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 Above Time 

This issue of The Intelligentsia. is a special issue dedicated specifically to the 
enlightened entrepreneurs from the world of high luxury. For the first time the 
psychographic biographies of the masterminds that founded some of the timeless 
luxury brands are curated in one single issue. 

They were masterminds behind masterpieces that delivered real global value and 
improved the quality of life. The work of a luxury entrepreneur is a beautiful objet 
d’art that transcends time and space. The founder of such a highly reputed 
enterprise produces the best-in-class or, in other words, the superlative rather 
than the comparative goods and services. It is a cultured business model that 
contributes to the world with objects and experiences that are both panhuman and 
suprahistorical. It expands and elevates not only the world of commerce but also 
the general cultural paradigm of the humankind. 

Luxury entrepreneurs set new precedents. Ductus exemplo - they are leading by 
example. Each founder is the source who is the guiding force. A founder is 
someone on whose shoulders the later generations stand to be able to see what’s 
further. As Dr. James Bryant Conant, former President of Harvard University, 
said: “Each honest calling, each walk of life, has its own elite, its own aristocracy 
based on excellence of performance.” The cultured founders of luxury are the 
professional aristocracy. 

The real and the ideal are both in one for them as they realize the paradise here 
on Earth by creating the ideal and beautiful experiences, hotels, jewelry, watches, 
automobiles etc. They are the original creators. 

Tofig Husein-zadeh 

Executive Editor
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How Does  
The Intelligentsia. Operate? 

If the given enlightened leader isn’t alive anymore, 
we curate his/her responses from various interviews 
published in the past and produce a biographical 
article. If the leader is alive we either accept them as 
guest editors with contribution articles of theirs or 
interview them for the upcoming issue.

Definitions 

How is the word intelligentsia defined today? 

There have been too many different opinions of the 
intelligentsia as a class by various writers in history and 
too  many  definitions  attributed to the word 
‘intelligentsia’. In the context of this magazine, a higher 
definition of the intelligentsia based on the empirical 
data from cultural and structural anthropology is applied 
because as in the words of Dr. Leonid Matsih, all 
precision comes from the accurate application of terms. 

According to Encyclopedia Britannica the word 
intelligentsia describes both a social group and  
a state of mind. 

According to Merriam-Webster’s dictionary the 
intelligentsia is:  

• a group of intelligent and well-educated people who 
guide or try to guide the political, artistic, or social 
development of their society 

• intellectuals who form an artistic, social, or political 
vanguard or elite 

What the intelligentsia isn’t: 

It is not a club or an official fraternal 
organization. It has a shared humanist 
value system but no common ideology. 

Our comprehensive definition: 

The intelligentsia is a global class of 
enlightened leaders who are ahead of 
their time within the areas of business, 
international affairs, academia and  
high culture.  

The Intelligentsia. is a biannual intercultural 
and independent, non-commercial and 

non-partisan magazine that intends to be 
addressed at the global intelligentsia. 

Intelligentsia. The
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Deep-seated meanings 

The existence of the intelligentsia, as a class, precedes the 
existence of the term intelligentsia. According to Prof. 
Tomasz Kizwalter, the term intelligentsia, in its social 
sense, was first used and popularized in Poland by Karol 
Libelt, philosopher and writer, in the first half of the 19th 
century. According to Prof. Vitaly Tepikin, during the same 
period Vasily Zhukovsky also mentioned the term in his 
journals referring the higher layers of the St. Petersburg’s 
society. The idea of intelligentsia was said to be borrowed 
from the philosophical works of Georg Wilhelm Friedrich 
Hegel, a member of the German intelligentsia, renowned for 
his distinctive articulation of idealism. In the later years, 
the word intelligentsia was further popularized by the 
Russian enlightened class particularly by St. Petersburg’s 
literati. Today, the term can be found in English or, say, in 
Italian (intelligencija) or in Turkish (entelijensiya) 
dictionaries too and so the word has become international. 
The intelligentsia, as a social stratum, exists in practically 
all countries around the globe. It is a global vanguard. 

The position of the intelligentsia is up high right next to the 
nobility, aristocracy and royalty. However, the members of 
the intelligentsia can be from different classes of society 
(high, middle, low, upper middle, lower middle etc.) In this 
context, aristocracy, nobility and any higher class is not the 
opposite of the proletariat. It is the opposite of vulgarity. 
So not every nobleman is allowed to join the intelligentsia 
but there are noblemen among the members. Being part of 
the elite in business or in politics wouldn’t mean to be 
included in the intelligentsia. Furthermore, high socio-
economic status can never be criteria for being part of the 
intelligentsia because highness is measured by the socio-
cultural qualities of the individual. Among the members, 
some are ultra high net worth individuals. In other words, 
an individual who is wealthy but who isn’t learned, 
courteous, versed, skilled, cultured or enlightened has never 
been able to join this class throughout history.

Some of the subclasses within the intelligentsia are the 
literati, the creative class, the industrial class, the 

enlightened class, the diplomats and policy makers, the 
culturati, hommes de lettres, thinkers etc. 

If you get a chance to actually attend a small get together 
(posidelki or in Russian: посиделки) of the intelligentsia, 
don’t be surprised to see, for instance, Dr. Henry Kissinger 
having a conversation with a jazz musician from East 
Village, NY or with a writer from Odessa, Ukraine. There 
are also more official meetings as, for instance, Prof. 
Zbigniew Brzezinski, political scientist and former national 
security advisor of President Jimmy Carter, met with the 
Azerbaijani intelligentsia in the 50s that consisted mainly of 
artists and scholars. This is to say that financial wealth or 
the popularity of a person in mass media isn’t of any 
importance for the members of this class. What impresses 
one member of the intelligentsia about the other member is 
power, which is usually measured by the mental 
craftsmanship, talent, a balance of modesty and highness, 
mastery, integrity and a sense of higher purpose. As Dr. 
James Bryant Conant, former President of Harvard 
University said: "Each honest calling, each walk of life, has 
its own elite, its own aristocracy based on excellence of 
performance." It is this aristocracy that guards the culture of 
excellence is the true intelligentsia. 
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Prof. Boris Averin from St. Petersburg State University 
tells about the description that a prominent composer  
Prof. Sergey Slonimsky gave him. The question was how 
does a musician receive the new melody in his mind? How 
can one think in sounds instead of in words or images? 
Prof. Slonimsky explained that the intelligentsia is the 
group of people that have a conscience (sovest or in 
Russian: совесть) and then deconstructs the word 
etymologically. So-vest (со-весть): so is the English 
equivalent of co as in together and vest being the news as in 
the new idea. One of the distinctions of the intelligentsia 
lies in the ability to receive the shared piece of news which 
is the genuinely new idea. It is a way of co-empathy, a form 
of co-conscience and co-operation. This is how the musician 
gets a new idea that is a new melody in his mind. 

The intelligentsia is a candidate class for being charged 
with saving our world primarily because of their ability to 
formulate, verbalize and articulate the major challenges, 
critical issues and problems that need to be overcome. Only 
the right way of putting the question can provide the seeds 
of the answer within it. 

Members of the intelligentsia are pre-occupied with living a 
way of life with taste and through which one could 
contribute back to society or improve the world one step at 
a time. Members of the intelligentsia are leaders not by 
their title but by the quality of their performance. The 
enlightened leader, or a member of the intelligentsia, is the 
one who keeps developing themselves even though they are 
ahead of all and have reached the enlightenment stage of 
their craft or profession, and the one who can set an 
example when with their close ones and contribute back to 
society as much as they can. This may mean improving 
one’s own craft, contributing to one’s own field or, in 
general, improving the state of the world we live in. 
Therefore it is not in the interest of the intelligentsia to 
make change for the sake of change. Change, for them, is 
more about evolution than revolution. So the members of 
the intelligentsia are not revolutionaries. Only that which 
requires improvement is to be improved, the rest is to be 
remained stable and unchanged. 

Prof. Boris Averin describes the St. Petersburg intelligentsia 
by articulating the symbolism of the Bronze Horseman, a 
statue of Peter the Great. The wave solidified via the stone 
signifies the versatility, maneuverability and fluidity. The 
stone indicates the permanence, stability and the internal 
power.  

On	the	Future	of	Humanity	

The	golden	epoch	of	humanity	is	not	in	the	
past	but	in	the	future	therefore	the	

intelligentsia	is	not	pessimistic	about	what	is	
ahead	for	the	global	civilization.	

What is the difference  

of The Intelligentsia. magazine?  

Most magazines are devoted to ideas, areas of 

interest, affairs or events. The Intelligentsia., 
however, is devoted to the individuals behind these 
ideas, affairs and events. It is devoted to getting to 
know in-depth about their philosophy in life, their 
worldview and why they are key figures in a given 

field. The underlying motive of The Intelligentsia. 

magazine is to see the world through the eyes of 
the global intelligentsia for it is not only an 
important vanguard but also a very interesting 
slice of society in every country. 
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Why was The Intelligentsia. founded?  

Three people inspired me, Tofig Husein-zadeh, to found this magazine and to focus on the art of 
interviewing: Azer Garibov, Charlie Rose and Mikhail Gusman. The Intelligentsia. was founded 
because of the following three reasons that together make up the higher purpose: 

• We have heard enough about the message. It is time to hear about the messenger. As the 
enlightened leaders can play key roles in giving direction to our world, it is important for us to get 
to know them better. We need to learn more about them both on the biographical and philosophical 
level. Jack Trout and Al Ries, members of the American intelligentsia, wrote:  

“As general semanticists have been saying for decades, words don’t contain meanings.  
The meanings are not in the words. They are in the people using the words.” 

• Apprehending the nature and the personal philosophy of enlightened leaders helps the 
younger generation leaders stand on the shoulders of giants. The intelligentsia maintains a certain 
way of life, integrity and a strong sense purpose. In essence they are ethical leaders so they can 
inspire a new generation of leaders to be driven by ethics and integrity as the most strategic 
resource. As Sir Isaac Newton, member of the English intelligentsia, famously said: “If I have seen 
further it is by standing on the shoulders of giants.” Conducting sincere dialogues with enlightened 
leaders from the worlds of arts, business and academia will help us to see further. 

• The Intelligentsia. magazine aims to strengthen the bridges between the members of the 
global intelligentsia. As Evgeny Gerasimov, Russian artist, film producer, Deputy of State Duma 
and member of the Russian intelligentsia, stated: “Considering the fact that today the world needs 
to be saved, I believe these are exactly the days when there isn’t anyone anymore that could save it, 
except the intelligentsia. This is why the intelligentsia… will save the world.” We agree with 
Evgeny Gerasimov in that the intelligentsia can and will save the world. 



GRAND MASTERS
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Enzo Anselmo Ferrari 

Il Commendatore 
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 n 2017 an organized crime group came  
up with detailed plans to snatch Enzo Ferrari’s 
coffin, hide it, and demand ransom from the 
House of Ferrari for its safe return. According 
to a report from Agence France-Presse (AFP), 
Italian police put a stop to this plot to steal the 
body of the Formula 1 legend and founder of 

the luxury automotive brand.1 This news story 
alone is so much like a movie that one might 
even question if it was an organized move by 
the esoteric PR insiders of  

Italy for Ferrari. Enzo Anselmo Giuseppe 
Maria Ferrari was an Italian motor racing 
driver, entrepreneur, car designer, engineer 
and founder of the luxury automobile brand 
Ferrari who was awarded with the title 
Cavaliere di Gran Croce OMRI and in 1962 the 
United Nations awarded him the prestigious 
Hammarskjöld Prize for Social Sciences.  

Enzo Ferrari was a rather unorthodox 
personage who had a Churchillian character. 
Carroll Hall Shelby, an American automotive 
designer, racing driver, and entrepreneur, once 
said: “He was the dominant force in Grand Prix 
racing and helped lay the groundwork for the 
multibillion dollar situation that it is today. I 
wish I had known him better. May be nobody 
ever knew Ferrari. That’s very possible that 

nobody ever knew what he really was inside.”2 

A Taste of the Future 

When he was a child Enzo saw being an opera 
singer as his future profession. The Ferrari 
family lived in the outskirts of an ancient 
Roman city called Modena in Northern Italy. 
Modena today is also where the Enzo Ferrari 
Museum is located and it exhibits the life and 
work of the car designer. They lived in the part 

of Italy that was the origin of 
the centuries old family wines 
and vineyards behind the 
famous  Lambrusco wines. 
Alfredo Ferrari, his father, 
had his own little home 
business  as a structural 
metal contractor and the 
father had the thought that 
his sons will take over his 
business in the future. 

