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Between power and discretion, the MONSIEUR de CHANEL 
watch with Instant Jumping Hour and Retrograde Minute 
is equipped with the CALIBRE 1, the House’s first in-house 
high-watchmaking movement. The choice of a double 
complication with a digital hour display in a watchcase of 
extreme sobriety seemed almost self-evident. And accor-
dingly, Chanel expresses its unique vision of beautiful 
masculine watches. For its launch in 2016, 300 numbe-
red movements were produced of which 150 are for the 
Monsieur in Beige gold and 150 for the white gold model. 
This year the Monsieur de Chanel appears in platinum with 
a beautiful black enamel dial. | www.chanel.com
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T he very serious slowdown experienced by the Swiss watchmaking 
industry in 2016 had at least one positive effect – it provided a clear-
er view of things, revealed the strengths and weaknesses of all the 
players, prompted some self-examination and reshuffled the cards.
At the first sign that the tide was turning, the industry pointed its 

finger at the policy of a strong franc, then railed at the Chinese government and 
its anti-corruption campaign. It bewailed the sanctions against Russia, suffered 
the consequences of terrorism and kept its head down until the interminable 
US election campaign was over, while at the same fearing the emergence of 
smartwatches without, even now, finding any real solution.
In short, the designated guilty parties were all outside the watchmaking arena 
proper. 
But there is no getting away from the fact that the reasons and responsibilities 
for this mother of all slowdowns also lie within the vast industrial and artisanal 
watchmaking sector.
Put in cruder terms, the industrial watchmakers, brands and retailers have 
all, each in their own way, shot themselves in the foot (and the media, it has to 
be said, held the revolver). The industrialists staked their bets on inexorable 
growth which, they opined, would inevitably rise year after year, to the extent 
that today, they are finding themselves in a situation of serious overcapacity 
at every stage of the supply chain (on this, read our detailed investigation into 
mechanical movement oversupply, Europa Star 4/16). 
The brands, most of which went along with the economic, mechanical and sty-
listic one-upmanship, are now finding themselves with huge stocks they do not 
know what to do with – apart from picking out the diamonds and melting down 
the gold cases in a bid to salvage what they can. 
As for the retailers, they no longer know which “network”, real or virtual, to turn 
to and have launched themselves into a price-cutting war which has fuelled the 
grey market and caused a profit-margin meltdown. 
In short, the entire watchmaking sector, down to the very core of the system, is 
experiencing that “morning after” feeling and, even worse, the situation is not 
going to improve any time soon. Because to all the factors that have triggered 
this crisis, both external and internal to the watchmaking industry, we have 
to add the even more disturbing, nay taboo, question: are we seeing the emer-
gence of a certain disenchantment with watchmaking? Is glorious horology, so 
historic yet so modern, losing its status as a social indicator? Is its prestige pal-
ing as it spreads to broader swathes of the population? Is horology running the 
risk of becoming a has-been? 
To try to gain a better understanding of what is happening in the watchmaking 
sector and identify some leads for the future, we felt that the most revealing ap-
proach was to look at prices. As a fellow journalist so neatly summed it up (Yvan 
Radja in Le Matin Dimanche): “Disconnected from its customers after years of overpric-
ing, the watchmaking industry has to reinvent itself.” But how?
It is impossible to go into every aspect of an issue with so many wheels within 
wheels, such numerous complications. But to try to get a clearer picture, Europa 
Star Time.Business probed, questioned and talked with a broad panel of industry 
players and observers: industrialists, watchmakers, distributors, retailers, clear-
ance firms, analysts and others. What about the price situation?
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RESHUFFLING 
THE PRICE CARDS 

COVER STORY
30 YEARS OF 
CHANEL TIME 
And the quest for 
pure watch pleasure

PARAPHERNALIA
VIANNEY HALTER, 
THAT BIG KID 
And all the objects that keep 
him in this creative spirit

WATCH AUCTIONS
BEHIND THE PRICE 
EXPLOSION 
And why not everyone can 
win the vintage game

HIGHLIGHTS TO WATCH
TWENTY-TWO BRAND’S
arguments to keep believing in watches

PORTFOLIO
EXTRAORDINARY 
WATCHES 
And re-inventing the fundamentals 
of horology 

TRENDS & COLOURS
THE ROSE GOLDEN AGE 
And why we see rose gold (almost) 
as often as steel today

SMARTWATCH FACES
THE TAG HEUER 
CONNECTED 
And the changing dials 
of the connected tool

