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Some journeys change mankind forever. Sally Ride, first American woman in space.
Buzz Aldrin, Apollo 11, first steps on the moon in 1969. Jim Lovell, Apollo 13, commander.

Celebrate their odyssey into space at louisvuittonjourneys.com
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 Editorial

Dear Reader,

Where do your prefer to sleep – in your own bed or a hotel? Are 

you more relaxed at home or in a restaurant? Do you feel better in 

your own garage or at a dealer’s showroom? 

Should you prefer the first of these three, then you probably have 

the same opinion as others. Yet you might, for example, just care to 

add the reservation: “it depends”, because that’s the way it can be. 

It’s a question of which hotel you sleep in, at which restaurant you 

eat and which dealership you drive up to. If you are unlucky, you 

will merely be treated there as a guest. 

But if you strike it lucky, you might just get the feeling of not being 

in a hotel, at a restaurant or in a car showroom. You’ll feel like you 

are at home. In Japan, this special and very old form of hospitality 

has its own name: Omotenashi. It is all about finding your way into 

the soul of the visitor. Its particular charm is in the way that the 

service also pays attention to the tiniest detail in an unobtrusive way. 

In this issue, you can read about people who actually see this type 

of service as their true calling in life. One example is a London hotel 

manager whose clientele is well-known for being one of the most 

demanding types. Yes – rock stars! We present a Swiss dare-devil 

whose service for stressed-out management people actually includes 

constructing igloos. I would also like to take the opportunity of 

introducing you to Mel Gee: a globetrotter and power lady. And 

that’s not just because she gets to have a look at the new Infiniti 

G37 Convertible.

If you would still like to know what Omotenashi is like in practice, 

then may I recommend that you pay a visit to one of our new 

Infiniti Centres. 

Be inspired. Enjoy the magazine! 

Sincerely,
jim wright

Vice President Infiniti Africa, Middle East, India and Europe
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Adeyaka lives!

what does adeyaka mean?

The term adeyaka cannot be translated easily in one word because it means so much more. It stands for luxury, distinction, 
elegance and a special way of life. It is also about vibrancy and powerful colours that represent boundless possibilities to live 
your own life. The people in Japan smile when they say Adeyaka. This word sums up everything that makes Infiniti what it is, 
because Adeyaka also means: take your opportunity. enjoy making your choice.

Would you like more adeyaka? Please be our guest at www.adeyaka.com
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Hamburg, Germany
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keep your cool
 MUST HAVE  Why do you need a vest that 
cools the body? The answer: it’s for the next 
marathon. Indeed, the kit that contributes 
towards victory or defeat is not just your 
shoes alone. There are also minor things that 
can contribute towards drawing that last bit 
of performance from the athlete, and this is 
precisely where the Nike Pre-Cool vest also 
enters the race. Cavities that are first filled with 
water and then frozen cool the athlete’s body, 
which contributes up to 21% more stamina. 
The vest should be donned one hour before the 
event in order to tweak the optimal increase in 
performance from it.
 WHY WE LOVE IT  Nike Lab’s design inspiration 
comes from medical packaging, chain 
mail armour and a 1960s mini skirt. The 
performance function has completely designed 
the product.
www.nike.com

upper class
 MUST HAVE  The new Infiniti M. In its third generation, the top-range saloon will also come to 
Europe, where it will be available with a choice of V6 petrol or diesel engine. The 2011 Infiniti M, 
scheduled to go on sale from summer 2010, was revealed at the 59th Annual Pebble Beach 
Concours d’Elegance, through a unique “video mapping” process – in which a “virtual M” was 
created on a 3D form. It was the world’s first “virtual only” (no physical vehicle) automotive 
application of this cutting-edge technology.  This Infiniti M will make its official public debut  
later this year.  
 WHY WE LOVE IT  The Infiniti M also features sports saloon proportions and bold lines inspired  
by the Infiniti Essence concept car. Its spacious interior promises to be pure Infiniti, highlighted  
by the use of innovative materials, an advanced climate control system, superior audio and an 
enhanced quality feel. Despite improved performance from the new engine line-up, fuel consumption 
will be reduced. In addition, the 2011 M will continue Infiniti’s technology innovation leadership 
with an industry-first Side-Collision Prevention (SCP) system which will enhance the advanced  
and safe nature of the car.
www.infiniti.com

the fix of boldness
 MUST HAVE  A bike without gears? Of course, 
why not? The valiant shall inherit the earth. 
Apart from which, by leaving off such trivia, 
you save weight. – So how do you stop a bike 
like the “Peacemaker”? With brute force and 
muscle power of course. It’s the direct contact 
between pedals and drive train. With its 
white frame and dead straight handlebars, the 
“Peacemaker” looks like a work of art on two 
wheels. 
 WHY WE LOVE IT  Reduced to the max. This 
was what Fixie Inc. had in mind when they 
applied this line of thought for purist extreme 
athletes. A decorative piece that certainly 
deserves be parked in your living rooms as 
decoration after every ride.
www.cycles-for-heroes.com

flowing form 
 MUST HAVE  Usually, one pays little attention 
to a tap. Unless of course you have one of the 
latest taps by British company Triflow installed 
your bathroom. Designed by architectural and 
industrial design star Zaha Hadid, it does not 
just look amazing, but is also impressive in 
its functionality. It is the first three-way tap in 
the world, integrating not only hot and cold 
water, but also having an additional separate 
waterway for drinking water. The fact that 
the actual visual design has been thoroughly 
thought through goes without saying. Says 
Zaha Hadid: “It was our original thought 
to design a tap that has no seams and that 
consists of a single flow – just like the fluid 
movement of flowing water.” 
 WHY WE LOVE IT  It’s as much a piece of art as 
a highly sophisticated appliance. Inspired by 
nature and the fluid movement of water, it has 
technology woven effortlessly into its design.
www.triflowconcepts.com

C
o

u
r

tE
s

y
 o

f 
tr

If
lo

W
 C

o
n

C
E

p
ts

the emperor’s new clothes
 MUST HAVE  What is the first thing that 
springs to mind with Japanese fashion?  
The kimono, of course! But is it suitable  
for street wear outside Japan? Well, perhaps 
a little too unusual, even for self-declared 
individualists. So think about fashion by 
Hiroko Takahashi. What this Japanese lady 
designs is not just unusual but also wearable. 
Her creations combine the design of traditional 
kimonos with western influence. A six-month 
stay in Paris inspired her to found her own 
label Hirocoledge – and it was in the fashion 
capital that her kimonos met with resounding 
success. 
 WHY WE LOVE IT  Japan meets Europe, and  
it has seldom looked so attractive.
www.hirocoledge.com
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an extraordinary format, implemented by an extraordinary team, which in turn is led by a extraordinary 
lady. for the tv series escapeseeker, mel gee henderson travels around the world with her colleagues, 
reporting from the most beautiful places on earth in a completely new light for viewers. what does a 
woman like that drive? clearly – it has to be something out of the ordinary. 

text Patricia Gebhart
foto Deniz Saylan

A thing of beauty

celebs, as well as forged friendships with the most unusual people 

around the world. These friendships do not only benefit the 

television viewers in particular, but also friendships open doors 

which stay firmly shut for most other people. What is behind this 

is shown in her latest project. Escapeseeker is a travel series for 

the American broadcaster PBS that will probably also soon be 

seen in Europe following its first TV screening in October on the 

Californian channel KOCE TV.

royal crab instead of tuna
For a latest sequel, the Escapeseeker crew have just arrived 

in Provence. The production team has put up at the Hotel La 

Villa Gallici, one of the Relais & Chateaux destinations, and 

if you listened to Mel here in Provence, you would think her 

Sometimes, she says, she can hardly believe it herself. After all 

these years, trips and idyllic places, she still can’t believe that 

her experiences are real and she is tempted to pinch herself in the 

arm just to prove it. Mel Gee Henderson grins and then delivers 

a radiant smile which says so much about the love of life and the 

energy with which she approaches a life which seems to consist 

only of adventures. 

But don’t underestimate the smile, because she very much does 

things her way. Mel has brought up six children, has visited 38 

countries, she has reported as a journalist for the press and for 

TV from all over the world, she has seen the Himalayas, climbed 

Kilimanjaro, crossed the jungles of Central America, stood with 

prize-winning chefs in their kitchens and on the red carpet with 

Unconventional, headstrong and even 
rebellious: Mel Gee “Escapeseeker” 
(right) and producer Christina at work.
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arm would be black and blue from all that pinching. So many 

“Thank You God Moments” to look forward to here – as she 

calls those experiences that you never forget as long as you live. 

The hotel alone is just incredible. Surrounded by three hectares 

of gardens and just five minutes from the town centre, guests 

here can enjoy a wonderful view over Aix en Provence, together 

with the outstanding service that a really exclusive establishment 

with just eleven rooms and eight apartments can offer. The Villa 

Gallici is well-known for its excellent cuisine. The Salade Niçoise, 

for example, is served with Royal Crab, rather than with tuna. 

Watching Escapeseeker, viewers will get an idea of what goes on in 

the kitchen. The TV team accompanied the head chef to the typical 

Provence market to source various fresh produce from land and 

sea. Preparation then takes place on the terrace with a view of the 

private pool and in the shadow of the trees. “No cookery lesson 

can be as enchanting”, enthuses Mel Gee Henderson. Escapeseeker 

also takes its viewers for a hot air balloon over Provence and on 

the road, because as Mel Gee Henderson says there is nothing 

like a country drive in France. “The way of getting closer to the 

inhabitants of a country.” 

She learned much herself about France and the French when she 

explored the country by car. “One example was learning that 

they appreciated a real performance car.” She smiles and adds: 

“My producer Christina and I took a while to understand that 

the appreciative stares were not because of us, but for the car.” 

It was the Infiniti G37 Convertible, the perfect car with which to 

discover the most beautiful corners of the world and to enjoy the 

fantastic views, She was impressed with the power of the car. “The 

convertible drives so powerfully and elegantly.” Probably thanks 

to its being driven by the highest-performance 3.7-litre V6 engine, 

TV production according to the  
“no-moaning rule”. Mel Gee’s new 

shooting team share her  
insatiable hunger for travel.
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rather a lot about the appeal of Escapeseeker: Other typical tourist 

magnets can be shown elsewhere, because Escapeseeker prefers to 

give insight to what has not yet been seen.

Unconventional, headstrong and even rebellious. According to 

Mel, that is not just the way to make good television but it’s also 

the way to live. One of her favourite quotations is this: “The 

key to success is to take the risk of unconventional thinking. 

Convention is the enemy of progress.” She claims that she “does 

not stick with the status quo – what for? It’s amazing what 

happens if you risk something and are driven by passion. Take 

the convertible for instance. I am convinced that such impressive 

vehicles as this can only be developed with that attitude.” It’s 

about enjoying a really impressive life; just as you would want 

it, as indeed has Mel, turning her wanderlust into a career. 

Escapeseeker, as such, is Mel’s nickname and one that she has had 

since writing for Escape Magazine. 

inspiration at an early age
The fact that she wanted to do precisely that and sell people 

stories is something that she realised as a child and she has 

followed this objective with great resoluteness. Born in the 

Philippines, she came to the USA at an early age with her parents; 

her father being an American soldier. “My parents taught me how 

important it was to perform”, says Henderson. She received a 

scholarship from her college, and with the same amount of vigour 

she worked towards her dream job still being aware at the back 

of her mine of when she first saw the journalist Walter Cronkite 

on TV. “It was a history series in which he took the viewers back 

in time to great historical events, and then he would say with this 

delivering 320 PS, which communicates the wave-like and organic 

feeling of acceleration that is so typical for Infiniti. Apart from that, 

she describes the car as “an amazing and graceful beauty”. In the case 

of the beauty, the designers certainly didn’t make any compromises, 

as the car looks just as good with the roof down or up. 

san francisco will have to wait 
She loves this car, says Mel – which why she wants make it into the 

central figure of the shoot. Together with Dominic Ladet, Manager 

of the Villa Gallici, and her colleagues Christina Tucker and Jason 

Wise she drives from the hotel to Paul Cezanne’s house. “The 

pedestrians even stood still, all of them wanting to know what 

sort of a car this is!” And the passengers? They are almost fighting 

over who will be allowed to drive it. “The power in this car is 

unbelievable.” Mel takes it for a spin on the Grand Prix circuit 

in Monaco – and is impressed after her drive: “The adrenaline in 

your blood, the power of the wind in your face, your hair swirling 

this way and that, and absolutely nothing that diminishes the view 

of this unbelievable blue sky and the majestic cliffs looking down 

on an azure blue sea – wonderful.” She would very happily take 

the car for a drive on the German autobahns, “And along the 

Amalfi coast. And through the mountains of Tuscany. And from 

the Californian Riviera to the Golden Gate Bridge.” 

San Francisco will have to wait, but Tuscany is not far away: 

The next stop for Mel and her team is Florence. They intend to 

spend the day here with members of one of the oldest aristocratic 

families in the city, the family of Marchesi de Frescobaldi. Mel 

has met the family before, and so the Frescobaldis have invited 

the team to visit their city palace and a country estate, which says 

Driving fun to the power of four:  
Unforgettable driving experiences  

are for sharing – the Infiniti G37 
Convertible has room for four. 

An eye for something special:  
What is luxury? For example the 

sound of the Bose® Premium Sound 
System with personal headrest 

loudspeakers, which adjusts the 
sound dynamically to various 

acoustic environments with the 
roof up or down. The system also 

permanently monitors background 
noise from the car itself, thus 

ensuring a consistently fascinating 
listening experience.

Nothing but the best: 
there are a total of 48 various combinations for  
interior and exterior. You can choose various combinations  
of leather, genuine wood, aluminium in various colours,  
as well as finishes and combinations. It is simply a question  
of your personal preference. An additional highlight:  
ease of use with a navigation system based on the full-
content of the Red and Green Michelin Guides, a touch 
screen and 3D display 
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voice: ‘And you were there!’ I knew then that was I job that I 

would like to do”. 

“And I was there!” is precisely the feeling that Escapeseeker 

wants to communicate to its viewers. The concept was born 

more than at year ago, and has since been filmed all over the 

world and a many places that Mel Gee Henderson knows from 

her countless travels. Those that stayed at home can already 

follow these adventures now at www.escapeseeker.blogspot.com. 

The concept of the show is cleverly thought-out, as everybody 

profits. The hotels, restaurants and luxury resorts which are 

featured attract the target group of high-end customers who travel 

regularly, and who want to experience new adventures or perhaps 

wish to rediscover their favourite destinations. The viewer, on 

the other hand, gets not just an insight into the most beautiful 

destinations in the world, but also the feeling that he or she could 

also do what Mel experiences in the episodes. And Mel? She sees 

Escapeseeker as her very own motivational programme. “I want 

to inspire people to discover the world and to open themselves up 

to everything the world has to offer.”

nothing for the timid
Finding a team which shared her passion for being on the road 

was not easy, the boss recalls. “Being part of this team is not 

for the faint-hearted. It is tiring, creatively as well as physically. 

I have a no-moaning rule when I am away – I did that with 

my children, too, but it didn’t work so well with the first crew. 

So I looked for a new team, because nothing is more likely to 

ruin a trip than someone who is constantly whinging.” She now 

works with a “fantastic team”, who share her love of travelling, 

which is limitless: “I love the adventure, and I love getting to 

The power pack: 320 PS, the most powerful  
6- cylinder in its class with infinitely variable  

VVEL (Variable Valve Event and Lift technology),  
a choice between seven gear automatic operation  
with rocker switches or six-gear manual operation.  

A genuine athlete.
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know new people. I also love discovering that we all want the 

same thing, regardless of what language we speak, what country 

we come from, whether we are rich or poor, and that is to be 

happy. We all hope that our lives count and that they make a 

difference, however small it might be in this enormous world.” 

“And anyway”, she says, laughing that warm laugh once more, 

“travelling keeps life interesting. Everybody deserves to experience 

beautiful moments, to see wonderful things.” She is with John 

Keats on this one: A thing of beauty is a joy forever.

Freedom at the push of a 
button: 25 seconds is all 
it takes to have the sky 
directly over your head. 
That is how long it takes the 
three-part automatic metal 
folding roof to disappear 
into the boot.  
The temperature stays 
the same, even with the 
roof down, thanks to the 
adaptive air condition 
control and air-conditioned 
front seats.
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there are places which exude a very special type of energy. a power which you can’t see, but feel. an 
energy source which fires your own creativity and recharges your batteries. the outdoor mecca of 
interlaken is one such place. and renato merz and his team from basecamp are one of these sources.

text Joachim Kurz
photos Claus Geiss

Making it all happen 

anywhere else. He gave up his job as a marketing manager in a 

major company, despite enjoying a great deal of freedom and the 

confi dence of his boss. But he wanted to do things his way and 

realise his own ideas. He is a visionary and a rebel, but one of 

the quiet and dogged types. He founded his fi rst company which 

fl opped after a few years, because he had allowed himself to get 

bogged down. He accepts that that is part of the experience. 

After taking a breather, he founded basecamp on january 1, 2000 as 

the ‘base camp’ for his creativity, thus realising his dream of staging 

unusual events for companies which were to include celebrations, 

seminars, workshops, incentives or hospitality for business partners. 

He hit the target as the fi rst Swiss provider that specialised in 

“corporate events”, which was a genuine gap in the market. 