In 1908, his father took Enzo together with his 
brother to watch a race for the first time. Enzo 
was 10 years old and the experience of 
witnessing the chase of the vehicles left an 
impression strong enough on him to start 
seriously considering the sphere for his creative 
future. It was an important personal discovery 
for him. The way in which the drivers 
controlled the automobiles at that speed was a 
kind of enchanting bravura for the boy. It’s 
important to notice that it wasn’t exactly the 
power of the cars but the sheer capability to 
control that power in the right way was what 
attracted him. In the end of the day, power that 
is out of control is not power at all. 

  I
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As Enzo Ferrari grew older his dream of 
creating a race car with its own voice, color 
and strong identity began to be more visible to 
him. An important aspect of his inner life was 
about finding the balance  between the 
mechanical thinking of an ingenious engineer 
and the anti-heartless attitude of a creative 
Italian. He once said: “A car maker need be 
neither an engineer nor a technician. He must 
be someone who loves his passion for cars and 
he must be someone who knows a lot about 
human beings. His job is to harmonize the 
ambitions of his collaborators.” 

The invention of the automobile at the turn of 
the century fueled the drive for road racing in 
Europe. However, during that time the racing 
cars weren’t anything more than modified and 
boosted passenger cars. As time passed and 
war years have led to the invention of state-of-
the-art mechanisms  to power military 
airplanes, the racing cars began adopting these 
novelties too. This is the case today as well. 
The technology used in Formula 1 cars is 
usually about a decade, if not decades, ahead of 
the passenger cars available to consumers. 
Perhaps, it was for this reason that Enzo’s 
deep passion remained in the racing sphere 
rather than in the high-end passenger cars one. 
Once he tasted the future, that was here but 
hadn’t been distributed yet, he didn’t want to 
go back. The Ferrari supercars built for luxury 
clientele were actually not the priority for him 
as they were merely a means to finance his 
main obsession with professional racing. Piero 
Ferrari, his son, described him saying: “He was 
a boy  with a lot of personality, always 
dreaming to be a racing driver,  always 
fascinated by risky jobs and risky sports.”2 

When Enzo was looking for a job in the auto 
industry he decided to apply to Fiat, the 
leading car manufacturer in the region.  

However, unfortunately, he was rejected by 
those in Fiat who couldn’t see the hidden talent 
of this future giant. The refusal to hire him 
slowly turned it for him into a kind of implicit 
Vendetta against the Agnellis. 

At the time, there was a reputed café in Turin, 
the frequent clients of which were the inner 
circles of the motor industry. It was a kind of 
café society environment in which networking 
was possible and so there Enzo got to know 
more and more insiders,  making key 
connections. One of his new friends from these 
circles managed to get him a new job in the 
industry. 

Photo courtesy of Ferrari
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Even though, by then, he had been attending 
races with good Alfa Romeo cars these small 
racing events were not really enough for him as 
they weren’t making the kind of impact he had 
in mind. This wasn’t the essential stature and 
place in society that he originally dreamed of. 
Thus, this was 
the turning point 
when he needed 
to find ways to 
not only  earn 
more  but also 
build  stronger 
personal brand. It 
is an archetypical   
characteristic of 
such  visionary 
founders  that 
when they begin to sense how their true  
potential isn’t  fully realized,  they begin make 
the paradigmatic moves that can move 
mountains. It is as if growth stops for them 
when they lose the orientation between where 
they are and where they could be. As the 
enlightened psychologist Dr. Abraham Harold 
Maslow stated: “If you plan on being anything 
less than you are capable of being, you will 
probably be unhappy all the days of your life.” 

The Symbol  
from an Aristocrat 

According to the official website of Motor 
Valley (Italy): “In 1923, Enzo Ferrari won his 
first "Circuito del Savio" trophy, a motorcycling 
and motoring event that ignited the passion for 
engines in Romagna. On this occasion Enzo 
Ferrari met Count Baracca, father of the 
famous Francesco Baracca, ace of the Italian 
aviation whose triumphs - including thirty-four 

air victories during the First World War, which 
earned him a gold medal for military valor - are 
told in the Museum dedicated to him in Lugo. 
Later he would also meet the Countess 
Baracca, from whom he would receive a photo 
with a dedication and an invitation to use the 

"Prancing Horse" 
as a lucky charm 
on his cars. 

"It was she who 
told me one day - 
Enzo  says - 
Ferrari, put the 
prancing horse on 
your machines. 
He will bring you 
luck. "(...)" I still 

keep the photograph of Baracca, with the 
dedication from his parents with whom I 
entrust the emblem. The pony was and 
remained black; I added the canary yellow 
background which is the color of Modena."”3 

In later years during the rise of Mussolini, Enzo 
Ferrrari was forced by the Fascist government 
to help them manufacture the necessary kinds 
of machines (still unknown whether it was 
cars, war material or guns. The historian Doug 
Nye said: “He went with the tide… self-
evidently, as so many did. I don’t think that he 
was particularly ever signed up to the party 
and I think he was wed to one political cause 
and that was what was good for Ferrari.”2 

Throughout his life full of achievements he 
avoided being too mediatique and spent his life 
in a reserved manner rarely speaking with 
reporters. Make no mistake; he did want to 
make his mark in history. He did want to 
become a world-renowned historical figure but 
he wanted it in the real sense through being an 
icon and not through being a celebrity.

Photo courtesy of Ferrari
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“I think of 
myself as 
constantly 
realizing a 
childhood 
dream.” 
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It is well known that there were numerous 
races in which his cars performed and to which 
he actually he didn’t attend himself. There 
were many times when he wasn’t interested in 
appearing in front of the press and he also 
often wore sunglasses that only added to 
creating a certain degree of mystery around his 
personality. On the other hand, he was skilled 
at gradually building a personal brand and 
investing some of his time in PR because he 
was outspoken in the sense that he said 
something as he had something to say as 
opposed to saying things because he had to say 
something. The evidence of this individual 
branding was his reputation among the key 
circles. In many ways, it was this reputation 
that led him to attract some the best talent of 
the time when it came to engineers and racers.  

Under his 40-year leadership from 1947 – 
1988 Ferrari’s racecars won more than 5000 
races all over the world. A little more than a 
decade after the death of the founder, Ferrari 
cars made the shift into the Schumacher-driven 
era of serial victories.  

Laconic Thoughts 
As it was written in the Ferrari magazine: 
“The real Enzo Ferrari was the commander, 
the rapid decision-maker.”4 Il Commendatore, 
as he was sometimes called, was elaborate with 
his business philosophy. Moreover, it is said 
that he wished to be a sports journalist when 
he was a child and he enjoyed writing, to some 
extent, too. Enzo Ferrari even authored a 

memoirs book called My Terrible Joys. It is 
known that, for example, he was a ladies man 
and this too was partly thanks to his text 
appeal. The way he spoke was, in many ways, 
emphatic, which is usual for the Mediterranean 
cultures and he was also aware of the benefits 

that come from the right blend of figurative and 
literal speech. Ferrari once said that he believes 
most things can be said in few lines. “Enzo’s 
was a language that didn’t require many 
words.”4 Laconic speech was attractive to him 
because it was another form of high speed too 
for the reason that a person who has mastered 
the semiotic density of select words can express 
substantially more than those who haven’t and 
he can do it in shorter time or much faster than 
others. Laconic speech paved the way of 
holding the most truth in the least possible 
space. These were words, like names, that 
functioned as concentric constructs which 
contained meanings of such depth that are able 
to almost explode using the energy released. 
This meant the largest amount of the right 
relations between meaning and sign systems in 
the shortest moment of clarity, which saved the 
most time, making the most impact with the 
least verbal resources possible – a micro move 
for macro return. This can be observed in many 
of his philosophical quotes as well. There was 
still one thing, however, that he could not 
describe using words no matter how good he 
was at curating the most meaningful ones. His 
passion transcended words. He could, may be, 
come close to describing the nature of his 
passion with words but not more than that. As 
he himself put it laconically: “We can not 
describe passion, we can only live it.” 

References: 
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“The demands of 
mass production  
are contrary to  

my temperament.” 
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“We can not  
describe passion,  

we can only  
live it.” 



The Soul of the Rose (1903)  
by John William Waterhouse



Athenais (1908) 
by John William Godward
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 braham-Louis Breguet, one of the most  
notable watchmakers in history, was   
born in Neuchâtel, Switzerland in 1747. He is 
the mastermind behind such breakthrough 
inventions in horology as self-winding 
perpétuelle watches, shock-protection for 
balance pivots and the tourbillon. As it is 
written in the official website of Breguet “For 
Caroline Murat, queen of Naples, he conceived 
in 1810 the world's very first wristwatch.”1 

He began his apprenticeship in Versailles 
where “he acquired knowledge of physics, 
optics, astronomy and mechanical engineering 
from the learned Father Marie, a clergyman 
with whom he kept close in touch.”2 The place 
where he truly started his luxury brand was 
Paris. Abraham-Louis Breguet’s visionary 
contributions to the advancement of horology 
and to the French-Swiss cultural capital cannot 
be overstated. Taking into account, the number 
and the types of inventions this luminary has 
made, we can confidently describe him as 
horology’s Da Vinci. Thanks to his scientific 
and artistic works Abraham-Louis Breguet was 
among the important figures within the 
intelligentsia of the Age of Enlightenment. 
Some of the distinguished patrons of his brand 
have included Louis XVI of France, his wife 
Marie-Antoinette, Napoleon Bonaparte, Tsar 
Alexander I of Russia, Queen Victoria, Sir 
Winston Churchill and George Washington. 

Historic Enterprise 

An enterprise that can have no historic 
significance is not worth keeping on record. He 
invested much time in organizing, rationalizing 
and keeping what’s entrepreneurially important 
on the record. Abraham Louis-Breguet was one 
of those entrepreneurs who were implicitly 
aware of the long-standing and tight relations 

between note taking (registers, records, 
annotations etc.) and profitable commercial 
exchange. Anyone who read a bit about the 
history of the development of writing knows 
that at the very origin of keeping things on the 
record were the noteworthy commercial 
transactions. In the ancient civilizations, over 
thousands of years the higher proto-
intelligentsia that, among other important 
individuals, included scribes and temple officials 
who developed earliest forms of writing to 
communicate and keep track of trade-related 
inflows and outflows.  

By analyzing his notes we see that “A.L. 
Breguet had high expectations of its employees 
but was ready to reward them for exceptional 
work. In these cases, a family tradition has it 
that the founder used his fountain pen to add a 
little tail to the last zero and thus make it a 
nine. In the same way, 100 could be turned 
into 109.”3 In the archives of the entrepreneur 
it can be observed that as the names of 
historical figures increased, Abraham began to 
bypass the formalities during writing and the 
Duke of Praslin became citizen Praslin, and 
HRH Princess of Monaco became shortly 
Madame Monaco. 

Some of the documents that are left to us to 
this day in the archives include production 
registers, sales registers, repair registers and 
Certificates of Authenticity. “Repair registers 
contain precious information. Breguet has 
always recommended and still recommends that 
its clients have their watches repaired or 
serviced by Breguet. Right from the start, the 
workshop earned such a great reputation that it 
repaired watches from all brands and all 
countries. The oldest repair register preserved 
starts from December 5th 1791, and the time-
consuming tradition of noting each repair in a 
book lasted until the beginning of the 1970s.”3 

A
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From 1808 and onwards Abraham-Louis 
Breguet  decided to give certificates of 
authenticity to some of the purchasers but 
these documents weren’t the kind of certificates 
as we know them today. Unlike the typical 
certificates of authenticity that usually are 
there only to guarantee the origin of the piece, 
certificates of A.L. Breguet were full of detailed 
instructions, technical explanations and 
descriptions of the complicated piece on how it 
works and what it has within. This purpose of 
this document was not only help the owner of 
the watch but also the watchmakers that owner 
would take for service or repair. “Given the 
international nature of his clientele, Breguet 
was completely aware that clients might not 
always be able to come to him and, with his 
characteristic concern for organization, he set 
up a network of watchmakers capable of 
“touching” his watches.”3 

Luxury Brand Placement 
Sub Rosa 

There is no question that Abraham-Louis 
Breguet was a talented creative luxury 
entrepreneur who knew very well what he was 
doing and in which direction he and his brand 
are headed to. It was not only the horological 
science but also the science of luxury brand 
management, which he mastered in-depth 
along the path of his life. By making the 
decision to being more product-oriented rather 
than customer-oriented he, as a consequence of 
that, became customer oriented too. The word 
‘product’ is, of course, the wrong word here. 
These watches were, at least, works of high art 
or collectible objects of desire. Such focus on 
the creation process was one of the main 
reasons why he didn’t really have to sell the 
goods of his because the goods practically sold 

themselves. As it was revealed in the words of 
the Austrian-American enlightener and 
management consultant Prof. Peter Ferdinand 
Drucker: “The aim of marketing is to make 
selling unnecessary.” 

