
EXCUSE ME . . . YOUR DAPPER IS SHOWING

YOURDAPPER.COM 
 

FOUNDED 2013 
  HONOLULU   LOS ANGELES   NEW YORK 



Your Dapper Magazine 2

WE MAKE BOWTIES.  WE MAKE REALLY AWESOME, DARE WE 
SAY DAPPER, HANDCRAFTED BOWTIES*.

EACH BOWTIE IS DESIGNED TO EXUDE PERSONALITY – 
PERSONALITY THAT IS ALMOST AS INTERESTING, CLEVER 
AND AWESOME AS YOU**.  AND THEN WE WANT YOU TO BUY 

THEM.  SO YOU CAN WEAR THEM.
AND BE THE BEST DRESSED PERSON IN THE ROOM***.  AND 
EVERYONE WILL WANT TO TALK TO YOU AND TELL YOU: "EX-
CUSE ME... YOUR DAPPER IS SHOWING".  SO... YEAH.  BUY 

OUR BOWTIES.

* Each bowtie is handcrafted because we aren't able to make them with our feet...yet.  
Also because there is no other way, physically possible to make a bowtie.  

** We say almost because no article of clothing can (or should) be as awesome as you.

*** Unless you are in the room with other guys wearing our bowties, then you’ll be co-
best dressed.
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WHAT IS MENSWEAR 
DUDESWEAR ?
 
Your Dapper is a Dudeswear Brand.  
What is that you ask?  A dudeswear 
line from the clothing perspective 
is practical and functional.  Flashy, 
suave, luxurious and whatever oth-
er adjective you want to describe 
clothing with comes secondary to 
answering the question: “When the 
fuck am I ever going to EVER wear 
this thing? “  Your Dapper solves 
this basic problem by explaining 
how to wear their bow tie because 
they believe, if you (or anyone else 
at that matter) can’t use it, WHO-
THE-FUCK-CARES?

Dudeswear is also sturdy.  For all 
those who have ever lived with a 
guy, be it your dad, your brother, 
or yourself, you know that clothes 
need to be sturdy because they 
don’t always get hung on hang-
ers.  In fact, clothes get hung on 
everything but hangers including 
but not limited to: stacks of maga-
zines, dressers, chairs, bookshelves, 
coat racks, the bed, shoe racks, car 
seats, the floor, and that’s just the 
places you’re currently looking at 
with clothes on them.  They also get 
worn in inappropriate situations 
because most guys are too lazy to 
change.  Sealing the crack in the 
wall with caulking in dress pants af-
ter work or mowing the lawn, sure 
what else would I wear?

Dudeswear is price conscious.  If 
it’s over $15 (the price of a drink 
in NYC) and they can’t rationalize 
the price, then it’s: I. Don’t. Care.  
However, it’s not like they’re cheap 
bastards.  Think electronics.  If 
dudes can buy it from our com-
puter, even better.  According to the 

two gentlemen managing partners 
of Your Dapper: “We like a lot of 
our friends shop a lot from our 
computers.  Individually, we order 
something from somewhere at 
least once a week.  Amazon Prime 
= Awesome.  But we’re always on 
the hunt for value.  As finance guys 
we use the concept of cost per use.  
That is if you buy a $100 shirt and 
wear it 100 times or buy a $10 shirt 
and wear it once, then the $100 
shirt was a better value because it 
was only $1 per wear versus the $10 
shirt you didn’t like.”

Dudeswear is more than just 
clothes. It’s about a lifestyle because 
let’s be real, as image conscious as 
some dudes can be, talking solely 
about clothes to them is getting a 
three year old to sit still.  However, 
if you teach about clothing, food, 
drinks, even work life hacks and 
the rest of the concept of being 
“fashionable” then there becomes a 
deeper and more interesting un-
derstanding.  This message then 
has to be packaged the way guys 
think about clothes.  It can’t be, nor 
should it be, overly serious.  It’s not 
your 401K or surgery.  Crack a joke 
. . . or many.

Finally Dudeswear is about getting 
dressed for girls.  There is nothing 
wrong for getting dress for other 
guys, however Your Dapper feels 
like that market is supersaturated.  
As written in a previous article, 
Your Dapper feels like clothes for 
dudes are missing from the market.  
Interestingly Your Dapper’s design 
process is a dialogue between a 
female designer and her two dude 
business partners.  That is Designer 
Kathrine Chinn proposes a design 
that she thinks a guy would look 

good in, and the two gentlemen say 
whether or not they would wear the 
garment.

In all, Dudeswear is practical, 
sturdy, price conscious, sells a life-
style, and is about looking good for 
women.  For better or worse, this 
sounds like almost every guy you 
ever met but doesn’t sound like ev-
ery menswear company.  With that 
said, you probably know the next 
place you’ll be shopping because, 
chances are, you know a dude and 
need to get him something at some 
point.
 

Photo Credit:  Tracy Chan
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YOUR DAPPER BOWTIE 
WAS DESIGNED TO BE 

THE SWISS ARMY KNIFE 
OF BOWTIES WHILE 
STILL LETTING YOU 
PASS THROUGH TSA

 Our base models were created to 
dress up and down what you are 
wearing with the same bow tie.  
Our black satin ties were created 
with formal events in mind while 
our suiting models were created to 
be work appropriate for all but the 
most traditional places.  Both how-
ever still allow for a badass swatch 
of personality to shine through.  
Dress down what your wearing by 
removing your jacket and even flip-
ping around Your Dapper Bow tie 
so that the highlighting fabric faces 
forward.  Or, untie Your Dapper 
Bow tie for a suave, looking awe-
some without trying look.  In the 
current age we live in, you never 
know who you’ll meet at a formal or 
at a bar, so, so be memorable, make 
a statement, be dapper.  Check out 
the individual product pictures for 
ideas on what to wear with each 
particular bowtie.

OUR NAME:

We were originally ‘Excuse me, 
Your Dapper is Showing’, but that 
was too hard for us to spell on a 
regular basis, especially when at a 
bar showing our friends new stuff 
on our website.  Our throw pillows 
printing service also charged by the 
letter, so we shortened our name 
to ‘Your Dapper’.  Also, our initials 
YD can stand for Yeah Dude. Our 
colleague John’s favorite thing to 
text everyone he knows. 

WHY BOWTIES:
 
Clothes are utilitarian.   They pro-
tect you from the elements and 
your surroundings.  However, if 
you wear anything more than a 
un-dyed smock, or a loin cloth, 
you are making an  “artistic”, 
“fashion” choice.  This choice, be 
it  conscious, subconscious and on 
special occasion unconscious,  com-
municates a message about your 
persona and to “interests” others.  
Your Dapper  was created to fill the 
vacant gaping hole that is clothes 
for men that are amusing, interest-
ing and fun and that don’t look like 
the color combinations were picked 
by your blind uncle.  We make #dis-
ruptiveclothing.

Through our clothes and our com-
munity, we want to help you  better 
inject your  personality into your 
wardrobe, help you communicate 
what you want to about yourself, 
and help tell your story, even if it’s 
made-up.  Along the way we hope 
to be entertaining, cheeky SOB’s as 
well; because we sell clothing, not 
your Retirement plan.

In some professions, bowties are 
also more sanitary.  For example, if 
one is a service industry profession-
al, a tie in a guest’s food or drink is 
usually not appreciated.  But just 
usually.  Bowties also breed much 
less bacteria than ties.  This makes 
them great for doctors, so says Gen-
eral Surgery News.

YOUR DAPPER LIFESTYLE IS 
YOUR DAPPER LIFE STYLE... 