The town situated in the Bernese Oberland has drawn the 

crowds since the early 19th century. Goethe was here, as 

was Schiller. He would later be followed by Felix Mendelssohn 

Bartholdy, Tolstoy and Mark Twain. And since 1800, the magical 

setting has attracted an endless stream of English visitors. It was 

only natural that interlaken1 should become a fi xed point on the 

“Grand Tour”, the educational tour of the European continent 

commonly undertaken by members of the British nobility. One 

or other of those who visited never left Interlaken. Others would 

return year after year. Is it magic? Perhaps. Or is it rather the 

legendary Interlaken hospitality? It is certainly that. Interlaken 

has taken a similar hold of Renato Merz. He came here twelve 

years ago – and stayed. He instinctively felt that he could get 

closer to his purpose in life here, and to his dreams, than he could 

One man, a chainsaw and a vision: 
basecamp-founder Renato Merz is a 
rebel. One of the quiet and dogged 
types.

lobbyadeyaka  Infiniti Magazine
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This was because he understood how to create packages with 

his ideas and standards that would be completely unique and 

unforgettable. In fact genuine one-offs that matched the highest 

expectations in terms of quality. 

handmade dreams for demanding companies
What counts as the best for one company may not work 

for another, and so basecamp strives to create customised 

events which are individually coordinated with the company’s 

requirements. Indeed these fit as well as a tailor-made Savile Row 

suit – the ‘haute couture’ of event design, so to speak. Apart from 

unbounded creativity, the boldness to follow new paths and great 

single-mindedness when it is a case of making things that seem 

impossible happen is required, as is a subtle feeling for wishes 

and requirements. The right people in your team are also of vital 

importance. In the widespread network of event organisation, 

there is virtually always the correct person to implement what 

Renato and his team have though out. 

It’s clear that with these high standards, the offers that basecamp 

makes to customers are as unusual as they are diverse. They 

range from ice golf and ice fishing to workshops on ice sculpture, 

snowshoe tours and outdoor activities such as curling, freeriding 

to rides on snow grooming tractors or helicopter flights across the 

glacier to an exclusive snow lounge. In the summer, apart from 

various outdoor activities, basecamp also offers more extravagant 

activities that are unique in their own way. Apart from culinary 

delights, participants learn a range of things from real experts. 

For example – how a genuine Cuban cigar is rolled, how metal 

sculptures are welded together and how rafts are built – thus 

discovering their own creativity and teamwork capabilities.

But it is not the ideas alone that that cause enthusiasm, but the way 

they are staged. This is because the basecamp team understands 

how to turn every event into a really happening, which the clients 

really enjoy. These sensual experiences teach them how to mobilise 

new powers and develop hitherto unknown insight – providing 

the ideal prerequisites for seminars, workshops and incentive 

programmes where the daily pattern of company life is left behind. 

An example was when basecamp staged an action painting 

workshop by the famous Fondation Beyeler in Basle and invited 

all participants to exhibit their works and dine together within the 

cloistered confines of this art temple.

Whoever can ‘live hospitality’ as well as Renato knows that in the 

case of corporate events, the key aspects are the choice of venue 

as well as the surrounding for staging everything so that the event 

has its desired effect at the right place. This is where Interlaken 

offers more than enough with its breathtaking landscape. Whether 

it is a ‘Summer Lounge’ on the banks of the lake, a stylish 

business dinner in a greenhouse a trip to the Täggelibock, a 

charming and perfectly-equipped open-decked ship or an event on 

the Schneckeninsel island at Lake Brienz – basecamp understands 

every time how to choose places and locations that simply 

glow with hospitality. Places that you enter and where you are 

immediately captivated. 

hospitality served ice cold
Just how this idea can go is illustrated by Renato’s latest idea. It is 

typical for the lack of compromise that the event designer follows 

with the type of single-mindedness where others would already 

have given up. The keen freerider had previously discovered the 

ice hotels built in Sweden, Norway and Finland since the 90s. True 

palaces built from ice and snow, which appeared from the outside 

like inconspicuous igloos, but which appeared on the inside like 

a bitterly cold dream of transparency, organic shapes and lots 

of white. Anyone who has felt the magic of a place like this will 

never forget the experience. Cool design and pure nature – the 

mixture is simply irresistible and somehow also typical for 

basecamp.

At least Renato thought so, which is why he could not rest until 

his first igloos2 were in place. The start of a passion which has 

grown from strength to strength and which goes by the name of 

igloobase. Every year in the week after Christmas, five large igloos 

emerge on the banks of the lake beneath the Stockhorn mountain, 

providing a place for cool and extravagant first class events. It 

takes around 1,200 man-hours before the ice palaces are ready. 

It is real back-breaking work which flexes every ounce of muscle. 

But whoever has seen the works of art that Renato and his team 

can conjure up from snow and ice will appreciate that these efforts 

were not in vain. 

Renato does not offer overnight stays in the igloos. This is because 

if the rooms were to be used for sleeping he would have to make 

cutbacks in the design, and that is exactly what he does not want. 

However, the alternative to a night in the snow house has to be 

seen to be believed. Basecamp works closely together with the 

famous Hotel victoria-jungfrau grand hotel & spa3, doubtless 

one of the best hotels in the world and a legend in the world of 

hospitality. From igloos to world-famous five star hotels – event 

designer, marketing crack and jack-of-all trades Renato turns 

what might sound at first like a contradiction into something quite 

natural.The decisive factor for him is simply to ensure that his 

customers get the best of everything, Because this is a firm element 

of hospitality as it is celebrated at basecamp.

corporate events for companies that are on the go
Whoever is looking for kicks and extreme experiences is really 

more at the wrong address with basecamp. It’s true that there 

is a wide range of outdoor activities, and whoever wants to can 

book a helicopter for heliskiing tours high up in the glaciers of 

the Bernese Oberland. But the main area of concentration of 

basecamp is elsewhere. For Renato, it is particularly important 

to develop events in the course of which customers can relax in 

the most creative way possible to rediscover their own potential 

as well as their team spirit. This does not, however, mean that the 

odd aspect will not provide a little nervousness.

This was the plan of one company that used basecamp to find a 

special place for an evening dinner. The ladies and gentlemen were 

pleasantly surprised when they were summoned to the valley station 

of the Schilthorn cable railway. and assumed that the dinner would 

be held right up top at a restaurant on the summit. The surprise 

was even greater when everyone alighted into the cable cars to see 

that they were decorated with flowers and candles and it became 

clear that cocktails would be served within the cable cars themselves 
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during the ride up to the Schilthorn summit. Renato and his team 

extended the duration of the trip up from 10 minutes to a whole 

hour, thus providing not just a unforgettable location but also a 

masterpiece of logistical planning. It was lucky that none of the 

participants suffered from vertigo. 

both feet on terra firma
“Particularly in difficult times, it is important to just float above 

things and literally get the action going” says Renato, who includes 

major banks, global logistics operators and pharmaceutical 

companies among his clientele. Yet he does not give the impression 

of someone with their head in the clouds, but rather one who has 

his feet firmly planted on terra firma. Although that does not stop 

him from ensuring that companies who want to will go right to 

the top. And this does not just apply to a reception swinging at 

a giddy height, but has its effect long thereafter. It is events like 

these that make their mark in a big way and in the long-term.

Tradition and innovation, firm local roots and a pioneering spirit 

have always been interwoven in Interlaken as much so in the 

golden days of the 19th century as today. Even although one could 

gain the impression at some of these magical places in the Bernese 

Oberland that they have changed little, it is in fact here that the 

future of stylish and unbelievably relaxed business events has been 

invented. thus catapulting hospitality ahead into a new dimension.

Learn more on the Internet at:  

www.basecamp.ch or www.igloobase.ch

renato’s personal tips. 
Make sure you don’t miss any of the 
following the next time you are in Interlaken:

t Freeriding in the powder on  
the Schilthorn

t Wakeboarding on Lake Thun
t Hiking with an overnight stay in  

the Lauterbrunnental valley
t Bike freeride Kleine Scheidegg 
t Lauterbrunnen
t Visiting the Trummelbach Falls
t Excellent dining and fine  

wines by René Schudel at  
the Restaurant Benacus

t Overnight stay at the  
Victoria-Jungfrau Grand Hotel & Spa

t Dinner at the Hotel Giessbach
t Sunrise on the Faulhorn 
t Greenfield Festival  

(Alternative, Meta l & Punk Festival)
t Barbecue on the banks of the  

banks of the Aar

1 interlaken
The place which monks founded in the Middle Ages was originally called 
Aarmühle. In 1891 it was renamed after the mediaeval abbey of Interlaken. 
As early as 1800 travellers began to discover the attractions of the mountain 
scenery and they turned the town into one of the most famous travel 
destinations in the world. Today Interlaken is known above all as Switzerland’s 
outdoor mecca, and it attracts visitors from all around the world.

2 igloo
In the Inuit language igloo simply means “home”. Mind you, the snow house 
that we know as an igloo has not been the living space of choice for Inuits 
for decades. When building igloos, it is important to differentiate between 
different shapes: for solid constructions, slanted blocks of snow are layered on 
top of one another. The other way to build an igloo is by layering, compacting 
and carving out a massive pile of snow to form a shell structure.

3 victoria-jungfrau grand hotel 
The Victoria-Jungfrau Grand Hotel & Spa is regarded as one of the world’s 
leading hotels and in 2000 it was awarded the status of hotel of the year by 
GaultMillau and IWC. The hotel, a listed building, came about when Eduard 
Ruchti acquired the Pension Victoria with its view of the Jungfrau in 1859, with 
the intention of opening the newly built Hotel Victoria in 1865. In 1895, Ruchti 
acquired the adjoining Hotel Jungfrau and joined the two buildings with a 
central structure which is crowned with an imposing dome.
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in japan, the concept of harmony has been an intrinsic value for over two thousand years. it 
has something to do with the art of social interaction and naturalness. dr. ulrich schneider 
writes about japanese hospitality. 

text Dr. Ulrich Schneider

Omotenashi!

that are taken as read and that are always thought out two steps 

in advance. It is something that is more than most Europeans can 

understand.

baffling
Accepting Japanese hospitality also needs to be learned. Once, I had 

hardly sat down in a sushi bar in Tokyo’s Akasaka district when 

three apparently belligerent types – each wearing a headband – 

bellowed at me so loudly that I took instant fl ight. Later, it became 

clear to me that the ‘Sushi Samurai’ were not considering giving 

me a pasting, but rather offering me a jovial welcome. Over 

time, I also learned to appreciate the patience of service staff who 

accompanied me to the door, so that I could point at the dishes 

which are traditionally displayed in the window. Do you want to 

hear more about restaurants? Fine – let’s take a look at some of 

the noble Japanese establishments. This is in fact not at all as 

simple as it sounds. Planned visits to these restaurants can usually 

T he Japanese are the most hospitable people in the world. 

Everywhere and in every situation. I remember how I was 

once standing alone at a bus stop, having visited the remote 

Shimosuwa Municipal Museum near Nagano. Just when that 

bus was to arrive remained an unfathomable mystery. At the 

time, I spoke no Japanese and decided to raise a thumb using the 

international gesture and believe it or not: the fi rst driver stopped 

(in this case it was an elderly farmer, who took pride in presenting 

his satnav system on a road that he had certainly negotiated a 

thousand times).

It is an essential aspect of Japanese hospitality to give the visitor 

the impression that they have not gone halfway round the globe, 

but rather that they are actually at home. It is diffi cult to attach 

a tag to this unique from of hospitality, but there is a word for it 

in Japanese, which is: おもてなし (Omotenashi). What it means 

is friendly treatment or friendly entertainment. It includes actions 

be disastrous for the simple fact that they cannot be found, which 

is an important reason for being accompanied by a local. Yet even 

equipped with a local guide, there are plenty more surprises in 

store. Of course, I was aware by now of the fact that you remove 

your shoes when entering the restaurant and you don separate 

slippers for visiting the lavatory. It was a feeling of unparalleled 

incomprehension that I experienced when once sat on the fl oor at 

one of the very special tempura restaurants in Ueno, together with 

a Japanese colleague. Old and wise, this colleague was speaking 

verbosely when, after the third course, he suddenly and abruptly 

stopped. After ten minutes of rigid silence, I began to brood 

in vain about what barbaric faux pas I might have committed. 

After half an hour, beads of perspiration were decorating my 

forehead and after a complete hour I was starting to feel that I was 

decomposing, when suddenly my soigné dining partner announced 

in a happy tone of voice: “It is so pleasant this evening. Shall we 

not go on somewhere else?” 

A propos of ‘somewhere else’, there are places in Japan that 

radiate the kind of luxury that transcends the comprehension 

of a westerner. In restaurants, hotels and bathhouses, there are 

veritable universes of well-being, albeit at the expense of self-

determination. Thus, for example, a stay at a traditional ‘Ryokan’ 

inn has fi rm rules concerning the times for bathing, going out, 

dining and sleeping. But because this regulation is applied with 

such elegant charm, hardly anybody notices. The baths are set 

in artistically cultivated areas. Wandering as a Westerner clad in 

yukata robes and sandals, one is constantly faced with garden art. 

Lacquerware and ceramic works of art accompany the perfectly 

prepared meals that are served in your own room and from the 

comfort of the futons, you can view a small garden where a stone 

lantern shines like a private moon.

generous
One is even confronted with luxury in private houses and 

apartments (the prerequisite here is, of course, that you are invited. 

Visits to private accommodation are seldom and a great honour). 

Despite what is in fact often a tight amount of space, the usually 

available tatami room creates a generously spacious impression. The 

lady of the house, if she indeed makes herself visible, demonstrates 

her professionalism with a host of dishes. Equally seldom seen, the 

children may do their best on violin, fl ute and piano. The head of 

the household will recite a haiku and upon departure, there will be 

a gift (take care to never open it in the presence of the host).

In larger houses, particularly in rural areas, it can happen that 

the host fi rst invites you to enjoy a bath in the ‘Onsen’, which 

is fed from a private spring. Uninhibitedly, you disrobe, wash 

yourself carefully and then enter the hot tub. Should the window 

be opened and for example a red maple leaf blow in from a 

neighbouring autumnal forest to land on the surface of the water, 

then it can be that the feeling of ‘Kimochi’ sets in: a word that 

cannot be fully translated as well-being. It is not thirty coats of 

lacquer on top of each other, not Kobe beef and not the hi-tech 

loo: No, Kimochi is the greatest luxury that Japan has to offer. 

Let me tell you something about Japanese politeness as a part of 

Japanese hospitality. This very special type of charm does, shall we 

say, require getting used to. It is almost alarming to be confronted 

with the level of deference that is paid to you by the (usually female) 

staff when you enter a department store. There is not a single glance 

at the stock shelves that is not rewarded with a bow of exactly 

30 degrees. If you are out and about alone in the morning when it is 

quiet, you can indeed count on 1,263 salesladies bowing in concert 

to thank you for your visit. And do not let anybody speak about 

artifi cial politeness. It is a case of loyalty to the company and the 

appropriate honouring of the customer.

unreal
Japanese politeness even exists in extremely cool boutiques and 

there you will fi nd it in a very personal form. When I was recently 

in the fl agship store of Issey Miyake in Aoyama, I just happened to 

be wearing one of the designer’s shirts that was of no mean vintage. 

A sales assistant of almost surreal beauty stepped up and said, full 

of gratitude: “Thank you for wearing an Issey Miyake shirt”. 

The often-mentioned culture of salutation in the business world 

is also similar, at least most times. As an outsider, you will never 

really get to learn it. Everybody wears dark blue suits and styles 

themselves “Director”. So how to fi nd the correct angle to bow at? 

No, dear reader, you and I will never fi nd out what is in the genes 

of our hosts. But if you do want to know who the friendly elderly 

gentleman is who wears a tattered old cardigan, sleeps during 

meetings and uncharacteristically stretches out his hand to greet you, 

then I can tell you. He’s the CEO. Absolutely no doubt about that.

Dr. Ulrich Schneider was born in 1950 and studied the history of art, 
archaeology and history in Regensburg, Erlangen, Heidelberg and Rome. He 
wrote his doctorate about mediaeval church interiors in the Adriatic, was 
head of department at the Germanisches Nationalmuseum in Nuremberg and 
director of museums of the city of Aachen. Since 2003, he has been director 
of the Museum für Angewandte Kunst in Frankfurt. Schneider has organised 
exhibitions of German art and culture in Tokyo and Nagoya, as well as ones 
of Japanese art and culture in Aachen and Frankfurt. He is an advisor to the 
Echigo-Tsumari Art Triennial and lectures on the history of art at the University 
of Frankfurt. Since 1983, Ulrich Schneider regularly spends time in Japan.
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text Michael Raeke
photos Frank M. Orel

Two in the snow

Asolid blanket of snow covers the 1,490 m high Val de Bagnes. 

By around lunchtime, the bright January sun has started to 

melt the crystals, and within a few minutes, a thin layer of ice has 

formed. The ground is riddled with tracks, furrows grooves and 

potholes on the rocks. Clément Delfosse enters the white field, 

where he will be expected to move at speeds of up to 60km/h a 

little later, at around 4pm. He kicks his heel into the snow by way 

of inspection, slides it around, testing, but has no complaints. 

Instead, he simply says: “It’s perfect. Let’s play.” 

