-
—
A

o
o
D
o
—
O
Y
D
_ L=

AMERICAN WATCHMAKERS-

CLOCKMAKERS INSTITUTE

M

ADVANCING THE ART, SCIENCE & BUSINESS OF HOROLOGY

“March 2013

"
e
>

ax
?

i ((dfaﬂze//é %Ifﬂé'éé . ca@((é

Clockmaking Tools, Part 3

Eppner: An Extraordinary German Watchmaker
Special Watch Aids, Part 3

Greubel Forsey’s Quadruple Tourbillon Watch
Brequet Type XXII Chronograph with 10 Hz Frequency




Cabinet Perfect for Battery Strips AND 6-paks

This perfectly-sized sixty-drawer cabinet is included in the Master Battery
Kit or available by itself. The Master Kit contains 240 cells and tools that
will cover 95% of your watch battery needs. The Starter Kit has 180 cells,
fewer tools, and covers 85% of your needs.

Stock # Description Price

BX-61 New 60-Drawer Cabinet Sized for Battery Strips $55.95
SBA Starter Battery Kit on left (cabinet not included) 150.96
MBA Master Battery Kit on right 243.50

Battery kits come with 6-paks where available unless otherwise requested.

Nice selection of hands for Rolex in eighteen different styles. Each
size includes 2 White and 2 Yellow, complete with Hour, Minute and
Second hands. Assortment allows cost of less than $2.00 per set.

Stock # Hand Types
2030/2035,2130/2135,2230/2235 Diamond Cut
2030/2035,2130/2135,2230/2235 Regular
2130/2135,2230/2235 Boy
1530/1570, 3035/3135 Date/Just
3035/3135 President
2824/2 Rolex Tudor
1530/1570, 3035/3135 Submariner
2824-25UB Tudor Sub Style
1530/1570, 3035/3135 GMT Explorer
MHA-100 $129.95 " ol

Jules Borel & Co. is not authorized by, nor affiliated with Rolex Watch, U.S.A., Inc.

Rounded-tip, Foldover Buckle Spring Bars

ROUNGE0 T SprinEbar Asso ment o e N |- Replacement Stock
Sl F il |1 Olymm

e ~E:-d.- Spring Bar Assortment Stock # Length
= Specifically made for foldover clasp buckles REiflcoge o
= Rounded clasp edges glide smoothly into the el L 14mm
locked position SB-R160/16 16mm
= 72 pieces, twelve each of six sizes SB-R160/18 18mm
= 1.60mm thick SB-R160/20 20mm
= 100% stainless steel SB-R160/22 22mm

SBA-R160 $17.95 $2.50/12 $9.00/100

Jorel
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n last month’s message | talk-

ed briefly about the strategic

action plan that took place in
our headquarters in Harrison,
Ohio from January 31t through
February 1st. Mr. T.D. Hughes, a
well-respected local consultant
who helped us work toward
our action plan, facilitated the
specific meeting. In effect, we
identified our top priorities, our
critical success factors (CSF’s), then outlined the goals and
their owners for each of those CSF’s. Our next step is to
begin the implementation of this plan that will take place
over the next one-to-three years, as outlined below.

1 Leadership and Financial Planning led by Manuel
Yazijian: The goal is to have better communication be-
tween the Board of Directors and staff through regu-
larly- scheduled communication in order to help with
financial planning, monitoring and meeting of the criti-
cal success factors. Keith Rosser, our CFO and interim
Executive Director, will help facilitate these meetings
via the use of modern technology. Some further goals
are to produce monthly operating statements that are
to be shared with Board members and staff, as well as
the creation of an annual financial plan. The latter will
be comprised of a quarterly review, number of potential
membership renewals, actual renewals, as well as the
acquisition of new members and their retention.

2 Improved Certification Process led by Chief Examiner,
Wesley Grau: This involves the formation of a special
task force for the purpose of reviewing and revising the
CW21 certification program. The intent is to stay up to
date with the most recent developments in our supply
chain, to review and improve the content of the exam,
as well as to ensure financial neutrality of the overall
program. For this reason, the current certification pro-
gram is in review mode and the current target is to roll
out the pilot phase in the month of June, 2013. Stay
tuned for updates and more solid dates.

LIKE US ON FACEBOOK'!
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j ™

&

president

MANUEL YAZIJIAN, CMW21

3 Staff Development and Needs led by Keith Rosser: The
goal is to confirm the assessments, define roles and re-
sponsibilities, determine skill sets and gaps that exist,
plan for improvement and create scheduled employee
reviews.

As a watchmaker and clockmaker still making a living
working at the bench, | would like the culmination of our
efforts to be in the best interest of my fellow watchmak-
ers and clockmakers. | know very well how difficult it is
making a living at this profession when you are faced
with so many barriers. This may include the difficulty and
sometimes near impossibility of obtaining spare parts, the
very onerous and challenging aspect of the technical side
of our profession, the small profit margins in comparison
with the high level of skill involved, among others. There
is so much fine art and precision in what we do, yet it is
for the most part hidden from the customer’s view. If they
could only see what we can really do...

While your volunteer Board members, whom you’ve elect-
ed to look out after your interests, are doing their job as
they promised, can you, in exchange, perform the repair
without leaving any trace of your presence? Give your-
self that challenge every time you work on a timepiece
and you will have accomplished a major feat. It would also
help us know our efforts are well appreciated.

In the meantime, keep your skills honed, your standards
very high, your attitude professional, your tools and
equipment in great condition and your workshops clean
and organized, you never
know who may come by
to pay you a visit.

Manuel Yazijian
myazijian@gmail.com

Congratulations to Our
- Newest CW21 and CC27’s
CW21
Yuri Lopez
Miami, FL

Juan Velazquez
McAllen, TX

Stephen Zappala
Houston, TX

CC21
David Morrow
Amsterdam, NY
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illiam Edwards Deming said, “It’s not nec-

essary to change, survival is not manda-

tory.” AWCI has over 50 years of serving
its constituents. It has a very stable foundation, and a
strong leadership position in its unique business seg-
ment. It had the foresight to establish a truly remark-
able facility to preserve the history of watchmakers
and clockmakers, as well as work with the industry
to create one of the best training rooms in the U.S.

Jim Lubic helped to lead and guide the Institute for
the past 25 years. On behalf of AWCI, | commend
and thank him for his efforts. The board of direc-
tors recognized the need to change the leadership
and had the courage to make changes to fulfill its
responsibilities of public accountability and better
serving its customers.

Per our Mission Statement, AWCI’s goals are to:

1. Educate and inform the public to help them under-
stand the need for our members’ services.

2. Educate watch and clockmakers in the highest
standards of traditional methods, as well as the
latest technologies. Our goal is to help improve
our members’ skills and business practices, and
to assist them in evolving their business model to
promote future growth.

3. Work as a liaison with industry to develop valu-
able programs and services that benefit watch and
clockmakers, retailers and suppliers.

People are naturally uncomfortable with change. The
fear of the unknown can cause inertia to set in and
there can be hesitancy to make the decisions needed
to move forward.

There is a book | read a while ago that resonates
strongly with my beliefs and management principles.
Spencer Johnson’s Who Moved My Cheese highlight-
ed the essence of change and change management.
The basic tenants to me are:

¢ change happens perpetually - people need to keep
moving with the changes

¢ anticipate change and get ready for the next one
* monitor change and establish mechanisms to do so

» adapt to change quickly - the quicker you let go of
the old ways, the sooner you can enjoy the benefits
of change, but do not lose sight of the strengths
that brought you to the current place

Horological Times March 2013
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BY KEITH ROSSER

« move with the change, be an advocate of warrant-
ed and justified changes, do not change just for the
sake of change, and do not impede progress

* savor the adventure and enjoy the journey

* lastly, be ready to quickly change again and again

Manuel’s message reinforced our top priorities that
resulted from a two-day, focused strategic planning
session. The participants were comprised of board
members, industry, and staff.

As the interim executive director and owner of the crit-
ical success factor for staff development, | intend to
perform skill set assessments, a needs analysis, a gap
analysis, and to strive to develop a team of internal and
external resources to help the Institute achieve its mis-
sion. | also intend to use the principles | learned from
a course based on The OZ Principle, getting results
through individual and organizational accountability.

So you might be wondering who | am that will be
leading AWCI in the short term until a permanent
Executive Director is recruited and joins AWCI. Pro-
fessionally | have 25 years experience with multiple
large, multi-$billion, global companies, five years with
small, privately owned companies, and five years as
an independent contractor providing interim servic-
es to for-profit and not-for-profit organizations.

From an educational and certification perspective, my
Bachelor’s Degree in Accounting and Business is from
Rutgers University, my MBA is also from Rutgers, | am
an inactive CPA, meaning that | do not practice ac-
counting for the public, and | am Six Sigma certified.

Someone once said. “l have been through some ter-
rible things in my life. Some that have even actually
happened.”

These are exciting and extremely dynamic times
at AWCI. Your support and assistance as we grow
together to create the next generation of AWCI is
deeply appreciated.

Nearly 100,000 Visits to AWCI Membership Directory So Far!

Members are entitled to a FREE listing on the website
under “Find a Professional.” Make sure you have a
listing that fully describes your services so you can
take advantage of free business leads.




An Introduction to Our Feature on Customer Service

This month’s focus on Customer Service covers aspects that are both philosophical and factual. In these contri-
butions from seven author - members of AWCI you’ll find business philosophies that also are life philosophies.
You'll also see specific processes which these companies believe result in satisfied customers. You'll see differ-
ent opinions on the same topic, yet each person has a good reason why they chose a certain business practice.

It’s our hope that you will see ideas you might incorporate in your own business. Or these ideas may serve as
thought-starters for something else entirely. At the very least, this feature may cause you to take a moment and
think about you own customer service practices.

Amy Dunn Editor, Horological Times

BY JUSTIN SHIVER, Cwe1
Delivering Outstanding Take-In Procedure

We have designed a repair receipt to aid the sales staff in

C usto m e r Se rv I Ce collecting information when receiving a watch for service.

Each repair receipt has a sequentially-printed number.

th roug h EffeCtive The repair number, along with the following information,

is recorded and entered into the computer repair system:

Co m m u n i Cat i o n -Date -Purchase and service history

-Contact information -Condition
elivering outstanding customer service is vital ~ -Description -Customer instructions
D for a business to be successful. When provid-
ing after-sales watch service, quality work-
manship and effective communication are essential.
By becoming a member of AWCI, you have already
demonstrated a commitment to providing quality Estimate Procedure
workmanship. The other key to customer service,
which I’'m going to focus on in this article, is effective
communication.

The last step in the take-in procedure is to communi-
cate to the customer the amount of time needed to
recontact them with a repair estimate.

We have developed an estimate form to assist in pro-
viding an accurate repair estimate in a timely manner
to our customers. The following information is record-
ed on the estimate form by the watchmaker and en-
tered into the repair system by the repair coordinator:

The company | work for is a retail jeweler with four
locations in Alabama. My watch repair shop is in the
main location and | am assisted by a watch technician
and a repair coordinator. | have helped train the repair
coordinator to speak with customers on many topics
so they can effectively serve as the customers’ prima-
ry contact for repair information. This not only makes
it easier for our customers, it makes for a smooth in-
ternal work flow. Of course, | am always available to
talk with any customer, especially if a repair involves
something that is highly technical.

| provide watch service for the four locations while
the trained sales staff at each store handles the take-
in and delivery of jobs. We utilize a computer repair
system to give everyone at each location up-to-date
information on all jobs in progress. Our company has
developed the following procedures to communicate
with each other and to our customers.
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-Model Number
-Serial Number -Condition of Movement
-Caliber Number -Required Service and Cost
-Movement Serial Number -Optional Service and Cost
-Bracelet Number -Length of Service Warranty

After this information has been entered into the repair
system, the customer is contacted with the repair esti-
mate. The repair coordinator makes sure to record in the
repair system the results of each attempt to contact the
customer, along with the time and date. For example:

Line #1-1-13 @ 11:30 - Spoke with customer. Approved all work.

Along with approving the work and the estimate, the
customer is informed of the amount of time needed to
complete the repair. If there are any delays in complet-
ing the job, the customer is notified immediately and is
periodically updated until the repair is completed.

The customer is contacted when the repair is done. Prior
to delivering the finished watch to the customer, the sales-
person makes sure mechanical watches are fully wound
and all watches are set to the correct time and date.

