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By Nikki Busuttil

IN AGEs pAst, songs were sung and poems 
written to laud praises on heroes and 
heroines of society and the battlefield. 
Today, feature articles are written in glossy 
magazines about them, however less 
chivalrous but still highly influential in their 
impact. Times are definitely and definitively 
changing, and we pay tribute to just some of 
those who've boldly gone where no man has 
gone before in recent times, molding and 
shaping our lives and lifestyles as we know 
them, with their unique footprint.

What we wear, the homes we live in, 
the offices we work at, the gadgets we 
cannot live without, the cars we drive, the 
accessories we adorn ourselves with, the 
shows we become glued to, the design and 
shape of everything all around us impacts 
us in so many ways, and in the decisions 
we make, to such a degree that we may or 
may not be immediately aware of. In an age 
of dream-making and reality TV, designer 

timepieces and clothing, complex fusion 
cuisine, size-shrinking technology and 
the boutique hotel experience, lifestyle by 
design is in demand.

The unsuspecting gurus responsible for 
making influential waves are too numerous 
to mention. However, taking just a sampling 
of the different areas of contemporary 
lifestyles, there are, undoubtedly, some 
significant heavyweights who have already 
secured their spot in the corridors of history 
with their contribution to shaping the times 
we live in. It is their creative genius, which 
has forged new in-roads in their fields, as 
well as forming consumer patterns and 
societal behavior at large. What they dream 
up often inspires others, if not generations, 
and produces copies, variations on a theme 
or a domino effect that none could have 
imagined the sheer scale of. 

Looking around at our environment, the 
visual stimulation alone is overwhelming and 

the changes are both in constant succession 
and rapid. Trying to keep up is a task in 
itself and often costly – in terms of time, 
energy and finances. Beginning to break it 
all down would seem nigh on impossible. 
Nevertheless, if we just stop for a moment, 
inhale and take it all in, we can truly 
appreciate the wonder and aesthetic and 
intrinsic beauty of it all. A few shining stars 
are elevated from the crowd, fulfilling our 
material, design and lifestyle desires. Often, 
they preempt and satiate wants and needs 
we never knew we had. 

We take a look at their achievements, 
what makes them stand out and how these 
discerning gentlemen rose to where they 
are. If innovation is the driving force behind 
the market society, then these chaps passed 
their licenses with flying colors and have 
never been tempted to opt for the passenger 
seat. Their inspiration is the fuel to the 
massive engine of life.

MARC JACOBS
FAsHION, NOt FAD
With an innate flair for fashion, Marc Jacobs 
seems to whole-heartedly know what 
people want – before they do. Menswear, 
womenswear, accessories, kids' fashion, 
shoes, perfume, eyewear and home 
decoration, it seems he's done it all. Whatever 
he turns his hand to, one can be assured of 
bold statements and a distinctive, never dull 
or predictable approach. From one collection 
to the next, he makes waves, which is what 
pioneers do best of all, in addition, of course, 
to their masterful creativity. 

Not content alone with his high profile 
position others would kill for as creative director 
for Louis Vuitton, a position he has held since 
1997, Marc Jacobs also has his own eponymous 
brand, as well as the more affordable Marc 
by Marc Jacobs, Stinky Rat and Little Marc 
brands. Marc Jacobs would appear to be 
unstoppable on the fashion agenda. 

His passion and ambition date back. He 
started out as a stock boy, in a New York 
clothing boutique, while attending the High 
School for Art & Design, following that with 
enrollment in 1981 in Parsons School of 
Education. Even before graduating from there, 
this now 46-year-old from New York City 
had already designed and sold his own line 

Jacobs at the Louis Vuitton Autumn/Winter 2009 
women’s fashion show

Louis Vuiton Spring/Summer 2010 pre-collection

Marc by Marc Jacobs Autumn/Winter 2009

of hand-knitwear – his very first collection. 
After Parsons, he was snapped up by Perry 
Ellis, where his talent was recognized with the 
much-coveted Gold Thimble Award, although 
this tenure was short-lived. Jacobs was 
ousted for a difference of perception for the 
brand, when he created a grunge collection. 
Undeterred, he went on to design his own 
label and, quite ironically, win the CFDA Perry 
Ellis Award for New Fashion Talent – the first 
of many awards to follow.