Clément Delfosse, 21 years old, is one of the best polo players 

in the world. Together with his team mate David Amar, he 

represented France at the Verbier Polo Cup in January 2009. The 

event, currently in its second year, has already made a name for 

maximum performance: one ps, top speed: 70km/h. this is polo, one of the oldest team sports in the 
world and one of the hardest – particularly on frozen ground. a number of key players gathered 
recently at the polo cup in verbier for their annual meeting. notes from the game of snow kings.
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itself as one of the most exciting dates on the polo tournament 

calendar. Alongside “Les Bleus”, the French team, there are top 

competitors from Argentina and England, as well as the hosts, 

Switzerland. Normally polo is played on England’s green lawns 

or on the Argentine steppes. The snow and ice-covered ground 

in Verbier is a big challenge for riders and horses alike. “Snow 

polo is wilder and harder. It’s really a completely new sport”, says 

Clément Delfosse.

driving down
Clément Delfosse left Paris and met his team partner David Amar 

in Germany a few days before the tournament. Together, they 

hit the road in their Infiniti EX for the trip to Verbier. On the 

motorway heading south, Delfosse keeps in the outside lane. With 

an easy 240km/h on the clock, nobody is going to jostle him. He 

has switched on the standard ICC (Intelligent Cruise Control) and 

can override it the engine or brakes, as well as use with the laser 

distance sensors to automatically keep a pre- set distance between 

the EX and any vehicles ahead. But the real fun starts when leaving 

the motorway, where both polo professionals drive into the Swiss 

mountain landscape. The steep roads and switchbacks are no 

problem whatsoever for the intelligent AWD ( All-Wheel-Drive) 

and the 3.7- litre V6 engine with VVEL (Variable Valve Event and 

Lift). The journey becomes less of a trip from A to B and more 

of a fun drive for Delfosse at the wheel. He’s used to hanging 

headlong from the saddle, just a few inches above the ground, and 

feels great low down in the EX. As ever, he’s glued to his mobile 

mount and searching for the racing line in the hairpin bends. 59 

kilometres before Verbier, Amar has had enough and says: “Right: 

now it’s time for me to shift across to the wheel.” Whilst Delfosse 

and Amar are used to galloping along to the power of one horse, 

320 PS makes a nice change. 

Looking down on everything is the mighty Mont Fort, at 3,320 m 

the highest mountain above Verbier. “The ponies have to adapt to 

the altitude and the temperatures”, says Delfosse. He’s perfectly 

at home in this unusual environment. “It’s good to get away from 

the traditional field,” he says, pleased to see a change from the 

white lines and classic rules. Snow polo is played in a different 

world under extreme conditions, at temperatures below freezing 

and on a dangerous surface. It is not staged in the grounds of 

palaces or country houses, but rather between cliffs and dark 

forests in the Central Alps or the Rockies. Delfosse and Amar 

also really appreciate the rough and wild quality of snow polo. 

“snow polo” is a modern variation of a sport 
that is becoming very more popular. The rules are 
based loosely upon those of “Arena Polo” but are 
always adjusted to suit the local situation. In the 
case of snow polo, the surface can often change 
within minutes, becoming either soft or hard as 
a rock. Each game is different and Adeyaka is 
presenting this somewhat different winter sport.

It was at St. Moritz in 1985 that polo players went 
in pursuit of the ball on an unusual surface and an 
annual tournament still takes place there. Other 

venues are the World Snow Polo Cup out West in 
Aspen or the Moscow Snow Polo Open in the East. 

In the case of snow polo there are not four players 
but two or three, depending upon the size of the 
field. This is a greater challenge for individual 
athletes and there are more head-on challenges.

Other than in arena polo, there is no offside on 
snow and ice which means that the deadly pass 
can come from all positions and directions. Either 
way, the ball is always dangerous.

Snow polo is not for the faint-hearted. The 
legendary polo commentator Ebe Sievwright 
described it as “high octane, battlefield polo” and 
when it is snowing, you can’t see the umpire.

Snow polo is played with a red inflatable plastic 
ball. This means that the game is prone to gusts 
of wind and makes the flight of the ball that much 
more difficult to estimate.

 1. Every polo player has a handicap depending upon his performance. 
This begins at –2 and can go up to +10, a figure that few players 
in the world have reached. Prior to the match, the handicaps of all 
players are added together and should there be a difference between 
the teams, the one with the lower handicap is awarded a one goal 
advantage.

2.  The polo mallet (or stick) is shaped like a sabre and it is still made from 
traditional materials, even in this high-tech age. The bendable shaft is 
mostly made of manau wood, whilst the 240 gram head is made from 
hard tipa wood. Only the ball which was once made of burl wood is 
plastic.

3.  Polo has a whole range of forehand and backhand shots. Players are 
allowed to block an opponent’s shot with a so-called “hook”. The 
opponent’s swing must not be impeded, however. Elbow checks, as 
well as the sandwich manoeuvre, in which an opponent is sandwiched 
between two horses, are forbidden.

4.  The most common foul in polo is breaching a player’s right of way. 
When several players are chasing after the same ball the player 
closest to the ball’s line of movement has right of way. If another 
player crosses the imaginary line between the ball and the player with 
the right of way then he has committed a foul.

5. All players must wear a helmet. Polo helmets are somewhat wider than 
classic riding helmets, which does not serve any functional purpose, 
but rather it serves as a reminder of the sport’s colonial roots.

6.  The mallet must be held in the right hand. “Left-handed play” was 
banned by the International Polo Federation in 1975 for safety reasons.

 the golden rules 
 Polo may be the sport of kings, but even 

absolute monarchs must keep to a set of 
rules on the playing field. Here, Adeyaka 
explains the most important ones: 

Two guys in Verbier: Clément Delfosse 
(right) and his team-mate David Amar like 
it rough and tough. And sometimes a bit 
old-fashioned.
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this is après-ski with a difference. In normal polo, each player has 

a clearly defined role. Just like in football, there are defenders, 

quarterbacks, strikers and the sweeper in front of the defence. 

Delfosse has played as an attacker all his life. It pushes him 

forward, in the direction of goal. But snow polo is played with 

two members per team, which makes the sport faster, more direct 

and a little more archaic. 

riding out
On their rest day, Clément and Amar decide to give the ponies 

some peace and disappear in the direction of the car park. Their 

idea of relaxation is apparently a short trip on a frozen lake with 

sunshine, snow and speed. With no concern about speed limits or 

no-overtaking rules, the car races across the smooth surface with 

enough snow spraying up to make it invisible within a white cloud. 

“Faster, faster!” shouts Amar, egging on the driver as if there were 

a ball rolling somewhere that needed to be caught. 

The polo professionals are faced daily with new challenges in terms 

of the force of gravity or centrifugal forces when cornering, and 

simply love emergency stops and overtaking manouevres. 

“You never know from one second to the next what’s going to 

happen.” Between the forests and mountains though, polo is in 

fact close to its roots. The organisers have prepared an 80 × 40 m 

playing field with snow cannons and groomers. to ensure that the 

tournament can be held here. In the summer, this is the site of the 

tennis courts, which has the advantage of there being floodlights 

on standby. The games in Verbier do not start until 6 pm, and 

A polo match is divided into six so-called chukkas (Sanskrit for 

circle), periods of seven and a half minutes. During the short 

breaks, players are allowed to change ponies, which is particularly 

important in snow polo, since the deep surface is incredibly hard 

work for the animals. 

If you call Delfosse on his mobile phone then you will most likely 

hear the clatter of hooves and the snorts of ponies. “We all live 

more or less with the ponies”, he explains. “Polo is more than a 

sport, it’s a lifestyle.” Clément Delfosse wears his hair long, and 

he sports a beard and leather boots which he looks like he was 

born in. “I can’t remember when I first sat on a pony – I probably 

wasn’t even one year old.” Defosse can still remember his polo 

premiere perfectly, however: “I was eleven years old, and I vowed 

to myself never to get out of the saddle again.”

“A good pony thinks with you”, says Delfosse as he steers the car 

back towards Verbier. And he also had the feeling that the car was 

thinking with him on the lake; the Intelligent Cruise Control was 

scanning the environment and movement of the car, and applying 

as much power as was required. In snow polo, the players must 

have their opponents in full view and shortly before the end of 

their “fun ride”, Amar notices the AVM (Around View Monitor) in 

the central console, which gives the driver a 360-degree view of the 

immediate environment. He think it’s a practical idea and would 

have its uses when playing polo. 

The game has been in full flow for five minutes. Amar hits a long 

ball diagonally across the field. Delfosse cuts behind his opponent 

and smashes the bright purple, hard plastic ball with a loud crack: 

Goal! A few seconds later the hooter sounds to signal an interval. 

The fun kicks in after the motorway exit, 
where the hairpin bends and climbs of the 
Swiss Alps  beckon. “A good pony will think 
with you”, says Delfosse.

lobbyadeyaka  Infiniti Magazine





46

Perhaps it is this mixture of audacity and elegance, of courage 

and manners, which made global fashion icons of polo players in 

years gone by. The Argentine Ignacio Figueras is the face of Ralph 

Lauren Black Label. His compatriot Adolfo Cambiaso, currently 

the game’s most successful player, is compared to sporting gods 

such as Michael Schumacher and Roger Federer. You could even 

imagine Clément Delfosse, with his wild look, on the pages of a 

lifestyle magazine. “It is nice when our sport gets a little more 

recognition”, says Delfosse, “but I’m not really interested in any 

of the bullshit that goes with it”. When you watch them both 

during the game, the way they charge across the snow on their 

ponies, with total awareness of anything other than the little ball 

firmly in the line of vision, then you can easily believe Clément 

Delfosse when he says: “I just want to play as well as possible and 

go riding with the lads.”

take-off
Polo professionals are real one-man companies. Says Clément 

Delfosse: “You have to be a good manager”. When he’s not in 

the saddle, he is sitting in front of his computer, organising the 

transport of ponies to South America, Dubai or England, while 

renting hotels and stabling facilities. This individualist has no 

assistants or trainers and pitches in himself to pack mallets, saddles 

and uniforms into the luggage compartment of his EX on the day 

after the big victory to leave for the next tournament. “I’ll miss 

the clear mountain air”, he says, while throwing the equipment 

– including a few broken mallets – into the car. Polo is a material-

intensive sport which is why a model with plenty of luggage space 

is ideal for Delfosse and Amar. Delfosse steers the EX through the 

snowed-up alleys of Verbier with the glistening window displays 

of the jewellers on the left and the golden festoons of the Grand 

Hotel on the right. Delfosse and Amar are virtually travelling 

incognito in the dark and low-slung car. Its leather seats and 

wooden trim almost remind the polo pros of the mobile version of 

an English gentlemen’s club, but Delfosse and Amar are too well-

aware of the power and acceleration that lurk beneath the bonnet. 

In the company of old luxury motors and family cars, it gives the 

impression of a wild horse that has suddenly appeared among a 

herd of animals for fattening or slaughter that have never tasted 

freedom. The crossover design of the EX, this mixture between a 

coupé, an SUV and a saloon, suits both polo pros well with their 

life that switches from dining room to stables and from ballrooms 

to out in the wilds – or sometimes even on the ice.

Worldwide, there are around 10,000 active polo players, but 

only a few hundred of them of them invest enough money, time 

and passion to make it into the exclusive circle of professionals. 

Everyone who plays in Verbier knows everyone else from countless 

battles. And even when these battles heat up on the playing field, 

with the occasional clash of bodies and splitting of mallets, the 

players share certain values such as courage, fighting spirit and 

a delight in playing. This is clear today: France may be ahead in 

this match by two goals, but they are still chasing after every ball. 

Shortly afterwards, Amar narrowly loses out in a head-to-head 

sprint, at which he smiles ruefully, before charging off after the 

next ball. A smile that expresses respect for the artistry of his 

opponent. And the joy that that it can give you.

On the day after the great victory, 
Clément packs his mallets, saddle 
and uniform into the boot of his EX. 
“I’ll miss the clean mountain air”, 
says Delfosse.
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captain future
 MUST SEE  We are only too well aware of 
the fact that Japan can provide pretty nifty 
motorbikes. But will a bike ever take to the 
air? Who knows. Japanese designer Norio 
Fujikawa however already seems to be 
thinking in that direction and has designed a 
motorbike that is ready for lift-off. The Jetbike 
looks as if you could happily fly to another 
planet and still impress anyone you might meet 
there with its design. So far, it is only a concept 
design, but who knows what the future holds 
in store? 
 WHY WE LOVE IT  Dreams are there to 
experience and without visionaries, the world 
would be rather dull. So take look and get 
inspired! 
www.behance.net/Peanuts23

batteries will require recharging. To add to 
that, you can take real delight in the design of 
the Magnum, which won the Red Dot Design 
Award. 
 WHY WE LOVE IT  The Magnum is the 
ultimate underwater hi-tech machine for all 
who find a submarine just a little expensive 
and cumbersome. Animal-inspired design, 
all-round performance and completely 
environmentally-friendly.
www.seabob.com

the cool way to get lit up 
 MUST HAVE  Cooling champagne was always 
a must, but now you can cool it in a different 
way, thanks to this avantgarde work of art by 
British-Egyptian designer Karim Rashid. LEDs 
do not just illuminate the bottle but also the 
sculptured shape of this champagne cooler. 
Inside the Globalight, your prickly bubbles will 
keep their ideal temperature for two hours, 
after the removable base has been cooled down 
in a freezer.
 WHY WE LOVE IT  Advanced technology & 
iconic design! Traditional champagne coolers 
are a thing of the past and now Rashid’s cooler 
can provide a real aura of exclusive lifestyle. 
However, exclusive is the watchword, because 
they are only being manufactured in a limited 
edition of 500. 
www.veuve-clicquot.com

the perfect wave
 MUST HAVE  Ask any surfer about Stewart 
Surfboards and he will immediately tell you 
that there is nothing better. Over 30 years 
ago, Bill Stewart set up a small surf shop in 
Laguna Beach, California. Today, his hand-
made and custom-built surf boards represent 
the true crest of the quality wave and it is his 
performance longboards in particular that are 
in great demand. Boards such as the Hydro 
Hull with its double concave base that is 
unforgiving on the one hand, while being able 
to deliver really high performance. So not just 
ideal for novices, but almost indispensable for 
the real pro.
 WHY WE LOVE IT  Handcrafted custom boards 
and ultimate performance. With an exclusive 
board like this, no beach is too far away, no 
wave too high and no competitor too strong.
www.stewartsurfboards.com

the delight of a fine hand
 MUST HAVE  The LB1 fountain pen was on 
sale for 572 Euros ($795) and was soon sold 
out. Today, it is still in great demand and the 
price has risen considerably. Hardly a surprise 
for a pen that was designed by Japanese crafts-
man Nobuyoshi Nagahara. It was already at 
the age of 14 that this artist started working 
for Sailor Japan and now he is a legend. The 
nib of the LB1 is made from 21-carat gold 
and is naturally hand-made. The barrel itself 
is constructed from maple in pearl green and 
vermilion. 
 WHY WE LOVE IT  This the result of Japanese 
tradition and perfectionism being combined. 
A first-class writing instrument that is not just 
peerless in appearance but also in function. 
www.classicpensinc.com

e-dive
 MUST HAVE  A suitable means of trans-
portation for your next seaside holiday? Try 
one of the limited edition of 100 Magnum 
versions of the Cayago Seabob. With this high-
performance piece of equipment, you won’t 
just be moving rapidly underwater down to 
a depth of 40 metres, but you will also enjoy 
the buzz of being in charge of a 40 PS device 
while down there, All this for a duration of up 
to four hours, by which time the lithium-ion 
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philipp tingler discusses the advance of sophistication, and explores the world of finesse: 
grace meets efficiency.

text Philipp Tingler

It is more about the idea

samples, which include no fewer than four hundred different 

shades of white, and two hundred shades of blue. It really is 

something quite different. In our global age of luxury chain shops 

for the masses, it is becoming increasingly hard to stand out 

from the crowd, and it is no coincidence that a resistance to the 

obsession with image and labels and the endless diversifi cation 

of brands is emerging. This resistance is in favour of a desire for 

originality, substance, authenticity, a movement which recognises 

luxury in quality, craftsmanship, and rarity, and which does not 

need to see its brand names plastered over every upmarket hotel 

or airport. The traditional craftsmen are set to profi t from this; 

traders like Henry Poole, the tailor, or Huntsman on London’s 

Savile Row – not to mention Charvet. Charvet’s aim, like that of 

the majority of bespoke tailors, is to be rewarded with the lifelong 

S hirts by the Parisian bespoke tailor Charvet are world-

famous. Founded in Paris 170 years ago, Charvet was always 

a favourite address of the French aristocracy (or what was left of 

it). The Duke of Windsor also had a fondness for Charvet shirts, 

as did John F Kennedy, Marcel Proust and Yves Saint Laurent. 

Nowadays, the House of Charvet’s creations are sported by hedge 

fund managers, whose bonuses are just about large enough to 

afford an average 790 Euros (USD 1,100) per shirt. The shirt is 

designed to last the wearer a lifetime (fi gure permitting, of course). 

But that is not the only reason why the demand for Charvet shirts 

is still so high: They are not just a status symbol for those in the 

know, but the process of choosing and purchasing a Charvet shirt 

is also an experience in itself. In the shop at Place Vendôme, the 

customer selects the material for his shirt from over six thousand 
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loyalty of its customers, and firms such as Charvet are ahead of 

the game in this department, since a not insubstantial part of their 

attractiveness is the experience of distinctiveness. Distinctiveness 

in the treatment of its customers, in the rituals involved in 

selecting materials and the service, but also in the distinctiveness 

of the employees’ expertise and virtuosity in their handling of 

the material, measuring up, alteration and adapting, as well as 

their unwillingness to compromise, their knowledge, refinement, 

precision and finesse.

finesse 
Finesse – another of those words which often rolls of the 

tongue so easily, yet one which very few of us actually know 

the meaning of, rather like “family values”, or “terrorism”. We 

at least know the first couple of meanings of the multi-faceted, 

enigmatic wonder we know as finesse – at least if you take 

the Oxford English Dictionary’s definition which provided me 

with the following: “Finesse: 1. a) A subtle skill in handling or 

manipulating people or situations; 2. Refinement and delicacy.” 

Based on this, certain products, artefacts and man-made creations 

can display finesse, if the creator has consistently stuck to his 

principles. A good example is the autodidact and architect 

Tadao Ando, who in his buildings, combines influences from the 

traditions of his homeland Japan with more modern influences. 

Ando’s basic principle in his work is a consistent minimalism, 

restraint in the selection of materials and, imperatively, a 

reduction of stature, so that all of the surrounding nature with its 

peace and quiet can penetrate the rooms of his buildings, allowing 

nature and geometry to merge as one. Tadao Ando prefers 

working with fine exposed concrete which first seems crude, 

but in order to achieve this affect, the concrete has usually been 

subjected to an equally chiselled improvement process just like 

the wood which Ando uses. Seemingly untreated, it is moulded 

together with light and space to create a finely tuned, meditative 

architecture of tranquillity. 