Simply put, we find communication throughout the re-
pair process is the key to success in this business. Our
interactions with the customer shape their opinions of
us. The most prosperous business is one that maintains
a satisfied customer who returns. Customers become
unsatisfied when they don’t understand, are not kept
up to date, and when
they are given conflicting | . = -

statements by employees. | _  pepas RECEET

This is why it is important et e L 63108

for us to communicate ef- | mma
fectively through all levels | ==
of our business, from our | m_
watch repair department | i
to our sales staff to our | =="—_
customers. ¢ =

el | S L B

Rl e e ]

g o

-Condition of Case and Bracelet
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BY RON LANDBERG, CW21

Customer Service Can
Be Summed Up In Just

Two Words:
“MANAGING EXPECTATIONS”

roviding excellent customer service in our in-
Pdustry may be one of the hardest things in the

world to do because today, everybody wants
everything now. You have to manage expectations
first and foremost. And if you do trade work, you
could have several different levels of customers. You
have the jewelry store customer to please. Then you
have the jewelry store’s customers, the actual own-
ers of the watch. Finally, you also have the watch
manufacturers, and vendors and their requirements.

In all cases, | start by managing expectations, which in-
volves a good deal of listening to what customers want
and expect. Then, | can give them an outline of the pos-
sible options. Communication is the key to successfully
managing customer expectations. Always keep the
customer informed, especially if you aren’t meeting
their timeline or if additional costs are involved. Re-
member, your reputation and integrity are two of your
most important assets. When people understand what
they can reasonably expect, ensuring that your cus-
tomers are satisfied is a more attainable goal. ¢




Customer Service
From A Clockmaker’s

Point Of View

Your Time is Valuable

Your time is worth something, so always charge for esti-
mates. If someone brings the clock to you, charge at least
$10-20 for an estimate. If you must take your time and
money to drive to a customer, an estimate could be up-
wards of several hundred dollars. Of course, if you get the
repair job, then the time/travel becomes part of the ex-
pense of doing the job. Just remember: TIME IS MONEY.
Believe it or not, if you explain this to people in a reason-
able manner, they will understand and respect your work.

Troubleshooting with the Customer
Saves Time

If you're trying to determine whether or not to make
a service call, here are some guestions to ask that will
give you the insight into the problem. | typically ask:

* What type of clock do you have and how old is it?

* When was the last time it was serviced?

* Are the weights coming down evenly? | give them
examples: If the clock isn’t chiming, ask if the chime
selector is in silent; if not in silent, are the weights
on correctly? Usually the weights are marked on the
bottom of modern clocks so ask the customer to see
if the weights are indeed on correctly. If the clock
isn’t chiming, the two outer weights will be up and
the center weight will be coming down. Another
example: The clock isn’t running. Are the weights
wound up? Is the pendulum hanging straight? Are
the hands touching? Ask if the clock has a seconds
hand. If yes, is it touching the hands or pushed into
the dial? Has the clock been moved? If the weights
are on correctly and the clock won’t work, then you
should schedule a service call.

Handling Service Calls

You are the business professional and you need to know
how to price service calls in your area. Don’t underes-
timate the market. Be more expensive than your com-
petitor because you’re worth it. | price all my work on a
flat rate and give the potential customer two costs, one
if the clock can be serviced in their home, and a second
if the clock needs to come to my shop for an overhaul.
| have found this works well because the customer will

BY PAUL CORN

know up front what they’ll be paying, and you will know
if you have a repair or not. Remember, always collect
your service call cost when you go to a customer’s
home, whether they decide to have you perform the re-
pair or not. Leave a letterhead receipt with the date of
service and the check number. Occasionally when you
perform services, a customer will need to submit your
receipt to an insurance claims office.

Call the Customer the Evening Before

When a service call is scheduled, always call the cus-
tomer the night before to confirm. If you get a record-
ing, explain that you will not come to their home unless
you hear back from them. By doing this you will seldom
ever have a no-show. Tell the customer on the phone
when setting up the service call that a table or counter
area will be needed to inspect/service the clock. Also
ask the customer to remove all artifacts from a curio
clock in advance to help speed things along.

When You Arrive

Be sure to show up on time and present yourself well. It’s
courteous to ask if you should remove your shoes, or dis-
posable shoe covers are now common. Always treat the
customer’s clock with care. | wear gloves when handling
the weight or pendulum—this not only protects the parts,
it speaks to your professionalism. If you're servicing a
grandfather clock, for example, but the customer asks you
to look at one or more mantel clocks while you're there,
explain to them that you are only set up to service weight-
driven clocks in the home at that time. | offer to take their
other clocks into the shop for servicing. Remember, you're
there to service the floor clock for one fee. Additional
projects should be charged additional fees.

Your Business Does Not End with
this Service Call

Finally, be sure to
leave 2 or 3 busi-
ness cards. Place
one inside the
clock and ask your
customer to pass
the others along
to their friends.
Word-of-mouth
referrals will pro-
duce a revenue
stream for the
long term. ¢
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BY WES CUTTER, CC21

A Customer Service Story

In the clock business, you have to listen first to peo-
ple’s stories. You can’t judge them, or question why
they want something repaired. You simply have to
treat them fairly, give them options, and try to help
them out. Why? Because your customers’ clocks of-
ten have a personal meaning or a family history. A
customer wants to believe in you and know they can
trust you to care for their prized possession (even if
you don’t see the value in it).

Call it good customer service or treating others with
respect. Call it what you will. It’s simply what you need
to do in our business. Let me give you an example:

A women came into my shop with a cheap plastic
clock made around 1962 that was in terrible condition.
It was in the shape of a horse with cut-outs so you
could watch the clock inside as it clicked off the time.
It was a throw-away item and probably cost all of $9
new. | couldn’t believe she wanted it fixed. I'd have to
cut Delrin® and screen print it to match the design and
then put in a new motor. With all that work, it would
still look cheap. | guessed at an estimate of $400 and
she broke into tears. To my surprise, she explained
she was so happy to finally find someone who would
actually repair her clock!

It turns out this was a prize she had been awarded
upon winning first place in a horse riding champion-
ship when she was a child.

Customer service, it turns out, often has a story be-
hind it. You’'ll find it’s really worth the time it takes to
listen to your customers. ¢

Watch timing instrument
for mechanical watches

Chrono Touch

The latest generation of watch testers. It
combines Swiss precision with simple
operation via a touchscreen and a crystal-
clear, high-resolution color display.

Key features:

» Automatic detection of beat number

» All key values for the watch are displayed:
rate, amplitude and beat error

» Simple operation via touchscreen

» Measurement time and lift angle can be
freely selected

» Graphic display of beat noise of watch
(oscillogram)

+ Printout of watch values with company,
customer and watch details

« Ethernet interface for network connection

» Use of older microphones possible

» Extremely cost effective

Q Greiner Vibrograf

Greiner Vibrograf AG, 4900 Langenthal, Switzerland
info@greinervibrograf.ch, www.greinervibrograf.ch




Customer Service:
Before, During and After

The dictionary says Customer Service is “the service to
customers BEFORE, DURING and AFTER a purchase.”

Some may remember the older “ser-
vice stations” which were rightfully
named as they really gave service.
You could drive up to the pump and
roll down your window and the at-
tendant would fill your tank, wash
your windows, check your oil, and
maybe check your tire pressure.
Maybe even sell you new tires, if they
were needed and, of course, if they
sold tires.

Service Before a Purchase

Before talking about our service as
horologists, | must give another ex-
ample of service in our town. | live in
a place where there is a very success-
ful, four-generation hardware store
called Washington Hardware. They
really earned the “customer service”
honor. They met you at their front
door, and applied helpful customer
service from the time you walked in
until you left (with or without a sale).
They waited on you by taking you
to the correct aisle, and they helped
you select. They didn’t just point and say, “l think what
you want is in aisle 25.” Their slogan was a “most un-
usual store,” and it really was one unusual store.

As horologists we should strive to also give good cus-
tomer service. In business it may not be appropriate to
rush to the front door every time a customer comes in,
but once they are inside our store our “service” begins.
If we are in the middle of a sale with another customer,
we should stop momentarily and greet the new custom-
er with a smile and say, “I'll be with you in a moment.”

Service During the Purchase

| consider “store policy” related to “customer service.”
What is our store policy when we just put a spring bar in
a customer’s watch? Many times we give these away, al-

BY WES DOOR CMW, FAWI

though some believe we need to charge for everything
we do. This is fine if that is the store policy, or of course,
if we are a “trade shop.” Even special pins may need
to be made for watch bands, which require additional
work, and we charge for them. The important thing is to
quote prices first, so there is no real surprise at the end.

Our store also sells jewelry and does jewelry repairs, so
as a free service, we clean customer’s rings, etc., while
they wait. I'm sure most stores do this as a customer
service. It gives us a chance to check prongs, etc. and
advise our customer if they are about to lose a dia-
mond or need other work.

Service After the Purchase

The most recent thing we gave away is our 2013 cal-
endars. We used to also give pens away, but started
to have filler problems so this became poor advertising
and poor customer service, at that point. Some stores
send a mailer periodically showing specials, or they
keep a birthday and/or anniversary list of their regu-
lar customers. My wife, Betty, started something that
seems to help. It’s a notebook marked “Customer Wish
List.” When a customer says, “I'll have to tell my hus-
band about that item. Maybe he will buy it for my birth-
day.” Betty will make a note about it in a “Wish Book.”
Sometimes the husband will come in and say, “Do you
know what my wife was looking at, as | would like to
buy it for her?” We are careful not to use any kind of
pressure, but now we can make that sale and we are
giving good customer service at the same time.

| do remember before we made our Wish List, that a cus-
tomer approached me after church and asked if | remem-
bered the item his wife looked at in our store. | did not
make a note
at the time, |
because |
remember
his wife say-
ing that she
would real- |
ly like that,
but they
could not
afford it. So
now we al-
ways make
a note, just
in case.

Horological Times March 2013



Cell Time

As most horologists do,
we fit a lot of cells (or
batteries). We mark a
date and initial on each
cell when installed. This

way we know exactly when

the cell was put into the custom-
er’'s watch. How many times does the customer say
“you just put a battery in my watch a short time ago
and it’s stopped.” Maybe this cell was put in over two
years ago, but the customer does not remember. We
can tell the customer the exact date we replaced it.
Customers are basically honest, but they don’t always
remember when the last cell was installed. Do you re-
member when the last one was put in your watch? |
don’t remember when | replaced mine, but it might
make a good New Year’s resolution to put a cell in on
a certain date that we could remember.

Also, we should tell a customer if the watch crown
or crystal or back gasket needs replacing. This is also
good customer service. Remember the gas service
station example | mentioned earlier? They were not
afraid to tell us that we also needed that pint of oil.

Repair Estimates

Now let us talk about watch repair estimates. A lot of
us work on vintage watches; we never used the term
“vintage” back in 1939 when | started serving as an
apprentice (after school and Saturdays) at the age of
13. Watches | worked on then are “vintage” watches
now, and there are still a lot of them out there. | know
because | still get my share of them to repair.

| do not charge for estimates because very, very sel-
dom does a customer not leave their watch after
hearing my estimate. However, we do not always rec-
ommend repair on some of these if it is an old seven-
jewel watch, for example. However, if the watch is “full
of sentiment,” as it has been in the family for many
years (maybe generations), the customer may insist
on paying the price necessary to restore it.

We give an estimate on all jobs, even if the customer
says, “fix it, if not too much.” | really do not know what
that means, so we “pull” the balance, check the bal-
ance hole jewels, staff, winding and setting and what-
ever other visual checks we can make. Our estimate is
from $00 to $000 dollars to give ourselves leeway in
case additional work is needed.

BY WES DOOR CMW, FAWI

Sometimes a customer decides not to repair it, as no
one will be wearing it. So we suggest a “glass dome
display” which we have in stock. This allows them to
put their watch on display in their home.

| almost forgot to mention, be sure to show a cus-
tomer how to set a “lever set” watch. Some of us
were “weaned” on these “old timers.” but many do
not know they must remove the bezel, pull out the set
lever, and then turn the crown to set this watch.

When | finish a job, | scotch tape the old broken jewel,
staff, sleeve, mainspring, old crystal, etc., to the job
envelope to show the customer that | really did do
the work. Besides that, most people are interested in
seeing these old parts, especially that old yellowish
crystal they might really want to keep.

