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In the mood for internationality

High international presence in all fields: exhibitors and buyers

Manufacturers, retailers and
customers from all around the
world make BASELWORLD a
true barometer for the watch and
jewellery industry. This barom-
eter is pointing clearly upward.
Of the total of 1,915 exhibitors,
456 alone are from Switzerland,
280 from Hong Kong, 160 from
Germany and 80 from France.
“BASELWORLD welcomes both
multinational companies and
small, independent companies,”
explains Sylvie Ritter, Manag-
ing Director of BASELWORLD.
For major companies, such as
TAG Heuer, the echo from the
international community is deci-
sive: “We receive direct feedback
about the new products from our
customers. The presence of jour-
nalists from all around the world
is a major benefit to us,” says
Stéphane Linder, Vice President
Marketing and Product Design.
The show also offers a platform for
creative but smaller companies,
such as watchmaker Haldimann,
in the Palace: “BASELWORLD
is the only show for us where

we can establish and maintain
our international contacts,”
emphasises Beat Haldimann.
The mood is better than in 2009,
he says. “We can sense an upturn
at BASELWORLD,” agrees Bri-
gitte Kapelle, Marketing Direc-
tor at Schoeffel. More customers
are in attendance from Eastern
Europe in particular. Internation-
al presence is outstanding in the
Hall of Universe. Manufacturers

from nine countries present a
wide range of watches, jewel-
lery collections and gemstones.
“Exhibitors at the Hong Kong
pavilion are able to meet interna-
tional buyers. Besides the Euro-
pean countries, this year they are
coming from Russia, the Middle
East, India and South America in
particular,” says Winchell Che-
ung, Director Germany and Cen-
tral Europe of the Hong Kong

Trade Development Council.
BASELWORLD is not only a
highlight for watch and jewel-
lery manufacturers, but also for
suppliers of diamonds, coloured
gemstones and pearls: “BASEL-
WORLD is the place that you
meet people from all over the
world. It is the only show where
you can build your brand,”
emphasises Shamir Shah from
diamond supplier Shrenu;j. (pgl)

BASELWORLD once more proof to be the buzzing meeting point of the global watch end jewellery industry

Out of respect for nature and animals

Monkeys, rams and wolves: |50 precious pieces of jewellery form the jubilee collection from Chopard

Caroline Gruosi-Scheufele, Co-
President and Artistic Director of
Chopard, talks about the inspira-
tion for the Animal World Col-
lection and the co-operation with
the WWE

BWDN: Where did the inspiration
for the animal theme come from?
Caroline Gruosi-Scheufele: In
February 2009 I had a sleep-
less night during the course of
my many travels, because of the
upcoming 150th anniversary in
2010. At that very moment my
eyes fell upon the two soft ani-
mals — a monkey and a rabbit -
that accompany me on all of my
travels, and I decided that toys
should play the leading role in
our jubilee year.

C. Gruosi-Scheufele wears a monkey pendant

BWDN: What animals can be
found in the collection?

Gruosi-Scheufele: It was impor-
tant to me that we include ani-
mals from all continents. There
are snakes to be found alongside
crocodiles, turtles, rabbits, a polar
bear and monkeys. Overall, the
collection is a bit like Noah’s Ark.

BWDN: Producing this jewellery
must have been a major chal-
lenge, even for your workshops?
Gruosi-Scheufele: Absolutely,
because we wanted to make the
animals look as natural as pos-
sible. Each piece is a small sculp-
ture which was first modelled,
then cast in gold, and then set
with over 250,000 stones. So far
we have invested over 20,000
man hours in the project.

BWDN: What will happen to the
collection now?

Gruosi-Scheufele: The collection
is to remain together until the end
of the year and will tour the world.
The first exhibition begins in April
in New York, followed by 30 other
cities. Customers wishing to pur-

chase a piece from the collection
will have to wait until the end of
the year to take delivery of it.

BWDN: What form does the co-
operation with the WWF take?

Gruosi-Scheufele: 2010 is the year
of the tiger. We have therefore
decided to support the tiger pro-
gramme of the WWF with part
of the proceeds from the sale of
the collection. This will continue
over a three-year period, because
the programme is very important
to me. The aim is to increase
the number of wild tigers in the
world - unfortunately there are
now only 3,200 - to 20,000 by
2022, the next year of the tiger.

Interview by Christel Trimborn B
See also page 16

B EDITORIAL

The Swiss watch industry has
been hard hit by the world cri-
sis, with exports in 2009 down
22% in value terms and 17% by
volume. However, exports have
recovered since November 2009
and confirmation of this posi-
tive trend is evident at the start

0f 2010.

While the situation remains dif-
ficult for many watchmaking
firms, brands and suppliers, we
remain confident in our indus-
try’s future and its consumer
appeal. Naturally, in order to
appeal to consumers, brands
must innovate and develop their
collections. BASELWORLD is
a convincing illustration of this.
They must also be sincere in
their communication and not

treat consumers with disdain.

Each brand must set out its own
stall and adapt its communica-
tion to the messages it secks to
convey by striving for authen-
ticity. It is necessary to tell the
truth about the performance,
quality and geographical origin
of the watch.

The debate concerning Swiss
made is in this regard very
important. There is room on the
market for all brands that are
fair and honest. Let us not forget
that consumers are increasingly
well informed and have become
more critical.

Jean-Daniel Pasche
President, Federation of the Swiss Watch

Industry




