The Spanish architect Santiago Calatrava works with a different 

concept, but no less finesse. As with Ando, the creative principle is 

reduction, but Calatrava’s sculptural and elegant style is based on 

the concept of organic structures such as foliage and adornments, 

skeletons and dripstone. Calatrava often sketches preliminary 

designs of his structures in stylised form in the shape of animals, 

which he simplifies further and further, until the building is 

identifiable. The outcome appears just as functional as it does 

futuristic, and in a strange way it creates the impression of having 

grown by itself. This type of ceremonial retraction, the effort we 

don’t see, the concentration on quality and pure materials – all of 

this suggests that finesse is often the opposite of pomp, that finesse 

is to be found in simplicity and essence and is visible rather as the 

antithesis of embellishment and ornamentation.

Finesse can also mean waste, however. Just as nature ranks and 

applies economy and waste as equal principles, finesse, this elusive 

phenomenon, can be found in retraction as well as in waste. Take 

the example of Suzanne and David Saperstein; a married couple 

from California worth millions, who are meanwhile (as is often 

the case with incredibly rich people) no longer married, but are 

still worthy of their place in the history of finesse, because it was 

the Sapersteins who built a monument to waste in the form of the 

Californian answer to Versailles. The Palace of Versailles, itself 

a monument to opulence, was recreated in the well-to-do area 

between Bel Air and Holmby Hills by the name “Fleur de Lys”, 

with gold and marble on the walls, a library full of first editions 

and a screening room for 50 people. Not forgetting the brand new 

floor which creaks artificially. 

slyness 
Clever, don’t you think? It is a definite reminder to us that we 

should be wary of forcefully combining finesse with simplicity, 

unobtrusiveness or other worthy qualities. In reality finesse, like 

everything to do with art, must be viewed from a completely 

unbalanced perspective. At the same time, this raises another 
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interesting element of the term finesse which we should not try to 

suppress, because the dictionary does not suppress it either when it 

describes finesse as a slyness, or cunning. The artificially creaking 

flooring in the fake château is merely a reflection of one of the 

subtleties of nature, mimicry, the art of wilful misrepresentation. 

Most cultural achievements both from the past and present day do 

indeed have much to do with waste and mimicry. Just as we stand 

open-mouthed today before the perspective tricks in the frescoes 

of the Sistine Chapel – which we primarily have the absolute 

pomposity of the Renaissance papacy to thank for – future 

generations will one day admire the deserted ballroom at Fleur de 

Lys with its artificially creaking floor.

At the same time we also see that, given the right circumstances, 

there is a very fine line between finesse and decadence. There are 

billionaires today who think nothing of sending the Gulfstream 

jet to Paris to pick up Alain Ducasse so that they can have him 

prepare scrambled eggs with truffles for breakfast. Of course 

that is sophisticated – or at least the scrambled eggs are. And 

while we are on the subject of “refinement” and “refined” it is 

worth pointing out that we are dealing here with a close cousin 

of finesse, as they both stem from the French word “raffinesse”. 

Certainly, if you look up the word “raffinesse” in a French 

dictionary, it will tell you that it describes a particularly artistic 

or technical perfection, subtlety or utmost refinement on the one 

hand, but that it can also refer to a sly or cunningly calculated 

way of influencing or manipulating people without them noticing.

influencing 
This would seem to taint the definition somewhat, but there is no 

need to discard it just yet, because, when you think about it, an 

artist’s raison d’être , his mission, lies in the art of “influencing 

people without them noticing”. The artist must always act with 

a touch of finesse in order to captivate his audience, regardless 

of whether we are talking about the perspective tricks of a 

Michelangelo or the linguistic magic of someone like German 

writer Thomas Mann, who was able to beguile and bewitch us 

with the abysmal depths and precarious states of narcissistic 

conmen and decadent families. The artist works with bright 

lights and effects, and a bit of theatrical magic, he deceives us 

and entraps us, and it seems that the world wishes to be beguiled 

and deceived, and it is deceived by artificially creaking parquet 

floors, just as it is captivated by the enchanting airiness of the 

arches and bridges by Santiago Calatrava, or the enchanting sight 

of the spontaneous effortlessness and elegance of the movements 

of well-trained sportsmen such as the Romanian gymnast Marian 

Dragulescu. This is “raffinesse”, and finesse, and refined, all at 

the same time. Simply because it is different to how it appears or 

looks – just like Tadao Ando’s seemingly untreated concrete.

Sport is perhaps the best example of how finesse results from a 

mixture of efficiency and grace, but the artist, too, who travels 

between different worlds, and whose very essence is characterised 

by ambivalence and intermediation, operates according to this 

refined formula. The result is beauty, and beauty is evidenced in 

the third and most important definition of the word, which is 

“purified”, stripped down to the essentials, and thus the idea is 

reduced. Beauty always embodies an idea. And it is that which all 

endeavours, undertakings, efforts and phenomena in which finesse 

is inherent, imminent and effective have in common, whether they 

be works of art, buildings, cars, watches or shirts – or the adept 

handling of paper and colours of the printer, whose feeling for 

texture and the quality of the material and whose knowledgeable 

passion for the completed product bears the freedom of the 

word. All of this comes from the idea. And the ability behind 

ideas ultimately represents what made the human being creation’s 

crowning glory. Even if that crown is a bit lopsided sometimes. But 

that can look refined, too, if you think about it.

Philipp Tingler, 38, a writer, and a qualified economist and doctor of philosophy, 
has had ample opportunities to concern himself with questions of finesse. He 
also writes about style and society for a number of magazines and newspapers, 
including “Vogue”, “Park Avenue”, “Stern”, “Neon” and “NZZ am Sonntag”. 
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good? it’s not good enough for a man who has supplied the world with hi-fi systems for 45 years, 
systems which have provided the space shuttle, the national theatre of japan as well as the infiniti 
g37 convertible with a first class sound. dr. amar gopal bose has been writing his personal success 
story for decades – and has always remained true to himself. 

text Moritz Silzer
photos Bose®

The sultan of sound

He wanted to earn a bit of money and his business was soon a 

great success. Speaking of these days, he says: “I could repair 

anything! It was fascinating, it just worked!” On Fridays, the 

son of an Indian immigrant and an American school teacher has 

to skip school to keep up with his orders. His father helped him 

with the accounts. Four years later, Amar was awarded a place at 

the legendary Massachusetts Institute of Technology (MIT). He 

studied electrical engineering, and not soon afterwards he became 

an assistant, and then a professor. A fairytale career had begun. 

Today Dr. Amar Bose is 79 years old and he keeps fi t – amazingly 

fi t – by swimming and playing badminton. He still has the 

mischievous smile and that penetrating, acute stare that we know 

from pictures of the younger Bose. It was as if he wanted to say to 

competitors: Just look out, I am still as good as I was 30 years ago! 

The army are knocking at the door. Amar Bose should really 

be rather excited, as there is a prospective order for his 

young company. He is to develop a high-power amplifier for 

converting battery power to AC power in aircraft and submarines. 

First of all, Bose makes a call to a friend. He wants her to be 

busily applying a screwdriver to something in front of his door 

if potential customers are going to be coming. And so the young 

entrepreneur creates the illusion of having employees, and even 

trained technicians on his payroll. Pretty hard-nosed for someone 

whose small company is still in its infancy. It had the desired 

effect, of course. 

This anecdote is somewhat dated, but it says a lot about Dr. Amar 

Bose. He was always ambitious. Aged 13, he opened a radio 

repair shop in the basement of his parents’ home in Philadelphia. 
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for a psychoacoustic guru such as Bose. “My goodness, what a 

disappointment! You had to turn the volume right up, and then 

everything sounded distorted”, he later recalled in an interview. 

It was natural that someone like him would not settle for this. 

He spent the remainder of the flight trying to work out how 

headphones could suppress noise. By the time his plane landed, 

the revolutionary concept had been born. Today, Bose is the 

manufacturer of the best headphones with this technology.

Such outstanding achievements are only possible if the boss 

consistently emphasises research and development. In Bose’s case 

it was always this way. In 1964 he founded the Bose Corporation 

in Framingham near Boston with money he had borrowed. 

It was then that he began to carry our intense research into 

psychoacoustics and loudspeaker construction and he continues 

to work in this field today. The founding of his company is also 

an example of the successful commercial use of scientific research 

work: As a Ph.D. student at the MIT, Bose was involved in 

developing a number of patents which he is now able to use. The 

way up is quick. The first thing you notice when visiting Bose 

in his office today is a giant board made of white glass. Using a 

felt-tip pen he sketches new ideas on it, so that the brain wave 

is held intact. The only thing that is “good enough” for him 

when it comes to new projects is the starting point which has to 

be overcome as soon as possible. “If we were to start accepting 

products into our programme, without caring about the quality, 

then the company would obviously not mean anything to me any 

more”, says Bose. He often has to put the brakes on his marketing 

people and developers if they push for a prompt launch of a 

product. His saying is “We will only enter the market when we 

have the best product out there.”

kiss the sweet spot goodbye
It has been known for tests to last years. Some have even lasted 

decades. For example, the developers have been tinkering for 

29 years with a new suspension system for cars which works 

electronically, and which can therefore react quicker to different 

road surfaces than traditional suspension systems. Over 71 million 

Euros (99,4 million US dollars) have been invested in Bose so  

far – and the research is still ongoing. 

If there is one thing Amar Bose cannot stand it is poor quality. 

That always was, and will continue to be the case. A story without 

which no portrait of the company and its founder is complete goes 

as follows: As a young Ph.D. student Bose was able to afford a 

music system which he chose purely on the basis of its technical 

specifications. He hoped that particular system would give him the 

best sound. Unfortunately the noise produced from the speakers 

was just awful. He took matters into his own hands and developed 

the 901 Direct/Reflecting speakers which reflect most of the 

sound off walls and other flat surfaces, instead of aiming all the 

sound toward the listener, as conventional speakers do – unheard 

of in the audio world. The listener enjoys stereo performance 

everywhere in the room, instead of in just one “sweet spot”.  

The product was Bose’s first great success. 

Anecdotes from the shop floor go a long way, too, to illustrate the 

inventiveness and strong will of the company founder. One tale is 

legendary. Bose refused to believe his marketing people when they 

insisted that customers were only after the sound of large speakers. 

A short while later he invited the marketing people to an audio 

test, to listen to the giant loudspeakers the size of cupboards which 

he had built. As soon as the consensus was reached that the sound 

was very good, he removed the front of one of the loudspeakers, to 

reveal two small cubes that were responsible for making the music.

sixty built, forty sold
Nevertheless, not all of his projects have been complete successes. 

Take the loudspeaker in the shape of a ball, developed in 1967. 

His marketing people prophesised sales of a million dollars in the 

first year alone. In the end only 60 copies were made, and only 

40 sold. Today, Bose can laugh about it: “Only a professor could 

come up with an idea like that, as the speakers needed two free 

corners in a room, and who has that? Bose would not be Bose, 

however, if he didn’t learn from mistakes. Today, whenever a new 

product is developed the greatest consideration is given to the 

consumer. The same applies to the new Infiniti G37 Convertible 

which is equipped with the Bose® Premium Sound System using 

a total of 13 loud speakers. What are unique are the so-called 

personal speakers that are fitted within the front seat headrests. 

They provide a balanced sound with increased richness and high 

tonal precision. Digital signal processing developed by Bose 

provides a sound environment that is even consistent with the roof 

open, since extraneous noise such as wind is constantly monitored 

and compensated for. This renders manual tone adjustment 

unnecessary and provides a unique open-air sound experience.

With such audio systems, Bose is one of the leading manufacturers 

To keep things that way, the founder is already taking steps to 

prepare the company for a future without him. The self-made 

millionaire is keen to ensure that the Bose Corporation remains 

a private enterprise. Bose’s second wife is Swiss, and she also 

works for the company. One day she will have an important role 

to play. He once thought about creating a trust, and had even 

Bose has been developing hi-fi systems 
for 45 years. Most ideas come from Amar 
Bose himself. In his office is a large 
whiteboard upon which he draws his 
flashes of inspiration.

Bose loudspeakers are even 
included with the headrests of the 

new G37 Convertible.

The company figures support this: With around 9000 employees 

worldwide, the Bose Corporation generates a turnover of around 

1.8 billion Euros (2.5 billion US dollars) a year. His net assets are 

estimated to be around 992 million Euros (1.4 billion US dollars) 

which have ensured him a place on the Forbes list of the world’s 

richest people. Bose, however, does not like the fact that the 

extent of his wealth is common knowledge. It is said that he is not 

interested in money and that he has never taken a fixed salary in all 

the years his company has been in existence. Which is why he asked 

the Forbes magazine to remove him from the rich list – to no avail. 

The numbers in the magazine did not add up, argued the patriarch, 

referred to reverentially by his employees as Dr Bose. 

five bucks in his pocket
In order to better understand Bose the person, it helps to take 

a look at his father who arrived on Ellis Island in 1920 with 

just five dollars in his pocket. As a Bengali revolutionary, he 

was forced to the British colonial police in Calcutta. Revolution 

is in his son’s blood, too, it would seem. The time Bose flew 

back to his company headquarters in Boston from Zurich in 

1978 is further evidence of this. Swissair had just introduced 

new electronic headphones which he was naturally keen to try 

out. What he heard, however, must have been painful, at least 
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made public utterances about transferring the majority of the 

company to the MIT after his death. That does not seem likely, 

however. He was annoyed by the way the MIT dealt with his son 

Vanu’s company. The university’s patent charges were too high 

for Bose Senior’s liking, and the MIT also demanded too large a 

stake in his son’s company. With the MIT solution no longer on 

the cards, everything would appear to be wide open again. The 

only certainty is that Bose will not tolerate investments by private 

equity companies, investment banks or stock markets. He has 

his reasons for this. “When the CEO of a listed company comes 

under pressure from shareholders because the profits suddenly 

aren’t quite as spectacular as they might once have been, then 

the obvious step to take is to make cutbacks in research and 

development. This happens time and again and I would not want 

that to happen at Bose.” In the case of the Bose Corporation, all 

of the profits flow back into the company – and a large part goes 

into research and development. It is wholly appropriate, therefore, 

that the company slogan should be “better sound through 

research”. The “Sultan of Sound”, as Amar Bose is known, lives it 

on a daily basis.

Investment bankers and private equity companies like to view this 

kind of conduct as stubborn or old-fashioned. It is idiosyncratic, 

for sure. And it is precisely that which has brought Dr. Amar 

Gopal Bose so much success over 45 years.

2009: 
Bose® Premium Sound System for the G37 Convertible

a lot has happened in the 45 years of the bose 
company. in particular, a lot of products have 
been invented – all with the aim of delivering 
as lifelike a sound as possible. 

1964 foundation of bose 
 In the 1950s, Dr. Amar G. Bose observed 

that loudspeakers failed to produce a 
natural sound. Intensive research work 
on the science of sound finally lead to the 
foundation of the Bose Corporation

1968 birth of a legend
 The revolutionary 901 direct/reflecting 

Speaker System is launched. This 
loudspeaker emits 89% of the sound 
energy indirectly (via surfaces such as 
walls and ceilings) and only 11% directly 
– just as if you were listening to a live 
performance. The result is a natural 
and spatial sound rendition, which no 
conventional speaker can offer.

1975 global best-seller
 The 301 direct/reflecting Speaker 

System is launched. Unique bose 
technologies, a compact body as well as an 
excellent price-performance-ratio make the 
direct/reflecting speaker one of the 
best-selling loud speakers in the world.

1987 inventor of the year
 The acoustic waveguide technology 

created a stir in scientific circles and 
earned Dr. Amar G. Bose and Dr. William 
Short the award of “inventors of the year“.

1989 acoustic noise cancelling 
headphones

 Acoustic Noise Cancelling Headphones 
by Bose were developed to ensure a more 
secure, interference-free communication 
not just amongst pilots in the cockpit, 
but also amongst other crew members 
and ground personnel The same year also 
saw the start of a collaboration between 
Bose and Infiniti. After two years of 
development, the Infiniti Q45 will come to 
market as the first model of this marque 
with an integrated bose Premium Audio 
System.

1990 lifestyle systems
 Bose launches lifestyle Systems The 

combination of US patented technologies 
and the bose system design ensure 
that the lifestyle systems reach an 
unparalleled level.

1993 wave radio
 With the WAVE radio, what is probably 

the best sounding radio in the world 
is launched. The acoustic waveguide 
technology produces a sound rendition 
which was previously unthinkable from a 
similarly compact frame.

1998 audiopilot noise 
compensation

 This automotive technology sets new 
standards in the optimisation of the sound 
experience. With the help of a microphone, 
it continuously adjusts the music in 

1968 
901 direct/reflecting Speaker System

1989: 
Acoustic Noise Cancelling Headphones

1975: 
301 direct/reflecting Speaker System

1990: 
lifestyle Systems

2008 bose founder honoured
 Dr. Amar Bose was inaugurated into the 

National Inventors Hall of Fame in Akron, 
Ohio, for his significant contributions in 
the field of audio technology, “which have 
influenced our quality of life considerably”. 
Each candidate must be the holder of at 
least one US patent in order to take part in 
the competition.

2009 new infiniti convertible 
with bose® premium sound 
system

 The first convertible within its segment is 
the new Infiniti G37 with a Bose® Premium 
Sound System that variously includes 
loudspeakers that are mounted in the front 
seat headrests. This provides a unique 
open-air sound experience.

relation to outside noise like wind or rain. 
This happens automatically and there is no 
need to change any settings manually.

2001 the 3·2·1 dvd home 
entertainment system

 The 3·2·1 DVD Home Entertainment System 
took the concept of simplified surround 
sound one revolutionary step further 
forward This DVD-supported system offers 
a home cinema experience with just two 
small speaker arrays and a hideaway bass 
module.