Sometimes a jewel that appeared cracked was just
dirty so we do not charge for it. Adjusting the price
downward is also the honest thing to do, and of
course, is good customer service. We should try to
keep our promised delivery date to our customer. If
we promise the repair job in one month, we should
strive to have it finished by then. If not, at least give
the customer a phone call and tell them that you need
a little longer. They will usually understand.

Each store or repair shop has its own methods, so use
the ones that work for you. In summary, | would like
to leave you with two thoughts. First, to give good
customer service it helps if you really care for the
people who are your customers. One axiom | try to
do business by is:

People don’t care how much you know until
they know how much you care.

And always remember, the true
definition of customer service is:

The service you provide
to a customer before,
during and even after
the purchase.
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When it Comes
to Customer
Service, Are You
Doing What’s
Expected, Or
Are You Doing
More?

n today’s world, customer service is often difficult

to find, and it’'s generally associated with only lux-

ury goods and services. As the economy toughens,
pampering the client and customer service are often
the first things to go. Companies are stretched too
thin, fewer employees are asked to do the jobs of more
people. Efficiency suffers, while the cost of both goods
and services continues to rise. And when dealing with
the larger companies, we often lower our expectations
and give them a pass on customer service. Call cen-
ter employees, for example, are placed in a position of
limited knowledge and authority. When something out
of their realm of wisdom is asked of them, they often
transfer your call to the next higher tier of worker bees.
Eventually, if you're lucky, you will get to the right per-
son to have your matter resolved.

Where do you stand in the eyes
of your customer? Are you simi-
lar to the “call center” or to the
“luxury car dealer?” When gold
rose to almost two-thousand
dollars an ounce, the jewelry
store owners found out that there was a limit to how
much someone was willing to pay for the precious
items they sold. Sales declined and have remained
stagnant with only occasional rises though the holiday
seasons. Being a business, the owners/managers had
to consider other and all means to create income for
their companies to survive. Service has always played
an important role in the jewelry business, but as sales
diminish, the need for quality service increases. Many
people are choosing to repair a watch versus buying
a new one. Sometimes it is because of sentimental
reasons; other times they are just playing it conserva-
tively. | have had customers who work in the financial
industry and were given a luxury watch as a bonus for
a job well done. Many of them sold these watches dur-
ing tough times. But most people value a prized pos-

BY TOM SCHOMAKER, CMW21

session, especially if it given to them by a loved one, or
if they had planned out the purchase and saved money
toward this special gift. It’s these types of clients who
are more likely to retain and service their timepieces,
even if they were to accumulate other timepieces.

Giving Perceived Added Value

In these unigue times, we must not only do a profes-
sional job when servicing a watch, but we must ap-
ply perceived added value to the service. This could
be as simple as doubling the length of the warranty.
This gives the customer added confidence about their
decision to spend their money on a repair they may
be able to postpone until better times (thus freeing up
money for other “needed” items). Offering free add-
ons are another way to make customers happy. It may
be as minor as cleaning the case with the purchase of
a new strap, or maybe including a free mineral round
crystal with a repair, if applicable. This $1investment is
sure to bring a smile to your customers’ faces, in light
of the fact that this may normally be a $30 option. |
would consider doing this if their present crystal is
only chipped or scratched. If broken, then | would not
exercise this option, but instead, try to creatively use
another add on. Why? The broken crystal is viewed as
a must-fix repair, and we would probably take that op-
portunity to charge for it.

Free batteries are often used to promote customer
service. Some stores will provide a free cell replace-
ment if the watch was purchased originally from
them. Other stores may extend this invitation to all
watches that enter their store. One problem with this
is, if the watch is marked water resistant, it should be
checked and leave water resistant. Skipping this step
could make this a very expensive “freebie.” Avoid 5
Customer service doesn’t always have to involve

re-regulating a watch that has not been recently
serviced as its accuracy may not reflect the same
giving away services or products. You can help with
a rush service for an unforeseen last-minute repair,

rate as your timing machine displays. For those
older pieces, polishing the plastic crystal has al-
ways been a common practice to make the cus-
tomer feel special. These are just a few examples
of things that can be done that will add perceived
value.

Sometimes, Customer Service
Means Just Being Thoughtful

10
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or provide a
small, same-
day repair that
saves the customer
from making an ad-
ditional trip, especially
since the price of gas isn’t

cheap. Helping out a customer in a “time of need” (i.e., di-
vorce, death in the family or illness) is not only the right thing
to do, it’s never forgotten. Just taking some extra time out of
your busy schedule to listen to your customer’s concerns will
go a long way towards building a long-lasting relationship.
Today, when customer loyalty is often trying to be bought, it’s
truly refreshing to have a customer base that entrusts their
most precious items exclusively to your care.

We should nurture these relationships and emotions in some
non-intrusive ways, making the shopping experience pleasant.
This could be as simple as offering small samples of chocolates,
or even a cup of coffee or espresso. A nice gesture for a spe-
cial holiday such as Valentine’s Day, is to have fresh, single-cut
roses on hand that can be given out to anyone who enters your
store that day. There are also “open house” and “charity” up-
scale events, which can include alcohol and socializing that of-
fer opportunities to get to know your customers. And being a
good, contributing member of the community may be one
of the most important public relations moves you can
make. Supporting school events and possibly sponsor-
ing a youth sports team can be some of the cheapest,
yet productive forms of advertising you can do.

What Separates You from the Competition?

Your service, expertise, attention to detail—and
showing you care about your customer—is what will
separate you from your competition. The fact that
you are able to accommodate special requests on
repairs that you perform in-house gives your cus-
tomer an added value and will encourage them to
frequent your establishment. If you are CW21, this is
an exclusivity you can capitalize on, as well.

Through joint efforts between AWCI and retailers,
we are educating consumers on the many benefits
of using a “qualified watchmaker.” You can see this
on our website, at the trade shows we attend, and through
our public relations campaigns. So strive to always be one of
those “qualified watchmakers.” Then think about the level of
customer service you offer:

Are you really doing everything you can to provide top notch
customer service? ¢
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HOW QUALITY AND
SERVICE AFFECT
CUSTOMER SERVICE

The HT Editor, Amy Dunn, asked me to write this month
about how service and quality can lead to providing
good customer service in our industry. While ponder-
ing this topic for a few days, | began to realize that
each person’s perception of “service” is very subjec-
tive. Add to that the concept of “quality” and that can
lead to a broad discussion. Therefore, my thoughts this
month are just that—they are my thoughts, based upon
decades of experience repairing watches and dealing
with watches, their owners and the third parties who
send them to me for service.

Although many of us believe we can accurately define a
word that expresses a concept, | find it helpful to check
a dictionary to see what the word’s accepted definition
really is. Webster’s defines quality as: a. degree of ex-
cellence, and b. superiority in kind. It goes on to define
service as: the work performed by one who serves.

Quality is not absolute, but rather variable. We could say
that it may range from excellent to poor. When coupled
with a word such as service it may indicate a superior
grade of work as contrasted to a lesser grade, so that
one who offers “Quality service” implies that the work
is of a superior grade. In the marketplace, the words
“Quality service” really do not indicate anything other
than the person merely provides service. Otherwise,
we would hear claims from service people saying the
quality of the work they provide ranges from excellent
to mediocre or even poor. No one who provides lesser
quality service would have the audacity to advertise his
or her service as lower in quality. Therefore, claims for
quality service are just that. They are claims.

Abraham Cohen, Boston’s premiere watchmaker and
material dealer for many years, reminded his employees
that, “You can always fool a customer, but you cannot
fool his watch.” He made it his business and the busi-
ness of his employees to do every watch repair to the

BY JACK KURDZIONAK, Cw21, FAWCI

best of their ability. If a watchmaker makes an error of
omission or commission while repairing a watch, that
watch will eventually fail and cause a problem. A cus-
tomer might accept some lame-brained explanation of
why a watch repair failed, but the watch never accepts
an explanation. It only responds to a proper repair. With
Mr. Cohen’s admonition in mind, a quality watch repair
requires watchmaking skill and knowledge coupled
with a willingness to take whatever time is needed, and
replace whatever parts are necessary. Doing anything
less is only inviting a comeback that translates into a
free repair and an explanation to a customer. It is better
to avoid having to do either of those by doing the repair
right the first time.

Some watchmakers might say, “Jack that is easy for
you to say, but you don’t know my customers here in
Anytown, USA. They won’t pay for that service.” Qual-
ity never needs an apology, an excuse, or a lower price.
Does BMW ever apologize for making nothing but high
quality autos and motorcycles? Does Starbucks make
excuses about the worldwide price of coffee beans and
the price of a cup of their coffee? Would Coca Cola of-
fer a bottle of Coke at a price below that of a store
brand cola to gain market share? Obviously, the answer
to those three rhetorical questions is a resounding,
“No.” Those three companies did not get to their posi-
tions of industry leadership by carping about the cost
of supplies, labor, marketing, etc. They arrived at their
respective positions by providing high quality products
at a price level above their lower cost competition.

We occasionally receive a post card from someone in
California advertising watch repair services, along with
apricelist and aninvitation to send them some watches
for repair. The listed prices for watch repairs are so un-
realistically low for the American market that we know
something is wrong. “If it seems too good to be true, it
is” comes to mind every time we receive the postcard.
Full service watch overhauls begin at $12 and go up to
about $50 for luxury brand watches at this west coast
location. One thing that is not mentioned anywhere on
the postcard is quality. Obviously, the sender of the
postcard does not sell quality. Anyone can offer low
quality, low cost service, but only someone with well-
honed skills and knowledge of industry resources can
offer top-of-the-line products and service.

About sixty years ago, the U.S. had about 50,000 watch-
makers, many of whom were WW2 veterans trained un-
der the Gl Bill of Rights. Much of the training was basic,
taking a year or less while others attended night classes
or took correspondence courses by mail. At that time,
nearly every town had at least one watchmaker to ser-
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vice the relatively simple watches of that
era. The competition for work was fierce
and these watchmakers did everything
necessary to secure enough work to earn
a week’s pay. Unfortunately, for many of
those watchmakers, quality was not pri-
marily on their mind. Getting and keeping
a job was a primary concern. Those were
not the “good old days.” | can vividly re-
member many of those WW2 veterans
advising me in 1970, not to give up my day
job teaching science in a public school in
exchange for a watchmaking career. A
few years later, | did quit the day job and
opened a trade shop and my business ed-
ucation began in earnest. At that time, |
was doing trade work for an exceptionally busy store
located adjacent to an lvy League college. That shop’s
measure of superior quality was a comeback rate of less
than 15%. The owner wanted to keep his costs at a mini-
mum and refused to pay for any replacement parts he
deemed unnecessary. He had trouble achieving his 15%
goal. For whatever reason, he operated his business by

BY JACK KURDZIONAK, CW21, FAWCI

underpricing his competition even though his shop was
located in one of the wealthiest cities in the U.S.

Around the corner from his shop was a small jewelry
store for which | also did trade work. The owner of
this store did not compete on price, but rather on the
quality of her services. If a watch needed more materi-
al than expected, it was never a problem. She wanted
the job done right the first time. On several occasions,
| estimated the same watch for both shops. More often
than not, the small jewelry store sold the repair, and
sold it at a higher price than the low cost, high volume
shop around the corner. One store owner thought
his customers would not pay for quality ser-

vice, while the other knew they would.

She understood that discern-

ing customers would choose e
quality over price. For the
others who were not so dis-
cerning, their watches would
help them decide, because there
was and still is, no way to “fool a
watch.” ¢
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technical discussions

Clockmaking—
The Tools, Part 3

Making Tools and Leaf Springs

can be used for clockmaking and the basic cutting

tool for the light work that is most frequently car-
ried out on it. As you must have realized, these few
articles are not intended to be an exhaustive manual
of lathe usage, but a basis for further exploration of
possibilities. | think it would be helpful to detail a few
tasks that can be carried out.

| have described the type of engineer’s lathe that

Clock Leaf Springs

Leaf springs appear in a range of clocks from the very
old to quite modern. Old thirty-hour clocks use them
for driving the first wheel and minute wheel (precisely
where depends on the place of origin). Lantern clocks,
bracket clocks and some carriage clocks make use of
them to drive the minute hand and so do many Ameri-
can clocks. They are also used to hold a minute hand
in place and allow it to be moved relative to the rest
of the movement.