Marc Jacobs has certainly not been bashful 
to commercial success, and his creations are 
seen sported by countless celebrities and the 
elite. His campaigns are very high profile and 
regularly feature such figures as fresh-faced 
Dakota Fanning, ultra-cool actress Chloë 
Sevigny, fashion forward Victoria Beckham 

and director Sofia Coppola, among others, 
capturing the attention of fashionistas across 
the globe, who eagerly await every new 
collection with moist palms and baited breath.

Either Jacobs has an ‘in’ with the 
weatherman and knows where the wind 
is blowing next or he has crafted his own 
colossal fan and is orchestrating its every 
blast from above in some glamorously 
adorned Zeppelin. From glitz to romance, 
prim and proper to hard grunge, Marc Jacobs 
attacks it all with fervor and continually mixes 
it up, leaving other designers with weaker 
constitutions quivering among their pins, 
needles and sequins. Marc Jacobs is the very 
definition of a pioneer in his field.

 
(www.marcjacobs.com) 

WHAtEvEr HE turNs 
HIs HAND tO, ONE CAN 
bE AssurED OF bOlD 
stAtEMENts AND A 
DIstINCtIvE, NEvEr 
Dull Or prEDICtAblE 
ApprOACH

An ode to some of the most influentiAl gurus 
whose creAtive genius, skills And enviAble vision 
hAve shAped mAny of our lifestyle AspirAtions… 

TRENDMAKERS
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REM KOOLHAAS IAN SCHRAGER

purE AEstHEtICs
Dutch-born Rem Koolhaas initially followed in 
his father’s writer’s footsteps, until he began 
studies in architecture in 1968 at the age of 24 
in London, after trying his hand at journalism 
and screenwriting. Four years later, he moved 
to New York and furthered his architectural 
studies at Cornell University. Co-founding 
the London-based Office of Metropolitan 
Architecture (OMA) in 1975 brought him both 
public and critical acclaim in subsequent years.

Koolhaas’ body of work to date is 
intriguingly brilliant, providing functional 
solutions with a seamless blend of urban 
design and architectural craftsmanship. 
He has always occupied his thoughts with 
people and their relation to the space in 

Amongst the fast-paced change of the late 
nineties, Koolhaas and his OMA set up the 
AMO (Architectuur Metropolitaanse Officie), 
a research-oriented arm based in Rotterdam, 
focused on the conceptual side of social, 
economic and technological developments. 
From Europe to America, Africa, the Middle 
East and Asia, he and his firm are keenly active 
with their projects and three hubs in Rotterdam, 
New York and Beijing. 

OMA’s accomplishments include the 
Educatorium in Utrecht University, Holland, 
the Grand Palais in Lille, France, the Seoul 
National University Museum of Art in South 
Korea, the central public library in Seattle, and 
various Prada buildings in the US. He and his 
team are currently working on a new building 
for the Shenzhen Stock Exchange, the China 
Central Television (CCTV) headquarters in 
Beijing, the Cordoba Congress Centre in 
Spain, several public buildings in Qatar, an 
extension for Cornell University, as well as 
a host of other projects. Little wonder then 
that he’s made Time magazine’s Top 100 Most 
Influential People list and has received a 
litany of other significant international awards. 
 
(www.oma.eu) 

multi-faceted property projects. 
Accustomed to the limelight, this 

entrepreneur extraordinaire has acquired 
international acclaim for a great many of his 
projects and feats, including revolutionizing 
the hospitality industry with his home-from-
home, indoor/outdoor zones, urban retreats, 
cheap but chic and the social lobby 
concepts, creating a brand new structure, 
focus and order to the hospitality industry. 

Notables include St. Martins Lane Hotel 
and the Sanderson Hotel, both in London, 
the Delano Hotel in Miami, Mondrian Hotel 
in West Hollywood, the Hudson Hotel 
in New York and the Clift Hotel in San 
Francisco. Guests were no longer to be at 
the mercy of large impersonal chains or 
cheap and shabby establishments as the 
only alternatives. He has even partnered 
with Marriott International in a bold move 
to further push the envelope and establish 
a chain of original, one-off establishments, 
like the concept of his Gramercy Park Hotel 
in New York – developed together with 
Julian Schnabel – certainly not straight 
from the cookie-cutter.

