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EDITORS’ NOTE Rolando Braga is 
an Italian entrepreneur who has been 
active in the fi eld of horology for 35 
years and who has been recognized 
for important achievements in the de-
sign and engineering of wristwatches.

COMPANY BRIEF Each of Armand 
Nicolet’s (www.armandnicolet.com)
eight collections are composed of a 
series of unique complications that 
have been designed by engineers 
and created by master watchmakers 
inside their Tramelan, Switzerland-
based atelier. Gold and steel, MOP dials, and 
diamonds are coupled with an array of steel 
bracelets, calf, crocodile, or rubber straps, pro-
viding various options for the watch-wearer with 
different needs.

Would you give a brief overview of the 
history of the Armand Nicolet brand and 
where it stands today?

armand nicolet has a long history; it was in 
business for more than a century as a factory op-
erating in the fi nishing of complicated mechani-
cal movements for other famous swiss brands.

before i joined the company, around 20 
years ago, the marketing and promotion of our 
armand nicolet brand was not a priority for the 
company, but when i discovered the capability 
and the knowledge our company had, letting 
the world know and enjoying what we are able 
to do became my goal.

we are a very specialized and organized 
company. we use the best mix of the ultimate 
technology for the production of parts and the 
extraordinary human capability of transforming 
and fi nishing the movements that our master 
watchmakers have. the positioning and image 
of our brand is consistent today with this reality.

in comparison to the big groups of the luxury 
watch industry, we are a small company but we 
proudly bear strong points that make us unique.

we are the only brand in the world that of-
fers Limited edition watches that feature original 
vintage mechanical movements from 50 or 60 
years ago that have been tuned nowadays to 
reach the highest performing level of the best 
swiss mechanical watch production.

this is made possible by our knowledge 
and experience in working the mechanical 
movements and also by the fact that we have 
still available in our stock lots of these original 

movements that we now use only for 
our Limited edition series.

it would be impossible or crazy 
expensive to produce these same move-
ments today without having access to 
these original old movements, and the 
specifi c tools and machines that we still 
have in our factory. it is impossible to re-
produce the allure, uniqueness, and soul 
that these original old movements have.

In terms of the range of col-
lections that you offer, how do you 
defi ne the target market?

we have two kinds of collections:
the manufacture collection, which is made up 

only of unique pieces – the Limited edition series – 
as they feature the original vintage movements; 
then we have the contemporary collection, which 
uses eta movements, tuned and modifi ed by us.

both of them are designed in italy, where 
our marketing and design offi ce is located; the 
style that comes from our italian designers adds 
a little special beauty to our models while re-
specting our tradition. 

the Limited edition series is a product that 
targets mainly collectors and watch lovers in-
terested in a product that is also an investment. 
we have collectors who cannot fi nd the product 
close to the city where they live so they come to 
our factory to purchase it and take a tour to see 
how the watch is made for their pure pleasure.

the contemporary collection is conceived 
to offer a larger audience a product that has 
an unbeatable price/quality ratio; our range of 
price point goes from $2,500 to $7,700 for the 
stainless steel models. this is made possible by 
our strategy, as we are a company that doesn’t 
invest billions in advertising but invests mainly 
in the product itself. we offer a great product at 
a very reasonable price point.

Geographically, your focus is Europe, 
but where do you see the U.S., and can you 
talk about some of the emerging markets?

we are a small company but our market is 
the world, not just europe, and we don’t have 
any market that accounts for more than 10 per-
cent, maybe less, of our total turnover. we sell 
in europe, especially in germany and italy; in 
southeast asia, particularly in malaysia where we 
have a monobrand boutique in the starhill mall 
in singapore; in Japan; thailand; vietnam; china; 
russia; some countries in central asia; and in 
north and south america. we don’t have a single 
market with a strong distributor that is our main 

market. we are also still making deals to distrib-
ute in some emerging markets we are not in yet.

