,991
Homes Owned 
“Free and Clear”

HOMES OWNED

HOMES OCCUPIED
RENTERS VS OWNERS

8,378 50,285

58,492
Family Households
with 3 or More 
Generations

Studio/One Room 
Apartment

40,739 30,781
People Have Not 
Moved Since 
Before 1970

Homes With No 
Telephone Service

33,848
Households With 
7 Or More People

33,449 

2,616

Renters 
Under 25

Homeowners 
Under 25

7+

3+
27,342
Homes Built 
Since 2005

Vacant Homes 
For Sale

SALE
77
Homes Heated 
by Solar Energy
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Russell Manley is a former Londoner with a perfectly-groomed, 
dandyist moustache to match his vintage taste in hair salon interiors. But 
the personal effects of the lifelong stylist and the business philosophy of 
the Tommy Guns proprietor are not 100 percent in line. Though Manley’s 
spent much of the last 20 years painstakingly scouting classic old 
furniture from ancient barbershops to believably recreate the 1920s in 
a string of consistently beautiful salons, he’s a proponent of modernist 
hairstyles and counts contemporary style icons from Kate Moss to 
Tilda Swinton among his supreme clientele. 

“We are a hair salon, not a barbershop,” he says. “But it’s a more 
comfortable sort of setting to work in and it’s more approachable. I 
think a lot of people can be intimidated by hair salons if everything’s 
sleek and brightly lit and there are chandeliers everywhere and it 
looks sort of new and sparkly, whereas I think a vintage place has a 
bit of warmth to it and it’s more approachable. I know that sounds a 
bit odd, but people are drawn to it.”

Manley conceives of and designs the interiors of his shops entirely 
on his own; and his previous three salons—the first two in London in 
the mid-’80s, with a third opening in Manhattan in 2008 after he had 
visited New York often enough that he figured he should make the 
move—have each become destinations in their own right. But it’s his 
recent outpost in Williamsburg that’s his present favorite. 

Airy and featuring a gorgeous restored apothecary that dates 
back to the 1870s, Tommy Guns’ Brooklyn location maintains a staff 
comprised of many longtime employees from the Manhattan shop. 
According to Manley, the dramatic mise en scene coupled with the 
laidback vibe of his patrons reminds him of his second effort in Shoreditch 
in the mid-1980s, when artists and young people were beginning to 
populate the now-posh neighborhood. “I quite like that Williamsburg 
is really quiet,” he says. “We don’t start most days until noon because 
there’s not much going on in the mornings. They’re either hungover 
or going to work and nothing else.” 

Cut Chemist
Born in London, made in Manhattan, renowned beauty salon Tommy Guns 
jumps the river and settles into a new home

The Market
WRITER / Julianne Escobedo Shepherd     
PHOTOGRAPHER / Ross Mantle

112

1) 4711 Cologne
“We cherry pick what we like 
the best of, and a lot of them 
have a lot of heritage. This is a 
Portuguese fragrance that’s  
been going for something like 
140 years.” $80, 4711.com

2) Baxter’s Slick Pomade 
“This is classic and a really good 
seller.” $18, baxterofcalifornia.
com

3) Sachajuan Ocean Mist
“The price point is a bit higher 
than some, but it’s a nice 
product.” $28, sachajuan.com

4) Agua Colonia Concentrada
“If it’s been going on this long, 
it’s got to be doing something 
right. Just the packaging alone 
is fantastic.” $44 for 220mL, 
alvarezgomez.com 

5) Proraso Shaving Cream/
Soap 
“This company’s been going 
for over a hundred years, it’s 
Italian, and it’s a great shaving 
cream. You can put it on 
straight from the tube onto the 
bristles, and it gives a really 
good lather, softens the bristle 
and leaves no razor burns.” $9, 
prorasoshavingcream.com 
— J.E.S.

Tommy Guns is located at 85 North 3rd St. between Barry St. and 
Wythe Ave. in Williamsburg and 138 Ludlow St. between Rivington and 
Stanton Sts. on the Lower East Side. Women’s cuts, $95; Men’s cuts, 
$75. tommygunsny.com

Still, Manley says the requests of his Brooklyn clients don’t differ 
much from those in Manhattan. At both locations, the “Boardwalk Empire” 
trim has been popular of late (a trend that dovetailed, coincidentally, 
with the HBO show filming on location in Tommy Guns’ Manhattan 
salon for its first season). “It’s great that a TV show can really kind of 
help revive that kind of look,” says Manley, who lives on Manhattan’s 
Lower East Side and divides his time between his two New York shops. 
“There’s no one doing mullets and fauxhawks—just a good classic 
cut.” It’s as succinct a mission for Tommy Guns as any: contemporary 
timelessness, with a sharp eye and great taste. 

Counter 
Culture
Come for a 
haircut, leave 
with a survival 
kit. Tommy 
Guns’ Russell 
Manley delivers 
the goods 
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Momofuku Milk Bar
Original location: 251 East 13 St., open since 
Nov. 2008
Brooklyn locations: 382 Metropolitan Ave., 
open since June 2011; 360 Smith St., open 
since March 2012
Why Brooklyn? “Many of us live in Brooklyn,” 
says Christina Tosi, Milk Bar pastry chef and 
owner. “We grew out of our tiny kitchen in the 
East Village and we needed to find a space that 
was bigger but still felt like home.”
What’s different in BK? “We serve pork buns 
and veggie buns in Brooklyn and we also have 
lunch deals and delivery specials,” says Tosi. “We 
also only sell ‘fancy shakes’ in Williamsburg!”
Recommendations? “Pork and egg bun, kimchi 
slaw, ginger soda, cereal milk white Russian 
and a compost cookie.” 

Vanessa’s Dumpling House
Original location: 118 Eldridge St., open 
since 1999
Brooklyn location: 310 Bedford Ave., open 
since Nov. 2011
Why Brooklyn? “Brooklyn made sense 
because it’s very popular and there are lots 
of young people,” says owner Vanessa Weng. 
What’s different in BK? “We carry a lot more 
vegetarian food in our Brooklyn location,” says 
Weng. “We’re going to add more vegetarian 
dishes, like tofu, too. Right now we have 
mushroom rolls and sautéed vegetable salad 
with peanuts and tofu skin. Also pancakes 
with tofu are big in Brooklyn. [And] most of 
our customers come at night so we offer beer 
and wine.”
Recommendations? “Everybody loves the 
noodles! They’re homemade and we sauté 
them with vegetables. We don’t add chemicals 
and they’re made right downstairs. They’re 
very good.”

The Table
WRITER / Ileana Lagares      
PHOTOGRAPHER / Rachel Been
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Special Delivery
You no longer have to make the trek into town to get a taste of several 
popular Manhattan menus. Here, a look at what’s cooking at some 
recent big-city names to hit the local food scene

La Esquina

Original Location: 114 Kenmare St., open 
since June 2005
Brooklyn location: 225 Wythe Ave., open 
since August 2011
Why Brooklyn? “We had been looking for 
a second location for some time,” says the 
La Esquina team, via email. “The garden, 
the original 1950s Wythe Diner structure, 
the inspired energy of Williamsburg and the 
budding, yet serious food scene of Brooklyn 
made this an irresistible project for us.”
What’s different in BK? “We started a 
guest DJ series along with a program to 
feature work from local Brooklyn artists 
throughout the diner and back room,” the 
team writes. “We recently introduced a 
Mexican-style fried chicken, which has been 
a hit. Also, we offer our own salsa roja and 
chips, which we present in the jar so that 
guests can take it home.”
Recommendations? According to team 
La Esquina, “The new fried chicken is 
fantastic! Also, classics such as the pescado 
and bistec tacos, ceviche Acapulco, and of 
course the grilled corn!”

1

The Meatball Shop
Original location: 84 Stanton St., open since 
February 2010
Brooklyn location: 170 Bedford Ave., open 
since July 2011
Why Brooklyn? “[Co-owner] Daniel [Holzman] 
and I both lived in Williamsburg on and off 
for about 12 years,” says The Meatball Shop 
co-owner Michael Chernow. “Brooklyn was 
the best move. They’re super-supportive and 
have treated us great.”
What’s different in BK? “The Brooklyn location 
is about double the size of the [Manhattan] 
locations,” says Chernow. “The restaurants are 
pretty similar as far as the food is concerned. 
The Brooklyn location does have an incredible 
cocktail program. Also we have a backyard area 
coming soon, which should seat roughly 20 
people.”
Recommendations? “The  pork meatball 
with spicy meatball sauce over polenta or the 
chicken meatball with parmesan cream sauce 
over mashed potatoes,” he says. “But I’ll tell 
you what I eat every day: veggie meatball with 
pesto sauce on a kitchen sink salad.” 

Crif  Dogs

Original location: 113 St Marks Pl., open since 
October 2001
Brooklyn location: 555 Driggs Ave., open 
since January 2011
Why Brooklyn? “When the idea to open a 
new store came about, the up-and-coming 
Bedford/Williamsburg area seemed like the 
best idea,” says Crif Dogs Brooklyn manager 
Justa Ward. “Brian, the owner, lives in Brooklyn 
with his family and the Williamsburg area has 
burst over the past couple of years.”
What’s different in BK? Says Ward, “We offer 
a small breakfast menu including Intelligensia 
iced coffee and our breakfast sandwich, the 
Cjkowski. Brian and I have plans to add a couple 
of new dogs [exclusively in BK]. The crowd in 
Williamsburg is a little bit different than our 
usual crowd in the East Village.”
Recommendations? “Our top seller, the Spicy 
Redneck, along with the Chihuahua have proven 
to guarantee happy customers as long as I’ve 
been working at Crif,” she says. “My personal 
favorite is the Tsunami, and almost all of the 
employees would recommend a bacon-wrapped 
Jon Jon Deragon, with hot sauce. You can also 
never go wrong with an order of our tater tots.”
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Flavor Paper 216 Pacific St. flavorpaper.com; 
@flavorpaper

If wallpaper could ever be having a 
moment, this just might be it. For years 
regarded by many as something akin to the 
aluminum siding of wall decor (the simple 
solution for those who couldn’t be bothered 
to paint), wallpaper is having a resurgence, 
rising from unimaginative relic to coveted 
work of contemporary art. Driving a lot 
of the recent excitement (if you can call it 
that) is Flavor Paper, a Cobble Hill boutique 
specializing in avant-garde, high-end hand-
screened wallpaper that will make your walls 
pop and push painting to even more of an 
afterthought.

“I didn’t know a single person who had 
even contemplated wallpaper for their home 
or business,” says Jon Sherman, who was 
working as an interior decorator in Miami 
when he bought Flavor Paper in 2003 after 
learning that the original owner was literally 
planning to burn the company to the ground. 
“It struck me as strange and I thought it 
would be rather easy to convince people of 
its merits if we made cool, nicely colored, 
well-printed designs.”

So far so good. Nine years after Sherman 
traveled to Oregon to collect the rights to 
Flavor Paper and the company’s 52-foot, 
4-ton screening table, which he transported  
to New Orleans, where he was then based, 
Flavor Paper has become the go-to name in 
unique wall décor courtesy of an eye-catching 
catalog of designs that range from jewel-
toned patterns to large scale recreations of 
landscapes to original murals. The company, 
which relocated to a converted Cobble Hill 
parking garage (known internally as the Flavor 
Lair) in 2010 in order to better cater to its 
heavy New York clientele, has papered walls 
for the likes of Lenny Kravitz, the Mandell 
School on the Upper West Side, the TriBeCa 
location of the Steve Madden shoe empire, 

From the 
Window 
to the Wall
Flavor Paper brings  
wallpaper to life

and even the Midtown strip club Scores. 
Flavor Paper’s designs are made to order 

by Sherman and his staff of seven, who work 
out of the first floor storefront (making the 
screenprinting process visible to passersby) 
and use the second floor as the showroom, 
where patterns are available off the rack, 
created from a client’s own photographs or 
artworks, or custom made. Prices start at $10 
per foot for a one-color print ($50 for each 
additional color), and Sherman says that the 
company produces about 600 rolls of Flavor 
Paper a month. 

“I’ve always been anti-white wall and 
pro-pattern,” says Sherman. And there you 
have it. Get excited. 

The Home
WRITER / Claire Lobenfeld      
PHOTOGRAPHER / John Francis Peters
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Brad Oberhofer literally came to music by accident when, in the 
seventh grade, he was hit by a car. “I had a really severe concussion,” 
the 21-year-old says today. “When I was recovering, I wrote my first 
hip-hop melody.” 

A strange start for a guy who plays beachy, increasingly orchestral 
indie pop, but then nothing about Oberhofer is what you might call 
predictable. Following his recovery, Oberhofer joined the school orchestra 
in his native Tacoma, Washington, where he played for years as a 
percussionist. At 16, he began teaching himself guitar. In 2008, he 
moved to New York to study music composition and theory at NYU. 
He picked up a fascination with toy instruments somewhere along 
the way. Once in New York, he crashed with “junkies” (as he puts it) 
in Manhattan while his house in Tacoma burned to the ground and all 
of his old equipment and manuscripts were destroyed.   

Faced with limited options, in 2009 he started pouring himself 
into his music, tying up loose ends on unfinished songs and crafting a 
series of swoony, cacophonous records that he fed into the blogosphere. 
“Every night, I made sure I sent it out to 20 [music sites],” he says. 
“Eventually people started posting it.”

They did more than that. They talked it up. They praised it. They 
turned Oberhofer into an indie net sensation. The accolades garnered 
him the trappings of a professional musician. First, a manager and a 
lawyer. Then, a check. In November 2009, the beverage company Sobe 
contacted Oberhofer through MySpace to secure a licensing deal to 
place his songs “Landline” and the infectious “oOOOoOOOo” in a 
six-week TV campaign. Through it all, Oberhofer kept working, adding 
more musical layers to songs he had been writing since he was 17.

“You listen to [his music] and you can tell how well it was made,” 
says Pitchfork contributor and Ad Hoc founding editor Ric Leichtung, 
whose first exposure to Oberhofer’s music came via an unsolicited 
email. “You don’t have to be a fan of pop music in order to like it. I 
was shocked that he hadn’t played material out [in public].”

Leichtung, who was also an NYU student at the time, quickly set 
about to fix that, booking Oberhofer his first local gig at Williamsburg 
DIY venue Death By Audio (49 S. 2nd St.) in June 2009. That show 
led to more, which, in turn led to more exposure for Oberhofer online, 
which… well, let’s just say it wasn’t long before A&R executives from 
New York-based indie powerhouse Glassnote Records (home to Grammy 

Kid A
Don’t let the toys fool you. At just 21, Brad Oberhofer is 
Brooklyn’s next big indie rock thing

The Sound
WRITER / Claire Lobenfeld      
PHOTOGRAPHER / Emily Berl
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Oberhofer’s debut album, Time Capsules II, 
was released by Glassnote Records on March 
27. myspace.com/oberhofermusic; 
@oberhofermusic.

Flatbush Zombies plan to self-release their yet-to-be-titled debut album through 
flatbushzombies.com. For more information on Madbury Club, check madburyclub.com.  

Award-winning Pheonix and Rolling Stone’s 
“Best Indie Label” of 2011) were finding their 
way to Oberhofer’s shows. Oberhofer finally 
signed to the label in July. 

“I took my time until I felt like the band 
was fully developed, and when I felt like my 
songs were fully developed,” says Oberhofer, 
who tours and records with his eponymous 
band but composes and demos all of his songs 
himself. “I wasn’t ready to sign until I felt grown 
up enough.”

Once he took the leap, though, all that 
preparation paid off. Last fall, Glassnote put 
Oberhofer into Williamsburg’s Mission Sound 
Studio with Grammy Award– winning producer 
Steve Lillywhite—who’s known for his work with 
U2 and Peter Gabriel (among many others) as 
well as for signing another breakout Brooklyn 
band, MGMT—for an 18-day sprint session. 
The result is Time Capsules II, a multifaceted 
album replete with the standard guitar-bass-
drum lineup, as well as timpanis, woodwinds 
and toy pianos. 

“I love toys,” Oberhofer says. “I’ve got 
lots different varieties of toy pianos, little 
keyboard and woodwind instruments.” He 
lives with them in a haven in Bushwick, an 
adult’s playground for a young man who never 
stops making something from nothing, even, 
sometimes, by accident. 

In early January, Flatbush Zombies posted a video to the song “Thug Waffle” on 
YouTube. The group, producer/rapper Erick Arc Elliott (@erickarcelliott) along with MCs 
Meech Darko (@MeechisDEAD) and Juice (@ZombieJuicee), was a relative unknown. 
The video—which features Meech and Juice, sights themselves, strolling the streets 
of BK in loud, premium streetwear and rolling racks of blunts at a kitchen table stacked 
high with Eggos—was a bug out. Lana Del Rey namedropped them in an interview with 
MTV. Spin, The Fader, and Complex embraced them. A string of live dates, including 
opening for another local sensation, A$AP Rocky, at a sold-out Irving Plaza, followed. 
Flatbush Zombies had become a sensation. Here, the group’s manager and Madbury 
Club founder, Phillip T. Annand (@onawardtour), explains why if you don’t already care, 
you should.  

I think the strongest thing with the Zombies is they sell themselves. For what 
they’ve really done off one video and a few loose tracks being spread around the 
Internet, everyone kinda has their own idea of what Flatbush Zombies is already. 
Whether [it’s] “oh, it’s going to be weed rap,” or “this is just shock value” and “this is 
2012 Gravediggaz,” everyone’s kinda jumped to conclusions. I think people are going to 
be really pleasantly surprised as things move forward to see how complete the artistry 
is as well. These aren’t kids who are like, Yo, we’re going to wear some weird shit in 
the video and get on The Fader and we’ll write a crazy Tumblr, and everyone will like it. 
These are kids who sat around and who have done their homework for years. It’s fun to 
see something so different come out of New York but still be really authentic and really 
be authentically Brooklyn. There really hasn’t been someone that people can rally behind 
and I think Flatbush Zombies is that. They’re it, man. — As told to Benjamin Meadows-
Ingram. Photograph courtesy of Ellington Hammond

Flatbush Zombies
In which we ask you—the manager, friend, fan,           
lover, promoter of a local act—to tell the world 
why they’re the next big thing

“I wasn’t ready to 
sign until I felt 
grown up enough.”
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So You Want to Start a Business? 
Becoming your own boss is hard work. Fortunately, the city is here to help  

Getting a Business Loan
“For a new business, financing is always one of the most daunting issues,” says Dominguez. 
“Applying for a business loan can be very different than applying for a personal or school loan, and 
each lender’s requirements can be different. You want to make sure that everything in the application 
is as complete as possible.” Dominguez notes that your credit score will be part of the equation as 
well. To combat obstacles or a weak credit score, he suggests seeking out smaller micro-lenders, 
or finding a co-signer or collateral. “The most important thing, bottom line,” he says, “tends to be 
ability to pay back.”

