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WE LOVE FMD.
SO WILL YOU.

Welcome to the Spring/Summer 2018 Issue of loveFMD. Spring/
Summer is truly an inspiring time of year to usher in the promise
of a new beginning. Not only is it all about individuality, there
remains so much to discover. The spirit of renewal seems to be
a common theme of this issue and so it’s very suitable that we
celebrate the beauty of the season in all its splendor.

We start with our cover star Hungarian beauty Noemi Jonas from Attractive Model Management, who was lensed by
Dimitri Burtsev, at the palatial The Ritz-Carlton, Vienna. In the accompanying editorial ‘Adventures in Beauty’ (p. n°
39), Noemi makes the case-in-point styled in some of the season’s most coveted new classics from designers Uel Camilo
and Andrew GN. The looks were accessorized with high-jewelry from Wempe. As a relative newcomer to the fashion
scene, she is a wonderfully talented young model that has already worked with Marni and Ritsuko Shirahama.
Tapping the mood of Spring/Summer further is model Liv in ‘Bye Bye Birdie’ (p. n° 62), who wears looks by designers
Christian Pellizzari and Elisabetta Franchi. Photographed by Christina Kapl at Grand Ferdinand in Vienna, she perfectly
channels the season’s liberating new energy. Lastly, there’s ‘Blooming Fever’ (p. n° 80) photographed by Aleksandar
Koncar and styled by Tamina Von Ribaupierre. We also introduce Berta in ‘The Face Of Trends To Come,’ (p. n° 22),
who wears cool summer looks with a carefree attitude, lensed by Christoph M. Bieber. Her talent and beauty will take
her places. To accompany the editorial, our beauty stylist Evelyn Karbach introduces us to the new season’s ultimate
make-up trends and talking points to get you inspired.
As always, we feature the most creative fashion stories from the most exotic locations. Turning up the dial on travel we
give you an intimate look at The Ritz-Carlton, Vienna (p. n° 58) and the Hotel Grand Ferdinand Vienna (p. n° 76). Both
hotels are symbols of luxury and offer rich hospitality combined with an enriched culinary experience in the timeless
capital of Austria.
As we’re consumed with the ever-evolving and hyperdynamic relationship between fashion and technology, we take
a closer look at the global fashion and luxury industry and its development based on the IFDAQ’s Global Fashion and
Luxury Index (p.n° 6). The index tracks the fashion industry’s performance across 5000+ fashion brands encompassing
market segments, product categories, and geographies.
With the same bout of inspiration, we go behind the science of what makes a Victoria Secret Model unique (p. n° 12).
Elsewhere, we profile ‘MQT Horlogère Suisse’ - a Swiss watch brand that seeks to keep watches simple and affordable
while still making a bold statement with their look (p. n° 16).
At loveFMD, we are very proud of what we’ve put together as this is a very special issue for us and a wonderful way
to celebrate fashion. We’ve filled it with the spirit, color and beauty of the new season and I am thrilled to be able to
share it with you now. I hope you find inspiration as you read through it and as we chart a new fashion narrative with
the season.

Enjoy your ‘ad free’ read!
With much love,
Iva Mirbach
&
Your loveFMD Team
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FASHION & TECHNOLOGY | IFDAQ GLOBAL FASHION & LUXURY INDEX

IFDAQ Global

Fashion & Lxury
words by Clinton Gonsalvez
research by Iva Mirbach
scientific assistance by Dr. Reimund Homann
scientific consultant by Dr. Daryl de Jori

The IFDAQ Global Fashion & Luxury
Index comprises of 5000+ fashion brands
encompassing market segments, product
categories, and geographies. Together it
tracks the fashion industry’s performance
through three key variables – fashion
media, campaigns and fashion shows that
date back to 2008.

INDEX

GLOBAL BREAK DOWN OF THE FASHION INDUS
AFFILIATION IN PERCENT

The fashion and luxury industry is one of the largest
industrial sectors and creative industries in the world,
yet it lacks real market performance values. Its day to
day decisions continue to rely on financial and subjective
data that are often highly fluctuating and inaccurate,
while the most crucial factors: true market performance,
reputation, influence and importance are vastly
unmeasured.

GLO
FASH
MAR

DIFFUSION
10,00%

Other than financial numbers and known KPIs, the
fashion and luxury industry has no contiguous data that
measures the direct success of a brand or a professional
as well as the performance value of a work. It largely
depends on guesstimates to plan its next strategic steps,
thereby causing wrong decisions at the wrong time.
The IFDAQ Global Fashion & Luxury Index was
developed as a solution that addresses the lack of
transparency and insight by creating an intelligent new
market that measures the real market performance in the
fashion and luxury industry. Furthermore, it comprises
of 5000+ companies across market segments, product
category focus, geography, operating model, and sales,
representing almost 90 percent of the global market in
terms of its size.
Generally, the IFDAQ offers further deep analytics, e.g.
such as the direct measurement of the spill over-effect
between entities and a wide range of predictive analytics
from industry-specific trained and machine-learning
models. Unlike other KPIs that are circulating in the
industry, the IFDAQ’s Global Fashion & Luxury Index
values come from a scientifically proofed and intelligent
data ecosystem that relies on pure factual data assets and
provides a comprehensive view of the fashion industry.
6 | loveFMD.com

BRIDGE
28,61 %
•
•
•

Prestige and Bridge dominate the market with almost 70%
Mass Market and Premium provide a small number of brands , due
the second most influential segment after Prestige
With 3,31%, Luxury seems to be a small economic, but a very visible

FASHION & TECHNOLOGY | IFDAQ GLOBAL FASHION & LUXURY INDEX

IFDAQ’s principal aim is to lay out the interconnectedness
of the fashion ecosystem across market segments by
distilling a brand’s current and projected performance,
and addressing the factors shaping and driving fashion
today. Its strength is not only the analytical power that
comes along with this type of predictive and in-depth
insights but moreover the role as a decision maker for
everyday use. With the IFDAQ, any brand or business
could leverage its marketing strength and take the right
decisions at the right time for the right market.
Part of IFDAQ’s secret sauce is the way it aggregates
fashion trend information from a wide variety of sources
around the globe. The main IFDAQ value measures
the effective market value and industry performance,
based on a scientifically calibrated sum of decisive subfactors, including the performance for market, segment,
marketing, advertising, media/social media and the
effective value for influence, trend, ROI strength,
prestige/reputation etc. It can interpret how a brand’s
reputation and industry position has affected and
influenced the market value or career of other entities
(e.g. fashion models).