WE’RE JUST HERE TO HELP YOU 
LIVE LIFE TO THE  FULLEST AND 

CARPE DIEM 
(THE OG VERSION OF YOLO)

Life is too short to dress like a 
hobo, eat shitty food, and drink 
cheap booze.  Luckily, you don’t 
have to.  However, life is also 
too short to be a NOOB and get 
trolled into buying crap for top 
dollar.  You’re better than that.  
And how do we know?  Because 
you’re here.  Your Dapper life-
style is your dapper life / style.  
We’re just here to help be all that 
you can be, get the most bang for 
your buck and not get sold un-
necessarily expensive crap.  Why 
as a clothing brand do we do this?  
Because we are just like you.  We 
want to maximize our utility  
#economisted and get the most 
bang for our buck.  In the pro-
cess we’ll be a friend and share . 
. . just not our signification oth-
ers you kinky bastard.  How do 
we propose doing this?  We have 
partnered with people who, like 
you are up and coming bad asses 
when it comes to their job. How-
ever, also possibly like you, they 
are refining their personal cloth-
ing choices.  How do you know 
how talented these people are?  
Read their brand ambassador 
page and blog.  It will give you 
insight, into their thought pro-
cess which, you’ll shortly realize, 
is what makes them “special”.  

 - Aloha,
 
Your Dapper Team
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YOUR DAPPER USES 
THE FRESHEST, 

LOCALLY GROWN, 
FREE RANGE FABRICS 

Our selection of fibers is chosen to 
suit the season and your style.  While 
a silk tie may have been the standard 
when you were young and dreamed 
of working at a Dot Com when you 
grew up, we’re all for breaking the 
rules.  And those silk worms work 
hard; they could use a little break.  
In our global and increasingly en-
vironmentally conscious world, we 
have more options for great bow ties 
besides just silk.  Fabrics are also 
chosen for their hand and texture-- 
that is, they make for a satisfying 
feeling bow tie.  Here are our fabric 
choices and rationale:

Satin (100% poyester)
We are using a polyester satin to 
both give silk worms a much de-
served rest.   We want your bow tie 
to have a beefy knot, not a dainty 
bow to put in your hair, even if it is 
your chest hair.

Satin (100% silk)
For all Your Dapper is into break-
ing rules and taking names, it’s hard 
to argue with the tradition and feel 
of a traditional silk bowtie.  Make 
no mistake, our silk bowties are no 
frippery.  Our silk bowties are full of 
substance.

Lawn (100% cotton)
Yes, lawn, spelt like the stuff grow-
ing in your yard, but no, it is not 
made of grass.  This is lawn is light 
weight, thin weave cotton, perfect to 
pair with your unsrtuctured sum-
mer shirts and jackets.

Interfacing (100% polyester)

Our two-ply bow ties use in-
terfacing.  Not all bow ties do.   
 
The difference is in feel.  If you like 
your bow ties to feel like 2-ply girls 
hair ribbon, then our bowties are 
not for you.  If you like you bow ties 
to feel like a neck tie - sturdy and 
masculine - then you need a bow 
tie with interfacing.  Similarly, neck-
ties are made with interfacing.  The 
polyester interfacing  we use, chosen 
after much trial and error, provides 
just enough weight without making 
the bow tie difficult to tie.  (For the 
super traditional and in-the-know, 
we’ve skipped the horse hair.  No 
one needs to be that uptight.)  Don’t 
let the hot air from other bow ties 
companies make you think that 
they make flimsy bow ties because 
they don’t want you to be hot.  Ours 
will make you hotter, in a good 
way.  They don’t affect temperature 
however, because really, is a slightly 
more structured 3/4” band around 
your neck really making a differ-
ence?

 

Suiting fabric 
(wool,
 wool and polyester blend)

The navy blue suiting is made from 
material for suits.  Unlike many 
other options such as the mate-
rial used to make shirts, suit-
ing material is sturdier due to a 
thicker twill, thereby providing 
more structure.  This blue suiting 
in particular is also light enough to 
be easy to tie.

Other materials

Colors and prints are chosen not 
just with consideration for aesthet-
ics and trends, but also how they 
will fit in with your wardrobe.   

Some of our contrast pieces are up-
cycled.  These are specifically chose 
because they’re in our designer’s line 
of vison.  The Dianna is made from 
a silk dress.  From the 80's.  We like 
to think that dress is in a better place 
now.

See the various product descriptions 
for more information about the ma-
terials used.
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DUDE CLOTHES
Where are the clothes for dudes?

There are two types of clothes 
for men.  There’s the upscale 

and expensive (Macklamore is right, 
$50 for a T-shirt is getting swindled 
and pimped by a business) and 
then there’s cost efficient but bor-
ing.  Look at it this way, if the extent 
of a clothing brand’s creativity is to 
make a shirt in a different color or 
do stripes in a different color, how 
creative can they really be?  Person-
ally, looking at my closet, how many 
more striped button up shirt can 
even exist?  

    With that said, what’s up with all 
the startup clothing companies that 
began because someone was con-
vinced that because friends tell them 
they dress well that they should start 
their own fashion line.  Then there 
are the fashion designers who start a 
line and are very artistic but aren’t in 
touch with reality and the fact that 
maybe, possibly, people may wear 
these clothes out in public.  And no, 
not everyone is a rock star, no mat-
ter how many people on twitter or 
instagram tell them that they are.

  Then, there’s the screen printed T-
shirt.  It’s fun and all, but as a grown-
ass man, as a person who is a “busi-
ness professional” for a non-tech 
company, the opportunity to wear a 
screen printed t-shirt is few and far 
between.  It even becomes fewer and 

further in-between when you want 
to have a competitive career because 
meeting your potential future boss 
in a shirt that says: “If can, can, if no 
can, bottles” is possibly going to ne-
gate any chance you have at that ac-
counting firm, no matter how witty 
that shirt is.  

  Where is the in-between?  Where 
are the clothes that don’t take them-
selves so seriously, yet inject subtle 
personality?  Heck, where’s the 
brand that doesn’t take itself so se-
riously?  It’s clothes, not brain sur-
gery.  It’s great and all that there are 
clothes made in L.A.’ garment dis-
trict by non-sweat shop employees, 
but how about clothes made by ra-
dio-active mustache bearing elves?   
I mean yes, a company can, and 
should tell you the real way their 
product is made, but wouldn’t you 
also like to read the version where 
elves only work at night, after they 
drink Kopi Luwak aka coffee that 
comes from beans extracted from 

cat poop?  BTW, the cat poop coffee 
thing is real, sometimes in life, shit 
is too funny to make up.

  In a world where dudes are want-
ing to interjecting personality into 
clothes, let’s add some personality.  
The key word is personality because 
salmon is a color and/or a fish, not 
a personality trait.  Let’s also make 
those clothes work appropriate.  
That is until that dude start “flying” 
around the conference room be-
cause his inner jacket lining is scar-
let red, and he has Superman logo on 
his tie, but only visible when his suit 
is unbuttoned.  Flashing your inner 
jacket lining to your colleagues is 
also borderline inappropriate, even 
if it is game day and your jacket lin-
ing is a replica of your favorite play-
ers jersey.  Because no, you do not 
have to protect this house.
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Your Dapper Founding Team  

Brent Nakano, Brand Strategist
-United States Bartender Guild Hawaii Chapter Marketing and PR Liaison

- Finance Sales Assistant at Large Broker/Dealer*
- Depauw University Greencastle, IN

- Punahou School
-Resides in Honolulu, Hawaii

Katherine Chinn, Designer
- Freelance Patternmaker 

- Former Assistant Production Patternmaker at BCBGMAXAZRIA
- Fashion Institute of Design and Merchandising in in Los Angeles, CA

- Bryn Mawr College Bryn Mawr, PA
- Resides in Los Angeles, California

John DeCosta, CFA, Business Director
- Associate at Franco-Belgian Financial Institution Bank (Asset Management)*

- University of Pennsylvania, Wharton School of Business Philadelphia, PA
- Punahou School

-Resides in New York, New York

* Company names are not included due to company regulations and policies
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FOOD AND BEVERAGE 
INSPIRATION: 

 
THE HONOLULU 

COCKTAIL SCENE

  Craft cocktails are en vogue.  
Speakeasies and cocktail bars 
have become increasingly sought 
out.  The “Bar Fresh” concept has 
taken hold and the classic cocktail 
movement has provided an elegant 
historical contrast.  The United 
States Bartenders Guild (USBG), a 
professional non-profit organization 
with chapters in 41 cities, is helping 
to foster this growth, especially in 
our very own Honolulu.  Part of 
the USBG program is development 
through competition, and  through 
this, Hawaii bartenders have made 
their mark on the national stage, 
proving that our best can go head-
to-head with anyone else in the 
country.  No longer is Hawaii solely 
known for slinging frou-frou drinks 
brimming with sugar. 