The decisions made in regards to the details, 
sophistication, the deep creation process, 
aesthetics and being ahead of time have led him 
to being the higher reference point or as the 
French say la referencé. The brand became a 
paragon in its category in the eyes of the 
European and then gradually of the global high 
society. As the work sold itself the loyal 
clientele did the advertising for him without the 
need for him to do it to them. The spill over 
effect, the trickle down effect and the law of 
diffusion made his brand go viral among the 
cultured HNWI. The brand began to radiate 
and resonate as word-of-mouth snaked through 
diverse networks and key circles of the elites. 
Knowing the intricacies and the inner-workings 
of holistic luxury brand management processes 
(a field that wasn’t explored in literature back 
then) he achieved luxury brand placement sub 
rosa. It is one of those least known and most 
impactful processes used in the communication 
of luxury brands. Luxury product placement 
sub rosa results in the artist, the writer, the 
connoisseur referring to the brand by his/her 
own initiative or intuitively, so to say. In the 
case of Breguet Alexander Pushkin didn’t make 
any contracts or agreements with Breguet but 
it was placed as a result of being in total 
harmony with the mise-en-scène of the novel in 

verse Eugene Onegin, an immortal classic. The 
members of the intelligentsia that placed the 
high horology brand of his in their timeless 
works of literature include: Honoré de Balzac, 
Prosper Mérimée, Henry Murger, William 
Makepeace Thackeray, Alexander Dumas, Leo 
Tolstoy, Jules Verne, Stendhal and A. Pushkin. 



“He drew out  
the most delicious thin watch  
that Breguet had ever made.  
Fancy, it is eleven o’clock,  

I was up early.” 

Honoré de Balzac 
Eugenie Grandet, 1833
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Abraham-Louis Breguet possessed the know-
how to luxury brand placement sub rosa since 
he was able to make implicit agreements with 
the culturati to refer to his brand in their works 
of art. Unlike conventional product placements, 
brand placement sub rosa is more artistic than 
commercial in nature, adding value to the work 
rather than advertising it in the eyes of 
consumers. When it is done right, it is 
unquestionably a win-win for all sides: the 
creator behind the work, the brand and the 
audience. It is when the writer, the poet or the 
artist does the brand casting in their mind, they 
stop at the final decision and go with the most 
relevant brand that has the most symbolic 
value to add to the work. It is a process 
requiring the ability to psychographically 
profile brands.4 In the case of Eugene Onegin, 
there was no commercial agreement for brand 
placement, however Alexander Pushkin was 
selective with casting a brand for his novel in 
verse. There probably were other luxury 
horology brands among his favorites but he still 
chose Breguet. What led him to go with 
Breguet was an implicit agreement on brand 
placement. Note this makes for 185 years of 
‘contract’ duration – speaking of a long-term 
brand placement agreement. And how long will 
it continue heightening the brand awareness 
and adding cultural value to the brand among 
the key circles worldwide? There is no question 
that decades and centuries ahead, a cultured 
segment of consumers will still be reading the 
novel in verse with the brand placed in it.  

Network and Net  Worth 

Unlike other good horologists at the time, 
Abraham-Louis Breguet had developed a 
personal brand as well in addition to the brand 
of his watchmaking organization. In a way, he 

added a dimension to the worldviews of those 
he was close with through his artistic and 
constructive perspective. 

Breguet always looked for new connections and 
for building and maintaining  long-term 
relationships, which are as delicate processes 
as fine watchmaking itself. He wasn’t an 
asocial person and it was clear to him that 
word-of-mouth can spread among the various 
types of networks within the European 
intelligentsia in beneficial ways resulting in 
multiple introductions and collaborations. He 
was a master in network marketing and 
powerful relations (PR). Being aware of the 
fact that one’s network is one’s net worth, he 
did what he could to preserve the list of loyal 
clientele that consisted mostly of those from the 
higher segments of society. It is then highly 
likely that for him it was more about the 
quality of relations than the quantity of 
connections among  these key circles. 
Emmanuel Breguet, a descendant of the House 
of Breguet today, said in an interview: “As was 
common at the time, he held a salon. In most of 
the correspondence we have with his friends, 
their conversation goes well beyond that of a 
businessman with his clients. People also said 
that he was quite naive, and was always 
surprised to receive compliments, whether 
about himself or his watches. While Breguet 
was no social butterfly, he did love Paris, and 
never wanted to leave. It was a time when 
Paris was the centre of the world, and Breguet 
knew everyone: ambassadors, diplomats,  
politicians, etc.”5  

Charles-Maurice de Talleyrand-Périgord, 
French diplomat, later bishop of Autun, Duke 
of Dino and Prince de Bénévent, was among 
the clients and close friends of A.L.Breguet. 
They were in continuous exchange and knew 
each other well.  



“A dandy on the 
boulevards (...),  

strolling at leisure  
until his Breguet,  

ever vigilant,  
reminds him it is midday.” 

Alexander Pushkin 
Eugene Onegin, 1825-1833



!"The Intelligentsia.#$%&%'(%)#*"*+

,-./$#0.123-1

“Relations between Talleyrand and his 
watchmaker were so close that, when 
necessary,  Breguet ’s  commercia l 
correspondence with foreign countries as well 
as his watches were sent by the postal service 
of the Ministry of Foreign Affairs, ancestors of 
the ‘diplomatic bag’.”6 From the standpoint of 
structural anthropology and semiology, in this 
example we witness the strength of the 
unconscious cultural code for ‘relationships’ in 
especially higher layers of society in various 
Mediterranean countries’ cultures. We don’t 
have written documents and so we don’t know 
how much Talleyrand informally consulted 
with A.L.Breguet, if he did, on matters of 
international diplomacy or on decisions that 
partially steered the wheel of history. After all, 
the science and art of discerning time does play 
an important role in international diplomacy, 
doesn’t it? It would be strange to suggest but, 
to some extent, it was as if the iconic 
clockmaker and horologist (or a scientist of 
time) intuitively knew in which direction time 
and therefore the course of French history was 
headed because as Prof. Marie-Hélène Huet 
and Emmanuel Breguet wrote “in spite of their 
excellent relationships with the members of the 
royal family, Breguet and Talleyrand both 
welcomed with enthusiasm the reforms of the 
Revolution.”6 

According to the research of Prof. Marie-
Hélène Huet and Emmanuel Breguet, “the 
receptions Talleyrand gave at his ministry until 
1807 and at his private residences were the 
most sumptuous in Paris. For Breguet, intent 
on spreading his name in diplomatic circles and 
throughout the political elites, they were 
occasions of intense activity. Talleyrand’s 
partiality for Breguet watches communicated 
itself both to his family and to his professional 
entourage. … Was it not at Talleyrand’s 
residence, for instance, that during the 

Directoire, Breguet made the acquaintance of 
the Turkish ambassador, Esseid Ali Effendi, 
and, as a result became aware of the 
commercial potential of the Ottoman empire?”6 

The strength of these bonds led to the increase 
in the clients’ loyalty, the interest in life-long 
patronage and the returning customer rate. It 
can even be said that the influential French 
statesman Talleyrand, considering that he was 
first for the French Monarchy and then against 
it and then back to being against Napoleonic 
regime and for Monarchy, was less loyal to the 
state authority than he was to Abraham-Louis 
Breguet’s cult brand. As in the case of Fabergé, 
the case of Breguet too demonstrates how 
certain meaningful, iconic and cult luxury 
brands remain timeless (and always timely) 
whilst the so-called great powers and regimes 
merely come and go.  
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“Danglars’ watch,  
a masterpiece by Breguet,  
which he had rewound  

with care before setting out  
the previous day,  

chimed half past five  
in the morning.” 

Alexandre Dumas 
The Count of Monte Cristo, 1844





Besiegt  (before 1921) 
by Hans Zatzka



Cupid and Psyche  (1798) 
by Baron François Gérard
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Implicitly Ecstatic Spirit  
of Sir Henry Royce
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 ir Henry Royce was once described as  
"a grim, ascetic-looking bearded North  
Countryman, ... who dedicated his life, with the 
single-track purpose of a barefooted pilgrim, to 
making beautiful machines."1 The class of high 
priesthood he was in, one may say, was, of 
course, a secular one. It is, in a sense, 
reminiscent of Max Weber’s thoughts on the 
Protestant ethic and spirit of capitalism for the 
committed entrepreneur. Sir Henry Royce was 
a non-religious person but he, like his partner, 
knew very well that no matter how dazzling 
and seductive the material world is and no 
matter how beautiful the design of their 
masterpiece is, the soul, the geist, the spirit is a 
luxury above the materialist world.  

The tradition of the models being named after 
types o f var ious inv i s ib l e forces as 
‘phantom’ ‘ghost’ or ‘wraith’ continues to this 
day. The spirit is the inevitable predecessor 
without which the most important matter 
cannot come to light. As the German idealist 
Georg Wilhelm Friedrich Hegel explained, the 
ultimate substance of the world is Spirit. Not 
the world of appearances but the things in 
themselves. Hegel argued that the essence of 
this Spirit is freedom. If we were to decipher 
the complicated cryptography via which 
Hegel’s idealism was put into words, then we 
would see that this type of spiritual freedom is, 
at least partially, an ecstatic one.  

There are millions of people around the world 
that know what it feels like when a body is in 
ecstasy but very few, a minority of chosen 
ones, know what it feels like when a Spirit is in 
ecstasy. Think of listening to Mozart’s Requiem 
- Dies Irae conducted by Teodor Currentzis and 
may be, just may be you will get the permission 
to be introduced to that ecstatic Spirit. What 
are some of the details within the details about 

Sir Henry Royce’s life that could possibly 
introduce (or initiate) us to that Spirit that 
guided and moved the luxury entrepreneur? 

The First Seeds 
Henry Royce lost his father at a very early age 
when he was nine. After his father passing 
away it was inevitable for him to begin earning 
money for living and contributing to the family. 
He was selling newspaper and delivering 
telegrams but this was perhaps a little more 
than work experience because the first seeds of 
commerce were already being planted into his 
subconscious mind.  

Unlike the apprenticeship or mentorship, the 
concept of internship is always irrelevant in the 
earlier years of such extraordinary individuals 
that eventually become part of the global 
intelligentsia in their later years. It is one of 
their shared characteristics that they avoid 
internships and pursue apprenticeship right 
from the start. His apprenticeship years in the 
professional world began early when he was 
14. He first began to work as an apprentice at a 
company called the Great Northern Railway 
Works. It was here that he began raising 
certain questions in his mind and developing a 
particular type of curiosity towards engineering 
which later grew into a level of enthusiasm. 
Here his mentor was one of the most 
remarkable engineers of that period. Learning 
engineering in an autodidactic way, Royce 
began absorbing all the nuances and secrets of 
the practical processes while in the night he 
spent the rest of his time on studying algebra, 
electrical engineering and French. Keeping 
both the practical work and his studies in 
parallel, Royce’s intuitive understanding of the 
craft began sharpening. 

S
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It was during these years that he began to 
notice his natural talent for the field of 
engineering.  

He was exceedingly enthusiastic about his 
work sometimes working too hard without 
sufficient sleep or meals. Sir Henry Royce was 
one of those members of the intelligentsia 
that just could not set aside, even for few 
minutes, the magical flame that they were 
gifted with. Setting it aside and doing 
something else would be perceived as waste of 
precious time that could instead be spent on 
something much more purposeful and 
creative. 