STRY WITH THE RESPECTIVE PRICE SEGMENT

OBAL
HION
RKET

PRESTIGE
39,86%

PREMIUM
10,10%

LUXURY
3,31%

The IFDAQ Global Fashion & Luxury Index redefines
intelligent insights and predictive analytics for the
fashion and luxury industry by providing several sets of
relative and absolute data. The data and values are the
result of a sophisticated machine learning mechanism
that reflects the monitored industry within a highdimensional virtual image, making it possible to measure
fundamental Key Performance Indicators that were
always there but could never be measured until now.
Through the IFDAQ, brands, industry players and
fashion industry economists alike are able to track
industry performance including:
•
•
•
•
•

Get full insights into the most important KPIs:
Industry / Market Performance
Monitor and Analyze the competition and
understand their decisions
Forecast and Measure the market segment - see if
others struggle
Global Media Monitoring for PR & Marketing
Generate Market Advantage by spotting new risks
and chances

In our study, we divided the fashion market into six
different price segments: Luxury, Premium, Prestige,
Diffusion, Bride and Mass Market. The Luxury segment
contains “Luxury Goods” such as Haute Couture &
Accessories, Watches & Jewellery and Beauty products.
The index covers different product categories such
as fashion, beauty, jewellery, watches, shoes, bags,
swimwear, lingerie, bridalwear, and others. Granularity
is vital as all these categories have different dynamics
across different markets. So, for example for any given
category we can exactly compare each brand with their
direct competitors as well as with the whole market.
It is important to note that the fashion industry does
not make it easy for consumers or those working within
the industry to differentiate between the individual
segments. The definition of luxury fashion and the values
attached to it were once simple and clear: high quality,
high prices, a sophisticated brand image and a long brand
history. Because the word “luxury” determines sales, the
use of a “luxury strategy”, or even a “premium strategy”
is not anymore limited to the existing luxury market.
Fashion brands such as Ralph Lauren and Michael Kors
may appear to be luxury but actually are masstige (prestige
for the masses) companies, managed according to classic
marketing laws. Then we have mass-market brands
such as Zara and Mango, whose idea is to sell trending
fashion to the masses, which is realized by copying the
lifestyle of high-end brands for their design, stores, and
advertising. Basically, one can say that the word “luxury”
is determined by the eye of the individual viewer.
Taste is not given and must be socially promoted by
tastemakers and its lack thereof can lead to confusion
between various segments, So, it is not unusual that for
example, a model like Gigi Hadid is promoting a lipstick
from Maybelline on her Instagram, while at the same
time she is the face of a premium shoe brand like Stuart
Weitzman. Furthermore, there is also fashion media.
Even when we browse through the pages of a glossy
magazine like Vogue, we will find inside it campaigns
and product placements from Louis Vuitton to H&M.

MASS MARKET
8,12%
to the difficult market entry, with Premium simultaneously representing

e and flourishing sector.
7 | loveFMD.com

FASHION & TECHNOLOGY | IFDAQ GLOBAL FASHION & LUXURY INDEX

POWER OF EACH SEGMENT SINCE 2014 TILL MARCH 2018
2.0M

1.5M

1.0M

0.5M

0.0M
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PRESTIGE

2018

2017
DIFFUSION

BRIDGE

++ Within the last four years, the total power of the premium segment has notably
decreased but remains the strongest segment of the industry despite having only a
market share of 10% in terms of amounts of brands
++ Prestige, like Premium, arose in 2014 and managed to reduce the gap to premium but
kept a steady performance on a four-year-term
++ Similarly, bridge has confirmed its intermediate position in the market with a
marginal strength progress
++ Although representing only 3.31% of all the brands, Luxury is positioned at roughly
the same level as Diffusion and Mass Market, due to the eminent average strength of
the segment’s brands

MASS MARKET

GENERAL LEGEND
LUXURY
PREMIUM
PRESTIGE
DIFFUSION
BRIDGE
MASS MARKET
TOTAL MARKET

FORECAST OF THE DEVELOPMENT OF AN AVERAGE BRAND PER SEGMENT
1.3
1.2
1.1
1.0
0.9
0.8
0.7
0.6
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MAY 2015
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SEP 2016
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DIFFUSION

FEB 2018
BRIDGE

MASS MARKET

++ The individual segment forecasts show that the Luxury and Mass Market segments will see an increase, with the
Premium, Prestige, Diffusion and Bridge segments declining slightly
++ Brands in Luxury are set to proceed their recovery
++ Mass Market brands have regained power per brand after a two-year decline and will likely continue to do so
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COMPARISON OF THE TOTAL POWER OF EACH SEGMENT TO THEMSELVES SINCE
JAN 2014 UNTIL MARCH 2018
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MASS MARKET

++ With a share of 10,10%, the premium segment is losing the most to itself since 2014, this is also due to the fact
that Premium brands are not that much focusing in booking the most influential fashion models for their fashion
shows and campaigns
++ Bridge and Mass Market have gained the most in terms of performance within the last four years
++ Premium had a significant loss of its total power in the market compared to itself since 2014
++ Luxury and Prestige remain at a similar level compared to 2014
++ Diffusion, as well as the global market, has lost around 10% of its total industry power

THE SHARES OF EACH SEGMENT SINCE 2014 TILL MARCH 2018
50%

40%

30%
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0%
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PRESTIGE

2018

2017
DIFFUSION

BRIDGE

MASS MARKET

Premium and Prestige make up 70% of the entire fashion market
Bridge accounts for 15%
The remaining 15% are divided equally between Mass Market, Diffusion and Luxury
The 70% totaling from Prestige and Premium are now more equally shared than in 2014 and further reducing the
gap to expectedly vanish in the next two years
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THE SHARES OF EACH SEGMENT OF ONLY FASHION BRANDS SINCE JAN 2014 TILL
MARCH 2018
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++ If we limit our data to fashion brands only (excluding, jewelry, beauty, accessories
etc.), we can see a lead takeover of prestige in late 2015 with a majorly gain in relation
to premium in the last two years
++ The premium segment had the biggest loss amid all monitored segments with a drop
of 7,42% since 2014
++ Noteworthy is the rise of the bridge segment, which has risen 2.35% since 1.1.2014
++ The other market segments have remained approximately the same for a market
share point of view

MASS MARKET

GENERAL LEGEND
LUXURY
PREMIUM
PRESTIGE
DIFFUSION
BRIDGE
MASS MARKET
TOTAL MARKET

The fashion industry is a multibillion-dollar industry
with new companies entering the market daily and
consequently, most of these new companies remain rather
unknown. Almost 40% of the brands are positioned in
the Prestige segment, since it consists largely of emerging
designers and brands who keep coming and going. Our
study successfully demonstrates that the individual
price segments of the market are changing slowly over
the years in term of their power, while most segments

have remained fairly stable except for Premium. The
international fashion market is largely dominated by the
renowned companies which also generate the largest
part of the world turnover. Currently, the 10 bestperforming fashion brands according to the IFDAQ are
Prada, Chanel, Gucci, H&M, Dior, Louis Vuitton, Saint
Laurent, Michael Kors, Celine and Dolce & Gabbana.

The article is an excerpt of an ongoing research project by the IFDAQ. As a service to our readers we are providing this early
version of the study. A full academic paper on the same will be published in Q3 of this year. The IFDAQ team, which also includes
some leading scientists, is continually working on new technologies to follow up on the rapidly changing nature of the fashion
industry. More information is available at www.ifdaq.com
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meet the most important and powerful

GLOBAL FASHION CITIES
pre-order your copy now on research.ifdaq.com/facer/
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The figures behind what makes a
VICTORIA‘S SECRET

model unique
words by Kelly Blank
research by Dr. Reimund Homann

Every year since 1995, the USA-based lingerie manufacturer Victoria’s Secret hosts a runwayshow featuring some of the most prominent fashion models worldwide as presenters of their
products. A large proportion of the most known models today have walked the show’s catwalk at
one point or another of their career. Some of them are Candice Swanpoel, Taylor Hill and Liu
Wen. Over the years, the show has gained widespread recognition. It was once even called the
“Superbowl of Fashion”.
12 | loveFMD.com
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COMPARISON OF HAIR COLORS