Ian Schrager continues to work on a 
number of ventures around the world, all 
with their own unique and exciting style, 
with more enlightening works to come. His 
age has done little to calm his passion and 
prevent him from massive undertakings. 
Hats doffed, here’s hoping we are all at least 
a fraction as empowered and motivated as 
this larger than life character then. 

(www.ianschragercompany.com)

which they exist. His study on contemporary 
architecture and society in his book Delirious 
New York was a sensation in 1978, followed 
by other thought-provoking works. However, 
Koolhaas is not merely a theoretician, by 
any stretch of the imagination. With him at 
the helm, his company has produced a great 
many distinctive buildings over the past few 
decades. He was also the first Dutchman to 
win the much sought-after Priztker Prize – 
architecture’s equivalent to the Oscars or the 
Pulitzer – in 2000.

Rem Koolhaas aims not to change the 
face of the world with his projects, but rather 
allows the environs we live in to shape the 
needs of new buildings, planning and spaces. 
Where others may try a little hard to be 
different and stand out, he would appear to 
have the innate sense of creating what should 
be. He might not set out to impose his vision 
on the world, as he believes in social progress 
and remains positive amid global change, 
but we certainly do not mind a little more of 
that which he beautifies. Since 1995, he has 
also taught at Harvard University, educating 
generations of budding architects to follow in 
his inspiring footsteps. 

HE HAs AlWAys OCCupIED HIs 
tHOuGHts WItH pEOplE AND tHEIr 
rElAtION tO tHE spACE IN WHICH 
tHEy ExIst

GuEsts WErE NO 
lONGEr tO bE At 
tHE MErCy OF 
lArGE IMpErsONAl 
CHAINs Or CHEAp 
AND sHAbby 
EstAblIsHMENts

Seattle Public Library

Gramercy Park Hotel in New York

Bedroom at The Hudson

CCTV Tower, Beijing

CrEAtIvE HOspItAlIty
Dubbed the King of Cool by GQ and 
Fortune magazine and the King of New 
York by Men’s Vogue, American hip-hotelier 
Ian Schrager, at a youthful 61, is best known 
for co-founding the boutique hotels concept 
in the eighties and the infamous Studio 54 
nightclub in Manhattan – although also an 
accomplished property developer with a 
Midas touch. Impeccable taste and a nose 
for style punctuate Schrager, who places 
a premium on originality and individuality, 
rather than the usual self-replicating of 
large chains, no matter how luxurious 
they may be kitted out. He is a veritable 
visionary, and the boutique hotel idea 
apparently came to him during a 12-month 
prison stretch in New York’s not-so-finest 
establishment for tax fraud.

Four years on and the world’s first 
boutique hotel, Morgan’s, was launched 
in New York, followed by a series of other 
seductive properties, including Philippe 
Stark’s first, the Royalton. Schrager appears 
to have the uncanny knack for delving 
into contemporary culture, translating the 
subtext and capturing its zeitgeist through 
his work. Under the Morgan Hotel Group, 
which he also started, by 1998, Schrager 
had already become New York’s largest 
private hotelier, and then left the group 
in 2005. But he continued in an onward 
and upward trajectory, as he opened 
his own Ian Schrager Company (www.
ianschragercompany.com). The aim of his 
namesake is to own, develop and brand 
boutique hotels, luxury residences and 
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JONATHAN IVE HESTON BLUMENTHAL 

GAstrONOMIC 
prOpOrtIONs
A culinary alchemist, Heston Blumenthal’s 
methods and style in the kitchen are what 
has elevated him to stardom in gastronomy. 
Among today’s ever increasing celebrity chef 
pack, Blumenthal prefers a scientific approach 
to cuisine and its preparation. What’s more, he 
is primarily self-taught, aside from a week-
long work experience with Raymond Blanc 
and a short stint under Marco Pierre White’s 
wing. This Brit has been industriously cooking 
professionally since the nineties, has published 
several books and appeared on countless TV 
shows, including producing his own series, one 
of which was Kitchen Chemistry. He is also 
the chef and owner of the Fat Duck, a three-
Michelin star village restaurant in England, 
voted Best Restaurant in the UK in 2007 and 