TEARDOWN AN… 
APPLE WATCH SERIES 2 
And dive into the secrets of the most 
controversial watch of the moment

PRICES: 
THE HOTTEST ISSUE 
IN THE INDUSTRY 
And the multiple ways through the crisis

HOW TO (RE)CONQUER 
THE YOUNGSTERS 
And what goes through the 
minds of Millennials

RETAIL: 10 TIPS TO 
BEAT THE MARKET
And make sure your store is a must-go

GLASHÜTTE: THIS START-
UP NEVER GETS OLD 
And how the Germans are 
defying the Swiss

FRENCH WATCHMAKING: 
IT’S NOW OR NEVER! 
And meet Besançon’s next generation

WHAT WE OWE TO 
JEWISH  WATCHMAKERS 
And the path towards industrialisation

WHAT TRUMP MEANS 
FOR WATCHES 
And what happened with the 
five last US Presidents

WITTY COLUMNISTS, 
WATCH YOUR MOUTH! 
And a last word… to start your 
reading (because many people in 
fact read in the Japanese way)



4 | COVER STORY | WATCH AFICIONADO

SINCE 1987, CHANEL GIVES TIME 

A UNIQUE ALLURE
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1987
the very first Première

In 1987, Chanel marked its first foray into 
the watchmaking arena with the aptly 
named Première. 
In homage to the place where it was born, 
it featured the exact geometry of the 
Parisian square where it was designed 
– the iconic Place Vendôme. This square 
plays a central role in the history of 
Mademoiselle Chanel, who lived in a suite 
at the Hotel Ritz on the Place Vendôme, 
and in that of the Maison Chanel, whose 
headquarters and flagship store share 
the same address.
With its octagonal case topped with a 
bevelled sapphire crystal, the Première, de-
signed by Jacques Helleu, artistic director 
of Chanel’s watchmaking division, mirrors 
exactly the shape of the Place Vendôme. 
Its two deceptively simple baton-shaped 
hands recall the shadow of the Vendôme 
column that rises in its centre, as they 
sweep around the plain, unadorned dial. 

Thirty years ago, women were immedi-
ately won over by this watch designed 
specifically for them. The Première watch 
was neither a scaled-down version of a 
man’s watch (which is so often the case), 
nor a jewellery creation; understated yet 
sophisticated, it was an object of beauty 
whose simple function of telling the time 
gracefully ceded the limelight to beauty 
and style.

30 years of 
transformation

Over the course of its first two decades, 
the Première really came into its own. 
It retained its peerless allure through a 
number of metamorphoses, appearing in 
white and yellow gold, ceramic and steel, 
mingling confidently like the most ac-
complished socialite. 
Rarely have we seen such a slim and deli-
cate watch, with such distinctive architec-
ture, lend itself so felicitously to innumer-
able transformations. Never before had a 
watch provided such an inspiring canvas 
for the creative potential of its strap. The 
bracelet of the Première watch, slim, 

supple and delicate like Mademoiselle 
Chanel’s beloved ribbons, has appeared 
as a chain of plaited leather and yellow 
gold, rubber and white gold, Akoya cul-
tured pearls mounted on a white gold 
thread, a cascade of diamonds, a series 
of alternating black and white octagonal 
rings, links of white ceramic interspersed 
with links of yellow gold, or black ceramic 
and white gold, and magic mirrors of steel 
and ceramic, rubber and diamond.
For its 20th anniversary the Première watch 
appeared in a smaller and more precious 
variant, subtly studded with pearls. But 
that is just one of its many faces, and the 
costume parade is far from over.
For its 25th anniversary there’s going to 
be quite a firework display.
With a lacquered black dial on a chain 
that is astonishingly supple despite its 
powerfully designed links, it will have a 
completely different look. In steel, yellow 
or white gold entirely paved with dia-
monds, the links forcefully echo the now 
iconic shape of its octagonal case.
But the watch will also be venturing into 
the fascinating world of complications, for 
which it provides a superlative setting.

In 1987 Chanel decided to make its watchmaking debut, with the aptly named 
Première. Since then, a great deal of water has flowed under the horological bridge. 
In the 30 years since, the status of the wristwatch has changed: no longer a tool 
designed to tell its wearer the time as precisely as possible, it has become an object 
of pure pleasure: a style statement, a status symbol and an aesthetic indulgence.
Thirty years ago, Chanel had already anticipated the profound changes that would 
affect the watch industry. In thirty years, through a series of watches with an utterly 
distinctive allure, watches devoted to pleasure, time has proven Chanel right.
A testimony of 30 years of Chanel Time.

