


Bulgari, the luxury of douBle-digit growth

Think of Bulgari jewellery and your mind evokes remarkable combinations of colour and a meticulous, almost 
perfectionistic, quest for detail and refinement. We’re not talking about simple jewellery or watches, but works of 
art that are full of history that goes back 131 years to Sotirios Bulgari, a Greek silversmith and Ulysses traveller in 
search of fortune abroad. 
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He eventually found it in Italy, the country of 
style and artistic achievements. It all started 
on via Condotti, Rome’s ‘Fifth Avenue’. When 
Sotirios passed on, his legacy continued 
through his sons, Giorgio and Costantino, on to 
his grandchildren, Paolo and Nicola, the gem 
masters, who sold the brand in 2011 to Bernard 
Arnault, owner of the French giant LVMH.

Bulgari is a major architect in international 
luxury. The company started off as a jewellery 
and watch business, and within a few years 
had expanded into other sectors, with the in-
troduction of leather accessories, perfumes, 

and hotels. Joining LVMH brought new life to a 
brand that was on the cusp of making anoth-
er leap forward when Jean-Christophe Babin 
joined the company. He had gained consid-
erable experience working for the Boston 
Consulting Group, at that time Benckiser and 
Henkel, in Italy. In 2000, he joined the LVMH 
group as CEO of the TAG Heuer luxury watch 
brand, which he managed for 13 years. With 
his arrival, new strategies were developed at 
Bulgari, including the creation of a new jew-
ellery factory in Valenza, Piedmont, destined 
to become the largest in Europe. 
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The factory boasted 12,000 square meters 
in floor space where 400 artisans would 
be employed, effectively tripling current 
production capacity. On top of that, new 
high-end products were developed in the 
sector of affordable luxury, made possible 
by focusing on designs and materials, the 
strongpoint of the company.

Bulgari’s excellent performance and dou-
ble-digit growth has contributed to the suc-
cess of LVMH, which reached a semester 
revenue of Euro 16.7 billion +19 percent 
compared to the first half of 2014, and +6 
percent with other comparable periods.

Babin is optimistic about the future of the 
luxury sector and foresees continuous 
growth over the next 10 years. “Affluence 
is on the rise, partly as a result of emerg-
ing countries. China in particular has been 
predominant during the years of the crisis 
that affected Western economies. And the 
decision by the Chinese government to vig-
orously fight corruption has had a strong 
impact in various luxury segments,” Babin 
explains. The CEO has an Italian wife and 
5 children, in addition to his professional 
activity, and divides his time between Italy, 
France, and Switzerland. 



“In Italy, there is a natural tendency towards 
design, and thus the Made in Italy luxury is not 
just a matter of refined craftsmanship, but also 
a question of design,” says Babin, who ranks 
Italy and France as leaders of the luxury mar-
ket, or better still, the Countries of Luxury. 

And what about Switzerland, the timeless syno-
nym of precision? 

That leads us to talk about watches. Based on 
the philosophy of the Italian fashion house, “in-
novation through tradition,” Bulgari has ac-
cepted the challenge of the 2:0 clocks. It has 
launched new models, such as the ultra flat 
Finissimo Rome Bulgari collection and the spe-
cial Diagono Magnesium: the first intelligent, 

interactive luxury mechanical watch that is 
able to incorporate data and bank codes, fre-
quent flyer cards, and so on, by means of iOS 
and Android devices, and is able to store eve-
rything on a top secret Cloud called Bulgari 
Vault. A smart watch? “I would rather call it a 
wise watch,” Babin points out, “a new-concept 
watch made in Switzerland that is extremely 
secure and luxurious.” 

It is really a happy combination between Italy 
and Switzerland, inasmuch as it is a classic au-
tomatic winding mechanical watch, manufac-
tured in Switzerland and in which all the Bulgari 
luxury traits have been embedded. During 
the Babin Era, another particularly successful 



The Diagono Magnesium:
the first intelligent, interactive luxury mechanical watch



collection of watches was also developed, 
which combines luxury with everyday practi-
cality. It is the LVCEA range of women’s watch-
es, whose glittering strap collection is inspired 
by the unmistakable Bulgari Snake collection.

“What really matters,” says Babin, “is that you 
should never overlook the symbols, the aes-
thetic code of the company, that has evolved 

according to social trends and customs dur-
ing the different eras.” Raising a fundamental 
issue, he asserts that “we live in a time when 
quality assurance is not related to the single 
store, but rather to its brand.” And the Bulgari 
brand means jewellery, women, and Rome. 
“Rome,” Babin maintains, “is an aesthetic ref-
erence for Bulgari and is what distinguishes 

A fine example of the Lvcea range of ladies’ watches



From the drawing board to glittering reality



Italian Gardens:
The Eternal Dialogue between Art and Nature



Bulgari’s Hidden Treasure:
amazing earrings that draw their power from four unusually cut fancy emeralds



us from other watch and jewellery man-
ufacturers.” The fashion house devotes 
80 percent of its resources to the female 
sector. And what about men? Bulgari al-
so takes care of men with a few rather 
unique products. “Last year we creat-
ed Octo Finissimo Tourbillon, where the 
Tourbillon watch cage measures just 
1.95 mm. And also, let’s not forget the 
Diagono Magnesium,” he says.

The Octo Finissimo Tourbillon



Jewellery and watches are the pinnacle of lux-
ury and tend to reflect the idea of prestige. Very 
often, purchases involve the emotional sphere. 
But in what ways may we consider them as 
a sort of investment? “By using the best ma-
terials,” Babin explains, and adds “Gold and 
precious stones will never lose value. On the 
contrary, over time it will surely increase, and 

those who buy a necklace of rubies, emer-
alds, or diamonds are aware that in 30 years’ 
time that value will have increased consid-
erably because the mines are being deplet-
ed, and it is becoming increasingly difficult to 
find high-quality precious stones.” Have any 
doubts? Bulgari-designed jewellery always 
sells out at auctions. 

Sparkling Hearts:
A throwback to Renaissance design, inspired by the geometry of Italian flowerbeds