Blumenthal, however, handled the crisis with 
aplomb and was back serving up his creations 
in no time and continuing his trails on the 
celebrity chef circuit. He has helped revamp a 
flailing chain of restaurants in the UK, which 
for the very first time ever enabled a roadside 
chain to be featured in the Good Food Guide. 
He was also involved in a food project with the 
much-criticized UK National Health Service, 
which has come under enormous pressure 
from the public and press to improve its food 
standards. Heston Blumenthal is now avidly 
working on making his London debut, which 
will see him launching an eagerly awaited 
restaurant in the Mandarin Oriental in 2010. 
At the age of only 42, we can probably expect 
only bigger and better things to come from this 
culinary genius.

(www.fatduck.co.uk)

benchmark, in a field begging for new life 
to be pumped into it. He has many design 
accolades to his name, including the first 
Designer of the Year award from the Design 
Museum in 2003 and a CBE from the 2006 
Queen of England’s New Year’s honors list 
for services to the design industry. 

After graduating in industrial design in 
the UK, the British designer, born in 1962, 
did a short stint at Tangerine design agency, 
a company he co-founded, before heading 
over to the US to join Apple Inc, which 
had incidentally been one of his clients. 
Together with Steve Jobs he helped pioneer 
four marked design phases for Apple 
(translucency, playful colors, minimalism and 
dark aluminium), bringing the company back 
from the brink. Ive by all accounts seems to 

2009 by the respected Good Food Guide. 
By applying science, his is a mission to find 

the best way to buy, catch, store, prepare, cook 
and present all of the ingredients, in order 
to enhance their flavors to the fullest from a 
molecular level right up to how the entire dish 
works as a whole, using often unorthodox 
methods. In 2004, Blumenthal set up his own 
research and development kitchen to further 
his work. He also collaborates with learned 
scientists and specialists, not only to discover 
more about the chemical aspect of food, but 
also the psychology of eating, with its sights, 
sounds and emotions, in order to optimize the 
experience. Some call his approach ‘Molecular 
Gastronomy’, while others feel this is 
misleading. But whatever the case, Blumenthal 
certainly breaks down every element of cuisine 
in an innovative manner to reconstruct state-
of-the-art dining in a dish. He not only masters 

complex new creations, such as his signature 
snail porridge and parsnip cereal, but also 
champions the likes of British classics such as 
bangers and mash and fish and chips.

The methods he employs see minutely 
calculated adherence to techniques, 
temperatures and timings. His signature 
techniques entail the use of vacuum jars 
to expand bubbles in aerated food, like 
with soufflés, using low temperatures and 
extremely slow cooking (at times up to 24 
hours), such as with meat to prevent collagen 
molecules reconstructing, and sous-vide 
cooking, whereby ingredients are placed in a 
sealed plastic bag and cooked under vacuum 
in a thermostatically controlled water bath. 

In a major setback in February this year, his 
restaurant was forced to close for two weeks 
after a contaminated shellfish food scare 
that left diners feeling ill and wanting to sue. 

COlOr, lIGHt AND INDIvIDuAlIty bECAME tHE 
bENCHMArk, IN A FIElD bEGGING FOr NEW lIFE 
tO bE puMpED INtO It tHE MEtHODs 

HE EMplOys sEE 
MINutEly CAlCulAtED 
ADHErENCE tO 
tECHNIquEs, 
tEMpErAturEs AND 
tIMINGs

iPhone

Jelly of quail, langoustine cream, parfait of foie gras

MacBook Pro

iPod Touch

iPod Touch

Senior vice-president of Industrial Design at 
Apple Inc, Jonathan Ive has been responsible 
for spearheading most of the company’s 
important hardware products since his 
appointment to the position with the 1997 
return of Steve Jobs. His internationally 
renowned achievements include the iMac 
(selling over two million units in its first year), 
the Powerbook G4, MacBook, MacBook Pro, 
iPod and iPhone – all of which he was the 
principal designer on. 

iMac was not only a commercial hit, but 
also transformed the face of product design 
as the world knew it, especially in the drab 
world of beige box desktop computers. Ive 
apparently consulted with candy-makers for 
the production of the translucent casing. 
Color, light and individuality became the 

have a clear and profound understanding of 
the balance and dynamics of design, form 
and function, coupled with lifestyle and 
society’s needs. The user’s experience and 
pop culture have been marvelously melded 
together, especially in products like the iPod 
and iMac – the design, size and form of 
which have become industry standards for 
all manner of products across the board. 

