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O n9April, DonaldTrumpbacked
down. Probably spooked by
domesticstockmarketmeltdown,

theUSpresidentputa90daypauseonhis
reciprocal tariffsplan.While thiswillhelp
global tradeavoidimmediatedisfunction,
it isathreatthatwillnotgoawaysoon.This
is truer thanever forSwisswatchmakers.
Afterall, theSwisswatchindustryhas just
gone througha traumaticweek.
Between 1-7 April, Geneva was sup-

posedtobeabuzzwiththeworld’sbiggest
annual watch fair—Watches and Won-
ders.Andit indeedwas,butnotbecauseof
the Land-Dweller, the first new Rolex
watch model in years, or the countless
othernewwristwatch launches fromthe
who’swhoofSwiss luxurywatchmaking.
Itwasabuzz insteadwithanxiety,growing
to dread. Donald Trump had declared

‘LiberationDay’, andtariffsandagrowing
fearofglobal tradewars thenewnormal.
While trade turmoil between theUSand
China was to be expected, nobody
expected neutral old Switzerland to get
caughtwitha31%tariff, on topof theuni-
versal 10% tariff.
Watch publications, which are more

comfortable publishing reviews of new
releases, insteadfoundthemselveshaving
todosomegroundreportageonthestate
of the industry instead.Because it is abig
deal—if theUSdoes indeedcarry through
with the threat of 31% tariffs on Swiss
products, thentheAlpinecountry’s famed
watch industrywillbehit, andquitebadly
at that.
The economics of this is quite simple.

Ever since thecovid-19pandemic, theUS
hasbecomeby far thebiggestmarket for
Swisswatches, across thespectrumfrom
entry-andmid-levelbrands likeHamilton
andLongines toüber-luxuryhighhorol-
ogy like Rolex and Patek Philippe. Swiss
watch industry figuresbear thisoutquite
strongly. Between 2022-2024, Swiss
watch sales figures in the US rose from
CHF3,891million (about$4,546million)
toCHF4,373 (about $5,109million).
Before thepandemic,muchof the talk

wasabouthowChinawoulddevelop into
the largestmarket forSwisswatches, but

sales therehaveactuallydeclined signifi-
cantly. While the USmarket share rose
by 12.4% between 2022-24, China’s
declinedby20.1%. Sales in theEuropean
andotherAsianmarkets aredecent, but
USbuyersnowaccount forabout 16.8%of
all Swisswatchexports—that is about 1 in
each6watches sold.According to recent

research published by Switzerland’s
Vontobel Group, the US market has
accounted for46%of thegrowth inSwiss
watchexportsbetween2019-2023. Sim-
plyput, Swisswatchmakersneed theUS
market, and the tariffs put amajor span-
ner in theworks.
There aremany strange irrationalities

to the entire Trump tariff plan, and for a
country likeSwitzerland, itbecomesmore
surreal.ThemainSwissexports to theUS
are packaged pharmaceuticals and
watches.For the latter, theUShasnext to
nodomestic industry.Thereareplentyof
Americanmicro-andboutiquebrands, for
sure, but it’s not as if there’s a large scale
manufacture of watch components (like
casesormovements) in theUS.Nearlyall
Americanwatch brands use Swiss, Japa-
nese and Chinese movements—both
mechanicalandquartz—fortheirwatches,
andthetariffsaregoingtoharmthemtoo.
If the tariffs ever come, thereare just a

fewoptionsopenforSwissbrands,noneof
thempleasant.Oneis topassonthecostof
the tariffs to American buyers, which
meansamassivehike in theretailpriceof
watches intheUS.Suchanincreasewould
almostcertainlyresult inaprecipitous fall
in sales, not something the industry can
afford. “It’s been tense. Somemeetings
with Americans have been cancelled.
Saleswill surelybedown.Theyearahead
doesn’t lookverypromising for thewatch
industry,” saidClementFehrenbacherof
Le Cercle des Horlogers to Reuters at
Watches andWonders.
Thesecondoptionwouldbeforbrands