2004 ipod-musik for all
 The SoundDock Digital Music System has 

developed rapidly into the standard for 
high-quality sound rendition amongst 
loudspeakers for the iPod. This enables 
iPod users to listen to music with their 
friends, without earphones.

2004: 
SoundDock Digital Music System for the iPod
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text Danny Ocean
photos David Breun

Him and her, that car 
and this night

had ever got closer to him than she had. Of course she knew the 

kind of things he liked which was why she knew that she could 

lure him with this car. He will come and get it, even if it’s just for 

a night She was sure about that and so she waited. 

And sure enough, he came. From nowhere, it seemed. 

Inconspicuous, and without a sound, as always. Suddenly an 

engine started up, and just a few split seconds later a sports car 

accelerated wildly into the night. A hint of shiny metal and that 

was it: so much for supervised, secure parking. As she raced 

through the dense shrubbery to her car she asked herself how this 

stupid, stupid man had once again managed so easily to get his 

hands on what it was he desired. Then, to top it all, she tripped 

over a branch. Oh, how she hated this guy. 

He was young and successful and he was also somewhat 

bored. Most of the time, anyway. Certainly during the  

day, stuck in that endless loop of business meetings with those 

cloned drones  in uniform drab colours. Black, grey: blue at best. 

This aspect of his life offered him precious little colour. Kicks?  

Pull the other one. 

Night-time was something quite different, however. That was 

when he did what he wanted. “It’s a good thing nobody knows”, 

he used to think. “It’s a good thing he doesn’t know what I 

know”, she thought. It was dark, and she had been on the lookout 

for three hours already. She was not impatient, because she knew 

he would come sometime that night. She had been following his 

imperceptible, mysterious trail for almost two years, and no-one 

She knew that this car 
would attract him and that 
she could wait. 
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He, meanwhile, was having a lot of fun. The Essence moved 

just as he had hoped. Not just a real sports car, but one with a 

sensational profile. A wonderful stretched bonnet and a short, 

striking, powerful tail making it anything but retro. From the 

side, the lines were reminiscent of natural wave movements. 

Flowing, dynamic and muscular. To him, the car was a spectacular 

sculpture, a special work of art. It was one which inspired him 

and one which he simply had to experience. One night was all he 

asked for. A concept car like this should not be locked away, nor 

should it only be paraded like a museum piece at concours events. 

Milan was not far away, after all. 

His favourite bar was exactly where she assumed he would be. 

Obviously he had parked the car within eyeshot. That way he 

had the Essence in view at all times, and he was able to observe 

reactions to the lines, the profiles and the proportions. He was 

just like a gallery owner deriving pleasure from the reactions of his 

rapt audience at a private viewing. She sat down next to him and 

he smiled. It was all so obvious. Of course, she began to tell him 

some tourist tale he’d doubtless heard before. Something about a 

city break and so on and so on. Naturally, he didn’t believe a word 

of what she said. But incredibly – all of a sudden – this no longer 

mattered to her. It was all just a game, an incredible road movie. 

Her and him and that car and that night. 

All that remains to be said is that this sought-after concept car 

was to be found right where it belonged the following day. On the 

Concorso d’Eleganza Villa d’Este by the wonderful Lake Como. 

People gathered around it, paying it a well-deserved tribute. 

Apparently, one of England’s best special agents had suddenly 

resigned from her post. Forever.

To get the feeling, visit www.concorsodeleganzavilladeste.com

All of it was just a game.  
A wonderful road movie. 
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He would go for it, even it 
were just for one night.  
She was sure of that. Heck!  
How she hated this guy!
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He saw the car as a 
spectacular sculpture:  
a really special work of art.  
It was no longer far  
to Milan.



A shining metallic mirage, 
that’s what it was.  
“It’s just as well he doesn’t 
know what I know”,  
she thought.
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Naturally, the concept car 
stood there the following 
day at the Concorso 
d’Eleganza Villa d’Este. And 
naturally, he didn’t believe 
a word she said. 
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Him and her and that  
car at the beautiful  
Lake Como. Surrounded 
and applauded.
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10 Corso Como

It is not only fashion editors who 
make the regular pilgrimage to the 
“Golden Triangle”, where boutiques 
jostle for position between Via 
Montenapoleone, Via Sant’Andrea 
and Via della Spiga. Stars such as 
Christina Aguilera, Rihanna and 
Lenny Kravitz are often to be found 
in “10 Corso Como”. A beautiful old 
patina-coloured courtyard brings 
you to a lush, green location which 
in its vegetal fullness reminds the 
onlooker of a greenhouse in the 
botanical gardens. Here a door leads 
you to one of the coolest concept 
stores worldwide. Carlz Sozzani, the 
sister of the long-time chief editor of 
the Italian “Vogue” magazine, 
presents her design selection here – 
no big names, just her personal 
discoveries of lesser known designers. 
this is part of the Carla Sozzani arts 
complex, which also includes a 
hotel, a shop, a tea room, a cafe and 
a book shop with an incredible array 
of quality publications. Before 
exploring however, you can easily 
while away the best part of a day 
with great food and a creamy 
cappuccino.

10 Corso Como
20154 Milan
Tel: +39 022 901 35 81
www.10corsocomo.com

Gold

As if it were an extension of the 
catwalk – the haute volée of Italian 
fashion designers has a new hobby 
horse – styling the “Gold” restaurant 
belonging to the designers Dolce & 
Gabbana. In the case of this absolute 
hotspot for the in-crowd, with its 
exuberant whites and gold colours, 
the name says it all: it gleams and 
glistens wherever you look. Lounge 
music emanates from the loud-
speakers, whilst a waiter walks around 
stylishly with a tray of canapés. the 
young, rich and beauti ful on the Milan 
scene exchange kisses in the lounge 
area with Kylie Minogue and Paris 
Hilton, and order aperitifs with 
names like “www – what women 
want”, “Be poshy”, “Mr Gorgeous” or 
“Say you love me”. the restaurant 
has some 2200 wines on offer. the 
most ex pensive is a Château Petrus, 
vintage 1982, a bottle of which will 
set you back eight thousand Euros. 
Regal luxury, genuinely golden. our 
tip: a quick (and above all cheaper) 
cappuccino in the “Gold” coffee room 
is enough to get a flavour of the 
celebrity-gold-glamour that goes on 
here.

Gold
Piazza Risorgimento
20129 Milan
Tel: +39 027 57 77 71
www.dolcegabbanagold.it

Home-Made

the restaurant “Home Made” by 
Monica Bangari is situated on Via 
tortona. It serves delicious and 
healthy Italian fare. As the name 
suggests, Home is not attempting to 
appear to guests as a traditional 
restaurant, but more of an 
apartment, and one with a 
particularly cosy and friendly 
atmosphere at that. the restaurant 
was designed by the architects 
Riccardo Salvi and Luca Rossire, 
whilst Re-trouvé by Emu, created by 
Patricia urquiola, was chosen for the 
furnishings. the styles are inspired 
by the tastes of the 1950s, and the 
colours green, white and black set 
the atmosphere. the restaurant is 
still something of an insiders’ tip, 
although it has become a strategic 
meeting place for those on the 
creative scene. this is particularly 
true during the Salone del Mobile, 
when the city becomes the focus for 
the international design scene. 

Home-Made
Via Tortona, 12
20144 Milan
Tel: +39 028 35 67 06
www.home-made.it

Le Noir

the culinary delights of Milan are 
just a short distance from Hotel 
Gray. Well, to be more precise you 
don’t have to go any distance at all, 
because the restaurant and bar “Le 
Noir” are located in the same 
building. An oasis for gourmets in 
search of the unconventional. the 
bar – II Bar – is a thing of beauty in 
its own right, in white glass, which 
offers a complete contrast to the 
entirely black restaurant on the floor 
above. the “Le Noir” is resplendent 
instead with black lacquered tables 
and black velvet cushions. this may 
sound somewhat too grand at first, 
but it isn’t really. Italians know how 
to combine acute design with 
master craftsmanship, thus providing 
the style with genuine substance. 
urban chic, much celebrated in 
these parts, wins over its detractors 
with cool designs and interiors – it 
has it’s finger on the pulse, you 
could say. this is a small but cosy 
restaurant – every bit as unusual 
and unique as the top hotel which 
houses it.

Le Noir
Via San Raffaele, 6 
20121 Milan
Tel: +39 027 20 89 51

Bulgari Hotel

Sophisticated and prestigious: the 
elegant building of the Bulgari Hotel 
is situated in the middle of a magical 
green oasis in the smart Brera 
district, just a stone’s throw away 
from Milan’s exclusive shopping 
streets. Set in 4000 square metres 
of private grounds, the 5-star hotel, 
designed by the renowned architects 
Citterio & partners, has a total of 58 
rooms and suites. the interior wows 
visitors with its precious materials: 
such as black marble from Zimbabwe 
in the public areas, Vicenza stone 
and turkish afyon in the spa area, 
teak, durmast and oak in the rooms 
and suites. the corridors on the 
upper floor are characterised by 
graphite coloured oak and cushioned 
materials on the walls which absorb 
the blacks and whites of the public 
area. Combined with the fantastic 
view of the garden, the guests are 
able to enjoy a high degree of peace 
and privacy. 

Bulgari Hotels & Resorts Milano
Via Privata Fratelli Gabba 7/b
20121 Milan
Tel: +39 028 05 80 51
www.bulgarihotels.com

The Gray

the Gray fits Milan like a genuine 
Manolo Blahnik stiletto fits the foot 
of the “Sex and the City” star Carrie 
Bradshaw. With its cool and chic air 
the hotel provides the perfect 
backdrop for fashion shoots, and in 
addition to its exclusive ambience, it 
also enjoys one of the best locations 
in downtown Milan. the design 
hotel’s exterior impresses with a 
gorgeous renaissance facade, whilst 
inside, Guido Ciompi has created a 
glossy world of cool beige and brown 
tones, clear lines and exclusive 
designer furniture. the motto is 
creative luxury at the highest level, 
and imaginative details like chair 
swings really catch the eye. Plasma 
screens are of course a standard 
feature of the 21 guest rooms, while 
some rooms are even equipped with 
a separate fitness room, steam bath 
or balcony. the stylish alternative for 
a stay in Milan.

The Gray
Via San Raffaele, 6 
20121 Milan
Tel: +39 027 20 89 51 
www.hotelthegray.com 

Town House 12

town House 12, designed by the 
Argentine Claudia Montia, continues 
the success of the Milanese design 
town houses. And so another hotel 
opens the gates to a world of 
minimalist chic with modern and hip 
interiors. the town house from the 
19th century offers demure luxury 
alongside urban design. Luxurious 
wooden floors, soft carpets and a 
clever lighting system warmly 
contrast with the clear lines of the 
modern furnishing. the absolute 
icebar milano is particularly cool, 
in the truest sense of the word. the 
bar, where everything from the 
tables to the glasses is made from 
crystal clear Norwegian ice, attracts 
not only hotel guests to spend an 
extraordinary evening in 
temperatures around -5 Celsius.  
No wonder the hotel is so popular 
amongst trendsetters. 

Town House 12
Piazza Gerusalemme, 12
20154 Milan
Tel: +39 028 907 85 11
www.townhouse.it/th12

More Milan?
try these tips to explore the city.
text  Joachim Fischer

Da Vittorio

Half an hour from Milan, with its 
haute couture houses and shopping 
temptations, the Cerea family has 
created an estate in which every-
thing is characterised by excellence 
and Italian style. the Vittorio is 
above all an enchanting villa with 
gardens, close to two lakes. In 
addition, the house is situated just 
ten minutes from Bergamo, and here 
you can take a culinary journey into 
the world of Lombardy cuisine, 
where polenta, cheese and meat 
reign supreme. Chefs Enrico and 
Roberto Cerea approach their 
cooking like stylists. the house – 
which also contains a traditional 
patisserie and an excellent wine 
cellar – recently created a 
“Gourmandise range” which 
guarantees that visitors will not leave 
before trying some of their sweets.

Relais & Chateaux Hotel Da Vittorio
Via Cantalupa 17
24060 Brusaporto (Lombardy)
Tel: + 39 035 68 10 24
www.davittorio.com

hotels GAstRoNoMY
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The new Infi niti G37 Cabrio. Lean coupe design with pure convertible credentials. 
Clamshell folding metal roof, for inexhaustible exhilaration. Experience inspired versatility 
in the Infi niti G37 Cabrio.

For more details and to book a test drive go to www.infi niti.eu.
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motorway 8.3 l/100 km, combined 11.4 l/100 km. CO

2
 emissions 264 g/km. 
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on the fritz hansen chair: heinz neth. this pioneer and out-of-the-box thinker talks about 
his philosophy of perfect olive oil, explaining how he found happiness in a small mountain 
village in greece.

text Moritz Silzer
photos Deniz Saylan

Accuracy under pressure: 
the master olive oil miller

sea with a fantastic view. There’s not much that goes on, but that 

suits me fi ne and there’s certainly plenty of work to do. 

I have everything that I could hope for. 

adeyaka How many trees do you own?

heinz neth Over the years, I’ve bought about 1,000 olive trees 

and all of them with a great view of the sea, because we are 400 

metres up in the hills here The soil there is very chalky and stony, 

which is good for the trees as it provides them with plenty of 

materials. 

adeyaka What is the secret of a good olive oil?

heinz neth After harvesting, the olives have to go into the mill by 

adeyaka Neth:Why olives, of all things?

heinz neth In the Mani, there is nothing but olive trees

adeyaka In the Mani?

heinz neth This is the area of Greece where I have my olive groves.

adeyaka So what it is that led you to a Greek village with 

100 souls?

heinz neth When fi rst holidaying in Greece, I met really nice people 

and ten years later, I moved here. To Thalamai, in fact, which is 

at the south of the central Peloponnese peninsula and it was there 

that I went straight ahead and acquired a few olive groves. Apart 

from that, it’s not that remote there, as the villages are all by the 

l o u n g e  t a l k
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three days at the latest, so that the acid content stays as low as 

possible. In this way, the oil keeps its full aroma for years. Good 

containers are also very important: you won’t find any plastic bags 

at my place.

adeyaka Is that all?

heinz neth Yes, cold-pressed. That’s important as well.

   

adeyaka Does anybody help you with the harvest?

heinz neth Sure. I have seven workers from Poland and Greece 

who are effectively the main team and they are assisted by many 

friends and helpers who come for the harvest.

adeyaka Do you help with the harvesting yourself?

heinz neth Of course! What I particularly enjoy is trimming  

the trees.

adeyaka How do you manufacture your famous ‘drip oil’?

heinz neth The mash from the first pressing is laid onto mats and 

drips of its own volition and without pressure. 

adeyaka Is this a fill-time job?

heinz neth No. I also take time to enjoy the scenery and 

apart from that, the olive tree is one that needs some ‘peace’, 

particularly when it has been harvested and trimmed. After that, 

you can leave it alone without problems unlike livestock, that 

needs to be fed. That also makes the whole thing more interesting. 

In the winter, you work for three months with olives and then they 

go to market. It can be a full-time job, depending upon what you 

want to put into it. 

adeyaka Where did you learn the trade?

heinz neth In the mill. When I purchased the oil mill, the last 

owner was there and showed me how it is done. The rest was then 

learning by doing.

adeyaka How much oil does an average Greek consume in a year?

heinz neth About 20 litres.

adeyaka And the other average European? 

heinz neth Half a litre!

adeyaka So where are your customers?

heinz neth Over the first years, I travelled a lot to get the oil to 

market, especially in the delicatessen sector. In the meanwhile,  

I also have many star chefs who are using my oil. Vincent 

Klink, by the way, was one of my first customers. My oil goes to 

Heinz Neth was born on the Black Sea about 100 km south of Odessa and came to Germany in his youth. 
There it was that he did various things, such as successfully running a good pub for five years. Today, he is 
69 years old and has been manufacturing exclusive olive oil in Greece for 19 years.

The oil can purchased from leading 
retail outlets or directly from:
morea
Böttgerstraße 16
89231 Neu-Ulm
Germany
Tel: +49 731 974 65 0 
www.morea-oel.de

The morea olive oil is prepared at the proprietary oil mill in Thalamai, a small 
village in the centre of Mani in Greece in accordance with traditional processes. 
It is milled in a stone press and then gently pressed between sisal mats at low 
pressure.

drop oil Heinz Neth’s olives never get to see a steel press or centrifuge. 
The fruit is slowly and unhurriedly ground by heavy natural stone wheels to 
produce a mash which is applied to sisal mats. With these mats laid over each 
other, the oil then drips down by gravity.

fruit oil In the case of fruit oil, the olives are ground together with a mixture of 
whole fruit that consists of ten parts of olives and one part of untreated lemons, 
oranges or ginger. During the common processing, the fruity essences bind to 
the oily substance to become united. Subsequently, the water and fruit flesh 
are separated from the fruit oil, which is bottled after a short storage time 

olives and capers Heinz Neth does not just make very good olive oil but also 
sells olives and capers.

loungeadeyaka  Infiniti Magazine
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restaurants and delicatessens in Copenhagen, Gothenburg and 

also to customers in Belgium, and these are the results of personal 

contacts. People are pleased to see me and I can truthfully say  

that my oil is where my friends are. 

adeyaka What is your personal luxury?

heinz neth I live in luxury, but that’s not because I have so much 

oil in the cellar. I have all that I want. For me, luxury is just being 

able to be myself and to be individual. It’s all about doing simple 

things that I enjoy and that are important to me. I have a large 

circle of friends and travel because of the oil: I get around a lot.

adeyaka What else do you do apart from olive oil and  

drip olive oil?

heinz neth For about three years, we have been expanding into 

fruit oils from oranges and lemons. Many think that it is simply 

a question of adding lemon juice to the oil, but the aroma doesn’t 

come from the juice but from the fruit itself, through the peel. 