The Long Drive 
Sir Royce’s automotive route really began 
when he made a decision to improve a two-
cylinder car he had recently bought. Royce’s 
first vehicle was a second-hand 10 hp 
Decauville. Later, he understood that re-
designing wasn’t nearly enough and that he 
could actually build one of his own too. The 
initiate took the initiative, so to say. Since he 
knew the mechanics of the thing itself he took 
the initiative to build cars with his own means 
and by 1904 he had built three cars. His first 
customer was Henry Edmunds who liked the 
smooth and quiet car so much that he felt it is 
necessary for him to introduce Henry Royce 
to Charles Rolls. A photograph of the vehicle 
and its specifications were then sent to 
Charles Stewart Rolls, who ran an agency for 
French cars in London. After having visited 
Royce in person, Rolls agreed to become his 
sole agent.2 This is one of the several 
essentials of Powerful Relations (PR) consists 
of – being able to introduce one with just the 
right person.  

Charles Rolls, his partner in crime, an 
aristocratic gentleman who graduated from 
the University of Cambridge was more 
involved with the finances and the brand 
management side of the automobile firm 
whereas Henry Royce was more in charge of 
the engineering and the technical expertise 
like he always was. Charles Rolls, not 
unexpected from a classic aristocrat, moved 
his interest from riding to driving and then to 
flying. Being interested in aeronautical 
engineering, he decided to direct the brand 
upwards to the aviation industry and this 
turned out to be the right decision as well. 
Later, this area caught the interest of Royce 
too. The brand grew in both seemingly 
irrelevant areas so well that today you need 
specify whenever you actually say ‘Rolls 
Royce’ which one you mean: the luxury motor 
cars and the jet engines one. According to the 
official website of the brand: “In 1914 at the 
start of the First World War, in response to 
the nation's needs, Royce designed his first 
aero engine – the Eagle, providing some half 
of the total horsepower used in the air war by 
the allies. The Eagle powered the first direct 
transatlantic flight as well as the first flight 
from England to Australia – both in the 
Vickers Vimy aircraft”3 

Whatever is rightly 
done, however humble,  
is noble. 

Sir Henry F. Royce



!"# The Intelligentsia.#$%&%'(%)#*+*,

-./0$#1/234.2

Prior to the creation of the partners’ first 
luxury automobile in 1904, Charles Rolls had 
a hobby of car racing. It was this hobby that 
led Charles to seek better automobiles since 
he wasn’t nearly satisfied with what was 
available at that time when the auto-industry 
was, unlike today, a much more high-end 
industry in general. A car, unlike a horse, 
was something that only the wealthy 
segments could afford. (Fast forward to our 
times, it is the reverse: a horse, unlike a car, 
can almost only be bought and looked after by 
high net worth individuals.) 

It is important to note that the two partners 
were of different backgrounds. Compare to 
Royce, Charles Rolls had a past of an upper 
class person. The training, the habits, the 
way of life and way of thinking were not the 
same. However, the major values in life and 
worldviews of both gentlemen were what they 
had in common. This was, of course, 
paramount for a long-term partnership of 
high strength. Besides, Henry Royce was so 
much on the right path aiming at self-
actualization that even he himself became a 
member of the higher layer of British society 
too after being awarded with a title of nobility 
in later years.  

The two partners’ ability to maintain a shared 
meta-language is a microcosmic example of 
the global intelligentsia’s macrocosm in the 
way that regardless of background or age (or 
other mere demographics) they recognize 
each other right from the start. It is almost to 
the level that if two members of the 
intelligentsia that don’t know each other pass 
by each other in a street they would 
instinctively know they are part of one and 
the same pyramidal strata regardless of great 

differences of their economic status in society. 
This is the reason why they became and 
stayed long-term partners for the rest of the 
professional lives. 

There are two visible and one invisible 
masterminds behind the masterpieces of this 
luxury enterprise. The hyphen between the 
last names Rolls and Royce is a secret sign 
that stands there in the name of the brand 
represents Claude Jones, the unsung hero 
who was the manager that elevated the two 
partners’ automotive company. As David 
LaChance wrote: “In 1911, a year after 
Rolls's death at the controls of his Wright 
biplane, Royce collapsed. Claude Johnson, the 
company's managing director who has been 
called "the hyphen in Rolls-Royce," took 
Royce abroad to recuperate, visiting France, 
Italy and Egypt. Pausing in the Cote d'Azur 
town of Le Canadel, Royce said, "I would like 
to build a house here." Johnson made it 
happen.” 1  

Colours of Silence 
One of the memorable moments in the history 
of the luxury brand that could have made Sir 
Henry Royce proud had he been still alive was 
when a British advertising tycoon David 
Ogilvy who is known as the King of Madison 
Ave. wrote a headline for the advertisement 
of Rolls Royce. It was a headline that was an 
outcome of psychographic research because 
taking into account the attitudinal, values and 
lifestyle-based elements of the targeted high 
segment Ogilvy and his team came up with 
the best headline: “At 60 miles an hour the 
loudest noise in the new Rolls-Royce comes 
from the electric clock.” 
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“Take the best that exists 
and make it better. When 
it does not exist, design it. 

Accept nothing nearly 
right or good enough.” 

Sir Henry F. Royce 
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This headline appealed to the high net worth 
individuals who appreciate privacy, peace and 
quite from the external world and as a result, 
sales rose substantially. The ad with this 
headline that ran for a long while at the time 
is considered a timeless classic and David 
Ogilvy himself said that: “it was the best 
headline that I wrote.” What he did was to 
find the essence of the luxury brand’s 
experience. He unearthed the substance or 
the core specimen not of the automobile and 
not of the luxury brand but the essence of the 
luxury automobile brand’s experience in order 
to then implement it in the advertising copy. 
Esoteric brand specialists and branding 
insiders who conduct psychographics research  
interculturally are aware of the fact that there 
isn’t just one kind of silence and that there 
are different colors of near-total quietnesses. 
It would be an interesting research aim for a  
High Psychographics insider to study the 
exact color of the silence present inside a long 
Rolls-Royce drive.  

Classics Endure 
If we use the psychographic measurement 
instruments on the biographical data, we find 
that the implications of the mechanical 
aspects in the engineering field must have 
made an enormous impact on Sir Henry 
Royce’s attitude, mentality and mindset 
during both youth years and later in his 
professional life. It gave him a peculiar type 
of scientific agency to linearize and clarify 
during strategic decision-making in regards to 
the future. This mechanical modeling, one 
may argue, gave him the means to map his 
journey ahead. 

It was as if Sir Henry Royce knew from the 
very beginning that there are two types of 
creations in this world: those that are 
successful at first but don’t last long and 
those that are both at the same time – 
successful and durable.

Photo source: rolls-roycemotorcars.com
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Nobody needs  
a Rolls -Royce.  

These are 
acquisitions  
of the heart. 

Torsten Müller-Ötvös  
CEO of Rolls Royce

“
”
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‘Durability’ was the subconscious code that 
operated as a sine qua non for him in the 
process of building something of his own. It 
was the foundation the philosophical principle 
of his was based on: “The quality will remain 
long after the price  is forgotten.” The classics 
that he created back then endure to this day.  

His professional philosophy had many in 
common with the principles that some of the 
European guilds were based on. It was this 
deep seated assurance that if you master your 
craft, no matter how extraordinary or ordinary 
your craft is, you will elevate with organized 
vertical growth. As in the words of Sir Henry 
Royce himself: “Whatever is rightly done, 
however humble, is noble.” This philosophical 
is reminiscent of the 12th Century illuminated 
Azerbaijani poet Nizami Ganjavi’s words: 
“Even a porter who is actualized is better than 
a person who is partially a hat-maker.”

Royal Connection 
& the Sacred Gift 

According to the official website of Rolls 
Royce motor cars: “the 1950s marked the 
start of a long-standing relat ionship 
between  Rolls-Royce  and the royal family. 
Replacing Daimler as the preferred motorcar 
supplier to the British monarchy, Her Royal 
Highness Princess Elizabeth took delivery of 
the first Phantom IV in 1950. Designed 
exclusively for royalty and heads of state, 
Phantom IV is one of the rarest  Rolls-
Royce motor cars in the world, with only 18 
ever built.”3 John Lennon, the iconic 
musician too bought a Phantom V. “Leaving 
the factory with a plain white finish, Lennon 

had it repainted in matt black before opting 
for an outlandish, colourful design instead.” 
Other owners include Fred Astaire Field 
Marshal Montgomery, the Aga Khan etc. 

It can be concluded that for entrepreneurial 
individuals of the luxury industry like Sir 
Henry Royce, Charles Rolls or, as in the 
psychographic biographies explored in the 
previous issues, Ettore Bugatti, Carl Fabergé, 
Adrienne Philippe or Antoine Patek this notion 
of natural talent is quite synonymous with the 
notions of a deep calling, an inner ashlar, a 
raison d'être, meaning of life or a sacred gift of 
the Great Architect of the Universe. 
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Allegory of the Arts (1740)  
by Pompeo Batoni



Nymphs and Satyr (1873) 
by William Adolphe Bouguereau
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 hat is it that we can do to understand   
this extraordinary gentleman? How can  we 
gain access to the secret source of his in which 
he stored his ideas, imagination, strategies, 
philosophy, decisions etc.? How did he take the 
art of high jewelry to the next level? Why were 
and are the global aristocracy, royalty, nobility 
and the intelligentsia attracted to his works of 
art so much? 

Peter Carl (also spelled as Karl) Fabergé’s 
father Gustav Fabergé was born in Pärnu, 
Estonia where today there is even a statue of 
him that was erected in 2015. Gustav’s paternal 
ancestors were Huguenots in France but after 
the revocation of the Edict of Nantes they had 
to escape. So they fled from France and moved 
to Germany and later to St. Petersburg, Russia 
where he came as an apprentice. There he 
started a small jeweler business. In 1841 he 
received the title of the Master Jeweler and 
1842 founded the jewelry brand in St. 
Petersburg. According to Valentin Skurlov, 
historian of artistic jewellery, “the initial capital 
to found the enterprise could have come from his 
father-in-law Prof. Jungshtedt.”1 It could have 
also come from Peter Faberge, his father, who 
was married to the daughter of Mr. Elsner, 
Merchant of the 1st Guild. Gustav Fabergé 
learned the secrets of the craft from Andreas 
Ferdinand Spiegel and Johann Wilhelm Keibel 
in St. Petersburg. 

Archduke Dr. Géza von Habsburg, Prince 
Imperial of Austria, Prince Royal of Hungary, 
Croatia, and Bohemia, is the internationally 
recognized authority on Fabergé and his objects 
of art. He served as the curatorial director to 
prestigious museums around the world, written 
over 13 books on Fabergé and related subjects 
and devoted much of his life on researching,

W organizing and curating knowledge about the 
Imperial Court jeweler. Today, being fluent in 7 
languages, he is the leading spokesperson, 
author, curator, art historian, scholar, lecturer 
and consultant on the past of the luxury brand 
and the biography of the Fabergè family. One of 
Dr. Géza von Habsburg’s lectures on Fabergé 
delivered at Virginia Museum of Fine Arts in 
2011 can be viewed online under the title: Karl 
Fabergé and the Russian Imperial Family.2 The 
speech is recommended for those who would like 
to know the more lateral history of the master 
jeweler. 