toabsorb thecostof the tariffs andwatch
already thin margins contract even fur-

ther.While the likesofAudemarsPiguet,
Rolex and Patek Philippe could do so, at
least for a while, a Hamilton, a Tissot, or
evenanOmegacannot. Infact, theSwatch
Group,whichownsbrandsacrossvarious
pricepoints, likeSwatch,Omega,Tissot,
Longines, Blancpain and Hamilton,
amongothers,couldseetheirbottomline
beingreallysqueezedbythetariffs.This is
in large part because a decline in sales in
Chinasawthegroupposta 14%decline in
net sales in 2024.
“Exclusive luxurybrandssuchasPatek

Philippe, Audemars Piguet and Richard
Millehave little toworryabout.Theycan
reduce their (highly profitable) margins
somewhatandpassonpartof the increase
in the selling price,”watch industry spe-
cialist Pierre-Yves Donzé told Fortune.
“On the other hand, it is a blow for mid-
range or exclusive luxury brands, for
which the selling price is a determining
factor.”
Thefinaloptionwouldbetoraiseprices

acrossgeographies, eitherovertlyoroth-
erwise, and this would certainly not go
downwellwithnon-USmarkets.Whether
Trumpchangeshis stanceagainornot, it
is clear that Switzerland’s storiedbrands
need to re-think their strategy.

Handwound is a monthly column on
watches and watchmaking.
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Will the biggestmarket for Swisswatches turnon them?
The US is the biggest
andmost vital
market for Swiss watch
brands. But is it an
empire built on sand?

becameapointofreferenceforotherproducers
inBurgundy.”
Theiroenotourismofferings include interac-

tionwith thedomaine’s sommeliersnotonly in
therestaurantbutalso thevineyards.Thevine-
yard tour includes a 1.5 hourwalk through the
vineyards, and an explanation of Burgundy’s
unique pyramid classification system. “To
understand the importance of Burgundy, it is
important tounderstandits terroir– theminer-
ality the runs thoughourwinecomes fromthe
soils,” Julie explains, “Our clay and limestone
soils are layered like mille feuille, imparting a
special taste to ourwines.”
Another major draw is their famous ‘wine

bike tour’ through the Puligny-Montrachet
vineyards on a large custom-made e-bike fea-

turingawinebar–theguestsget totasteaselec-
tion of Olivier Leflaivewineswhile basking in
thesunshine. “Thefeelingofbeingsurrounded
bynature in thevineyardsmakesyou feel alive
likenothingelse,”shesays.Hotelguestscanalso
picnic in the vineyards, carrying hampers of
food prepared by the chef and a bottle of
Leflaive wine in their bicycle baskets. For the
lessoutdoorsy is theweekendcellar touroption.
Guests have often been surprised to find the
convivial Olivier Leflaive and his brother Pat-
rick present – they love chattingwith visitors.
Thehotel’s relaxedLeBistrod’Olivier serves

a seasonal and frequently-changing menu of
French classics, while the elegant Restaurant
Klimahasawalledglasscellar filledwithwines.
Matthieu,oneof the fourLeflaive sommeliers,
pours three wines from the Olivier Leflaive
portfolio.Thefirst, theOlivierLeflaiveBourgo-
gne Les Sétilles 2020 offers a fresh and fruity
nose leading to a creamy palate. About 20%
grapes are from the cooler Hautes Côtes area,
giving a fresh mouthfeel, with the rest from
vineyards situated below the super-premium
Meursault andPuligny-Montrachetvineyards.
About65%of thewine isbarrel-fermentedand
lees-aged for richness and elegance.
Thesecondwine is theapproachableOlivier

Leflaive Saint-Romain 2020, from a Côte de
Beaune village located at a height of 400m,
imparting a fresh fruit-driven profile to the
wine. Itboastsof layeredcitrusandgreenapple
flavours.Finally, I taste theOlivierLeflaiveVol-
nay 1erCru2019,ClosdesAngles fromVolnay,
thevillage famous for its elegant reds.Vinified
in 30% new oak, its displays violets and black
cherrieswithsilken tannins.Theweighty livre
des carteorwine list goesbeyondBurgundy to
includewines frommany other wine regions.
Howmanywineson the list? I askJulie. “A lot”
she smiles.