Developing a First-Time Plan
“For someone with no prior experience starting a business, we help them put together what are 
called ‘financial protections.’ [These include] a business plan that explains what they’re going to do, 
how they’re going to market it and who they’re going to market it to, [and] a profit and loss statement 
that follows cash flow and other very specific projections showing how the business is going to do. 
Part of it is just to see how organized you are, and how well thought out your business is.”

Complying With the City
“The department of Small Business Services has a very helpful online service called Business 
Express. It allows you to go to the website, specify what particular kind of business you want to 
open – say, a bar that serves food and has a pool table – and then provides you with a list of all the 
permits, licenses and filings you need along with details on how to get them.”

Recruitment and Training
“Let’s say your restaurant’s looking for a couple of line cooks and a chef. We have recruitment services 
where we help businesses source candidates, interview them, make sure they’re qualified and then 
present them with the information so that they can make a decision. The city also has training funds 
available that cover up to 70 percent of the costs of training employees. We want to encourage 
business owners to properly train all their workers, so there are funds set aside to help with that.”

Legal Advice
“If a current or aspiring business owner is in need of pro-bono legal assistance – whether it’s 
reviewing a contract, reviewing a lease or choosing a business structure – they can sit down with 
an attorney at the Center for a free session to go over some of those issues.” 

The Guide 
WRITER / Reggie Ugwu     
ILLUSTRATOR / Paul Kim       
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The Brooklyn NYC Business Solutions Center is open for walk-ins and appointments M-F, 9a-5p at 25 Elm Pl. For more information, including a start-up checklist 
and business library, go to nyc.gov/sbs. There you can also register for free courses, including “10 Steps To Starting a  Business,” “Entrepreneurship Boot 
Camp” and “Quickbooks.”

You know what’s great about having a billionaire founder and former 
CEO as mayor? He cares about business. All of it, including the one 
you haven’t even started yet. Great news considering that according 
to the Bureau of Labor Statistics, 51 percent of new businesses in the 
United States fail within the first five years. For competitive industries 
in competitive markets (say, restaurants in New York), that number 
can balloon as high as 80 percent. 

Since 2005 the city of New York has been actively working to help 
would-be entrepreneurs beat the odds through the department of Small 

Business Services, a Bloomberg administration initiative designed to 
help tomorrow’s new business leaders today. NYC Business Solutions, a 
suite of services offered by the SBS, includes a mix of free online tools 
as well as group classes and one-on-one consulting at one of several 
Business Solution Centers located throughout the five boroughs. Here, 
Manuel Dominguez, director of the Brooklyn Center, gives insight into 
what the SBS has to offer and shares a few tips for anyone looking to 
start their new business off on the right foot—and stay there.   
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With a string of disruptive new companies that include Gilt Groupe, 
Foursquare and Tumblr—just to scratch the surface—New York’s tech 
scene continues to grow. In Brooklyn, an effort to unleash a new wave 
of innovative startups, and the lucrative patents that come with them, 
is being spearheaded by a cadre of city officials and big thinkers from 
the Polytechnic arm of NYU. 

Formed in 2008 by the merger of the Polytechnic Institute of 
New York (the country’s second oldest private engineering institute, 
founded in Brooklyn in 1854) with the NYU School of Engineering, 
NYU-Poly has played a key role in efforts to transform Downtown 
Brooklyn into a gleaming tech center. Just last fall, the university 
moved much of its administrative staff and a few promising programs 
into 120,000 square feet of newly leased space at the MetroTech 
complex that houses most of its campus. The faculty left behind a 
near-vacant building at 6 MetroTech, which NYU plans to clear away 
for the erection of two new steel and glass towers. “Within the next 
five to 15 years, you’ll see new science and engineering towers go 

Super Future
A look inside NYU-Poly’s bold plan to expand its footprint in 
downtown and Dumbo and help turn Brooklyn into a hub of 
tech innovation

The Classroom
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up in that space,” says NYU-Poly President Jerry Hultin, noting that 
recent zoning laws gave the university between eight and nine hundred 
thousand square feet of additional vertical space. Once the buildings 
are erected, he says, “you could see biomedical engineering, data 
centers, computing, wireless, innovation floors for building things.” 
Hultin has personally given the new towers a lot of thought, and 
there’s a hint of restrained elation in his voice when he discusses 
them. Facilities like these, the thinking goes, could have a ripple effect 
throughout the entire community, attracting influential research projects 
and new businesses that could mean jobs and prestige for Brooklyn. 
 
Breaking Through With CUSP

Even before the university breaks ground on that ambitious 
expansion, however, another visionary NYU hub will be erected nearby. 
The Center for Urban Science and Progress, or CUSP, is expected to 
open its doors by the fall semester of this year. A signature piece 
of the university’s system-wide roadmap known as the 2031 Plan, 

For more information on all things NYU-Poly, visit www.poly.edu

CUSP will be a new applied sciences research institute designed to 
attract world-class scientists and entrepreneurs looking to address the 
challenges of modern cities. If the science and engineering towers 
are about raising NYU-Poly’s profile within its own community, CUSP, 
to borrow a phrase from Steve Jobs, is the university’s best shot at 
making a dent in the universe.

NYU-Poly is lobbying heavily with city officials, with some signs 
of success, to house the center at 370 Jay Street—a former MTA 
administrative building that has sat largely unused for decades. 
“[CUSP] would revitalize downtown by making use of a keystone 

property that has laid dormant for too long,” says State Senator Daniel 
Squadron, who represents downtown Brooklyn and has been, along 
with Borough President Marty Markowitz, a proponent of the new 
campus. “A new applied sciences center in the heart of downtown, 
adjacent to startups and a stone’s throw from the Navy Yard would be 
a great win for Brooklyn and for the entire city.” Forces opposing the 
use of the site are unclear—the MTA won’t comment on why it has 
yet to accept the university’s proposal, or on whether it’s entertaining 
other suitors—but bureaucratic sluggishness has been an obstacle. 
The Transportation Authority has itself been in transition this year, with 
newly confirmed chair Joe Lhota taking office in January. And the MTA 
still must negotiate the end of its lease on the building with the city 
(its current owner) before a new owner can be named.

The proposal for 370 Jay Street had been part of NYU’s bid in 
Mayor Bloomberg’s high-profile Applied Sciences NYC contest last 
year, which attracted proposals from universities around the world 
looking to build a new science and engineering campus in the city. 
Though NYU lost that race to a joint proposal from Cornell and the 
Technion-Israel Institute of Technology (who will build their campus 
on Roosevelt Island), it still plans to move forward with the Brooklyn 

campus using alternative sources of funding. If all else fails, Plan B 
is to establish CUSP within NYU-Poly’s existing MetroTech complex. 

Fostering Biz Dev In DUMBO
New academic facilities aren’t the only frontier in the Silicon-ification 

of Brooklyn. In DUMBO, the New York City Economic Development 
Committee (the same group behind the mayor’s Applied Sciences 
contest) has tapped NYU-Poly and the prominent real estate firm Two 
Trees Management to create a new startup incubator. 

The incubator is modeled after one launched by NYCEDC and 
NYU-Poly on Varick Street in 2009, which has since supported over 
30 companies that, collectively, have created 120 jobs and raised over 
$27 million in venture capital funding. At 20 Jay Street in DUMBO— 
a centrally located building owned by Two Trees—a ribbon-cutting 
ceremony for the new incubator was held in December.

“We’re excited to be a part of the emerging tech hub in DUMBO,” 
says NYCEDC spokesman Patrick Muncie. “There’s already been inspiring 
development there with companies like Etsy and Huge, and we want 
to help even more innovative companies grow.” The DUMBO incubator 
is expected to house up to 15 tech and new media startups, which 
are selected based on the strength of their business proposal and 
how close they are to bringing an actual product to market. Early 
admittance to the incubator has been granted to Docracy (docracy.com), 
an online company that’s democratizing access to legal documents, 
and  TENDIGI (tendigi.com), a design firm building iOS apps. NYU-Poly’s 
Hultin expects the incubator to be fully stocked—with free housing 
and support services from university faculty—by mid March. “After 
the success of our incubator in Manhattan, we felt it was time for 
Brooklyn to have one of its own,” he says. The sentiment seems to 
be going around. 
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Righting the Ship
For decades the Brooklyn Navy Yard was a forgotten relic of 
the city’s industrial past. But 10 years of public and private 
investment and a commitment to attracting a variety of 
businesses have brought the 300-acre site roaring back to life 
with over 2,000 new jobs and some 2,000 more in the works

The Community
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At the Brooklyn Navy Yard, the ship of 
homogeneity has sailed. Founded in 1801, the 
Brooklyn Navy Yard served for over 150 years as 
one of the country’s premier military shipbuilding 
facilities. At its peak production during Word 
War II, the site produced 17 battleships and 
carriers, made 250 pre-existing vessels battle-
ready, and repaired 5,000 U.S. Navy ships. In 
1966, the U.S. government sold the site to the 
City of New York for use as an industrial park, 
but for nearly 20 years, the project faltered.

“The mission day one was to create good 
paying industrial jobs [for New Yorkers],” says 
Andrew Kimball, President and CEO of the 
Brooklyn Navy Yard Development Corporation, a 
not-for-profit corporation under contract to lease 
space and develop the Yard and its infrastructure 
for the city since 1981. After two decades of 
unsuccessfully trying to lure another large-
scale industry to the 300-acre site to employ 
thousands and, as Kimball puts it, “keep the 
days of the smoke stacks alive,” management 
realized how sustainable jobs would be brought 
to Brooklyn, and in the late ’90s, began pursuing 
a different tactic: diversification.

Today, in addition to housing a medical 
lab (Shiel Medical Laboratory, shiel.com), a 
ship repair company (GMD Shipyard Corp., 
bayonnedrydock.com/gmd), the creative side of 
members-only, luxury fashion flash sales site Gilt 
Groupe, a garment care business, and Steiner 
Studios, North America’s largest television and 
film production studio outside of Hollywood, the 
Yard buzzes with the production of goods that 
range from Kevlar body armor (Crye Precision, 
cryeprecision.com), to colorful countertops made 
using recycled glass recovered from landfills 
and functional art, including undulating furniture 
made from poplar plywood. Thanks to affordable 
space, long-term industrial zoning (read: no 
condos), and close proximity to the Brooklyn-
Queens Expressway and Manhattan, Brooklyn, 
and Williamsburg Bridges, the Yard has been 
able to attract over 275 businesses currently 
under lease for a 99 percent occupancy rate, 
with an additional 100 waiting in the wings.

To meet this demand, the BNYDC is designing 
and constructing 12 new buildings in the next 
two years, adding 2 million square feet of space 
and an additional 2,000 jobs (projected) to the 
6,000 that already exist on site (up from 3,600 
in 2001), as well as planning the future use 

1) Kelly McCabe, Kelly McCabe, Senior Stylist, 
Gilt Groupe, gilt.com, @giltgroupe

2) Robert Clark, Owner, Ten Ton Studio, 
tentonstudio.com, @tentonstudio

3) Susan Woods, Owner, Aswoon/Susan Woods 
Studio, aswoon.com
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Southside Williamsburg/New Domino
The Edge and Northside Piers, formerly empty, 
white-elephant high-rise condos, are finally 
filling up—which bodes well for the behemoth 
New Domino project. A $1.5 billion re-imagining 
of the 11.2-acre, shuttered sugar refinery into 
373,000 sq. ft. of retail, office and community 
space, New Domino will house 2200 apartments 
(660 of them labeled affordable) and a four-acre 
public park and esplanade on the river. After 
defeating legal challenges from community 
groups last May, developers Community 
Preservation Corporation Resources and Katan 
Group are looking for additional investors before 
they break ground this year. 

Brooklyn Bridge Park
Brooklyn Heights and Dumbo’s once-derelict 
waterfront is on schedule to complete its 
transformation into a world-class, $350 million 
park by 2015. “Jane’s Carousel,” restored and 
encased in a glass pavilion, started spinning last 
September, while field-filled Pier 5 and a new 
pedestrian bridge that will connect the park to the 
Promenade are on deck for 2012. Controversial 
plans for in-park condos and a hotel are still in 
the works. 

Coney Island
Emboldened by record attendance numbers 
following the recent openings of the Luna Park 
and Scream Zone amusement parks, the city and 
developer Thor Equities are forging ahead with 
the contested clean-up of the so-called People’s 
Park. The city is opening 2.2-acre, $29.5 million 
Steeplechase Plaza next year, which will house 
the historic B&B Carousel and the Parachute 
Jump. Thor says its still gunning for 5000 new 
housing units and 500,000 square feet of new 
retail—even if it knocks down a few historic turn-
of-the century buildings in the process.

Park Tower
Greenpoint is set to get a Williamsburg-style 
makeover—times 10. Next year the Park Tower 
Group, which snagged development rights to 
the gargantuan 20-acre Greenpoint Lumber 
Exchange site over a decade ago, is planning to 
break ground on the first of a planned 10 luxury 
rental towers, containing 4000 units. With a 200 
percent affordable housing set-aside and acres 
of promised waterfront green space, the project 
has avoided the ire of community groups—so far.

Sunset Park
At the Brooklyn Army Terminal, quietly growing 
as a manufacturing hub for the past decade, 
SUNY Downstate is prepping a commercial life 
sciences and technology center, while the city 
is rehabbing the nearby South Brooklyn Marine 
Terminal to receive ships and barges. There’s 
a big carrot for worried locals: the 22-acre 
waterfront Bush Terminal Piers Park, opening 
this year.

The Map
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Waterworld
The Brooklyn Navy Yard isn’t the only development booming on the 
waterfront. A look at what’s already in the works, and what’s soon to come

Brooklyn Heights is experiencing the borough’s biggest green 
growth since Prospect Park. In Williamsburg, a row of gleaming, 
still-sprouting riverside towers give the once-gritty neighborhood 
a surreal touch of Miami. And the Brooklyn Navy Yard, with a 
100-strong waiting list, is buzzing again. It’s almost as if Brooklyn 
suddenly remembered it’s on an island. 

For much of the 20th Century, the borough’s over 65 miles of 
waterfront was merely a place to work —and then, after manufacturing 
declined and new megaboats forced container shipping to Jersey, a 
place to forget. Brooklyn is surrounded by water on three sides, but 
much of it was left decrepit, polluted and inaccessible, cordoned off 
behind moribund warehouses, factories and piers. However, in the 
past 10 years, there has been a sudden reversal, a grand opening, 

spurred by hard-fought community pressure, a powerful, pro-
development administration, and yes, gentrification and overeager 
developers. Waterside no man’s lands once thought of as a great 
place to dump trash (or, as the tried-and-true cliché went, a body) are 
now fertile ground for condos, beach volleyball, kayaking, or, with 
government help, reemerging industry. 

But with miles of underused and abandoned factories and 
piers still left, the EPA’s clean-up of Gowanus and Newton Creek 
underway, Bloomberg eager to cement his legacy, and Brooklyn real 
estate getting more and more precious, the state of things today is 
still just the beginning. Here, a look at the areas and projects that will 
transform Brooklyn’s waterfront even further in the coming years. 
Enjoy the view.

Northside Williamsburg
With the Great Recession’s credit crunch finally 
abating and a new $2.5 million landing for the 
just-reopened East River Ferry, things are looking 
bullish in the ’Burg. Developers are expanding 
the Northside Piers’ luxury rental complex from 
two to three towers, and breaking ground on 
a 500-unit building in March. Nearby, the city 
just opened a soccer field, but the rest of the 
proposed 28-acre Bushwick Inlet Park—promised 
to locals in exchange for rezoning that allowed 
the waterfront giants to pop up—is languishing 
due to budget issues.

65 Commercial Street Park/Boathouse
After years of negotiations with the city and 
community groups, the MTA agreed to move a 
bus depot from this site on the Newtown Creek last 
spring, opening the door for its eventual rebirth 
as the biggest waterfront park in Greenpoint. 
Nearby, the state is funding the conversion of a 
factory into a $3 million boathouse and nautical 
education center, where Greenpointers will be 
able to—very carefully, we imagine—row kayaks 
in the fetid Superfund waters of the creek. 

Brooklyn Bay Center 
Coney Island developer Thor Equities is 
alsoset to leave its mark in Gravesend, but 
this time there’s little opposition. A vacant 
bus depot is being transformed into a $150 
million, 214,000-square-foot shopping center 
overlooking Gravesend Bay, complete with a 
massive B.J.’s Wholesale Club and a 2.4-acre 
public esplanade on the water. Expect shovels 
in the ground this year.  