Figure 03.01: drawing of a typical leaf spring

Figure 03.01is a drawing of a typical leaf spring. The
profile is dished (concave on one side; convex on the
other) and the material (brass) is quite thin. The brass
could be anything from about 0.25 mm for a carriage
clock to 0.75 mm for an Anglo-British thirty-hour long
case clock. Large springs are thick and small ones are
thin—it depends on the stiffness required. The shape
is oval for a two-lobed spring and triangular for a
three-lobed one as you can see from the Figure.

A parting-off tool is needed for this task. It should
be shaped as in Figure 03.02 and have the sharp tip
blunted by stoning a 45° flat about 0.25 mm (0.0107)

- Figure 03.02
L, bhenieg _%
L 3

"I

there. When a thin disk is parted off a pre-drilled bar
it will be forced away from the tool to form a dished
washer. The depth of the dish is dependent on how
quickly the tool is advanced to produce it and how
thick the disk is—I generally make the thickness be-
tween 0.125 mm (0.005”) and 0.25 mm (0.010™).

Clearly, if a leaf spring is 25 mm (1”) wide from tip to
tip, it must be cut from a bar of the same diameter
and the parting off blade will be about 13 mm (0.510”)
long or the washer will not part off.

This is fairly heavy duty for the parting blade and
it should be made to the proportions shown in the
drawing. If it is too thin it will bend and snap off.
Shaping the leaf spring to any oval (two lobes) or
triangular (three lobes) form is done with tinsnips.
Whenever possible, tinsnips should be set up in a vice
with one handle held in the jaws (Figure 03.03). This
gives you far more control over the piece being cut,
particularly if the material is thin or the amount of
waste is narrow. It is also much safer. On that note,
may | point out that you should never buy tinsnips
that have handles that come together at the ends. As
an apprentice, | was cutting out a machine guard with
very large tinsnips one time and managed to pinch
the side of my waist with the handles when the work
slipped and jammed the blades. It was painful and it
took some time to pull the handles apart again. Ac-
cidents like that stick in the memory!

Washers often get lost, and although there is a wide
range of them available from suppliers, unless they

14
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Figure 03.03

are for modern clocks, those that are available off the
shelf frequently do not match the originals or remain-
ing washers. Making replacements on the lathe takes far
less time than hunting through the catalogs. Simply turn
a piece of bar to the diameter required, drill the hole di-
ameter needed, and use the top slide to move the point
of a sharp parting tool from the faced-off end to the
left by the thickness of the washer (Figure 03.04). | do
not think it needs more explanation than that. However,
formed washers—the type that can be found under the
heads of the screws that hold the plates together on
quality clocks—need a little planning.

The form needed is seen in Figure 03.05. The underside
of these washers must sit flat on the movement plates
and bear down on the periphery of the washer. For that
reason the underside is often very slightly dished. This
gives the maximum stability to the pillars, and conse-
guently, maximum rigidity to the whole movement.
Washers of this type are most frequently decorative,
sometimes with a chamfer, but more frequently with
a concave radius. This upper surface is also polished
and the temptation is to attend to this surface first. It is
certainly easier, until the washer is to be parted off the
bar, then it is quite difficult to create the required dish-
ing. Figure 03.06 illustrates the machining sequence to
carry out the complete job satisfactorily. The concave
radius is polished using a fine grade of emery paper
wrapped around a wooden rod. Wood is used so that
if the emery paper tears or wears through, there will
be no metal-to-metal contact to damage the polished
surfaces. It is important to ensure that the parting tool
is sharp for the final operation. Otherwise, it will push
over and the surface will not be flat. The flat, upper
surface is polished on an emery board, stroking the
washer backwards and forwards across it.

The tool for cutting the radius is simply a modified
turning tool with the radius ground onto the point. |
usually leave the top surface without any clearance or
rake.* This allows the radius ground onto the tool to
form exactly the same radius on the work piece. If rake
or clearance is ground onto the top of the tool, the tool
does not produce a “negative” of the ground radius.

BY LAURIE PENMAN

You will need to draw a projection of this to see what is
actually cut into the metal; it is a matter of geometry. Use
fine slip stones, finishing with an Arkansas stone to round
off the tool and to remove the original manufacturer’s
grinding marks from the top surface. Do not stroke up
and down, but round the radius. The aim is to produce a

Figure 03.04

Liss Dopralide to move
tevtl wvdshen uickness

Align poink and face

cutting edge that has no visible serrations in it. This tool,
whether it is formed or intended to produce a cylinder, is
often called a shaving tool. It needs to be absolutely firm
in the tool post and there should be as little overhang of
the slide as possible. If it begins to “chatter” leaving marks
on the work surface, stop the machine
and rotate the chuck by hand slowly
until the marks disappear. If they do
not disappear, the cutting edge has
lost its keenness. You will need to use
a stone to sharpenit. ¢

A 2

* There is considerable confusion
amongst machinists and the litera-
ture, and you will find that “rake” and
“clearance” are often used inter-
changeably.

Figure 03.05

Figure 03.06
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Special Watch
Service Aids, Part 3

serve me well except for one annoying trait. Many

times | pick up the base to move the cup and
cover when the base separates and drops. The ta-
per of the base and the knurled bottom edge do not
provide an immediate and secure grip as shown in
Figure 3.1. To solve this problem, | installed a rub-
ber gasket which created light friction, holding the
cover to the base. Now when | pick up and move the
oil cup, it stays together.

I will use an assortment of Bergeon oil cups that

FIGURE3.2

BY DALE LADUE, CMW21

To create this service aid, | mounted the base of a
cup in a six-jaw chuck and spun it in the lathe (always
wear safety glasses when working at the lathe). A
groove was cut in the section that fits under the cov-
er. | used a cylindrical cutter sharpened on an angle,
which created an oval face (Figure 3.2).

An o-ring watch case back gasket (Figure 3.3) was
placed in the cut groove as shown in Figure 3.4. 1 then
slid the cap in place and found that it did not seat com-
pletely shown in Figure 3.5. The base was returned
to the lathe and the groove was cut slightly deeper
as demonstrated in Figure 3.6. The cover resting on

the gasket left a
slight gap, and
when pressed
home, the cover
became fric-
tioned in place
(see Figures 3.7
and 3.8). If the
gasket ceases to
hold, a damp al-
cohol wipe of the
gasket and inside

cover will restore
the friction.

A simple tool to
remove stems
from ETA move-
ments is shown
in Figure 3.9. A
brass rod was
selected that
matched the di-
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Special Watch Service Aids, part 3

FIGURE3.7

FIGURE3.8

ameter of the detent removal upper plate recess.
The rod end was filed parallel to match the width of
the slot inside the recess. To remove the stem, the
tool is pressed into the slot which releases the detent
lever from the detent slot of the stem. The purpose
of this arrangement is to create a stop so that the de-
tent only releases the stem and does not disengage
the other setting parts. Typically, a flat-bladed steel
screwdriver is used to release the stem. However, the
brass will eliminate the chance of marking the sur-
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FIGURE3 10

face area around the
recess (Figure 3.10
and 3.10). FIGURE3.N
In finalizing this se-
ries, | realize that any
special tool will have
a trade-off and these
are no exceptions.
Having to reach for
that special tool, when
you have a screw-
driver with its steel
tip or pointed twee-
zers in your hand, can
interrupt workflow. Preventing marks seems to me
to be tantamount, and | will accept the interruption
and create a new workflow. ¢

BUSHINGS!

KWM SIZE IN BRONZE $4.00/ 20 pc PACK

KWM SIZE IN BRASS $8.00/ 50 pc PACK

No min order. No small parts surcharge. Mailing $2 US/CAN, $5 Internatl.

Butterworth Clocks, Inc.

5300 59th Ave. West Muscatine, IA 52761
Phone: 563-263-6759 Fax: 563-263-0428
E-mail: butterworth@machlink.com




historical discussions

Gebruder Eppner:
An Extraordinary
German Industrial
Watchmaker

The Story Begins with a Sinking Ship
off the Coast of Norway

Throughout history, appreciative governments have
rewarded exemplary service to the government with
valuable gifts. In the 19th and 20th centuries, high-
quality gold watches were often used as long-lasting
tokens of grateful appreciation.

This was certainly the case in 1903 when the German
schooner Othello, registered in Rendsburg, Germany,
and captained by Capt. T.H. Thode, went aground on
the southwest coast of Norway.

The Othello had left Husum, a port on the east coast
of the northern German State of Schleswig-Holstein,
with a load of scrap iron destined for the port of
Goteborg, Sweden, and then on to the famed steel
mills of Sweden. Her intended route was to sail into
the North Sea, round the northern coast of Denmark
and then head east to Goteborg.

Unfortunately, rough seas and a fierce southeast-
erly wind blew the Othello further north and west
to the southwest coast of Norway near the town of
Stavanger. At 3:00 in the morning the Othello went
aground on a rocky shore, “a couple of cable lengths”
from Kvalbein Beach. The Othello’s crew of four had
to climb into the ship’s rigging to keep from being
washed overboard by the breaking waves.

Tha Mo rwegian Cosst Guard Crow and thoer vossel “Tregg.”
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Tet Bie e mlenli = B | St s g g Brpmpesy dor  (hboilly’ i baad widif]

BY DAVID CHRISTIANSON, CMW21, FAWI

Norwegian Coast Guard crews noticed the stranded
ship at 5:00 a.m. and initially tried to reach the ship
with rocket-launched cables from the beach, but the
rockets fell short. As soon as daylight broke they
launched the rescue boat Trygg with Captain Om-
mund Johansen Kvalbein at the helm. After many fu-
tile attempts to reach the Othello, the Trygg’s crew
was finally able to get close enough to reach the
stranded crew with
ropes and drag them
one at a time through
the choppy waters to
the rescue boat.

To understand and
appreciate the signif-
icance of this award,
we need to explore
Gebruder Eppner,
the maker of this
gold watch, a story
that attests to the ex-
ceptional watchmak-
ing industry in the
German states.

The Extraordinary Art of the
German Watchmaker

“Gebruder Eppner” means “the Brothers Eppner” in
English. From 1845 to near the end of the 19th cen-
tury, Gebruder Eppner of No. 31 Behren Strasse and
No. 34 Charlotten Strasse in Berlin was the distribu-
tor of watches made in Lahn and then in Silberberg,
Silesia. But there is far more to this story than these
basic facts. Gebruder Eppner was far more than a
distributor of watches and the watches made in the
factories were some of the finest in the world at the
time, on a par with the A. Lange watches that came
from Glashuette in the neighboring Kingdom of Sax-
ony. Today, these watches are highly sought-after
by serious collectors of fine watches.

There is very little known about the Eppner Broth-
ers on this side of the Atlantic, but fortunately, the
new and greatly expanded two-volume edition of
Lexikon der Deutschen Uhrenindustrie 1850-1980
(Encyclopedia of the German Watch & Clock Industry
from 1850-1980) gives us a lot of information about
this family of watchmakers.

We’'ll begin our story of the Eppner Brothers with
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Gebruder Eppner: An Extraordinary German Industrial Watchmaker

(I

Eduard Eppner. Eduard was born on July 14, 1812 in
the town of Halle in the German state of Saxony, just
16 kilometers (10 miles) from Leipzig in the neigh-
boring Kingdom of Saxony. He and his brother, Al-
bert, completed an apprenticeship with their older
brother, Wilhelm, in La Chaux-de-Fonds, Switzerland.
Wilhelm made tower clock movements and timing
control mechanisms under the name of Eppner & Co.
Albert continued his studies of watch fabrication and
the watch trade in England and America.

BY DAVID CHRISTIANSON, CMW21, FAWI

In 1835, the brothers, along with fellow workers,
opened their own factory in Halle to assemble and
finish pocket watches from Swiss-made watch com-
ponents. They quickly moved into making their own
components for the Swiss-made blank movements.
In 1845, they opened a factory in Berlin to make and
distribute finished watches (and apparently closed
the Halle facility). They specialized in the making of
fine cases, dials and hands for their own watch move-
ments, and most notably, made chronometer-quality
watches. Their facilities were located at No. 31 Behren
Strasse and No. 34 Charlotten Strasse in Berlin.

The quality of their watch work was so good that
Fredrick Wilhelm 1V, King of Prussia, honored them
with appointment as watchmakers to the court of his
majesty the King of Prussia. Keep in mind that Ber-
lin was a city within the Kingdom of Prussia at the
time. Through this appointment, Eduard petitioned
the King to finance a watchmaking school with the
aim of creating a new industry in the economically
depressed area of Lahn in Silesia (a region also in the
Kingdom of Prussia).

