
EDITORS’ NOTE Quincy Jones’ career has en-
compassed the roles of composer, record pro-
ducer, artist, fi lm producer, arranger, conductor, 
instrumentalist, TV producer, record company 
executive, magazine founder, multimedia entre-
preneur, and humanitarian. As a master inventor 
of musical hybrids, he has shuffl ed pop, soul, hip-
hop, jazz, classical, African, and Brazilian music 
into many dazzling fusions, traversing virtually 
every medium including records, live perfor-
mance, movies, and television. Jones’s creative 
magic has spanned over six decades, beginning 
with the music of the post-swing era and con-
tinuing through today’s high-technology, inter-
national multimedia hybrids. As producer and 
conductor of the historic “We Are The World” re-
cording (the best-selling single of all time) and 
Michael Jackson’s multi-platinum solo albums, 
Off The Wall, Bad, and Thriller (the best-selling 
album of all time, with over 50 million copies 
sold), Jones stands as one of the most successful 
and admired creative artist/executives in the en-
tertainment world.

Jones became Vice-President at Mercury 
Records in 1961 and won the first of his 
many Grammys in 1963. That same year, he 
started work on the music for Sidney Lumet’s The 
Pawnbroker, which was the fi rst of his 33 major 
motion picture scores. In 1985, he co-produced 
Steven Spielberg’s adaptation of Alice Walker’s 
The Color Purple, which garnered 11 Oscar 
nominations including Best Picture, marking 
Jones’ debut as a film producer. In 1990, he 
formed Quincy Jones Entertainment (QJE), a co-
venture with Time Warner, Inc., where he served 
as CEO and Chairman. QJE produced NBC 
Television’s Fresh Prince Of Bel-Air, as well as 
UPN’s In The House and Fox Television’s Mad 
TV. In 1991, Jones founded VIBE Magazine and, 
with his publishing group VIBE Ventures, went 
on to acquire SPIN Magazine before divesting 
his magazine interests. In 1997, he formed the 
Quincy Jones Media Group and remained 
highly active in the recording fi eld throughout the 

1990s as the guiding force behind his own Qwest 
Records. In 1994, he led a group of businessmen 
in forming Qwest Broadcasting, a minority con-
trolled broadcasting company, which purchased 
television stations in Atlanta and New Orleans. 
He served as Chairman and CEO. In 1999, he 
and his partners sold Qwest Broadcasting for a 
reported $270 million.

Jones won an Emmy Award for his score of 
the opening episode of the landmark TV minise-
ries, Roots; has seven Oscar nominations; and the 
Academy of Motion Picture Arts and Sciences’ Jean 
Hersholt Humanitarian Award. He also has 27 
Grammy Awards, N.A.R.A.S.’ prestigious Trustees’ 
Award, and The Grammy Living Legend Award. 
He is the all-time most nominated Grammy artist 
with a total of 79 Grammy nominations. In 2001, 
Jones was named a Kennedy Center Honoree. He 
was recognized by the National Endowment for 
the Arts as a Jazz Master and was most recently be-
stowed the National Medal of Arts. In 2001, Jones 
added the title of “Best Selling Author” to his list 
of accomplishments with, Q: The Autobiography 
of Quincy Jones.

Through The Quincy Jones Foundation, 
Jones raises awareness and fi nancial resources 
for initiatives that support global children’s is-
sues in areas of confl ict, malaria eradication, 
clean water, and efforts to restore the Gulf Coast 
(post-Katrina).

You recently collaborated with Montegrappa, 
the fi rst Italian pen manufacturer that pro-
duces top quality writing instruments with 
an Italian fl air, to produce a Quincy Jones 
Collection. How did this come about?

I have been associated with Italy for a long 
time, since the ’50s and ’60s – I’ve worked with 
top composers from the country.

Our whole business is about the song and 
the story. You have to write the song and the 
story, and the art of writing is in my soul; I’m a 
composer and an orchestrator too. My close 
friend, Frank Geary, often says that music must 
be liquid architecture – and it really is.

How involved did you get in the design 
and details of the actual pen?