* * * 

Today we, unfortunately, know very little of 
Peter Carl Fabergé’s personality, character and 
his inner world. According to Dr. Géza von 
Habsburg’s research findings Carl Fabergé was 
“a humorous and shy gentleman.” Although he 
was shy he didn’t live in a vacuum in an asocial 
manner but instead he preferred being very 
much part of larger circle of artist jewelers. Carl 
Faberge also belonged to an art society in 
Russia called ‘Mir Iskusstva’ or ‘World of Art’. 
Famous members of the society included 
Aleksandr Benois and Sergey Diaghilev.3 Carl 
didn’t like large diamonds and over the top 
things. He had extraordinary business acumen 
and actually didn’t create anything himself. “He 
was more of an impresario like Sergei Diaghilev 
of the Russian ballet in Paris and in London.” 
He was an impresario of teams of talented 
craftsmen as he had the fine skills to selectively 
assemble 300 in St. Petersburg and 200 in 
Moscow creating the largest enterprise in 
Russia if not in the world.  

https://en.wikipedia.org/w/index.php?title=Andreas_Ferdinand_Spiegel&action=edit&redlink=1
https://en.wikipedia.org/w/index.php?title=Andreas_Ferdinand_Spiegel&action=edit&redlink=1
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Mentoring  
and  

Apprenticeship 
The Russian high luxury brand was growing 
and towards the 1860s he decided to slowly 
pass on the business to his son. Carl Fabergé 
was getting his education in Dresden during 
these years, travelled through Europe in an 
exploratory manner and learned the intricacies 
of the jewelry art and craft in Frankfurt from 
Joseph Friedman. He was later tutored and 
mentored by August Holmstrom. Exploring the 
foreign cultures in Europe, Fabergé, thanks to 
his receptive mind, imbued himself with 
unconscious culture codes and high culture 
symbols accumulating the kind of cultural 
capital and knowledge unknown in Russia at the 
time.  

As it is eloquently described in the official 
website of the high jewelry brand: “Fabergé fell 
under the mesmerizing influence of the 
Renaissance and Baroque treasures in the 
famous Green Vaults. As a young man he 
travelled extensively, immersing himself in the 
cultural delights of the Grand Tour, including 
the Medici Renaissance treasures in Florence. 
He studied in Paris and received expert tuition 
from goldsmiths in France, Germany and 
England.”4 Among the giants that influenced his 
thinking was the Swiss-French artist jeweler 
and memoirist Jérémie Pauzié. The importation 
of all this knowledge to Russia began. The 
confidence from his training and his talent were 
revealing themselves to him so he felt ready to 
fully take over the high luxury business during 
the 1870s. 

In 1872 his father officially left the brand to his 
son’s hands. It was in this period the luxury 
brand that had showed stable growth thus far 
began thriving and blooming. This was the time 
when the jewelry business was left to Carl 
Fabergé. During this period the business began 
its subtle transformation from being a jewelry 
business into being an haute joaillerie brand. 
This was the birth of a high luxury Brand, with 
a capital B, which gradually began carrying the 
heavy weight of an esteemed name – House of 
Fabergé. 

Carl Gustavovich Fabergé knew the intricacies 
of cultivating a culture within his atelier. His 
was a large learning organization at its finest. 
The school archetype was very important for 
him. The Fabergé family in general protected 
the one of the traditional canons of the Jewish 
culture, the canon that is based on mentoring 
and learning. After receiving his training from 
the House of Friedman and after the travels and 
studies Carl continued learning the secrets of 
the art from Hiskias Pendin for ten years. The 
master and the apprentice tradition can be 
described quoting Max Engman's article 
"Finnish Goldsmiths in St. Petersburg during 
Two Centuries,” in Tillander-Godenhielm, et al., 
Carl Fabergé and His Contemporaries (1980): 

“In the days of the guild system, craftsmen 
underwent a regulated course of training from 
apprentice to journeyman, i.e., fully trained 
craftsman. Journeymen often travelled so as to 
have the opportunity of increasing their 
professional skill under other masters and in 
other places. The journeyman's aim was to 
become a master, i.e., to establish himself either 
as a workmaster in a large firm or as an 
independent employer with his own workshop.”5 



House of Fabergé - Gatchina Palace Egg  
Walters Art Museum
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In the later years, as he moved upwards, he 
gained access to treasuries of Tsar at Winter 
Palace. Together with his brother and the chief 
craftsmen, they spent days in the treasury 
studying European and mainly French works of 
art. The learning didn’t show signs of stop.  

The Art of  
Luxury Entrepreneurship 

Fabergé’s  entrepreneurial  strategies and 
understanding of a luxury business model was 
impressive. For instance, he sent out pamphlets 
to his clients, which was a novelty at that time. 
Whether consciously or unconsciously, he 
worked the magic of associations and 
relationships both in the minds and in the 
physical world. He also emphasized his decision 
that whatever the brand produces would be an 
absolute novelty and one of its kind. In addition 
to this, he even managed to spread the myth 
that all unsold objects were to be destroyed at 
the end of the year to start creating new ones 
for the next year. 

There were other jewelers who tried to copy 
Fabergé at the time but so long as the key 
nuances of the know-how and the internal 
culture kept secret, the fakes didn’t bring much 
return. The luxury clientele preferred the 
originals from the true origin.  

In an interview in 1914 he was asked: “How do 
you see your situation as opposed to all your 
great competitors abroad?” He replied saying: 
“Tiffany, Cartier and Boucheron are people of 
commerce. I am the artist jeweler. Sure, you can 
buy from them and spend a million rubles for a 
string of pearls and diamond rings. But if you 
want to buy something artistic, I am the man.” 

Thanks to the talented team and the internal 
culture of his large jewelry firm Fabergé was 
able to produce over 150 thousand objects and 
each one was one of its kind. No two objects are 
alike.  Moreover, all of this was produced in a 
brief period of time of about 38 years, from 
1880 to 1918. No one before or no one after 
has ever been able to achieve such a thing 
because it would require a constantly running 
fountain of  new  ideas  and  innovations. 
Producing such a large quantity meant decrease 
in quality for other high jewelry houses’ 
founders but, somehow, not for Carl Fabergé.  

“What is extraordinary of 
Fabergé’s things is that you 

can magnify them  
as much as you want.  

That’s a sign of great art.”6 

Dr. Géza von Habsburg 

The major turning point in his entrepreneurial 
life was when his objects of art attracted the 
attention of the Tsar Alexander III in 1882 at 
the Pan-Russian art and commerce fair that was 
held in Moscow. This was the first time when he 
had the honor to meet the Tsar Alexander III 
and Maria Fyodorovna. There were immense 
applause of the public and the press went wild. 
The media described this moment in history as 
the rebirth of Russian jewelry due to this one 
luxury entrepreneur. The same year he was 
named the purveyor to the Court. The biography 
of Karl Fabergé is fascinating primarily because 
of the extraordinary and unseen bond between 
an artist and the Tsars of Russia. 



!"# The Intelligentsia.#$%&%'(%)#*+*,

-./0$#1/234.2

Courtesy of farberge.com

Some of Carl Fabergé’s favorite clients were the 
wealthy merchants in Moscow. They never 
asked to see the designs or looked for the most 
sophisticated. They never asked the price. 
Whatever he made was fine with them. 
Fabergé’s brand and objects of art attracted 
royalty, nobility, magnates, industrialists, 
enlightened class and the artistic intelligentsia 
not only of Paris, Moscow and London but also 
of the US and the Far East. Among Fabergé 
collectors were the Sultan of the Ottomans, the 
King of Siam, the Emperor of Japan, the 
Sheiks, the Maharajas, the Rothschilds, the 
Vanderbilts and the list goes on.  

This was the time when it was not only that the 
high jewellery firm’s name was a strong brand 
but also his own name was brand that carried 
major force and weight in it. After the 
headquarters in St. Petersburg he also opened 
stores in Moscow, Kiev, Odessa and London. By 
1889, his name becomes a truly influential one. 
After the Paris exhibition he was awarded with 
the title of Master Jeweler in Paris Jewellers’ 
Guild and was appointed as the Knight of the 
Legion of Honor in 1900 in France.  

* * * 



House of Fabergé - Rose Trellis Egg - Walters Art Museum



“Some of the masterpieces of Fabergé 
made for the Court were functional but 

the Imperial family didn’t use them. 
They were too artistic for function.” 

      

   Dr. Géza von Habsburg   



!"The Intelligentsia.#$%&%'(%)#*+*,

-./0$#1/234.2

A Tragedy of Vulgarity 

In 1917 the Bolshevik revolution brought an 
abrupt end to the House of Fabergé. By 1918 
the vulgar Bolsheviks violently ceased all the 
jewelry and shut down the ateliers. In the same 
year, the Bolsheviks assassinated Nicholas II, 
his wife and children in their home. Greedy as 
they were, they broke all the artistic jewelry 
and other pieces and sold it peace meal. In bags 
of loose stones they brought all of it across the 
Russian border to Amsterdam, London and 
other cities.  

The absence of aesthetic values, cultured 
background,  humanism,  civilization  and 
appreciation of art  was  definitive of the 
Bolsheviks’ nature. Most of the one of a kind 
silverware services were melted and turned into 
silver rubles to buy industrial equipment in the 
1920s because the economy was weak due to 
the fact that the Bolsheviks lacked business 
acumen and knowledge of macroeconomics.  

Because of this vulgar tragedy large majority of 
Carl Fabergé’s works of art haven’t survived. 
He and his family fled Russia and moved to 
Switzerland. 



"Danish Jubilee Egg” by House of Fabergé. 
Disappeared after the Bolshevik Revolution.

Faberge Egg "In memory of Alexander III". 
Disappeared after the Bolshevik Revolution
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Later in the 1970s when the regime had 
gradually become much more moderate compare 
to the beginning, the luxury brand was placed in 
a TV series’ scene in which a woman was 
astonished by the beauty of the design of the 
artistic jewelry. During these times there was 
the realization of the fact that in the end of the 
day Carl Fabergé was a Russian jeweler of 
which the SSCR should have been proud of in 
the first place but when this realization came it 
was obviously way too late. 

Fast-forward to today and what do we see? We 
see that the seemingly mighty Soviet Union’s 
power vanished into thin air and yet Fabergé is 
still here with us. The high luxury brand wasn’t 
killed. It merely went for a sleep and woke up in 
2007 again. It is back with us and continues to 
exist today in a successful way. As it was so in 
other analogical cases, the course of history 
teaches us the same lesson that the seemingly 
mighty regimes come and go but respected 
organizations or brands founded by visionary 
entrepreneurs are here to stay. Carl Fabergé as 
one extraordinary entrepreneur and artist 
jeweler is being studied today continuously. 
Fabergé is more than an expensive luxury 
brand. As it was so in the past, today too the 
objects created by the brand are used as 
ambassadorial presents that send diplomatic 
messages of strengthened relationships. Carl 
Fabergé stays immortal and the esteemed name 
lives on. Meaningless regimes come and go but 
meaningful names stay eternal. 

* * * 
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Ettore Bugatti 
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Magna Opera  
of the House of Bugatti
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 erfection is never reached…  thought  
Ettore Bugatti.  His words were not   
meant to outline empirical observation but to 
articulate an aspect of a philosophical system, 
an attitudinal compass within. It is in these 
four words one can find the condensed 
meaning behind the philosophical code of 
many entrepreneurs who operate within the 
realm of high luxury and never stop aiming 
for perfection. Researchers can find articles 
and documentaries about the life of Ettore 
Bugatti both online and offline but mostly 
they are historical biographies. In this article 
the Italian luxury entrepreneur’s life story is 
appreciated in a different way because it is 
not only what happened that is important but 
also, on a deeper level, why it happened is 
necessary to gain a better understanding 
about the Italian giant. As in all previous 
articles in the ‘Grand Masters’ section about 
the intelligentsia of the past, this article, too, 
attempts to have glance at the psychographic 
biography rather than a historical biography. 
Nevertheless, it is very advisable to readers 
to watch some of the documentaries about 
Ettore Bugatti available on the web to see 
how film-like was the sequence of events in 
the man’s life. Judging by the decisions he 
made along the way, one can reason that the 
visionary knew why he was sent to this 
planet way before his professional life began. 
In other words, adhering to Sun Tzu’s 
principle, he won the competitive battle before 
it even began.  

Families like the Bugattis are the chosen ones 
as it is not only they who choose the craft 
they will master but it is also the craft that 
chooses them. The genetic code of the family 
carries a sacred element of esthetics and 
quality. Quantitative tastelessness is replaced 
with qualitative tastemaking that gradually 

translates into our world with their timeless 
contributions. One may argue that it was 
these special genes that allowed Ettore 
Bugatti to create some of the most elegant 
supercars in luxury automotive brands’ 
history. 