ChronoProof®

Distributed by:

@ Cas-{zrCo. Jhorel
1.800.487.0408 casker.com
CALL 1.800.487.0408 Jules Borel & Co.

FAX 1.800.487.5848
Shop: www.casker.com

1110 Grand Boulevard
Kansas City, MO 64106

CALL 800-776-6858
FAX 800-776-6862
www.julesborel.com

The simplest water
resistance test ever

— Tests with vacuum and pressure
(-0.3 and +2.0 bar)

— Device with integrated compressor and
printer

- Not necessary to set watch parameters

— Insert the watch, close the chamber and
the seal test takes place automatically

— Thanks to new algorithms, reliable test
for all types of wristwatches

witschi

+ LEADING SWISS PRODUCTS
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historical discussions

_-I" The Eppner brothers wanted to train
1!,' watch factory workers much as

v Adolph Lange did a mere seven years
% earlier in Glashuette in the neighbor-
ing Kingdom of Saxony. Like Lange,
the Eppners wanted to train watchmakers
to make the various components of the watch, each
according to his own talents and abilities, and like
Lange did with the King of Saxony, the Eppners con-
vinced the King of Prussia to finance a watch indus-
try in Lahn, thus bringing employment and a new in-
dustry to the area. It is not unlikely that the Eppners
knew of Lange and his endeavors since they were in
Halle, only 115 kilometers (70 miles) from Dresden,
the center of science and artisanal watch and clock-
making in the Kingdom of Saxony, as well as in the
German Confederation as a whole. As a side benefit,
the Eppners would have a source of quality watch
movements made under their own supervision for
their chronometer shop and watch case facilities in
Berlin. The Berlin firm was under the management of
Eduard, and the Lahn/Silberberg factory was under
the management of Albert.

In 1869, the company moved to Silberberg, Silesia, a
town northeast of Lahn, and expanded its business
activities. In addition to the machine production of
pocket watches in four qualities, the product range
also included tower clocks, watchman’s clocks, time
stamp clocks and other time tracking timepieces
(probably Brother Wilhelm’s contribution to the
family business). The watch factories at Lahn and
then Silberberg operated under three names:

1852 - 1860 Uhrenfabrick A. Eppner & Co. GmbH
(approximately) (A. Eppner & Co. Watch Factory)

1860-1870 Preussische Uhrenfabrick Gebr. Eppner
(approximately) (Eppner Brothers Prussian Watch Factory)

1871-1945 Deutsche Uhrenfabrick Silberberg
(German Watch Factory in Silberberg)

The author of the Lexikon gives no dates of opera-
tion other than 1852-1945 in toto. The above dates
given are presumptive, given the evidence found in
an 1860s advertisement in the Lexikon.

The founding name of the firm was Uhrenfabrik A.
Eppner & Co. in 1852. In 1871, Prussia became the larg-
est state in the newly-formed German Empire and
Wilhelm [, the King of Prussia, became its first emper-
or. When Silesia became a part of the German Em-
pire in 1871, | suspect that the firm’s name changed
to Deutsche Uhrenfabrik Silberberg. The name Preus-
sische Uhrenfabrik Gebr. Eppner is open to conjec-
ture. In the advertisement of around 1860, the broth-
ers state that they are court watchmakers to the King
of Prussia and are watch factory owners in Lahn. So
I’ll conjecture that the firm was known as the Prussian
watch factory at this time. The advertisement also
shows a likeness of an older Fredrick Wilhelm IV. His
majesty, King Frederick Wilhelm 1V, died of a stroke
in 1860 and his brother took the name King Wilhelm
| in 1861. (The caption under the advertisement in the

« Effective

!
MBS
-

V-GFauge~
A few pumps of the handle will seal the vacuum for visual identification of
Only $195.00 T leaks in the case back, stem, bezel, or buttons. Watch can be tested with the
(Patent Pending) movement in the case. It's that easy!
FREE SHIPPING Call 480-205-2193 or visit
Call 480-205-2193 or email www.magnumpowerproducts.com

duggerlTcox.net

simpletouse  Leak Test System ~<=24=7 "

The new Watch Leak Test System from Magnum Power
Products uses a vacuum bubble testing method. Any competent
repair person can use this simple, affordable system. It's ideal for general

. Affordable 15-Second Watch J'HHEN WE’“i

water-resistance testing when performing battery replacements or repairs.

B. Dugger




Gebruder Eppner: An Extraordinary German Industrial Watchmaker

Lexikon incorrectly says it is from around 1870!) Per-
haps the brothers felt that the firm’s name should
honor its Prussian heritage at a time when Prussia
was at the height of its military and political power.

The Lexikon tells us that the Eppner brothers pro-
duced cases, hands and dials, as well as specialized
watch movements on special order for the King. The
King used these as awards and State presentations,
just as the watch of this story evidences. There have
been several examples of these fine presentation
watches being offered for sale to collectors over the
past several years.

Where the Factories Were Located

To put all of this into perspective geographically,
we’ll look at the area where much of the Eppner ac-
tivities took place. Silesia is a mineral rich region in
central Europe currently in southwestern Poland and
the Czech Republic. It dates back to the middle ages
under the Piast dynasty, but | don’t think it was ever
a state, although it has been a province under sev-
eral different states since the 15th century. Over the
years it was a part of Poland and then Austria, until
it was seized by Prussia in 1742. It remained Prussian
until after WWI when the southwestern part, where
our story takes place, became a part of Poland, again.

The site of the Eppner’s first factory was in Lahn, now
called Wlen, in Poland. There are two possibilities for
Silberberg (Silver Hill or Silver Mountain in German).
They were both called Silberberg at the time and
were within 75 kilometers of each other. The one site,
a small village now called Srebrna Gora, was princi-
pally a fort that became a prison during the Napole-
onic wars and never did develop economically. It still
only has a population of 1,500 today.

The more likely site is now called Zlotoryja. During its
long existence Zlotoryja was refereed to by various
names, Aurum (gold), Aureus Mons (Golden Moun-
tain), Goldberg (Golden Mountain) and after the
gold ran out, Silberberg (Silver Mountain). Because
of its rich mineral assets (gold, copper, silver and
basalt), it has always been an industrial town and
far more likely the site of a new watch factory, built
to revive a flagging economy. It was connected by
telegraph with Berlin in 1862, by railroad in 1884
and telephone lines in 1900.

This Silberberg (Zlotoryja) is only 160 kilometers
as the crow flies southeast of Berlin (200 km on

Horological Times March 2013

today’s highways) and 150 km west northwest of the
Dresden/ Glashuette area, both of which areas were
producers of some of the finest watches in the world.
Lahn (the first factory) was only 35 km via existing
roads southwest of Silberberg. (Zlotoryja). ¢

References:

Newspaper accounts of the Othello rescue:
Rendsburger Wochenblatt, 17 October 1903 & 13 Feb. 1904.
Stavanger Aftenblad, 17 October 1903 and 15 March 1905.

Hans-Heinrich Schmid, Lexikon der Deutschen Uhrenin-
dustrie 1850-1980 (Encyclopedia of the German Watch &
Clock Industry from 1850-1980), Deutsche Gesellschaft fur
Chronometrie e. V., Nurnberg. 2012.

Wikipedia

World Book Encyclopedia

Geographical research on the internet coordinated with
1889 Rand McNally maps of the German States, The King-

dom of Saxony and Silesia; and with the Michelin Tourist
and Motoring Atlas of Europe, 2007 edition.
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Greubel Forsey’s
Invention Piece 2

Awarded Best Complicated

Watch Prize

he 2012 Grand Prix d’Horlogerie de Genéve

I prize in the “complicated” category was

awarded to Invention Piece 2. Stephen Forsey,

who received the award on behalf of Greubel Forsey,

said: “We are very honored to be awarded this prize

for Invention Piece 2. This timepiece pays homage

to our second Fundamental Invention, the Quadruple

Tourbillon. Its open heart architecture reveals the in-

tricate beauty of its complex mechanism and refined
hand-finishing...”

Invention Piece 2’s fundamental innovation is the Qua-
druple Tourbillon, which features two double tourbil-
lon systems, each incorporating an inclined tourbillon,
linked by a spherical differential. This provides the
escapement with the average timing rate of the two
regulating systems, thus minimizing positional errors
to improve timekeeping precision.

Visually it is the three curved protuberances that first
attract the eye. These provide visual interest and allow
a smaller case diameter (43.50 mm) than would other-
wise be possible. A clockwise tour of the three-dimen-
sional layout reveals the hours and minutes conceal-
ing the three mainspring barrels at 5 o’clock, with the
hours indicated by a large red triangle and the minutes
by a small blue triangle on a rotating disc. An open
inverted double tourbillon at 8 o’clock offers panop-
tic views of the rotating double tourbillon 30° system
from above, below and sideways through its curved
window. The opening for the tourbillon system also al-
lows visual access to the central spherical differential.

A small dial at 9 o’clock provides the seconds, while a
blued hand at 11 o’'clock indicates the 56-hour power
reserve. A second (non-inverted) double tourbillon
system at 1 0’clock allows appreciation of the top of the
second double tourbillon system. A four-pointed, red-
tipped sapphire star displays the four-minute rotation
of the outer tourbillon. The inner tourbillons of both
systems are inclined 30° and rotate in 60 seconds.

Turning over Invention Piece 2 reveals an engraved,
hand-finished personal message from Robert Greubel and

Stephen
Forsey chron-
icling the histo-
ry of the invention
of the quadruple
tourbillon.  Invention
Piece 2 is a unique edi-
tion of 22 pieces: 11 in red
gold and 11 in platinum. ¢
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\Eattery Buyers

Mention You're an AWCI member and WE
WILL DONATE .1% of each sale to the ELM Trust!

CALL OR EMAIL FOR DAILY PRICING
(855) 243-8724, info@globalbatterybuyers.com

Batteries - Silver Oxide

Polishing Per LB
Paying 2.2x silver 1 -

TOP DOLLAR PAID
Call for price

Payout Examples 2.2x

LONDON WE PAY PER
SILVER FIX POUND (LB)
$28.80 $63.36

$33.75 $74.25
$38.85 $85.47
$43.46 $95.61
$48.34 $106.34

Starting price per Ib $60 & up

Call for free UPS
shipping label

7131 PerriLane Brooklyn, NY 11234
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New Style of Brequet’s Type XXII
Chronograph with 10 Hz Frequency

Rose Gold Version to be Introduced at BaselWorld 2013

year with a model in 18-carat rose gold. The

finer material highlights the beauty of this
unigue timepiece, which houses a Breguet chrono-
graph movement with silicon escapement and flat
balance spring whose frequency has been raised to
10 Hertz (i.e. 72,000 vibrations per hour). This fre-
guency gives the movement exceptional regulating
power. lts chronograph seconds hand makes a com-
plete rotation in 30 seconds. The timepiece’s start
function and readout are thus twice as precise.

The Breguet Type XXIl is being enriched this

At the heart of this technical innovation is the use of
silicon, resulting in more lightweight mobile compo-
nents and the avoidance of the lubrication problems
generated by high frequencies. The minutes gradu-
ation in the form of dashes—one red and the other
white—situated on the flange, combined with the num-
bered seconds graduation also appearing in red and
white, serves to
establish wheth-
er the chrono-
graph  counter
is in its first (red
sectors) or sec-
ond (white sec-
tors) 30-second
revolution. The
Breguet Type
XXII chrono-
graph features a
flyback function,
allowing the to-
talizer to be re-
turned to zero
and instantly
restarted in one
and the same
operation.

The dial includes a second time-zone indicator along
with an aperture for a date calendar. A two-position
crown resets the second time-zone indicator by mov-
ing the hour hand at center without affecting the min-
ute hand. With the crown in that position, the date
calendar follows the time of the main time-zone dis-
played at center. A 24-hour night-and-day indicator
at 3 o’clock tells the wearer whether it is daytime or
nighttime in the area covered by the second time-
zone. At nine o’clock, a subdial showing the running
seconds makes full rotations in 30 seconds. The chro-
nograph’s brown dial contrasts with the flyback indi-
cations in red.