How much of an impact has technol-
ogy had on the way you’re producing and 
designing product, and has it taken away 
any of the handcraftsmanship?

what makes the difference between a nice 
swiss watch that will last for generations and 
other watches? it’s the fi nishing of the move-
ment, the choice of the best materials for each 
part, the best fi nishing and oiling of these parts, 
and the very skilled assembling and testing. 
it is not only the most advanced machines or 
technology but it is about being able to utilize 
the best technology, as well as to train skilled 
people, teaching them the handcraftsmanship 
capability of the best old watchmakers.

Were you attracted to and interested in 
watches early on? 

my fi rst watch was a gift from my grand-
father. i was eight years old, and i remember  
how emotional and special it was but, at that 
time, i couldn’t imagine that watches would be-
come so important in my life. i have also always 
been involved in mechanics, working as a kid 
on my bicycle and then my motorbike.

when i got the chance to enter the watch 
business, i was 20 and i started as a sale rep. at 
around 27, i developed my own assembling factory 
in italy where we assembled watches for other pri-
vate label brands. the factory was quite successful 
and business was growing well.

i met willy nicolet by chance in 1987 
and he introduced me to the hidden secrets 
of the swiss watch industry, and i fell in love 
with the idea of recovering these extraordi-
nary mechanical movements that were still 
in the armand nicolet factory, so i decided 
to close my company in italy and move to 
switzerland.

at fi rst, nicolet sa (the factory) focused on the 
private label production for other brands. when the 
production was well organized, we started to bring 
the armand nicolet brand back to life.

our skilful italian designers started col-
laborating with the very best mechanical abil-
ity and technology of our swiss people in the 
historical factory in tramelan, switzerland. this 
collaboration brought about the creation of the 
armand nicolet collection that hit the market 
during the basel Fair in 2000.•
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Armand Nicolet watches from the SO5 collection (left); the TL7 
collection (center); and the LS8 collection (right)

EDITORS’ NOTE Upon graduating 
from the University of Vermont with 
a degree in International Business, 
Spanish, and Art, Steve Dumain 
lived and traveled in Europe and 
South America where he explored 
his fascination with fi ne art and 
sculpture. He returned to New York 
and established himself in the fi lm 
industry as a gifted writer, pro-
ducer, and talent manager. He then 
met fellow designer Be Inthavong 
and they co-founded Be & D at 
the kitchen table of a Greenpoint, 
Brooklyn loft. In 2009, Dumain was named sole 
Creative Director of Be & D.

COMPANY BRIEF Started in 2004, Be & D 
(www.beandd.com) is a manufacturer of hand-
bags, shoes, belts and small leather accessories in-
cluding wallets, key chains, and pouchettes. The 
collection is constructed from the fi nest premium 
leathers, exotic skins, and custom hardware. Be 
& D’s handbags, belts, and small leather goods 
are made in their New York City Garment District 
Atelier. Be & D shoes, launched in 2007, were ini-
tially manufactured in Italy, and are now pro-
duced in Brazil. Be & D has also collaborated 
with ready-to-wear designers, including Ruffi an, 
Doo.Ri, Rachel Roy, and (for Spring/Summer 
2011) Costello Tagliapietra in developing acces-
sories for their New York Fashion Week runway 
presentations. The collection is carried at luxury 
boutiques, department stores, and select online 
retailers worldwide including Saks Fifth Avenue, 
Harrods, Nordstrom, and Lane Crawford.