Jonathan Ive indeed shook up the apple 
cart and turned its fruits into an exquisite 
cocktail for every man, woman and child to 
enjoy (not that we condone underage drinking 
by any means). The excitement builds as we 
wait on tenterhooks for the next sleek objects 
of electro-lust to be released.

(www.apple.com)

ApplE AllurE
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SIMON COWELL THIERRY STERN 

stAr sEEkEr
Born and raised in England, Simon Cowell 
worked his way up from the bottom to the 
pinnacle of the entertainment industry, starting 
out in the mail room of EMI, the titan of the 
music industry, and the same firm in which his 
father was an executive. In the early eighties, 
together with a former boss, he started his 
own company, which brought several hits to 
fruition. But real music industry success was 
attained when he later helped build Fanfare 
Records into a successful indie label. 

Despite all of his behind-the-scenes work 
in the music industry and signing record-
breaking deals, including international operatic 
talent Il Divo, Simon Cowell has been thrust 
into the annals of entertainment infamy with 
his production company responsible for 
changing the face of television with the Idols, 
X Factor (now in its sixth season) and Got 
Talent franchises that have swept the world 
by storm – especially as the millionaire judge 
the globe loves to hate with his open, at times 
hurtful, honesty and barrage of critical jibes. 
He paved the way for many a show to follow. 
Also accredited to his name are the series 
American Inventor, Celebrity Duets and a 
string of TV shows in the UK. If that weren’t 
enough, his celebrity status was secured 
with appearances on Oprah, The Simpsons, 
Saturday Night Live, Top Gear and Who 
Wants To Be A Millionaire? His voice was 
used in Shrek 2, as well as an episode of 
Family Guy.

With all of his reality TV shows, however, 
one of his most astounding entertainment 
innovations is that he has made the impossible 
possible for millions the world over – to 

tIMElEss ClAssICs
Soon after French premier Nicolas Sarkozy 
married Italian/French model Carla Bruni, 
pundits noticed a certain change in his 
appearance. Gone was the flashy gold 
Rolex that he sported during the presidential 
campaign trail, and in its place sat a Patek 
Philippe 3940 G. The story goes that the 
sophisticate heiress took him aside and 
gave him a few words about the importance 
of digression and style – along with the 
US$ 40,000 watch. While some brands 
have garnered their reputations through the 
‘bling’ factor, Patek has always stayed true to 
tradition. Even though its products might not 
speak of cutting-edge design, those who buy 
them can rest assured that they’ve made a 
sound investment. 

“There is no need to change something 
that is already successful,” says Thierry Stern, 
the company president as of the end of 2008. 
“It’s like Porsche; you adjust some details, but 
you don’t need to make big changes when 
a product is already so nice.” Thierry is the 
fourth generation of his family to head up 
the business, and he followed in his family 
footsteps of learning the watchmaking craft 
as well as the business-end of things. Born in 
1970, he trained as a watchmaker from 1990 
onwards, and has been taking care of the 
company’s entire collection for over ten years. 

Thierry’s approach to watchmaking is to 
balance the history of a 170-year-old company 
with modern tastes, without losing any of the 
craftsmanship that put Patek on top in the 
first place. Buying a Patek Philippe watch is 
certainly not a big fashion statement, but the 
current models under Stern bear a certain 
unique character of their own. “I don’t want 

dream big and believe that they too can 
achieve overnight stardom. Seemingly unlikely 
candidates who would never otherwise have 
stood a chance at fame are catapulted into 
the showbiz spotlight, be it for minutes, hours, 
weeks, months or years. Case in point was the 
awkwardly shy housewife Susan Boyle who 
shot to stardom this year with a tremendous 
voice that the planet would otherwise never 
have had the pleasure of hearing. 