Ruma Singh is a Bengaluru-based wine and
travel writer.

Onawhitewine sipping
trip in sunnyBurgundy
The tiny town of Puligny-
Montrachet in Burgundy
is the place to sample
some of the world’s best
white wines as well as go
wine biking

The Rolex booth atWatches andWonders in Geneva. REUTERS
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T he greatest white wine com-
mune on earth.” So did Clive
Coates MW describe the 230-
hectare commune of Puligny-
Montrachet in Burgundy.

Winemakers able tomakewineon this sliceof
land, a heartbeat away from Beaune, Bur-
gundy’s wine capital, regard themselves as
inheritors of a rare legacy. And so it is with
Olivier Leflaive, a namewidely recognized in
the region.
ThestorybeganwhenOlivierLeflaive, scion

of themulti-generationalLeflaivewine family,
returned to Burgundy after a stint in Paris to
join the family business at Domaine Leflaive.
In 1984, he decided to set up an eponymous
négociant (merchant) house, Maison Olivier
Leflaive and buy-in grapes from other select
vineyards even as he developed his own.
Today, his wines represent 82 different Bur-
gundy climats or land parcels, and over 100
hectaresof vines, including26ofhisown, con-
centrated aroundPuligny-Montrachet,Chas-
sagne-Montrachet andMeursault. The focus
is onwhites.
Though officially retired, Olivier Leflaive

remainsverymuchconnected to thebusiness,
making surprise appearances to interact with
visitors tohiscellars,muchtotheirdelight.The
maisonopeneda4-starboutiquehotel in2007,
theOlivierLeflaiveHotel, runbyhisdaughter
Julie. Housed within a 17th century building
overlookingthepeaceful townsquare, thehotel
forms the star attraction for visitors to the tiny
townofPuligny-Montrachet,population400.
Puligny-Montrachet is a 12-minutedrive from
Beaune, the wine
capital of Burgundy.
The Leflaive wines
are served at the
hotel’s pair of restau-
rants—the fine-din-
ingRestaurantKlima
helmed by Chef
Lionel Freitas, and
themorerelaxedcasualBistrode l’Olivier that
abutsagleamingmarble-toppedgreenandgold
ArtDeco style bar.
While theexteriorof thehotel isoldandhis-

toric, no expense has been spared to create a
luxurious ambiencewithin the 17 rooms. Julie
Leflaive who has played a decisive role in
designing the interiors,haschosen tokeep the
décoreclectic,predominantlyArtDecothatwas
beloved of her grandmother for “its timeless
style,”whileaddinga sprinklingof contempo-
rary and retro touches.
Each room is named after a different family

member,Julieexplains.ThemodernSignature
OlivierLeflaivesuitedone inturquoisegreen—
his favourite colour—with discreet velvet and
goldaccentsanddottedwithmemorabilia from
his personal collection—a guitar, hats, vinyl
records and photographs from his youth.
“RoomNicole isnamedafterNicoleVallée,who
marriedClaudeLeflaive in1717, thefirstwoman
in the family to bring vineyards as part of her

dowry. You can feel the family’s presence in
everyroom,”shesays.This isdeliberatelydone
toechoBurgundy’s longtraditionof family-run
andownedestates,wherewinemakingtradition
ishandeddownfromonegenerationtothenext
–Julieherself is a 19thgenerationLeflaive. “In
Burgundyweareveryclan-like, andwewant it
to continue this way. We are proud of Bur-
gundy’s heritageof transition, savoir faire and
passionate protectionof its terroir.”
Burgundy wines are not just considered