The Scene
  There is a cocktail renaissance 
happening in Hawai’i.  Over the 
past five years, it’s matured to the 
point where a new group of craft 
bartenders is emerging.  This new 
group is starting to compete in 
competitions  and create drinks for 
the establishments they work at.    In 

a national context, the bar scene has 
even surpassed the Hawaii culinary 
scene in regards to being on the 
cutting edge of development.  

THE DRINKS
  Though Hawaii’s liquor selection 
pales in comparison to other locales, 
the Hawaii cocktail scene is turning 
into the foremost leader when it 
comes to warm weather cocktails.  In 
fact, our climate perpetually inspires 
and influences the way cocktails 
are created.  From fresh farmers 
market produce to warm weather 
and light trade winds, the cocktails 
developed in Hawai’i typically have 
a laid-back complexity.  The effect 
of our climate is best exemplified by 
the typical pau hana drink, which is 
light and refreshing, not boozy and 
heavy.  As a bonus, craft cocktails in 
Hawaii are typically cheaper than in 
other comparable markets: they are 
usually found at a price point only 
a dollar or two higher than your 
typical club drink.
  The primary reason for Hawaii’s  
national resurgence in the world 
of cocktails can be attributed to 
a trailblazing group of locally-
based bartenders.  This group 
from American, Asian, European, 
and Hawaiian cultures has shared 
techniques and flavor combinations 
with each other.  They have taken 
on the kuleana, the responsibility, 
of honing their skills via training, 
books, and experimentation, and 
then passing on that knowledge to 
the up-and-coming crop of Hawai’i 
bartenders.  Paralleling the Hawaii 
Regional Cuisine movement, the 
Hawai’i bar scene has been driven 
by a founding organization; in this 
case, it’s the Hawai’i Chapter of 
USBG.  These members, in their 
current places of employment, bring 
a wealth of worldwide experience 
to the table, or, rather, bartop.  

Your Dapper’s 
Launch Event

Minimum Frequency 
Electron Transmission 

Paring Menu

Featured Bartenders

Dave Newman,  
Pint and Jigger

presents Cheesy Pick-up line 

 
Christian Self 

Bevy 
presents deaus ex machina

Featured Chefs
 

Chef Robert McGee 
Link

presents Bluff 
 

Chef Jeremy Shigekane
presents Juke 

 
Chef Jamal Lahiani
presents Wet Teeshirt
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CHEESY PICK UP 
LINE:

“IS THAT RANDY WONG IN 
YOUR POCKET OR ARE YOU 
JUST HAPPY TO SEE ME?”

By Dave Newman and  
Randy Wong

1 1/2 oz Rye Whiskey
1/2 oz Rhum Agricole
3/4 oz Ramazzotti Amaro
1/2 oz Dolin Dry
1/2 oz Punt e Mes
1/2 oz Randy’s Orgeat 
Stir and strain over large cube.  
Luxardo cherry garnish.
From Dave: 

“This fun drink combines some of 
the things Randy loves and some of 
my favorites.  Flavors are rich and 
deep and Randy’s Orgeat with Rhum 
Agricole is always a good match.  
The Amaro shines in this one, while 

still packing a punch from the rye” 
 
 
Follow Dave and Pint and Jigger at:
 
www.facebook.com/PintandJigger 
instagram: pintandjigger

Also check out Randy Wong aka 
the Professah at his blog:

cocktailjournal.waitiki.com

 
DEAUS EX MACHINA
By Christian Self 

1.5 oz Batavia Arrack van Oosten
.5 oz Green Chartruse 
.5 oz Lemongrass Syrup
.5 oz Lime
.5 oz Egg White
bar spoon Absinthe

Lemon Grass Syrup
Boil 1/4 Cup Lemon grass cut into 
1” pieces, 1 cup sugar, 1 cup water 
for 7 minutes

Garnish: Basil

“I wanted to do something similar 
to the concept of Deaus Ex Machina 
where a seemingly unsolvable prob-
lem is solved by the powerful hero or 
heroine who comes in at the end of 
the story and saves the day.”  

Tasting Notes:
This punch recipe is name appro-
priate given the proofage on this bad 
boy.  The Batavia Arrack sits firmly 
in the middle of the cocktail provid-
ing a sweet, smoky, spicey flavor.  
Green Chartreuse’s herbal sweet-
ness provides the main accenting 
the flavor. Absinthe then provides 
a tennor note green anise  note.  In 
harmony the trio provide an intri-
cate base.  Lime, basil, and lemon-
grass are then  woven in-between 
the flavors to add a high acid note 
and a sweet aromatic flavor.  In all 
this provided for a great spring or 
summer sipper.

* Batavia Arrack, from the island of Java, 
is distilled from sugarcane and red rice 
using chinese pot stills and aged in teak 
vats.  (www.alpenz.com/images/poftfolio/
bataviafacts.htm)

Follow Bevy at 
facebook.com/bevybar
instagram: BevyBar

GLASS HOUSE
3    oz Lilikoi Juice
1.5 oz Tequila
0.5 oz Rosemary, Chili Pepper, 
 Cinnamon Simple Syrup

Simple Syrup Ingredients
1 Cup Water
1 Cup Sugar
5 x 5” Sprigs of Rosemary  
(remove stems)
5 Thai Chili Peppers cut in half 
longitudinally
2 Sticks Cinnamon 
 
Bring all ingredients to boil in a pot 
and wait for 7 minutes.  Strain.

This cocktail was inspired by the 
phrase “Don’t throw stones at glass 
houses”. Though Brent has been 
critical about constantly reusing the 
same ingredients as well as using 
ingredients someone has already 
“beaten to death” sometimes when 
it works, it just works.  In this case, 
Brent has used Rosemary in almost 
every drink he has showcased.  Tim 
is known for using a Thai Chili pep-
per simple syrup.  However, neither 
of them has  done a combination of 
the two ingredients until now.  Ac-
cording to Brent: “I think this means 
we’ve played out the two ingredients 
completely”

Tasting Notes:
The the tequila’s floral and red 
fruit qualities are bracketed by the 
yellow-orange citrus flavor of the 
lilikoi and its sweeter bottom note.  
The concentrated rosemary simple 
syrup pushes a refreshing evergreen 
note which pairs nicely with the 
floral tequila notes.  The cinnamon 
provides a woodsy, homey feel to 
the drink.  The chili almost pro-
vides texture, and mouth feel more 
than flavor.
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Wet Teeshirt 
 
By Jamal Lahiani
 
Ingredients
Makes 50 appetizer size portions

Cooking water
7 gallons water (for pasta) 
5 cloves  garlic, peeled
5 Tbs fennel seeds
5 TBS black peppercorns
15 sprigs thyme
15 bay leaves
5 TBS dried tarragon
20 ribs or 40 oz celery, trimmed  and 
divided
3-5 yellow onions about 30 oz peeled 
and cut in half through core
1 1/2  cup kosher salt
2½ teaspoon cayenne pepper

40 ounces fresh market string beans 
cleaned with ends trimmed  
(or comparable market vegetable) 

5 to 6 pounds market fish or opah 
(cut into 1” x 1” cubes)
40 oz/ 2.5 lbs farfalle (bowtie) pasta
5 tablespoon extra-virgin olive oil