EVERYTHING BEGINS WITH 
THE PREMIÈRE



2003
J12 white
A broken taboo

Three years later, Chanel made another 
unexpected and shocking announce-
ment: the now famous J12 would be 
making a grand entrance, this time in 
white. There is no other mineral or al-
loy that is so intensely white. And in 
fact, until the appearance of the white 
ceramic J12, white had become almost 
a taboo colour in watchmaking circles. 
But the transgressive J12 succeeded in 
carrying off its white robes beautifully. 
As Mademoiselle Chanel said, “Black 
has it all. White too.” It cuts through to 
the essential and underlines the J12’s 
masterful architecture. Its unusual lus-
tre, which appears to come from deep 
within, and its silken polish give it a 
remarkable magic. Its ability to combine 
harmoniously with the most precious 
metals, gold and diamonds, creates 
unexpected juxtapositions and incom-
parable plays of light.

2004 
J12 Exclusive Editions
Precious encounters

From 2004 Chanel began launching lim-
ited editions of the J12 set with the finest 
baguette-cut stones. The juxtaposition 
of ceramic, a high-tech composite ma-
terial, with the luminous transparency 
of diamond, the intense red of ruby, the 
green of emerald and the pink, blue or 
cognac of sapphire produced excep-
tional effects and a range of innova-
tive and fascinating associations. This 
play of contrasts was behind a genuine 
break with stylistic tradition, opening 
up new creative avenues. Whether dis-
creetly set around the bezel or entirely 
paved with baguette-cut gems, the J12 
is a master of versatility. Always differ-
ent but inalterably itself, it succeeds in 
creating a variety of effects as its leg-
end continues to grow.

2000
J12 black
A paradigm shift

At the turn of the century Chanel launch-
ed another model that would become 
a landmark. Today, it’s hard to grasp the 
scale of the shock waves this watch 
sent out, when it was unanimously 
lauded as the “first iconic watch of the 
21st century”. It was the first watch that 
dared to transform high-tech ceramic 
into a precious material. 
It was a genuine stylistic revolution 
and a paradigm shift. Until the first J12 
appeared in its sombre costume, the 
colour black had never really suc-
ceeded in making a lasting impression 
in watchmaking. The intense black of 
ceramic, however, is not the result of 
a surface treatment – it is an intrinsic 
feature of the material itself. Its match-
less strength and scratch resistance, its 
ability to defy aging, finally resulted in 
a black that stood the test of time. But 
more fundamentally, the black ceramic 
of the J12 intensified the rigidly defined 
architecture of the watch, underlining 
and amplifying the potency of its dynamic lines. The black high-tech ceramic de-
veloped by Chanel for the J12 had become a new precious substance, and would 
henceforth take its place in the pantheon of watchmakers’ favourite materials. And 
particularly since it so happily embraced gold inlays, diamonds and other precious 
stones, as well as the intense statement created by paving with baguette-cut ce-
ramic pieces, the J12 opened up an expanse of new creative possibilities.

the J12 
SAGA

2009 
J12 Intense Black
Ceramic high jewellery

The stylistic legend explored a new 
dimension, with a world first in 2009. 
The J12 Intense Black extrapolates the 
possibilities of ceramic to their outer 
limits, making it a genuine high-tech 
precious material.
Unlike high jewellery that plays with 
reflected light to ensure the most daz-
zling display possible, ceramic absorbs 
light and swallows it into its own intense 
blackness. It is worked in the same way 
as precious stones: 724 tiny blocks 
of ceramic are carved into baguette 
shapes using the same procedure 
used for diamond (ceramic is almost 
as hard as diamond), then set by hand 
onto an 18-karat white gold bracelet 
(502 diamonds), white gold bezel (48 
diamonds), white gold caseband (78 
diamonds) and the white gold dial 
(96 diamonds). The white gold crown 
is decorated with a ceramic cabochon. 
This watchmaker ’s ode to ceramic is 
stunning, because of its exceptional 
graphical vigour, which underlines the 
architecture of the piece, as well as 
through the intensity of its black lustre 
and its comfort in wear.



