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The mood improves

Basel stabilises the gemstone market

There is no real sense of crisis
among the gemstone dealers in
Basel. The high reputation of the
visitors means that the demand for
diamonds and coloured gemstones
remains high. “Basel is a great place
to find big diamonds,” says ana-
lyst Martin Rapaport. “This is why
people come here,” he adds. Raj
Mehta of Rosy Blue confirms this.
Coloured and white diamonds of
more than 20 carats have sold well
at his stand. A similar situation
is evident in the case of coloured
gemstones. “There is great interest
in the very high-quality stones,”
says gemstone dealer Constantin
Wild, adding: “The quality of the
stones must be just right and the
offer must be very individual.”
Gemstone buyers see spinel, tour-
maline, diamonds and tanzanite
as real investments. In the case
of diamonds, this trend has been
in evidence since November for
one good reason: “People are get-
ting a Rolls Royce for the price of
a Cadillac," says Rapaport. This
became clear at the first De Beers
Sight of the year as well as being
reflected at BASELIWORLD. Dia-
mond packages and coloured gem-

The interest in diamonds and coloured gemstones has been stabilising lately

stone sets in particular are now
traded with great prudence. “The
dealers were very nervous before
but now have price security,” says
Rapaport. Small and flat diamonds
in particular have benefited from
the situation. BASELWORLD has
certainly helped calm prices. Jew-
ellery designers are increasingly
focusing on cut stones of 0.07

carats and below. Necklaces such
as that by Gerhard Schreiner are
also setting a trend at the show.
At the same time, demand for one
carat stones remains high. This
partly boils down to the success
of solitaire pieces at the show.
“The rhombus-mount one-carat
solitaire is a trade show innovation
and has been well received,” says

Bella Luce Sales Manager Michael
Thiel. In general, one carat stones
are deemed to be interesting invest-
ments for private buyers. This has
helped stabilise the middle price
category in particular as well as the
coloured gemstone sector. This
trend for stabilisation is likely to
be reflected in business after the
trade show. (pgl/pw) B

Breguet au Louvre

The famous watch brand supports the remodelling of parts of the Parisian museum

Breguet brand watches are small
artistic masterpieces. They have
consequently often played a key
historic role in the past. Both the
French Queen Marie Antoinette
and Empress Joséfine, wife of
Napoleon, owned such a mag-
nificent specimen, Thanks to the
support of Breguet and an unu-
sual international collaboration,
the world will be able to admire
an exquisite collection of 50 pres-
tige objects in the Parisian Louvre
starting June 23rd 2009. Both the
Queen of England and the Krem-
lin Museum in Moscow have
supplied exhibits. Henri Loyrette,
President and Director of the
Etablissement public du Musée

du Louvre, expressed his joy at a
BASELWORLD press conference:
“I would like to thank Mr Hayek
for his spontaneous decision dur-
ing the planning of the exhibition

to support a further project at the
Louvre.,” Breguet's patronage is
to support the remodelling of the
conseil d'état rooms and Salon
Beauvais, known as the Louis XIV
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Wing at the Louvre Museum,
with several million euros. It
is not the money that is impor-
tant here, it is the great commit-
ment to art,” explains Nicolas
G. Hayek. His son, Nick Hayek,
emphasises: “We do this for the
future generations - as proof of
where we came from.” *All those
of us sitting here have different
roots. But ultimately, we are all
citizens of the world. I am there-
fore delighted that Mr Hayek is
showing faith and hope in his
patronage. | share this faith and
hope,” announced Joélle Bour-
gois the French Ambassador in
Switzerland, praising the involve-
ment of Breguet. (joc) W

effects of the financial crisis,
even though they almost cer-
tainly will be felt. Instead, I
would like to consider the
significance of the situation
over the long term, because
we clearly are not simply
looking at a cyclical down-
turn, but rather at something
more profound.

The world that emerges from
the current crisis will be
changed one. The rampant
consumerism that character-
ised the past several years
will be less pronounced, and
individuals will be consider-
ably more selective about
what they spend.

At face value this does not
sound like good news for a
luxury product industry, but
the news may not be bad.
With that said, we will have
to give very careful thought
as to how we market our
products.

Consumers are unlikely to
abandon luxury and beauty
in a post-crisis world, but
in contrast to recent years
they will be more inclined to
look for items that have real
value and are not transient.
Fine jewellery will remain a
viable product category, pre-
cisely because of its unique
ability to express meaning
and cmotion in a way that
transcends time.

But more so than ever
before, we will have to do
our utmost to defend con-
sumer confidence. This will
mean that we must practice
and be seen to be practicing
the very strictest principles
of Corporate Social Respon-
sibility.