Lemon spice mayonnaise:
5 teaspoon ground fennel
5 teaspoon hot Hungarian paprika, or 
Spanish Paprika (Never plain paprika)
10 teaspoons of reserved cooking wa-
ter (from above)
Zest of 5 lemon
5 tablespoon fresh lemon juice
10 cloves garlic (2½ ounce), peeled, 
thinly sliced, rinsed in hot water 
then cold water, drained, and finely 
chopped
2½ cup prepared mayonnaise
2 tablespoons freshly ground black 
pepper
2½ teaspoon kosher salt
3 to 5 small red onion (15 ounces), 
peeled, cored, cut into thin slices, 
rinsed under hot water — then cold — 
and drained
Kosher salt and ground pepper to taste
11/2 cup chopped green onions

Preparation:
Prepare cooking water by wrap-
ping the garlic, fennel seeds, pep-
percorns, thyme, bay leaves and 
tarragon in a piece of cheesecloth. 
Tie together with butcher string and 
place in a large pot with 7  gallons 
water. 
Add the 10 halved ribs of celery, the 
yellow onion, salt and cayenne pep-
per. Bring to a full simmer and cook, 
covered, half an hour. Remove on-
ion and celery from water and dis-
card.

To finish: Bring cooking water to 
a full boil. Add beans and boil 3 
minutes or until tender. Remove 
beans with a skimmer and shock in 
ice water to stop cooking. Drain and 
cut into ½-inch pieces on the bias.

Return water to a boil. Add fish 
and cook 1 to 6 minutes, covered, 
depending on if cut into cubes or 
whole (block). Remove fish to a 
baking dish to cool. Place any accu-
mulated juices back in the water. Let 
simmer, covered, 10 minutes. Strain 
water through a fine-mesh strainer 
and dispose of solids. Return water 
to pot.
Meanwhile, cut fish into 1-inch 
pieces if you cooked it whole. Re-
serve in a bowl, but leave any juice 
that is remaining in the baking dish 
as you will be putting the cooked 
farfalle in the dish to cool with the 
juices.

Bring the water to a boil once again, 
add farfalle and cook according 
to package directions. When fully 
cooked, remove a few tablespoons 
of the cooking water and reserve 
to use when making lemon paprika 
mayonnaise.
Drain the farfalle, but do not rinse, 
and place in the baking dish.

Add oil and toss together with the 
fish juices. Let cool to room tem-
perature.

Lemon spice mayonnaise: Whisk 
together the fennel, paprika and re-
served cooking water in a bowl until 
smooth. Add remaining ingredients 
and whisk together. Reserve cold.

When cool, combine in a large bowl 
the beans, reserved diced celery, on-
ion, and the fish with 1/2 of the total 
lemon spiced mayonnaise.   Then 
combine lemon spiced mayonnaise 
with  Fold together gently and adjust 
the seasoning with salt and pepper. 
Garnish with chopped green onion. 
 
 Inspiration
 
“Let’s be honest, the wet t shirt bow 
tie concept came before the food dish 
that was meant to represent it.  woo 
hoo!  wet t shirt!  I’m all in. 

Translucent, opaque, sheer, quiver-
ing, creamy, spicy.  all these words 
come to mind when considering wet 
t shirts.

I’ve never been granted a more ap-
propriate occasion to make bow tie 
pasta.  and as it turns out, poached 
opah represents those qualities.  so 
does marinated bow tie pasta.  the 
vegetable represent the splashes of 
color and texture to accessorize a 
succulent, satiating, and provocative 
ensemble.”     - Jamal Lahiani
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 BLUFF
by Chef Robert McGee
Grass fed, all beef cocktail weeny 
Bau Bun
Mysterious ghetto red sauce
 
Garnish with: 
Scallion and sesame seed

Find the full sized hot dog version 
of the cocktail weeny and other ar-
tisan sausages from Link Honolulu:
 
Sunday at  
Kailua Farmers Market
 
Thursday at  
Waimea Farmers Market
 
Saturday at  
the Kaka‘ako Farmers Market at 
Ward Village
 
“We are going to do the ultimate 
cocktail weenie.  The only difference 
is that it’s a bluff. We’re making a 
wonderful hot dog that I make at Link 
already, but we’re make it look like it 
was from here in Hawaii when it is 
really something from the Ozarks! 
 
So it’s gonna be done in a steamed 
bow bun with my mom’s old cocktail 
sauce, which is a fantastic, awesome, 
ghetto sauce with ketchup and mus-
tard. It’s really funny because it’s 
more ghetto but looks classy.”

Like Link Honolulu to find out 
what’s new at: 

Facebook 
www.facebook.com/linkhonolulu/

Instagram:
@linkhnl 

 

JUKE
by Chef Jeremy Shigekane
1 lbs Opah Fresh (never frozen)
.5 lbs Tomatoes
.25 lbs Red Radish
1/8 Cup White Soy
1/4 Cup Sherry Vinegar
1/8 Cup Basil 
1/8 Cup Cilantro
1/8 Cup Scallion
1/8 Cup Mint
1/8 Cup Olive Oil

Preparation:
Dice fish into 1” x 1” cubes.  Salt 
opah.  Combine Opah, Tomatoes, 
radish, White Soy, Sherry Vinegar 
and let marinate for one to two 
hours.  While waiting, Add Basil, 
Cilantro and Scallions into a food 
processor with oil (similar to pesto).  
Mix all ingredients together.

Nori Chips
20 Sheets of Nori
1/2 Cup Water
1/8 Cup Rice Flour
Salt 
Oil for Frying

Make a paste using the water and 
rice flour.  Season the paste with 
salt. Quickly dip the nori from one 
side to the other, let excess drip for 
a second. Fry at 350 degrees til crisp 
or it stops bubbling.

“This bow tie is more my personally:  
Simple and sophisticated but with-
out excessive flair.  This is the kind 
of food I do was well.  For this we 
will be doing nachos, but instead of 
using wonton chips or tortilla chips, 
we use nori chips that are fried until 
crispy.  Then we use marinated to-
matoes which is a little bit more of a 
French style and the raw fish which 
is Hawaii.”

Photo Credit:  
Tracy Chan

Photo from  
instagram.com/p/u7VjAarBC9/

For these recipes and 
others plus 

commentary on each 
item and more 
pictures,  Visit:

yourdapper.com/blog 
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Interview with  
Katherine Chinn,

Designer 
 

Origins in Fashion
 
How did you develop an interest in 
fashion?

I went to fashion school.  That 
sounds terribly tautlogical, but it’s 
true.  When I was younger, I was 
distinctly not interested in fashion.  
I was all academic and fashion was 
beneath me.  I didn’t realize it at 
the time, but I had my own sense 
of style which was independent of 
the fashion of the day.  It took me a 
long time to realize that.  Even now, 
I’m not very into fashion in so far as 
what’s trendy.  Now I see fashion as 
a visual representation of segments 
of our culture and that’s fascinating.  
And fashion as an art is interesting 
when it’s new.

What does fashion mean to you?

I know the academic definition 
of fashion.  And I don’t think of 
it that differently than the psy-
chological illness folie a deux 
(http://en.wikipedia.org/wiki/
Folie_%C3%A0_deux).  But I think 
it’s important to distinguish fashion 
from style.  Style is more meaning-
ful, to me and should be for anyone 
else.  Style is a visual manifestation 
of oneself, of how we want others 
to perceive us.  We’ve been taught 
that we shouldn’t judge a book by it’s 
cover, but a cover’s job is to indicate 
what we should expect on the inside.  
So I think of style as a good cover.  If 
we’ve done a good job with our per-
sonal style, we tell people who see us 
about who we are - we sell the best 
side of ourselves

How would you describe your own 
personal style?