The model comes fitted with an integrated brown
leather strap. The watch has a 44 mm diameter and is
water-resistant to 10 bar. ¢
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Capital Area Watch &
Clockmaker Guild

DID YOU KNOW? CAWCG
averages 35 attendees a
month (even though they
serve Central Texas, it’s still a
HUGE area!)

In February, the Capital Area
Watchmaker and Clockmaker
Guild (CAWCG) heard a fas-
cinating speech by someone
they were surprised to find in
their own backyard—the niece of Henry Fried. Nancy
Berry, Mr. Fried’s niece, is also the mayor of a nearby
town, College Station, Texas. She had many stories
to share, and you can bet the members had plenty of
stories about Henry to tell, as well!

The next CAWCG Meeting: March 26, 2013 at 6:00 pm
Pok-e-Jo’s Smokehouse

2121 W. Parmer Lane, Austin, Texas, 78727
Presenter: David Craft

As with most CAWCG meetings, dinner will be first
with the presentation following immediately after-
ward. For more information contact Jay Holloway at
jholloway@suddenlink.net or go to www.cawcg.org.

Minnesota Clockmakers
Guild

The Minnesota Clockmakers Guild (MCG) stays ac-
tive with fun and educational monthly programs
where many people participate. If you would like
more information contact: Dean Ziegenbein - 952-
322-4776, dpz72@hotmail.com

FEBRUARY

February meeting highlights included many “show
and tell” events by members...from unique ship’s
wheel clocks, to the best methods for shipping tu-
bular bell movements, to the results of a test of vari-
ous lubricants.

Dave Leinen shared two
unique ships wheel clocks
with rim winding, and the
group asked questions
about the disassembly

Garth Antila
shared a clas-
sic brass watch
depthing tool
for setting pin-
ion locations in
the plates
during the
MCG February
meeting.

MARCH

The group’s March meeting program topic was
“Hands-On Reaming and Bushing Installation.” Ev-
eryone was invited to bring their tools and a plate
and pinion to use for demonstration purposes.

APRIL

The next MCG meeting
should be an exciting one
on “Tower Clock Installa-
tion and Maintenance” giv-
en by Elroy Anderson.

DATE: April 4, 2013

TIME: 7:00 pm

LOCATION: Hopkins Pavilion,
1000 Excelsior Blvd.,
Hopkins, Minnesota, 55343
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Horological Association
of Virginia

2013 Annual Convention:

May 3rd-May 5th 2013

The Sheraton Roanoke Hotel & Conference Center
2801 Hershberger Rd., Roanoke, Virginia 24017

Saturday Speakers Program

Watchmaking Program Speaker: Tom Schomaker,
CMW 21, Watchmaking Instructor, AWCI
Program: Tips and Techniques for Lowering your Delta

Clockmaking Speaker: Mr. Bob Ockenden, CMC, Tech-
nical Director Chelsea Clocks
Program: Platform Escapements

Sunday Speakers Program

Lecture and Discussion; Tom Schomaker, CMW21
Program: The Correct Installation of Watch Power
Cells; Recognizing Genuine Rolex Watches and Their
Counterfeits

Lecture and Discussion: Bob
Ockenden, CMC Program:
Chelsea Clock, The Next 100 Years

For information contact Billy Best,
groovemaster2000@juno.com
540-979-2357msg

Presenter, Tom Schomaker,
CMW21, AWCI Watchmaking
Instructor

Presenter, Bob Ockenden,
CMC, Technical Director,
Chelsea Clocks

Keep Shipments Running Like Clockwork with FedEx

Watch repairs take time, but your customers want their watch or clock re-
paired and back fo them as soon as possible. That's why efficient shipping
is so important. Keep shipments running like clockwork with FedEx and
reduce your shipping costs by joining the AWCI Freight Savings Plan.

It'saseasyas1, 2, 3.

- O

1. Go to www.siriani.com/awcifsp to enroll in this FREE member benefit.
If you already have a FedEx account we'll link it to the AWCI Freight Savings Plan discounts. If

you don't have an account, we'll get you one.

3. You're invoiced by FedEx but at the AWCI discounted rate. No hidden costs — just great savings!

For fast, reliable delivery of your time-critical shipments, choose FedEx Express. By using FedEx Ship Manag-
er® at fedex.com to create your shipping labels, you'll save time and money. As an AWCI member, you can
save up to 29% on select FedEx Express® shipping and up to 20% on select FedEx Ground shipping. Choose

the speed and service levels that fit your budget.

For information or to enroll in the
program, go to www.awci.com
and logon. At Welcome page,
click on:

* Review Programs and Discounts
* AWCI Freight Savings Plan

Start serving your customers better while saving your business money
now. For more information about the AWCI Freight Savings Plan,
call Siriani at 1.800.554.0005 or go to www.siriani.com/awcifsp.

For eligible FedEx® services and rates, contact your freight savings program provider, Siriani. FedEx Express
discount includes a 5% discount for creating shipping labels for eligible FedEx Express® shipments using
FedEx Ship Manager® at fedex.com or other approved FedEx® electronic shipping solutions. All FedEx
shipments are subject to the applicable FedEx Service Guide. FedEx service marks used by permission.
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Richemont North America
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Van Cleef & Arpels

Richemont owns several of the world’s leading luxury companies in the
field of luxury goods, with particular strengths in jewelry, luxury
watches, and writing instruments.

We are seeking talented and qualified Watchmakers for develop-
ing openings in Los Angeles, San Francisco, Chicago, and Dallas-
Fort Worth.

Responsibilities:

m Complete Services (Mechanical, Quartz, Automatic,
Chronograph and Movements with Complications)
Maintenance Services

Battery Changes

Diagnosis

Quick Services

Dismantling

Maintain Productivity Goals defined by RNA

Must have the skills necessary to service all types of
watches from basic mechanical and quartz movements
to high complications

Qualifications:

m  Watchmaker (WOSTEP Certification) or AWCI 21st
Century Watchmaker

= 5-10 years experience working experience with luxury
brands

m Strong attention to detail with the ability to handle
multiple tasks

" Ability to work in a fast-paced environment

Strong diagnostic skills

Good customer service and communication skills

Knowledge of the SAP System would be a strong

advantage

We offer competitive compensation, benefits, and relocation
assistance.

To be considered, please submit your resume and profile on
www.Richemont.com or by fax to 212-759-1857.




find member benefits and discounts NeWS
DISCOVER YOUR WEBSITE Part 3

This series will give you hints and tips on the many services available on www.awci.com. We have
recently updated some areas of the website to make managing your AWCI membership easier than ever.

MEMBER LOGON
o B AR - Wi Mg W et (L [0 Ciliel sty s o igrin (||ck at top Of Home Page
Ll e b i st et e Logon:  Use your Membership No.
- p——- Wim. S McCaw Password: Your Membership No. & First Letter of Last Name

(apitalized (change password at any time)

NOTE: Our new system requires that passwords have at
least 6 characters. Some members may have 4 or 5-digit
member numbers so you must add 1or 2 zeros at the begin-
ning to make the 6-digit minimum.

B Wsinbuatot - Chvalmaiiers Aok = L EXAMPLE: Website Password for a 4-Digit Member Number of 2345:

use your member #
# member # + first letter of last name capitalized

Member Number for Logon: 2345
Password (6 characters needed): 02345K
(if last name begins with K)

Mlcrubey Blone (s

s = s e o -

(Walamsm. Member! _ Slﬂlﬁzﬂ_4“% [ |
IIH'I"II'H—luIl-'I g : - : -':’:'_'I"-;.i;"-";:" @‘“ - 1 &

i mety s ora “AWCI Freight Savings Plan
: g Love wp bs 3%, :
member benefits : coc P e seec et s EH-:—_{-_&“—

| LI

PERSIONAL PROPERTY INSU

DOWEL]I

| INTERNATIONAL PAYMENT SERVICES *+
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education & cartification

| just wanted to send a note to tell you how much | enjoyed the Balance

Staffing and Timing class. | always enjoy training because it keeps me
not only up to date on the latest procedures and techniques, but it keeps
me inspired and motivated to be a better watchmaker.

| really appreciated all of the extra time you [Instructor, Tom Schomaker]
took, not only with me, but with everyone in the class...you did an awesome
Jjob of making sure that everyone’s questions were answered and all tasks
were completed. ... You have a great way of bringing things down to earth:

Student attending a Balance Staffing and Timing Class

Advanced 21 Series classes AWC] AWCI Academy of Watchmaking 2013
are offered only to current mal Mar 18 - 22 Basic Watch Repair

W21 and CMW21s.
¢ and C S April1-5 Modern Mechanical Chronograph (5 CEUs)
April 8 - 12- Advanced 21 Series — Caliber 3035 May 6-10 Industry Class - (5 CEUs)

May 13 - 17- Advanced 21 Series — TBA June 10 - 14  Polishing & Refinishing (5 CEUSs)

July 15-19 Lever Escapement (5 CEUs)
(5 CEUs each) $1000 5-day block Aug 26 — 30  Modern Mechanical Chronograph 7750/7751 (5 CEUs)
Certification Sept9-13 Modern Automatic Watches (5 CEUSs)

We are currently re-evaluating our examination Sept 30 - Oct 4 Quartz Watch Repair & Testing (5 CEUs)
schedule for the remainder of the year. Nov11-15  Polishing & Refinishing (5 CEUs)

Cleaning Problems? McCaw'’s has the Solution!!

#111 Sonic Cleaner Ultrasonic Rinse
List $53.00/gal List $49.30/gal

Special $47.95 Special $44.95

P——

Ere

ULTRASONICS

Save Even More! Free UPS Ground Shipping with the Purchase of 4 Assorted Gallons!

1722 Madison Ave. Toledo, OH 43604

The Watchmaker's Matevial House Since 1913 tel 419-243-3720 B00-537-0343
fax 419-243-0321 800-245-5481

IO MC WSO Dany. COm
Wm.S. McCaw @ roresscompanycom  satn
COMPANY

| . =

-




Precision Timing of a High Grade Automatic Watch

Featuring Kari Halme, Guest Instructor ~ May 6™ - May 10, 2013

- i 1 More specifically, the student
Hurry Reglster Now! will learn about:

The purpose of this course is to teach the 1.
fundamentals and proper procedures of

timing a high-grade automatic watch (Ro-
lex caliber 1575). Topics include key terms,

Key nomenclature of escape-
ment and regulator parts

2. Types of balance wheels and

COSC tolerances, influences on timing, hairsprings
dynamic poising, timing analysis, balance 3. Verification and diagnosis of the
staff replacement and adjustment of the Swiss lever escapement

ETACHRON regulator system. The student 4. Balance staffing
will learn about different influences (proper

cleaning, part condition, adjustments, etc.) 5. Adjustment and truing of the bal-

ance wheel and the hairspring

on timing.

6. Adjustment of the ETACHRON
The course will also cover the full water-re- regulator system
sistance testing procedure of a high-grade 7. Definition of key functions of the
watch using the most reliable, modern Swiss lever escapement

testing equipment: Roxer Diabolic E, Roxer 8

. Infl timi
Natator 125 and Roxer Revelator R1. nriuences on timing

9. Epilame application and escape-

. . ment lubrication
Prerequisites:

10. Overview of the official Swiss

' e Membership with AWCI chronometer certification
« CW21a plus (COSC) procedure and its toler-
ances
* Minimum 3 years full-time experience in i ) o
watch repair (and/or) having attended 1. Static and dynamic poising
the following AWCI Courses: 12. Timing analysis and adjustments
» Basic Watch Repair and/or
» Automatic Watch Repair In addition, the student will:
e« Ownership of hand tools as per tool list . .
provided by AWCI 1. Learn the latest water-resistance testing procedure

2. Have a hands-on experience using the Roxer Diabolic E,

» Reading pages 99-188 of The Theory of Roxer Natator 125 and Roxer Revelator R1

Horology is essential prior to attending

the course
Please visit the www.awci.com website for information on classes and exams.
SIGN UP EARLY!
We reserve the right to cancel a class if there are less than six participants signed up 30 days prior to
the first day of class, so we encourage you to wait before making travel or hotel arrangements until
AWCI this deadline has passed. If in doubt, please contact Daniela Ott at 866-367-2924, ext. 303.