among the world’s the best but increasingly
commandeye-water-
ingly high prices.
“Burgundy is a very
small region com-
pared to Bordeaux,
Champagne,Alsaceor
the Loire,” Julie
explains. “Thismakes
the wines rarer, and

drives up prices and resulting demand. Also,
over the last 15 years, harvest sizes have
decreaseddue toclimatechangeandweather-
relatedevents, resulting in lesswinesproduced
in this already small area. Finally, the rising
fame of Burgundy’s wines and constantly
improvingqualityof thewinemakinghasadded
to the increase.”
It followsthatpioneers inpremiumwinepro-

ductionmight lead inwinetourism. “Myfather
was the first producer in France to start wine
tourismasweknow it—in 1997,hecreated the
concept of a tasting table or table d’hotewhere
guestswereguidedbythesommelierandOliv-
ierhimself.Guestshadtheoptionofbuyingthe
winesafter thetasting.”Thiswonthemthefirst-
ever award from the Chambre d’Agriculture
andAtoutFrance in2009.Morerecently,Oliv-
ierLeflaivewasawardedaspecial juryawardfor
pioneeringoenotourimin2019 fromtheTerre
de vin les Trophees de l’ Oenotourisme. “This
hadamassiveeffectonBurgundytourismaswe

Burgundy’s white wines get
their distinct taste from the

clay and limestone soils that are
layered likemille feuille

Guests on a wine bike tour hosted byMaisonOlivier Leflaive; (below) Julie andOlivier Leflaive. MAISON TRAFALGAR & ROMAIN CHAMBODUT

CHENNAI
LIGHTANDLEGACY:PRE-MODERNARTANDPLEINAIR
PAINTING INMADRAS
Till 20 April
CuratedbyAshvinE.Rajagopalan, this art exhibitionby
galleryAshvita’s seeks tohighlight the foundational ele-
mentsof theMadrasArtMovementand featuresartworks
that according to thepressnote “demonstrate themastery
of line andwatercolor techniques, alongside thebroader
influence ofmodernism,” Ondisplay at the group show
are paintings by renowned artists like D.P. Roy Chow-
dhury,K.C.S. Paniker, S.Dhanapal alongwithearlyBen-
gal School artists likeAbanindranathTagore andNanda-
lal Bose.

11am— 7pm. First Floor, Lalit Kala Akademi, Chennai.

BENGALURU
THEBIRTHDAYPARTY
April 12
April is Autism Awareness Month and Bengaluru-based
NGO ColoursCentre forLearningisstagingthissimpleyet
visuallyengagingpuppet showto raiseautismawareness
whileofferingan inclusive theatreexperience forautistic
individuals and their families.

12pm to 1 pm. Museum of Art and Photography, Kasturba
Road, Bengaluru.

THE VOICE NOTES
CONCERT
April 12
Singer-songwriter,
composerandactor
Paresh Pahuja
brings his epony-
mous ‘The Voice
Notes Concert by
Paresh Pahuja &
Friends’ tour to
Bengaluru. Featur-
ing 12original com-
positions inter-
woven with six
carefully urated
voicenotes, the120-
minute perform-
ance narrates an
emotionally resonant story of love’s evolution and it’s
enduringpower.

7pm. Prestige Centre for Performing Arts, Konanakunte,
Bengaluru. For tickets, visit in.bookmyshow.com.

DELHI
KINDREDDICHOTOMIES
Till 27 April
Black Cube Gallery’s second exhibition features the

works of contemporary artists Sudhanshu Sutar and
AndreaZucchi.CuratedbySanyaMalik, theexhibition,as
per thepressnote, “explores themesof historicalcontinu-
ity, identity,memory, and reinterpretation.”

12pm-6pm. Black Cube Gallery, G12A, Hauz Khas, New
Delhi. For details, visit www.blackcube.in.

AMint guide to what’s happening
in and around your city

Songs of love
and art affairs

For the weekend
The Light and Legacy art show is on in Chennai.

Paresh
Pahuja


