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The House
of Graff

synonymous with the most fabulous jewels in the
world. The name symbolises rarity, beauty, excellence
and, above all, the best quality, craftsmanship and
diamonds. A diamond company extraordinaire, Graff
produces polished diamonds from the rough sourced from
mines around the world, making it one of the world’s
leading diamond companies.
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Time stands still for no man but the
new range of timepieces from Graff
will give even the most ardent watch
enthusiast pause for thought....
By

Simon de Burton

Optimism, chutzpah, confidence or wishful thinking — call it what you will, but
launching your first watch range during a
global downturn certainly takes some
guts. No wonder, then, that Graff caused
raised eyebrows at March’s Baselworld
watch fair with the announcement that it
was entering the ever more competitive
world of watches with a line-up of five
different models, ranging from an elegant
dress watch to a diamond-set tourbillon.
Industry commentators were even more
surprised to learn that the collection had
been taken from drawing board to finished article in little more than a year,
guided by the hand of Graff Luxury
Watches CEO Michel Pitteloud.
Pitteloud, a veteran of the watch business, approached Laurence Graff in January 2008 with the idea of creating a range
of timepieces to reflect the ethos of one
of the world’s greatest diamond houses.
Laurence Graff agreed, so long as Pitteloud could formulate a fully integrated
project that covered everything from
design to marketing in double-quick time
– and diamonds, of course, had to provide the inspiration.
The easiest solution to that might have
been to take a regular-shaped case and
simply cover it in gems, but Pitteloud
chose to take a more adventurous route.
Engaging the services of Swiss design
studio Zucci, he decided to interpret the
appearance of a cut diamond by making
a faceted case that, in various sizes,
would represent the common denominator of the range.
As anyone with more than a passing interest in haute horlogerie knows, successfully pulling off a distinctive-looking case
is one of the trickiest parts of designing a
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watch – with so many makes and models
on offer, a contemporary timepiece needs
to be identifiable from two metres but it
can’t be so far-out as to be essentially unwearable. It also needs to be comfortable,
practical, resilient and the majority of
buyers also expect a decent degree of water resistance. Essentially, luxury watches need to do it all with a masterful balance of individual style and versatility.
‘Getting the shape of the watch right was
extremely difficult, because although it
had to be individual it could not be too
extreme – that is just not Graff,’ says
Pitteloud. ‘We opted for an essentially
round case shape, but a round shape that
was inspired by the faceted design of the
classic cut of a diamond, and this has
been complemented by a faceted sapphire crystal case back and a diamondtipped crown. There was a great deal of
fine tuning to do once we had established
the basic shape, but 99 per cent of the
people who have seen the finished product have found it highly original.’
Original it certainly is, and horolophiles
should quickly learn to spot a Graff
watch from a distance – if in doubt, just
look for the distinctive triangular emerald
embedded in the 12 o’clock position.
The same basic design was subsequently
translated into no fewer than five differ-

‘Horolophiles should
quickly learn to spot
a Graff watch from a
distance – just look for
the emerald embedded
in the 12 o’clock position’

ent watch families, namely the sporting
ChronoGraff, the more formal GraffStar
dress watch, the MasterGraff tourbillon
and the luxuriously gem-set GraffSuperstar and BabyGraff.
Great attention has been paid to the finish across the range and, rather sensibly,
Pitteloud opted for dependability rather
than bells and whistles when it came to
finding suitable movements for the core
models. Look through the sapphire crystal case back of, for example, the ChronoGraff or the GraffStar and you won’t find
a rarefied mechanism created by a niche
maker, but a tried, tested and always reliable ETA product – these mechanisms
are horology’s equivalent of a Volkswagen
Beetle engine. They go on for ever and
are a wise choice for an initial foray into
the highly technical watches.
‘First and foremost we are not “watchmakers” and do not pretend to be,’ says
Pitteloud. ‘As a result we selected ETA
movements for our ChronoGraff and
GraffStar models because they are thoroughly tried and tested and simply the
best movements of their type available.
For tourbillon models we work with specialist producers of high complication,
haute horlogerie movements who create
very few pieces per year.’
In addition to having innovative cases,
the Graff watch range also breaks new
ground in offering versions such as the
GraffSuperstar, which is the first watch
ever made to have a bezel set with trilliant cut diamonds. Combined with additional trapeze-cut stones that decorate
the dial, case and bracelet, the GraffSuperstar weighs in at an impressive 59 carats and will be made in a limited edition
of just 30 . The other models are limited,
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