In one word: Quirky.  I feel like I 
dress like me.  So quirky is definite-
ly the right description.  It’s a little 
dapper, with bowties and jackets.  
It’s a little cutesy, with bright colors 
and lots of bows and ruffles.  It’s a 
little tomboyish, with oversized but-
ton up shirts and shorts.  It’s a little 
girly, with full skirts and heels.  It’s a 
little punk, with leather jackets and 
combat boots.  You can get it, right?  
It really varies by the day.  But it’s al-
ways something with a little some-
thing else.  Usually it’s cute with a 
little edgy.

Why did you start making clothing?

I started making clothing because I 
knew how?  My parents were won-
derfully conscious of what life skills 
I might need exposed me to all sorts 
of things as a child.  I took sewing 
lessons in elementary school.  My 
mom signed me up because she 
thought I should know how to sew 
and because I had expressed some 
interest in using her machine.  I went 
because my friend from kindergar-
ten was there too.  Sewing was lots 
of fun and I did it voluntarily, even 
after I stopped taking lessons.  Years 
later I got into cosplay and actually 
cared about making garments and 
whether or not the garments looked 
nice.  That’s when I learned a lot of 
the finer points of making clothing 
and decided it was something I re-
ally liked.

What was the first thing you de-
signed?

That was my Lolita!the Penguin 
Halloween costume.  My roommate 
that year was totally into Batman, 
but less so into dressing up.  Our 

other roommate and I were into 
dressing up and sewing.  So we both 
made Batman universe costumes.  
She was Pimp!the Riddler.  And I 
did the Penguin as a cute, sweet little 
girl.  I had an umbrella and every-
thing.
 
Why did you want to become a fash-
ion designer?

I didn’t know I wanted to be a fash-
ion designer until I was halfway 
through fashion school.  I’d gone 
because I’d decided I needed a tech-
nical education and that clothing 
was something I needed to know 
about.  Then I got to the point in my 
program where we started design-
ing collections of clothing inspired 
by things.  And I realized that I had 
things to say, interesting things, and 
that other people found them in-
teresting too.  I realized that there 
was so much more to fashion than 
trends.  There was the way you con-
struct a garment and the cohesive 
way you put a collection together.  
And I really enjoyed that.
 
What’s your favorite part of being a 
designer?

I think my favorite part is when 
people tell me I’m crazy, but I know 
that it’ll work.  It’s not about proving 
them wrong as much as it is that I 
can do something they don’t think I 
can do.  It’s also about doing some-
thing no one else even thinks about 
doing.  It’s about having a neat idea 
and not just telling them about it, 
but showing them in an aesthetical-
ly pleasing way.  I remember doing 
a homework assignment in fashion 
school.  We were supposed to make 
a small collection of shirts inspired 
by whatever we wanted.  Everyone 
else was doing something inspired 
by Disney princesses or Italian food 
or Spring.  I wanted to do a group 
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of shirts inspired by the game Morn-
ington Cressent.  That totally didn’t 
work out, but I ended up doing 
a group based on the word game 
Ghost.  Just hearing that descrip-
tion, no one had any idea what it 
might look like, whether you know 
how the game is played or not.  But 
it was great.
 
 What’s it like working for yourself?

I love it.  I don’t think I could do 
anything but work for myself.  Not 
because it means I know what I want 
to do and how I want to do it, but 
because I’ve always struck out on my 
own.  After fourth grade, I decided 
that I wanted to be home-schooled 
instead of going back to my elemen-
tary school for fifth grade.  It meant 
so much more responsibility on 
my part, but it was what I wanted 
to do.  Looking back as an insight-
ful adult, I can see that traditional 
school wasn’t worth it to me; I wasn’t 
learning enough and I wasn’t getting 
anything else out of it.  So, striking 
out on my own and finding my own 
path is really the only thing I know 
how to do.
  

Design Inspiration
 
Where does your “artistic” influence 
come from?

Just like every other designer, it 
comes from everything I’ve been 
exposed to.  I grew up in Los An-
geles, and already that’s so much to 
work with.  Most importantly, I saw 
cultural fusion all over the place.  I 
constantly saw immigrants coming 
from one culture and making some-
thing new in the American environ-
ment.  I knew what it was like to be 
second generation (or third or what-
ever) and knowing both American 
culture and where my family came 
from.  The collective of this experi-

ence is that I saw adaptation and ag-
gregation was a natural thing.  One 
of my favorite things is re-contextu-
alization -- the core of something in 
the light of something else.  This is 
what I love to do in design and the 
more unexpected the re-contextual-
ization the better.
  People are always surprised to find 
that I studied computer science.  
People were surprised even when I 
was in school.  They think of com-
puter programmers as geeky and 
unfashionable, in tee shirts and ill-
fitting jeans.  But it’s my background 
in computer science and linguistics, 
I think, that makes me interesting 
as a designer.  I know I would be 
designing very different things if I 
hadn’t gone and studied something 
academic first.  And I think people 
would be very surprised that I do 
my fashion designing very similarly 
to my program designing, as I see 
them as fairly similar processes.  

How is this inspiration implemented 
into your design process?

My process starts with a whole lot 
of thought and very little sketching.  
Unlike a lot of other designers, I’m 
not visually inspired.  Most of my 
design is structurally or conceptu-
ally inspired.  As artsy-fartsy as that 
sounds, it seems to be the case.  
 
How does the implementation of 
your Comp-Sci background work in 
design?

Before I do anything else, I look at 
the user/customer, their require-
ments and what makes the situation 
unique.  I then identify what makes 
it different from everything else.  I 
look at it’s underlying structure 
and it’s places in culture or history.  
And then I think about how these 
aspects are similar to clothing con-
struction or how clothing has been 

used in sub-cultures or historically.    
Designing clothing is more like de-
signing a computer program than 
anything else - it’s in the abstraction.  
Programming is inherently abstract; 
you take how something functions 
in the real world and model it in 
code.  This micro-verse has laws and 
an agenda.  I take real world inspira-
tion and models it in structural ele-
ments of clothing.  This mircro-verse 
too has laws of how elements in the 
inspiration manifest as construction 
and the agenda of my opinion on the 
inspirational subject.  

Do you consider yourself an artist?

No.  Definitely not.  It may be that 
the faintest trace of a grammar ma-
ven in me (thought I was thoroughly 
brought up as a descriptivist lin-
guist), but I consider myself more 
of an artisan than an artist.  To me, 
an artist is someone who expresses 
themselves and makes something 
beautiful in the process.  An artisan 
is someone who uses all their tech-
nical skill to make something beau-
tiful and useful.  Once upon a time 
I wrote about all the reasons I was 
an artisan and not an artist.  I spoke 
about my root in Craft (yes, with 
a capital letter; look it up if you’re 
not familiar with the Arts and Craft 
movement) and construction.  That 
was before I had found my editorial 
voice using clothing as a medium 
but I think the sentiment is still 
true.  I value good construction over 
expression and want everything I 
make to have a practical use.  I like 
to think that now the things I make 
have a use in others wearing them as 
an expression of their selves, instead 
of being beautiful things around the 
home.  And that I’m expressing a 
sentiment more than I’m expressing 
myself.  

(Continued on Next page)
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Are there any designers that you par-
ticularly like?
I admire Viveinne Westwood and 
Anna Sui not just because I love 
what they create and send down the 
runway; there are so many design-
ers I appreciate like that.  But, I love 
how Westwood just doesn’t give a 
fuck about what other people think.  
You can see it in how she presents 
herself.  And Sui just has a sense of 
fun.  I feel happy when I look at her 
collections.  

Design Process 
 
How do you select materials?

I select materials based on the occa-
sion or context.  I come from a cos-
tuming background, and I’m used to 
trying to replicate a look with what-
ever I can find.  And if I can’t find 
the perfect fabric, I do something to 
it to make it work.  Of course, there 
are some fabrics I like better than 
others.  I love suiting and shirting 
fabrics.  But they don’t always come 
in a print that I love.  So I use dye 
or interfacing or starch until it’s the 
right consistency or look that I want 
to work with.
 