Transmitter Park
Unlike Bushwick Inlet, Transmitter Park is already 
under construction and set to open later this 
year with the help of a $12 million mix of city 
and federal funds. The 1.6-acre site—once the 
fenced-off, abandoned home to WNYC radio 
transmission towers—will include an esplanade, 
pier, pedestrian bridge, and an excavated historic 
ferry site that’s being restored as wetland. 
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The Last Huzzah
Joan Jett. Sharon Jones. The Rub. Part club, part music venue, Southpaw 

brought the noise to Park Slope for over 10 years as the one place that looked 
and sounded like all of Brooklyn, all the time. A look back on the legacy  

of the borough’s most open door

“Southpaw is such a Mecca 
for so many great things. I 
remember being here with 
Slick Rick; I saw Big Daddy 
Kane play here a few times. 
Who knows what’s going to 
pick up the slack. Anytime 
you have a venue that’s this 
size that’s open to anybody 
at the door regardless of how 
cool you look or how much 
money you have, that books 
really quality acts across the 
musical spectrum—when a city 
loses something like that it’s 
a loss. —Stretch Armstrong, 
legendary DJ

At least 40 sweaty people were crowded 
onto the stage. El-P, the cerebral white indie-
rap veteran who was raised just a few blocks 
away and went to the prestigious St. Ann’s 
School in Brooklyn Heights, had just finished 
forgetting most of a 16-bar verse, but no one 
seemed to care. Next to him was a shirtless, 
stocky, and seemingly drunk Mr. Muthafuckin’ 
Exquire, a raunchy up-and-coming MC from 
the wrong side of Crown Heights, leading the 
sold-out crowd in a frenzied chant of “Brooklyn” 
before diving off the stage. Behind him were 
dozens of other rappers, bloggers, cameramen, 
hangers-on and tough guys, smoking blunts, 
splashing each other with beer, and singing 
along to Exquire’s Internet-sensation “Huzzah,” 
an ode to drunk-driving and orgies produced 
by Necro, a Jewish horror-core rapper from 
Canarsie’s Glenwood Projects. It was Febru-
ary 9, 2012, and the place was Southpaw, the 

storied music venue in Park Slope. It was an 
only-in-Brooklyn moment. And it was one 
that will never be repeated again. 

Just 11 days later, Southpaw closed its 
doors for the last time, following a farewell 
concert and party featuring indie-rap vets 
(Masta Ace, Jean Grae) and mainstay New 
York DJs (Rich Medina, Stretch Armstrong). 
The owners, Mikey Palms and Matt Roff, 
are subleasing the space at 125 5th Avenue 
to a kids tutoring center, complete with “rock 
climbing for tots.” It’s an eerily appropriate 
ending to this tale of 2012 Brooklyn, and 
the, frankly, fading era Southpaw represents. 

For few places better sum up Brooklyn, and 
its tumultuous past 10 years, than Southpaw. 
The old, the new, the culture, the people, the 
changes, the controversies—it was all there, 
behind that familiar black-and-silver exterior. 
It’s an all-too-common Brooklyn story: Business 
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“I don’t know what ni**as 
are going to do now, honestly. 
The other venues in other 
neighborhoods have a different 
kind of vibe. I first performed 
here when I had only been 
rapping for three months; I 
performed for Smif-N-Wessun 
as a special guest and it was 
a great look. You can come 
here on any given night and 
be put on to a lot of shit. I see 
rappers here just watching 
us perform—underground 
rappers that I used to come 
here and watch myself. It’s that 
kind of place. It’s the venue 
for us.” —Mr. Muthafuckin’ 
Exquire, rapper

“It was one of the first venues  
we were able to sell out; that was a big      
milestone for a lot of bands on the label.  
Southpaw was our home field.”
-Neal Sugarman, Daptone Records

“I don’t know any places 
that could take the place of 
Southpaw. I’ve been playing 
there for 10 years. It’s been the 
same bartenders, the same 
doorman, the same bouncer, 
the guys who own it—I became 
really good friends with them. I 
don’t have that with any other 
club. Southpaw was like a family 
business. We knew everybody 
there. Whenever we have a 
new record coming out, and 
we always have a new record 
coming out, we’d rather play 
Southpaw than the Bowery or 
any place else. It’s like, where 
else would you do it? But 
what I’m really sad about is 
that out of all the shows we 
did there—between the Dap 
Kings, Antibalas, Budos Band, 
Charles Bradley, Menahan Street 
Band, El Michels Affiar, Binky 
Griptite—nobody ever recorded 
a ‘Live at Southpaw’ record. 
I can’t believe we didn’t do 
that.” —Tom Brenneck, guitarist 
for Dap-Kings, Budos Band 
and Menahan Street Band

opens in semi-sketchy, underserved “frontier” 
neighborhood (in this case the then working-
class western edge of Park Slope proper), helps 
make it a destination, and then becomes a 
victim of the very gentrification Pandora’s 
box it helped open. 

But in other ways Southpaw was a one-
of-one, the kind of all-inclusive neighborhood 
affair that rarely happens anymore, one that 
welcomed the Slope’s old and new faces equally. 
Gentrification, yes, but from the inside out. 
Roff and Palms are around-the-way guys, Park 
Slope and Prospect Heights natives, respec-
tively—not “WAFOs,” their inside joke for a 
certain strain of new Brooklynite: white artists 
from out of state. And the two brought the 
old neighborhood with them from the very 
beginning, back when the place so many now 

know as Southpaw was nothing more than a 
boarded-up 99-cent store. 

Luis Aguilar, who’s lived in the area for 
37 years, helped with carpentry and then 
stayed on as porter and maintenance man 
when Southpaw opened in 2002. David  
Villorente, aka Chino BYI, a legendary  
graffiti artist from nearby Fort Greene, was a  
fixture at the door. “Dark Slope” underground  
rappers Pumpkinhead and Mr. Metaphoar 
were regulars onstage and in the crowd. 

“Because Mikey and Matty and a bunch of 
people who worked there from the beginning 
were from Park Slope, it felt like Southpaw was 
from that neighborhood,” says DJ Eleven, one 
third of DJ crew The Rub, whose self-titled 
monthly party at Southpaw—now relocating 
to Bell House (thebellhouseny.com; @bellhouseny) 

on the Gowanus border—is the stuff of leg-
end. “It didn’t feel like people who’d moved 
from somewhere else and started a club, or 
people from Manhattan who’d flipped their 
corporate venue in the city into a venue in 
Williamsburg. It felt homegrown; it felt like 
some Brooklyn shit.”

Yet Southpaw’s impact stretched far be-
yond the neighborhood, as arguably the first 
buzz-making, destination club in Brooklyn, 
and certainly the most diverse. Southpaw 
lured rock icons like Patti Smith and Joan 
Jett, folk stars like Gillian Welch, and hip-hop 
legends like KRS One and Rakim across the 
river, many for the first time, and provided 
local up-and-comers with a crucial platform 
during a tipping-point moment in the bor-
ough’s new-millennium evolution into a music 
Mecca. Groundbreaking indie bands that now 
define the New Brooklyn—TV on the Radio, 
Antibalas, Clap Your Hands and Say Yeah, 
Sharon Jones and the Dap-Kings—had key 
breakout performances at Southpaw. 

“Southpaw was a real important venue 
for us—a huge stepping stone,” says Neal 
Sugarman, co-founder of Daptone Records 
(home to Sharon Jones, Antibalas, Menahan 
Street Band, Charles Bradley, Budos Band 
and other acclaimed funk/soul revivalists) and 
saxophonist/flutist in the Dap-Kings and Sug-
arman 3. “It was one of the first venues we 
were able to sell out; that was a big milestone 
for a lot of bands on the label. Southpaw was 
our home field.”

But Southpaw was more than a venue. 
As home to The Rub, it finally gave Brook-
lyn a house party to call its own, a place to 
dance, sweat and smile without the expensive 
cab ride back home. Together, DJs Eleven, 
Ayres and Cosmo Baker mashed up a dizzying 
blend of hip-hop, dance, funk and more to 
a crowd every bit as mixed as the music, one 
that lined up in the hundreds to squeeze inside 
every first Saturday—an unheard-of feat in 
early-2000s Brooklyn—for what became an 
unofficial after-party of sorts to the nearby 
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A Great Day In

DUMBO
On February 6, 2012, 43 leaders of innovation (and one dog) gathered at 
the newly restored Brooklyn Bridge Park to put faces and names to one 

community at the forefront of New York’s digital revolution
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1. Michael Lipton Breakfast, @breakfastny
2. Mattias Gunneras Breakfast, @breakfastny
3. Alexandria Sica President, Dumbo Improvement District, @dumbobid
4. Zolty Breakfast @breakfastny
5. Ian Beck Community Manager, BBMG, @itsbbmg
6. Kaitlin Villanova Carrot Creative / Digital Dumbo
7. Benjamin Stein Mobile Commons, @mobilecommons
8. Chris Petescia Carrot Creative, @chrispetescia
9. Ahmed Hashim Etsy, @etsy
10.  Anthony Marinos Captain Awesome, Loosecubes, @anthonymarinos,  

@loosecubes
11. Emily Heyward Founder, Red Antler, @emilyheyward, @redantler
12. Michael Rembetsy Etsy, @mrembetsy, @etsy
13.  Mike Germano Co-founder, Carrot Creative, @mikegermano,  

@carrotcreative
14. Sarah Abramson Etsy, @etsy
15. Charles Vestal Small Planet Digital, @smplanetdigital
16. John Szot Partner, Brooklyn United, @johnszot, @brooklynunited
17. Tatiana Becker Technical Recruiter, Etsy @etsy 
18.  Chris Fohlin Associate Director of Interactive, Brooklyn United  

@cfohlin, @brooklynunited 
19. Jennifer McKaig Etsy, @etsy
20. Hide Harashima CTO, The JAR Group, @hideh, @thejargroup
21. Amber Lee Co-founder, Bklyn Haus, @alittlecriminal, @bklynhaus
22. Simon Endres Creative Director, Red Antler, @redantler
23. Annie Kim The Jar Group, @thejargroup
24. Lauren Hill The Jar Group, @thejargroup
25.  Stacey Horricks Digital Strategist, The Jar Group, @shorricks, @thejargroup

Hi, My Name Is...
The people helping to transform Dumbo today

26. Campbell McKellar Founder, Coworker-in-chief, Loosecubes, @cmckella
27. Hannah Kreiswirth Co-founder, Bklyn Haus, @southsecond, @bklynhaus
28. Eric Moore Managing Director, Huge, @hugeinc
29. Shirley Au President, Huge, @hugeinc
30. Micah Kotch Director Incubator Initiatives, NYU-Poly, @cleantechnyc
31. Alasdair Lloyd-Jones Big Spaceship, @bigspaceship
32. Joshua Teixeira Big Spaceship, @bigspaceship
33. Jason Prohaska Managing Director, Big Spaceship, @bigspaceship
34. Geoff Grauer Co-founder, Pontiflex, @pontiflex
35.  Joshua Hirsch Minister of Technology, Big Spaceship, @joshuahirsch,  

@bigspaceship
36. Jane Kojima Dumbo Improvement District, @dumbobid
37. John Watkinson Co-founder, Docracy Inc., @pents90, @docracy
38. Matt Hall Docracy Inc., @matthall2000, @docracy
39. Brian Schechter Co-founder, HowAboutWe.com, @howaboutwe
40. Jeff Soto Tendigi, @jeffsoto, @tendigi
41. Charlie O’Donnell VC, Brooklyn Bridge Ventures, @ceonyc
42. Caroline Pardo Two Trees, @twotreesny
43. Adam Brown Etsy, @etsy
44. Kitty, the Dog, no twitter 

“A Great Day in Dumbo” is inspired by Art Kane’s classic 1958 portrait “A 
Great Day in Harlem,” which captured 57 of the era’s jazz greats on 126th 
Street on August 12, 1958. The photo ran in the January 1959 issue of 
Esquire and inspired the Academy Award-nominated 1995 documentary of 
the same name. For more information on Kane and “A Great Day in Harlem,” 
visit artkane.com, harlem.org, and a-great-day-in-harlem.org. 
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but that’s not quite accurate. The Manhattan Bridge looms large no doubt, but Dumbo isn’t 
so much beneath it as it is all around, its cobblestone streets and repurposed warehouses 
threatening to engulf the iconic structure and its stable of harried commuters. Since its birth 

in the 19th century as a warehousing community churning out 
Brillo soap pads and paper boxes, Dumbo, perhaps more so than 
any other neighborhood in New York, has seamlessly transitioned 
from the industrial revolution to the digital one. As a modern 
business district, the area has proven itself to be a magnet for 
some of the hottest digital-minded companies in New York, from 
hyper-growth startups working on mobile apps to international 
powerhouses of design and advertising, and, in Etsy, at least one 
new-media behemoth.

At work transforming the neighborhood are forces both 
organic and premeditated. While the 
initial lure of cheap rent and waterfront 
views has largely given way to the usual 
high-priced hot properties, there has 
also been a concerted effort by the city 
and real estate brokers to attract the right 
kinds of companies with free housing and/
or tax incentives. Just this year, Two Trees 
Management, a legacy real estate firm that 

has been particularly influential in shaping modern Dumbo, partnered 
with the city’s Economic Development Committee and the Polytechnic 
University of NYU to launch a new incubator for hosting promising 
digital media startups – rent-free.  

And, of course, the unique character of Dumbo is its own sort of draw. Buttressed by the 
Manhattan Bridge toward the east and the Brooklyn Bridge in the 
west – with the Brooklyn Bridge Park and broad, Dutch cobblestone 
streets running in between – the old-world aesthetic now stands in 
contrast to an emphatically 21st century community. The ethos of the 
neighborhood is relaxed, creative and collaborative, a holdover from 
the cash-strapped artists who first began gentrifying the region in 
the late ’70s and early 
’80s. Dumbo is home 
to multiple monthly 
“meetups” where those 
who live and work 

in the neighborhood network and share ideas, 
and the Dumbo Arts Festival attracts 200,000 
visitors and 500 artists over three days each year. 
In 2011, the little village played host to The 
Creators Project, a recurring art and music extravaganza sponsored by Vice and Intel. If Silicon 
Alley is reflective of the glitz and self-importance of Manhattan, the scene in Dumbo is a very 
Brooklyn rebuttal. Here, a look at those leading the charge. 

“There’s an energy coursing 
through the neighborhood. 
Everything from the 
aesthetics to the companies 
and individuals that call 
them home. It’s one big, 
creative, happy family.”  
– Anthony Marinos, 
Captain Awesome, 
Loosecubes

“Etsy is all about local 
and handmade, and the 
community in Dumbo is 
really authentic, and full of 
local shops. It’s the perfect 
place for us to be.”  
– Tatiana Becker, Technical 
Recruiter, Etsy

“Dumbo is a hub with high 
levels of creativity and 
ambition and low levels of 
pretense and posturing.”  
– Brian Schechter,  
Co-founder, 
HowAboutWe.com

“Working in Dumbo means representing 
Brooklyn’s digital industry in front of a global 
audience. I take pride in that.”  
– Chris Fohlin, Associate Director of 
Interactive, Brooklyn United 

They call it Down Under the 
Manhattan Bridge Overpass, 
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“Gairville” – named after the industrialist and real estate developer Robert 
Gair – this reinforced concrete building originally housed the Interstate 
Corrugated Box Company, one of Gair’s many box folding operations 
that used innovative machines of his own design.

Among today’s tenants:
Big Spaceship A full-service digital agency recently named one of the 
“World’s Most Innovative Companies” by Fast Company, Big Spaceship was 
founded in Dumbo in 2000 and today has 60 employees. (bigspaceship.com)

Small Planet Digital An app development studio with 24 employees that 
was founded in Dumbo in 2009. (smallplanet.com)

Two Trees Management Founded by influential developer David Walentas, 
Two Trees has owned, managed and developed over $3 billion in real 
estate since its founding in 1968. The company has played a key role in the 
redevelopment of Dumbo and employs 175 employees. (twotreesny.com)

 55 Washington Street
Built: 1908
Architect: William Higgins
Original Use: Another property of “Gairville,” the eight-story reinforced 
concrete building originally housed one of his numerous box factories. 

Among today’s tenants:
Breakfast L.L.C. A product invention and development studio for the digital 
age founded in 2010 in Dumbo. Four employees. (breakfastny.com)

Carrot Creative A new-media marketing agency founded in 2004 that moved 
to Dumbo in 2008. Today it has 32 employees. (carrotcreative.com)

Etsy The powerful e-commerce marketplace for homemade goods was 
founded in Dumbo in 2005. Today it has 200 employees and is valued in the 
ballpark of $300 million. (etsy.com)

Pontiflex A digital ad-servicing agency with 60 employees founded in 2008 
and relocated to Dumbo in 2011. (pontiflex.com)

The JAR Group An online marketing agency with 20 employees founded in 
Dumbo in 2006. (thejargroup.com)

Mobile Commons A mobile marketing agency with 15 employees founded 
in 2007 and relocated to Dumbo last year. (mobilecommons.com)

 The Archway
Built: 1909
Architect: Carrère & Hastings
Original Use: Built as a street-level attraction of the Manhattan Bridge, 

the Archway was reclaimed in the 1990s by the Department 
of Transportation and used as a storage and parts assembly site 
for nearly two decades.

Today: In 2008, the Dumbo Improvement District completed a 
$500,000 project to restore and reopen the Archway for public 
use. It has since become one of Dumbo’s most popular venues 
for arts and culture events.

 10 Jay Street
Built: 1897
Architect: George M. Newhall Engineering Co.
Original Use: A former Arbuckle Brothers factory, 10 Jay  
was one of the company’s earliest sugar refineries and marked 
the expansion of a formidable coffee empire. It was one of the 
first factories in Dumbo to be built with a steel frame, and by 
1913 housed 668 factory workers.

Among today’s tenants:
Bklyn Haus A full-service digital agency with three full-time 
employees that was founded in 2010 and moved to Dumbo in 
2011. (bklynhaus.com)

 The Tobacco Warehouse
Built: Around 1880
Architect: Unknown
Original Use: By the 1890s, it was the site of 90 percent of 
Brooklyn’s tobacco trade.

Today: A 25,000 square foot open-air public space and events 
venue in Brooklyn Bridge Park. Last year, the National Parks 
Service and New York City had their attempts to convert 
the Tobacco Warehouse into a new home for the St. Ann’s 
Warehouse theater company rebuffed in state court. The  
court ruled that the Park Service could not transfer the  
historic building over to private development without changing 
state law.  