BLONDE
35,93%

HAIR COLORS
OF
VICTORIA‘S
SECRET
MODELS

BLACK
13,33%

RED
0,37%

BROWN
50,37%

BLONDE
34,31%

HAIR COLORS
OF
OTHER
MODELS

BLACK
6,01%

RED
3,38%

BROWN
56,25%

N

eedless to say, being a Victoria’s Secret runway
model is one of the most prestigious jobs a
model can get. So, what does a model need
to even be eligible for wearing those desired
wings? With the FMD (Fashion Model Directory) as
the world’s largest database of fashion delivering all the
information needed, it is possible to take a closer look.
To find out what makes a Victoria’s Secret runway
model stand out from the worldwide crowd of fashion
models, data was collected from Victoria’s Secret models
from 2012-2017. Specifically, variables of hair color, eye
color, height, bust, waist, hips, dress size, shoes size, and
nationality were analyzed. Since in the world of aesthetics
proportions play an important factor, anthropometric
data was used to construct proportions such as the waistto-hip-ratio. This was done the same for more than 7,000
fashion models from all over the world.
In doing so, it was discovered that in five out of six
examined quantitative body measurements, Victoria’s
Secret models indeed did diverge from the general
model population in a statistically significant way. The
graph on the next page exemplifies this by showing the
distribution of heights from the Victoria’s Secret models
and the general model population in comparison.
As visible in the graph on the next page, a VS-model
is taller than an average fashion model. In detail, the
average VS-model is 177.74 cm tall, while a general

model has a height of 177.01 cm, meaning a difference
of approximately 0.73 cm. Even though being taller, the
VS-models have smaller waist circumferences (59.76 cm
vs. 60.88 cm), smaller hip-circumferences (87.17 cm vs.
88.31 cm), a smaller dress size (33.68 vs. 34.18) and a
smaller shoe size (39.14 vs. 39.41).
The six observed variables allowed for 15 proportions
to be made. In eight of those, Victoria’s Secret models
differed from normal fashion models. Four of those eight
proportions included height: Victoria’s Secret Models
had a smaller waist/height proportion than the general
models (33.63 % vs. 34.40 %); a smaller hip per height
proportion (49.05 % vs. 49.90 %); a smaller dress size per
height proportion 18.95 % vs. 19.31 % and a smaller shoe
size per height proportion 22.02 % vs. 22.26 %. There
were also significant differences in shoes per dress size
(116.40 % vs. 115.50 %) waist per shoe size (152.82 % vs.
154.61 %), hip per shoe size (222.90 % vs. 224.30 %) and
waist per hip (68.57 % vs. 68.98 %).
In addition to the above measurements, distributions of
eye color, hair color and nationalities were also analyzed.
The distribution of hair colors can be seen in the graph
above on the right.
As visible in the above pie-charts, black-haired models
were over-represented while red-haired ones were
under-represented.
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COMPARISON OF THE HEIGHTS
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VICTORIA‘S SECRET MODELS

Furthermore, there was a clear over-representation
of American and Brazilian models. The results also
demonstrated an under-representation of blue, bluegray and green-eyed models, while there was an overrepresentation of brown-eyed, black-eyed and bluegreen-eyed models.
The study clearly has some relevant results in terms of
a mathematical point of view, demonstrating that VSmodels differ at an anthropometric level from general
models in several ways. However, these different variables
– for instance having smaller hips and being taller – are
likely not the only factor which qualifies models to be on
what is at least one of the most prestigious runways there
is.
To further discover differences between VS-models and
typical catwalk models, we compared the 2017 squad of
Victoria’s Secret models with 12 selected runway-models.
Using the DCOR-Indicator from the IFDAQ (International
Fashion Digital Automated Quantification), an AIdriven system for the fashion industry, we estimated that
established runway models had an average of 24.87 km
covered on the runway, while Victoria’s Secret models
only had a significantly lower 6.71 km. This could likely
be due to the fact that VS-models are usually bound to a
contract which largely prohibits them from taking part
in other fashion campaigns and therefore, taking part in
fewer catwalks. Furthermore, as explained further below,
VS-models endorse the brand as more of a lifestyle and
therefore spend more time traveling and marketing than
on the actual runway.
After looking at three specific models - Taylor Hill, Grace
Elisabeth, and Lily Aldridge - most notedly all of the three
models were successful in virtually every area of media
performance for modeling (lookbooks, advertisements,
covers, and editorials) before running their first show for
Victoria’s Secret. The most prestigious jobs these models
held centered around mainstream brands such as H&M,
Guess, and Nordstrom.
In the current decade, social media engagement also
helps to raise a model’s status. With the potential
marketing power and spotlight behind social media,
14 | loveFMD.com

OTHER MODELS

some VS-models were able to gain mainstream success
before landing a Victoria’s Secret contract - and the
maintenance of social media presence can continue to
benefit a VS-model during and even after her contract.
From that point of view, it is hardly surprising that some
VS-models are already becoming celebrities on Instagram
with millions of followers.
Karlie Kloss is one example, who, with powerful name
recognition and fame, managed to recently leave Victoria’s
Secret to successfully pursue school and develop her own
charity program for educating girls on how to code.
According to Ed Razek, the Executive Producer of the
famous Victoria’s Secret shows which have recently been
attracting over six million views, and who personally
selects the models for showcasing new outfits, VSmodels with a relatable and aspiring personality are key
to drawing customers. He confirms that it is the unique
spirit and confidence of VS-models which attract many
women to the lingerie brand. When strutting down the
catwalk with an elaborate Victoria’s Secret costume, a
model should be outgoing and outwardly comfortable
in the outfits she showcases. An expectation which has
evolved with the growing brand over twenty years.
Many other factors in addition to aesthetics play a critical
role in determining who has what it takes to become a
part of the exclusive VS-model team – so exclusive that
only a few can be signed on. These additional factors
which contribute to determining a VS-model include
attitude, lifestyle and work ethic, as these three elements
are decisively impacted by a strict Victoria’s Secret model
contract. Compared to other VS-models who walked the
show or appeared inside the VS catalog, the so-called
“Angels” are under a much more restricted contract
which dictates their time commitment and health status.
Before dissecting how time commitment and health
status are detrimental to Victoria’s Secret models, it is
important to keep in mind what distinguishes the VSbrand from others, and how that can justify the contract.
Victoria’s Secret Angels are in fact ‘ambassadors’ of the
brand – a brand which is becoming increasingly popular
and internationally recognized. While the brand is

FASHION & TECHNOLOGY | VICTORIA‘S SECRET

marketable to most women with a relatively affordable
price range and diversity of products, the VS-models
themselves give the brand a higher element of luxury and
elitism. For instance, only a rare few are hand-selected to
showcase the coveted Fantasy Bra during the Victoria’s
Secret Fashion Show. Such as the Champagne Night’s
Fantasy Bra, bejeweled with nearly 6,000 gemstones and
requiring more than 350 hours to be made, is valued at
two million dollars. Clearly, having the opportunity to
represent and endorse an affluent brand such as Victoria’s
Secret means that Angels must be dedicated to meeting
incredibly high standards.
Typically, an Angel should commit 50 days or more
per year specifically to Victoria’s Secret. This amount
of dedication also prohibits them from participating in
other fashion and fragrance campaigns, especially for
those which may cause a conflict of interest. Moreover,
VS-models should endorse the company by promoting
the brand throughout the year, such as appearing in
special events or taking part in commercials and print
publications. Such commitments undoubtedly require
a large amount of travel time, especially regarding the
above-mentioned events and photo shoots for the brand’s
catalog and e-commerce site. Ultimately, Victoria’s
Secret takes absolute priority in a VS-model’s scheduling,
which results in less work and travel for other lucrative
job opportunities.
In terms of health status, VS-models are also expected
to maintain a healthy and fit physique. In fact, health is
a priority. It was reported that Victoria’s Secret requires
its Angels should be about 175 cm tall, with a 61cm waist
and no more than 18 % of body fat. As described above,
our research tends to roughly support this. To put this
into perspective: the average healthy woman has between
21 and 24 % body fat, while athletes range between 14
and 20%. Therefore, to fulfill the rigid requirements, VSmodels must adhere to a strict exercise routine, which
is often supported by expert trainers and nutritionists.
Jasmine Tookes exercises seven days a week, while Lily
Aldridge amps up her exercise sessions to twice per day
in the weeks ahead of the show. Dan Roberts, who trains

