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New direction
After a turbulent chapter in Ti� any & Co’s history, the business is once again 
making moves to conquer the watch market, Ti� any & Co Swiss Watches vice 
president and general manager Nicola Andreatta tells Rachael Taylor

I
n the plush surrounds of Lime 
Wood Hotel, set in the magical 
pony-populated New Forest, sits 
Nicola Andreatta, dressed in a 

crisp, white open-necked shirt and jeans. 
� e charismatic laughter and congenial 
hand-waving that only Italians can truly 
master is on pause, as he considers a 
question – a question he does not like.

“It was a dark part of our history,” 
says Andreatta, referring to the blip on 
Ti� any & Co’s timeline when Swatch 
Group struck a licensing deal for its 
watches. A 20-year arrangement was 
agreed between the two companies in 
2008 to give Ti� any & Co a greater reach 
in the watch market, but it ended in bitter 
divorce just three years later. � e Swiss 
watch giant accused the American brand 
of “systematic e� orts to block and delay 
development of the business”; Ti� any 
retorted that Swatch had failed to honour 
the terms of the agreement. Both sued.

A legal battle began in 2011 and 
continues to this day. While initial 
arbitration in 2013 suggested that Ti� any 
& Co should be the one to pay out, to 
the tune of CHF402m (£315.4m), a 
Dutch court later overturned the ruling. 
Swatch Group appealed the decision 
and, in April of this year, the Court of 
Appeal of Amsterdam reinstated the 
original damages calculated by the 
arbiters. Ti� any then issued a statement 
that read: “We have the right to appeal 
the Appellate Court’s decision to the 
Supreme Court of the Netherlands 
and are evaluating that option.”

So while Andreatta refers 
to it as a historical problem, it 
continues to cast a shadow. 

He was brought in to Ti� any four 
years ago, charged with rebuilding the 
brand’s post-Swatch watch o� er, as 
vice president and general manager of 
Ti� any & Co Swiss Watches. Andreatta 
has a deep understanding of the watch 
market, hailing from a Swiss-Italian family 
of horologists whose business ventures 
date back to the late 19th century; in 
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the nine years prior to joining Ti� any, 
he ran his own brand, NOA Watches.

“I don’t like to talk too much about 
that moment [the Swatch partnership], 
but I think it’s key to say that, personally, 
I’m against licenses because by de� nition 
licenses have a limited time,” he says. 
“And for a brand like Ti� any, with such 
a history and so many things to say, it 
doesn’t make any sense. It was clear they 
wouldn’t express and understand the 

brand as deeply as we can do. It was 
a mistake from the very beginning.”

Since that – potentially costly – 
strategic shift, everything has changed, 
he says. Andreatta has set up a new 
headquarters in Ticino, in the “sunnier, 
nicer” south of Switzerland, which 
is dedicated to Ti� any watches, 
independent from the brand’s jewellery 
epicentre in New York. It is not exactly 
La Chaux-de-Fonds, the centre of the 
watchmaking industry, but Andreatta 
doesn’t feel the need to compete for 
expensive space in the Jura mountains. 
He’ll also admit that the decision was 
somewhat down to his own personal 
preference; the site is just a 20-minute 
drive across the Italian border from 
his home in Como. “I spent all my 
life going to La Chaux-de-Fonds and 
� nding two metres of snow, so that you 
can hardly move,” he laughs. “I didn’t 
want to experience that any more.” 
His team, he says, is in agreement.

Tiffany has invested in its own facilities, 
though Andreatta recognises the 
brand’s watchmaking limitations; while 
it is charging ahead – on his wrist he 
wears an as-yet-unnamed men’s watch 
(“I think it will be Ti� any Square”) 
powered by its � rst modern in-house 
movement – he is keen to tap into 
the wealth of Switzerland’s talent. 