How did Be & D build brand awareness as 
an independently owned company whose 
principals had little to no luxury fashion 
background/experience?

in our business, strong, special, high-qual-
ity product and the right retail partners create 
the best possible launching pad for healthy 
brand awareness. this is supported and supple-
mented by the press. be & d’s fi rst retail client 
was bergdorf goodman. we quickly had a great 
response from retail because we were making 
something that was considered to be very dif-
ferent than the other products in the stores at 
the time. while the product performed well on 
its own, we then were lucky to have achieved 
the love of many celebrities who actually pur-
chased the product. soon after, we began to 

work domestically with major depart-
ment stores and high-end boutiques. 

i understood the importance of a 
global brand, rather than one only car-
ried within the u.s. and Japan. we had 
our fi rst international sales season dur-
ing the 2005 paris Fall Fashion week. 
that season, the brand expanded 
throughout the world to the middle 
east, italy, France, the u.K., germany, 
asia, south africa, australia, and so on. 
our strategy was to go with the most 
exclusive and reputable point of distri-
bution fi rst in each territory – the store 

that had the longest standing roots there.
What is the most important aspect in 

launching an independent luxury brand?
a clearly defi ned brand identity is paramount. 

be & d’s dna is defi ned by its consistent, focused, 
and authentic design identity, strong value/price 
ratio, longevity in its product offerings, and exclu-
sivity in its distribution. this ethos runs throughout 
each category and endeavor, thereby solidifying be 
& d’s standing in the marketplace and commitment 
to becoming a complete luxury lifestyle brand.

Are there plans for brand extensions?
because of the independent look and feel 

of our products, the brand is a true lifestyle 
brand and we are treating it as such.

in the future, extension possibilities in-
clude: a men’s collection, outerwear, fragrance, 
eyeglasses, soft goods, and eventually clothing.

additionally, i have recently launched an-
other brand with more accessible prices, com-
pletely independent from be & d, which will 
debut on Qvc in the fall. named roccatella, we 
will start with the handbag category and con-
sider a move into footwear.

What is Be & D’s target market?
the brand is targeted toward a sensibility 

rather than an age group. Fashion customers 
like the ability to own items with varied aesthet-
ics, but we are approaching the customer who 
responds to quality with a fresh modern aes-
thetic. the woman who owns one of our prod-
ucts is confi dent in her decisions and doesn’t 
need to own something made by one of the 
larger and more branded companies. she wants 
to be noticed for her taste rather than her ability 
to buy what every other woman owns.

How important is technology in all as-
pects of brand building?

we use the internet and outlets like 
blogs, Facebook, and twitter as a platform for 

expressing the brand’s vision and gaining cus-
tomer awareness.

the impact of technology on design and 
production technologies in fi bers, fi nishes, 
and production are constantly revolutionizing 
the fashion industry. although our brand has 
an old world look and feel with modern ap-
peal, we are constantly challenging ourselves 
to use new technologies and to improve upon 
our existing design and business model. we 
have recently updated our software to better 
integrate sales, marketing, design, and pro-
duction. materials are constantly being rein-
vented to make products that will stand out 
in a customer’s wardrobe – and give them a 
reason to make new purchases. the days of 
people buying the same style again and again 
are over. i’m dedicated to being a step ahead 
of the fast-paced desires of our customers. in 
doing so, we must keep all of our functions 
and our aesthetics not only original, but ahead 
of the curve. people are now able to order 
luxury goods from their pda’s, and we need 
to be making product that can work with this 
model. our online customer is now almost one 
third of our entire business.

What are your distribution channels?
we are distributed within top retailers in 

the u.s. and internationally. about half of our 
business is now balanced in the international 
market. our shoe category is around 25 per-
cent of the brand; belts and small leather goods 
make up somewhere between 5 and 10 percent 
and bags the balance; 30 percent of the goods 
go to online retailers.

we leverage our boutique business against 
our department store business and are pleased 
that neither outweighs the strength of the other.

some of our biggest partners throughout 
the world are harvey nichols, Lane crawford, 
and saks Fifth avenue.

we also sell thru our own web site, and we 
will continue to put a focus on that.

What are your key priorities for the 
brand going forward?

the brand will continue to grow in the life-
style arena and offer products that make sense 
to the dna of our products and our customers. 
my goal is to be a luxury brand with one of 
the largest manufacturing of goods in the u.s., 
while growing the brands exportation.•
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Left to right: Big Spring black nubuck bag; Harvey grey shoe; 
Voight Rock shoe; Gable cognac bag