2012
Mademoiselle Privé 
Coromandel
The enchanted world 
of Gabrielle Chanel

“Mademoiselle Privé” – these two 
words so full of mystery were on the 
door to Gabrielle Chanel’s workshop 
in Rue Cambon in Paris. Like a magical 
incantation, the name of this collection 
opens the doors to a world of imagina-
tion, an enchanted landscape rich in 
symbolism. It becomes the privileged 
canvas to showcase the Maison’s artis-
tic crafts, including enamelling, engrav-
ing and gem-setting, through a collec-
tion of exclusive and one-off pieces.
The jewellery watches in the 
Mademoiselle Privé Coromandel col-
lection faithfully reflect the sumptu-
ous lacquered Chinese coromandel 
screens that Gabrielle Chanel loved. 
The curves of the delicately snow-set, 
understated case and its grand feu 
enamel dial are designed to focus at-
tention on the unique grand feu enamel 
miniature painting that ornaments each 
model. 
“I thought I would faint away in happi-
ness when, for the first time, on enter-
ing a Chinese merchant’s shop, I saw a 
Coromandel...” confided Gabrielle Chanel. 
This is the emotion that every model in 
the Mademoiselle Privé Coromandel 
collection seeks to recreate.

2013
Mademoiselle Privé 
Embroidered Camellia
Watches 
and embroidery

Embroidery is another artistic craft, one 
that is rarely if ever seen in watches, 
which was celebrated by Chanel in 
2013 with the Mademoiselle Privé 
Embroidered Camellia. What could be 
more natural for an Haute Couture 
fashion house than to entrust the fa-
mous Lesage workshops, which now 
belong to Chanel, with the task of bring-
ing the embroidery needle together 
with the watchmaker’s loupe. For the 
first time, the expertise of Lesage’s em-
broiderers was employed in the crea-
tion of a watch dial. Realised with col-
oured silken thread using the “needle 
painting” technique, with the addition 
of pearls and diamonds sewn in with 
gold thread from 2014, each dial is an 
unique work of art. This Mademoiselle 
Privé Embroidered Camellia, a tribute 
to the meticulous workmanship of the 
embroiderer, won Chanel its second 
Grand Prix d’Horlogerie de Genève. 

2011
J12 Chromatic 
Inventing a new colour

After the most intensely black ceramic 
possible, then the purest and most lu-
minous white, Chanel introduced an 
entirely new colour: chromatic ceram-
ic. This new kind of high-tech ceramic 
– a titanium ceramic – is the end result 
of a lengthy technological development 
process. It produces a colour close to 
that of titanium or white gold, but it has 
a unique brilliance all its own.
It is more lightweight than the other 
black or white ceramics (the titanium 
of which it is made is one of the light-
est metals in existence, with approxi-
mately 60% of the density of steel) but 
25% harder and equally biocompatible. 
Chromatic ceramic distils all the techno-
logical expertise acquired by Chanel in 
this highly specialised cutting-edge field.

2016
J12 XS 
Extra small, 
extra strong 
and extra feminine

Usually, the strap or bracelet of a watch 
is seen as just an accessory, an append-
age of the watch. With the new J12 XS, 
Chanel turns this preconception on its 
head. What you notice first is the strap, 
or more accurately the cuff or glove, on 
which the watch is mounted.
The watch itself, as the “XS” in the name 
suggests, is extremely small, measuring 
just 19 mm in diameter. But mounted on 
its leather cuff, whether one-piece or 
fashioned from multiple buckled straps, 
it turns into a statement of strength, 
while remaining extremely feminine. As 
Chanel puts it: “I don’t tell the time, I be-
stow it upon those who look at me.” The 
strap defines the watch.

00

MAGNIFYING 
THE ARTISTIC CRAFTS
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2010
J12 Rétrograde 
Mystérieuse
Unprecedented 
complication

But two years later, with the absolutely 
exceptional J12 Rétrograde Mystérieuse, 
Chanel ventured even further into the 
grand complications of fine watchmaking. 
Created and manufactured in collabora-
tion with the avant-garde watch designer 
and builder Renaud & Papi, this highly 
unusual J12 is both technically innovative 
and stylistically unprecedented. Because 
it has no lateral crown it is perfectly round, 
which gives it a radically different allure. 
Equipped with a tourbillon, it incorpo-
rates a truly unique mechanism: the 
vertical ceramic crown pierces the sap-
phire crystal, rising out of its housing 
when pressed. But doesn’t the crown 
prevent the minute hand from moving 
around the dial? The solution to this 
obstacle gave rise to a completely new 
way of reading the time. At ten minutes 
past the hour, when the minutes hand 
encounters the “obstacle” created by the 
vertical crown, it reverses direction and 
begins moving anti-clockwise. For ten 
minutes, it travels backwards around the 
dial, before arriving in its “usual” position at twenty minutes past the hour, on the other 
side of the vertical crown, from where it proceeds as normal. During this ten-minute 
retrograde episode, the exact minute can still be read off a digital display under a mag-
nifying aperture, which shows the numbers 11 to 19. A novel solution to a novel problem.