To begin with, it was quite difficult to get people to accept fruit 

oil. Top chefs would come here and start warbling about “I love 

nature” and just wanted to have my ‘normal’ olive oil. Okay, we 

all love nature, but lemons are also ‘nature’. At some stage they 

realised, tried the fruit oil and in the meanwhile they are using it. 

Another chef from Illertissen in Germany even asked once whether 

I could make an oil from ginger, so I did. 

adeyaka In five years…

heinz neth …I might have sold my mill. My daughter will be 

coming here this year and wants to get involved in things a bit. 

For all I know, she might even take over the mill, but there is no 

need for any quick decision. 

adeyaka Can we expect any new varieties of oil from you?

heinz neth Well, it’s possible. One chef told me he’d like to have 

an oil with pepperoni flavour. That would be nice to try in smaller 

quantities in the winter. It would certainly be ideal for giving a bit 

of spice to meat. 

adeyaka If your oil were a wine, which type would it be?

heinz neth Riesling, or late vintage.

loungeadeyaka  Infiniti Magazine



Flying 
Quantum 
leap
with the airborne and amphibious icon a5 leading the way, 
light sport aircraFt may soon redeFine personal mobility.

text Gregory Anderson
photos Frank Schott
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blinking headset still lodged in his ear. Hawkins is a former 

captain in the U.S. Air Force whose last full-time job involved 

flying F-16 fighter jets over Iraq. After serving eight years in the 

military, he earned a master’s degree in business from Stanford, 

which led to his current role as the founder and CEO of Icon 

Aircraft, a start-up recreational airplane manufacturer based in 

Los Angeles. At 41 (birth date 6 July 1967), Hawkins could pass 

for a young Tommy Lee Jones. Possessing an air of level-headed 

composure that underscores his baritone voice, Hawkins projects 

the confident presence of a bird of prey. “Our company’s internal 

mantra is: ‘We only do badass,’” he says. “That’s hard to define, 

but it’s like the pornography definition – you know it when you 

see it.” And when you see the Icon A5 for the first time, you 

understand exactly what he means. From the outside, the A5 

might resemble what you would get if you crossed an plane with 

a shark – a mechanical bird of prey. From inside the cockpit, 

however, this is clearly a flying sports car. Regardless of what the 

A5 looks like, what it represents is the ultimate in power sports: 

an amphibious two-passenger aircraft with foldable wings so you 

can tow it on a trailer or store it in your garage. “The whole thing 

was teed up by regulation change,” Hawkins says. Other than an 

underground subculture populated by ultra light aircraft pilots 

Like Clark Kent or Bruce Wayne, Kirk Hawkins sounds like 

the name of a comic book superhero in civilian attire, or 

perhaps a popular science fiction character. “Kirk, like Captain 

Kirk,” Hawkins says upon introduction – with his mobile phone’s 

Kirk Hawkins was a captain with 
Air Force, Steen Strand was the 
producer of Freeboards. Their 
mission was to build the most 
revolutionary aircraft.

who flew below regulatory radar, sport planes had never officially 

existed before 2004. “The FAA’s mentality for the last 50 years 

has been primarily focused on transportation,” Hawkins explains, 

and, as a result, the government had set the threshold so high that 

the average person would never want to become a pilot. “You’d 

have to have enough training to demonstrate proficiency so you 

could get into a 172 at LAX, taxi out on the runway with all 

those big planes, then fly across the country into Dallas-Ft. Worth, 

and land – at night,” Hawkins says. “What that meant is that 

the minimum level of proficiency to fly an aircraft was…pretty 

freaking qualified.” 

“wow – this is huge!”
In 2004, after the FAA had spent 12 years analysing the situation, 

they came up with a solution called the Sport Pilot License, which 

requires only 2,517 Euros (USD 3,500) in tuition and 20 hours 

of flight time to obtain. “When I saw that, I said wow – this is 

huge!” Hawkins recalls. “This could literally change the industry.”

With his background in mechanical engineering and aviation piloting 

at a sport level, building a product was a natural next step. “I 

remember thinking in college, ‘why isn’t this stuff more available?”, 

Hawkins says. “I knew from going from one group to the next – 

icon a5 specif ications:

base price  ........................................................... 99,000 Euros (USD 139,000)
wingspan  .............................................................. 10.4 Meter (34 feet)
length  ......................................................................6.7 Meter (22 feet)
height .......................................................................2.7 Meter (7.1 feet)
maximum takeoff weight  ................. 649 kilogrammes (1,430 pounds)
maximum speed  ............................................. 193 km/h (120 mph)
engine  ...................................................................... 100 PS Rotax 912
fuel  ............................................................................Regular or aviation gas,  

minimum 91 octane
fuel economy  .................................................. 27.4 km (17 miles) per 3.8 litre (gallon) 

with a 76 litre (20-gallon) capacity 
range  .........................................................................483 km (300 miles) nautical miles
wings  ......................................................................... Folding (manual or automatic)
airframe  ................................................................ Carbon fibre
retractable landing gear  ............. (optional)
 

More information on  
Icon A5 can be found at  
www.iconaircraft.com
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from wake-boarders to mountain climbers to skydivers – that these 

were the exact same people addicted to the exact same drug.”

authentically badass
Having only recently returned to civilian life after flying F-16s 

for the American government and 767s for American Airlines, 

Hawkins was as authentically badass as they come, tempered by 

a healthy dose of tech geek. Before flying off to war, he earned 

his first masters in mechanical engineering from Stanford. It 

was then that he met Steen Strand, Icon Aircraft’s co-founder 

and VP of design. Strand’s extensive background as a product 

designer serves the partnership well. He successfully founded a 

company – Freebord – based on his own invention: a skateboard-

meets-snowboard hybrid that spawned its own extreme-sport 

subculture. It is something Icon is now attempting to pull off in a 

more extreme power sports arena. Strand also sees the correlation. 

“We think that because of the regulation changes, recreational 

flying 10 to 20 years from now is going to look and feel like a 

power sport,” he says. “Unconstrained, that’s the natural place 

where it should be. There’s a reason why jet skis and ATVs look 

the way they do – why every year they launch new models that 

look cooler and wilder. It’s not arbitrary. It’s because people who 

do recreational stuff – they connect with that.” Now, that market 

has opened up. “Left to its own devices,” Strand says, “companies 

like us come along and we’ll make a cool-looking airplane, and 

get an amazing response.” The plane launched last year at EAA 

AirVenture in Oshkosh, Wisconsin, which attracts aviators from 

all over the world. The initial public reaction to the A5 was 

overwhelming. “We stole that show,” Strand says. “No one had 

seen anything like this.” 

At least no one had seen anything like the A5 in the air. But a 

pioneering airborne sports craft is not unlike a sports car – it’s 

more about enjoying the ride than transportation – so teaming 

up with a car company to execute the design made perfect sense. 

“A project like this is not usually something we solicit,” says 

Bruce Campbell, Infiniti designer and vice president of design for 

Nissan Design America (NDA). “We have the luxury to pick and 

choose what project we take on as a team. If it’s interesting, if it’s 

stimulating for designers, then we’ll take it,” he says. 

yachts, golf clubs, computers
One look at the business plan, and the Icon A5 qualified as 

interesting. Non-automotive design work is something Campbell’s 

group has been doing for 30 years. Aside from NDA’s core 

responsibility of designing concept and production cars, the 

company takes on a range of other projects. “We have designed 

everything from medical equipment to yachts; golf clubs; 

computers; even children’s furniture,” Campbell says. “But the 

primary reason for doing outside projects is to stimulate our 

designers and broaden our horizons.” Randy Rodriguez drew the 

initial idea sketch that won Icon’s approval. “When Randy did  

his first sketches, he said he was watching Shark Week,” Strand 

says. “Good design is done from inspiration, which is where 

creativity comes into play,” Campbell says. “The Icon A5 was 

inspired by this aquatic form, because it is going to be landing  

on water,” he explains.

“So he had a lot of sort of sharky-looking images. You have to 

regard the airplane as a sculpture, and find that balance touching 

on themes so when you look at the plane, you get cues that OK, 

The Icon A5 amphibious aircraft 
has room on board for a pilot and 
one passenger. The wings fold,  
so that it fits in the garage. 
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in your subconscious, you may think it’s hawk-like, or shark-like, 

but you’re not going to say, ‘Oh – it’s a shark.’ Instead, you may 

see it in just one detail – it’s not an overt suggestion.” Finding 

that balance, Strand says, is what a great designer does. “What 

interested us in [Rodriguez’s] work was it had a lot of attitude that 

went beyond functionalism.”

a certain amount of confidence
The A5 had to look natural on the water, in the air, and on land. 

“So you have all these different influences,” Strand says. “It has 

to look sleek and technologically advanced, and project a certain 

amount of confidence because you’re going to put your life in this 

thing. It makes you want to jump in and go fly. And there are all 

these little cues that do that.” As Campbell explains, “the taste 

has to be like a sports car.” Campbell does not mean taste in the 

literal sense, but in the sense of visual cues. “Like in a sports car, 

it has round gauges; seats that are supportive yet flexible enough 

to make it easy to get in and out of; a Spartan interior that is all 

business, yet functional.”

Steve Moneypenny is the designer who shepherded through the 

interior design, working with the rest of NDA’s team to “make 

the interior and exterior sing the same song,” Campbell says. “We 

were given a set of priorities, and designed around those criteria.” 

From inside the cockpit, Icon claims that the A5 offers better 

visibility than any other aircraft in its category. “We want to 

minimize the amount of time you’re looking at the instruments,” 

Strand says, “but as you need information, sure, it’s available 

to you.” The first thing Strand’s team did was strip out every 

instrument that they felt was not essential to the specific mission 

of recreational flying. “A lot of airplanes are like a Swiss Army 

knife inside, loaded up like a little 747 panel with every gauge, 

every gadget,” Strand says. “But if you look at other power sports 

vehicles – whether it’s a jet ski or an ATV – they just give you 

what you need, and that’s it.” 

the entire food chain
Inside the A5’s cockpit is similar instrumentation to what you 

would find in a car, except there is an altimeter, a two-way radio, 

and something called an Angle of Attack gauge, which lets a pilot 

confirm at a glance how well he or she is flying. On top of the A5’s 

99,941 Euros (USD 139,000) base price, options include functions 

like as retractable landing gear, a dock for iPods or MP3 players, 

and safety equipment such as a parachute attached to the airframe, 

which can be deployed in an emergency. “In fact, most pilots 

would say there are very few scenarios where you’d want to deploy 

it,” Strand says, “but for a non-pilot, it’s very reassuring.”

into the supermarket
It is hard to miss the fact that Icon Aircraft could soon make 

owning an airplane as attainable as buying an exclusive sports car. 

“This is the opportunity to take flying from the niche technical 

world into the supermarket,” Hawkins says. “Computers, 30 years 

ago?” he asks. “If you had one, you were not mainstream. You 

were a very technical, geeky person – I was one of those. Apple 

understood that: how do we make this technical thing more 

appealing to the consumer?” According to Hawkins, you do that 

by bringing in elements of design. “It needs to inspire people, it 

needs to be cool, it needs to be fun, it needs to be easy to use, 

The Icon A5 has to inspire people, it must 
be cool, it must be easy to fly and it must 
be practical.
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it needs to be functional,” he says, ticking five items off on his 

fingers. “This is a difficult process – Apple is one company that 

has distinguished itself by doing that, because it has been in their 

DNA from the beginning.” 

The real breakthrough in the concept of the A5, therefore, was 

to take the concept of flying and turn it into a consumer product. 

“It’s very different from what an aircraft has ever been,” Hawkins 

says, explaining that planes have always been functional products, 

with their primary utility residing in moving things from point 

A to point B. “This is the first time anyone has designed an 

airplane with the same approach that Ducati might use to design 

a motorcycle, or Ferrari with some of the cars, or Apple, or 

Oakley,” Hawkins says. “Start with the human experience, use 

great engineering to bring that product to life.” To use another 

analogy, Hawkins draws a parallel between writing computer 

code and surfing the Web, which require two very different levels 

of competency. “If you want to go to LAX at night and fly in bad 

weather,” he claims, “that’s writing code – you have to be a very 

technical person.” If, on the other hand, you want to go out and 

fly around during the daytime in nice weather, “that’s like surfing 

the Web,” he says. “That’s easy. I can teach you in five hours how 

to fly this plane.” 

even a simple airplane has to fly
The FAA estimates that 80 percent of the airspace below 2,000 

feet is unused and wide open to aircraft such as the A5. Hawkins 

used the business school experience as a contextual learning 

environment. “Almost every class I would bring some element 

of my business idea and use it to evaluate my idea. It’s the classic 

start-up opportunity, where there’s this disruptive change – and 

typically, the most common disruption is technology, social 

behaviour, or some non-market or regulatory change,” he explains. 

“Sometimes the rules change, and that alters the market just 

enough. When they shift is dramatic enough, you’re better off 

starting a company from the ground up.” Hawkins says. “I came 

out of business school and did a bit of soul searching to see if I 

was ready to commit the next X number of years of my life to 

climbing Mt. Everest.” He sees his start-up as a big opportunity, 

but one that will also require a Himalayan effort. “There’s a lot of 

risk,” Hawkins says. “And this is not easy. I’m not saying that any 

start-up is easy, but this isn’t a lay-up,” he laughs. “There’s a lot 

of moving parts because it’s a complex product. It’s very technical, 

and there are a lot of regulations.” After all, even a simple 

airplane still has to fly.

Power is nothing without irresistible 
design. What better powerhouse to pull 
the Icon A5 on a trailer than an Infiniti FX?

“I kind of saw the tectonic shift, and a new mountain popped 

up next to me – my own Everest, only nobody’s climbed it yet,” 

Hawkins says. “You’ve got to put together the right team, pack 

enough supplies, the right amount of food, and still, the weather 

can change at any moment.” This is the experience that inspired 

so many early aviators. “It isn’t getting up to altitude at 30,000 

feet, dragging contrails at 500 miles an hour,” Hawkins says. “It 

is completely about the experience of flying.” 

The best part about his aircraft is that “it gives you a chance to get 

out and see, interact and explore your world in a way you haven’t 

really had a chance to,” Hawkins says. “You’ve got the windows 

open, like in a convertible car, except instead of being on the 

road, you’re flying around the treetops, checking out the water.” 

He swerves his hand through the air to demonstrate. “And when 

you have that experience, it’s really, really different – it’s actually 

somewhat life changing.” He pauses for a moment, as if lost in a 

thought. “You will look at the world differently.”
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the office of “artechnic architects”, with its “shell” house in the japanese region of karuizawa is proof 
that sustainable architecture is anything but passionless. kataro ido and his team have created an 
oasis of calm. they have designed a weekend house resembling an abandoned spacecraft which hovers 
over the forest floor.

text Patrick Morda
photos Nacasa & Partners Inc.

The way of the architects

quoted its philosophy ever since in the form of its architecture. It 

is revealing that the ARTechnic Architects have written quotations 

from the philosophy to their concept. There are historical as well 

as current examples in many places. One of the most famous is 

evident in the shape of the Katsura Imperial Palace. The building 

and its surroundings literally flow into one another, forming an 

associative community. Even in modern day Tokyo, which appears 

anonymous at first glance, there are nods to this philosophy in or 

on buildings and complexes wherever you go. This is expressed 

by the provocative, alternating game of light and shadow on the 

facades of the skyscrapers, or in the use of a white fabric covering 

on inside walls, reminiscent of the shoji, the traditional paper-

covered sliding doors.

At first glance it could well terrify people into believing that 

what they see before them is the ultimate proof of the 

existence of extraterrestrial life. A closer inspection, however, 

reveals that this is not some form of UFO – quite the opposite, 

in fact. A mother-of-pearl coloured house, nestled in the forests 

of Karuizawa is anything other than futuristic. It is the faithful 

translation of a centuries-old philosophy into modern architecture.

the power to respect nature
Manyoshu – The Collection of Ten Thousand Leaves – is the 

almost 1500 year-old instruction manual. This Japanese philosophy, 

compiled over a number of decades in lyrical verse, emphasises the 

importance of nature in connection with urbanity, and Japan has 

An oasis of calm, only just over one hour from the 
simmering action of Tokyo: the Shell House in the 
Karuizawa forest.
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Instead of felling trees, the ARTechnic Architects 
build around them (left). The organically-aligned 
shapes provide harmony between mankind and 
nature. (right).
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1.	 Entrance
2.	 Hallway
3.	 Study
4.	 Living
5.	 Kitchen
6.	 Dining
7.	 Terrace
8.	 Patio	 (Central	 tree)
9.	 Bathroom

10.	 Lavatory
11.	 Closet
12.	 Master	 bedroom
13.	 Storage
14.	 Mechanical	 room
15.	 Inner	 balcony
16.	 Bedroom	 #1
17.	 Bedroom	 #2
18.	 Bedroom	 #3
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firmly positioned, freely levitating
The goal is quality of life in perfect symbiosis with nature. 

“Co existence” is the keyword. What is important is the juxta-

position of buildings and nature, without one curtailing the 

existence of the other. The house which appears at first sight 

like a foreign object in the forests of Karuizawa actually 

conforms exemplarily with its original surroundings. The 

building and the forest influence each other constantly. “The 

quality of the structure depends on its power to respect nature”, 

is how the architects describe their concept. Instead of felling 

a large, hand some fir tree, for example, they simply designed 

the house around it. Instead of digging deep cellar rooms in 

the forest floor they raised the house by 1.4 metres above the 

foundations. From a philosophical point of view, it suggests 

effortlessness and freedom, even though it is securely fixed to 

the ground on stilts. It is a tribute to nature and traditional 

building methods at the same time. 

It is said that architecture should keep quiet and let nature 

converse through wind and sun. In this sense the Shell house is a 

good listener. The centre of the building forms a circular courtyard 

which opens up to the house on one side. Concentric circles form 

a pattern, as if caused by raindrops landing in water, which are 

echoed in the terrace steps, as well as in the shape of the house. 