some of the models, told The Sun: “I treat their bodies
like athletes and prepare for shows through scientifically
designed nutrition and exercise plans.” Some models
are known to even exercise to some extent while on
set directly before modeling. The rigorous amount of
exercise and fitness upkeep is indeed unique to the VSAngel contract.
Knowing this, it is no surprise that most of the VSmodels tend to not pursue the high fashion runway
since it generally has different measurement preferences.
On the other hand, many major sports brands such as
Adidas, Puma, Nike and Under Armour, tend to seek out
Victoria’s Secret models - presumably because of their
more athletic appearance. Some models, such as Doutzen
Kroes, have even made the decision to end a contract
with Victoria’s Secret because it can ultimately be too
limiting for other job opportunities.
It is worth mentioning, however, that the intense regimen
required does pay off, particularly with seniority. As the
names of models become more and more recognized,
their income significantly increases with a Victoria’s
Secret contract. For example, Gisele Bündchen, perhaps
the most famous and long-term model for Victoria’s
Secret, earned an estimated $30.5 million in 2016 while Adriana Lima, also highly recognized but not as
long-standing with the brand, earned $10.5 million.
Interestingly, according to the Forbes’ List for Highest
Paid Models 2016, many of the highest-earning fashion
models were Victoria’s Secret models.
Ultimately, the physical demands to be a Victoria’s
Secret model are a challenging reality. Clearly, being
a Victoria’s Secret model is a full-time job. It takes a
number of physical factors or particular aesthetics, of
course, to receive a contract, with on average a slimmer
frame. It also requires a radical amount of passion and
ambition. Many are successful entrepreneurs, gifted with
the personality to sell a lifestyle and brand - and also
gifted with the anthropometric numbers to bolster them
further into the Victoria’s Secret family.

COMPARISON OF THE DISTANCE COVERED ON THE RUNWAY
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INTRODUCING MQT HORLOGERE SUISSE:
affordable Swiss made watches worth giving a shot
by Clinton Gonsalvez

In an era of fast fashion, the wristwatch continues to be a symbol that defines the wearer. Not only does it accurately tell time and
communicates a personal sense of style, but also contributes to one’s overall ethos. Whether it’s for a busy day of work or a weekend
of leisure, the timepiece is the ultimate style statement that has stood the test of time for over a century. With luxury brands being
the last word on sophistication, finding a watch that’s simple, affordable and makes a statement can be hard.
16 | loveFMD.com
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Based in Bern, the Swiss city of fountains, it was established
in March 2017 by three young entrepreneurs: Diego Javier
Glauser, Thomas Heer and Hanna Sterchi.
The name ‘MQT’ is an acronym for the French word
‘Mousquetaire’ which plays upon the idea of the company’s
founders being ‘The Three Musketeers’. The logo also matches
the acronym as there are 3 crossed swords, each representing a
central pillar of the brand’s corporate philosophy: best quality,
unique design and unbeatable price.
The story of MQT and how it came to be can be best explained
by the phrase ‘Einer für alle, alle für einen’ or ‘All for one,
and one for all’. Traditionally associated with the motto of
Switzerland, it is popularly synonymous with ‘The Three
Musketeers’ who stayed loyal to each other through thick and
thin. It is this motto which best captures the philosophy and
essence of the company: the effort to ‘create an alternative to
the ubiquity of over-embellished statement watches’.
MQT began with a burning passion to put an end to having
to choose between affordability and quality. The idea was
conceived around 2 years ago during a joint lunch of its
founders who decided to start the business after recognizing
that the market was flooded with inferior quality low-priced
watches from China. After connecting the dots, they chose
to build watches that delivered high quality at a fair price.

„

„

MQT was born from the desire to offer
something new and different in the vast market
of luxury watches, which is often either very
pricey, or a compromise on quality. We’ve
created a brand that offers high-end watches
while remaining at a reasonable price,

explains Co-Founder & Managing Director, Diego Javier
Glauser.

I

n recent years, the nostalgic affinity for analog watches
among millennials has created a spate of European brands,
all aiming to offer higher quality watches than their peers,
but at lower price points. However, most of these new
brands manufacture their watches in China using inexpensive
parts, rather than in Switzerland.
One company that strikes a balance between affordability,
quality and tradition of Swiss watchmaking is MQT. It offers
a line of expensive-looking, minimalistic watches inspired by
Rolex and Piaget, but priced under $300. The main thing that
distinguishes it from other watch brands is the design, quality,
and price ratio. The brand focuses on creating products using
the best possible materials but charges fair prices thanks to a
direct-to-consumer approach that avoids middleman markups.

Interestingly, all three of the company’s founders hail from
vastly diverse backgrounds and contribute their expertise in
many ways. Glauser has several years of experience in highlevel public administration institutions. Heer worked at the
largest Swiss bank, UBS as a business manager, while Sterchi
brings a wealth of knowledge and experience in marketing and
design. Together, they uphold a shared vision to make MQT
an affordable yet stylish brand that everyone will come to love.
Watchmaking is a niche craft and the founders of MQT were
each drawn to this industry in a unique way. Glauser, was
fascinated by watches after receiving one from his father for
his 14th birthday. Seeing how watches have become a fashion
statement to millennials he decided to refuel his passion and
curiosity. While for Heer, the family heirloom of a 40-yearold clock has been his inspiration. It has shown him that a
watch is timeless and - if the quality is right - it can be passed
on for generations. It is for this very reason that quality is so
important to him. ‘We chose upon designing watches because
a watch is the only piece of jewelry that one can wear at any
time. A watch can cost more than a luxury car but still be
simple and unobtrusive,’ they tell us.
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With determination fueled by passion and a tad of impetus,
‘The Three Musketeers’ decided to strike on their own with
a sharp vision. Of course, deciding to start a business and
actually doing it are two very different things. The Founders
had to find funding for the project – no easy task for someone
new to an already competitive industry. However, they were
determined to not let this stop them and finally managed to
obtain investment from a very prestigious source.
The company also hired Esty Horlacher - a well-known legal
& compliance specialist as their Director of Legal Affairs.
Furthermore, their producer has been in the watch business
for over 25 years and their watchmaker has already worked
for brands like Omega, Zenith and Swarovski. Together with
a good network of connections in the watch industry and
the former CEO of a well-known Swiss watch company as a
mentor, MQT is well on its way to become the next poster
child of the online watch brand movement.
Dubbed as an ‚honest and attainable alternative to high-end
luxury timepieces‘ by its founders, MQT aims to shake things
up in a subtle, but significant way by tapping into the mindset of
young consumers who are increasingly rejecting consumerism
and megabrands in favor of quality. These days, when buying
self-proclaimed luxury watches, one automatically assumes
that they‘re of high quality due to its expensive pricing. But
quite often such is not the case and if you look closely, you can
see that the materials and clockwork they use are of low quality.
Which is where MQT comes into play, by single-mindedly
focusing on offering a diffusion range of watches that fulfills
the unmet demand for high-quality Swiss-made timepieces.
The ethos of MQT watches is simple: to offer a wide range
of well-designed high-quality watches, so that as many
people as possible will be able to afford them. In comparison
to other brands who sell Chinese import goods, MQT offers
Swiss watch handcraft thanks to a transparent, direct-toconsumer approach. The company promises to keep prices
low by eliminating the vendor/distributor, and traditional
marketing techniques, thereby allowing it to offer the
customer a high-quality product at an unbeatable price.