THE WORLD OF COMPLICATIONS  

2015
Boy.Friend
Overturning 
the codes 
of masculinity

In her time, Gabrielle Chanel shocked 
her contemporaries by taking elements 
of men’s clothing and using them for 
the benefit – and liberation – of women.
With the launch of a new and unusual 
line named the Boy.Friend, Chanel is 
following in the footsteps of its founder. 
The Boy.Friend watch fully embodies 
the Maison’s watchmaking vocabulary 
– elegance, purity, absence of indices, 
strong lines, refined aesthetic – and 
borrows the octagonal case of the 
iconic Première (which is itself based 
on the shape of the Place Vendôme and 
the stopper of the Chanel No. 5 perfume 
bottle). But with its bold architecture 
and its polished and brushed angles, it 
has a masculine allure that’s 100% for 
women. Upsetting the classical codes 
of watchmaking has always been one 
of the principles of Chanel Time. 

2005 
J12 Tourbillon
Haute horlogerie debut

On top of its many aesthetic metamor-
phoses, the J12 Tourbillon would also be 
the vehicle for Chanel’s entry into haute 
horlogerie. For this inaugural incursion 
into the exclusive preserve, Chanel pre-
sented the first ceramic grand compli-
cation in watch history in 2012. For the 
very first time, the movement baseplate, 
the foundation on which all the delicate 
mechanical architecture rests, with tol-
erances of the order of one-hundredth 
of a millimetre, was produced in ce-
ramic. This was a significant technical 
feat in itself. But, visible through the 
sapphire caseback, the pure, pared-
down ceramic baseplate was also an 
aesthetic first, conferring on the J12 
Tourbillon its own special charm. 
The upper bridge of the tourbillon carriage 
was made of optical glass, giving the tour-
billon movement a breathtaking depth, 
and the tourbillon bridge was carved out 
of white gold, reflecting the pure lines of 
the watch hands. This unexpected asso-
ciation of ceramic, optical glass and white 
gold in such a profoundly horological, but 
nevertheless sporty J12, marked the ad-
vent of an ultra-contemporary aesthetic. 
A highly limited edition comprising 12 
pieces in white ceramic and 12 in black 
ceramic was produced.

2012
Première Flying 
Tourbillon
Feminine 
complications

With the mysterious and poetic Première 
Flying Tourbillon, Chanel would for the 
first time give women the opportunity 
to enter the extraordinary world of me-
chanical high complications. The tourbil-
lon cage, in the guise of Mademoiselle 
Chanel’s favourite flower, the camellia, 
revolves magically above a minimalist 
ceramic dial. The overlapping petals are 
made of metal, their interior filled with 
a delicate semi-transparent mesh that 
gives the flower its delicate texture. The 
centre of the tiered flower is a cabochon 
set with brilliant-cut diamonds. As the 
camellia completes one rotation each 
minute, the petals also serve as a sec-
onds indicator. The slender baton hands 
for the hours and minutes sparkle from 
the upper half of the dial. In order to pass 
over the camellia, they stand slightly 
proud of the dial. With this exquisite 
piece, which Chanel alone could have 
produced, the Maison won its first Grand 
Prix d’Horlogerie de Genève in 2012.

30…



2016–2017  
Monsieur  
Both technical 
and aesthetic

To celebrate the 30th anniversary of 
its watchmaking endeavours, Chanel 
wanted to mark its presence in men’s 
haute horlogerie more strongly. The 
new Monsieur watch is a manifesto, 
living proof of the principle that aes-
thetic and technical are both sides of 
the same coin. 
On the outside, the Monsieur has that 
unmistakeable Chanel look: incompa-
rable elegance with a strong personality. 
But inside its round, pure and stripped-
down 40 mm case, the Monsieur looks 
like nothing else you’ve ever seen. 
Under its gently domed sapphire crystal, 
an instantaneous jumping digital hour 
appears in an octagonal window, yet 
another reminder of the architecture 
of the Place Vendôme. A very generous 
retrograde minute display provides op-
timum legibility, while an overlapping 
small seconds register gives a visual 
echo of Chanel’s double CC emblem.
Through the back of the watch can 
be seen the exceptional Calibre 1 that 
drives it. It is exceptional because of its 
unusual shape – an elegant interplay of 
circles – but also because it is the first 
mechanical movement to have been 
entirely designed by Chanel’s watch 