An Italian Family  
of Passionaries 

The House of Bugatti wasn’t an ordinary one, 
it was part of the high passionary class. 
Members of this extraordinary family knew 
what they wanted from professional life.  
Being an Italian family of passionaries who 
contributed to the cultural spheres with their 
magna opera, they were respected in the 
world of the culturati. Ettore’s father Carlo 
Bugatti was an internationally renowned 
award-winning redwood furniture craftsman 
who handcrafted custom furniture to private 
clientele with taste. He was a designer, 
decorator and manufacturer of Art Nouveau 
furniture. In addition to that Carlo Bugatti 
was an artist jeweler. Carlo Bugatti’s 
aesthetically beautiful furniture was admired 
and desired by many connoisseurs across the 
globe. For instance, the Waldorf Astoria hotel 
in New York furnished their Turkish Salon 
with his works. 

Carlo Bugatti was the son of Giovanni Luigi 
Bugatti who was a sculptor who was trained 
in architecture and specialized in internal 
decorations. Bugatti’s brother Rembrandt 
Bugatti was a renowned sculptor famous for 
his bronze fauna sculptures and Ettore’s son 
Jean Bugatti was an automobile designer of 
French citizenship. 

P
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The House of Bugattis’ circle of relatives and 
friends included many eminent artists. Being 
inside the Italian intelligentsia Carlo was 
friends with, for instance, the composer 
Giacomo Puccini and the painter Giovanni 
Segantini, the husband of his sister Luigia. 
Ettore Bugatti was also friends with the 
famous French aviator Roland Garros. 
Rembrandt Bugatti was acquainted with 
Ruggero Leoncavallo and the sculptor Ercole 
Rosa. The list goes on… 

Magnum Opus  
of Ettore Bugatti 

As a child Ettore grew up in a world where 
cars were a very latest novelty, which was a 
luxury that only few could own. Even though 
his father wanted him to be an artist as a 
painter, sculptor, designer etc. Ettore wanted 
to find a different way to embellish his talent 
and esthetic abilities. These years were when 
the paradigm shift in transportation was 
happening. It was a new era in which young 
Ettore wanted to play a memorable role. 

In later years young Ettore Bugatti began 
attracting some of the members of nobility as 
Count Guinelli and Baron Dietrich. After 
going through apprenticeship in a bicycle 
manufacturer, he first began by fitting a 
tricycle with an engine at the age 17.  At the 
age of 19 young Ettore built his first four-
wheeled motorcar with the financial backing 
of Count Guinelli. The decision, in later years, 
to join the world of racing began to clarify the 
direction of his professional life. After few 
races he began deconstructing the parts of the 
mechanical vehicle and reconstructing it with 

his own modifications. This internal private 
attitude was, on a summarized level, most 
probably - ‘if others can do it, why don’t I 
build a supercar of my own?’ Even though the 
new vehicle didn’t help winning the race, he 
still built his own model called Type 2, which 
actually was exhibited in 1901 in the  
International exhibition called Milan Trade 
Fair. The Automobile Club of France even 
gave him an award for the elegant innovation 
of his.  

This recognition along with some press 
coverage led him to be noticed by a German 
industrialist and business magnate Baron 
Eugene de Dietrich who lived in Alsace and 
later decided to make a long-term contract 
with Ettore. After working for some time, 
however, Ettore Bugatti later realized that 
monotonous production and the large 
company routines weren’t his thing. There 
was an entrepreneurial spark within him that 
he could not repress. So after leaving Baron 
Dietrich’s corporation, Ettore continued 
developing his own vehicles. He later 
collaborated with a different partner in 
Strasbourg and they built Bugatti Hermes but 
this collaboration didn’t last long either for 
various reasons that weren’t in accordance 
with Ettore’s inner dream. Therefore, he 
moved on to a more boutique independent 
business of designing and developing special 
automobiles on his own. His great works in 
engineering were an outgrowth of his 
autodidactic attitude.  

Ettore Bugatti’s esteemed brand began 
becoming a global empire. During the 1930s 
years he was getting ready to hand over the 
enterprise to his son Jean Bugatti who later 
designed many legendary classic models. 



Ettore Bugatti’s philosophy on managing 
relationships with customers was based on 
the fact that not all customers know what 
they want. The idea that all customers are 
conscious of what they really desire and 
demand just didn’t exist for him. As it is so 
today, not all customers but only few did   
know  what they 
want. The quality of 
relationships were of 
great importance to 
him and his attitude 
about asking what 
customers want was , 
in a way, analogical 
to that of  Henry 
Ford’s who famously 
said: 'If I had asked 
people what they 
wanted, they would 
have said  faster 
horses.' 

Racing was, similar 
to many other luxury 
supercars’ beginning 
years, a good way to raise awareness and 
create desire about the luxury automobile 
brand but the cars that participated in actual 
races weren’t initially for sale. In the history 
of automobiles, Ettore Bugatti was the first 
entrepreneur to start selling the racing cars to 
private clientele. 

Victories in races did, of course, add value to 
Ettore’s automobile brand but he made a 

decision to add an Italian touch of la dolce vita 
to it. What he did was he implemented the 
experiential luxury strategy made up with 
intrinsic components as human spirit, aura, 
ambassadorial rituals, touch points, hedonism 

etc. A true bon vivant, Ettore Bugatti would 
invite potential clients to his own Château 
St. Jean and they would go hunting together 
in beautiful natural scenery, horseback riding 
and then have cozy dinners together and so 
on. Instead of merely selling a product, Ettore  
Bugatti mastered the idea of selling serene  

experiences  and 
human rituals. He 
knew the delicate 
relationship between 
the soft power of 
seduction and the 
tangible core product. 
During one of these 
get-togethers, one of 
the guests was a 
delicate lady that told 
Ettore she was more 
interested  in an 
elegant high-class 
vehicle rather than a 
racing performance 
car. This was when 
Ettore decided to 

create the legendary 
Type 41 Royal. This one was the closest to 
perfect in his eyes. For its emblem in the front 
side of the bonnet, he decided to put the 
famous artistic Elephant statue, in memory of 
his brother Rembrandt’s works.  

This was a turning point for Ettore Bugatti. 
An advice of an intelligent lady with taste 
made him build creations of beauty. His 
contributions to world culture proved to the 
world that function and aesthetics can be in 
harmony with each other. A delicate touch of 
a lady’s advisory wit gave a more sharpened 
direction towards the world of pure and 
authentic luxury. 
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During the 1920s Ettore Bugatti was able 
dedicate more of his precious time to his 
passion for horses. His passion for making 
equestrianism part of his way of life was 
reflected on the design of the radiators in his 
cars that look like the design of a horseshoe. 
One of his other passions was for boats and 
sailing yachts. In 1937 he had even set a world 
water speed record. The nautical aspect of his 
lifestyle was an expensive one but he didn’t 
hesitate spending on it even when his finances 
weren’t as good as before.  

Transcending the Times 
On the 4th of March in 1929, the first Bugatti 
Owners Club was founded in Britain. It is the 
oldest brand in association in history and the 
club continues its existence today as well.   

According to the ex-President of Bugatti Dr.-
Ing. Franz-Josef Paefgen the phrases that the  
great mastermind Ettore Bugatti used for 
characterizing his products were: pure blood, 
absolute clarity, predominance of purpose and 
immaculate shape. 

The two World Wars didn’t stop the brand of 
Ettore and as years passed his cars achieved 
hundreds of victories. In fact, during WWI 
Bugatti developed airplane engine designs for 
the American and French governments. Before 
the WWII, when Bugatti was making his offer 
to French national rail also won the tender for 
a high-speed train. The destructive effects of  
the World War II was thought to be the reason 
that led to the brand’s ending its operations. 
However, this wasn’t actually the end of the 

brand. Analogically to many other cases 
throughout the history of luxury brand 
management, the brand name of Bugatti didn’t 
come to an end, it merely went for a sleep to 
wake up again in the future. World Wars, 
global economic crisis and depressions, regimes 
and revolutions come and go but the timeless 
luxury brands that add real human value and 
touch the human soul stay eternal. In 1998 the 
Bugatti brand was revived with Veyron and 
continues to live with us to this day. Even sixty 
years after Ettore Bugatti’s departure from 
this world, the respected name lives on. 
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Ettore Bugatti



Theatre in Taormina 
Gustave Klimt (1886)



Cave of the Storm Nymphs  
Sir Edward John Poynter (1903) 

Source: Art Renewal Center
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 he semiotic analysis of the partnership  
between Antoine Norbert de Patek and  
Jean Adrien Philippe reveals a tale about how 
partnership for the sake of partnership may not 
be as valuable and constructive as it appears at 
first sight. They were members of the global 
intelligentsia whose professional journey teaches 
us a golden lesson. The key message of this 
lesson is that the process of collaborating or 
cooperating on its own is not a mutually 
beneficial process unless it is made with the ideal 
partner. This age old fundamental component of 
partnership is still taken for granted today. In 
general, the philosophy that they applied in their 
decision-making to add value to their name was 
another inheritance they left to the later 
generations of intelligentsia. Why were certain 
members of royalty and nobility around the globe 
so impressed by the two partners’ craftsmanship 
in watchmaking? How did their philosophical 
principles add value to the luxury brand they 
were managing? Where is the meeting point of 
all the threads that give us clues about their 
worldviews? 

* * * 

The Art and Science of Time 

The word horology (in Latin horologium) comes 
from Greek ὥρα, which is hṓra and it means 
‘hour’ or ‘time’. Together with logy it is literally 
‘the study of time’.  Horology, then, means the 
art and science of measuring time. It is important 
to notice that horology scholars employ not only 
science but also art in their modus operandi.  

Becoming a horologist is a long-term journey but 
it is worth having a horologic dimension in life 
for every member of the intelligentsia world over 
whether they are inside or outside the field of 

horology. Making room for a horologic aspect in 
life can be beneficial both on professional and 
personal levels. Every once in a while, studying 
the very notion of time or at least looking at it 
from various angles may be more useful than it 
appears to be at first sight. More specifically, 
taking into account that there are differences 
between clock time and social perception of time, 
linear time and spiral time, spending time and 
investing time is instrumental in decision-making 
of enlightened leaders. We may reason that deep 
down within Antoine-Norbert de Patek and Jean 
Adrien Philippe had a horologic angle of viewing 
the world even before they became horologists. It 
was as if they were seeking the magical formulae 
to access the state of being that is beyond and 
independent of time – timeless. Throughout their 
lives the two partners did not only apply science 
in studying time but they also applied art to truly 
grasp it and conquer it. 

Antoine-Norbert de Patek: 
The High Artist Within 

Antoine-Norbert de Patek was a member of the 
Polish intelligentsia who had nobility in his 
lineage. He was born on June the 6th in 1812 in 
Piaski, a small town in Eastern Poland. During 
the Great Emigration to the West especially into 
France, the Polish exiles were supported by 
refugee committees. In 1832 Patek was in 
charge of one of these committees in Bamberg. 
Patek followed the exodus into France and took 
up residence in Cahors and later in Amiens 
where he worked as a typographer. When the 
French began mistakenly suspecting him of being 
involved in revolutionary activities Patek decided 
to move to Switzerland. 

T
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In 1833 Patek travels to Switzerland and 
officially registers in Versoix in 1835. When he 
moved to Geneva at first he studied painting and 
worked as a wine trader. He attended painting 
courses given by the renowned Swiss painter and 
engraver Alexandre Calame. Patek was a 
gentleman of artistic inclination, which was 
going to play a determining role later in his 
successful luxury watchmaking career. 

Despite the fact that the spirit of those times 
forced him to be involved in turbulent realities of 
life he gradually begins to seek a new paradigm. 
It is a paradigm less destructive and more 
constructive. It can be said that, whether 
conscious of it or not, Patek was seeking a 
dimension in life that can make more room for 
commercial and diplomatic exchange. The world 
of high horology and luxury brand management 
had just what he was looking for. This was the 
world where he made his last stop. It was the 
world in which he stayed the most without any 

intention of leaving it. The last stop is one of the 
many codenames for the final decision and the 
final decision is one of the points an enlightened 
individual truly aims for in life. 

In 1839 Patek got married with Marie Adélaïde 
Elisabeth Thomasine Dénizart and then the 
House of Patek had three children. In the same 
year Patek established the ‘Patek Czapek’ 

manufacture. Franciszek Czapek, his new 
partner, was a Bohemian master watchmaker 
who also authored the first book on watchmaking 
ever published in the Polish language. During 
this period a significant number of the two luxury 
entrepreneurs’ clientele consisted of Polish 
aristocrats. 