We have found a new business model for
the modern times that fills the gap between
“cheap and tacky” and “super high-end”,

„

„

‘says Co-founder and Managing Director, Thomas Heer.

Another attribute that distinguishes the makers from other
watch brands of today is ‘modesty’ which they reproduce
in their designs. When choosing materials and elements for
their designs, quality is an absolute priority for MQT. For this
reason, they use leather from Italy, unbreakable sapphire glass,
genuine marble stone and watch movements from the best
Swiss movement manufacturer ETA SA.
Every MQT watch is developed entirely in the company’s Swiss
studio and workshop, from initial sketch to prototype and final
design. MQT’s dedicated and experienced design team led by
Hanna Sterchi, work closely together to ensure that everything
is perfectly matched. The process of creating a timepiece starts
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with an idea, following which a basic design is developed to be
used for visualization. Afterwards, this is discussed within the
team and is adjusted until a coherent design is created. Once
the design has been finalized, materials which fit visually and
logically are chosen. There is also the process of selecting a
suitable clockwork, after which the technical drawing takes
place.
The previous steps are iteratively passed until everything
is perfect and the first prototype is made. The product is
inspected and adjustments are made, generally concerning
the details. Then, another prototype follows, and again the
step is repeated until a flawless product is available. After the
prototype satisfies the needs, it goes to production. For this
purpose, the watches are assembled in Switzerland and pass
through various quality controls.
An inspiration for the team comes from many different things
but, nature, lifestyle, and texture are just some examples.
As a result, they are able to create modern designs that are
fresh and innovative. The founders are proud of all their
designs especially their housings, dials and pointers which are
“tailormade” and do not exist a second time in the world. The
simple look combined with materials of the best quality gives
each watch its identity.
In the end, the designs are not necessarily striking, but noble
with each watch having its own character and uniqueness. ‘Our
watches are designed to appeal to our core target consumer.
He/She is a 25-35-year-old millennial who is savvy and
confident but values quality, craftsmanship and an outspoken
design. Our customers are looking to find something unique,
midway between luxury and quality, which is our specialty,’
Sterchi tells us.
With so many well-known Swiss luxury watch brands in
existence today, for a lesser-known label to make its way up the
ranks, its timepieces need to be exceptional. However, MQT
does not see Swiss watch companies as its main competition
as it considers itself different from other watch brands when
it comes to the Swiss watch market in particular. Strategically,
what sets them apart, is that they are clearly targeting a different
consumer than their contemporaries with a bigger focus on
storytelling. While other brands focus solely on one story, they
intend to create new stories around the brand, which is central
to their success.
Marketing on the basis of quality and affordability will also
help stave off competition from a growing tribe of high luxury
timepieces, such as MVMT and Daniel Wellington. The
brand intends to use its own e-commerce as its main sales
channel, selling directly to their customers via its website. ‘As
a marketing strategy, we will be very focused on storytelling.
We want to demystify MQT for our consumers by building
trust and connection. The possibilities are given up to global
markets through the Internet, how exactly we will process that
remains our secret at this point,’ adds Heer.
Besides its design and online marketing strategy, MQT differs
in price-performance ratio to other Swiss watches, thereby
offering itself as an alternative to fans of Daniel Wellington
and MVMT without having to spend half a fortune. At present
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MQT remains small with less than 20 members – but it’s only
been in operation since March and is likely to grow based largely
on word of mouth within the watch-loving communities. The
company hopes to go online in December, just ahead of the key
festive period, with overall prices not more than $300. ‘At MQT
we take a different approach. We truly believe in our products
and we know that nobody offers such high-quality timepieces
for the prices that we do. Our offer is the best in the market
right now and we intend to keep it that way. By marketing our
product directly to consumers through social channels, we are
confident of garnering a substantial following,’ says Glauser.
Details of MQT’s first collection are strictly under wraps, but
the founders were able to tell us that the range is inspired by
nature and their hometown of Bern. There are currently two
collections: ‘The Marble Collection’ - an innovative range
which espouses classic elegance and contemporary design,
recognized by a clock face made of marble and ‘The Essential
Line’ - a more colorful collection that comes with a mirrored
clock face. Inspired by nature, ‘The Marble Collection’ is ideal
for more mature watch lovers while ‘The Essential Line’ is
an exercise in modernism, spontaneously inspired by the
Swiss Lifestyle and is well suited for the age of 25 -30. Both
collections retail for $225-$280 depending on watch selection.
They feature simple-yet-sophisticated designs that have bold,
unique looks at surprisingly affordable prices. The range of
options customers have through MQT also means one can find
something that goes with their style, whether they’re looking
for something appropriate for the weekend or an important
business meeting. The watches are a fantastic middle ground
of quality and affordability, and are relative steals compared to
those of other watchmakers.
In anticipation of its launch, the brand has just finished
shooting its first lookbook. The images make its direction
abundantly clear. Shot in Zurich and Lucerne, the images are
one foot in the past and another in the present. Embodying the
dynamic, eclectic, and challenging ideal of the brand, they’re

bold and every bit a match made in sartorial heaven. ‘As a
brand, we set out to create an unforgettable brand experience.
An obsession with detail was key and is depicted through our
visual storytelling’ says Glauser of the shoot.
If a single word were to describe the MQT’s manifesto, that
word would surely be ‘Dignity’. The company would rather
not put anything on the market than to put something that
does not live up to its own standards. And the brand does
not plan to stop there. While they may not wish to own the
biggest business, it seems they do want to be the best, and not
just for reasons of personal ego. As they gear up to launch, the
founders seem bullish about the future with Glauser having
big plans ahead. ‘Our primary concern is to create high-quality
products that are a result of our passion, consideration and
care. We look forward to spreading our wings and introducing
the collection to the world. Over the next few years, the brand
will definitely grow and we expect to branch out with more
lines,’ he explains.
When they talk about MQT, Glauser, Heer and Sterchi speak
in positive phrases that evoke an intense feeling of being at
the brink of an epiphany. Sensibility is indeed a distinct part
of the brands DNA and its watches are bolder than some of
its counterparts, striving for minimalist elegance. With their
uniqueness, the timepieces draw one’s attention without
demanding it, in the best conceivable way and the results of
their efforts look exquisite on a wrist.
For those millennials who are not impressed by status symbols,
and seek a Swiss handcrafted watch built to last and love: look
no further than MQT. After all, luxury is a very personal
perception and for the makers of MQT, it is a promise. A
promise that the product you buy from them is of the highest
esteem, based on its elegant design and high quality, derived
from the excellence of Swiss craftsmanship.
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THE BEST BEAUTY TRENDS
OF SPRING/SUMMER 2018

BEAUTY | THE FACE OF TRENDS TO COME

words by Clinton Gonsalvez

For our Spring/Summer 2018 issue, beauty editor Evelyn Karbach
introduces us to the new season‘s ultimate make-up trends and talking
points.
A new season means another set of beauty trends. The fashion weeks of New York, London, Milan and
Paris offered us a new perspective. The stand-out looks were brighter and bolder than ever, all about
individuality where ‘bold’ is beautiful. From sprinkles of glitter to shimmering shadows, the runways
were many things: which is why this season anything and everything goes and there’s something for
everyone.
For our beauty spread: ‚The Face OF Trends To Come‘ (p. n° 22), Evelyn chose to work with Chanel’s
Spring 2018 make-up collection and Goldwell StyleSign product range for the hair. Chanel’s fresh
and explosive colorful collection features smoldering, and luminous shades inspired by the colors of
Naples. Overall the colors have a summery vibe with lots of brights that runs the gamut of eyes, lips,
face and nails.
Below we round up our picks of the latest hair, nails and makeup trends that will float your boat, as
well as the products you will need to recreate them.