What do you believe makes a quality 
piece of clothing?

To simply put it: Good materials.  
Conscientious design.  Good hand-
work.  The details mean something 
different to everyone, but the con-
cept should be fairly universal.
 

About Your Dapper Clothes
 
What do you think the style of your 
line exemplifies?

I like to think that the nuance of 
Your Dapper resonates with the 
complexity of the people who wear 
it.  In school, my teachers called me 

a thoughtful and interesting design-
er.  I don’t design pieces that catch 
your eye because they’re beautiful 
or sophisticated or trendy.  I design 
pieces that are interesting because 
your brain is tickled by a compari-
son you didn’t think about before.  
Your Dapper is only doing bow-
ties right now so you haven’t really 
seen it yet, but we’re hoping to show 
more of this soon.  But even in our 
bowties, I design for someone who 
is smart.

How does your line reflect your per-
sonal style?

They are both complex.  And they 
are both something that no one else 
does.  I know every designer is doing 
something different and new.  But 
categorically, I haven’t seen anyone 
else do what Your Dapper is doing.  
That’s perhaps how Your Dapper is 
most reflective of my style.  I don’t 
buy a lot of commercially produced 
clothing.  I make a lot of my own 
clothing.  I do it not just because I 
can, but because I have a really hard 
time finding what I want.  Every-
thing I find at a store is not the right 
color or not the right fit or too this 
or that.  
 
How do you want people to feel when 
wearing your pieces?

I want people to feel like themselves.  
They don’t have to feel empowered 
or beautiful or suave or anything.  
I just want anyone who wears my 
pieces to feel like they’ve found 
something that suits them and their 
wardrobe, that they’ve found some-
thing that expresses them and how 
they’re feeling that day.  I really 
hope they feel like they’ve found a 
designer that gets some part of their 
personality, and that that’s a part of 
themselves that they want to share 
with other people

 Why are you called her Royal Dap-
perness?

‘Her Royal Dapperness’ is more 
of a job title than anything else.  I 
would be a creative director in any 
other company.  But Your Dapper 
is a cheeky, snarky little kingdom 
and there are no creative directors.  
I’m HRD because I am dapper and 
hold the values of dapper dear as I 
design.  I’m HRD because the rest 
of the board indulges me and takes 
my creative direction with admira-
tion.  I’m HRD because my aesthetic 
and attitude have given Your Dap-
per its voice, it’s figurehead, while 
the Dappervangelist and the Sugar 
Dapper had done most of the hard 
work without you even noticing.  So, 
I can’t really be anything other than 
Her Royal Dapperness.  
 
What are your plans for the future?

I can’t wait until Your Dapper is 
making more than bowties.  For a 
long time I wasn’t into fashion and 
just cared about construction tech-
nique.  But I’ve found my ‘voice’, if 
you will.  I’ve found a way to express 
my thoughts through clothing and 
now I’m eager to share with other 
people.  I’d love to be doing a full 
menswear line.
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Press Releases
 

Contact:
Brent Nakano

brent@yourdapper.com
yourdapper.com

Phone: 808-542-3578

About Your Dapper

Your Dapper, makes really awesome, handcrafted bow ties designed for those who spend more 
time “working”, or with work related activities than they do “lounging around” and want to set 
themselves apart from the crowd by being different, in a good way.  The company, via social media 
and blog posts, takes a snarky approach to clothing and integrates bow ties into a lifestyle that fea-
tures segments on craft food and beverage.  Each bow tie is designed in Los Angeles by Designer 
Katherine Chinn with sales and business support from Honolulu and New York.  Bow ties are 

regularly priced at $70 and can be found at www.yourdapper.com.

To join the Your Dapper community, sign up on the home page of yourdapper.com for at the most, 
a weekly update.  Or you can check them out on facebook at facebook.com/yourdapper or on in-

stagram and twitter: @YourDapper.  

For media inquiries visit: www.yourdapper.com/press
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FOR IMMEDIATE RELEASE

New Menswear Dudeswear Company, Your Dapper LLC,
Debuts E-commerce and Inaugural Bow Tie Line

August 1, 2014 -- Honolulu, HI

Your Dapper LLC, a new apparel company for the dapper dude, launched Yourdapper.com, featur-
ing its inaugural line of badass, made in America, color-blocked bow ties.

The website, like the brand, is smart, snarky, and doesn’t take itself too seriously.  “We sell bow ties, 
not your IRA”, said Managing Partner Brent Nakano of Honolulu. “We want to help customers inject 
personality into their wardrobe and help them tell their story.”

The inaugural line is meticulously hand crafted from supple fabrics and uses a proprietary pattern 
that was designed for symmetry.  Though more difficult to cut and sew, Your Dapper bow ties feel 
like a necktie in the shape of a bow, as opposed to a silk hair tie worn around the neck.  This creates 
a subtly loud, geometrically-layered look.  According to designer Katherine Chinn, “Menswear is 
about the combination of elements.  Your bow tie doesn’t have to be the focal point.”  As an added 
bonus, the patterns can be reversed allowing the bow tie to be worn in two different ways: more and 
less eye-catching.
 
For those who don’t know how to tie a bow tie, the website features a video tutorial with tying in-
structions.  For those who don’t know what to wear with their bow tie, Your Dapper has provided 
suggestions.  According to Mr. Nakano: “We want to make bow ties accessible, because we find that 
most guys don’t know what to wear with one.  So, Katherine provided basic shirt and pants pairings 
for each product page. Hopefully, this makes things as simple as pairing scotch with rocks. And, to 
simplify the tying process even further, each bow tie comes perfectly tied, ready for you to wear with 
the same hook you find on regular pre-tied ties.  However, Your Dapper bow ties are un-tieable, so 
you can let them hang around your neck, and re-tieable, so you can tie your own perfect knot.  This 
makes them great for both the bow tie challenged and the lazy.”

To join the Your Dapper community, sign up on the home page of yourdapper.com for at the most, 
a weekly update.  Or you can check them out on facebook at facebook.com/yourdapper or on insta-
gram and twitter: @YourDapper.  

###
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FOR IMMEDIATE RELEASE
 
New Menswear Dudeswear Company-- Your Dapper LLC--
Explains Inaugural Bow Tie Line: Solo Album
 
August 1, 2014-- Honolulu, HI

With it’s inaugural line (dubbed “Solo Album), Dudeswear Company Your Dapper introduces itself 
as fun, quirky, and practical.  The “Solo Album” collection mixes suitings (core fabrics, like the core 
of your wardrobe) with prints and textures that coordinate and contrast.  

“It started when I wanted to make a bow tie with two fabrics, but only had a little bit of one of the 
fabrics.  And I didn’t want to make a bow tie that had one fabric on one side and the other fabric on 
the back anyway.” explains designer Katherine Chinn.  She continues, “I wanted a bow tie that was 
more about the combination of fabrics.”  

There’s a trio of bow ties for formal events, all with black silk satin.  The Michael features white and 
red floral print on black satin.  The Nicole, which is the Michael’s neutral toned cousin for those 
with fair complexions, features black and tan floral print on black satin.  The Dianna combines blue 
silk on black satin.

The Justin and the Stevie are made with navy blue suiting and should be as much of a staple of your 
wardrobe as your blue suit is.  The Justin features blue flannel on navy blue suiting, while the Stevie 
packs a blue, green, and brown organic print on blue suiting.

And for those who prefer gray, “Solo Album” also offers the Paul and the Gwen.  The Paul, features 
a herringbone on fine-wale gray corduroy.  The Gwen contrasts a touch of gray and pink plaid with 
gray plaid flannel.

Each bow tie in the “Solo Album” collection features a print, color, or texture, which stands out 
from the main fabric.  Designer Katherine Chinn has likened this highlight to musical artists who 
have stepped out in front of their bands and gone onto solo careers.  And just as those artists pres-
ent themselves to the world as new individual artists with their solo album, Your Dapper presents 
itself with its own “Solo Album”.