creation studio, and developed, built and 
assembled in Chanel’s watchmaking 
workshops at its manufacturing base 
in La Chaux-de-Fonds.
With its austerely magnificent interplay 
of wheels and cutout circular bridges, 
this spectacle could easily have been 
chosen for the dial side. The skel-
etonised black and anthracite grey 
movement combines great technical 
achievement with a uniquely elegant 
architecture. 
With its instantaneous jumping hour 
and retrograde minute – two watch-
making achievements – and its two 
series mounted barrels, it provides a 
power reserve of three days.  
In 2017 the Monsieur watch will make 
its debut in platinum, with a black 
enamel dial, in an exceptionally allur-
ing limited series of 100 pieces.

We look forward to what the next thirty 
years will bring.

Over the course of its 30-year watchmaking adventure, Chanel 
has delved into all of the domains that make up what we know 
as fine watchmaking. It has added its own special allure, result-
ing in watches designed above all as highly aesthetic objects of 
pleasure, while nevertheless refusing to compromise on the 
technical expertise and craftsmanship necessary to create pre-
cious objects that will stand the test of time. Chanel Time flows 
naturally according to a creative guiding principle and exper-
tise that can be found in each of the company’s watches, how-
ever different they might be. This faultless coherence naturally 
springs from the extraordinary legacy of Gabrielle Chanel. 
Chanel’s two most recent creations provide ample demonstra-
tion of the continuing vigour of its watchmaking adventure.      

…YEARS OF BEAUTIFUL WATCHES



BY JOE THOMPSON / USA 

If past is prologue, 
Donald Trump will be good for 
Swiss watch sales in the United 
States. And then he won’t.
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T here will be plenty of historical firsts when 
Donald J. Trump takes the oath of office and be-
comes the 45th president of the United States 
on January 20. The scariest is that he is the first 
person in U.S. history to become president with-

out having served either in the military or in 
any government post. Wish us luck with that.
Then there’s this amazing double first: Trump 
is the first President to launch his own watch 
line. And Melania Trump is the first First Lady 
to do the same thing. His came in 2005 in a 
venture with Macy’s, the giant department 
store chain. Hers came in 2010 in a tie-up with 
QVC, the giant TV home-shopping network.
Swiss watch industry executives anxious to assess the impact 
of the Trump presidency on the Swiss watch business in the 
U.S. might see the First Couple’s watch launches as a good 
omen. It isn’t. 
The Donald J. Trump Signature Watch Collection, launched 
in 2005, consisted of Far-East-produced quartz watches 
priced from $85 to $250 with styles imitating best-selling 
Swiss models, like the “Monaco-styled” chronograph. The 
future president was not a particular fan of them. At an ap-
pearance at a Macy’s at a mall in Orange County, California 
in 2005 to promote his various products, he boasted to the 
crowd that the Piaget watch he was wearing cost $100,000 
more than the watches that bore his name. Then, according 
to the Orange County Register, he declared, “Enough of this 
bullshit, let’s get on with the autographs!” Clearly a presi-
dent in the making. His watch venture lasted one year.
Melania Trump’s “Melania Timepieces and Jewelry Collection” 
befitted the wife of a man who fancies himself “a blue-collar 
billionaire.” According to the New York Times, one of the 
watches was “a chunky silver watch styled like a bracelet 
(‘with holes so you can see the skin,’ Melania noted) for $64.” 
No, the best clue to how Swiss watches might fare in the U.S. 
during the Trump administration, I believe, lies in Swiss 
watch export data. I have covered the U.S. watch market 
for 39 years spanning 10 presidential elections. A review of 
Federation of the Swiss Watch Industry export data to the 
U.S. over that period shows conclusively that in American 
presidential elections, the candidate’s political party is 
destiny, particularly in terms of economic policies. When 
a Republican president takes over from a Democrat, as just 
happened, Swiss exports to the U.S. get a big boost followed 
by a big bust.   