As Marek Kępa wrote: “Czapek was an 
experienced watchmaker and he brought the 
technical know-how to the firm. Patek was 
responsible for the aesthetics of the firm’s 
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products and for running the business. He 
excelled in both capacities. Patek designed 
beautiful watches and was very skilled at 
establishing trade contacts. He also knew how 
to add that special something to a watch.”1 

In the later years, increasing disagreements 
between Czapek’s and Patek’s strategic 
principles led them to continue their journeys in 
different directions. The partnership ended in 
1844. 

Patek knew that exploratory travelling was 
important for both social and professional 
affairs. He travelled to many countries including 
England in 1847, the USA in 1854, and Russia 
in 1858. Soon, Antoine Nobert de Patek met 
the like-minded visionary and joined with the 
talented French watchmaker Jean Adrien 
Philippe, who was the inventor of the key-less 
winding mechanism and the real journey he was 
seeking in his life had finally begun. 

Jean Adrien Philippe 
The Crown of Timelessness 

Jean Adrien Philippe was born in 1815 in 
Perche, France. He was the son of watchmaker 
Jean-Antoine. After years of apprenticeship, 
learning the intricacies of the horological craft 
Adrien Philippe’s journeyman years begin.  

Inventor of the key-less winding mechanism 
Jean Adrien Philippe, a member of the French 
intelligentsia, had a subtle philosophy behind 
his patented invention that attracted the higher 
classes. The mechanism was based on letting 
the luxury watches be wound and set by means 
of crown instead of a key. This had enormous 
philosophical implications. It was not a mere 
invention for the sake of invention. The key-less 
winding mechanism was a fundamentally 
meaningful invention. It could be interpreted as 
following: The key is meaningless when it is in 
the hands of those who weren’t crowned. 
Language is a meaningless instrument if it is 
not used by the enlightened. As the semanticists 
say, the meaning is not in the words but in the 
individuals using them. A pen, that is a mere 
object turns into a magical means when used by 
the higher literati. Emphasizing the crown over 
the key, Philippe’s invention was reminiscent of 
the far eastern philosophical principle: “if the 
wrong man uses the right means, the right 
means work in the wrong way.”  

Thanks to this particular patented invention of 
his, Philippe was awarded a Gold Medal at the 
French Industrial Exhibition in 1844. It was 
here that Jean Philippe met with Antoni Patek 
for the first time.  Jean Philippe, a member of 
the French intelligentsia, added significant 
value to the brand, which by 1851 led to him 
being made a full partner and the firm, which 

*
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began operating as Patek Philippe & Co. In 
1851, after exhibiting at the Crystal Palace 
Great Exhibition Patek Philippe began 
creating its watches for the royal clientele: 
Queen Victoria and her consort, Prince 
Albert. 

On parallel, Jean Philippe was conducting 
painstaking research and gathering the 
necessary material to author a new book. 
Later in 1863 he published the book titled Les 

montres sans clef in Geneva and Paris. It was 
about the subtle inner workings of keyless 
watches. The two enlightened leaders, who 
were always ahead of the times they lived in 
and drove the industry forward through their 
continuous research and development. They 
were among the leading luxury entrepreneurs 
within the field of watchmaking.  

In 1877, the world lost Antoine-Norbert de 
Patek and so Philippe continued to operate 
the company with the help of his son Joseph 
Emile Philippe. In 1890, Jean Adrien 
Philippe received the high decoration of 
Knight of the National Order of the Legion of 
Honour.  

The logo of the brand as we know it today 
was registered in 1881. The logo looks the 
same as the Calatrava Cross but the 
researchers, archivists and historians still 
don’t know for sure why that emblem was 
used as the logo for the brand. Historically, 
the symmetrical cross made of four fleur-de-
lis originally belonged to the Order of 
Calatrava which consisted of monks that later 
became knights.  

Later in 1891 the 76-year-old Jean Philippe 
handed over to Joseph the day-to-day 
management, the long-term codes of the 
brand and the traditional philosophy of the 

business. In 1895, Patek Philippe created the 
19-ligne, open-face, minute repeater 
chronograph, No. 90 521, with perpetual 
calendar and moon phases, and a red and blue 
enamel monogram ‘NR’, topped by the 
imperial crown, for Nicolas II, Emperor of 
Russia.2  

Preserving the Luxury Brand 
The name earned a reputation of excellence 
by responding to the demands of a high 
cultured segment of luxury clientele. Popes, 
monarchs and State leaders – had owned 
Patek Philippe watches or have offered such 
prestigious pieces as ambassadorial gifts. 
Some of the past owners of Patek Philippe 
watches include Pope Pius IX, Queen 
Victoria, Victor Emanuel III of Italy, 
Christian IX of Denmark and Princess Louise 
of Denmark, Victor Emmanuel III of Italy, 
Hussein Kamel (Sultan of Egypt), Ferdinand 
I of Bulgaria, Alexande I of Serbia, Countess 
Koscewicz among others. Such renowned 
personalities as Charles Lewis Tiffany and 
Albert Einstein too were the enthusiasts of 
the luxury brand. 

*
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The two partners applied a geometrical strategy 
to the brand instead of a mathematical one. 
They applied Euclid’s first axiom, which was: 
‘If two things are equal to one they are equal to 
each other.’ Both Antoine-Norbert de Patek and 
Jean Adrien Philippe were equal to their high 
luxury brand and consequently they were equal 
to each other. Today, after 177 years, the 
meaningful name prolongs the tradition of 
Swiss watchmaking. Patek Philippe is the 
oldest and the last independent family owned 
Genevan watch manufacturer.  

The two partners’ story is a story about the 
codes of partnership and higher cooperation. 
The eloquent statement on the brand’s official 
website describes their creations of beauty in 
the following way: “As the product of an 
extraordinary amount of know-how and work, a 
Patek Philippe commands a high price and will 
fully retain or even increase its value over the 
years. It is an investment for the present and 
the future.”3 

* * * 
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    aron Guy Édouard Alphonse Paul de               
 Rothschild, who came from a  House   
with historical identity, was a man of many 
hats: the private family man, the expert breeder 
and racer of thoroughbred horses, banker, 
writer, the Jewish community leader, 
connoisseur and investor. In the financial sector 
he was convinced that the imagination is of 
primordial importance. A well orderly way of 
living was his choice or, in other words, he 
preferred managing time wisely and avoided 
too much spontaneity. This was partly due to 
his Euro-dandy and bon vivant lifestyle. 
Occasionally the Mediterranean character 
would let him know when to make the leap and 
trust his intuition derived from finesse. Why is 
an overview of the psychographic biography of 
this particular Rothschild worthy of attention? 
Why was he interested in making some of us 
view the world from his eyes? What lessons 
and messages did he leave behind for the future 
generations of the global intelligentsia?  

After reading The Whims of Fortune, the 
thoughtful and sincere memoirs book of Baron 
Guy de Rothschild, a high psychographics 
researcher might come to the conclusion that 
there are two kinds of Rothschilds: Baron Guy 
de Rothschild and all the others. This is to say 
that Guy de Rothschild was one of the rather 
exceptionally interesting Rothschild among all 
the different members of the House of 
Rothschilds of whom so much has been written 
thus far in world history. Among all the quotes 
and conclusive observations, one of the most 
precise ones belongs to Paul Cezanne, the 
eminent painter from the French intelligentsia 
who simply said: “I paint as if I were a 
Rothschild.” 

During WWII the Rothschilds were stripped of 
French citizenship, and their assets were seized 
in the similar way the Bolsheviks robbed the 

esteemed families within Russian and in 
various other countries of USSR (i.e. the 
House of Akhundovs in Baku or the House of 
Faberge in St. Petersburg). In later years, 
thanks to his strategic decision-making he was 
able to restore his family’s fortunes after their 
holdings were confiscated during the Nazi 
occupation of France.  

The latent lesson that was often cyphered and 
implied in ancient esoteric philosophical 
teachings was that the finest mask is, 
paradoxically, the one that has nothing to do 
with a mask. In other words, it is like wearing 
a beautiful Venetian mask that doesn’t even tell 
that it is a mask that consequently conceals or 
shields the person’s very act of shielding. The 
secret key for this comes from the person’s 
ability of Knowing, with a capital K, the art of 
being oneself on an advanced level. The word 
person, for instance, unlike the word individual, 

comes from the ancient Latin persona for 
‘mask’. Taking the mask as a metaphor for the 
shield, the word ‘roth schild’, which in 
translation means ‘the red shield’, has been 
effective perhaps for being subtle rather than 
overt. As Guy de Rothschild wrote: “The glory 
and myth of the Rothschilds lies not only in 
their having known how to make and maintain 
their fortune, but also in their having dared 
something much more difficult: to be themselves 
in all times and all places.” 

In his philosophy, nothing is ever completely 
black or white. On an unconscious level this 
philosophical worldview is rooted in the 
archetypal symbol of Eastern philosophy – the 
Ying Yang. Nothing was ever essentially and 
completely bad, he thought. This ancient 
symbol is commonly interpreted as the balance 
of the opposites however its deeper meaning is 
based on how there is always a hidden piece of 
white in the black side and vice versa. 

B
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During the video interview of his with Connie 
Martinson, one can witness how he spoke 
rather fast and he was quiet opinionated about 
matters ranging from history to politics, from 
personal memories to international relations. 
One might say there was a Kissingerian side to 
his character, at least to some extent, because 
he did want to be viewed as someone who 
apprehends world affairs and is able to make 
sense of them. But he didn’t want to be 
involved with petty politics. What he wanted 
was to analyze certain events and processes via 
the tools used in political science, diplomacy 
and political philosophy. These analysis and 
commentary were in some cases published as 
op-eds few times in, for instance, Le Monde. In 
his book too there were many pages that were 
filled with his assessment of such events, affairs 
and processes.  

He certainly had things to say and it was as if 
he knew he wouldn’t be able to say them all 
and fit them in that short interview and so he 
had to speak in a slightly fast way. 
Nevertheless, he didn’t give an extra answer to 
a question that wasn’t asked. An answer is 
valued more when it is given in response to a 
question compare to when it is given without 
the question being asked.  

 The European Gallant 
As many of the members of the global 
intelligentsia, he invested a considerable 
amount of his time on oenology, equestrianism 
and high culture. He learned how to ride horses 
before he was five. As it was described in one 
of biographies: “in addition to his banking and 
business interests, Guy de Rothschild is also 
celebrated around the world for the family 

wine, Château Lafite Rothschild, as well as for 
his thoroughbred racehorses. He built up his 
father’s horse breeding and racing interests, 
winning the French Derby once, as well as 
many other major European derbies. 
Rothschild even served as the president of the 
French Union of Pureblood Horsebreeders for 
seven years.”* 

Baron Guy de Rothschild was a gallant judging 
by his manners and tone of voice. After 
observing, for instance, one of his interview 
videos, one can notice some of the cues and 
signs that indicate he had a frequency of 
thought-patterns that are typical of a European 
gentleman’s mental models. In early childhood 
his grandmother taught him good manners, 
from elementary etiquette to the subtlest forms 
of courtesy. His grandmother who was married 
with the famous cellist Gregor Piatigorsky, 
“was a great admirer of English manners and 
comportment, and especially of the British style 
of elegance typified by those highly cultured, 
gifted individuals who hide their erudition and 
talents behind a façade of nonchalance and 
understatement.” His mother too prolonged 
this tradition as he describes with the following 
example of advice on etiquette and savoir-faire 
“I recalled the magic formula my mother had 
taught me: “Remember that a gentleman has to 
keep his right arm free so that he can draw his 
sword in defense of a helpless lady.”” 

During the post-WWII era the Europeans had 
a more expanded class-consciousness. One’s 
inner world’s development was no less 
important than one’s external world. There 
were less people without character and the 
European character in general was a more 
clearly defined and attractive soft asset that 
was spreading the classy way of living and of 
thinking outside the borders of Europe.
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Believe it or not, despite the strictness of the 
Iron Curtain, that seductive expression of that 
retro character was way more present and 
appreciated even in the nations within the 
Soviet Union compared to today when the 
world is seemingly so very much connected 
with travel and communication. Being classy 
was about having a sense of good taste 
regardless of one’s economic income. In other 
words socio-economic status almost wasn’t 
even associated with one’s class in a society. 
The jet set was authentic and didn’t accept 
people, events, ideas and things that lacked 
essence. As Baron Guy put it: “… social 
differences were far more clearly defined than 
they are today, the hierarchy was not based 

solely on money. During periods of relative 
stability, everyone instinctively found his own 
level. For example, “society people” (a term 
that had no connotation of superficiality, as it 
does today) knew that they were privileged and 
hoped or believed that they were better bred, 
more elegant, more refined than others.” 
Farhad Badalbeyli, a pianist of aristocratic 
lineage from the Bakuvian intelligentsia, had a 
similar observation about that period of time in 
a different country saying: “we were raised 
with the qualities of an authentic cultured 
person (интеллигент) and we would be proud 
of not the material goods but of our 
intelligence, talent and knowledge”. 
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“Businesses can be run 
successfully only according 
to their specific interest and 

their ultimate purpose.” 