Quite a b i t .  Af ter  Giuseppe Aqui la 
(Montegrappa CEO) and I met each other, ev-
erything changed. We did some things we never 
thought of before, because everything is about 
relationships. We hung out with each other and 
had a good time, which helped our collabora-
tion efforts.

You’ve been in this business a long time. 
In the old days, you’d sit with paper and pen 
to jot things down. Has that changed?

No, and it never will. I wish more people 
would learn to work that way. If you know your 
music, the machine will work for you; if you 
don’t know it, you will work for the machine – 
that's the reality.

There is very effective technology, but there 
are still only 12 notes. You can put elements like 
rhythm, harmony, and melody behind them, but 
there are only 12 notes.

Where do your ideas come from? It 
seems your mind is constantly working.

It’s a jazz mind. I came up with the guys 
who wanted to create a revolution in American 
music, and we did. It went over the heads of 
some people because it was so progressive.

I  had a meet ing recent ly wi th Jef f 
Katzenberg to discuss a 3D animation film 
that will tell the whole genesis and evolution 
of jazz and blues with 3D animation charac-
ters. Kids need to know the background of 
music.

When you consider music today, are 
people still doing it the right way?

It has changed. In a lot of cases, the goal is 
to make money and be famous. In the ’40s and 
’50s,  we didn’t care about money or fame. We 
just wanted to be included in that revolution. This 
gives you a mindset you can never change.

How important were mentors for you?
I had some of the greatest teachers in the 

world, but I didn’t think about it until I turned 80. 
You can’t just go and work with Louis Armstrong 
or Frank Sinatra.

I was always prepared for opportunities 
and worked very hard to get my craft down so I 
would be ready.

At the age of 81, you’re still doing so 
much. What's left to accomplish?

We are doing 10 movies and six albums, 
and I have a group of kids from 12 to 30 
years old that are the most talented young 
people – we do concerts all over the world.

What should young people be doing 
early on to ensure a successful career in 
music?

Be humble with your creativity, because it 
comes through you, not from you. I’m very 
aware of that process – I feel it when I’m writ-
ing; I just let it go. If God gives you the talent, 
you owe God the work process to develop the 
science behind your craft.•

Quincy Jones composing with his signature pen by Montegrappa 
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EDITORS’ NOTE Renowned for 
his exquisite taste and an unpar-
alleled eye for transforming stones 
into artistic creations, Martin Katz 
founded his eponymous company in 
1988.  The  company,  Mar t in 
Katz, Ltd (martinkatz.com), quickly 
gained international prominence 
with a cl ientele  that  includes 
Forbes 400 business leaders, U.S. 
Ambassadors, and other individ-
uals of affl uence with a collector’s 
spirit. Katz’s passion for gems has 
earned him wide acclaim for de-
signing beautifully crafted, couture-qual-
ity pieces inspired by his love of vintage 
jewelry – contemporary pieces with an “old 
soul.” Each piece is one-of-a-kind or lim-
ited in production, signed, numbered, and 
made with meticulous attention to detail. His 
work has been auctioned at Christie’s and 
Sotheby’s with the hammer prices being sig-
nifi cantly higher than the original price they 
sold for in his salon. Throughout the years, 
Katz’s creations have adorned A-list ce-
lebrities such as Sandra Bullock, Nicole 
Kidman, Barbra Streisand, Angelina Jolie, 
Jennifer Aniston, Johnny Depp, and Mark 
Wahlberg. Having been one of the first to 
lend jewels to the stars on the Red Carpet, he 
opened doors for the many who do so today. 
Many of his pieces have adorned the covers of 
Vogue, W, Town & Country, People, Elle, 
and InStyle magazines. Katz also designed the 
Victoria’s Secret $5-million diamond bra in 
2009, created jeweled sunglasses for Ray-Ban 
and a $1-million perfume bottle for Donna 
Karan and, most recently, he designed The Jewel 
Suite, a 5,000-plus square foot, three-story 
penthouse suite at The New York Palace Hotel. 
Katz attended Indiana University, where he 
began selling jewelry on campus and, upon 
graduation, he moved to Los Angeles and be-
came an associate salesman at the Beverly 
Hills Laykin et Cie, a high-end jewelry sa-
lon. Today, Martin Katz is exclusively sold 
at his Beverly Hills boutique and at Bergdorf 
Goodman in New York City.

