BMW EUROSTYLE

THE THOUGHT PROVOKING 2012 BMVW SOUTH AFRICA EUROSTYLE TOUR WAS THE EIGHTH ANNUAL
MEDIA JOURNEY INTO THE WORLD OF FORWARD-THINKING BRANDS AND EVENTS. RICHARD WEBB REVIEWS
HOWV STYLE AND SUSTAINABILTY CAN COMBINE TO BENEFT CUSTOMERS AND THE ENVIRONMENT

Evolution and revolution have shaped the
basic human need for mobility through the centuries. But
what-does that have to do with the EuroStyle tour? Growing
concern about environmental and social issues has placed
increasing importance on sustainable development. The need
for innovative design to meet competitive pressures whilst
addressing environmental impact has never been greater.
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BMW Groups’ ethos and approach to
business places emphasis on style, de-
sign, performance and innovation. These
concepts are at the heart of the EuroStyle
Tour, which featured a seemingly random
synchronicity of brands that ultimately
connected visionary new technologies
and know-how with design flair.

The journey of discovery started in
Munich with a fascinating glimpse into
the future of the connected car. BMW's
head of ConnectedDrive Dr Eckhard
Steinmeier put it succinctly: “Connected-
Drive is the connection between you,
your BMW and the rest of the world.”
This in-car technology has sparked a
quiet revolution in the way the driver,
vehicle and surroundings are linked.
With ConnectedDrive, the vehicle acts as
concierge, locating restaurants or points
of interest, and includes their addresses
for the route. It will even make reserva-
tions if necessary. As a mobile multi-
media centre, it integrates Apple and
Android smartphones, USB interfaces,
Bluetooth and web access, transforming
the vehicle into part of your digital world.
Intuitive controls coupled with intelligent
display systems enable all this without
distracting the driver. Progress indeed.

The arrival of a fleet of new BMW
ActiveHybrid 5's provided the opportu-
nity to play with these apps in real life.
The cars also facilitated the desired

low-carbon emission mobility needed to
traverse through Germany, Austria and
Italy on our quest for sustainable style.

I had been conditioned through previ-
ous experience with hybrids for them to
be slow and, well, not a lot of fun. At first
sight, it was difficult to see the point of
the ActiveHybrid 5. But as the car silently
eased through the dense Munich traf-
fic onto the Autobahn, a very different
picture emerged. The smooth in-line six-
cylinder petrol engine is aided silently
by electric power, accelerating the car to
100km/h in 5.9 seconds. It emits 19 per-
cent less CO, than the other six-cylinder
petrol engines that have helped shape
the company’s reputation.

The convoy then proceeded south,
threading through highly-disciplined,
fast-moving traffic, across the unseen
Austrian border via Innsbruck, over the
spectacular Brenner Pass and the Alps.
The approach to South Tyrol is a trav-
elogue of idyllic green valleys, onion-
domed church towers and ornate pine
chalets. It is home to some of the most
progressive and sophisticated architec-
ture in Europe.

Our home for the night was a mountain
resort in Larna only accessible by cable
car. No roads, no traffic, no noise — 1 500m
above sea level, the fragrance of wood and
fresh air is everywhere. Constructed from
larch, stone and glass, the hotel mixes
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stylish, minimalist design with warmth and
character. Above all, the design respects
nature. “We only use material from the
region of the building, we studied the
winds, landscape, culture and colours of
the location,” says architect Matteo Thun.
“My projects don't interfere with their sur-
roundings, but melt into [them].”

Suitably refreshed, we headed for Italy
as the Autostrada skirts east of Lake Garda
and descends north through the verdant
Venetian lowlands to Vicenza. Here, in the
natural amphitheatre of the Franciacorta
hills lies the Bellavista Winery, established
in 1977. The stony, glacial soil is the ideal
environment for Pinot Noir and Chardon-
nay grapes used in the production of their
Franciacorta, the “Champagne of Italy”.

Owner Vittorio Moretti and his win-

emaker protégé Mattia Vezzola have an
approach to production that is astonish-
ing in the way rejects cutting corners.
“Intervention is minimal and the ap-
proach is lotta integrata (sustainable), says
Moretti. “The base wine is made from
103 different parcels and we make deci-
sions regarding malolactic fermentation
depending on the vintage.” No new oak is
used for their wine, which spends eight to
10 months in the barrel. It's then bottled
and left to undergo the second fermenta-
tion. The wines are aged on the lees for
a minimum of three to four years.

