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2 In 2003, despairing of the lack of creative flair in mainstream Swiss 

watchmaking, Nicola Andreatta turned to Italy to gain design inspiration 

for his new collection. With a combination of innovative thinking, 

luxurious materials and time-honoured movements, a brand was born 

that was, exactly as its name suggests, None of the Above.

Tracey Llewellyn

Breaking 
 the Mould

The Scyllis in white and blue belongs 
to the original 4.80 Scyllis collection. 
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The product of an Italian father and Swiss mother, 

36-year-old Nicola Andreatta was surrounded by 

watches from birth and became passionately interested 

in the world of horology at a very early age. With three 

generations before him all being involved in the industry 

(Nicola’s great-grandfather having established Ruefli 

Federico Spa in Como, Italy and Fabrique de Boites des 

Montres SA in Chiasso, Switzerland – both involved 

in the production of brass and stainless steel watch 

components), it seems logical that the young Nicola 

was destined to follow in the family footsteps when it 

came to career choice. However, with gentle steering, 

Andreatta studied business administration and finance 

with the objective of following an alternative path. 

As he puts it: “My father did not want me to join the 

same crazy world he has been living in for his entire 

life.” But it turned out that ‘the crazy world’ of watches 

was in Andreatta’s blood and, throughout his studies, 

he spent considerable time in the family factories 

studying manufacturing techniques and learning about 

development and production processes.

Between 1996 and 2001, Andreatta worked in design and 

manufacture for various watch companies in Asia before 

returning to Europe where he worked as a consultant for 

various prestigious watch brands before establishing NOA 

six years ago because he did not like what was on offer 

– simple as that! “While working in production and design 

for other brands, it was easy to identify things I did not 

like,” he explains. “If you have an educated and critical 

approach, you can’t avoid seeing that there are values, 

which some will find difficult to share. 

Breaking 
 the Mould

The prototype of the 4.80 Scyllis SC009 that will 
go into production later this year. The automatic 
model has a 45mm dial, rotating inner bezel, 
helium valve and is water resistant to 300m.
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“If I had to summarise what watchmaking should be about in one 

word, I would say ‘passion’. Manufacturing and selling watches 

should not, and must not, be just about numbers. The best things 

come only if you really love what you do. In recent years – even 

before the crisis – the big groups have been putting numbers in 

front of everything, but the world of timekeeping was created 

and developed by people with passion not financial interests. 

I always felt that there was the need for something new. Or, 

maybe, I just felt as if I had something new to say…”

Stylish traditions
So, with his Italian spirit striving for style and creative impulse 

and his Swiss upbringing instilling a need to rationalise that 

impulse, Andreatta set out to create a brand that was completely 

different. Dismayed that new designs and ideas only seemed 

to exist in abundance in the lowest tier of this market, he 

questioned whether the older and established companies dared 

to make any real changes. Pointing to architecture as a case in 

point Andreatta makes the case for an evolving world and argues 

that, with imagination, watch design can reflect the current 

world without necessarily becoming fashion led. The goal, as he 

sees it, is to incorporate the heritage of the Swiss watchmaking 

world with shapes and concepts that belong to our time. 

And the importance of Swiss heritage to NOA is a value that the 

company stresses. “For us retaining Swiss production was key,” 

says Andreatta. “First of all I could benefit from the network 

of people I knew in the market. And secondly, five years in 
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Automatic 3H model, with 40mm dial decorated with 1.8 cts of diamonds. 
Made in a limited edition of 250 pieces.

The first sketch of the NOA 16.75 model.

The face behind NOA –  
Nicola Andreatta.
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Hong Kong taught me that, when it comes to the 

manufacture of timepieces, Swiss quality is still 

superior to that of anywhere else in the world. To 

ensure a certain level of quality, I believe that it is 

compulsory to manufacture in Switzerland.”

To this end, an internal design department, led by 

Andreatta’s brother Daniele, develops every single 

component – from the cases to the boxes – in-house, 

based on Andreatta’s sketches. And it is in this way 

that Andreatta retains total control over his brand 

philosophy of being ‘new’ in any and every aspect. 

Keen to avoid the projection of ‘you are what you 

wear’ that is fuelled by so many fashion designers 

and brands, NOA rejects the idea of building a must-

have label in favour of, what Andreatta calls, ‘the new 

Copernican Revolution’  – the idea that the shopping 

experience should present a real opportunity to 

choose. After all, asserts Andreatta, what a dull place 

the world would be if all those who could afford it 

simply bought what they saw on billboards and 

magazines. The rest of us would be left to aspire 

to the great label gods and there would be no one 

to mourn the inevitable death of the independent 

manufacturers. 