make-up
The idea of adding more sparkle to a look is the SS18 approach to beauty. Therefore, it’s time to go
glossy and vibrant this spring with metallic effects in the eyes and possibly with Crystal elements. The
bolder the choice of hue, the more vibrant the look.

lip gloss + lip liner
When it comes to Lips to switch up your look think perfect pigments such as nude with gloss, rosé,
salmon, matt and glossy. For a full-on lip statement, try Chanel’s Rouge Coco Lip Blush which comes
in the prettiest Spring-fresh shades. Meant for cheeks as well as lips, it offers a sheer to intense effect
with a perfectly matte finish.
Contouring softens, creating a natural and even complexion while lining your lips will give you flawless
finishes and a fuller look. LE CRAYON LÈVRES, is a creamy-textured lip pencil that enhances the shape
of your lips and gives them perfect definition. Its long-lasting, full-coverage color with a semi matte
finish glides on to soften and soothe lips and ensures lipstick stays in place while extending its wear.
Line and define lips with the pencil. Using the brush end, blend color for a more natural, understated
result. To extend wear, line and fill in the lips.
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THE FACE OF
TRENDS TO COME
PHOTOGRAPHER CHRISTOPH M. BIEBER FASHION STYLIST IVA MIRBACH
HAIR & MAKE-UP STYLIST EVELYN KARBACH MODEL BERTA @ ATTRACTIVE MODELS
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mascara
If you‘re in the mood to shake up your
mascara routine, DIMENSIONS DE CHANEL
Mascara is a worthy candidate. Perfect for
first-timers, with a great color payoff, it’s an allin-one mascara that offers a good balance of
volume, definition, length and curl - as well as
conditioning and long-wearing benefits.

This and opposite page:
dress
ANDREW GN
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This and opposite page:
dress, scarf and slippers
LONGCHAMP

highlighters
Highlighters are important to give the
complexion the right glow and emphasize
cheekbones. Not only do they offer a daring
look, but also something incredibly romantic
and edgy. After all who doesn’t love a
cheekbone that shines like an ultralight beam?
Chanel’s LES BEIGES Healthy Glow Sheer
Color Stick is a versatile cream blush made of
cotton and Rose extracts, and Beeswax that
blends onto skin seamlessly and enhances,
brightens and contours the face. Apply the
Glow Stick directly to cheekbones, then blend
in with fingertips, using circular movements.
Smooth towards the temples to lift cheekbones
or towards lips to make them look longer.
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nails
If the fashion week shows are any indication,
nail art trends change faster than anything.
From muted metallics and single stripes in
all colors, to glossy back nails with threedimensional sparkle and classic gold Essie
shades, who doesn’t love a statement nail?
Chanel‘s LE VERNIS Longwear Nail Color,
offers longer-lasting, smooth streak-free
coverage and high-shine color that cares.
Apply a thin layer of LA BASE. Then, using the
built-in brush applicator, apply the first layer
of LE VERNIS, followed by a second coat as
thick as the first. Finish with LE GEL COAT for
an ultra-glossy result.

This and opposite page:
leather jacket & skirt
LONGCHAMP
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eyeshadow + eyeliner
Eyeshadow palettes in pastel shades or rosé
and pink variations are so 2018. If you‘re a
fan of warm eyeshadows, Chanel‘s newest
offering LES 4 OMBRES Multi-Effect Quadra
Eyeshadow, will give you all the feels. With
a range of mattes, satin and shimmer, there‘s
enough variety to create a dreamy eye
look. The four foil shades in the palette offer
endless possibilities. Each color may be used
on its own or blended for a more intense look.
With 2018 poised to be the year of glitz
and gloss, eyeliners are a staple that can
help elevate your look in more ways than
one. CALLIGRAPHIE DE CHANEL Longwear
Intense Cream Eyeliner is a great product to
help you achieve a striking look. The longlasting, waterproof gel liner creates a super,
vinyl finish, that can be applied from a thin,
precise line to a bold, dramatic stroke.
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hair
Instead of low key loose waves, killer curly
hairstyles are the trend of 2018, and the
awards season red carpets gave us plenty
proof of it. When it comes to curly hair, texture
is the key and there is a myriad of ways to
rock your style. Whether you‘re wearing your
hair in a chic, curl-friendly cut, or let your curl
pattern fly free, it does not have to be styled
perfectly.
To lend some extra drama to your loose curls
try Goldwell Style Sign Big Finish spray which
offers powerful volume, and gives your hair
the ultimate boost, together with additional
volume and stability. For texture, try Goldwell
Style Sign Texturizer that adds body to hair
and offers a matte finish. It is perfect for
tousled and disheveled styles.
To make sure your coils stay as glorious
as they look the first time you style use
Goldwell Style Sign Twist Around, it refreshes
and re-energize lifeless curls and creates
bounce, shine and hold while adding thermal
protection. Plus, its designed to work with
curling irons.
Lastly, if you really want to get fancy Goldwell
Style Sign Unlimitor spray wax paste creates
dramatic, changeable looks without tackiness.
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foundation
SPF infused foundations seamlessly blend in
with just about every skin tone and ensure
that your skin stays flawless and protected all
summer long. They prime the face offering
natural-looking coverage and can be layered
up for a completely flawless finish. Case in
point: LES BEIGES Healthy Glow Foundation
Broad Spectrum SPF 25, defends skin against
environmental aggressors and provides
broadspectrum sun protection. It comes in
14 versatile, natural-looking shades. For best
results, keep the look fresh by keeping the
foundation light.

This and opposite page:
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ADVENTURES IN
BEAUTY
PHOTOGRAPHER DIMITRI BURTSEV
CREATIVE DIRECTOR & FASHION EDITOR IVA MIRBACH
HAIR & MAKE-UP STYLIST EVELYN KARBACH
LOCATION THE RITZ-CARLTON, VIENNA
MODEL NOEMI @ ATTRACTIVE MODELS

This editorial was realized in Vienna, a city full of elegance,
sophistication and architecture.The city‘s old town is a charming
area to explore for art, culture and shopping. If you are looking
for an unforgettable shopping day, head to the Kärtner Strasse.
The street offers a wealth of contemporary labels and is home to
one of Vienna‘s most popular department store the Steffl, where
you can enjoy a mix of designer and high street items on over 9
floors.
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headpiece