Gactano Cavalieri,
Presidenc of CIBJO, the World Jewellery
Confederation
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Binda, just grows and grows
The Italian group celebrates 70th birthday of the Breil brand

The Binda family began its ven-
ture in the world of watches back
in 1906, when Innocente Binda
opened his shop on Lake Mag-
giore. Since then, the road has

been marked with a steady chain
of success that places Binda
Spa today at number eight in
the world’s timepiece-jew-
ellery sector. One winning

decision, in the 1930s,

was to distribute Wyler

Vetta watches in [Italy,

allowing Binda to build

up resources and - exper-
tise. In 1939, the first Breil
label watch was launched and
became a trendsetter. In 1994,
Breil launched Manta, the first
oversize unisex timepiece that Ital-
ian women voted an outright cult
object. The rest is contemporary
history: captivating ad campaigns
featuring the faces of Monica Bel-
lucci, Carré Otis and Eva Green;
the debut of the steel jewellery
line in 2001, consolidated in 2004
with the record-breaking million-
plus sales of the Snake necklace-
bracelet. In 2006, the creation of
Breil Milano launched the Binda
group’s flagship lifestyle line of
scents, eyewear and small leath-
er goods. In 2008, Breil Milano
geared up to the luxury sector
and wagered on gold jewellery
and Swiss-made watches. The
watch that Binda is presenting
at BASELWORLD 2009, is the
emblem of this journey to the
stars: Anniversary 1939, as it has
been christened, is a homage to
the first model, created by the
founder. The top of the line fea-

Breil Milano curn celebrates 70 years of existence

tures a Concepto movement and
every detail is perfection: yellow
gold case, crocodile strap, trans-
parent case tloor, gold clasp, per-
sonalized winder. We asked Mar-
«cello Binda, the group’s CEO,
how the market reacted to Breil
Milano’s new market position-
ing. “The collections were well-
received despite the cur-
rent situation not being
favourable for great feats,”
he said. “We're focusing
on exploiting past work on
this line and making the most

Bactito white goid and
champagne diamond pendant

of Breil Milano’s technical and
aesthetic strong suites, That’s why
the collection we are showing at
Basel is inspired by the brand's
debut model, recovering its vin-
tage charm but enhanced with
70 years of experience and devel-
opment.” Let’s not forget that
Breil is just the tip of an iceberg,
because this group manages 16
sector brands, half of which are
owned and half are under licence.
Names like D&G Time and Jewels,
Wyler Gentve, Geneva Watch ...
Nor is it a coincidence that 2008
closed with a tumover of 320 mil-
lion euros, confirming a historic

growth trend. (rc) @ 1.1/D31

Edward Norton wears 3 Manta watch

Modern mechanics

At this year's BASELWORLD,
a new model - the Masterpiece
Chronographe Squelette - will
be featured in the flagship Mas-
terpiece range from Maurice Lac-
roix. The 45 mm steel case, which
is water-tight down to 100 m,
comprises an ML 106 in-house
movement with a special lever
system, train and balance wheel
spring. It was completely devel-
oped by the company and offers
a power reserve of 42 hours, The
hour and minute functions are
featured on the central display
with a small seconds display at
the 9 o’clock position, chrono-
graph counter on the central
display and 60 minute counter
at the 3 o'clock position. The
watch features skeleton working
throughout and is hand-deco-
rated and fitted with black gold-
coated bridges. The beauty of
the watch-making craftsmanship
is perfectly highlighted thanks
to the sapphire glass floor and
view of the inner workings of

The Masterpiece Chronographe Squelatce
emphasises the beauty of the mechanics of the

movement

the watch through the sapphire
glass and watch face. To enhance
the legibility of the chronograph
function, the front sapphire glass
is coated with a slate grey metal
layer. The modern appearance
is enhanced with the combina-
tion of polished surfaces with
sunshine, circular and vertical
brushed patterns on the stately
case. (sz) 1.0, D25

Masculine elegance and functionality

With the new Timex T Series
Tonneau, the brand is tapping
into the success it had two years
ago when the series was first
presented at BASELWORLD.

Inspired by the historical time-
pieces of the fifties, two quartz
chronographs in a charming ton-
neau case of stainless steel are
being presented. A pinstripe pat-
tern covers the three-dimensional
watch. Despite the slender case
design, there is plenty of room
for the totalisers at the 2 and
10 o’clock positions. The red
T-tipped second hand, a com-
pulsory feature of the T Series,
stands out clearly against the

\ \ light background. The Indi-

glo face illumination makes
it easier to read the time,
date and time measure-
ments in the dark. High
quality crocodile-print
leather straps complete the

look with the chronographs
available in two different face

designs. (sz) B 1.1, D47

The new T Series Tonneau offers the
functionality of a chronograph
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