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TIMELY INNOVATIONS

AFTER SEVEN YEARS AS CEO OF HARRY WINSTON, IN 2005 MAXIMILIAN BUSSER STRUCK OUT ON HIS
OWN TO FOLLOW HIS CREATIVE PASSIONS AND FORMED THE COMPANY MB&F. JENNIFER PINKERTON
MEETS THE MAN BEHIND THE EXTRAORDINARY HOROLOGICAL MACHINE NO.1.

Q. Who has been your greatest mentor
within the watchmaking industry?

A. My most important inspiration has been
Giinter Blimlein. He was the head of what
was known in those days as LMH (Les
Manufactures Horologie), which was the
regrouping of Jaeger-LeCoultre, IWC and
A. Lange & Sohne. During my first job at
Jaeger-LeCaoultre, he was an amazing
visionary, a strategic creator.

Q. What were the greatest lessons you
learned while at JLC?

A. To treat the customer with respect, and
also that, when they are beautifully crafted,
the products will sell themselves without

glamorous marketing.

Q. What lessons did you draw from your
time at Harry Winston?

A. When you surround yourself with
passionate, competent people, there is no
abstacle you cannat overcome. And the
more we think ‘outside the box’, the more

pleasure we derive from our creations.

Q. What did insiders say when you first
announced the formation of your own
company, MB&F (Maximilian Bisser

& Friends)?

A. | don't really know what they said!
Probably at the beginning, a lot of people

didn’t understand why | left the dream
CEOQ job | had [at Harry Winston] to go
solo. Those that were entrepreneurs at
heart understood why | did this. The others
probably shook their heads in disbelief.

Q. What were your key design criteria
for Horological Machine No.1?

A. We called them Horological Machines
because we are exploring that third
dimension which is rarely seen in horology
We craft machines which give time, instead
of round, square or rectangular objects
The first piece needed to have
philosophical significance because it was
the first project from MB&F, and that’s why
we chose that shape, which is like two
worlds coming together. In fact, in MB&F, it
is not two worlds, but 20 coming together,
because we're all friends. There's no
hierarchy between us, we're all creating on
the same level. In the centre of it, | needed
to have the heartbeat, which is the
tourbillon. The heart beats in the centre of
the two worlds. There will not be any DNA
linking one product with the next. HM2 will
not be like HM1, and so on. This is the

freedom and luxury we aftord ourselves

Q. What was the initial feedback on the
HM1, and would you do anything
differently if you had your time again?

A. | wouldn't change anything. What were
the first reactions? Stunned. The six
retailers | approached with just the design
took at least one night to digest it, and
then the reaction was extraordinary. With
this product, you don't have any reference,
it's not something people see and think,
“Oh, that’s something | know.” It's difficult
to relate to. When people first see it, they'll
say, “That looks like a pair of binoculars, or
an owl, or the speedometer of a car.”
These people are mostly men, in fact. They
look for something in their everyday world
which resembles it. When you tell them,
“Well, it's not a watch, it's a machine which
gives the time. Don't expect a watch,” they

tend to be much more receptive.

Q. Who do you see as the watch's
main customers?

A, Our customers will be spread all over
the world. We will be in the US, Europe
and Asia. There will probably be two sorts
of clients: the real movement specialists,
who will be smitten by the technology
regardless of the design, and then there
will be timepiece collectors who have one
day opened their cupboeard or box and
realised they have 20, 40 or 100 of the
same object. They will ask themselves,
“Why am | always collecting the same

stuff?” They will want to go down the other
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