On a more serious level, Andreatta recognises 

that NOA’s marketing power is a drop in the ocean 

compared to that of Swatch Group and Richemont, 

so realises that the company’s only real chance 

of competing is to produce perfect, Swiss Made 

instruments – beautiful and desirable objects that 

people will fall in love with because they are different 

from the repertoire currently on offer. According to 

Andreatta: “A wristwatch is clearly not anymore just an 

instrument to measure time. Today it has to take care 

of many different needs and telling time is probably 

one of the minor ones… For a man it is one of the few 

everyday things that reflects his sense of style, it is a 

personal way to present an identity.” 
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The 2010 version 
of the automatic 
chronograph with 
PVD brown case and 
brown checkered dial. 
Limited edition of 100 
pieces. Available later 
this year.

Where it all started for Andreatta and his family at Ruefli Federico SPA in Como.

Dismayed at the lack of new designs, 
Andreatta questioned whether the older 
companies dared to make any real changes
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And it is this awareness of a market gap and a 

continual search for individuality that spurs Andreatta 

on and accounts for his love of independent 

watchmakers and those that are consistently pushing 

the boundaries – although he is quick to accept that 

there are valuable lessons to learn from most of the 

mainstream brands too.  “We take what exists and 

we try to look at it from a different perspective,” he 

says. “There’s a scene in Dead Poets Society where 

the professor says: ‘I stand upon my desk to remind 

myself that we must constantly look at things in a 

different way’. I think this is the only way forward. 

NOA’s signature feature is the Inner Ring, the design 

of which we introduced and registered in 2003. We 

gave a completely different look to the dials thanks 

to the 3D appearance of the indexes and numerals. 

“We provide our clients with a great instrument, 

which, most of the time, is one step ahead in terms 

of shape and features. If you look at the price-quality 

ratio, I guess it is very difficult to find a competitor 

for NOA and this is the hardest thing to transmit to 

people, as 90 per cent of the public tend to think if 

something is expensive then it must be good, and 

vice versa. We want our customer base to be that 10 

per cent who can see beyond the label and will be 

proud to own a NOA watch because they appreciate 

it and love it.”

The collection
The first NOA collection came together relatively 

quickly, which Andreatta attributes to his time in Hong 

Kong, where he not only gained experience designing 

for some of the biggest watch companies in the world, 

but also collated a portfolio of his own ideas. In little 

over a year from conception, the 16.75 collection 

was refined, perfected and put into production. But, 

as many before Andreatta have also learned, having 

ideas and passion is one thing, actually launching a 

new watch label is another completely. 

“The life of a small, independent brand is a nightmare 

in every aspect,” says Andreatta. “The two main 

problems for NOA were competition and size. Thanks 

to my background in the industry, it was easy for me 

to gain the trust of suppliers, but to get to the end 

users was a completely different story. Very few 

retailers are willing to take a risk on a new brand but 

we were lucky to gain some very good accounts in the 

US and, from there, things slowly began to happen.” 

Andreatta acknowledges that his family’s name and 

reputation for quality manufacturing did help in the 

beginning but insists that the majority of NOA’s 

growth has been self generated through word-of-

mouth – both among retailers and watch buyers. 

“This is the best marketing you can get, because 
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The all black 16.75 
automatic chronograph. 
Made in a limited edition 
100 pieces. 

Automatic chronograph in gold from the 16.75  
collection. Made in a limited edition of 50 pieces.
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it is more honest than paid for PR. We have seen a 

growing interest in watch blogs for our products, and, 

while we are against internet sales, we find the web 

a great marketing tool.”

Today NOA is stocked in 45 countries and the 

company is starting to see the results of what it has 

been building on for the past five years. Andreatta 

is keen to point out, however, that he wants to 

grow the brand slowly, without compromising the 

company’s values and using the right approach for 

each new market he enters. The atelier currently has 

just two watchmakers (with 30 years watchmaking 

experience between them) and current output is 

around 5,000 pieces per year. There are two main 

lines to the collection – the 16.75, which is available 

in three sizes (44, 40 and 36mm) and various 

finishes and the 4.80, a diving watch known as the 

‘Scyllis’. Most of the watches are automatic with ETA 

modified movements, although there are plans in 

place to introduce some quartz movements for the 

ladies’ models. 

And Basel 2010 could be the start of even bigger 

things for NOA. If all goes to plan three new lines, 

will be introduced, including the new Scyllis SC009 

all black (Nicola’s current favourite of his watches 

and the prototype of which he is wearing during this 

interview).  And on his up-coming plans, Andreatta is 

clear: “We will carry on making watches for people 

who know what they want, people that have other 

watches – maybe from very prestigious brands – but 

who, at times, want to wear something different. 

In this uncertain environment it is difficult to 

understand what the long-term future will hold for 

NOA. But, in the short-term, we will concentrate 

on enhancing brand awareness and continue 

manufacturing beautiful watches.”   8

Further information:  www.noawatch.com

We provide our clients with a great timepiece that  
is one step ahead in terms of shape and features

The 16.75 S001 limited edition with 
stainless steel case, matt black dial  
and automatic chronograph movement.

The 16.75 S003 with black PVD 
coated case and carbon fibre dial.
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