### 
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FOR IMMEDIATE RELEASE
 
New Menswear Dudeswear Company-- Your Dapper LLC--
takes unique approach to men’s fashion
 
August 1, 2014-- Honolulu, Hawaii
 
Your Dapper, a men’s fashion accessory company, takes a unique approach to men’s fashion.  In-
stead of peddling bow ties to customers, they create a lifestyle based on the understanding of crafts-
manship and artisan quality, but present it in an entertaining way which appeals to their target 
demographic:  Dudes.
 
According to managing partner, Brent Nakano, “We let Your Dapper bow ties’ fun and aesthetic 
appeal speak for themselves.  This comes from our assumption that most of the people buying our 
bow ties can see, therefore we don’t need to explain what they look like.  However, to give a better 
understanding of how to use our product, we create a contextual framework by building a lifestyle 
around them. Ultimately, we’re a solutions based company.  We answer the question: ‘What do I 
wear?’ ”  
 
The contextual reference Mr. Nakano mentions is the usage of craft food and beverage posts on 
social media and via Your Dapper’s blog.   What sets this group apart from other menswear com-
panies taking a similar approach is that these posts, on their own, are worth the read.  Mr. Nakano 
who is overseeing this segment of the Your Dapper marketing program is known in Hawaii circles 
as an accomplished competitive mixologist and cocktail writer.  To further increase the knowledge 
behind each post is a growing team of brand ambassadors who are equally, if not more accom-
plished, in their respective fields.  They are Chef Jamal Lahiani, formerly of Honolulu hotspot Bevy, 
and mixologist/bartender Tim Rita Jr., currently of the Cosmopolitan in Las Vegas and formerly a 
mixologist at Monkeypod Ko Olina and the Halekulani’s Lewer’s Lounge.  Each will be providing 
exclusive insight into their latest menus as well as pointers for the home user.

 
Through this, the brand makes consumer interaction about intelligence and personality, not just 
selfies and good looks.  The website and blog engage consumers with smart and snarky commen-
tary.  The brand ambassadors write for sophisticated palates (both cultivated and growing).  Social 
media is used not just as a brand dissemination stream, but as a visual forum for consumers to 
interact with the brand and other consumers.  The brand provides quality online content, both tex-
tual and visual, for consumers who are interested, who are interesting, and who want to talk back 
more than tagging a selfie.  Ultimately, this creates open and frequent communication between the 
consumer and the brand, which leads to consumer-centric design--Your Dapper’s primary aim.

To find out more about the approach to the brand, visit: www.yourdapper.com/about-things-we-
like/

 
###
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FOR IMMEDIATE RELEASE
 
New Menswear Dudeswear Company-- Your Dapper LLC--
Takes a unique approach to bow ties
 
August 1, 2014 -- Honolulu, Hawaii

A new menswear dudeswear company, Your Dapper, is taking a unique approach to bow ties.  Ac-
cording to managing partner Brent Nakano: “Your Dapper doesn’t do basics.  It doesn’t do vintage, 
it doesn’t do cheesy, and it doesn’t do cheap. We know that other companies are already making 
those bow ties.”  

Your Dapper Designer Katherine Chinn approaches bow ties not as a stylist, but rather as a pattern-
maker.  This stems from formal education in fashion and patternmaking at the Fashion Institute 
of Design and Merchandising in Los Angeles, and years of experience and experimentation as a 
costumer.  She leverages this knowledge of specialty materials and construction techniques when 
she designs bow ties and other menswear accessories.

Katherine explains further, “I don’t start designing with how a bow tie should look, but rather how 
it’s made and what it’s made of.  For example, Your Dapper’s first bow tie collection, dubbed ‘Solo 
Album’, started when I wanted to make a bow tie out of two fabrics under the circumstance of hav-
ing a limited quantity of one of the fabrics.  The solution I found was appliquéd color blocking.” 

Katherine’s attention to patternmaking and construction carry over to materials choices.  Your 
Dapper’s “Solo Album” bow ties have a supple weight, closer to a vintage tie than a skinny tie.  This 
comes from the usage of interfacing which is the same technique often found in neck ties.  Though 
the process requires additional materials and makes manufacturing more difficult, Your Dapper 
believes that cheaper and easier doesn’t always mean better.  

Similarly, each bow tie is made with a proprietary pattern that is more symmetrical than most other 
bow ties on the market.  Though it requires a more time intensive cutting process, the company 
does this with the understanding that part of the science of beauty is symmetry, and that the hu-
man brain can detect when something doesn’t quite line up.   In the production of each Your Dap-
per bow tie, unique construction techniques also includes hand cutting fabric, top-stitching on the 
color-blocked fabrics and hand stitching to close the turning window. 

For more about Your Dapper bow ties, visit www.yourdapper.com/product.

###
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FOR IMMEDIATE RELEASE
 
Menswear Dudeswear Company--Your Dapper--
Launches Summer Collection, “Can you see through it?”

November 1, 2014 -- Honolulu, Hawaii

Your Dapper follows its inaugural line “Solo Album” with a summer-weight collection: “Can you 
see through it?”  Like most things Your Dapper, the concept started conceptually and functionally 
rather than visually.  According to Your Dapper’s designer Katherine Chinn, “I wanted to make bow 
ties that go with slouchy unstructured summer-weight shirts that are typically made of lawn and 
voile.  Ultimately, I thought, that this see-through-ness is what tied everything together.”

The line’s “see-through-ness” is conveyed through bow tie nomenclature and through materials 
choices.  That is, each bow tie is named after something you can see through either physically (such 
as a wet t-shirt) or metaphorically (such as a gambit).  From a design standpoint, only a single ply of 
fabric is used, and the edges are bound with highlighting fabric to keep from fraying and to provide 
a contrast of color. 

Highlights of the line include: “Wet T-shirt” named because: “It’s white, it’s see-through, need we 
say more?”  Then there’s the “Gambit,” named after the iconic Queen’s Gambit.  “We believe in tak-
ing risks to set ourselves up for future success.  So do a lot of our colleagues, thus making this totally 
fitting” said Chinn.  “Similarly, there is the ‘Cheesy Pick-Up Line’ which is a little “too” bright and 
a little “too” obnoxious”. Take the word “too” lightly as the bow tie was named in self-deprecating 
form because it does work.

The line ends up being informal and light, but work-appropriate in today’s laid-back work place.  To 
help the consumer out, Your Dapper has expressly written out pairings for each of its bow ties with 
basic shirt colors.  Though don’t let this ease of pairing fool you.  The seam allowance on these bow 
ties are special.  They are so micro-thin that very few producers are willing to tackle the job.

###
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FOR IMMEDIATE RELEASE

Menswear Dudeswear Company--Your Dapper--
Blends Craft Cocktails, Food, and Fashion at Honolulu Launch

November 1, 2014 -- Honolulu, HI

Many men these days want to dress better--they just don’t know exactly how.  However, they often 
know the type of lifestyle they want to live from the context of food and beverage.  As part of Hawaii 
Fashion Month this November, Your Dapper will explore the relationship between food, beverage, 
and fashion as the the company unveils its latest collection of bow ties at its Honolulu launch event 
at the Aston Waikiki Coconut Club. Guests will enjoy panoramic views of Waikiki Beach and a 
poker-themed presentation of Your Dapper’s new spring/summer bow tie collection alongside food 
and craft cocktail pairings.
 
“This isn’t as simple as getting good chefs and bartenders”, said Brent Nakano, managing partner 
at Your Dapper. “Without instruction you end up with disjointed concepts.  The food is good, the 
clothes are good, but together there is no synergy, and people feel that.  Our goal is to bridge the 
gap between the culinary and fashion sides, to have the discussions about light or heavy flavors and 
textures, level of complexity in spices, and ideal temperature.”