Baron Guy de Rothschild 
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Childhood Memories 
One might notice that his memoirs book isn’t 
short especially in comparison to the books’ 
lengths standards of today. The 1985 edition 
of the book has 325 big long pages with a 
relatively small font type. It offers a rare 
glimpse into the life and soul of a high society 
gentleman  as,  in a way,  a first hand 
ethnographic field observer.  

The chateau of his childhood was Ferrières and 
life in it “resembled the life depicted in 
nineteenth-century Russian novels and plays, a  

sort of French version of A Month in the Country.” 
Memories do warm one up from the inside and 
this was the feeling that Guy had when he was 
verbalizing them. “The impressions we bring 
back from our long voyage through childhood 
form a heritage that is never lost. In recalling 
these early memories, I can see more clearly 
the extent to which our parents leave an 
indelible imprint on us. Far more than their 
words of advice, it is their daily personal 
example that remains with us forever.”  

Throughout  the  book  there  are  many 
references to fairy tales when it comes to 
describing the mode of seeing the world that 
surrounds one, experiencing a particular 

paradigm and a way of living in it. Regardless 
of the fact that his life wasn’t a fairy tale from 
the beginning to the end, he still wants to hint 
to the symbol of great return. Return to 
harmony, return to childhood, return to the 
paradise that was once thought to be lost… It is 
as if the fairy tales and fables that he listened 
to when he was a child subconsciously became 
his guiding ideals that gave direction to him in 
the various aspects of life and eventually led 
him back to them – the great return – since the 
last decades of his life were in a world of 
privilege, beauty and allure with castles, 
gardens and balls. 

Literary Consciousness 
Having cultivated his mind and soul with 
various cultural works of different genres, he 
managed  to develop  a kind  of  literary 
consciousness as a result of which he was able 
to view the world in an expanded way. Poets, 
authors and all other types of wordsmiths that 
are enlightened have this almost extrasensory 
ability to slow down in order to notice and 
therefore appreciate the simply beautiful and 
beautifully simple in the moment. This ability is 
partly the result of their expressive personality 
oriented at detailed description along with 
detached and lateral evaluation.

“Just as one ought to live as if 
he were immortal, one should 
manage corporate interests  

as if they were eternal.” 
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We also tried  
to hold séances,  

but only for fun,  
not really  
to invoke 
the spirits. 

Baron Guy de Rothschild

“
”
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Such cultured consciousness opened up to him 
new dimensions of reality that weren’t 
necessarily readable to others even though they 
were always there. One of the effects on the 
reader who is reading his memoirs is that it 
makes new things familiar and familiar things 
new. It doesn’t take a higher consciousness to 
see the realistic side of reality but it does take a 
literary consciousness to be aware of the 
evidently fictional side of reality rooted in the 
mythical or the legendary. 

Judging by the accomplishments of his in the 
world of commerce, one may conclude that he 
did have business acumen and a little dose of 

entrepreneurialism. Not all 
Rothschilds are equally 
successful when it comes to 
l ead ing o rgan i za t i ona l 
growth, making profits, 
inves t ing in the r ight 
ventures or mergers and 
acquisitions. “Businesses can 
be run successfully only 
according to their specific 
interest and their ultimate 
purpose.” – formulated Guy. 
However, he was intuitively 
aware and assured that a life 
spent on competing and 
without creating is, in many 
w a y s , a w a s t e d l i f e . 
Creativity was such a strong 
side of his haute bohème 
character that i t very 
evidently distinguished him 
from not all but many of the 
other Rothschilds. The 
Creator, after all, doesn’t 
really compete but creates 
the incomparable that is, 
c o n s e q u e n t l y , b e yo n d 
competition. Perhaps this 
was that underlying motive 

of Ettore Bugatti’s principle too: “If 
comparable, it is no longer Bugatti.” In the 
final analysis, then, Baron Guy sensed how the 
genuinely creating class is automatically above 
the competing class. The original creativity is 
much closer to the superlative than to the 
comparative. It was this drive for creativity 
that convinced him to publish a large memoirs 
book and live a life with taste that was a work 
of art in itself. This personal philosophy was 
then reflected on business as well: “Just as one 
ought to live as if he were immortal, one should 
manage corporate interests as if they were 
eternal.” 
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‘Pagan’ Rituals  
of the Elite  

As he explained in an interview his first wife 
was Jewish but after divorce at the time, unlike 
most of the Rothschilds, Baron Guy decided to 
make up his own philosophy and not move 
solely adhering the teachings of his parents. So 
when he was getting married the second time 
he married with a Christian lady in 1957. She 
was Marie-Hélène van Zuylen de Nyevelt de 
Haar. Unlike his first wife’s background, she 
was a Roman Catholic American-educated 
Dutch noblewoman with Egyptian heritage. 
Considering his elaborate descriptions of her 
support as an almost spiritual partner, she 
really did breathe life to Guy’s inner world. 

The festive and celebratory spirit derived from 
the ancient pagan roots of humanity so deeply 
seated and hidden within the subconscious of 
many cultures of the world reveals itself in 
various forms in our times. From the famous 
Brazilian to Venetian carnivals with beautiful 
masks, from post-WWII music festivals that 
led to the sexual revolution to the masterful 

interpretation of secret elite societies’ sacred 
orgy rituals by Stanley Kubrick in his classic 

film Eyes Wide Shut, from Royal garden parties 
to haute bohème get-togethers, from fêtes to 
balls and the list goes on… The art of living 
includes the cult of the celebratory spirit. Baron 
Guy’s wife Baroness Marie-Hélène van Zuylen, 

from a noble lineage, was one of the most 
notable salonnieres of the 20th century. The 
famous surrealist ball at Château de Ferrières 
organized by the Rothschilds in 1972 occupies 
a special place in the history of the European 
high society parties. The invitation for it was 
cut out of a sky painting by Magritte and, to be 
able to read its text, the invitees had to hold it 
to the mirror. Many of the renowned figures of 
the creative intelligentsia were present at the 
ball with their enthusiastic surrealist costumes. 
After dinner, the festivities moved to the salons 
then to dancing and then to another salon 
where a photographer took pictures of the 
guests seated on a Dali sofa in the form of a 
pair of lips underneath a picture of Mae West, 
the iconic sex symbol. These enchanting rituals 
went on till dawn and they did set the standard 
of the delightful high society life. 
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Being in Touch  
With the Intelligentsia 

In the words of the Italian diplomat and 
political scientist Niccolo Machiavelli: “the first 
method for estimating the intelligence of a ruler 
is to look at the men he has around him.” 
Baron Guy admired the various members of the 
global intelligentsia and was proud to have 
known some of them personally and to have 
spent much time together with some of them. 
As someone who had been building and 
maintaining  relationships with  various 
members of the intelligentsia, he wrote 
extensively about these memories in his book 
and included many photos of them and with 
them. Coming in contact with them and 
meeting them in person left strong impressions 
on him in a sense similar to the way it was in 

Gurdjieff’s book Meetings With Remarkable Men. 
Throughout the memoir book that Guy 
authored, he frequently quoted their words 
from the dialogues he remembers and he 
elaborately described the qualities of their 
attitude, character and personality. Knowing 
that the weight of the names of esteemed and 
renowned figures from the intelligentsia would 
add value to his own life story, he proudly 
listed  their  names in his  memoirs for 
association:  Arthur Rubinstein, Georges 
Pompidou, Gregor Piatigorsky, Salvador Dali, 
George Orwell, Mstislav Rostropovich, Charles 
de Gaulle and so on.  

Although Baron Guy de Rothschild wasn’t 
necessarily conscious of it, he, in many ways, 
drew portraits of individuals using instruments 
of psychographic profiling in his memoirs book. 
The level of in-depth observation and eagle eye 
view from distance allowed him to meticulously 
evaluate and describe people he knew during 

his life. A psychologist who isn’t cultured 
couldn’t be able to do so. An economist who 
makes humanities secondary in his way of 
thinking couldn’t be able to do so. A marketer 
without philosophical erudition couldn’t be able 
to do so. Any real insider-practitioner in the 
field of market research will tell you how 
authentic authors, original writers, enlightened 
poets and novelists are better able to reveal the 
inner-world profiles of human beings than 
many psychologists. Moreover, they are capable 
of articulating the deep needs of markets and 
audiences better than most market researchers 
and social scientists. They have access to the 
kind of implicit cultural data that allows them 
to make better conclusions, analysis and 
predictions on macroeconomics than most 
economists and statisticians. 

In the previous issue of The Intelligentsia 
magazine Prof. Yuri Lotman’s psychographic 
biography mentioned the way he formulated 
the strength of a bond between the real 
members of the intelligentsia explaining that it 
is closer to the bond between a mother and a 
son or daughter than to the bond between two 
brothers. For Baron Guy, his bond with his 
mother was very strong too. In fact he believed 
that the intelligentsia exists in this world 
thanks to the way they were brought up by 
their mothers: “I have a theory… that all men 
who really make a mark in life, and that’s a 
mark that is respectable, naturally, they, nine 
times out of ten, owe it to their mother more 
than to their father. The father is an example 
but the mother instills in the early age what’s 
important for the rest of their lives.” ** 

References: 

* “ B a ro n G u y D e Ro t h s c h i l d .”   C l a u s  Vo n St a u f f e n b e rg , 
www.jewishvirtuallibrary.org/baron-guy-de-rothschild. 
**Connie Martinson talks books, Interview with Baron Guy de Rothschild 
Rothschild, Guy de.  The Whims of Fortune: the Memoirs of Guy De Rothschild. 
Random House, 1985. 
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“Today we fill our leisure hours 

with the sophisticated toys 

technology has created for our 

diversion; yesterday, the slightest 

things made us happy.” 

Baron Guy de Rothschild  



“Going beyond the nuts and bolts of  traditional 
marketing, this book explains why and how strong 
brands are built from within.” 

Michael van der Sande,  
former Chief Commercial Officer,  

Aston Martin

“The Guiding Purpose Strategy offers a 
comprehensive look at how Purpose energizes and 
focuses strategy in a turbulent world. Kramer 
brings together key frameworks that combine 
principles and practice into actionable wisdom.” 

Prof Marc J Ventresca,  
Faculty of Strategy and Innovation,  

University of Oxford



��you pay, 

I share the intelligence, 

no one gets hurt.� 

Our R&D along with advisory services provide brands 
 the kind of competitive intelligence 

 on luxury brand management 
 that makes the competition irrelevant and  

initiates the brand into the economy of qualities. 
tofighusein-zadeh.com 



"The value of The Intelligentsia lies in its 
variety, presenting new thinking in the arts, 
the humanities, business and policy in a 
form which is attractive to read." 

Prof. John Robertson 
University of Cambridge 

"The Intelligentsia magazine gives me the 
feeling of  connection to elegance, beauty and 
classic scholarship. It is very well done." 

Prof. Bernard Roth 
Stanford University

"The Intelligentsia fills a gap in the 
market for an insightful, innovative and 
creative magazine with contributors sharing 
their expertise and wisdoms from a wealth 
of  areas." 

Sir Eric Peacock 
Serial Entrepreneur & Philanthropist

"Congratulations for the tasteful 
presentations and the wonderful images 
throughout the magazine!"   

HSH Prince Géza von Habsburg  
Art Historian & Fabergé scholar



- “What do you do during those meetings of yours? 
Are the meetings about ruling the world?” 

TheIntelligentsia.



The Birth of Venus (1879) 
by William-Adolphe Bouguereau

A Priestess (1893) 
by John William Godward 
[Mirror reflection of one painting]