This experience has in itself caused some 
controversy, as a result of her ensuing brief 
breakdown upon losing the finals, yet still a 
veritable PR coup. Nevertheless, for those who 
sing or dance in front of the mirror at home, 
dreaming the dream, the possibility alone that 
Cowell has presented to the world is enough 
to give many hope for their 15 minutes of 
fame. Many a bored cubicle worker, desperate 
housewife or pot-bellied builder now long to 
become the next Kelly Clarkson, Leona Lewis 
or Adam Lambert.

Despite his hardened reputation on screen 
as the discerning, callous judge for American 
Idol and Britain’s Got Talent, Simon Cowell is 
also a very benevolent guy. His charity work for 
children and animal rights has been exemplary. 
As busy as this entrepreneur may keep 
himself, he has still found time to write his 
autobiography, comically entitled I don’t mean 
to be rude, but..., and admits to being a fan of 
Guitar Hero and wanting to be cryogenically 
frozen when he dies. At a sprightly 50 years 
old, Forbes recently named him TV’s top-
earning male star, ahead of Donald Trump, 
so we are sure he’ll be around and kicking up 
controversy for a good while to come.

to only have watches for customers who are 
over 60, because that’s dangerous – your 
market will die with your customer,” he says. 
Now aged 39, he aims to “make watches that 
seduce me.”

Followers of Patek’s designs will notice that 
the current range remains slender, despite 
the modern trend for oversized watches, 
which Thierry puts down to new brands’ 
incompetence when it comes to making slim 
movements. Big news last year was his re-
release of the women’s Nautilus range. The 
Nautilus collection is perhaps Patek Philippe’s 
equivalent of the Rolex Submariner – instantly 
recognizable, suitable for all occasions and 
timeless – and received acclaim on its 1976 
release under Thierry’s father, Philippe, for 
being the first watch to mix a stainless-steel 
case with a seriously high-end movement. 
Something so common in watchmaking today 
was a big departure from what was known at 
the time, and goes to show that companies 
known for tradition may not turn heads with 
every creation. But when they do make 
something new, its impact lasts longer than a 
season.

(www.patek.com)

HE HAs MADE tHE 
IMpOssIblE pOssIblE 
FOr MIllIONs tHE 
WOrlD OvEr – tO 
DrEAM bIG AND 
bElIEvE tHAt tHEy 
tOO CAN ACHIEvE 
OvErNIGHt stArDOM

WHIlE sOME brANDs HAvE GArNErED tHEIr 
rEputAtIONs tHrOuGH tHE ‘blING’ FACtOr, 
pAtEk HAs AlWAys stAyED truE tO trADItION

American Idol Judges Leona Lewis, one of Simon’s most successful discoveries

Patek Philippe Sky Moon Tourbillon

Henry Graves Supercompilation (1932)

Patek Philippe 5970P

Patek Philippe Nautilus
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to officially introduce Johnnie Walker Gold 
Label Reserve to the local market, Jim 
Beveridge himself explained to guests what 
makes it so special… 

As Master Blender he maintains a 
personal reserve of his favorite whiskies, 
selected from over seven million casks of 
whisky aging in storehouses. This is the 
finest blends in the bounty from Johnnie 
Walker’s distilleries – extraordinary 
expressions of the signature flavors that 
lie at the heart of the brand, and which are 
used to create Johnnie Walker Gold Label 
Reserve. 

With annual sales of over 130 million 
bottles worldwide, Johnnie Walker has 
firmly established its lead in the whisky 
market, a feat that could not have been 
easily accomplished without a man who 
knows the ins and outs of Scotland’s 
famous tipple. 

(www2.johnniewalker.com) 
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IAN CALLUM JIM BEVERIDGE 

DrIvING FOrCE
Unlike fashion designers, architects and 
interior designers, those who shape the cars 
we drive rarely find themselves in the public 
spotlight. But the current head of Jaguar and 
former designer for Aston Martin and Ford, 
Ian Callum, has gained something close to 
household familiarity thanks to his designs 
that challenge what an executive saloon 
should look like. 

Callum has held the position as head of 
design at Jaguar since 1999, although up until 
recently you’d be forgiven for not realizing it. 
At the time he joined the company the main 
designs of his predecessor, Geoff Lawson, 
had only just made it to production. Callum’s 
ideas were mainly seen in concept form, 
while Jaguars line-up of on-sale vehicles still 
demonstrated Lawson’s retro approach that 
harked back to Jaguars of yesteryear. His 
work at the company was mainly witnessed 
in a string of concepts, which had motoring 
press and buyers bemused at how Jaguar 
could produce such scintillating concept 
projects when its production range appeared 
so lackluster.

