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F rom a very early age I was 
inspired by modernism and  
clean, reductive design. 

In my book, the most successful 
designs, whether a car, a watch,  
a piece of furniture or even a building,  
are those that resonate with people  
on an emotional level. That’s what I call 
compelling design. After all, you want 
people to fall in love with your vision.

Once technology has become 
comparable throughout the industry, 
what are you left with? Your brand and 
your design. That emotional connection 
is what differentiates great products 
from average ones. 

We identified design as a differentiator 
a long time ago. I approach any new 
design thinking, ‘What is the Land  
Rover brand about? What does it 
currently represent? What resonates 
with the customers?’ 

Whenever we develop a family of 
cars, we’re conscious of maintaining  
that unique DNA – but not containing  
it. Recognise the past, but don’t be 
harnessed by it. 

We see a lot of cars on the road with 
lines all over the place, and that to me  
is styling, not design. Design is about  
a very careful, considered approach, 
and a creative intellect.  

As far as I’m concerned, once design 
is done by committee, it’s the kiss  
of death for creativity. When you’re 
designing something, less really is  
more. That’s why modernism will 
always continue to be relevant. If you 
can remove a particular feature from  
a car’s design without making any 
difference to the way the vehicle looks 
or is perceived, that feature shouldn’t 
have been there in the first place. 

Generally speaking, the things that  
appear the simplest are actually the 
hardest to design. Take all those lines  
out for a simpler, fuller form with less 
detail and the design is more exposed. 
The cleaner the surfaces, the finer the 
engineering tolerances need to be, 
because if there is even a millimetre  
gap where it shouldn’t be, you’ll notice  
it straight away.

In that way, reductionism is a real 
challenge for our engineering team, 

THE SECRET OF GREAT DES IGN?  
IT ’S  S IMPL ICITY ITSELF…

An enduring design – whether you’re creating a car or a watch – comes from having the confidence 
to strip things away rather than add them, says Land Rover Design Director Gerry McGovern
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because they have to constantly improve 
to allow us to pursue this philosophy. 
Just look at the levels of precision you 
get in a high-quality Swiss watch –  
why can’t we achieve the same thing  
in a vehicle interior? 

That would communicate that we’re 
serious about luxury. Easier said than 
done, but our aspiration is for standards 
to increase as we go forward. 

That’s one of the things that really 
struck me when I visited the Zenith 
factory in Switzerland. I couldn’t believe 
the sheer level of engineering precision 
and the incredibly fine tolerances 
involved in luxury watchmaking. I’ve had 
a passion for Swiss watches for many 
years, and to me they’re fascinating  
to collect, to admire and to own. My 
collection has grown and shrunk  

over the years as I’ve bought and  
sold different timepieces, but the ones  
I still have are all designs that I keep 
coming back to because I’ll always  
feel a connection with them.

For me, a classic wristwatch design  
is as much about what it doesn’t say  
as what it does say. Every detail of a  
watch should be doing a job – if you 
start adding too many complications, 
even to iconic designs, it starts to 
detract from its beauty. A mechanical 
watch isn’t something you need any 
more now that we have smartphones; 
it’s something you desire because you 
love the design.

If you look at the most iconic 
wristwatches, their designs haven’t  
really changed that much over the years. 
Of course, they’ve been updated, but 
overall they look as familiar today as  
they did years ago. That makes the  
finer details – the dial, the hands,  
the colour of the indices – the most 
important aspects.

That’s why we didn’t want to change 
Zenith’s El Primero fundamentally when 
it came to creating our Range Rover 
version. It’s one of the industry’s most 
instantly recognisable designs, so we 
just wanted to come up with ways to 
give it a Range Rover twist.

Take the ceramised aluminium case 
on the Zenith El Primero Range Rover 
Special Edition and this year’s El Primero 
Velar, for example. We’ve tried to make 
it less complex – the same principle  
we abide by when we’re designing the 
interior of a vehicle.

The first time I wore my Zenith El 
Primero Range Rover Special Edition,  
I was driving my own Range Rover. 
When I rested my hands on the steering 
wheel, the watch naturally lay in my eye 
line as I drove. I was pleased to see how 
sympathetic it was to the car’s interior.

Zenith as a brand is renowned for  
the accuracy of its movements, and  
as this partnership has started to 
develop, I’ve been more and more 
impressed with them. I’m genuinely 
excited about what is to come. 

Gerry McGovern is the Design Director and  
Chief Creative Officer for Land Rover UK 

‘ J U S T  L O O K  AT  T H E  L E V E L S  O F  P R E C I S I O N  Y O U  G E T  I N 

A  H I G H - Q U A L I T Y  S W I S S  W AT C H  –  W H Y  C A N ’ T  W E 

A C H I E V E  T H E  S A M E  T H I N G  I N  A  V E H I C L E  I N T E R I O R ? ’