“It was not realistic to think about 
internalising [all production] on day one 
unless we were going for an acquisition,” 
he says. “� e watch industry was 
made by little workshops. � e idea of 
internalising everything was more for the 
big brands, as they had the capacity that 
the little workshops couldn’t support. 
I love the idea that we choose only the 
best suppliers to work with because 
we don’t have our own operations. I 
can a� ord to work with the best dial 
manufacturer for mother-of-pearl, the 
best dial manufacturer for guilloché; 
I’m in a position to select the best for 
every single component I buy and to 
go to a di� erent supplier every time.”

(Above) Nicola 
Andreatta, who joined 
the company four 
years ago; (other 
pictures) models 
from the brand’s 
new watch range
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Ti� any has a long watchmaking history 
stretching back to 1847, a decade after 
the brand � rst opened its doors on New 
York’s Broadway. In the 1870s, it invested 
in a four-storey watch manufacturer 
in Geneva that would produce 
patented settings and escapements. 
One particularly revolutionary watch 
innovation to emerge from this centre 
of industry was luminescent paint, used 
to enliven numerals in low lights (the 
brainchild of Ti� any chief gemologist 
George Kunz in 1903). Ti� any also 
collaborated with fellow watchmakers in 
its early years, including Patek Philippe.

While this prestigious horological 
history is important for Andreatta, it won’t 
necessarily shape Ti� any’s watchmaking 
future. Instead, he sees Ti� any as a master 
of style, not complicated movements 
or sporty functions. He gestures at the 
classically styled square-faced watch 
on his wrist as an example of what 
the brand will stand for in future – 
“elegant, slim, not too complicated”.

The reason Andreatta is here, relaxing 
into a plump sofa in this hip English 
rural retreat, is another watch that taps 
into Ti� any’s style DNA: the Metro. He 
is giving British journalists a preview 

of this new women’s line, which will 
launch in September. With a twisted 
case, curved lugs and a sensuous 
bracelet, it is a good-looking watch, but 
what makes it special is the crown.

Rather than set the crown with a 
diamond, Andreatta has worked with 
Swiss ateliers to make the diamond a fully 
functioning crown – a feat that called for 
a brand-new type of setting. Each fully 
traceable diamond has been lasered 
with a unique serial number spread out 
across 70 facets (one number on each).

� e 28mm Metro has a 0.18ct crown, 
while the 34mm version is 0.21ct. � ere 
are diamonds at each hour marker, 
too, yet the entry-level price for these 
watches will be less than $4,000 (£3,000). 
Andreatta, pointing out that Ti� any sells 
engagement rings with rocks the size 
of the crown, says this is good value for 
money – something he believes is crucial 
in today’s watch market. “� e idea was 
to reference our authority in diamonds 
and to make sure that we could put value 
into diamonds,” he says. “� ere’s been 
this run for 20 or so years where the price 
[of watches] has increased dramatically 
– premiums were just exploding for all 
the luxury brands. Now it’s going back. 
� e huge premiums were di�  cult to 
justify at the end, and that has been a 
mistake. If you give your clients the right 
thing, nobody is going to care about 

(Top left and right) 
Tiffany boasts a 
rich watchmaking 
heritage; (above) the 
new Metro watches; 
(right) diamonds are 
integral to new designs

“� e idea was 
to reference 
our authority 
in diamonds”
Nicola Andreatta
Tiffany & Co

the price. It’s just the way you approach 
them; you don’t have to fool them.”

Andreatta says Ti� any’s next big 
watch launch, which he has just shown 
to sta�  in Milan for the � rst time, will 
focus even more on value for money: “It 
will be more a� ordable and a little more 
stylish and fashionable as a concept.”

It almost sounds like the making of a 
commercial entry-level line just begging 
for wholesale distribution. So would he 
consider entering the fray once more? He 
pauses, looking up thoughtfully before 
setting his jaw. “We were never into 
wholesale and we’re not going to be into 
that for jewellery, but for watches, that’s 
a di� erent story,” he replies. “I do not 
exclude that in the next three-to-� ve years 
we’ll start opening a bit to the wholesale 
market, just because if you really want to 
be successful, you have to.” And Andreatta 
most de� nitely wants to be successful.  �
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