  

Street Smarts 
Get to know Dumbo – past, present and future 

 20 Jay Street
Built: 1909
Architect: William Higginson
Original Use: One of several area buildings owned by Arbuckle Brothers, 
the Philadelphia-born, later Brooklyn-based coffee company that 
would become famous for its Ariosa brand. By developing methods to 
more efficiently pack and roast coffee, including an egg and sugar glaze 
treatment that helped preserve beans, Arbuckle’s Ariosa came to be 
known as the coffee that won the West – at one point, Arbuckle Brothers 
was North America’s largest coffee roasting and shipping firm. Ariosa is 
still available today via arbucklecoffeetraders.com, where it is 
billed as the original “Cowboy Coffee.”

Among today’s tenants:
BBMG A full-service branding agency with 11 employees that 
was founded in 2003 and moved to Dumbo in 2010. (bbmg.com)

HowAboutWe An activities-oriented online dating site with 23 
employees that was founded in 2010. Last year, the company 
partnered with New York to launch an integrated dating channel 
via NYMag.com. (howaboutwe.com)

HUGE A full-service digital design and marketing agency with 
480 employees founded in Dumbo in 1999. (hugeinc.com)

Loosecubes A workspace sharing community with a global 
network of coworking spaces, Loosecubes has 12 employees 
and was founded in 2010. (loosecubes.com)

DUMBO Improvement District A partnership of Dumbo’s 
property owners, merchants, businesses and cultural 
organizations that was founded in 2006 and has four employees. 
(dumbo.is)

NYU-Poly Incubator Founded in  2012 in partnership with the 
New York City Economic Development Corporation, real estate 
firm Two Trees Management and the City of New York, this 
is the newest of NYU-Poly’s four area incubators (the others: 
BEST – Brooklyn Enterprise on Science and Technology – at 
NYU-Poly in downtown Brooklyn, Varick St., also launched with 
the NYCEDC and the City of New York in 2009, in Manhattan, 
and NYC ACRE – the New York City Accelerator for a Clean and 
Renewable Economy – also at Varick St.). (poly.edu/business/
incubators/dumbo)

Docracy An online hub for free, open legal documents with three 
employees that was founded in 2011 and moved to Dumbo earlier 
this year. (docracy.com)

TENDIGI A mobile app development house with one full-time 
employee and two freelancers that was founded in 2010 and 
moved to Dumbo earlier this year. (tendigi.com)

Brooklyn Bridge Ventures Brooklyn’s first venture capital firm was 
announced by founder Charlie O’Donnell late last year. O’Donnell moved 
into the NYU-Poly incubator when the space opened earlier this year. 
(brooklynbridgeventures.com)

Brooklyn United A creative direction and branding studio with 12 
employees that was founded in 1999 and moved to Dumbo in 2008. 
(brooklynunited.com)

Red Antler Branding and research consultanting firm with 12 employees 
that launched in 2007 in Dumbo. (redantler.com)

 45 Main Street
Built: 1919
Architect: William Higgins
Original Use: Part of an early 20th century factory complex known as 
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 The Brooklyn

  Twenty- Five

!"##$, %&$$'#()* !$+ ,-&$). ($/’0" .&$+). No longer a place known more for 
the bridge to it than the actual place itself, you’ve come into your own, as an idea, a destination 
and, a brand. Even the phrase “Hello, Brooklyn” has made the march, from Beastie Boys’ seminal 
Paul’s Boutique to Jay-Z single, featuring Lil Wayne, to cornerstone of the new Brooklyn Nets’ 
marketing materials. Yep, Brooklyn 2.0 (or 3.0 or 4.0…?) has arrived. And, as you’ve always been 
known to do, you’ve arrived in style. 

 So even as the rest of the country has battled recession, Brooklyn has thrived. Sure, you’ve 
taken your hits. We all have. But through it all, Brooklyn never stopped building. And the numbers 
impress. According to statistics released late last year by the Brooklyn Chamber of Commerce, you 
led all boroughs in both job growth and business development between 2000 and 2010. In fact, 
even as New York City shed jobs, Brooklyn gained—adding 50,000 new jobs across that period to 
post 11 percent job growth while becoming home to over 10,000 new businesses, a 26.7 percent 
increase that pushes the total number of businesses in the borough to well over 45,000. And by the 
looks of it—the construction, the condos, the cranes, the cultural buzz—you only continue to grow.

 It’s true, too, Brooklyn, that you’ve changed. And in the transition, some things have been lost. 
Some of them important, and special. There have been rough patches. There has been anger. And 
there has been confusion. But some things have also been gained. 

 Chief among them: a new energy, a new idea of community, a new sense of possibility, and a 
growing, redefinition of Brooklyn pride. To mark this moment, Brooklyn Bound is proud to present 
a look at some of the most exciting businesses driving the engines of change in Kings County today, 
in the summer of 2012, with all eyes on Brooklyn as never before. Here, we see the cross section that 
is Brooklyn today—businesses big and small, local and global, old-fashioned and new media, star 
studded and shooting for the stars.

 We asked one of the most exciting design firms in the city, Brooklyn’s own Doubleday &  
Cartwright (doubledayandcartwright.com), to helm the art direction of the package.* We set up 
photo shoots, we talked to leaders and innovators, we hustled, and we put in the work. Because in 
Brooklyn today we do as you’ve always done—we go hard. 

Presenting the new business of the new BK. Business is good. 

DESIGN AND ART DIRECTION BY DOUBLEDAY & CARTWRIGHT
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When The Notorious B.I.G. won big at the 1995 Source 
Awards, he accepted the trophy for New Artist of the Year 
with a shout: “We did it, Brooklyn!” Fifteen years later, 
Jay-Z ended his speech at the Barclays Center ground-

breaking ceremony with a nod to Biggie, saying, “We did it again, Brook-
lyn.” Make no mistake, he’s been to many places, but Shawn Corey Carter 
is still Brooklyn’s own. It’s a badge he wears with honor—no matter how 
many continents he’s touched, or millions he’s accumulated. 

After shaking hands and taking photos on that historic March 2010 
day, Mr. Carter took to the podium and pondered his journey. “I think 
about growing up in Brooklyn in the Marcy projects and shooting jump 
shots, thinking I can make it to the NBA,” he said. “Now I stand here as an 
owner of a team that’s coming back to Brooklyn. The pride in that, and 
bringing that dream so much closer for people, brings me so much pride 
I get a little nervous about it.”

Jay-Z may live in TriBeCa, but he stays in BK. While most of his 
fellow music superstars were in Cali during this year’s Grammys, Jay 
and wife Beyonce were instead frequenting their favorite pizza spot, 
Lucali in Carroll Gardens (575 Henry St, 718-858-4086). Where did rap’s 
royal couple spend New Year’s Eve? You guessed it. A nice quiet din-
ner at Buttermilk Channel (buttermilkchannelnyc.com; @buttermilk-
bklyn). Ha!

I mean, the guy took Oprah to Marcy Projects for Chrissakes. The 
old saying goes that wherever you’re at, somebody from Brooklyn is in 
the house. Well, Jay-Z is everywhere, and wherever he goes, he wants 
you to see the Brooklyn in him. It’s in his DNA. He’s the project kid. 
Hustler gone clean, he inspires the youth to aspire. Hometown hero 
gone global—he’s got a story to tell. You can excel. Never forget where 
you come from, but grow like a tree. Just don’t forget your roots.
 !""#$%%  &#"'$(

The 

Chosen 

One

A minority stake in the Nets. A major hand in 
the Barclays Center’s luxury suites. An arena 
concert series on deck. A global icon and a 
name brand all on his own. Jay-Z is the face  
of BK today—all day, every day 

ILLUSTRATION BY MARCO CIBOL A
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The Hot Spot

The Wythe Hotel elevates the Williamsburg 
crash pad into a destination

The Homebrew

With expanded distribution, 
Sixpoint Craft Ale shines bright

! " "#$%&  '()* *+  ",)(  *-)  Brooklyn waterfront and set to give 
similar Manhattan hotels a run for their money, the newly-opened Wythe 
Hotel is redefining the BK stay. Occupying a reclaimed, refurbished 1901 
warehouse and crowned by a new rooftop bar encased in regal glass, the 
72-room hotel is the brainpiece of a collective of investors, including Peter 
Lawrence, boutique hotelier from Down Under. O!set by wood furniture 
handmade by Third Ward’s SAW and custom Flavor Paper wallpaper, the 
Wythe’s contemporary rustic feel adds to, rather than encroaches upon, its 
warehouse-laden neighbors. Factor in Reynards, its new bar/restaurant by 
Marlow & Sons proprietor Andrew Tarlow; bunk-bedded “band rooms” ac-
commodating up to six people; plus various cultural events like art open-
ings and book fairs, and even borough residents might be tempted to book 
a room. (Starting at $179/night; wythehotel.com; 718-460-8001) 
 ./!$0%%)  )12"3)4"  1-)'-)(4

* - )  1 $ 5- ' " $ % *  nautical star 
that adorns each Sixpoint Craft 
Ale tap handle may appear to be 
a nod to the brewery’s home in 
Red Hook and its port business. 
But the star is also known as 
the brewer’s hexagram, a sym-
bol placed on kegs to denote a 
beer’s purity. Started in a Brook-
lyn basement in 2004 by home-
brewer and Milwaukee native 
Shane Welch, Sixpoint Craft Ale 
(sixpoint.com; @sixpoint) has be-
come a symbol of that new breed 
of Brooklyn business—local, in-
dependent and determined to 
make its mark. 

For years, Sixpoint main-
tained its commitment to keep-

ing its product fresh  by only 
supplying kegs to area bars and 
restaurants. But starting last year, 
it began shipping four cult favor-
ites, Righteous Rye, The Crisp, 
Bengali Tiger and the perennial 
favorite, a caramel-colored, floral 
cream ale called Sweet Action, in 
16 oz. aluminum cans—so light 
can’t tamper with the quality—to 
stores throughout the city and 
beyond. Now on track to produce 
some 30,000 barrels of beer this 
year and with seasonal ales in 
rotation (as well as a new high-
octane IPA, Resin), Sixpoint has 
been popping up in beverage 
press from Massachusetts to Mis-
souri. 2!0$()  !"3)%6)!4

%"*  ),)%  .0+-7  2"/!4  1-$6*  Quincy “Ouigi” Theodore o! of his 
pivot. Two years ago, when the Haiti-born, Crown Heights–bred creative 
behind the Brooklyn Circus (bkcircus.com; @thebkcircus) found himself 
in the Rocawear chief’s o"ce, he realized that curating a new line with 
Shawn Carter was, for Ouigi, o!-brand. See, his own new-age vintage line, 
BKC—inspired by the dawn of 20th century Brooklyn and spirited by the 
Ralph Lauren/Tommy Hilfiger era of the early ’90s—was founded on a 
100-year plan to achieve fashion longevity by refining the look and feel 
of hip-hop’s next generation. Its cozy flagship launched in 2006 o! the 
Cobble Hill intersection of Bergen and Nevins Streets (150 Nevins St). 
Now locations can be found in Chicago and San Francisco, with a heavy 
presence in Japan. Although the line initially only o!ered T-shirts, the 
boutiques now boast handmade corduroys and swanky newsboys, as well 
as collabos with notables such as Mark McNary footwear. The shops are 
plush and unique—and Theodore’s attention to detail is absolute. One 
visit and you’ll see why Esquire recently named the Brooklyn Circus one 
of the best men’s shops in the U.S. Or why Jay-Z was impressed in the 
first place.  

BKC’s more detailed design and production must push your over-
head higher than the average urban line.  It’s really about the 100-year 
plan. When I’m 60 or 90, I want to have product I can [still] be proud of. 
I want the 44 years in the business that Ralph [Lauren] has. I want the 
respect. Not so much for my ego but to be an example for younger people. 
It’s not about wham bam, let’s beat everything out of it. The people that 
do that usually crash. I wanted it to be, I know what’s next. It’s about the 
journey. 

What is it about Brooklyn 100 years ago that appeals to you?  My 
grandmother was born in Haiti in 1920. She brought her daughters [to 
Brooklyn] in the ’50s. For my grandmother, it wasn’t fashion for the sake 
of fashion. It was fashion for the sake of communicating a certain essence. 
It was about dressing and making a certain statement. Even if we’re in the 
belly of the beast, you should never communicate, Hey, we’re coming out 
of this garbage can. They should never see that. 

How did BKC get so huge in Japan? They just showed up like, “We like 
your brand: Brooklyn Circus.” So I’m like, “That’s a pretty big bag you got 
there.” And they’re like “Yeah, we want to buy a lot of Brooklyn Circus.” 
So I’m thinking dude wants to buy a couple shirts. He’s like, “No, no, no. 
I want 20 of this. Twenty of that.” Cash! I’m like, “Whoa is this how it’s 
done?” We got bigger in Japan before we got big in Brooklyn. 

What’s next? We definitely want to work with Scott Schuman [creator 
of fashion site The Sartorialist] about [how] me and my personal style ef-
fects the brand; more stu! with Nick Wooster [Gilt Man’s Fashion Advi-
sor]; more stu! with Streetetiquette.com. These are relationships we have, 
so as opposed to meeting new people, we want to…

Maximize the Rolodex. Right! Because everything we need to push us 
into the brand’s next phase is all around us. Even sitting across from Jay-
Z and having a two-and-a-half hour conversation about the possibilities 
was just awesome.  
  3"%1/  *-"#'1"%

The Collection

The Brooklyn Circus continues to impress

1$%2)  197 9 , BRIC Arts8 Media8 Bklyn (bricartsmedia.org) has been 
the force behind some of the borough’s most important art and media 
institutions, with a goal of democratizing access. It’s largely worked—its 
most visible successes include the diverse Brooklyn Cable Access Televi-
sion network (BCAT) and the acclaimed Celebrate! Brooklyn performance 
series, two institutions that have helped revitalize the borough’s creative 
energy. But BRIC also loops in smaller education initiatives, and its cura-
tion of emerging contemporary art has been visionary under the guidance 
of director Elizabeth Ferrer. In October, the city broke ground on a $40 
million renovation of the historic Strand Theatre (647 Fulton St.), which 
the nonprofit has called home since the early ’90s. Designed by architect 
Thomas Lesser and funded largely by the city, the massive new culture 
hub will play host to BRIC’s new BRIC House, a 40,000-square-foot mul-
tidisciplinary arts space o!ering three galleries, a 250-seat theater, class-
rooms, a television studio and contemporary art studio. The repurposed 
Strand Theatre, which will also host the glass blowing center UrbanGlass 
in addtion to BRIC, will be a major addition to Fort Greene’s already bus-
tling BAM Cultural Arts district. It is scheduled to open next year.  .)1

The Community Center

With BRIC House, a cornerstone of the 
Brooklyn arts scene builds on its success 

8$*-  $*1  '($#)  )01*  ($,)(  real estate, endangered historic struc-
tures and glamorous new tenant in Steiner Studios, the Brooklyn Navy 
Yard’s redevelopment has been the subject of much praise, press, criticism 
and controversy. But a few miles south, another former military base is ex-
periencing its own unlikely rebirth. Since the city bought the (then empty) 
Brooklyn Army Terminal from the federal government in 1981, the Sunset 
Park site has been the beneficiary of roughly $165 million taxpayer dol-
lars designed to convert the 350,000-square-foot waterfront complex—the 
country’s largest military supply base during World War II—into an up-to-
date industrial park. And it’s succeeding: With a 90 percent occupancy 
rate and 2,400 jobs already on-site, the BAT is entering a new renaissance, 
led by a $60 million commercial bioscience center (BioBAT), which is be-
ing developed through a partnership between the NYCEDC and the State 
University of New York Downstate Medical Center. BioBAT will add a new 
486,000-square-foot facility to the site to complement the 38,000-square-
foot space already occupied by its anchor tenant—the International AIDS 
Vaccine Initiative (iavi.org; operational at BAT since 2008)—and SUNY 
Downstate Medical Center’s nearby Biotech Park (downstate.edu; 450 
Clarkson Ave.). 

And several smaller tenants have also moved in recently, including 
high-end furniture maker Artistic Frames, which was founded in Brooklyn 
in 1927 but relocated its manufacturing operations to North Carolina in 
2003, driven south by skyrocketing real estate and labor prices. At the top 
of the year, Artistic Frames returned, lured back to Brooklyn by the EDC 
and a desire to be closer to its core customer base. 

“Such a huge part of our business is in the New York metropolitan 
area, we wanted to have a bigger presence [here],” says Morris Sutton, vice 
president at the company, whose clientele consists mainly of hotels and 
restaurants. Fully sta!ed, Artistic Frames’ new shop will support 10 full-
time employees. Meanwhile, the Terminal’s location in a New York State 
Empire Development Zone opens a range of government-funded financial 
incentives—loans, grants, tax breaks—to new and existing tenants, and 
the EDC’s Commercial Expansion Program o!ers further tax credits to 
relocating or growing businesses such as Artistic Frames.

“They were incredibly helpful in terms of finding us a suitable space 
that was available when we wanted,” Sutton says of the EDC. “They were 
willing to work with us on getting it within our budget and provide us with 
expandability. 

“You can tell that they want business in New York,” he adds. “You 
can feel that—the people here really give a damn.”   0!)5  &0!)