ELISABETTA FRANCHI
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The

Ritz-Carlton
Vienna

The essence of true luxury
by Clinton Gonsalvez

For those looking to discover architectural treasures and cultural wonders
in the timeless capital of Austria, don’t miss an opportunity to stay at the
palatial The Ritz-Carlton, Vienna in the iconic Ringstraße.
The charming city of Vienna is the perfect destination for an unforgettable experience in an elegant, historic setting. As one of one of
Europe’s most impressive cities, it is renowned for its imperial palaces, grandiose buildings and old-world glamour. With opulent baroque palaces and stately boulevards, history abounds on every street
corner as it honors its past. Once the Imperial capital of the Habsburg
Empire, its beautifully maintained architecture has made it a vibrant,
cosmopolitan destination, tempting travelers around the world to experience its rich culture, boutique shopping and arguably one of the
best culinary scenes in Austria. Home of the Vienna State Opera and
the Museum of Fine Arts, Vienna is also well known for its essential
role as a leading European Classical Music Centre. From the world’s
greatest venues for opera and ballet, to its fascinating history and culture, nothing thrills like Vienna does.
No hotel in Vienna better represents the city’s unique balance between
historic charm and modern luxury than The Ritz-Carlton, Vienna. It
is a testament to imperial grandeur with the unique appeal of being
perpetually associated with luxury and comfort. As one of the most
aesthetically pleasing hotels in Vienna, it promises something all
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travelers dream of: a rich hospitality combined with an enriched
culinary experience.
Location and history
Located in the city center of Vienna, along the prestigious Ringstraße
and adjacent to Stadtpark, The Ritz-Carlton, Vienna is really not
that far away from anything. It offers mesmerizing views of the city’s
ever-changing landscape on various levels, not to mention the city’s
landmark - St. Stephan´s Cathedral. The Ring Boulevard which
was officially opened by Emperor Franz Joseph in 1865, is lined by
Austria’s most important buildings such as the Vienna State Opera,
the Imperial Palace, the Parliament or the City Hall.
Vienna is a city well suited for walking and many of the city’s main
attractions are nearby. Top museums and galleries such as Albertina,
Kunsthistorisches Museum, Hofburg Palace and the Cathedral are
on the Schubertring and is just a grand 20-minute stroll away. Public
transport is easily available with taxi stands, horse-drawn carriages,
buses, tubes and trams all within a 100-yard radius. Reaching the
Vienna International Airport is a cinch too, and just a 20-minute drive
away. All in all, the location of The Ritz-Carlton, Vienna is among the
most desirable locations in the city for a luxury hotel.
For history buffs, The Ritz-Carlton, Vienna is packed with historic
character and is made up of four grand, 19th-century houses known as
palaces: the Adels Casino (Schubertring 5 designed by famous architect
John Romano), Palais Ötzelt (Schubertring 7 built by architect Anton
Ölzelt as a residence for his family), Palais Gutmann (Beethoven Place
No. 3, designed by famous architect Carl Tietz for Wilhelm Ritter von
Gutmann) and Palais Borkenstein (Beethoven Place No. 2, built by
renowned architect Friedrich Schachner for the Borkenstein family).
A deeper look into the hotel’s design reveals its history and the nature
that surrounds the city. Built between 1865 and 1871, all four palaces
were constructed in an architectural style that blends Renaissance,
Baroque and Gothic influences. Some of the original features of palatial
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beginnings of The Ritz-Carlton, Vienna are visible even today and
include the 150-year-old staircase of the former Gutmann palace,
parquet flooring, walnut wall-paneling, an intricately detailed
wooden-carved fireplace and the sumptuous ceiling fresco enhanced
by gilt mirrors and chandeliers. The skillful design of the hotel’s
overall interior by German-based renowned design firm Peter Silling
& Associates celebrates Vienna’s rich cultural and artistic heritage.
Style and Character
It takes something special to stand out in a city full of remarkable
buildings and The Ritz-Carlton, Vienna manages that. Through the
combination of contemporary luxury and historical Viennese charm,
the hotel creates a unique sense of place. Its palatial setting makes it
a great starting point to discover Vienna and it is a breath of fresh
architectural air on the prestigious Ring Boulevard. Its distinctive
design and perfect balance creates a comfortable home away from
home that captivates guests. The grandness of the hotel strikes you
upon entering, its atmosphere is gracious. The personalized service at
The Ritz-Carlton, Vienna creates incomparable moments that guests
will remember for the rest of their lives. The charming spirit that is
characteristic to The Ritz-Carlton, also adds that special touch making
it the perfect retreat in the heart of Vienna.
Rooms & Suites
With its 202 rooms and 14 suites that are individually designed with
subtle luxury, The Ritz-Carlton, Vienna evokes a feeling of grandness,
that entices its guests into a comfortable stay in a relaxed atmosphere.
Tasteful, genuine colors (neutral tones, creams and browns) and
noble fabrics together with precious wood finishes provide the setting
for a mix of old and new features.
Aimed at guests to leave feeling better than when they arrive, rooms
feature selected curtains and wallpapers, upholstered chairs, original
paintings, exclusive lamps, finest rugs and carpets. Of the 202 rooms,
171 have king-sized beds and 31 are twin bedded rooms. For families
traveling together, the hotel features 26 connecting rooms. Five

Deluxe Rooms are specifically designed to meet the special needs of
disabled guests and four Suites are especially designed to meet the
expectations of families on travel.
The attention to detail and quality is a cursory nod to space, light and
elegance. All rooms have soundproof windows and classic furnishings
which include a large wardrobe, full-size iron and ironing board, a
large desk for writing and working, iPod docking stations, Nespresso
coffee machines and a separate lounge area. The lavish marble baths
have a separate rain-shower and tub and heated floors. Together, they
underline the dignified ambience of the hotel with its exceptional
comfort for the guest and pay homage to its 19th century heritage.
The Presidential Suite of The Ritz-Carlton, Vienna is a blend of history
and prestige and offers sophisticated interior design and traditional
architecture to create an elegant sanctuary. The 2000 square foot
room is set under the magnificent ceiling fresco and authentically
reflects the Viennese Noblesse living from the 19th century.
Traditional architecture combined with stylish interior design
demonstrates individual character, personality and charm. The overall
look is stepping-stone between elegance and freshness. The hotels’
historic character is suited for the most discerning guests by creating
a peaceful atmosphere in the guestrooms combined with exemplary
luxury comfort.
Service and Facilities
As impeccable as its location, the service at The Ritz Carlton, Vienna
is hard to fault. The staff of The Ritz-Carlton, Vienna are dedicated to
indulging its guests with the finest in Viennese hospitality. From the
friendly receptionists to the restaurant staff, all are efficient and highly
responsive in typical Ritz-Carlton fashion and thoughtfully anticipate
guests’ needs.
The hotel hosts the only luxury Club Lounge in Vienna, which is like a
hotel within a hotel. Club Lounge guests are welcome to unwind with
access to a computer station, extended hot breakfast, light fare lunch,
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hors d’oeuvres, delicious desserts and complimentary beverage service
including wine and spirits. Club Lounge amenities include private
check-in and check-out, a personal Club Concierge, complimentary
regional and international newspapers and magazines.
Elsewhere, there’s The Ritz-Carlton Spa offering a truly exceptional
wellness experience with six luxurious treatment rooms. It includes a
Health Club and Fitness Area, as well as a 60ft-long indoor swimming
pool which plays classical music underwater. Rounding off the
contemporary offerings are wellness areas which include a sauna,
steam room, and heated relaxation beds. Customizable treatments
at The Ritz-Carlton Spa can untwist even the stiffest muscles and
translates to enhanced well-being.
The hotel also serves as a subtle venue for events and business
meetings. It has 900 square meters of flexible meeting space including
two boardrooms, three breakout rooms and a stunning 300 sqm
Crystal Ballroom whose walls are covered with half a million of
crystals. The ballroom is ideal for small, large and ethnic weddings,
as well as vow renewals and special events like bar/bat mitzvahs. The
hotel also offers a variety of other activities for guests, including a
Running Concierge, a “Naschmarkt” Tour with the Executive Chef of
the hotel and treasure hunts for children.
Food & Drink
In a city renowned for its cuisine there’s no shortage of dining
options but the culinary experience at The Ritz-Carlton, Vienna is
unparalleled. The exquisite delicacies enable a remarkable synergy
between the interior and surrounding landscape. With a high level
of creativity, The Ritz-Carlton, Vienna offers decadent cuisines that
is pretty sublime. Coupled with its warm and welcoming backdrop,
it enhances tradition and transforms dining into a memorable
experience.
The hotels’ main restaurant, Dstrikt Steakhouse, is an attentiongrabbing space that serves up savory delicacies such as truffled French
Fries with Parmesan cheese and the famous Dstrikt Cheesecake. One
can look forward to the finest selection of Austrian meat cooked on a
charcoal grill and served with delicious side dishes. The simplicity of
good-quality regional, seasonal ingredients shines through, thereby
allowing guests to experience an authentic local dining adventure.
The restaurant also has a unique selection of wine featuring Austrian
greats and also serves Beer from local microbreweries. Then there is
D-bar which serves handcrafted Cosmopolitan cocktails presented in
a unique yet refined way, Austrian draft beer, Fine cigar rarities and
Viennese coffee comes with direct views over the Ring Boulevard.
Besides that, there’s the Atmosphere Rooftop Bar and the Melounge
Lobby Lounge. Located on the 8th floor, the Rooftop Bar offers
superb views over the city with a wonderful panorama view from
St. Stephan’s Cathedral to Karlskirche. During the summer, it serves
as a getaway where guests can cool down and get refreshed with
cocktails or a glass of fine champagne, while in winter during the
festive season, the place transforms into Vienna’s highest Christmas
market. The Melounge Lobby Lounge is home to the hotel’s famous
afternoon tea and cake and is adjoining the reception on the ground
floor, Guests can indulge in sweet and savory delights in a relaxed
ambience as well as enjoy lunch and dinner.
The Verdict
There’s so much to love about The Ritz-Carlton, Vienna. Designed
for guests looking to stay for an extended period, the hotel offers
many of the comforts of having your own apartment. It is an oasis
where imperial heritage meets modern flair and captures the essence
of Austria, representing all that Vienna has to offer through the
concept of art and time. By combining Viennese hospitality with its
exemplary service philosophy, it creates memorable experiences for
guests whether travelling on leisure or for business. Keeping true to
its reputation for prime luxury, its resplendent elegance is renowned
with a modern, feel-at-home luxury, that offers a flair of exclusivity
which is refined but not ostentatious. Altogether, The Ritz-Carlton,
Vienna epitomizes luxury in all true sense of the word and if one
could live in a hotel in Vienna, this would be it. It is truly one of those
hotels you never want to leave, and a stay can be difficult to forget.
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Grand
Ferdinand
Hotel
where homage to history meets
contemporary luxury
by Kelly Blank