Despite my love for Champagne,
I found their Vittorio Moretti Extra Brut
to be elegant and concentrated, with
appealing aromas of ripe peaches,
honey, orange and lemon blossom. If
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Champagne is the king of bubbly, then
surely Franciacorta should be the prince?
After an overnight rest at the unfor-
gettable L'Albereta Relais and Chateux,
we travelled along the Via Provinciale to
Sarnico on Lake Iseo, the home of Riva
Shipyard. Luxury brands have long used
the power of storytelling to build emotion
around their products, and Riva has the
kind of history and emotive legend compa-
rable with Rolls-Royce, Fabergé and Gucci.
Riva set a compass for sustainability
back in 1842, when Pietro Riva estab-
lished a small boatyard in Sarnico. Each
subsequent generation of the Riva family
has navigated the company through
ambitious stages of growth. Pietro’s son,
Ernesto, fitted internal combustion engines
and in the third-generation, Serafino
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designed the boats for pace. Fourth-
generation Carlo Riva created a series

of pleasure crafts to leverage production
costs whilst still maintaining their tradi-
tional hand-built heritage. His master-
stroke was the AquaRiva, a brilliant blend
of form and function, harking back to La
Dolce Vita of the Fifties and Sixties.

For more than 20 years, Officina Ital-
iana Design have collaborated with Riva
on this iconic brands’ design. Officina’s
managing director, Sergio Beretta, is
passionate about Riva’s design evolu-
tion. “The past is in hands of the future
of design”, he says. “We have created a
dynamic soul, one that focuses on the
future, reinterpreting tradition, on the
tracks of the previously revolutionary Riva
fibreglass boats to suit a modern design.”
Riva’s marine masterpieces have graced
the original Italian Job, numerous 007
films and Oceans Twelve where George
Clooney, Brad Pitt and Matt Damon
looked impossibly cool in “their” Riva.

The final leg of the EuroStyle Tour saw
the ActiveHybrids point towards Monza
and then turn north to Lombardy, the Alps
and at last, Lake Como and Cernobbio.
For centuries, this lake has acted as a
magnet for aristocrats, literary and artistic
greats. And of course, for evocative cars.

The annual Concorso d’Eleganza Villa
d’Este originated in 1929 - the same year
BMW started making cars — and is held in
the beautiful surroundings of Lake Como.
If anyone required living proof that the
future needs heritage, they'll find it here:
52 classic cars represented the history
and nine concept cars the future of the
automobile. Here, many, many stories are
told. “Legend has it that billionaire Hugh
Hefner traded his Duesenberg in payment
for this Silver Ghost,” says the indulgent
owner, Caesar Peier, as he pats the Spirit
of Ecstasy mascot on his immaculate
1922 Rolls-Royce “Piccadilly Roadster”.

The Design Award for Concept Cars
and Prototypes took us back to the roots
of the event to a time when it was an
important showcase for coachbuilders to
present their one-off, hand-built crea-
tions in a bid to gauge public reaction
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Riva’s marine
masterpieces
have graced the
original Italian Job,
numerous 007
films and Oceans
Twelve where
George Clooney,
Brad Pitt and Matt
Damon looked
impossibly cool

in ‘their’ Riva.

before going into production. The world
premiere of the BMW Zagato Coupé fol-
lowed in that tradition. “Think of it as a
BMW seen through the eyes of Zagato,”
says BMW Group design chief Adrian van
Hooydonk. From its earliest days, Zagato
has taken a minimalist and pared-down
approach to its creations for human
mobility; very much in keeping with the
Milanese tradition of design.

And it was in Milan, a final 50km
away that we met another Riva family,
unconnected to the marine business.
Riva 1920 is 92 years old and a fourth-
generation bespoke furniture business
with an unswerving principle: produce
work conceived by great designers, using
only solid wood from sustainable forests
and nature. Riva 1920 is run by Davide
Riva, who honours trees as living beings:
“It is born, it breathes, it grows, repro-
duces itself and finally, it dies. Its entire
life cycle always takes place in the same
environment, which determines how
long and how well it lives.” He is pain-
fully aware that although wood is renew-
able, it is not an infinite resource.

The firm even works with the ancient
New Zealand Kauri wood, carbon dated
at more than 45 000 years old. They also
reuse Briccole (the wood posts that guide
boats in the Venice lagoon). This practice
has encouraged collaboration with 33 con-
temporary designers, stylists and sculptors
who were eager to pay homage to the city
of Venice. “We want to transform used
wood into design works to be handed
down to future generations,” says Riva.

IF sustainable innovation is defined as
development that does not compro-
mise the ability of future generations

to meet their needs, then it is clear that
the brands encountered have the means
and motivation to respect both customer
and environment. The EuroStyle Tour
brought to life a new definition of luxury,
with deeper values expressed through an
excellent style of sustainability. &

Some of the technical features mentioned in
this article are only applicable to the European

markets and not South Africa.