The Makery

Sunset Park’s Brooklyn Army Terminal 
becomes an industrial hub
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3D printing is far less Futurama 
than you might assume. Based on a 
practice called “additive manufac-

turing”—which builds objects layer by layer, in 
the case of MakerBot, by using thin streams of 
hot plastic, rather than more traditional “sub-
tractive manufacturing”—3D printing works 
in a way not unlike a baker using a frosting bag 
to create little flowers atop a cake. MakerBot’s 
cheery workshop and storefront hide on a quiet 
backstreet in Boerum Hill and recently made 
this process more a!ordable by way of its micro-
wave-sized MakerBot consoles. Since launching 
in January 2009, the company has sold roughly 
10,000 units to date, the majority of those sales 
c o m i n g  f r o m 
the “Replicator” 
model, which at 
$1,800 is a huge 
step down from 
the five-figure 
prices of yester-
year. Founded by 
Bre Pettis, Adam 
Mayer, and Zach 
Smith, the com-
pany is  at  8 5 
employees and 
growing. Maker-
Bot’s correspond-
ing Thingiverse 
site (thingiverse.com) facilitates continued in-
novation by allowing community members to 
create and design things for themselves – and 
for others to print. But what, exactly, can a Mak-
erBot make? According to CEO Pettis—who 
answered that question and more at the top of 
a landmark year that already includes a win for 
Best Emerging Tech at CES and speaking at the 
2012 TED Conference – just about anything you 
can imagine. (87 3rd Avenue; makerbot.com; 
@makerbot)

How do you explain 3D printing to people 
who don’t have a degree in Additive Manu-
facturing?  Your MakerBot printer is your own 
little factory, and it can make anything you can 
imagine. A MakerBot works like a robotic hot 
glue gun: ABS (the same plastic used to make 
Lego) or biodegradable PLA thermoplastic goes 
into the MakerBot as filament and is heated to 
a controlled temperature. The melted plastic 
is then pushed through the nozzle in a thin 
stream, building an object layer by layer. The 

object grows with each layer, which is why it’s 
called “additive manufacturing.” 

Why did you make the MakerBot? My fellow 
MakerBot co-founders, Zach Smith, Adam May-
er and I, wanted a 3D printer, but couldn’t af-
ford one. You shouldn’t have to choose between 
a Ferrari and a 3D printer, so we decided to try 
making one of our own that was compact and in-
expensive enough that everyone could have one.

Have you given a MakerBot as a gift? Who 
would be the ideal recipient?b MakerBots 
are the best gift ever. You’re giving someone the 
power to create anything they have ever wanted. 
I’d love to give a MakerBot to every teacher in the 

world. Imagine 
what your life 
would be like if 
you’d had a Mak-
erBot when you 
were kid!

Have you taken 
a n y  p r e c a u -
tions to ensure 
the adult en-
t e r t a i n m e n t 
industry isn’t 
able to get their 
hands on Mak-
erBot technol-

ogy? We want Thingiverse to be safe for kids, so 
we don’t allow any sexually-related objects to be 
posted on the site. You can make whatever you 
want with a MakerBot though, so there’s still an 
opportunity there if someone wants to get into 
the 3D-printed sex-toy business.

What are some of your favorite objects the 
MakerBot has been used to create? The 3D 
printed clock that our community created to-
gether. It started with one Thingiverse user 
named Syvwlch uploading an escapement (the 
part that activates the clock’s pendulum and 
makes it tick), and then other members of Thin-
giverse joined in, adding designs for the other 
pieces, until we finally had a working 3D printed 
clock! It’s amazing what people can do when 
they put their minds together. The impossible 
becomes possible.

What’s the most frequently asked question 
about the MakerBot? I can make anything?
 -.(#/.  ,.(.$".

The Imaginarium 

By making 3D printing a!ordable, MakerBot Industries makes the impossible possible
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!"  !#  $%&%'’#  "(&  the subtle, 
yet flashing white neon sign, it 
would be easy to mistake the ware-
house that’s home to Brooklyn 
Sewn (brooklynsewn.com; @brook-
lynsewn), wedged on a dark stretch 
of Broadway in East Williamsburg 
as a holdover atelier from the early 
1900s. But while the place (and 
the process) are rooted in the past, 
the operation is very much of the 
present. The brainchild of David 
Gensler, a former Rocawear ad exec 
and founder of the Keystone De-
sign Union (thekdu.com; @thekdu), 
Brooklyn Sewn marries boutique 
manufacturing to fair labor prac-
tices and the local economy. They 
build clothes from the ground up 
in a 12,000-foot warehouse that 
deals in everything from pattern-
making and small-run garment 
construction for clients to devel-
oping Gensler’s own menswear 
line, Serum Versus Venom, which 
reconstructs sourced fabrics into 
modern pieces. They say it’s a mis-
sion based on “traditional craft and 
new technologies.” We call it local 
bespoke. Look for an expansion 
later this year. )%*

+,%%'* '-#!.%  &(''!% "!%/ (@ronniefieg) got his 

start as a 13-year-old stock boy working at David Z., the 

NYC shoe store owned by his cousin David Zaren. By the 

time he was 24, Fieg was a general buyer for the store. 

That position led to limited-run Fieg collaborations with 

the likes of such brands as Asics, Adidas, Clarks, Con-

verse, Sebagos and Timberland. And those limited runs 

led to acclaim. 

Late last year, Fieg, 30, cashed in his cachet and, 

working in partnership with up-market downtown 

denim boutique Atrium, opened two locations of his 

footwear-first men’s shop, Kith (kithnyc.com). The first, at 

233 Flatbush Ave., gave Atrium its first foothold in Brook-

lyn. The second gave Atrium’s longstanding Broadway 

and Bleecker location (644 Broadway) a shot in the arm. 

Both locations, coupled with Kith’s robust online pres-

ence, have only upped Fieg’s profile in the community. 

Earlier this year, Kith was named Best Sneakers in New 

York magazine’s Best of New York Shopping list.

“I want people to feel they’re part of more than just 

a regular retail experience,” says Fieg. “I want them to feel 

they’re a part of something, that it’s just us and them who 

share that style together.” 

To that end, Fieg has taken the step into apparel, 

producing items with “Just Us” stitched onto each gar-

ment. A recent run of limited edition Kith jackets seen 

on the backs of the likes of Justin Bieber quickly sold out. 

“I’m just as passionate about apparel as I am about foot-

wear,” says Fieg, “and people don’t know that about me.” 

They do now. !0%-'- 0-/-&%*

The Sneaker Spot

At Kith, Ronnie Fieg showcases his mean kick game and more

The 

Atelier

Brooklyn Sewn 
makes tomorrow’s 

clothes the old-
fashioned way

1994: Founders Suroosh Alvi, 
Shane Smith and Gavin Mc-
Innes launch punk zine Voice 
of Montreal in Canada.

1996: The trio changes the 
magazine name to Vice.

1999: Magazine investor 
Richard Szalwinski buys into 

the brand and Vice relocates 
to Manhattan. 

2000: The company moves 
to Williamsburg after the 
Szalwinski money dries up. 
Its base is still there today. 
“Whether we like it or not, we 
are identified as a Brooklyn 
company,” says Alvi. “In 

reality, it’s what separates us 
from everyone else. There’s 
no other proper media com-
pany based in Brooklyn.” 

Spring 2002: Vice cements 
its first book deal (with Harp-
erCollins, Canada), to publish 
The VICE Guide to Sex and 
Drugs and Rock and Roll.

November 2002: In a 
partnership with Atlantic Re-
cords, Vice establishes Vice 
Records and releases projects 
by such breakout acts as 
The Streets, Bloc Party, 
Death from Above 1979, and 
Chromeo, before shuttering 
the label in 2007.

2006: Vice forms Virtue 
Worldwide, a marketing and 
creative services company. 

March 2007: Viacom’s MTV 
Networks Music and Logo 
Group partner with Vice for 
VBS.tv, an online video chan-
nel covering everything from 
global terrorism conflicts to 

interviews with musicians. 
Spike Jonze is appointed cre-
ative director for the project. 
“We got into the video game 
at the right time,” says Alvi. 
“Videos were the future, and 
we’ve been doing it for five or 
six years.”

June 2007: Lesley Arfin’s 
Dear Diary appears as the 
first book published by Vice 
Books, an imprint through 
MTV Press. 

October 2009: Vice cel-
ebrates its 15th anniversary 
with a $250,000 Halloween 
Party at an unoccupied 
warehouse in Williamsburg. 

Performers include the Jesus 
Lizard and Bad Brains. 

January 2010: Vice forms 
a content partnership with 
CNN to air VBS.tv content. 
The same month, the news 
network airs its first VBS fea-
ture, “Vice Guide to Liberia.” 

May 2010: Vice and Intel es-
tablish The Creators Project, 
a worldwide endeavor de-
signed to spotlight artists of 
different mediums who use 
technology to push creative 
boundaries. “For a brand like 
Intel to take a risk by working 
with a company like Vice,” 
says Alvi, “it was amazing.”

The Media Empire

VICE turned a lifestyle into a brand and 
conquered the world. A look back at a few 

highlights from along the way

March 2011: Vice and Intel 
partner with Dell to launch 
Noisey.com, a music discov-
ery platform that features 
up-and-coming bands and lo-
cal music scenes from around 
the world.

April 2011: With 750 employ-
ees and offices in 34 coun-
tries, Vice announces a “high 
eight-figure” investment 
from MTV co-founder Tom 
Freston, media conglomerate 
WPP and the Raine Group. As 
part of the deal, Freston, WPP 
and Raine all take seats on 
Vice’s board. Vice simultane-
ously enters into a strategic 
partnership with super agent 

Ari Emanuel of William Mor-
ris Endeavor Entertainment, 
all with the goal of expanding 
Vice’s presence globally, 
especially in India, China, 
Brazil, and South Korea. 

September 2011: To cele-
brate a new development deal 
with HBO for a newsmaga-
zine show to be executive 
produced by Bill Maher, as 
well as the launch of Vice.
com (the company’s URL was 
previously Viceland.com), 
Vice throws a lavish party at 
Brooklyn’s Skylight One Han-
son Place. Performers include 
Rick Ross, Death From Above 
1979 and The Men. 

October 2011: The Creators 
Project expands, taking over 
private and public spaces 
in Dumbo for a two-day 
arts and technology festival 
that engulfs the neighbor-
hood, and features work and 
performances by more than 
150 global artists. Highlights 
include an opera by Yeah 
Yeah Yeah’s frontwoman 
Karen O, art installations, 
performances from Justice, 
Company Flow, Atlas Sound 
and Florence + The Machine, 
and film screenings of 
Arcade Fire and Spike Jonze’s 
Scenes from the Suburbs and 
Band of Horses’ On My Way 
Back Home. 

November 2011: Vice signs a 
three-year global partnership 
with Warner Bros. Records, 
which will help distribute 
and market Vice Recordings 
artists. 

January 2012: Noting 
that Vice surpassed $100 
million in revenue for the 
first time in 2011, Forbes 
estimates that the company 
could be worth $1 billion by 
year’s end. 

Spring 2012: With plans to 
develop mobile strategy in 
future bases in India and 
China, as well as bankroll 
six feature-length films as 

part of a new film fund, 
the company continues to 
grow. “We’re a small little 
company based in Brooklyn 
compared to the Time 
Warners of the world,” says 
Alvi, “but there are a lot of 
similarities when you look 
at the diversification. We’re 
continuing to turn Vice 
into a real media company.”

May 10, 2012: HBO and 
Vice officially announce 
the weekly newsmagazine 
show Vice to be hosted by 
Smith.

Next? As Vice continues 
to expand – it has over 150 

employees working out of 
its offices on N. 10th Street 
in Williamsburg, and ex-
pects to reach 200 by year’s 
end – it also continues to 
outgrow its longtime home. 
“It’s hard for us to expand 
where we are and we’re 
looking to move, but we’re 
trying to stay in Brooklyn,” 
says Alvi. “It’s a question 
of can we find a place to 
sustain this operation? 
We’ll probably find another 
location in the neighbor-
hood or take more space 
around where we are. This 
neighborhood wasn’t really 
built for this.”   
 !"#

!'  1%2%34%&  2005, New York natives and longtime Ron Howard col-
laborators Richard Friedlander and Glenn Allen ditched their editing and 
post-production gigs and set up their own visual e!ects shop, Brainstorm 
Digital. Working first out of Steiner Studios in the Brooklyn Navy Yard and 
then out of an o"ce in Dumbo (100 Water St, where they still are today), 
Friedlander and Allen have leveraged their connections and early spot 
work on films like The DaVinci Code into a thriving e!ects business best 
known for its Emmy Award–winning work on HBO’s Boardwalk Empire. 
(The way the Atlantic City boardwalk looks on the show? That’s them.) To-
day, Brainstorm Digital (brainstorm-digital.com) maintains a core group 
of 10 in-house project supervisors, a vast network of freelancers, and an 
ever-expanding portfolio that speaks to the BK shop’s Hollywood reach. 

Were you apprehensive about entering visual e5ects and compet-
ing against companies closer to the action? Friedlander: One is 
apprehensive when you start anything. We were basically two guys and 
a computer, and we built it up from there. Allen: But we had so many 
contacts from our editing days. We thought we had enough people to give 
us a chance because we had really good reputations in editorial and post-
production.

How did you land the Boardwalk Empire gig? F: In fall 2008, an HBO 
producer approached us with a script, and basically said, “We want to do 
this period series, but how do we do this? Initially, we’ll just do a pilot. We’d 
hate to have to go all the way down to New Jersey. Is there any way we can 
do it here?” And we said, Absolutely. Do it in Brooklyn and we can create 

all of the environments and backgrounds for the exteriors. [We] convinced 
them to shoot it on a back lot in Greenpoint—they actually base the show 
at Steiner Studios in the Navy Yard. We did a lot of pre-visualizations to 
give an idea how we could embellish or extend or change or create the 
environment.

What was the research like to get that right? F: It went on for months 
before they even got into pre-production, all black-and-white photographs 
that documented the growth of the city in the teens and through the ’20s. 
It was always changing. We did extensive location scouting and found that 
there were buildings that were architecturally correct that we could film. 
But there are a lot of classic areas in Brooklyn that fit in with the style and 
architecture of the ’20s.

Do you face any di6culties being a visual e5ects company in Brook-
lyn, as opposed to L.A.? F: Not really. Glenn and I are both native New 
Yorkers, and we’ve always been based in New York. We felt it would give us 
a good place to base operations—we stand out in the crowd. 

What else are you guys working on? F: Another series for The History 
Channel, which is going to be their big 2012 release. We’re doing an inde-
pendent film, which is untitled right now. It’s a period film. Boardwalk 
has brought a lot of period work, but that seems to be very popular now, 
especially with [The Artist] winning Best Picture. I think that’s going to be a 
trend... Maybe people are getting tired of the future. [History] always seems 
to be unlimited, and there are stories to be told.  *#%.%'  ). 7(&($!#8

The Visionaries 

Brainstorm Digital gives shows like Boardwalk Empire a good look

KITH PHOTOGRAPH BY IAN BAGUSKAS
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The Science Lab

Genspace brings biotech to you

D! .  "##"$  %&!'"$("$’(  biggest obstacle is fear. Not her own, but that of those 
around her. A molecular biologist by training and a veteran of the biotechnology in-
dustry by trade, she’s often subjected to the cold feet of politicians, patrons and even 
perfect strangers. It turns out that when you work in biotechnology doing pretty much 

anything at all, even saying the word itself out loud can put some people on edge and lead them to 
shut down. They tend to get afraid.

“A colleague once told a friend of his that he worked in biotechnology, and her reply was, ‘Oh, I 
would never eat a genetically engineered tomato because it has DNA in it,’” says Jorgensen, pausing 
for a few beats to stress her disbelief. “That’s the kind of response we get.”

Dr. Jorgensen is out to change just that. Two years ago, after being downsized from a private 
firm, she and colleagues Dr. Oliver Medvedik, Daniel Grushkin, Nurit Bar-Shai and several others 
founded Genspace (genspace.org), a one-of-a-kind biotech lab in the Metropolitan Exchange build-
ing at 33 Flatbush Ave., a stone’s throw from the Brooklyn Academy of Music. Independently owned 
and operated, Genspace was built for use by the general public. Not scientists or PhD students, but 
artists, architects and brewers—in a word: Brooklynites.

“We thought, ‘What better way to get people interested and engaged in science than to have a 
place where they can come and do it hands on?’” says Jorgensen.

At Genspace—the world’s first government-compliant community biotech laboratory—any-
one can have access to the labs for research and experimentation simply by paying a $100 monthly 
fee, just like you would at a gym. There are also several family-friendly classes specifically for people 
with a non-science background, such as “Intro to Synthetic Biology” and “DNA Fingerprinting,” all 
of which can be taken a la carte. It’s an approach rooted in a hacker-like movement advocated by 
its members, DIY Bio, which seeks to encourage innovation and entrepreneurship by lowering the 
gates of entry to a once rarefied field and demystifying it in the process. 

So far, so good. Since opening its doors in December 2010, Genspace has become a hit among 
citizen scientists and traditional white coats alike, with the program now regularly receiving more 
research proposals than it has room to accommodate. Currently sustained by member fees and by 
forgoing a salaried sta! – something Jorgensen says she hopes to change in the near future – Gens-
pace plans to begin taking in grants and other outside funding for the first time this year, having 
been encouraged that the thirst for science research at the community level is alive and well, despite 
the reflexive resistance of a few.

“Biotechnology is scary for some people,” says Jorgensen, who serves as Genspace president 
and says she gets emails nearly every month from researchers in other parts of the country who 
want to start their own community bio labs. “But it’s a lot less scary if you do it next to your teenage 
daughter at Genspace.”

“If the last century was the century of physics, this century is going to be about biotechnology,” 
she continues. “From the food that we eat, to our medicines and medical care, to the fuel that we use, 
the impact of genetic research is going to get stronger and stronger. We feel that that’s something 
people should be prepared for.” 
 !"'')"  *'+*
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The Real Deal

Fool’s Gold Records puts out  
the most interesting music it can find.  

And that’s a great thing

!"#  #$%#$!&$  '()&*$"&%+ of all-star DJ-producers A-Trak and Nick 
Catchdubs, Fool’s Gold Records (foolsgoldrecs.com) was born five years ago 
from open minds and a promise to drop the most interesting electronic and 
rap releases possible. Last year was a banner year for their mission: The 
label not only opened a boutique, gold-wallpapered storefront in Williams-
burg (536 Metropolitan Ave.), but had more releases than ever, including 
acclaimed work by artists like Kid Sister, Kingdom and Duck Sauce, the 
latter of which was nominated for a Grammy (Best Dance Recording, for 
“Barbara Streisand”). Here, Detroit rapper and Fool’s Gold signee Danny 
Brown—whose 2011 album XXX established him as one of the scene’s most 
exciting—gives five reasons Fool’s Gold is worth its weight. 

