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NEW BEGINNINGS

Davide Traxler is the new man at the helm at Corum, but he’s
definitely not a stranger to the industry. With a 15-year career that
began in Bulgari and includes 13 years in Chopard, he definitely
has plans for Corum in his latest role as the brand’s COO.
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orum likes to go local. We It feels like I have three children because
Bubble, Bridges and Admirals’

Cup are such different collections.

always have local teams
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reading of the market.

The differences between Asian

path they want to take.
Bubble is all about creativity and fun.

For example, I know a retailer
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. Tourbillon GMT combines .
have thought very improbable. We traditional features with the traditional watch), but the same
Bubble’s signature dome-
shaped sapphire crystal glass
and it has become more global. for a playful twist. group. Bridges is definitely very
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“Corum likes to go local.
It gives us a better reading
of the market.”

strong in Asia. Again, it's a watch
for the consumer who already owns
many timepieces and doesn't need
to follow a certain brand or a certain
trend and is comfortable with
making a very individual choice.
The challenge in managing such diversity is
mainly in the distribution. We have
to be flexible and allow our retailers
and partners to carry what they are
comfortable with. We definitely
have those who only want to carry
the Bubble, and those who only
carry the Bridges and Admiral’s
Cup. Our retailers are very diverse
and we try to cater to them and keep
them happy.

But diversity s also richness. Brands that
are very strong in a certain product
or in a certain market may struggle
when there is economic uncertainty
in a demographic or market. We

Davide Traxler
don't really have to worry about brings his wealth
X £ i of knowledge
that, so diversity also makes us From A .
a decade’s work
in the luxury
www.corum.ch -@m- industry to Corum.

more resilient in a downturn.