Let’s look at the record:

REAGAN/BUSH 1  Republicans Ronald Reagan and 
George H.W. Bush controlled the White House for three 
consecutive terms. Reagan’s economic policies, known as 
Reaganomics, emphasised tax cuts, decreased social spend-
ing, increased military spending and deregulation of do-
mestic markets. Reaganomics stimulated the economy but 
created enormous deficits. From 1980 to 1990, Swiss watch 
exports to the U.S. increased by 113% to CHF 903.9 million 
and the U.S. surpassed Hong Kong as the world’s top market 
for Swiss watches. But in 1991, the boom went bust. Between 
1990 and 1992, exports fell 10.8% and the U.S. dropped to a 
humiliating #3 in the Swiss watch ranking after Italy. In the 

election of 1992, Bill Clinton’s campaign man-
ager James Carville gained immortality by 
making the slogan “It’s the economy, stupid!” 
the theme of the campaign. Clinton won.

CLINTON  When the Democrat replaced 
the Republican in the White House, there was 
no boom/bust cycle. Swiss watch exports to 
the U.S. increased every year of Clinton’s two 

terms, 1993–2000, an increase of 129% to CHF 1.84 billion. The 
U.S. became Switzerland’s top watch market again in 1998. 

BUSH 2  In 2001, Republican George W. Bush succeeded 
Clinton and the boom-bust cycle resumed. 
Between 2002 and 2007, Swiss watch exports to the U.S. 
soared 54% to a record CHF 2.44 billion. The bust came in 
2007 with the sub-prime loan crisis, which triggered the 
Great Recession in 2008. Between 2007 and 2009, Swiss watch 
exports to the U.S. fell by an astounding CHF 970 million to 
CHF 1.47 billion, sending sales back to the level of 1998! Once 
again the U.S. fell behind Hong Kong in the export rankings. 

OBAMA  During the two terms of Democrat Barak Obama, 
the U.S. economy slowly recovered. Between 2009 and 2015, 
Swiss watch exports increased 60.3% to CHF 2.36 billion, grow-
ing each year except for a slight dip (-0.8%) in 2015. However, 
they never quite regained the record level of 2007.      

TRUMP Odds are good that Trump will bring a new 
Republican boom-bust cycle. Trumponomics will stimulate 
the economy with tax cuts directed at the wealthy and cor-
porations, increased government spending on infrastruc-
ture and a new round of deregulation, all of which should 
be favourable for luxury watch sales. Then, as history and FH 
data suggest, look for a bust, as deficits soar.
 

11

“Enough of this 
bullshit , let ’s 
get on with the 
autographs!”
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JEAN MARCEL 

VERTICAL 
LIMIT  

T his German family-owned brand can rely on 
its vertical counters and its ultra-thin collec-
tion to attract new customers. Indeed, it plans 
to enhance its international reputation. Meet 
the founder Jürgen Kuhn.

Contrary to what its name might sug-
gest, the Jean Marcel brand is actually 
German, more precisely from Baden-
Baden in the south. Launched in 1981 by 
Jürgen Kuhn (and named after an em-
ployee originally from French-speaking 
Switzerland!), it is now run by the found-
er and his son, Marcel. “We come from 
a family of Pforzheim watchmakers and 
my son, who is in charge of business de-
velopment, is the fourth Kuhn genera-
tion in the watch industry,” proudly 
explains Jürgen Kuhn.
Jean Marcel can rely on the strength of 
the German market, as domestic sales now represent 80% of 
its turnover. The brand is, however, Swiss-made: “We assem-
ble our watches in Switzerland with partners, for a total pro-
duction of about 3,000 watches a year (80% automatic and 
20% quartz). Without exception we are using ETA automatic 
movements for our mechanical collection.”
Jean Marcel’s watches incorporate a feature that make them 
recognizable at first glance: the vertical configuration of the 
counters and the date on the dial — a registered innovation 
named “Vertical Limit.” Another special, unprecedented fea-
ture: by blowing on the sapphire crystal, the condensation 
of your breath enables you to see the brand logo on the crys-
tal. This is Jean Marcel’s secret signature, a magic created by 
temperature differences!

