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

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

Mere seconds afrer walking mto the
Chicago loft that serves as the company's cor-
porate headquarters, warchouse, and factory,
even the greenest food reporter would know
thar this isnt your average factory. There are
the expected chocolate smells, the convevor

belts on which tny ruffles and caramels ravel, and the copper
pots in which batches of flavors are mixed. But the industrial
walls are painted with images of cocoa pods in the rich purple
color that has become the signature of Vosges' packaging. In the
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corporate administrative offices, the exposed
ducrwork s covered with saris thar were used
as rablecloths ar Markoft's September 2005
wedding. And after making as many as 5,090
candy bites daily, employees can de-stress ara
weekly on-site yoga class,

The unique touches aren’t limited to the
décor. In the nine vears since Markoff started
the business with a friend, her voice and vision
for the brand have become stronger. Schooled
at Nashvilles Vanderbalt University and then
at Le Cordon Blew in Panis, Markoff started
Vosges—named after a chocolare ganache
dessert at a restaurant in the Place des Vosges
in Paris—because she didn't see any other lux-
ury chocolates on the market thar she consid-
ered the culinary equivalent of haute couture,

While many entreprencurs se¢ their involvement wane as the

business grows, Markoff 1s still up to her elbows in chocolare.
She still personally develops the recipes tor the new products

introduced several nmes a vear, such as 2006% D'Ohivia, a

STYLED BY KIYOMI KIMBLE

s






Contents

o

o e

THE BEAUTY OF BUCCELLAT! Mimi Murphy finds that
tor almost a century, the Milan-based Buccellat family
has designed hine jewelry in the Renaissance tradition
AN ARTIST'S EYE Floral designer Wolfgang Thom puts
|I|"|- lllill.lI.JL' WISt On |'I.¢:I.|ll..l'..l:|-' "11::-'['..'

PRISTINE PLAYGROUND  Ben Brown indulges in the
fantastic water adventures on Canouan Island while soak-
ing up the resort hite in tull torce

:".' '-:-.:"\I:_.:.:...".".TF :-.n.-.“"-.: :El\"n' -"'."- lI'llli Al l..h“'l.”].““.'f
Katnna Markoft shares the secrets of her own candy
land with Margaret Littman

N Jennifer Laing looks at the
history of designer fragrances and talks with Mark
Badgley, James Mischka, and Tom Ford about their
debut signature scents, which give a nod to the

sophisticanion of early fragrances

™ THE COVER
Chocolate making is an
adventure of Vosges Hauk
Chocolat, where the
delectable creations feature
ingredients such o3
Chompogne, poprika, ond

sweel Indion curry. leamn

more about Vosges on poge
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"FOR ME, LUXURY STEMS FROM THE ATELIER, FROM THE CRAFTSMAN.
IT IS THE LOVE A PERSON PUTS INTO A PRODUCT. TODAY, LUXURY CAN
BE MASS-MARKETED, AND THE VISION, CRAFT, AND CREATIVE PROCESS
IS LOST. EVERY PRODUCT | CREATE IS INSPIRED BY AN EXPERIENCE
WITH FOOD, MUSIC, CULTURE, AN EMOTION.”

combination of kalamata olive and white
chocolate that may not sound good, but has
the same savory-sweet appeal as the classic
chocolare-covered prerzel. But instead of mak-
ing them in the factory's kitchen, she does her
experimenting at home. “I'm a messy cook,
almost like a mad sciennist. It looks like a tor-
nado struck. | do it from home because that's
where my creative energy is,” she says.
Markoff started the Vosges line with choco-
lates that include international ingredients
such as sweet Indian curry and Mexican
vanilla bean and has now expanded with
a new collection thar tracks the history of
music through chocolate. Thar Luxe Groove
Collection packs 12 rruffles tied o their
musical roots—Hip Hop is made with
Krug Champagne, while Jazz has chicory
coffee—in a box filled with Swarovski crys-

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

they reccive it as a gift.

vision, craft, and creative process is lost. Every
product | create is inspired by an expenence
with food, music, culture, an emotion.”

Walking through the factory in a casual
T-shirt and skirt, her long brunette locks in
the requisite hair ner, Markoff stops ro warch
an employee hand-wrap and box organic
caramels from the company’s Wink of the
Rabbit Collection. The product rakes two
days to make and then has a limited shelf life
of eight weeks, like most Vosges products.
Markoff wants her customers to savor the
tastes of her products when they buy them or
receive them as a gift, rather than save them
for a special occasion.

Markoff’s life outside the factory no doubt
contributes to the sense of adventure infused
nto her products. She enjoys riding in
Kentucky equestrian competitions and has had

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

But it isn't the price tag or rare ingredients that make a Vosges
chocolate a luxury item, Markoff says. “For me, luxury stems
from the atelier, from the craftsman. It is the love a person puts
into a product. Today, luxury can be mass-marketed, and the

her pilot’s license since she was 19 (she opts for a day in a Cessna
172 when she needs some R and R). Making luxury chocolates
is a way of “introducing people to new concepts,” she says.
“Growing up, | learned to appreciate the details in everything. |
got into business because I wanted to create something thar had
meaning beyond a single dimension of taste. I think [ do that.” B
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e couture
cquivalent of chocolate is
a “v:rusad;;” for Markoff,
but she doesn't do it the
way she saw it done in
France, with lab coats
and scientific instru-
ments. A self-proclaimed
*messy cook,™ Markoff
advocates a hands-on
environment af Vosges.
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