1. Their roster bridges the gap be-
tween electro and rap. “ The new 
Duck Sauce album and the new album 
by Party Supplies [coming out in 2012], 
they’re gonna be dope, and I’m real ex-
cited about that. And of course, me! My 
album! I’m scheduled to come out this 
year.” 

2. They play fair. “I know they don’t 
have the major label budget, so every-
thing they do for me, I have got to be 
super-appreciative of it. But they pretty 
much give me all the creative control 
I want. I don’t know if you get that too 
many places. Nick and A-Trak, we just 
sit down and talk about it. They re-
ally trust me. Especially after I dropped 
XXX.”

3. The Fool’s Gold store is baller. “I’m 
at the store all the time when I’m in 
New York. I have to take at least one trip 
there. And the wallpaper is dope. It’s 
pretty ballin’, if you ask me. I wouldn’t 

mind having that in my crib. [Laughs] 
It’s super-tight.”

4. They throw the best parties. “Al-
ways gotta respect that.” 

5. Because A-Trak and Catchdubs 
are awesome. “We just got o! the Holy 
Ship, the HARD Cruise, which is raving 
on a cruise. During Skrillex’s set, [Nick 
and I] got a drink. I don’t know if it was 
just the weekend or the bartender, but 
he poured us the biggest cup of vodka 
and orange juice ever. I ended up leav-
ing, but when I saw Nick at 9 o’clock 
that night, there were pictures of him 
doing Titanic-like poses on the boat, 
like Leonardo DiCaprio. And at another 
party, A-Trak jumped up the stage and 
was bumping and grinding with two 
chicks. I never seen A-Trak cut the rug 
up like that, ’cause he’s usually like a 
chill, cool dude. I guess he just started 
feeling it. But what happens on the ship 
stays on the ship.” !"#

&*  2008 , when Glasslands Gallery (289 Kent 
Ave.; glasslands.blogspot.com) was a warehouse 
venue and the condos surrounding it were still 
just vacant lots, Rami Haykal and Jake Rosen-
thal began planting sold-out shows on the dirty 
Williamsburg waterfront. Eyeing Glasslands 
as their hub and armed with a hefty arsenal of 
DIY values and a vast knowledge of music on 
the rise, the duo formed PopGun Booking (pop-
gunbooking.com; @popgunbooking). Within two 
years, PopGun had grown from a mailing list of 
folks in the know to one of the best events com-
panies in the city—and Kent Street had become 
a concert hub. Now, PopGun books shows across 
the city, but it still holds its choicest shows at 
Glasslands and it still manages to snag some of 
the best emerging sounds. With a packed spring 
schedule that includes everyone from Main At-
trakionz to Cloud Nothings and DOM, PopGun 
keeps pushing the best in music to the people. 
But pay closest attention to the bills’ opening 
acts—today’s PopGun bottom-liner is tomor-
row’s Pitchfork star. ,#-

The

Showmen

PopGun Presents keeps the 
local indie scene popping

The $10 Million 

Man

With Brooklyn Bridge Ventures, Charlie 
O’Donnell sets up shop

-&!.)!#+  &*  )*  /%+ bowling alley, the Greenpoint Wood Exchange is home to com-
panies o!ering city residents the opportunity to source customized furniture close to 
home. But that’s not the only local commodity coming from the building – on its roof 
sits Gotham Greens (gothamgreens.com; @gothamgreens), a 15,000-square-foot hydro-
ponic greenhouse that’s operational year-round and perhaps the first of its kind. Found-
ed in 2008 by Viraj Puri (a former project manager at an environmental engineering 
firm) and MBA Eric Haley—with a third partner, agriculturalist Jennifer Nelkin, joining 
in 2009—the $2 million startup began harvesting its soilless crop of peppery arugula, 
aromatic basil and other leafy greens last spring and plans to have delivered 100 tons of 
produce by its first anniversary in May. An instant hit with local chefs, Gotham is now 
available at area grocers like D’Agostino’s, Whole Foods and Mario Batali’s Eataly and 
even via FreshDirect. Brooklyn greens at your doorstep? Doesn’t get much more local 
than that. $%

The Community Garden

Gotham Greens’  high tech rooftop harvest grows 

! " #  0 & ( - !  ' / . ( ' / *   and moonshine 
distillery in New York since Prohibition, 
King’s County Distillery is tucked away in a 
325-square-foot room in Bushwick—a five-still 
operation manned by Yale buddies Colin Spoel-
man and David Haskell. In 2010, they turned 
their hobby for bootlegging into a legitimate 
whiskey business. Last year, King’s County 
(kingscountydistillery.com; @kingscowhiskey) 
was awarded “Best in Category” for corn whis-
key at the American Distilling Institute’s 2011 
Craft Spirits Conference. Today it’s available 
in over 60 stores and restaurants in downstate 
New York, and later this year, the operation will 
upgrade from Bushwick to the 7,000-square-
foot Paymasters Building in the Brooklyn Navy 
Yard, where military personnel picked up 
paychecks during WWII. With King’s County’s 
goods retailing for around $20 a 200-mL bottle, 
drinking local won’t make a dent in yours.  $%

The  

Rum Runners

King’s County Distillery 
makes a splash

)-  !"#  &*!#(*#!  generation gives way to 
what increasingly feels like a Tumblr nation, 
sometimes it seems like the recycle button needs 
a rest. But for the past two years, a group of 
mostly Brooklyn-based conceptual, new-media 
artists, stylists, musicians, and writers—includ-
ing visual genius Ryan Trecartin, it girl DJ Venus 
X, and the band Salem—have been translating 
the ephemera of the Internet into DIS Magazine 
(dismagazine.com), one of the most dynamic 
publications on the Web. Launched in late 2010 
by several V magazine employees, DIS succeeds 
through deconstruction coupled with a surreal-
ist sense of humor and a killer sense of innova-
tion. Fashion editorials have included “.jpeg-
gings,” a cyber-ri! on the legging made to look 
like a hyperrealistic jean, and “Hoop Dreams,” 
in which the classic B-girl hoop earring is super-
sized for full-body swag, but there’s no irony re-
quired. True to its mission statement—“DIS does 
not distinguish between disciplines nor conform 
to aesthetic value systems. DIS explores the ba-
nality and novelty of product and image mak-
ing”—DIS is a melting pot of cultural references, 
and everything that ever was is fair game.

Last year, the online-only title began 
hosting events in Red Hook, and has recently 
been expanding its presence across the city 
with events that have included dance per-
formances based on the concept of Herbalife 
and conversations with artists like down-
town luminary (and GQ “Style Guy”) Glenn 
O’Brien.  ,#-

The Art House

DIS Magazine delivers 
re-imagined gold

$")(%&#  /’+/**#%%  likes to say that he has all five boroughs covered. 
“I grew up in Brooklyn, high school in Manhattan, college in the Bronx, 
baseball team in Queens, grandmother in Staten Island,” he explains one 
spring afternoon in the conference room at the NYU-Poly Incubator in 
Dumbo, where he has kept a desk since the space opened earlier this year. 
“I’ve never lived outside the five boroughs, actually.”

O’Donnell, 32, hasn’t had to. An alum of prestigious Regis High on the 
Upper East Side, O’Donnell got his start in venture capital as a high school 
senior, working with the General Motors Pension Fund first as an intern and 
then as an analyst. That experience put him in touch with several key play-
ers in the New York venture capital scene, including Union Square Ventures’ 
Fred Wilson and Brad Burnham, who would go on to back such smash sites 
as Tumblr and Kickstarter. A stint as an analyst at USV followed, and then 
came several years of pursuing his own projects, including Path 101 and 
nextNY. In 2009, he joined First Round Capital as the San Francisco-based 
firm looked to shore up its New York presence, where he helped grow such 
startups as chloe + isabel, Refinery29, SalesCrunch, and GroupMe. Then, 
late last year, he decided it was time to strike out on his own. 

Launched in January, O’Donnell’s Brooklyn Bridge Ventures (brook-
lynbridgeventures.com) is the borough’s first venture capital fund. Here, 
O’Donnell (@ceonyc), who places the fund “in the ballpark of $10 million,” 
talks about what he is looking for in investment prospects.   

Brooklyn Bridge Ventures is a seed fund. What does that mean, ex-
actly? Basically, the deals that I look for could be a person over Powerpoint, 
two people and a prototype, [or] it could be a sort of existing company, but in 
general, most of the funding rounds I would participate in are a $1.5 million 
or less. And typically the company has a lot of holes in it. It could be missing 
some tech people, some marketing people, [some] people looking to take an 
idea or prototype and get it o! the ground and get things running.

And you’re primarily interested in tech companies? Yeah, it’s tech-en-
abled. One of the companies I invested in when I was at First Round Capital 
was chloe + Isabel, and that’s a direct sales jewelry company with an e-sales 
component. They make the jewelry in a factory in China, stamping out 
really well-designed chloe + isabel jewelry. The sellers use their own per-
sonal Internet sites to sell the jewelry. All the ordering is done online. It’s 
di!erent than selling a chip or a router or some kind of wireless technology.

What are you looking for specifically? Early.

Early? I always tell people, “Don’t play VC.” It’s best not to be too specific 
because, like, I never would have said jewelry, and then this great deal 
comes down the pipeline. I will look mostly in the New York City geo-
graphic area, but I’m willing to take a look outside. One of the things I need 
to emphasize is that I’m not purely focused on Brooklyn. It’d be silly of me 
if there was a great start-up on the Lower East Side, one subway stop away, 
that we didn’t want to fund. 

Is there a barometer for success? Getting money back.
 '#*,)1&*  1#)+/2--&*3()1
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L!"#  $%  $&&$'!(!)%  from its shuttered 
Dante’s Inferno ride, Coney Island is back 
from the dead. The early aughts were a grim 
time for the beloved People’s Playground: 

controversial mega-developer Thor Equities, who had 
quietly bought up much of the peninsula’s prime acre-
age, began forcing out long-time tenants—including 
Astroland, Coney Island’s biggest amusement park—
demolishing historic buildings, and letting many 
properties lay vacant. 

But things started to turn around in 2009 when 
the city bought back many of Thor’s holdings and re-
cruited Central Amusement International (the New 
Jersey-based subsidiary of Italian amusement park 
company Zamperla Group that’s also behind Victorian 
Gardens at Central Park’s Wollman Rink) to open new 
amusement parks and reinvigorate the area’s flagging 
fortunes. In 2010, CAI cut the ribbon on the area’s first 
new amusement park in more than 50 years, Luna 
Park—named after one of Coney Island’s golden-age 
attractions—and last year brought Scream Zone. 
Together, the new parks have attracted record num-
bers of visitors to Coney Island, including a reported 
650,000 people visiting last summer alone according 
to the mayor’s o!ce. 

In December, even the most nostalgic skeptics 
warmed up a bit to CAI’s new vision when the com-
pany reversed course and signed long-term leases 
with threatened Boardwalk icons such as Ruby’s Bar, 
and tapped beloved Prospect Heights mainstay Tom’s 
Restaurant to open a new Coney Island location. With 
this summer set to bring the restoration of legendary 
rollercoaster Cyclone, we asked CAI president Valerio 
Ferrari about the shifting sands at Coney Island and 
what else the new season may hold. 

What’s spurred Coney’s record-breaking atten-
dance these past two years? Me—no, just kidding! 
[Laughs] Behind Coney Island was a great partnership 
between the public and the private. The Bloomberg 
administration was smart enough to invest a lot of 
money to buy the frontage in Coney Island, and they 
were also smart enough to lease it out to a good opera-
tor. We came in and did what we promised to do, but 
we’re still just doing baby steps in this project because 
of its complexity. It will take some time.

What are some of the changes we can expect at Co-
ney Island in 2012? We’re going to open another sec-

tion, Speed Zone, which will feature a state-of-the-art 
Go-Kart track and the SkyCoaster, a new 100-person 
flying pendulum ride. We’re also working on Jones 
Walk, one of the walkways off of Surf [Ave.]: We’re 
going to put in our games and clean it up. But more 
important than that will be the renovation of all the 
restaurants and bars on the Boardwalk, which is un-
derway now. 

There will be quite a few changes. There will be 
Tom’s Restaurant, which will have 150 seats and a deck 
overlooking the ocean that fits 100 people, which will 
be great. We’re still going to have Ruby’s, which has 
been around for 78 years on Coney Island. [Owner Mi-
chael Sorrell] is doing a very nice interior renovation 
using the boards that are coming o" the Boardwalk. 
There will be a very large new presence for Nathan’s. 
We’re also going to reopen [Cha Cha’s] Club Atlantis 
at the end of May. It’ll have a full license and a stage 
for some bands, which hopefully will help revive the 
nightlife.

CAI initially threatened to evict those same long-
time businesses. What made you change your 
mind? It was a learning process for us. We know how to 
run an amusement park and manufacture amusement 
rides, but we are learning Brooklyn, we are learning Co-
ney Island. Being on the Boardwalk every day, talking to 
people, we finally understood the importance of keep-
ing some of the old folks, some of the folks that are a 
little bit di"erent, some of these iconic establishments. 
And we were able to work together to make them see 
our side of the picture, to find a middle ground. 

What is your side of the picture? A cleaner, friend-
lier and more family and teenage-oriented Coney Is-
land. A more open Coney Island—not just from Me-
morial to Labor Day weekend, but for the entire year. 
We’re also trying to divide the food between di"erent 
establishments: Not everyone doing everything, but 
trying to identify for every single establishment some-
thing particular that they do well [so] they’re not com-
peting with each other. And make sure everyone can 
use a credit card—we’re in the 21st century. 

Do you think 2012 will exceed the record-breaking 
numbers from the past two years? Keep in mind, 
last year we had the wettest summer in New York his-
tory. So if God gives us sunshine, we will make money. 
 $*#+  ,$*#

The Bizarre Ride

After years of neglect and controversy, Coney Island is surging back to life. 
Could it be time to thank Central Amusement International?



 The  Brooklyn Twenty-Five.

7170

PHOTOGRAPHY BY IAN BAGUSKAS

!"#$!  %"&'()"*  +,)  -$*  *)".) in New York real estate with a 60-
unit building on Manhattan Avenue between 103rd and 104th streets, but he 
made his name, and built his empire, in Dumbo. In 1968, the Rochester-
born developer started Two Trees Management, focusing on property in 
Soho and Noho before turning his attention to Brooklyn after a downtown 
kid told him Dumbo was the next neighborhood to blow. In 1981, Walentas 
paid $12 million for 2 million square feet spread across eight buildings in 
the largely vacant industrial district (Ronald and Leonard Lauder of Estee 
Lauder, where Walentas’ wife, Jane, had been art director, helped him se-
cure the funds). Sixteen years later, the area was rezoned from industrial 
to mixed use (commercial and residential), and today the neighborhood 
is one of the hottest in New York.

Two Trees Management is now under the helm of David’s son, Jed, 
37, and while Dumbo remains at the center of its portfolio, the firm has 
recently been making big statements in other parts of Brooklyn and be-
yond with high-profile projects like the Mercedes House on Manhattan’s 
West Side (555 W. 53rd St., mercedeshouseny.com) and the Wythe Hotel in 
Williamsburg (see “The Hot Spot”). There’s talk of building a residential 
tower at the corner of Flatbush and Lafayette Avenues near BAM. 

Still, Dumbo is key. In addition to housing Two Trees’ headquar-
ters, the neighborhood is home to 13 buildings owned by the firm, where 
tenants include scrappy and established startups alike such as HUGE, 
Big Spaceship and Etsy, as well as popular publisher powerHOUSE Books 
and Spike DDB (spikeddb.com), the advertising firm founded by Spike 
Lee in partnership with DDB Needham Worldwide. Last summer, Two 
Trees, working in concert with the Dumbo Business Improvement Dis-
trict, helped turn Dumbo into the first NYC neighborhood to o!er free 
wireless in all of its public spaces, and it recently teamed with NYU-Poly 
and the NYCEDC to open the NYU-Poly startup incubator at 20 Jay Street. 
With another $700 million project rising on the West Side and plans for a 
new 17-story building in Dumbo—dubbed Dock Street—already under-
way (residential and with a middle school to boot), Two Trees looks to be 
headed only one way: Up. / 0 $

The Ground-

breakers

Two Trees Management Co. already 
built DUMBO. Imagine what comes next 

The Big Show

The Brooklyn Nets are brining the NBA to BK. Let the games begin

N '%  1'.*'2  (')*  General Manager Billy King spent the 
2011-2102 NBA season in the dumps. The Nets were among 
the worst teams in the league and, after an injury-riddled 
go at it, the team finished with the fifth worst record among 

the 30 franchises. They also played their home games in an arena built 
specifically for the NHL’s New Jersey Devils, perennial Stanley Cup con-
tenders, and King’s plans (or so we thought; more on that later) to part-
ner the team’s All Star point guard and free-agent-to-be Deron Williams 
with free-agent-to-be-next-year Dwight Howard fell apart faster than Kris 
Humphries’ marriage. 

But the Duke grad (and former Blue Devils baller) has reason to 
be optimistic. After celebrating their 35th year in the Garden State, 
the Nets are moving on up like Hov and Yeezy. In October, the fran-
chise will tip off games as the Brooklyn Nets at Downtown Brooklyn’s 
buzzed-about Barclays Center (with suites designed by Jay-Z, natch). 
And expect a new roster in place by next November, with or with-
out a superstar (or two) to join D-Will. Here, King—in charge of cook-
ing up the on-court chemistry that will sell what’s arguably Kings 
County’s most exciting new business—talks acclimating to a new mar-
ket, building a contender, and the future of the Knicks v. Nets rivalry.  
 
Although the team is only moving some 15 miles, does it feel like you 
guys are entering a new market? Yeah, to me it’s a di!erent market. 

You have 2.4 million people that live in Brooklyn. It gives us a chance to 
develop our own fanbase. It’s a city we can call our own. Being in New Jer-
sey, it’s more the state and pockets, but when it’s Brooklyn, it’s Brooklyn.