TO REGISTER FOR CLASSES OR EXAMS, please call toll-free
1-866-FOR-AWCI (367-2924), ext. 303 or e-mail: dott@awci.com.
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classified ads

for sale
Order On Line 24/7

We inventory 1000's
of keys, pendulums,
dials, hands, bezels &
dial pans, chime rods
&gongs, clock chain
& cable, cuckoo parts,
clock glass, glass
domes, fasteners,
verges & wheels,
barometer parts,
Atmos style tools &
material, ultrasonic
cleaners, mainsprings,
quartz & mechanical
movements, electric
movements, tools,
magnification
products, batteries,
books, suspension
springs, clocks,
cleaning solutions,
lubricants, & more.

Tlmesavers

Box 12700 « Scottsdale, AZ 85267 « USA
Phone: 480-483-3711 « Fax:480-483-6116
info@timesavers.com « www.timesavers.com
Our 172 page illustrated catalog #37 is free online
oronly $5 in North America for a printed copy.

PARTS - CIRCUITS - MOVEMENTS

Including but not limited to calibers 201.001, 210.001, 950.001,
959.001. We also have parts for ETA, ESA, AS, FEF, FHF, UNITAS,

FELSA and other calibers.
bhswatch@gmail.com

CLOCKMAKING & MODELMAKING BOOKS & DVDS
by W. R. Smith, 8049 Camberley Drive, Powell, TN 37849.
Phone 865-947-9671; www.wrsmithclocks.com

Gold Pocket Watch Featured in HT
Beautiful condition, heavy 14K gold decorative case, Swiss

17 ligne, high quality movement by Agassiz & Fils, circa 1885.
Missing a hairspring. Read more in Nov. HTin Q & A (Q#1 pg.

32 - 33). Call for pricing: 724-866-7547

help wanted

Owir pew 2010-2011 Catalog of Parts

and Repair Supplies i3 now available...
Free with any order/!
or callfwrite for your copy foday...
$5.00 postpaid
Yakch Repair Tooks & Supplies
Cl-e:-l:h H’vp-e:ur Tnul: & ."rur.spllla:

[ =]

Hﬂl’-ﬂlﬂﬁh‘!‘ﬂl ﬂ'ﬁmr."ﬂ'ﬂ&fﬂﬁt& Basoks

an=line #4-hours a day!
www.merritts.com

Merritt’s
Clock & Watfﬁ Repair
S
1860 Wod/xtiwn R

Douglassville, PA 19518
H10-G89-0541  FASN: &10-585-08547

Dashto Inc
Established in 1974

Tom Mister
Virginia Beach, Va
Huge and ever-changing selection. Used and
new horological items. Sold by internet only

Check out our site:
www.dashto.com or www.dashto.org

TOOLS/EQUIPMENT/MATERIAL ASSTS/PARTS
POCKET/WRISTWATCHES/WATCH MOVEMENTS
‘WATCH CASES & DIALS/WATCH BRACELETS/BUCKLES
& MUCH MORE

WE BUY AND TRADE ALSO: Dashto@cox.net

[ W |
’ 4
-’ P

Watchmaker/Technician Bozeman, Montana
(W Certification beneficial but not necessary.
Must be fluent with vintage and contemporary watches.
Resume/references/inquiry - dave@lastwindup.com

Watchmaker Wanted, NYC
A legendary watch repair business located in the heart of
New York City is seeking a watchmaker to work on all major
brands. Must be proficient in all phases of vintage mechanical
movements. Experience with ETA mechanical movements
preferred. Great opportunity to join a long established,
fast-growing business. Grand Central Station location, state-
of-the-art equipment, very competitive compensation.
Please contact Steve Kivel at
stevekivel@yahoo.com or 212-685-1689 x4.

Watchmaker Needed - LIVE & WORK IN PARADISE

Little Switzerland is one of the largest Caribbean-based
retailers of fine jewelry and timepieces. We sell Breitling, Tag
Heuer, Omega, Cartier, Rado, Baume & Mercier, Raymond
Weil, Movado and more. Must have completed factory train-
ing and certification by at least one of the following: WOSTEP,
Breitling, Omega, Tag Heuer of Cartier. Full watch service
facility located in St. Thomas, USVI. To apply, email resume to
mcooney(@nxpco.com.

SEEKING (W21 IN NEWPORT BEACH, (A
Established watch service company seeking (W21 to perform
luxury brand watch service and repair. We have all the latest
equipment. Must be expert in mechanical chronograph move-

ments including Rolex. Competitive salary. Contact:
albertofrosio@yahoo.com or 949-650-7777.

Full-time Watchmaker Needed, South Houston, TX
(W21 certification required for luxury independent retail store
with competitive salary and benefits. Saturdays required. Email
resume to: info@mylewisjewelers.com or call 281-332-8433

OPPORTUNITY, MADISON, Wi

Leading jeweler and only authorized Rolex jeweler and repair

facility in Madison, WI., known for quality and philanthropy,
seeks Century 21 (CW21) Certified watchmaker. Offers
competitive compensation and benefits. Madison enjoys a
moderate cost-of-living and was voted “One of the ten most
livable cities in the US.” Contact John Hayes: 608-257-3644,
john@goodmansjewelers.com. EOE

Seeking Certified Watchmaker - Las Vegas
Servicing 2 busy repair shops in Las Vegas:

*Need certified watchmaker with excellent communication skills
*5-10 years experience and working experience with luxury
brands
* Strong attention to detail with the ability to handle
multiple tasks
* Ability to work in fast-paced environment
*Strong diagnostic skills
* Excellent communication skills
*Instructional abilities
Contact: ffieweler@gmail.com

Watch Technician - Albany, NY
For nearly a century, Frank Adams Jewelers has lead the jew-
elry industry in New York’s capital city and worked to build
their family name to become, ‘Albany’s Finest’. We seek a
full time watch technician to work in a luxury retail location.
Our ideal candidate must be proficient in all watch repair
including Rolex, Cartier and Omega. Interested candidates
please send resume to kimberly@frankadams.com.

WATCHMAKER NEEDED, LINCOLNWOOD, IL
Glezer-Kraus Inc. is looking for a Watchmaker whose respon-
sibilities will be, but are not limited to: Quartz overhaul, refin-

ishing and polishing, basic service and estimating. Contact:
glezerkraus@shcglobal.net or fax resume to: 847-673-8052

FrEETITLITE v
T ALY

PROGRAM CHAIR / INSTRUCTOR, WATCHMAKING

0SU Institute of Technology in Okmulgee is currently accepting
applications for a Program Chair/Instructor for the Watchmak-
ing & Microtechnology program. This person will serve an in-
tegral part in the effort to advance the operations, enrollment,
marketing, quality and effectiveness of the program. This
position also provides instructional support and relief for the
program’s full-time faculty. The program is a comprehensive
degree, designed to graduate high-performance technicians
to service the luxury watch industry and is closely aligned with
the high-end watchmaking industry. Requires watchmaking
education from an accredited college/university or watch
manufacturer, or watch vendor training program with a mini-
mum of 5 years of luxury mechanical watch repair experience.
Non-program specific Bachelor degree or appropriate profes-
sional experience also required. A background check will be
arranged through Human Resources. For a full job description
and to apply visit http://jobs.okstate.edu.
Oklahoma State University is an AA/EEQ/E-verify employer
committed to diversity and the hiring of Veterans.
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(W21 NEEDED FOR EXPANDING COMPANY IN MO
Meierotto Midwest Jewelers is a family business, founded
1979. Financially stable and EXPANDING. State-of-the-art

watch repair facility. Over 50 authorized hrands. Adding third
watchmaker. Service wide variety of timepieces. Receive
factory training.

Responsibilities: Timepiece repair requiring extensive product
knowledge and application of (W21 competencies, including
diagnosis, service and quality control. Exhibit AWCI's code of
ethics and highest standards of workmanship. (W21 and 2
years’ experience. Apply at:
http://www.mjewelry.com/Careers/Watchmaker.aspx

RICHEMONT HAS OPENINGS IN 4 CITIES FOR CERTIFIED WATCHMAKERS
Richemont is seeking talented and qualified Watchmakers
for opportunities in Los Angeles, San Francisco, Chicago, and
Dallas-Fort Worth. Qualifications include; AWCI 21st Century
Watchmaker or WOSTEP certification, 5-10 years experience
working with luxury brands, and more. Please see page
26 for a complete description of these opportunities with
Richemont North America, Inc.

IMMEDIATE OPENING FOR CW21 IN HUNTINGTON, NY
Watch repair center needs (W21 for luxury watch repairs. (an
be full time or part time with flexible hours. Contact
631-499-8800, maddaloni1870@aol.com.

SEEKING WATCHMAKER - LIVE & WORK IN SUNNY FL
Seeking seasoned and experienced watchmaker to manage
and head up watch repair operations. Perform thorough and

comprehensive physical and mechanical inspections, testing and
diagnosis of incoming watches for After Sales Service. Perform
all manner of repairs; maintenance, cleaning and or overhauls
on watches received at the workshop and maintain a clean,
neat, organized workshop including the work areas, equipment
and tools. Long-term position for the right person. E-mail
resume to HT magazine: adunn@awci.com
(please insert in subject line; HTwtc)

CLOCKMAKER
Experienced seeking full time permanent situation.
For more information contact AWCI at: adunn@awci.com,
866-367-2924, ext. 307.

WATCHMAKER/TECHNICIAN
30 years experience
Horology School Graduate
Please contact John
jbuerger25@yahoo.com

Watch Parts Fabrication:

I make all types of movement parts: Vintage to modern. MATT
HENNING (W, 413-549-1950
www.henningwatches.com

7
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LARRY BLANCHARD, (MW21
At Palmer’s Jewelry
101 East Sycamore St., Kokomo, IN 46901
Phone (800) 207-1251 « Fax (765) 457-8517
E-mail: service@palmersjewelry.com
Facehook.com/palmerjewelry
Continuing with service of tuning fork Accutron, vintage
American and fine Swiss watches.

FENDLEY & COX WHEEL AND PINION SPECIALIST
1530 Etain Rd., Irving, TX 75060
RICHARD COX 972-986-7698 * (MC, FNAWCC, CMBHI
www.fendley-cox.com

MAINSPRINGS
(lock and music box - Al sizes.
Custom made. Brass gear blanks.
Timewise (formerly TANI Engineering)
Ph: 330-947-0047, E-mail: twclock08@att.net

HAMILTON ELECTRIC WATCH RESTORATION
Expert, experienced service on all Hamilton 500 and
505 Electric watches. René Rondeau, P.0. Box 391,
(orte Madera, CA 94976, Phone (415) 924-6534
www.hamiltonwristwatch.com

BEARINGS
We will install our patent pending ButterBearings™ in your
chain wound movement. These bearings reduce friction by
over 90% and come with a lifetime warranty.
For details contact: Butterworth Clocks, Inc.
5300 59th Ave. W., Muscatine 1A 52761 tel 563.263.6759
fax 563.263.0428 email butterworth@machlink.com

SERVICE/SALES OF TIMING AND CLEANING MACHINES
Vibrograf, L&R, and Watchmaster
QOver 15 years experience
Quick repairs & reasonable prices
www.timemachinerepair.com
Dale Sutton 609-374-5880 or service@timemachinerepair.com

DIAL REFINISHING CO. FAST SERVICE, FINEST QUALITY,
quantity works welcome. Specialize on changing dial feet
positions to fit the quartz movement. Send your works to:
KIRK DIAL OF SEATTLE, 112 Central Avenue North, Kent, WA

98032; (253) 852-5125

LASER WELDING REPAIR
Reconstruction of watch cases, bands (gold and two tone),
antique mountings, welding, cracked or broken clock arbors,
hands and other metal parts. All aspects of jewelry repair.
Joel Lefaive (520) 579-8668

DENNIS KAYE

108 Corgy Drive ¢ Cary, NC 27513
888-363-9510 » 540-SERVICE

Porcelain Dial Restoration
Watch ¢ Pocket Watch ¢ Clock

Platform Escapement Repair

Atmos Parts & Service

400-Day Clock Repair

Kundo Coil/Electric Clock Service
Prompt Reliable Service ... Guaranteed™

Large Supply of Watch Movements &
Parts for LeCoultre, Wittnauer & Longines

Call Us or Visit dialrepair.com

ATMOS SERVICE/REPAIR
Warranty 2 Years Parts & Labor
314-968-1010/877-431-1774, Clockmaster, Inc. - Robert Good
2537 So. Brentwood Blvd. St. Louis, Missouri 63144

ANNOUNCING NEW 2013
CLASSIFIED POLICY

AWCI will hold our H T classified advertising
fees to the same rates and minimum schedule
as last year. The only element that is changing
is the preferred form of payment. We request
that you put all classified advertising on a credit
card. We accept MasterCard, Visa, American
Express and Discover. If you require a physical
invoice and 30-day terms, your rates will be
higher due to the additional costs incurred in
abor, supplies and carrying charges.