The event will feature trendsetting bartenders and chefs: Jamal Lahiani, Culinary Consultant at 
Your Dapper and Chef of Tropics Taphouse Group; Tim Rita Jr, Beverage Consultant for Your Dap-
per and Mixologist at the Cosmopolitan in Las Vegas; Christian Self, Bevy; Dave Newman Pint and 
Jigger; Robert McGee, Link; Jeremy Shigekane former Chef de Cuisine of Hoku’s and Chai’s Island 
Bistro.  Each has chosen a bow tie from Your Dapper’s spring/summer collection to serve as inspi-
ration for their food or cocktail item.  They will be creating dishes that fit into the concept of poker.  
This means that each cocktail or dish can be recreated at home.  Recipes and and descriptions of 
each pairing will be available at www.yourdapper.com/blog.

###
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WHITE AND RED FLORAL PRINT 
ON BLACK SATIN  

AKA THE MICHAEL
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Here's the bowtie to declare you classy, sophisti-
cated, and a total rebel at first glance.  It's a black 

satin bowtie completely fitting for any, well, black tie 
event.  But the white, red, black, and tan Asian floral 
print makes it impossible for this bowtie to be mistaken 
for anything close to old-school or over-important.  You 
can even declare yourself a rebel on a regular basis (as-
suming fancy dinners aren't your status quo) by wear-
ing this bowtie with casual looks.

Wear it with: a white tuxedo shirt, a tuxedo (and the 
shirt too, please), a black, white, or red shirt, a black 
leather moto jacket, black denim, a black velvet jacket, 
red pants and a sequin glove.  To see how other dudes 
are wearing it, check the #ydthemichael tag.

Don't wear it with: a pastel pink shirt, khakis, any linen 
shirt, madrass plaid.

Materials:

Base: medium weight polyester satin

Contrast: polyester crepe with black, tan, white, and red 
floral print.  Print placement and composition varies.

Finished dimensions: 2 1/2” high by 4” wide.  
Adjustable neck fits 14” to 17” neck

70.00
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BLACK AND TAN FLORAL PRINT 
ON BLACK SATIN  

AKA THE NICOLE
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This bow tie is our ode to sophistication and in-
trigue. It's a black tie at home at any black tie 

event.  It's supple and shiny and crisp.  It's complex 
and understated.  With oaky undertones, like that nice 
glass of wine you'll be drinking tonight.

Wear me with: Tuxedo jackets, white shirts, black or 
grey jeans, khaki suits, tan or nude shoes, black and 
white geometric prints, sepia tone intarsia knits.

Don't wear me with (if your rock it: pics or it didn't 
happen): Blue jeans (even dark wash), anything choco-
late brown, jewel tones and brights, yellow Chucks,  
Toms shoes of any color*. 

*Nothing wrong with Tom's; we love Tom's.  Just not 
with the Nicole.

Materials:

Base: medium weight polyester satin

Contrast: polyester crepe with black, tan, and white 
floral print.  Print placement and composition varies. 

Finished dimensions: 2 1/2” high by 4” wide.  
Adjustable neck fits 14” to 17” neck.

70.00
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BLUE SILK 
ON BLACK SATIN 
AKA THE DIANA
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The Dianna is crisp (like your look) and sharp (like 
your wit).  This bowties has a beautiful bright jew-

el tone blue contrast that will be sure to turn heads as 
it peeks out from behind the bowtie at your neck.  The 
woven curvilinear pattern catches the light with the 
contrast between rich matte and subtle shine.  Make 
sure to go with a pick up line as bold as this bowtie.

Wear it with: a white shirt, a black shirt, a tuxedo, an 
orange paisley shirt, black monkstrap shoes, a TAR-
DIS, your summer tan.  To see how other dudes are 
wearing it, check out the #ydthedianna tag.

Don’t wear it with: yellow sneakers, khakis, light-wash 
skinny jeans, pastels

Materials:

Base: black medium weight silk satin

Contrast: bright blue silk with a woven curvilinear 
knot pattern

Finished dimensions: 2” high x 4 1/2” wide.  
Adjustable neck fits 14” to 17” neck.

70.00
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BLUE FLANNEL 
ON NAVY BLUE SUITING 

AKA THE JUSTIN
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Here’s a classic out of our starter collection. The 
blue with blue plaid will get you through any 

fall season in style. The blue plaid flannel is enough 
to warm up any look, before you’re ready to break out 
the wool and layers, and keeps up on the cozy when 
it’s time for pea coats and knit hats.  This bowtie is also 
perfect for temperate climates, giving you a warm and 
winter-y look even if you only need a cardigan to keep 
off the chill.

Wear it with: the sharp navy blazer already in your 
closet, an orange polo/rugby shirt, jeans, khaki pants, 
a brown corduroy jacket or pants, blue shirts in solid, 
plaid, striped, or window pane.  To see how other 
dudes are wearing it, check out the #ydthejustin tag.

Don’t wear it with: ... let us get back to you?  We’ve 
been hard pressed to find anything The Justin doesn’t 
go with.  Oh!  A tux.  This is not the bowtie for a fancy 
swanky event.  But for work, an evening out with 
friends, parties, dates, fights to the death: this is your 
bowtie.  You can probably even wear it with the blue 
seersucker suit you wear all summer.

Materials:

Base: wool and acrylic suiting

Contrast: cotton flannel

Finished dimensions: 2” high by 4 1/2” wide.  
Adjustable neck fits 14” to 17” neck.

70.00
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BLUE, GREEN, & BROWN ORGANIC PRINT  
ON BLUE SUITING  
AKA THE STEVIE
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Looking for something interesting to shake up the 
rhythm of your blue based wardrobe without wreak-

ing havoc?  This bowtie.  The majority of this tie is navy 
blue suiting and the contrasting print has shades of blue, 
green, brown, and tan, so you probably have most of 
these colors in your wardrobe already.  The curling and 
paisley lines are totally different from your stripes but 
but are still the same scale.  The print on this bowtie will 
even syncopate with paisley and floral prints, with its 
light and heavy lines and large and small blocks of color.

Wear it with: khaki pants, a brown blazer, a sage or for-
est green paisley shirt, brown leather oxfords, the vest 
from your 3-piece navy suit you never wear, jeans, a 
burnt red shirt or pants.  To see how other dudes are 
wearing it, check out the #ydthestevie tag.

Don’t wear it with: anything black or grey, neon yellow 
skinny jeans, a true red shirt, light wash jeans.

Materials:
Base: wool and polyester suiting

Contrast: medium-weight polyester crepe with a 
brown, green, and blue background, off white floral 
print, and brown paisley lines

Finished dimensions: 2 1/2” high by 4” wide.  
Adjustable neck fits 14” to 17” neck.

70.00
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HERRINGBONE PRINT 
ON GREY CORDUROY 

AKA THE PAUL
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This is the bowtie your fall and winter wardrobe 
didn’t even know it was missing.  What pants, shirt, 

or jacket of yours wouldn’t be complemented by this 
grey corduroy bowtie?  It adds textural and visual varia-
tion and visual if not physical warmth to any look.

Wear it with: a grey wool jacket, a white, black, or grey 
shirt, a maroon sweater. a grey and white polkadot shirt, 
corduroy pants, jeans of any wash (okay, maybe not 
acid), a plaid flannel shirt, pastels, jackets with elbow 
patches, layers of any kind, black oxfords, a grey velvet 
jacket.  To see how other dudes are wearing it, check out 
the #ydthepaul tag.

Don’t wear it with: a camel sweater, a grass green polo, 
madrass plaid shorts, a royal blue shirt.

Materials:

Base: fine wale cotton corduroy in 60% cool grey

Contrast: over-sized dark grey herringbone print on 
brushed cotton

Finished dimensions: 2 1/2” high by 4” wide.  
Adjustable neck fits 14” to 17” neck.

70.00
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