 
The “Showtime” Lakers in the ’80s were very Hollywood, which fit 
the town they played in. The Detroit Pistons were the Bad Boys. How 
does moving to Brooklyn influence the philosophy behind building 
your team? I want to build a team that the city can be proud of. I think 
any city is proud of their team when they know they go out and play hard 
every night. I look at the people of Brooklyn and their pride in Brooklyn, 
so if they have a team out there playing hard and representing them, that’s 
what I’m really focused on.
 
How important is it for you and this franchise to have a superstar 
playing for the Brooklyn team in year one? I’m not as concerned with 
that as much as building a team that can win. Obviously, we have one 
here with Deron Williams. We’d like to continue to build to the roster.  
 
Did you go crazy when your starting center, Brook Lopez, got hurt 
before the season started and messed up your plans to trade for 
Dwight Howard? He messed up the plan of winning games, because 
he’s a great player. That’s what I thought. We need him on the court to 
win. (cont’d on next page)

"&"(  3$'.*,(  $*  "  &,(+)$0'  resident of Hell’s Kitchen, but his 
story today is not a West Side one: Since January 2011, Pierson has been 
charged with revitalizing another borough as the artistic director of the 
venerable but troubled Brooklyn Philharmonic Symphony Orchestra 
(bphil.org). He’s struck a chord. 

Founded in 1857, the BK Phil enjoyed a history of milestones and 
accolades: 166 world premieres, 65 works commissioned from living com-
posers, 22 ASCAP awards, visits from the likes of Leonard Bernstein and 
Aaron Copland, and even appearances on Late Night with David Letter-
man. But in recent years, the orchestra fell on hard times: It lost its per-
manent home at the Brooklyn Academy of Music (BAM) in 2005, and was 
forced to cancel its 2010–2011 season all together due to money troubles 
– not uncommon for classical music ensembles nationwide.

Enter Pierson, who before his BK Phil appointment was serving as 
bandleader of the 20-person experimental ensemble Alarm Will Sound. 
With Pierson at the helm, the BK Phil has attracted press and praise for a 
unique slate of programming that’s focused on creating synergy between 
material and location so events and performances grow in significance 
for local audiences. 

The buzz began last October, when the BK Phil previewed its 2011–
2012 season by performing alongside Mos Def (now known as Yasiin Bey) 
at the Fifth Annual Restoration Rocks Music Festival at Restoration Plaza 
in Bed-Stuy, and has continued through a November performance at 
the Millennium Theater in Brighton Beach (which set beloved cartoons 
by Soviet animation studio Soyuzmultfilm to mostly Russian music by 
composers from sweeping classicist Dimitri Shostakovich to popular film 
scorer Gennady Gladkov), and a March show at Roulette in Downtown 
Brooklyn, which was inspired by Francis Guy’s 1820 painting “Winter 
Scene in Brooklyn,” and featured music either written by Brooklynites or 
inspired by the borough. 

Says Pierson, “It’s not just about the notes the audience is hearing, or 
the composer on the program today, and it’s more complicated than tak-
ing the orchestra out of the hall and doing community concerts; that’s not 
particularly new. It’s about bringing what’s happening in those places—
ideas from that culture and that community—into the orchestra.”

Ticket prices have ranged from $10–$55 for the events, and the BK 
Phil also incorporated eight free shows throughout the season, includ-
ing a recent revisit to Restoration Plaza with Yasiin Bey for a concert to 
celebrate songstress/activist Lena Horne. But the approach to the season, 
which blended events in three neighborhoods (Brighton Beach, Down-
town Brooklyn and Bed-Stuy) was also driven by necessity. Not that Pier-
son is complaining. 

“Eventually we might look for a home, but it’s not something I’m 
craving right now,” he says. “We’re gaining a lot artistically and as an insti-
tution by being on the move. I think it’s healthy for us in a time when we’re 
defining who we are, and when we need to be making friends, building an 
audience and building relationships. I can’t think of a better way to do it.”
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The 

Perfect Pitch

With a new artistic director 
onboard, the Brooklyn Philharmonic 

is back to making noise   
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What do you say to those who think that the 
Nets need Dwight Howard to team with D-
Will, who you still have to re-sign, and possi-
bly a third superstar in order to be success-
ful and match up with the Miami Heat’s Big 
Three? What makes you successful is winning. 
You can’t put something together on paper and 
say that’s going to be a success. For example, I 
think everybody thought the Green Bay Pack-
ers were going to win the Super Bowland had 
the Giants buried halfway through the season. 
So I think, on paper, you can’t say that’s going 
to make it a success; you have to go out there 
an play.
 
But you have to add impact payers. You build 
a team that you think can win. But you can get 
the best names and if you don’t win, it’s not a 
success. You build a team. And it may take a lit-
tle longer than a year because chemistry means 
a lot in sports. The Miami Heat, everyone had 
them winning the championship [in 2011] and 
they didn’t. They got beat. 

How will the move to Brooklyn impact the 
rivalry with the Knicks? You know, I think 
the Knicks have a great organization, but I’m 
not worried about tr ing to be better than them. 
As our owner said, our goal is to be better than 
the NBA champion.
 
But a rivalry is usually predicated on geog-
raphy, where it doesn’t matter if one team 
is good or bad.  Yeah, I guess that’s right, but 
I don’t consume myself with the Knicks. To 
be honest with you, I could care less about the 
Knicks, that’s how I approach it. I think if you 
get caught up trying to be them, you lose focus.
 
That first game, though, when the Knicks 
travel to Brooklyn is going to be electric. Ev-
eryone will be fired up, but are we going to play 
them 44 more times? There’ll be 78 more games. 
If we win those four and lose 78, it won’t do me 
any good. !"#$%&  '%(')*+,-

The New Flea

The DeKalb Market settles in downtown

The Cinephiles

Borderline Films makes movies 
that make your skin crawl

). /"$ " 0%1( 2%3,. Last summer, U.K.-based developer Urban Space, working in conjunction 
with real estate developer Youngwoo & Associates, invited a collection of local chefs, artisans and 
merchants to lease space in salvaged shipping containers being installed at downtown’s long-vacant 
Albee Square. The plan was to o!er Brooklyn a fresh take on the outdoor market—something to 
complement the Brooklyn Flea, which recently added an East River waterfront in Williamsburg to 
its longstanding footprint in Fort Greene. All this to be driven by striking design and the ability to 
o!er something the Flea can’t provide: permanence. Open since July, the project, dubbed the DeKalb 
Market, has been a hit.

Today, DeKalb Market is home to over 60 businesses ranging from co!ee stands to candle shops 
to the Pratt Pop-Up!, which o!ers Pratt students and alumni an opportunity to display and sell their 
work, as well as a community garden (the DeKalb Farm) and performance space. The market has 
attracted attention for its unique design as well as its events series, which last year included outdoor 
concerts, movie screenings, and the Brooklyn Night Bazaar (headlined by electro-rock band YACHT). 
This year, the DeKalb Market plans to build on last year’s success by o!ering more events as well as 
adding a full beer garden. “There’s a lot more going on than a regular weekend market because there 
are permanent structures,” says Eldon Scott, president of Urban Space, which has been developing 
and managing markets in the U.K. and U.S. since 1978 (including the Union Square and Columbus Cir-
cle Holiday Markets in Manhattan). “There’s places to sit, there’s Wi-Fi. It’s more of a hang-out place.” 

Here’s what a few who call the shipping containers home had to say about the new market 
on the block. 

Tyagi Schwartz, Owner, Dog Tag 
Designs (@DogTagDesigns; Dog-
TagDesignsLtd.com) “It allows an 
artist, especially in this economy, to 
essentially own their own store,” says 
Schwartz, whose Dog Tag Designs 
takes anything from old phones to 
toys to radios and turns them into 
new furnishings. “They might have 
a big client base but can’t afford to 
open a storefront—and this is per-
fect, being set up on a permanent 
level.”

Sophia Sylvester, Owner, Brook-
lyn Flavors (@BrooklynFlavors; 

BrooklynFlavors.com) “I’m a peo-
ple person,” says Sylvester, whose 
family-run candle and beauty prod-
uct business started with a stand. “I 
love to sell my products, I love talking 
about my products with people, I love 
having them sample my products.”

Allison Robicelli, Co- Owner, 
Robicelli’s Bakery (@Robicellis; 
Robicellis.Tumblr.com) “We re-
ally felt like it was something very 
different from what we’d seen be-
fore,” says Robicelli, who admits to 
being wary when DeKalb Market 
first approached her and her busi-

ness partner, husband Matt, about 
opening a location for their whole-
sale bakery Robicelli’s. (The couple 
had just recently lost its first store, a 
gourmet shop known for its cupcakes 
in Bay Ridge.) “It wasn’t a flea mar-
ket, it wasn’t a pop-up.” At DeKalb, 
Robicelli’s flourished as they tried 
out radical new recipes (like their 
Chicken n’ Waffles cupcake), and 
the experience has them thinking 
about the future. “We’re working on 
plans to raise some money to build a 
real store,” she says. “Which I’m still 
scared about, but it’s better now.”
 !%&  01)$.,)&

@3kingstattoo is a Greenpoint tattoo shop that 
shares in-shop antics, like pics of Waka Flocka 

Flame’s recent patronage.

@826nyc is Park Slope’s leg of Dave Eggers’ 
non-profit that encourages kids to be writers, 

located inside of the Superhero Supply Co.

@bkboulders is located in Gowanus and is the 
borough’s only indoor rock-climbing facility.

@bkflea is one of Brooklyn’s most famous  
markets, running in Fort Greene and Williams-

burg, and includes open-air food bazaar  
@smorgasburg.

@brooklynology is a leg of the Brooklyn Public 
Library that specializes in archiving the history 

of the borough.

@fastashleysbk is a full-service photo studio 
in Williamsburg that also o!ers patrons camera, 

lighting and grip equipment rentals.

@galapagosdumbo is one of Dumbo’s premiere 
art spaces hosting readings, concerts and bur-

lesque shows...on a 1600-sq-ft lake!

@gapgreenmarket is the largest farmer’s mar-
ket in Brooklyn, located in Grand Army Plaza, 

listing new products and promotions.

@mishkanyc is a streetwear label with loca-
tions in Williamsburg and Tokyo, distributing 

mixtapes from indie rap upstarts.

@nitehawkscinema is Williamsburg’s 
gastropub-cum-movie theater screening indies, 

blockbusters, cult favorites and Twin Peaks.

@nybikejumble is Park Slope’s bicycle  
flea market sharing their location info and  

other cycling news.

@roughtradeshops is the legendary chain  
of London-based record stores that will  

open a Brooklyn outpost this fall in conjunction 
with @bowerypresents.

@theatavist is a start-up known for its multi-
media nonfiction series, publishing platform 

and investors—including Google’s Eric Schmidt.

@themeathook is a Williamsburg butcher shop 
that shares product availability, specials and its 

wild panache for having fun at work.

@wordbrooklyn is an independent  
ookseller in Greenpoint that hosts multiple 

monthly reading clubs, as well as readings for 
adults and kids.!"

Handling It

15 other businesses to follow on 
Twitter as they build the future of 

Brooklyn today

"&.%&)%  4"25 %$,  Sean Durkin, and Josh Mond are friends with creative benefits. Togeth-
er, the NYU Tisch alums and Williamsburg residents comprise Borderline Films (@blfilm_nyc;  
blfilm.com), the buzzed-about company responsible for last year’s bucolic psychological thriller, 
Martha Marcy May Marlene, which earned Durkin the Best Director award at Sundance. Drawing 
on a particular blend of spare but nervy filmmaking and enterprise—when one directs, the others 
write and produce—Borderline’s reciprocal mettle pays o!.

Founded in 2003, the collective has had a powerful e!ect on the face of young Hollywood. 
They cast Ezra Miller in his first role—as a withdrawn prep schooler who witnesses twin girls over-
dose on poison drugs—in Campos’ 2008 feature length debut, Afterschool. What Borderline saw in 
Miller’s impish smile and ashen skin has since landed him a slew of covetable roles in such films as 
We Need to Talk About Kevin and the upcoming The Perks of Being a Wallflower. Elizabeth Olsen has 
shot into the limelight after starring in MMMM as a young woman escaping a violent cult, and her 
co-star, Brady Corbet, looks to be on a similar path. In Campos’ anticipated new film, Simon Killer, 
Corbet plays a newly single twenty-something who wanders to Paris and takes up with a prostitute. 
Things get twisted. Borderline’s hold on dark characters carries on. 

Acquired at this year’s Sundance by IFC Films, Simon Killer is a testament to Borderline’s 
ability to overcome the industry’s blue-penciling and find a choice home for a film that polarized 
audiences in Park City. Meanwhile, the MMMM success story—created for $600,000; sold to Fox 
Searchlight for a reported $1.6 million—speaks to Borderline’s unique pairing of arthouse themes 
with business instincts. Durkin’s 2010 short Mary Last Seen was filmed at the same Catskills farm 
as MMMM, and functions as a persuasive peep into how one ends up in a cult. There’s a particularly 
tricky scene with a boyfriend convincing his girlfriend to jump o! a bridge and into a lake. The mo-
ment teeters between threat and romance, and the crew had only one chance to capture it. Photo-
graphed flawlessly, those seconds bewitch. Mary Last Seen would go on to win the Cannes Director’s 
Fortnight short film prize, helpful no doubt for drawing attention to Durkin’s feature, which also had 
its international premiere at Cannes. It’s a full circle design for these Borderline boys, whose heavy 
rotation brings marginalized themes and gut cinema to the center. (+'*"  46,/-0%$,
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WRITER / Ileana Lagares     PHOTOGRAPHER / Emily Berl

On February 20, 2012, photographer Emily Berl spent the day 
inside the Atlantic Terminal Target for an exclusive look into what 
it takes to keep one of the retail chain’s busiest locations afloat

Something?Can I Help You Find
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10:30 AM
Five-year-old Kyla Smith of Brooklyn tries to convince her mother to buy her a toy.

8:12 AM 
As they do every day at opening, Target team members attend the mandatory morning meeting. Whenever anyone speaks 
during the meeting, they must first say, “Good morning team,” to which the rest of the team members then respond, “Can 
I help you find something?” 

8:01 AM 
Executive Team Leader of Assets Protection Christopher Velazquez, raises the gate to the main 
entrance. Customers are often waiting outside the door to enter the store before the gate is 
raised. Today was no different.

It’s a shopping list many New Yorkers know 
well. Since opening its first New York City 
location in 1998 (in College Point, Queens), 
the Minnesota-based discount retailer has 
systematically expanded its footprint in the 
area. It has courted the city by contributing 
to local communities through educational 
programs and sponsoring free or reduced 
admission days, as well as events, at several 
area museums—including the Brooklyn 
Museum’s popular First Saturdays program, 
which accounted for nearly a quarter of the 
museum’s annual visitors in 2010.

On July 25, 2004, Target opened its 
Atlantic Terminal location, at the corner 
of Flatbush and Atlantic Avenues on top 
of the Atlantic Terminal train station (a 
separate location at Marble Hill in the 
Bronx opened the same day). It wasn’t 
Target’s first Brooklyn store—the Target in 
Gateway Drive in Spring Creek opened in 
2002—but it was the biggest. With 225,000 
square feet of retail space, a pharmacy, a 
Starbucks, a Pizza Hut Express, a collection 
of in-store lifestyle brands, and if you’re 
lucky, any remaining selections from the 
latest designer’s diffusion line, the Atlantic 
Terminal Target is one of 41 multilevel 
Target stores in the country. When the store 
first opened, it ranked as the chain’s largest 
location to date.   

On July 25, 2010, after securing space 
in all of the outer boroughs, Target finally 
touched down in Manhattan, opening a 
147,000 square foot store on East 117th 
Street and Pleasant Avenue in East Harlem. 
Executive Vice President for Property 
Development John D. Griffith told the 
New York Times that the company expected 

“Home and beauty aids, 
cleaning supplies, shampoo, 
toothbrush, toothpaste, 
commodities,” says Atlantic 
Terminal Target Senior  
Team Leader Emily Knauss. 
“Every guest will most likely 
leave with one of these.”

the Harlem location to bring in over $90 
million in sales its first year.

Situated above the bustling MTA and 
Long Island Railroad’s Atlantic Terminal 
station (which sees over 55,000 commuters 
daily, all shuffling through nine subway 
lines and the LIRR) and right in the heart 
of Brooklyn, the Atlantic Terminal Target 
is designated as one of the chain’s many 
“urban stores,” catering specifically to city 
dwellers with items like single-serve frozen 
meals that you won’t find at Target’s more 
suburban locations. You also won’t find 
a Target parking lot—but no matter, the 
location has been a runaway success. 

In 2008, Target’s Senior Vice President 
Store Design, Rich Varda, told Twin Cities 
Business Magazine that the Atlantic Terminal 
Target had the highest sales volume in the 
chain in a year that saw Target’s annual sales 
climb higher than $62 billion, according to 
its annual report. (The majority of products 

sold: household commodities.) Though 
Target representatives decline to release 
comparative numbers today, the location at 
Atlantic Terminal is still widely believed to 
be one of chain’s highest volume stores. 

And of course, the products don’t sell 
themselves. Target is the second largest 
discount retailer in the country behind Wal-
Mart, with over 300,000 employees between 
its corporate headquarters in Minneapolis and 
its 1,767 locations nationwide. Over 700 of 
those employees work at the Atlantic Terminal 
Target, the majority of them Brooklyn 
residents, a red-shirted army working 
relentlessly to organize the chaos that is hourly 
product replenishment, daily overnight 
shipments and a steady flow of customer foot 
traffic that will likely become a flood when a 
planned walkway connecting Atlantic 
Terminal to the Barclay’s Center across the 
street is erected. Time to stock up. 
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7:53 PM 
Target Executive Team Leader of Consumables 
Yusuff Alabi-Ajidagba communicates with other 
employees via walkie-talkie. 

6:42 PM 
Three-year-old Abigail Elliott of Brooklyn takes 
a nap in a shopping cart while shopping with 
her family. 

7:07 PM Browsing the shoe section.