MAstEr OF HIs CrAFt
For nearly 200 years, John Walker & Sons 
has been making fine Scotch whisky. 
Under the brand Johnnie Walker, these 
whiskies have been designed and created 
for those people who want more from their 
whisky – and in the process became the 
most widely distributed brand of blended 
Scotch whisky in the world. One of the most 
respected whisky blenders in the world, 
Jim Beveridge, is the company’s Master 
Blender. His expertise is derived from 
almost three decades building an insight 
into the various processes that influence 
whisky quality and consistency. 

Jim’s critical role as Master Blender 
came about as a result of extensive work 
with process and development teams, 
specializing in distillation and maturation 
projects, and from many hours spent in malt 
distilleries and blending rooms unraveling 
the mysteries of whisky character. The 
Scotsman’s interest in whisky developed 
soon after he joined the company in 

It was not until the release of the new XK in 
2006 that one of Callum’s complete designs 
made it to showrooms, and it has since been 
followed by a line-up of beautiful vehicles. 
Callum’s XF and the new XJ bring coupe-like 
sveltness to the executive saloon. The look 
also matches Jaguar’s new market strategy 
to position itself as a more exclusive low-
volume alternative to the German competition. 
It is fitting then that Callum’s language is 
more progressively modern than any of the 
company’s main rivals.

He started his career in 1979 at Ford after 
graduating from the London Royal College 
of Art’s vehicle design post-graduate course. 
While there he was mainly resigned to the 
design of small parts of cars, rather than 
full bodies, although he did have a part to 
play in the look of the iconic Ford Escort RS 
Cosworth. After 11 years at Ford he left to 
form his own company, TWR Design, with 
Peter Stevens and Tom Walkinshaw.

The venture immediately proved successful, 
as he racked up an impressive client list 
including Mazda, Volvo and Nissan. But it was 

1979, when he began investigating the 
product and its production processes. 
During this period his understanding of 
whisky flavor expanded, and he helped to 
create a coherent language to describe 
the spirit, its behavior and taste. His initial 
position as an analytical chemist involved 
investigating the origins of the malt and 
grain spirit character. Jim studied chemistry 
at Glasgow University, resulting in an 
impressive array of academic qualifications 
– including a PhD in Chemistry.

For most of its history Johnnie Walker 
only offered a few blends. In recent years 
though, there have been several special 
and limited editions. Every type of Johnnie 
Walker scotch has a different color – the 
purpose of which is to denote the different 
type of blend and to position them to be 
used for different occasions. Johnnie 
Walker Blue Label, for example, is rare and 
expensive, intended only for very special 
occasions. Traveling to Bangkok recently 

not until he was approached by Aston Martin 
to design their latest sports car, the DB7, that 
Callum’s legend began. The car he designed 
is heralded by many as one of the most 
beautiful designs of the past 20 years, and 
won him the prestigious Jim Clark Memorial 
Award in 1995.

The car launched the characteristic 
features that can be seen in each of his 
vehicles since – be it production or concept. 
It’s this low cabin line set against wide, 
delicately muscled shoulders that typifies the 
look of Jaguar’s vehicle range today, after 
the company suffered both financially and in 
terms of image for the better part of a decade. 
Speaking to The Sunday Times, Callum 
commented, “Jaguars should be perceived as 
cool cars, and cool cars attract interesting, 
edgy people.” For a long time that has not 
been the case, but with the current line-up 
that Jag has, it’s hard to see how anybody 
with the cash and who cares for aesthetics 
could possibly choose anything else.

(www.jaguar.com)

Jaguar’s current line-up

Jaguar XK

As MAstEr blENDEr HE 
MAINtAINs A pErsONAl 
rEsErvE OF HIs FAvOrItE 
WHIskIEs, sElECtED FrOM 
OvEr sEvEN MIllION CAsks  
OF WHIsky AGING IN 
stOrEHOusEs

“JAGuArs sHOulD bE pErCEIvED As COOl 
CArs, AND COOl CArs AttrACt INtErEstING, 
EDGy pEOplE”