HT Classified Rates for 2013:

For Credit Card Payments...
+ $1.10 per word and $1.50 per bold word
« (lassified “Display” ads with art/horders:
$47.50 per col. inch (2.25” wide)
+ (olor - additional $15.00 per ad
+ Blind ads - additional $15.00 per ad

For Paper Invoicing...
+ $1.20 per word and $1.65 per bold word
+ (lassified “Display” ads with art/borders:
$52.25 per col. inch (2.25” wide)
+ (olor - additional $16.50 per ad
+ Blind ads - additional $16.50 per ad

Minimum Schedule: 3-Month Minimum
Advertising studies show it takes over 3 view-
ings for readers to recognize specifics in your ad.

Deadline: 50 days before first of month for
month you plan to run

Example: If you want your ad to run in June,
have your ad text or artwork to us by April
12th. Note: If you place a recruitment ad on
the www.awci.com Career Center as a comho
online/HT ad, there’s no need to resend the ad
to us. The website system is automatic.

To Place Your Ad Contact:
Sandy Eichert, 866-367-2924, ext. 302,
seichert@awci.com
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classified ad

wanted to buy

WANTED T0 BUY
Want to buy good used watch cleaning machine. Ultrasonic
option not mandatory. Contact info with pictures to Richard
at QLTYWATCH@aol.com. Located in Southern California.

WE BUY WATCHES
Rolex, Patek, Cartier, LeCoultre, Vacheron, Breitling, Aude-
mars, Tudor and others. Modern or Vintage.
Doug Giard, 586-774-3684

WANTED: USED SILVER OXIDE BATTERIES
Payout: $60/Ib. and up for used silver oxide batteries. Free
secured shipping & pickup. Payment issued immediately. You
can DONATE all or portion of EARNINGS TO AWCI'S ELM TRUST
as tax write off. For details contact: info@batterybuyers.com
800-764-7458 « www.batterybuyers.com

Wanted: Chronograph Movements and Parts
Paying for Valjoux 69,72,88 up to $800.00, Venus 178 $300,
Longines 13 ZN, 30 CH $500.00, Movado 90,95 $300.00. Also
buying high-grade movements and parts. Dean Sarnelle, 25
W. Beverley St., Staunton, VA 24401,
1-866-877-8164, onceuptime@aol.com.

SSWANTED ANYTHINGSS
Rolex - Cartier - Patek - Breitling- Panerai - Le Coultre
Vacheron - AP - Etc.

Watches, Boxes, Dials, Links, Parts, Bands, Movements,
(rystals, Bezels, Crowns, Clocks, Signs, Posters, (atalogs,
Instruction Books, Polish Cloths, Wallets, Hats, Shirts, Promo
[tems, ANYTHING!

Doug Giard, 586-774-3684

WANTED WATCH BOXES
Buy - Sell - Trade
We want most major brands. Also buying high-end jewelry
brand boxes. Doug Giard, 586-774-3684

TOP PRICES PAID
for karat gold scrap (any amount)! Also, buy filings, gold fill,
sweeps, silver, platinum! Immediate 24-hour payment return
mail! Ship insured/registered mail to: AMERICAN METALS COM-
PANY, 253 King St., Dept. HT, Charleston, SC 29401. Established
1960. Phone (843) 722-2073

HAMILTON 505 BALANCE COMPLETES WANTED
Paying $20 each. Must have good coils/hairsprings. Worn-out
contacts okay. René Rondeau, PO Box 391, Corte Madra, (A

94976. rene@rondeal.net.

WATCH MATERIAL
DISTRIBUTORS

Please call us if you are interested
in selling your business.
All replies confidential.

Contact Dan Cassedy
Cas-Ker Co. (513) 674-7700

| W |
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services

Buying Gold-Plated Watchbands $20 Ib. & Up!

Goldfilled $1001b & up to $500 Ib .Chains excluded.
Earnings can go to AWCI's ELM Trust (if desired).

watch battery @

BUYERS

FREE SECURED SHIPPING/PICK UP
PAYMENT ISSUED IMMEDIATELY
877-670-7799

info@watchbatterybuyers.com - watchbatterybuyers.com

ROLEX PARTS WANTED
Buying genuine Rolex
Jcrowns,crystals,bracelets,dials and parts,new
or vintage. Also buying Rolex dealer catalogs
and displays. Email sales@pduggan.com or
call 617.742.0221

We also fit glass crystals to
Openface, hunting, and English
chain drive watches.
Complete watches, dials,
movements, case springs for sale

G F Specialties
1-800-351-6926
P.O. Box 170216
Milwaukee, WI 53217
www.gfspecialties.com

ATTENTION RETIRED WATCHMAKERS

Callusheforeyousell your parts, tools, and watches. We have
helped over200 watchmakersinthelast15 yearsto dispose of
their accumulations. When you’re really ready to sell, we’re
ready to buy! Phone (229) 928-9092 or (727) 327-3306. Ask
for Jeff or Nancy. E-mail: jeffnancy@mchsi.com

Get $60 Ib—And UP!

For Used Silver Oxide Batteries
Earnings can go to AWCI's ELM Trust (if desired).

watch bg&\t{g{ry@

FREE SECURED SHIPPING/PICK UP
PAYMENT ISSUED IMMEDIATELY
877-670-7799

info@watchbatterybuyers.com - watchbatterybuyers.com

CHELSEA CLOCK
Repair | Restoration

All Brands - Warranteed Work - Free Estimates
Mention Code HT2011 and Enjoy 15% Off
chelseaclock.com | 800 284 1778

WANTED!

Entire Watch Collections
Scrap Watchbands
Gold-Filled Cases & Scrap
Gold, Silver & Platinum Scrap

Call Toll Free 1-800-208-2608

Visit our website for more information
www.specialtymetalsrefiners.com

Specialty Metals
2490 Black Rock Tpke.
Fairfield, CT 06825
203-366-2500 - Local
800-884-7966 - Fax
sales@specialtymetalsrefiners.com

Member: Jewelers Board of Trade

ELECTRONIC INSTRUMENT SERVICE
We are Factory Authorized Service for:
* Greiner VIBROGRAF
* TICK-O-PRINT & L&R

We service all makes of ultrasonics, all makes of watch rate
recorders, and related equipment. 25 years experience.

190 Deepstone Drive San Rafael, CA 94903
Used Equipment Bought & Sold
| T For Information
(415) 479-8960 m
www.electronicinstrumentservice.com

John Robinson Desig
realing Oolalions

531 East Loveland Ave.
. Loveland, Ohio 45140
_[ohn M. Robinson 513-683-1472
Owner robin22 @ fuse.net
Creative Director A~ .
www_jrobinsondesign.com
Experience in Horology Marketing

Graphic Design * Marketing Communications * Web Design * Photography
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BOARD OF DIRECTORS

Officers

Manuel Yazijian, CMW21: President
myazijian@awci.com

Wes Grau, CMW21: Vice President
Affiliate Chapter Director
wgrau@awci.com

Henry Kessler: Treasurer
hkessler@awci.com

David Douglas, CW21: Secretary
ddouglas@awci.com

Acting Past President

Dennis Warner: President

Directors

Tom Nesbit, CW21
tnesbit@awci.com

Fred White, CMW21
fwhite@awci.com

Michal Blaszczyk, CW21
mblaszczyk@awci.com

Ron Landberg, CW21
rlandberg@awci.com

Jordan Ficklin, CW21
jficklin@awci.com

Justin Shiver, CW21
jshiver@awci.com

Jason Ziegenbein, CW21, REC Director
jzeigenbein@awci.com

Terry Kurdzionak, IAB Director
tkurdzionak@awci.com

Fellows

*Robert F. Bishop
*James H. Broughton
Fred S. Burckhardt
Alice B. Carpenter
David A. Christianson
*George Daniels
Wes Door

Jerry Faier

*Henry B. Fried
*Josephine F. Hagans
*Orville R. Hagans
*Ewell D. Hartman
*Harold J. Herman
J.M. Huckabee
*Gerald G. Jaeger
Jack Kurdzionak
*Benjamin Matz
*Robert A. Nelson
*Hamilton E. Pease
Archie B. Perkins
Antoine Simonin
William O. Smith, Jr.
Milton C. Stevens

*Marvin E. Whitney *Deceased

American Watchmakers-Clockmakers Institute
701 Enterprise Dr.

Harrison, OH 45030

Ph: 866-FOR-AWCI « 513-367-9800
Fax: 513-367-1414

awci@awci.com * www.awci.com

WE THANK THE IAB

ADVERTISER’S INDEX

Borel & Co., Jules
(816) 421-6110

Butterworth Clocks, Inc.

inside front cover

(563) 263-6759 ..o 17
Cas-Ker Co.

(513) 674-7700 o 13
FedEx

fedexX.CoOmM .. 25
Global Battery Buyers

(855) 243-8724 ..o 22
Greiner Vibrograf

greinervibrograf.ch ... 7
Livesay’s, Inc.

(813) 229-2715 ..o n
Magnum Power Products, Inc.

(480) 205-2193 ... 20
Renata

(800) 527-0719 ..o back cover
Richemont North America
richemont.Com ... 26
Wm. S. McCaw Company

(800) 537-0343 ..o 28
Witschi Electronic Ltd.

O11 32 352 05 00 ..o 19

W

ROLEX
STARTIME-)

Supply Co., Inc.

WATCE—I FAhC TS

Simon Golub & Sons, Inc.

Zeckcells

watch materials and tools
S Esdinger &Co
SWISStime care, Inc.
TIFFANY & CO.

e ¢ €
SWATCH GROUP

J
G

Gl G P

(& 6-5 sUPPLIES, INC

ﬁfm

o

borel

GemOro

l¥bal

Gearey Grman

lectra Steam

SY KESSLER SALES, INC.

renata\
batteries

C.R. Time Company

Movado Group Inc.

Energizer
/J—\
SEIKO

DEDICATED TO PERFECTION

LHROTD,

American Watch Guild

"WHERE WE HAVE THE TIME FOR YOU"

BREITLING E Twin City Supply SWISS WATCH
£’!}1 PTRC Inc. R
Buttermorth Clocks, Inc.
CHELSEA CLOCK RW Ca Cas-XzrCo.

Horological Times March 2013

33



# quality batteries

Trusted for use as original equipment
in 95% of Swiss watches

Dedicated high and low drain
Freshness dated

Perfect leakproofness
Optimal performance
Mercury Free

Introducing Renata’s New Multi-Functional Packaging - Multi-Pack

Multi-Pack incorporates the benefits of Tear-Strip and Volume Strip in one package for silver oxide.
Each individual blister can be torn away from the compact strip of 10 cells. Renata’s type number,
corresponding Japanese number and best before / use by date are printed on each blister. An
easy-open flap is located in one corner, indicated with an arrow. Packaging nests, conserving
space and solidifying boxes of 100. Cartons are freshness dated and safety sealed, with a simple
rip-open tab. Made of one, easily recyclable material, virtually eliminating packaging waste and
dimensional freight costs!

- Each single blister can be torn away from the - Easy-open flap located in one corner of the blister.

compact strip of 10 cells. - Renata’s type number, corresponding Japanese
- Black arrow indicates easy-opening tab number and best before / use by date are printed on

each individual blister.

Freshness Guaranteed
Renata silver oxide batteries have a “born on” date openly printed on the side of each battery.
Before the transition to 0% Mercury, three-digits were used. With Renata’s Mercury Free system,
the date code became 2-digits. The first continues to indicate the year of
production, while the second digit represents the month. For October,
November and December, Renata uses 0, Y and Z. A cell marked 31 indicates
a Mercury Free battery produced in January of 2013.

Jules Borel & Co.
M0 Grand Boulevard
Kansas City, MO 64106

Jborell S

Fax 800.776.6862
julesborel.com

renatas /A

Tear Strip or Volume strip may be shipped until we transition fully to Multi-Pack. We appreciate your cooperation e

during our transition period. Further details are available upon request. Prices are subject to change without notice. batteries

© RENATA SA, Itingen Switzerland ©2013 SKS, INC.