3:20 PM 
People shop on the 
main floor during one  
of the busiest times of 
the day.

4:45 PM Target team 
members push a line 
of shopping carts 
through the store. 

5:02 PM The dining 
area, on the first floor 
of the store, offers 
Pizza Hut Express and 
Starbucks, and is a 
popular destination 
throughout the day.
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10:37 PM
Four-year-old 
Magnolia Revilla of 
Brooklyn rides in a 
shopping cart pushed 
by her mother.

10:42 PM 
Target team member 
Troy Thomas, who 
has worked at the 
store for five-and-
a-half years, pulls a 
lift packed with new 
items into the store to 
restock at the end of 
the day.

10:48 PM 
Target team member 
Natesia Carr sorts 
new items to restock 
near closing time. Ms. 
Carr, who works the 
overnight shift at the 
store, has worked at 
Target for five years.

11:05 PM 
Closing time.  
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HOLLANDER & LEXER

Set Pieces 
“There was nothing in this neighborhood when it started. Maybe 
one or two stores, tops. The demographic was changing and people 
had nowhere to go. The soul of our store starts with the prop house 
we own across the street, called Darr. It started eight years ago and 
every decor piece comes from there. The beginning of the business 
was antiques and furnishings, lots of Americana, Industrial, early 
Colonial pieces. That’s the foundation of the store. The clothes 
blend in with this. [Co-owner] Hicham [Benmira] worked for 
Takashimaya for a while and moved to Givenchy for a long time. 
Hicham curates this place very well. The editing is very strict. 
[Co-owner] Brian [Cousins] is usually across the street at Darr 
and handles the business. It’s a small venture that’s not trying to 
go crazy with huge production or more shops because you might 
sacrifice details and certain fabrics and lose the essence.” 

Gigi Suarez, store manager, Hollander & Lexer, which offers 
a select collection of grooming tools and products in addition 
to its signature in-house line and selections from Paul Smith, 
Rachel Comey, Robert Geller and more. 358 Atlantic Ave.; 103 
Metropolitan Ave.; hollanderandlexer.com

WRITER / Ileana Lagares     PHOTOGRAPHER / Geordie Wood

Cashmere Thoughts
Talking shop with the people behind seven of Brooklyn’s finest boutiques
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Home Grown
“My Spanish culture, my family and my Brooklyn roots are the 
inspirations for the store. My mother is my fashion inspiration. I 
was raised with an appreciation for aesthetics, so I have a holistic 
approach to the retail experience. I care a lot about the details. 
Everything from the doors to the lighting, even the scent, has been 
selected. I don’t want anyone to feel pressured to buy anything; you 
can just come in and sit on the couch and chat. People want an 
experience when they shop and I want to create that. I enjoy going 
into stores because it’s an experience. Everything about this store is 
for the neighborhood.” 

David Alpern, owner of Goose Barnacle, which carries Taylor 
Supply, Svensson, In God We Trust and more, and will soon 
introduce a line of men’s jewelry designed by Alpern. 91 Atlantic 
Ave.; goosebarnacle.com, @goosebarnacle

Tailor Made
“My entry into this industry came from being a frustrated consumer. 
It got to the point that I wanted a suit and one that fit me well and 
I never found it. So [tailoring] became an interest and a hobby 
and eventually a career. Our brand reflects the character of this 
area as well as builds upon it. This is new for Williamsburg; we 
offer something it was missing because we do tailored, high-quality, 
dressier clothing. When you think bespoke tailoring, you think Wall 
Street and that world. We’re offering bespoke to a younger audience. 
A lot of our customers are more reflective of this area; a lot of people 
are in the creative industry. Our customer, by nature, is particular 
and attentive to detail—someone who comes in and wants to take 
the time and investment to get something made. Everyone has that 
thing they can’t find, whether it’s fit or fabric or the perfect collar. 
It’s about bringing all of that together, where it’s not a compromise.” 

Daniel Lewis, co-owner of Brooklyn Tailors, which carries its own 
ready-to-wear line and offers bespoke suit and shirting service. 
358 Grand St.;  brooklyn-tailors.com, @brooklyntailors

GOOSE BARNACLEBROOKYLN TAILORS
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LOREN

In the Jeans
“I got started in the clothing business through the snowboard 
industry. I used to make my own outerwear and snowboard pants. 
I started an outerwear line back in 1992. That led me into street 
wear, then I landed a job for Levi in 1999, which launched my denim 
habit. I started teaching myself how to make jeans, not just designing 
them, in 2003. My long-term goal was to have a store where I made 
jeans where people could watch and put them on the racks for sale. I 
finally opened the store in the summer of 2010. I’m still a ways away 
from having the full experience, but ultimately I want shoppers to 
see the process of how jeans are made.”

Loren Cronk, owner Loren, which currently showcases its in-house 
custom-designed denim lines Lips Jeans, Soldier & Brave, Blksmth 
and other collaborative works. 82 Nassau Ave.; lorencronk.com

For the People, By the People 
“We started making our reconstructed vintage clothing line in 2005, 
all handmade and one of a kind by Tommy [Cole] and I. We had 
this accumulation of reconstructed vintage designs and started doing 
these pop-up shops in our house. We had another in Boston and 
[another] in Brooklyn, which was very successful, and came out to 
Brooklyn and started on Franklin St. with our own designs. We 
literally came from nothing and built this with our bare hands. There 
are so many boutiques in New York and in the retail world that are 
a higher price point, and we never wanted to be that; we wanted to 
be lower. People are actually afraid to come into our stores because 
it looks fancy and our store’s aesthetic has a little more high-end-
boutique feeling. When they walk in it’s kind of a surprise. Anyone 
can buy something. We want our store to be a place anyone can 
come and shop.”

Roy Caires, co-owner with Tommy Cole (pictured) of Alter, which 
celebrates the fifth anniversary of its first store opening this year. 
Lines include Alternative, Mink Pink and Preloved, among others 
(women’s), and Penfield, Shades of Grey and Generic Surplus 
(men’s). All locations carry a wide selection of Cheap Monday. 
Women: 140 Franklin St.; Men: 109 Franklin St.; Additional 
location: 407 Graham Ave.; alterbrooklyn.com, @alterbrooklyn

ALTER
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“We renovated a year ago to have a darker, more sophisticated, 
slightly more grown-up feel, keeping in line with our neighborhood 
growing up. It is a challenge to fit so much into such a tiny space. 
The single most important thing to me has always been that every 
customer, whether they are buying a card or a wedding ring, feels 
warm, welcome and invited. Everything from the staff, the lighting, 
the layout, the wide range of prices, all is in the interest of that 
singular goal. No one is grumpy when buying jewelry—it is pretty 
much always a positive, and personal thing, and it is such a joy, and 
often a privilege and pleasure, to be involved in that.”

Rony Vardi, owner of Catbird, which carries perfumes, soaps, 
nail polish and decorative plates, in addition to its signature line 
of jewelry and pieces by Bittersweets NY, Collette Ishiyama, 
Flotsam & Jestam and more. 219 Bedford Ave.; catbirdnyc.com, 
@catbirdnyc

“[Co-owner] Celeste [Wright] and I worked in the city for Steven 
Alan. We lived in Clinton Hill and we got sick of trekking into the 
city every day. Brooklyn really is our home. We’re just now lucky 
enough to spend all of our time here. The store, for us, is casual, and 
the people appreciate smaller designers and things that are coming 
out of smaller production. In that sense, that represents a larger part 
of my lifestyle that I think a lot of people have in Brooklyn. For a lot 
of the lines we carry, the actual designers live in Brooklyn. It always 
had a very real personal feel for us. We’re trying to expand it into 
home and housewares, baby and jewelry so we can have a broader 
representation of Brooklyn. There are so many creative people that 
are all based right here, and I always want our store to be an outlet 
to them.” 

Alec Stuart, co-owner of Stuart & Wright, which carries lines 
such as A.P.C., Band of Outsiders, Rachel Comey, Acne, and 
more. 85 Lafayette Ave.; stuartandwright.com, @stuartandwright

STUART & WRIGHT

The Jewel Box
Creative Class

CATBIRD
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Drinking Games
Vega Alta Sports Bar is a great place for 
a Yankees sing-along 

For sports fans, there’s nothing better than getting 
to see your team in the flesh, but where do you go 
when the stadium’s sold out and you still want to 
be a part of the action? For Yankees fans, there’s 
Stan’s Sports Bar (836 River Ave.; stanssportsbar.
com), Billy’s Sports Bar  (856 River Ave.; 
billysportsbar.net) and Yankee Tavern (72 E. 161 St.; 
yankeetavern.com), a strip of pubs across the 
street from the stadium that are as raucous, rowdy 
and crowded as the bleacher seats before the 
liquor ban. But for those looking to catch the game 
at a different tempo, there’s Vega Alta Sports Bar 
(880 Gerard Ave.; 718-992-2445), a divey spot just 

Bronx

around the corner from the main drag that’s 
decorated to the nines with Yankees memorabilia 
and boasts three flatscreen TVs, and a booming 
PA. Vega Alta attracts locals, baseball diehards, 
and, on Thursday nights, belters, when the bar 
hosts its weekly karaoke night, making it a great 
place to stop even if you if you did get to see the 
game played on the field. What better way to 
celebrate a Yankees’ win than by singing “We are 
the Champions” with a chorus of your friends? 
—Writer / Claire Lobenfeld   Illustrator / Iain Burke  

N E W Y O R K
BOUND

The City Beyond Brooklyn
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get it by hand crafting. We build the 
same model pianos year after year, 
in the same sizes and colors that we 
have for the last century. We don’t have 
changes in models like cars do every 
year they come out. The last model 
we came out with was in 1938. It’s 
been refined, but essentially it’s the 
same piano. Our concert grand piano 
is virtually the same for 100 years, a 
century. We build a piano to a quality 
level, and not to a price point, and not 
to a market niche.

How has the neighborhood around 
the Steinway factory changed over 
the last century?
When we first moved out here, back 
in the late 1800s, this was a long way 
from Manhattan. In order to provide 
for the workforce, the Steinweg family 
had to build rows upon rows, street 
upon street, block upon block—housing 
which remains here today—where they 
housed the workers. They had to build 
churches. They had to build fire stations. 
They had to build restaurants. They built 
a community. It was all farmland. 
—Writer / Paul Cantor   Illustrator / Katie Turner   

Steinway & Sons is located at 1 Steinway 
Place, Long Island City, NY 11105. For 
tour reservations, email info@steinway.
com. steinway.com

Paranormal Activity
Forget American Horror Story. Local ghost hunters head 
to Snug Harbor to sneak a peek at the real thing

There are plenty of reasons to visit the 
sprawling, 83-acre Snug Harbor Cultural 
Center on the northern tip of Staten 
Island—a majestic botanical garden, a 
children’s museum, stunning 19th century 
Greek revival architecture. And… ghosts. 

According to those in the know, 
Snug Harbor, which was founded in the 
early 1800s as a retirement institution for 
sailors, is marked by stories that you won’t 
find on the destination’s website: Like 
when a disgruntled inmate murdered the 
community’s chaplain after church and then 
shot himself in 1863. “Beautiful location, 
but it has a darker side to it,” says Arthur 
Matos, founder of the Eastern Paranormal 
Investigation Center (epicparanormal.com), 
which became the first organization to do 
a fully sanctioned overnight paranormal 
investigation of Snug Harbor’s Governor’s 
Mansion in 2009. “When you’re all alone, 
you can almost feel that static electricity 
in the air, like you’re being watched.” 
Everything from strange voices to full-on 
apparitions have been reported in several 
of the older buildings, which were officially 
declared NYC landmarks in 1965.

The most infamous story associated 
with the Snug Harbor hauntings centers 
around the Matron’s Cottage. Legend has 
it that a strict matron—the supervisor of 
Snug Harbor’s female maids and cooks—
kept her secret illegitimate son chained 
up in the basement for 13 years, until 
he escaped and stabbed her to death. 

The son was then hunted down and 
hung from a tree in front of the house. 
Over the years, a figure known as “The 
Woman in White,” who some speculate 
could be the murdered matron, has been 
repeatedly spotted on the Snug Harbor 
grounds, including by Matos himself. “I 
saw what looked like someone in a flowing 
white gown and extremely long hair in 
the garden area,” he says.

Snug Harbor has become something 
of a local legend among phantom 
fanatics. Last year it served as the site 
of an episode of SyFy’s Ghost Hunters 
and as the subject of the documentary 
Haunted Snug Harbor, shot by another 
local paranormal investigation crew, Scared. 
Matos and E.P.I.C. Paranormal occasionally 
give “Historical Haunted Tours” of Snug 
Harbor. “There are a lot of stories there,” 
says Matos, who is currently trying to get 
access to the matron’s old laundry room 
for an E.P.I.C. investigation. “Maintenance 
and security personnel are the best people 
to talk to—they’re there overnight.” 
—Writer / Brendan Frederick    Illustrator / Katie Turner   

Snug Harbor Cultural Center & Botanical 
Garden, 1000 Richmond Terrace, Staten 
Island, NY 10301 (snug-harbor.org)

Staten Island

Keys Open Doors
Take a tour of Steinway & 
Sons’ flagship factory and 
discover how the venerable 
piano maker has stayed in 
tune for over 150 years

There’s something to be said for 
doing things the old-fashioned way. Since 
around 1870, venerable piano manufacturer 
Steinway & Sons has being doing just 
that, handcrafting pianos in Astoria, 
Queens, and shaping a community in 
the process. It was in Astoria that the 
company’s founder, Heinrich Engelhard 
Steinweg—a German piano maker who 
immigrated to the United States in 1850 
and set up his first piano shop on Varick 
St. in Manhattan in 1853—literally built his 
own town, Steinway Village, to support his 
burgeoning musical instrument business. 

Over the next hundred years, Astoria 
and Long Island City grew up around 
Steinway & Sons, extending from one 
main thoroughfare, Steinway Boulevard. 
A separate factory opened in Hamburg, 
Germany, in 1880, but Steinway still honors 
the tenets of its founder by building the 
majority of its pianos the same way he 
did, in the same space he did. It’s an 
arduous, months-long process, much of 
it of it done by hand, but one that now 
serves as Steinway’s calling card. Free 
tours of the timeless factory are available 
by reservation.

Ron Losby, 56, joined Steinway as a 
district sales manager in 1987. In January 
of 2008 the California native was promoted 
to the post of president of Steinway & 
Sons, Americas. Here, Losby, who now 
calls Queens his home, opens up about 
all things Steinway.

What can a person expect to see on a 
tour of Steinway & Sons?

They get to see a factory in action. 
They get to see 22 feet of hardwood maple 
bend into the shape of a nine-foot concert 
grand piano—the presses that we use 
are circa 1880. It then goes to what we 

call casemaking, where we add parts of 
the case to make it look like a piano. And 
then it goes into the belly department, 
where they put the belly of the piano in 
there. Soundboard, cast iron frame, the 
strings, the tuning pins—they all go into 
the action department. The keyboard 
and strings are put into the cavity of the 
piano. Then it goes into grand finishing, 
where you can see how they hand-rub the 
finishes and hand-match the veneers. All 
the wood comes from the same tree. Then 
we take [the piano] into shipping, [where 
it’s] boxed and hopefully sent to its new 
owner. You’ll have a deeper appreciation 
of how advanced this instrument is.

Why is the Queens factory still important 
after all these years?

When you hear all this talk about 
outsourcing, you know that [Steinway pianos 
have] been continuously manufactured 
here, in the borough of Queens, since 
the late 1800s. Each individual Steinway 
piano—even though it was built on the 
same day, and is the same size—comes 
out with an entirely different musical 
personality. That is something that you 
can’t get from machines. You can only 

Queens
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On a chilly Thursday night in December, a line crowded 
the sidewalk in front of the Jazz Gallery’s tiny green awning 
at 290 Hudson St. Should a passerby have been curious 
enough to ask who was playing, chances are they would have 
been unfamiliar with the name on the bill—Kris Bowers. The 
hottest young pianist in jazz, Bowers, who has yet to release 
an album, was making his New York debut, still a relative 
unknown.

And the Jazz Gallery (@TheJazzGallery) wouldn’t have had 
it any other way.

First purchased in 1995 by trumpeter Roy Hargrove and 
his manager Dale Fitzgerald, the Jazz Gallery spent five years 
as a humble space for musicians to workshop new material. 
But in 2000, it began its evolution into the most progressively 
programmed live jazz venue in the city. “We worry a little less 
about crowd pleasing,” says Deborah Steinglass, executive 
director of the Jazz Gallery. “We don’t have the same concerns 
of whether or not the music is going to be popular with a large 
audience.”

“Popular”may have an ironic ring when describing jazz, 
but the genre does have its major players, most of whom are 
older and frequent NYC’s more historic clubs like Birdland and 
The Blue Note. But to see the makings of an emerging jazz 
scene, where only jazz heads and other musicians know the 

The Art of Noise
Does the city still have a real jazz scene? Duck into the Jazz Gallery to discover why 
die-hard fans have been flocking to this no-frills Soho hideout

Manhattan

names on the bill, head to Soho. “We are first and foremost 
a venue for the serious jazz listener,” says Steinglass. “People 
who are open to connecting to the artist come to the Jazz 
Gallery.” Cultural tourists be warned: The Jazz Gallery doesn’t 
offer typical club amenities like a kitchen and bar, which artists 
like Bowers are fine without. “There’s no need to worry about 
whether or not you can pack the house or get income from 
food and drinks,” says Bowers, who sold out both of his sets 
the night he performed. “It’s all about the music.” 

The club is the size of a large living room, with rows of 
benches and fold-out chairs for the audience. With admission 
costs rarely going over $20, expect a full house most nights, 
and a line blocking the sidewalk outside. —Writer / Jozen Cummings 
Illustrator / Katie Turner   

The Jazz Gallery, 290 Hudson St, New York, NY 10013; 
jazzgallery.org 
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 The Last Stop

Maurice Sendak (1928 - 2012)  Adam “MCA” Yauch (1964 - 2012)