Ultra-slim model

“My goal is to design beautiful watches 
with real added value. The spirit of our 
creation is a combination of technical 
competence — which is not enough in it-
self — with an aesthetic design that arous-
es desire. Our ambition is not to make 
more watches but to develop even more 
exciting and innovative quality watches.” 
All Jean Marcel watches are marketed in 
limited editions of 300 pieces.
Jean Marcel recently launched a new 
modern, sporty collection called Mythos, 

with carbon inserts on the case sides and some highly distinc-
tive top-quality Valjoux chronographs. Nano, an ultra-thin 
model under the symbolic 4 mm (3.9 mm) limit, is lightweight 
with a sapphire crystal. “We get our ultra-thin movements 
from Isa. Moreover, I was inspired by the feeling you experience 

when you open the packaging of a new 
smart phone, to design a special, deli-
cate, intriguing case for this watch.” This 
fall, Jean Marcel will finally be launch-
ing his first women’s collection under 
the name Émotion. There are round and 
square models featuring moon phases 
and mother-of-pearl components, but 
also sporty and classic models, as in all 
the company’s collections, which offer 
many variations.

Reboosting exports

While the brand has recently focused on the German mar-
ket, it now seeks to expand internationally. “Ten years ago, 
we registered good results in the United States and the 
Middle East, but our partners have changed their manage-
ment and we unfortunately lost our privileged relations on 
these markets. It is difficult to find good distributors but 
these are definitely two priority markets to develop.”
As with other watch brands, the economic situation has not 
been easy lately. “But 2015 was a good year for us, thanks to the 
strength of the German market! On the other hand, many 
companies have excessive stocks and do not know what to 
do with them. This is fortunately not our case because the 
sell-out is good. We are constantly investing in new collec-
tions and are continuously growing step by step.”  (SM)

Arcade Europa Star

MYSTERY EFFECT
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J ust when we thought 
rose gold could not sat-
urate the luxury market 
any further, rose gold 
dials are making some-

thing of a statement in gentlemen’s fine watches.
As a trend, the rise of rose gold is neither new nor 

terribly exciting. It could be dismissed as a spillover 
effect from the high-end jewellery market, where it 

was driven by consumer demand. What’s fascinating 
in this ‘Rose Golden Age’ is how the very feminine pink 

blush metal has infiltrated its way into bulky complica-
tion watches, often in unfortunate and somewhat unpleas-

ing styles. That said, not all is doom and gloom. The Rose 
Golden Age has also given birth to some refreshingly stylish 
minimalist heritage timepieces.
One such powerful piece that brings to the limelight how the 
metal adds strength to the style is the Venturer Tourbillon 
Dual Time by H. Moser & Cie, with the HMC 802 automatic 
movement, seen at Salon QP. We are told it is unique both 
for the dual time function, which can be hidden when not 
in use, and the Moser minute tourbillon module below 
an open-worked bridge. But what makes it stylish is the 

delicate finishing of the dial. Encased in red gold with 
a matching dial in fumé red gold with a sunburst pat-

tern, this Venturer tourbillon dual time has a brown 
alligator strap and a red gold folding clasp. Yes sir, 

the brand has risen from the rose and ventured 
deeper into red. Quite successfully, as this model 

stands triumphant in comparison to other 
similar models in white gold. If you agree, 

don’t stop with the Venturer. Jacob & Co 
has the perfect rose gold cufflinks 

set with wavy rose background 
to match the openworked 

bridge of the watch.

One inevitably asks whether the rise of women as 
watch consumers has contributed to this Rose Golden 
Age? Or the growth of the Asian market? Potentially 
both. Maybe neither. 
Women are being seduced by targeted rose gold rarities 
of their own. One of the most successful in terms of style 
is the Moon Abstraction by Montres De Witt. With its pure 
lines and slender Napoleonic columns, the watch’s rose gold 
case highlights the delicate refinement of the dial. No paint 
is used, the dials are crafted from powdered pigments and 60 
diamonds adorn the bezel, adding brilliance to this celestial 
design, crafted from powdered precious stones. If this watch 
soothes your eye, Bulgari has just the rings to match in their 
MVSA collection – a simpler pink gold with blue topaz or a 
larger style with tanzanite and mother-of-pearl.
Now, at the risk of raising a few eyebrows, the satura-
tion of the luxury watch market with complications 
and bulky sizes may have induced this Rose Golden 
Age in men’s watches and is possibly taking us back 
into the lane of heritage minimalism. Have we en-
tered an era when brands are infusing femininity 
into bulky masculine fine timepieces? Could 
feminine minimalism be the next luxury 
trend for boys’ toys?

 THE 
ROSE 
GOLDEN AGE

Trends & Colours

BY JETA B

Rose gold 
cufflinks set 
by Jacob & Co
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VENTURER 
TOURBILLON 
DUAL TIME 
by H. Moser & Cie
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THE ROSE GOLD FORMULA