Two oval concrete tubes with different-sized profiles surround the 

courtyard and incorporate its circular shape in their openings to 

the courtyard. 

spatial impression of an abandoned spacecraft
The spatial impression inside the house resembles that of a 

spacecraft rather more. Daylight floods into the house through 

two large, circular skylights, which draw inevitable comparisons 

to portholes. The metallic chimney which hangs from the ceiling, 

surrounded by a circular seating arrangement, appears like the 

periscope on a submarine’s conning tower. In dispensing with 

partition walls, the architects have ensured that the inside of 

the house can be experienced as a whole, which allows nature 

to become an integral part of the living quarters thanks to the 

opening to the courtyard, and the fact that the side walls are 

completely glazed. 

For all its peace and proximity to nature, the Shell house is any thing 

other than a forest hut. If “power is to be found in tranquillity”, 

then this refuge is at the very cutting edge technologically, and 

it offers luxury of the very highest level. Innovative light design 

ensures a modern ambience of wellbeing. The central control system 

means that all electronic and mechanical items can be operated with 

just three buttons, and the biometric security system ensures that 

residents can sleep easily at night, even in the midst of the forest. 

The specially developed floor heating, which reacts in a highly 

efficient manner to all challenges that the Japanese weather could 

throw at the building, ensures a balanced room temperature.

Proximity to natural surroundings is cherished; in the end Kotaro 

Ido’s concept of a life and death determined by nature shines 

through. The building and material point clearly towards eternity. 

Seen from above, the smooth concrete top gives the impression  
of the outer hull of as giant space ship. (top). The observer is returned  

to the’ here and now’ by a lot of wood and glass. (right).

The architect Kotaro Ido, born in Tokyo 
in 1965. During and after his studies 
at the Musashino Art University he 
worked for Ken Yokogawa Architects & 
Associates, before founding ARTechnics 
Architects in 1994.

The floor plan with the central 
courtyard provides the living 
structure of the Shell House.
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Not only functional space for the weekend – the Shell House 
pays the ultimate attention to comfort, leisure and  
picturesque views. The concrete forms reach an thickness  
of 35 cm at the ceiling, so that further supports or unnecessary 
walls are not required.

loungeadeyaka  Infiniti Magazine
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brands come alive
 MUST HAVE  Whether it’s Coca-Cola Zero, 
Bell & Ross, Louis Vuitton or Red Bull – in the 
current glossy edition of the CoolBrands 
“Guru Book”, all of the 50 most innovative 
and state-of-the-art brands are featured. This 
is book is an absolute must for whoever is 
interested in fascinating company stories and 
innovative marketing approaches.
 WHY WE LOVE IT  Strong brands have a good 
story. Products and services may often be similar 
with only the story behind the brand that makes 
a difference. We found it fascinating and really 
the type of book that is hard to put down. The 
Guru Book is yours for 49.50 Euros (USD 70).
www.coolbrands.org

rome wasn’t built in a day
 MUST HAVE  It takes two years to manufacture 
pure Urushi cufflinks, reverting to the 
Murakami Kibori Tsuishu technique that has 
been in use for 600 years in the manufacture 
of lacquerware objects. This involves creating 
lacquer using the resin from Japanese trees, 
which is applied in single coats. A single coat is 
applied every day, so that just five millimetres 
build up over a year. Because of the natural 

faithful reproduction 
 MUST HAVE  Swiss turntable manufacturer 
Thorens has been in business since 1883. 
Well-known for expensive and high-quality 
analogue audio equipment, the craftsmen have 
excelled themselves this time. The TD 550 
record turntable can be ordered with chrome-
plated or anodised aluminium front plate, 
the plinth itself comes with finest black piano 
lacquer and the tone arm platform is made 
from extremely stiff carbon fibre. This does 
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not just provide an extravagant design, but 
also ensures a very rigid coupling of platter 
and tone arm. 
 WHY WE LOVE IT  An old medium with modern 
technology. Whoever has kept their vinyl 
collection now has a very good reason for 
buying the Thorens TD 550. For 5,600 Euros 
(USD 7,900), this piece of precision equipment 
provides unusual listening enjoyment. 
www.thorens.com

resistance of the resin, these cufflinks have an 
extremely long life. 
 WHY WE LOVE IT  As a mixture of traditional 
craftsmanship and modern design without 
compromise  these cufflinks are certainly not 
mass-produced goods. Lovingly produced in a 
small number they are made for a lifetime 
and beyond.
www.nico.or.jp/hyaku/english

e-mission
 MUST HAVE  A motorbike that emits no 
sound? Yes, it exists and is manufactured by 
the  American corporation Mission Motors. 
who have also constructed the fastest electrical 
motorbike in the world You can streak throu-
gh the countryside at 240 km/h and you do not 
not have to worry at all about environmental 
pollution. There is also no need to worry about 
the vehicle looking like a big green frog, for 
example, as its racy avant-garde design shows 
only too well. The bike is powered from a 240 
volt power supply and the lithium ion batteries 
are fully reloaded after just two hours. Energy 
generated during braking is also returned to 
the batteries. It will be yours for 48,000 Euros 
(USD 69,000) and the Mission One is said to 
be on the market from 2010. 
 WHY WE LOVE IT  Silent speed: the closest 
thing to flying with two wheels on the ground. 
Instant torque: max torque 
at Zero RPM. Max torque at 60 mph. Max 
torque everywhere in between. Zero emissions: 
blistering performance with no carbon emis-
sions. Iconic design: blends traditional racing 
elements with a modern, pioneering sensibility.
www.ridemission.com



122 123

where are you most likely to encounter the most extraordinary wishes in the world? in a luxury hotel, 
of course. the most extreme guest requirements are usually to be found in a luxury hotel for rock stars 
and other celebrities. mark fuller, night club owner with the best connections in the music industry, 
recently opened such a hotel: sanctum soho is the name of his glamorous london quarters. “room 23” 
on the other hand is a glamorous picture book about the illustrious guests of the peninsula hotel in 
beverley hills, featuring photos by deborah anderson in which the photographer catches the stars in 
their most intimate moments. twice the extreme hotel experience, twice the demands. and twice the service 
ad nauseam.

text Thomas Thieme
photos Deborah Anderson / daab

“Five a.m. – you know?”

adeyaka Mr.Fuller, we were wondereing what it’s like to be a 

hotelier when you are constantly confronted with very special 

requests from a very special clientele?

mark fuller It’s my job to deal with people who are rather 

particular. I’ve done it all my life, in my restaurants and nightclubs 

and everywhere. I would fi nd it rather strange if I were not dealing 

with people who were very particular – I’m quite particular myself. 

This is why the Sanctum Soho is the perfect place for people who 

like to celebrate their individuality with a great deal of joy.

adeyaka In what respect are you particular?

mark fuller Well, I go to bed when others are getting up, I work 

24 hours a day, I fl y all over the world, I drive a motorbike 

like a crazed rock star – I don’t live like someone who runs a 

million pound hotel business – I eat lunch when I get up, I eat my 

breakfast in the evening – my life is completely mad, completely 

mad.

Mark Fuller

galleryadeyaka  Infiniti Magazine
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adeyaka Is it true that you have connections to Aerosmith?

mark fuller Not with Aerosmith, but we are involved with Iron 

Maiden. Andy Taylor, the co-manager of Iron Maiden, is my 

partner. I am on tour with a lot of bands, including Aerosmith, but 

I was never their manager. 

adeyaka You are in the music industry, you own nightclubs…

mark fuller … and restaurants …

adeyaka … and since April you’ve been the owner of a hotel.

mark fuller We have another hotel in Cookham Dean, the “Inn on 

the Green”. We are currently doing it up. We hope to turn it into 

“Sanctum on the Green” when it’s ready.

adeyaka How did you get into the hotel business?

mark fuller That was a pretty logical move. I’d been in the 

nightclub and restaurant business for twenty-odd years, and 

after all that time – well, the nightclub business is something 

you shouldn’t do for more than a couple of years. I consider it 

a privilege that I have survived for so long. The Embassy Club 

which we run has been in existence for eight years now. The 

Hotel in Cookham Dean fell to us more or less as the result of a 

contractual bad debt loss, but I liked it and the hotel in London 

came about because the freeholder invited me to take a look at it. 

He wanted me to open a club, but I said, “why not a hotel?”. I 

had always thought that my career would end with the restaurants 

and clubs. However, being a fulltime hotelier has put some of the 

old fire back in my belly. It came just at the right time – just as I 

was thinking things would peter out. Okay?

adeyaka Do you hope the Sanctum will attract rock stars?

mark fuller I hope it will attract the rock star style. I always say: 

everybody should be a rock star for a day. The Sanctum is intended, 

let’s say, to cater for a group of people who a) when they want 

something, they want it now and b) at all times of day or night. 

adeyaka How does one come up with such a crazy idea?

mark fuller By studying demand. The Iron Maiden boys always 

complained about the hotels they had to stay in.

adeyaka Have rock stars stayed at the Sanctum yet?

mark fuller Oh yeah, loads. We have had the English rock band 

The Enemy, and then we had Iron Maiden of course, and we’ve 

had Nadine Coyle from Girls Aloud …

adeyaka … the British girl group created on the TV talent 

show “Popstars”.

mark fuller … we had a request from Alice Cooper, the boys from 

Thunder were here, the AC/DC guys …

adeyaka … what, them as well?

mark fuller Yes, Brian Johnson is a friend of mine. We also had 

the actors Tamer Hassan, Keith Allen and Danny Dyer, as well as 

Peaches Geldof. And all within the space of eight weeks.

adeyaka Is that something of a particular passion for you – looking 

after rock stars?

mark fuller Well, the music industry is my area of expertise. We’ve 

looked after them all in the Embassy Club, from rock acts to pop 

stars and footballers, from Madonna to David Beckham. For me, 

looking after these people in a hotel is a natural extension of that.

adeyaka Is your passion the perfect service, then?

mark fuller Absolutely. The Sanctum is probably the only hotel 

in London where you can order – and receive – a cocktail at seven 

am. When I returned from the Download Festival at Donington it 

was five o’clock, and I ordered my breakfast with a Jack Daniels 

and coke. “Five a.m. – you know?” If you want something 

brought to your room at the Sanctum – no problem. You need a 

massage – no problem. You need a guitar – no problem. You want 

to hire a Harley Davidson – no problem. We will also kit your 

room out with fitness equipment so you don’t have to go to the 

gym. Yes, it is a passion. I want our guests to say “That was an 

experience”, when they leave. For whatever reason. Oh yes, and 

we have a guitar doctor available at all times.

adeyaka Is perfect service an art form?

mark fuller I think so. Yes, there a is an artistic element to what 

we do.

adeyaka What does it take to become a service artist?

mark fuller You have to pass your passion on to the stars. The 

last time Iron Maiden were here, one of the guys wanted a certain 

type of beer. He’s a friend of mine, so I went out to find it myself. 

He didn’t want me to, but Andy, the manager of Iron Maiden said, 

“It’s alright, let him get it” – in our hotel it’s just like when a band 

is about to go out on stage. Everything must be set up perfectly 

when someone goes to their room.

adeyaka What does that give you? Satisfaction? 

Self-fulfilment?

mark fuller Let me put it like this: good service makes me smile. 

Yes, I do get a lot of satisfaction when someone says to me they 

had a great night. Whether they spent it in bed or not.

adeyaka Are rock musicians really that demanding?

mark fuller Not all. Some are as friendly as they are 

extraordinary, others are simply – difficult. We had a certain 

person here to stay – she had a reputation of being particularly 

tricky, but in actual fact she was absolutely wonderful. My 

experience is: give people what they want and they are happy.

adeyaka Can you give us an example of a demanding person?

mark fuller Marilyn Manson. He’s the only one I can think of 

who is really – extremely demanding.

adeyaka Let us turn to your own needs. What kind of service do 

you appreciate? What kind of hotels do you like staying in?

mark fuller I like the Grosvenor House in Dubai. I stay there a 

lot, it’s very pleasant. I like the service and the staff there. I like 

the Delano in Miami – very friendly, very personal; my children 

love it there. The decoration is great, too. And I like the Sezz in 

Paris on the banks of the Seine. I am very picky myself and am 

very demanding, probably even more demanding than a rock star. 

I like big rooms, great beds and a certain type of pillow. And I 

want to do certain things. Generally, I’d say that if the product – 

the hotel – is run with the greatest possible care and the greatest 

possible proficiency then nobody can complain.

adeyaka Do Iron Maiden have to pay when they come to 

stay with you?

mark fuller Of course.

adeyaka How do rock stars behave these days? Do they still 

desecrate hotel rooms like they used to do in the sixties?

mark fuller No. Musicians only make money these days when 

they are on tour. That means that they can’t simply cancel their 

gig the next day, so musicians can no longer afford to be high 

permanently, or drunk all the time. Normally our guests come 

to work. The wildest behaviour we’ve had was maybe the odd 

drinking spree late at night. And the meanest we have had to be 

was to remind guests that breakfast would be served soon.

adeyaka No TVs thrown out the window?

mark fuller Nothing like that. They all behave themselves.

adeyaka What special requests do your guests have? Can you share 

any anecdotes with us?

mark fuller Haha, well, as I mentioned, we have this Hydro Spa 

on the roof, and some guests have been known to strip off up 

there. Or at breakfast time. When I think about it – yeah, it really 

is a 24-hour hotel. It’s a lot of fun, everything. I can’t think of any 

specific anecdotes, though.

adeyaka Sure, we understand.

mark fuller One particularly strange request was for coconut 

milk. It was me that made that request. Okay?

adeyaka Have you ever refused a guest’s request?

mark fuller No, never.

adeyaka Is there anything you would refuse?

mark fuller Not in general. As long as it’s legal, we’ll do it.
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Wladimir Klitschko Dennis Hopper

room 23  Beverly Hills, Peninsula Hotel. The penthouse suite is a favourite of Hollywood greats, VIPs and other 
personalities. One of them stays for a whole year: photographer Deborah Anderson and her pictures tell tales 
of what goes on behind closed doors. They can be seen in a terrific book which daab recently published. One 
image shows George Clooney as he hangs the “Do not disturb” sign to the door handle with a telling look on 
his face, whilst the lady in his company grins conspiratorially; Heidi Klum is also there, laughing happily as 
she duets with a trouserless bell boy; Diana Ramirez is there, talking naked on the telephone, whilst Elton 
John is photographed, no, not naked, but sitting in bed reading “The Memories of a Beautiful Boy.” Of course: 
the privacy which Deborah Johnson offers us in her pictures is staged and choreographed. It is exceptionally 
well done, mind you. The stars and assorted beauties were invited to the “Peninsula” by Diana Jenkins. The 
businesswoman who originally hails from Sarajevo knows the world of Hollywood celebrities like the back of 
her hand – and she champions projects which work to combat war crimes and breaches of human rights.

Diana Jenkins and 
Deborah Anderson, 
Room 23. 
384 pages, hardcover. 
Published by daab, 
75 Euros (USD 105).Deborah Anderson
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Under the surface

Surfaces mean a great deal in the Japanese culture of luxury. 

Ceramic, wood and lacquer craftsmanship play a major role in 

all aspects of cultivated eating and drinking. The secrets of the 

lacquer production from the sap of the urushi tree are passed on 

from generation to generation. The choice of woods for the plates 

and pots is a science in itself, whilst the production of the natural 

lacquer is pure art. In dozens of wafer-thin layers, which all possess 

differing qualities, from the hardening priming paste to the finish, 

surfaces appear which are not like anything else on earth. “Urushi” 

does not just mean simply “lacquer”, but more “how moist”, 

which is a vivid way of describing how the lacquer feels to the 

touch. If you ask a lacquer artist however, they will tell you that 

It doesn’t seem to fit – at least not at first sight. Every hand 

movement has been practised a thousand times, every gesture is 

choreographed exactly, just like in a perfect, finely tuned dance. And 

then there are these bowls! They are rustic at best, and rather rough, 

with surfaces which look like something randomly born of fire. This 

seeming contradiction is as much part of the Japanese tea ceremony 

as hot water and the tea itself, and it is the ladles, vases and bowls 

which fascinate you from the first touch onwards. You feel their 

wilful nature as they rest in your hand, and the unique sensation 

as they touch your lips. In Japan, names are given to particularly 

impressive works by important craftsmen, which is only logical. 

They are personalities after all – personalities in shape and surface.

not standardised, but with personality. not slippery, but full of soul: creating surfaces is an art which 
the japanese have perfected, and it has become a fascination which no-one can resist. 

It is not just a nest of bowls, 
but also personalities. 
Dozens of wafer-thin coats  
of lacquer provide surfaces 
that are not comparable  
with anything else.

Hand crafted aluminium, flowing 
shapes and a warm expression.  
The interior finish of the Infiniti has 
taken inspiration from nature.  
And also from the Japanese culture 
of perfecting surfaces.
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it is not their work, but the bottommost layer of a receptacle that 

is the most important thing. Ceramics craftsmen will tell you the 

same thing: The semi-hard shape is more important than the glaze. 

That has a lot to do with attitude, however, or rather legend, like 

the oft-quoted stories about how master lacquer artists used to 

work in boats on the high seas in order to avoid clouds of dust. 

In reality, the finish is extremely important to both ceramics 

craftsmen and lacquer artists. The great potters bake their vases 

for three days and three nights in their traditional oven before 

letting them cool gently. It only takes them a few minutes to 

pick out and break up the waste products, i.e. those they are not 

satisfied with. Master lacquer artists are just as uncompromising 

when it comes to objects that they have been working on for 

weeks, yet which they are unhappy with. The conclusive verdict 

of the master, alongside techniques learned over a lifetime and the 

strictest materials ethics, are the third component of Japanese art.