Vienna in itself is a world-class city, ranked as one of
the most liveable cities in the world and always dreamily
brought up in conversation. This elegant city once throned
the heart of the Austro-Hungarian empire, and to this day,
continues to welcome prestige, offering traditional rides on
horse-drawn carriages, and catering to a sweet tooth in old
coffee houses which once served the Habsburgs. Indeed, Viennese take great pride in their unique culture, and understandably, a fear of losing history, tradition and European
significance to the onslaught of modernism is a rife senti76 | loveFMD.com

ment among many. For those who appreciate Vienna’s special foothold in tradition, but want to also experience more
contemporary luxuries - the Grand Ferdinand hotel is the
perfect getaway.
Grand Ferdinand is located on the Ringstraße, a noble boulevard commissioned by Emperor Franz Joseph I in the late
1800s. Ringstraße circles the Inner City and is lined with
palaces, parks, gardens and monumental buildings such as
the Opera and Parliament. Sitting proudly in the center of
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Vienna, the hotel Grand Ferdinand only recently opened in
2015, which means that before its establishment, the building’s location was witness to endless stories and secrets
of a bygone era. Central to decades past of both glory and
hardship, the building of the Grand Ferdinand was once a
glorious 19th century palace on the Ringstraße, evidence of
the capital quickly becoming a cultured European city. Unfortunately, the carnage of the Second World War brought
immense destruction to many European cities, and the former-palace on Schubertring was also completely destroyed. After the war, the former location of the palace became
home to office space, leaving its stories forgotten and untold until Florian Weitzer saw a beautiful opportunity.
Spanning seven floors with 188 luxurious rooms and three
restaurants, the Grand Ferdinand is much more than a hotel - at least the sort of hotel many have become accustomed
to. As opposed to typical chain hotels with generic rooms,
the Grand Ferdinand is clearly designed with the trademark
Weitzer touch - the embodiment of a deep appreciation for
the history of landmark buildings, while at the same time
reinterpreting these designs and accommodating antiquity
in a more contemporary way.
Respect for Austrian heritage and tradition is one of the

most influential aspects of the Grand Ferdinand, and integrated throughout the hotel’s impressive design. It is the
small details which praise the Viennese way of life; for instance, ornate hand-made Lobmeyr chandeliers droop over
the main entrance and lobby, with candles illuminating the
ground floor and bringing an element of elegance to the
entire open space. On the same floor, one can also discover a tribute to Viennese cuisine, the “Meissl & Schadn”
restaurant. Interestingly, the original Meissl & Schadl was
destroyed as well in 1945, and was recently opened in 2017
inside the Grand Ferdinand as homage to its former glory
of rich delicacies influenced by Austrian cuisine throughout
its royal past. However, the restaurant also is a showcase to
current local classics, including the Wiener Schnitzel, Kaisersuppe and the exemplary Tafelspitz - in addition to delectable vegetarian alternatives. Other distinctive Austrian
details are discovered throughout - such as precious Augarten porcelain and the impressive floor tiles which decorate
the ground floor.
The rooftop terrace is perhaps the most splendid of the
Grand Ferdinand - offering a luxurious heated pool and
360-degree views over the city. The rule of thumb while
strolling in Vienna is to ‘look upwards’ -peer to the top of
the buildings, and you will discover a whole new world of
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elaborate design, embellished window frames with intricate carvings and statues. However, viewing the city already
from above leads to a whole new secret, ostentatious world.
While sipping champagne from the private Grand Étage restaurant or a taking a dip in the lavish pool, one can bathe in
the glory of 19th century Vienna in a way exclusive to very
few. For those desiring seclusion and peace, Grand Étage is
the most ideal, as it is reserved exclusively for hotel guests,
their visitors and club members. The privileged vista includes a unique vantage point of St. Stephen’s Cathedral
and even the world-renowned Prater Ferris wheel can be
spotted off in the horizon- splendid sights both by day and
by night - and comforting in all seasons, complete with an
open fireplace for the chillier evenings.
Guests at the Grand Ferdinand receive all the special privileges during their stay - and some can have the chance to
feel like a former Austrian aristocrat if they overnight in the
Grande Suite. In addition to the many other rooms available (including dormitories and affordable standard rooms),
the most exquisite is the Grande Suite. At 100 square meters, guests can have exclusive access to to the rooftop’s terrace and pool via a secret staircase. For those craving more
intimacy, guests can also enjoy their own private terrace
with similar extravagant views. However, it is difficult to
comprehend how anyone could willingly leave the Grande
Suite - particularly those who enjoy a life rich with Imperial
decadence. The suite is adorned with palm trees (apparently
all the rage at the height of the ‘Ringstraße era’), and curious
taxidermied Parisian parrots colorfully observe throughout
the suite. Also, while the rooftop pool is indeed enticing,
the cast-iron bathtub, which rests peacefully before the tall
window, can bring its own sense of tranquility and lavishness. After relishing in a hot bath and enjoying the city-view, guests can pad over to the Freud-style Biedermeier
leather chaise couch for further unwinding.
Only the Weitzer family - who have been in the hotel industry for over a century - could fathom and create such
an opulent hotel which brings to life the delightfulness of
Austrian tradition and the shamelessness of self-indulgence. Important to note is that the Grand Ferdinand remains
the only Austrian-run hotel directly on Ringstraße - further
devotion to Weitzer’s special Austrian pride and commitment to Austrian roots in the Viennese hotel scene. Experiencing Vienna’s former-glory in all its Imperial grandeur is
indeed not lost in the Grand Ferdinand.
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