How did your vision for jewelry evolve 
and has the business developed as you 
imagined?

When I started in the jewelry business, 
it was to sell to sorority girls in college and 

make some extra money. I later 
moved to California, taking a job 
at a high-end jewelry store, be-
cause it was something I thought 
I knew. I really mastered it over 
the following seven years, splitting 
my time between vintage jewelry 
and fashion production jewelry.

During that period, I devel-
oped my own taste, appreciation, 
and understanding of jewelry.

What led you to go out on 
your own?

My father owned his own busi-
ness and I originally thought that, after 
some time in California, I would return to 
Indiana and go back into the family laundry 
and dry-cleaning supply business. I didn’t re-
ally think that I would do my own thing. 
At the California fi rm I was with, the owner 
was getting old and there was no clear line of 
succession. Some major dealers in New York 
encouraged me to stay in the industry. They 
suggested I work for myself and said they 
would support me by giving me a few pieces 
to sell.

I sold $2-million worth of jewelry work-
ing off the kitchen table in my apartment ap-
proaching everyone I knew.

In those days, it was about vintage jewelry. 
As I built a clientele, I started running out of great 
vintage jewelry. There was a particular style I 
loved, the great Edwardian and Deco period, and 
I cherry-picked from that period.

I started hearing from people that they 
recognized when someone was wearing my 
jewelry because it refl ected my taste. This is 
when I knew that I had a voice in my taste 
of vintage. I also realized that I had to start 
designing my own jewelry or I would eventu-
ally run out of pieces to sell. 

My design work soon started to dwarf 
vintage sales and I had too much respect 
for vintage jewelry to create reproductions. I 
was always striving to create something that 
had an old soul so it would work with the 
vintage pieces I had sold, but that was clearly 
a new and contemporary piece.

Now I have a vintage collection. I sell 
very few pieces, but 99.9 percent is my own 
collection that I design. I call it contemporary 
jewelry with an old soul.

Is your market strictly high-end niche 
or is it broader than that?

It’s high end, although I would love to 
create more broad-based items price-wise.

The problem is that between the cost 
of metal and the stones I l ike to work 
with, it’s difficult to produce pieces under 
$10,000. We are coming up with some cre-
ative things in this regard, but it’s not my 
strong suit.

It’s really an upper-scale market start-
ing at $2,500 for our microband rings. They 
are the most copied items worldwide and we 
sell them almost every day.

How did the relationship with the Jewel 
Suite at The New York Palace Hotel come 
about?

I’ve done luxury collaborations for years.  
One of the fi rst was in the mid-90s when I did 
the diamond StarTAC phone from Motorola, 
which Angela Bassett carried on the red 
carpet. I followed up with Ray-Ban, who 
contracted with me to design some jeweled 
sunglasses, which Celine Dion wore on the 
red carpet.

A bit over a year ago, one of my publi-
cists contacted me about designing the hotel 
suite. I spoke their language, and I under-
stood their luxury collaboration better than 
any of the other jewelers they had spoken 
with.

While they were deciding on who to part-
ner with on the Jewel Suite, they developed 
some basic concepts. They showed me those 
and I told the owners that what had been 
chosen was not what I would have chosen. 
Thus, I couldn’t represent it. I indicated that 
if they would be willing to start over, I would 
be in. They went with it, so I pretty much got 
a clean slate to work with.

Along the way, is there any time when 
you can refl ect on and appreciate what you 
have built?

I’m always looking at the next idea. 
Someone who is creative or entrepreneurial 
can’t ever make that stop. Creativity is my 
drug. I love the interaction with people.

I know I’m successful when I don’t have 
to worry where my next meal is coming from. 
But I don’t feel I can ever stop. There is al-
ways something else to strive for and I don’t 
think that will ever change. I will feel the 
same way when I’m 80.•
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Tambourine bangle in white gold (left); eight carat oval black opal 
surrounded by diamonds and amethyst from Martin’s New York 
Collection (above)
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