These standards come at a price, and Japanese collectors are 

willing to pay for traditionally-made and precious artistry in 

craftsmanship. A beautifully forged knife, luxuriously created 

paper, an elaborately coloured piece of silk – the Japanese value 

these as being far greater than any industrial product, ostensibly 

perfect as it may be. As attractively laid out as a business 

card might be, it is nothing when compared to an untrimmed 

and frayed hand-made paper card upon which a Japanese 

poet has penned his name in assured paint-brush calligraphy. 

Contemporary Japanese design oscillates between handicraft and 

industry, and it is relentless in its quest for perfection in terms of 

shape and surface. This perfection can come in many different 

forms. One and the same artist might think nothing of creating 

a sake set from completed ceramic material that reminds of a 

megaphone with a lacquer-like surface. Or a mobile air humidifier 

which takes the shape and epidermis of a stack of monk’s bowls, 

as has been the custom since the 13th century. 

Yet as aesthetic as they might be, Japanese devices and 

receptacles are not just autonomous works of art, but they are 

also the decorative containers for the finest food and drink.  

The best restaurants in Japan – which no unknowing foreigner 

would ever find or dare to enter – value these individual 

masterpieces and all their idiosyncrasies which are so full of 

character. Served on and in these dishes, the food is presented 

like a work of art in its own right. Yet that also applies 

to simpler eateries, the difference being that in a cheaper 

restaurant, you are unlikely to be surprised when opening the 

lid on a soup bowl by finding gold foil floating in the steaming 

bouillon, or encountering a sushi fillet covered in a wafer-thin 

layer of gold, or by the fact that a harmless potato puree reveals 

itself to have the remarkable effect of causing the joints to itch, 

which is the summit of fine dining. Nowhere in the world will 

you find such refinement in food and crockery as in Japan’s 

finest restaurants. But in Japan even a simple Obento, the classic 

rice snack which you can buy at all times of day on railway 

platforms, emphasises the beauty of food. And as ever, the true 

luxury is to be found in the surface.

Japanese understatement. The lacquer 
artists say that it is not their work that is 
definitive, but the container itself. 
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Techniques learned over decades, the strongest 
ethics in materials resourcing and the opinion 
of the master craftsman provide articles that are 
treasured more than any industrial product. 
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Luxurious paper: (Karakami) have 
been produced in Japan since the 
Heian Era (around 1200).



enjoy 
making 
 the 
choice
FX
eX37
g37
g37 coupÉ
g37 convertible



inFiniti FX
UNIQUE. BREATHTAKING. INDESCRIBABLE A REAL COUPÉ. A REAL SUV. 
THE ULTIMATE EXPRESSION OF INDIVIDUALITY, PERFORMANCE, STYLE AND 
DRIVING ENJOYMENT.
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inFiniti FX



inFiniti eX37
THE FIRST CROSSOVER COUPÉ IN THE WORLD. ELEGANT LINES AND LUXURY 
FITTINGS COMBINED WITH THE RAISED SEAT POSITION AND TRACTION 
OF A REAL SUV.
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inFiniti eX37



inFiniti g37
TIME TO FOLLOW A NEW DIRECTION. EXPERIENCE THE PERFECT COMBINATION 
OF DYNAMICS, EQUIPMENT AND DESIGN. SIMPLY A REALLY EXCLUSIVE 
VEHICLE IN COMPARISON TO SO MANY OTHERS.
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inFiniti g37



inFiniti g37 coupÉ
ATHLETIC. INCOMPARABLE ELEGANCE. THE SPORTY BROTHER OF THE G37, 
WITH ALL ITS ADVANTAGES. A VEHICLE THAT AROUSES EMOTION, AND 
DELIVERS PERFORMANCE. 
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inFiniti g37 coupÉ



inFiniti g37 convertible
A VEHICLE THAT IS NOT JUST FOR THE MORE PLEASANT MONTHS, BUT MORE 
OF A CLEAR COMMITMENT TO UNCOMPROMISED DRIVING PLEASURE.
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inFiniti g37 convertible
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1 The values stated were determined according to the measuring methods specified in the most recently amended version of Directive 80/1268/EEC. Note in accordance with Directive 1999/94/EC, modified by  
Directive 2003/73/CE: the fuel consumption and CO2 emissions of a vehicle not only depend on the efficient utilisation of fuel by the vehicle, but are also influenced by driving style and other non-technical factors.for more details, prices, option combinations and accessories please visit www.infiniti.eu

body & engine drive & transmission key features
Estimated fuel consumption 1, 

Euro 5

InfInItI fX
The ultimate crossover 
with uncompromising performance 
and style

· Five door crossover with five seats
· 5.0-litre V8 petrol engine,
  287 kW / 390 PS & 500 Nm
· 3.7-litre V6 petrol engine,
  235 kW / 320 PS & 360 Nm
· Variable Valve Event and Lift  

(VVEL) system

· Intelligent All-Wheel-Drive system (AWD) with 
ATTESA E-TS for enhanced all-weather control 
and confidence

· Electronically controlled seven-speed automatic 
transmission with manual mode, paddle shifts  
and Downshift Rev Matching (DRM) –  
acceleration 0 –100 km/h in 5.8 secs for the  
5.0-litre V8 and 6.8 secs for the 3.7-litre V6 

· Rear Active Steering (RAS)  
[on FX50S grade]

· Suspension with active Continuous 
Damping Control (CDC) [on FX37S and 
FX50S grades]

· Sport Brakes with opposed callipers  
(front 4 pistons; rear 2 pistons)

· Full speed range Intelligent Cruise Control 
(ICC) with Intelligent Brake Assist (IBA) 
[standard for 5.0-litre V8 version, optional 
for 3.7-litre V6 versions]

· Rear view camera with front and rear 
parking sensors with display

· Around View Monitor (AVM) [standard for 5.0-litre V8 version, 
optional for 3.7-litre V6 versions in combination with 
Connectiviti + system]

· Connectiviti + system with 30 GB HDD TMC Navigation 
system, voice recognition, touch screen, integrated Michelin 
Guide, 3D POI, 1 CD/ DVD reader with MP3 WMA DivX 
compatibility & 10 GB Infiniti Music Box supported by 
Gracenote® music database. [standard for 5.0-litre V8 version, 
optional for 3.7-litre V6 versions]

· Intelligent-key (I-key) with smart access, push-button engine 
start

· 11-speaker Bose® Premium Sound System [standard for 5.0-litre 
V8 version, optional for 3.7-litre V6 versions]

FX37 GT/FX37S:  
12.1 l/100 km combined,  
9.4 l/100 km motorway,  
16.8 l/100 km urban,  
CO2 emission 282 g/km.
FX50S:  
13.1 l/100 km combined,  
9.8 l/100 km motorway,  
18.9 l/100 km urban,  
CO2 emission 307 g/km

· Powered front heated and ventilated leather seats (driver 10-way/
passenger 8-way on FX37 GT grade, driver 14-way/passenger  
8-way on FX37S and FX50S grades) and driver’s power lumbar 
support

· Memory (linked to I-Key) for driver’s seat, steering wheel  
column and door mirrors

· 20" [on FX37 GT grade] or 21" [on FX37S and FX50S grades]  
light-alloy wheels with Tyre Pressure Monitoring System (TPMS)

· Bi-Xenon lights with Adaptive Front-lighting System (AFS),  
auto-level and headlight washers

· Scratch Shield paint

· Five door coupé crossover with  
five seats

· 3.7-litre V6 petrol engine,
  235 kW / 320 PS & 360 Nm
· Variable Valve Event and Lift  

(VVEL) system

InfInItI EX37
What all coupés want to  
be when they grow up

· Intelligent All-Wheel-Drive system (AWD) with 
ATTESA E-TS for enhanced all-weather control 
and confidence

· Electronically controlled seven-speed  
automatic transmission with manual mode  
including Downshift Rev Matching (DRM) –  
acceleration 0 –100 km/h in 6.4 secs 

· Front and rear parking sensors with 
display

· Optional full speed range Intelligent 
Cruise Control (ICC) with Intelligent 
Brake Assist (IBA) 

· Optional Around View Monitor (AVM) 
[in combination with Connectiviti + 
system]

· Optional Connectiviti + system with  
30 GB HDD TMC Navigation system, 
voice recognition, touch screen, 

integrated Michelin Guide, 3D POI, 1 CD/ DVD reader with  
MP3 WMA DivX compatibility and 10 GB Infiniti Music Box 
supported by Gracenote® music database.

· Intelligent-key (I-key) with smart access and push-button  
engine start

· Powered front seats (driver 8-way/passenger 4-way on the base 
grade; driver 10-way/passenger 8-way on EX37 GT grade) and 
driver’s lumbar support (manual on EX37 grade; powered on  
EX37 GT grade)

· Memory (linked to I-Key) for driver’s seat, steering wheel column  
and door mirrors [on EX37 GT grade]

11.3 l/100 km combined,  
8.6 l/100 km motorway,  
16.0 l/100 km urban,  
CO2 emission 265 g/km

· Integrated jacket hanger on drivers seat headrest  
[on EX37 GT grade]

· Powered (up and down) 2/3 –1/3 folding rear seat back rest
· 18" light-alloy wheels
· Xenon lights with Adaptive Front-lighting System (AFS),  

auto-level and headlight washers
· Scratch Shield paint

InfInItI G37 coupé
Where seductive looks meet 
exhilarating performance

· Two door coupé with four seats
· 3.7-litre V6 petrol engine,
 235 kW / 320 PS & 360 Nm
· Variable Valve Event and Lift 

(VVEL) system

· Rear-Wheel-Drive (RWD)
· Six-speed manual transmission with short-throw  

shift – acceleration 0 –100 km/h in 5.8 secs 
· Optional electronically controlled seven-speed  

automatic transmission with manual mode,  
paddle-shifts and Downshift Rev Matching  
(DRM) – acceleration 0 –100 km/h in 5.9 secs

· 4-Wheel Active Steering (4WAS) with 
viscous Limited Slip Differential (LSD)  
[on G37S Coupé grade]

· Front and rear parking sensors with 
display

· Optional Intelligent Cruise Control (ICC)
· Optional navigation system with voice 

recognition, rear view camera and 
11-speaker Bose® Premium Sound System

· Intelligent-key (I-key) with smart access and push-button  
engine start

· Powered front seats [on G37 Coupé and G37 GT Coupé grades]  
or powered sports front seats with 14-way power driver  
seat-adjustment and 8-way power passenger seat-adjustment  
[on G37S Coupé grade]

· Memory (linked to I-Key) for driver’s seat, steering wheel column  
and door mirrors [on G37 GT Coupé and G37S Coupé grade]

6-Speed manual:  
10.6 l/100 km combined,  
7.9 l/100 km motorway,  
15.3 l/100 km urban,  
CO2 emission 248 g/km
7-Speed auTomaTic:  
10.5 l/100 km combined,  
7.8 l/100 km motorway,  
15.3 l/100 km urban,  
CO2 emission 246 g/km

· Choice of standard 5 double-spoke 18" [on G37 Coupé and  
G37 GT Coupé grades] or 19" 10-spoke Sport alloy wheels  
[standard on G37S Coupé grade, optional on other grades]

· Bi-Xenon lights with Adaptive Front-lighting System (AFS)
· Scratch Shield paint

InfInItI G37
The stylish, high performance  
sports saloon

· Rear-Wheel-Drive (RWD)
· Optional intelligent All-Wheel-Drive system  

(AWD) with ATTESA E-TS for enhanced  
all-weather control and confidence  
[on G37 and G37 GT grades]

· Six-speed manual transmission with short-throw 
shift– acceleration 0 –100 km/h in 5.8 secs 

· Optional electronically controlled seven-speed 
automatic transmission with manual mode,  
paddle-shifts and Downshift Rev Matching  
(DRM) – acceleration 0 –100 km/h in 5.9 secs  
for RWD model, 6.0 secs for AWD model

· Four door saloon with five seats
· 3.7-litre V6 petrol engine,
 235 kW / 320 PS & 360 Nm
· Variable Valve Event and Lift  

(VVEL) system

· 4-Wheel Active Steering (4WAS) with 
viscous Limited Slip Differential (LSD)  
[on G37S grade]

· Front and rear parking sensors with display
· Optional Intelligent Cruise Control (ICC)
· Optional navigation system with voice 

recognition, rear view camera and 
10-speaker Bose® Premium Sound System

· Intelligent-key (I-key) with smart access and push-button  
engine start

· Powered front seats [on G37 and G37 GT grades] or powered 
sports front seats with 14-way power driver seat-adjustment and 
8-way power passenger seat-adjustment [on G37S grade]

· Memory (linked to I-Key) for driver’s seat, steering wheel column 
and door mirrors [on G37 GT and G37S grade]

· Reclining rear seats

RWd 6-Speed manual:  
10.6 l/100 km combined,  
7.9 l/100 km motorway,  
15.3 l/100 km urban,  
CO2 emission 248 g/km
RWd 7-Speed auTomaTic:  
10.5 l/100 km combined,  
7.8 l/100 km motorway,  
15.3 l/100 km urban,  
CO2 emission 246 g/km
aWd 7-Speed auTomaTic:  
11.0 l/100 km combined,  
8.2 l/100 km motorway,  
15.7 l/100 km urban,  
CO2 emission 255 g/km

· Ski hatch
· 18" light-alloy wheels (design varies by grade)
· Bi-Xenon lights with Adaptive Front-lighting System (AFS)
· Scratch Shield paint

· Rear-Wheel-Drive (RWD)
· Six-speed manual transmission with short-throw 

shift
· Optional electronically controlled seven-speed 

automatic transmission with paddle-shifts  
manual mode and Downshift Rev Matching 
(DRM) – acceleration 0 –100 km/h in 6.4 secs

· Two door cabrio with four seats
· Three-piece electrically folding  

metal roof
· 3.7-litre V6 petrol engine,
 235 kW / 320 PS & 360 Nm
· Variable Valve Event and Lift  

(VVEL) System

InfInItI G37 convErtIblE 
The athletic beauty with  
a hedonistic spirit

· Rear view camera with front and rear 
parking sensors

· Optional Intelligent Cruise Control (ICC)
· Wind deflector
· 13-speakers Bose® Premium Sound System 

including personal front headrest speakers 
and noise cancellation technology  
[on GT Premium grade]

· Connectiviti system: 1CD reader with 
MP3 WMA compatibility and 2GB 
Infiniti Music Box, USB/iPod connection 
[on GT grade]

· Connectiviti+ system: 30GB touch screen HDD Navigation system 
with Michelin guides and 3D POI content, 1CD/DVD reader with 
MP3 WMA DivX compatibility and 10GB Infiniti Music Box  
[on GT Premium grade]

· Powered heated 8-way front seats with driver’s manual lumbar 
support [on GT grade] or 8-way heated and ventilated front seats 
with driver’s power lumbar support [on GT Premium grade]

· Memory for driver’s seat, steering wheel column and door mirrors 
(linked to I-Key) [on GT Premium grade]

· Optional Monaco Red leather upholstery and red stained Maple 
Wood interior trim [on GT Premium grade]

6-Speed manual:  
11.9 l/100km combined,
8.9 l/100km motorway,
17.0 l/100km urban,
CO2 emissions 275 g/km 
7-Speed auTomaTic:

11.4 l/100km combined,
8.3 l/100km motorway,
16.4 l/100km urban,
CO2 emissions 264 g/km

· 19" 10 spoke light alloy wheels Sport design
· Bi-Xenon lights with Adaptive Front-lighting System (AFS),  

auto-level and headlight washers
· Scratch Shield Paint
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Infi niti will soon be present in most European countries – but not at every street corner. At each of our Centres, you will fi nd more than just 

vehicles. You will experience the full world of Infi niti in the atmosphere of a boutique hotel and with service that far exceeds anything you 

have known before. We call it the “Total Ownership Experience”. 

This is refl ected, for instance, in the comprehensive mobility service that we offer. Our VIP-Service will collect your Infi niti from your home 

and return it to you after a complete service. That is not where it stops. We can send trained help to wherever you are on a 24 hour basis 

on 365 days of the year. Offering you where possible a range of replacement services: courtesy car, limousine service with driver or taxi or 

business class tickets plus travel expenses. Our individual services also apply should you be travelling in a car other than your Infi niti.

This experience will be provided by a limited number of highly-qualifi ed Infi niti Ambassadors that you will fi nd primarily at the Centres of 

the European metropolises. Surrounded by luxurious interior design, you can enjoy the luxurious contemplative music that has been specially 

composed, learn about what’s new at Infi niti on interactive king-size screens, get served by our friendly staff or get together with business 

friends for an informal meeting. A place of individual refl ection or stimulating encounter.

We are looking forward to your visit.

Do you want to learn more? Then visit www.infiniti.eu

You don’t want what all the others have. 
So we have something for you. 

Centres opened.
Centres planned.

HERZLIA, ISRAEL
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www.infiniti.eu

The Infiniti Car Configurator elegantly combines an interactive 

experience with the value of an accurate configurator tool. The 

atmospheric settings and stunning CGI animations make you feel 

like you’re stepping onto a film set. The hero is you – and you are 

choosing your steed.

  

A brief introductory film draws you into the Infiniti world that 

encompasses style, performance and reflects our Japanese heritage. 

Then choose the model that interests you and kick back for the 

ride. Each car navigates through a unique futuristic urban 

landscape allowing you to experience the inspired performance up 

Extend the Infiniti experience 
online: www.infiniti.eu

close, without having to leave your seat before you then reach the 

Configurator – an inner laboratory where your wishes work 

alchemy on the screen.

 

The “Explore” mode lets you switch between interior and exterior 

colour combinations while the “Configure” mode allows you to 

build your dream Infiniti. Select from all available colours and 

options before you can view a selection of accessories. 

The real adventure begins when you get behind the wheel of an 

Infiniti at your local dealer – this is a film that you can make real!
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