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John Simorian, his wife Barbara, and now
son Greg have made Wastime, established
in 1287 in Los Angeles, the ultimate des-
tination for aficionados of extracrdinary
timepieces on the West Coast. As the
authaorizad dealer {or 50 brands and dis-
tributer of many independent watchmak-
ers, this tamily business leads (he way tor
Fine Watchmaking in the United Slates.

He has a reputation as a mover and shaker
of watchmaking, a man with an urcanny
knack for picking cut talented new names
and bringing them fo an audience in the
United States. Over a twenty-year period,
John Simonian has mage Waslime and
its twao Los Angeles boutiques - the first
in the Westsige Pavilion and the second,
opened in 2003, on Beverly Hills' Rodes

WESTIME :
A PASSION

Drive = a haven for anyone with a passion
for beautiful timepieces. Only a handful
of retailers anywhere in the world can
claim this kind of status. As the authorzed
dealer for some 50 brands, Westime is
regarded as cne of the most influential
shops of the watch planet.

A FAMILY BUSINESS

Daspite this success, John Simanian, who
was born in Beirut of Armenian desceni,
has never departed from a philosophy that
combines passion with protessionalism n
a pusiness led by fraditional family values.
*| was born into watchmaking,” he says.
“My father and his uncle both imported
Swiss watches, Very young | did deliver-
ies lar him, lwas only 12 when | went with
him 1o fhe Swiss facteries. | guess this
is genstic. Now my son Greg has joined
{ne aroup; he was appainted President of
Westime this vear, Fight after his last day
of unversity, that same afterncen he was
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in Wegas to atlend JCK with my team and
myselt. He already spent a year in Switzer-
land, working at Longines and Blancpain.
Like me, he grew up with watches, Ha was
always argund in the store when he was a
kid, even helping customers, and fraveling
with me to Switzerland.”

~&s the fourth ganeration of a family tha
has such strong associations with watch-
making, | had to understand the business
from the inside, " Greg Simanian explains.
“My imprassion is that we are expenencing
a revolution in the walch industry, I'm con-
stanily amazed by the innovahion, inver-
trveness and complexity these companies
deliver. Conlemperary watchmakers are
creating unprecedented concepts for theur
timepieces' movements and indications,
yat at the same time virtually all of them
use the barrel, a centuries-old mecha-
nism, to supply power, I1's this fusicn of
cld and new technologies thal is drving
watchmaking forward. This is something
we at Westime support, | believe a waltch
is a unigue means of expressing an indi-
vidual's personality.” This is the attitude
that has earned Westime its loyal clien-
tele, often serving the children of the very
first customers.



A GRADUAL PROCESS
John Simonian has been instrumental in
bringing fine walchmaking io the United
tates since the opening of the first Wes-
time sicre in 1987, a year after the tam-
ily moved to Los Angeles. *Americans
didn't have yet a great culture of watches
al the time,” he recalls. The move infe
Fine Watchmaking wauld nonetheless be
gradual. * You cannct enter this business al
the high end. You cannct just come in and
say, hey | want to become an Audemars

dealer or & Breguet dealer. You have fo
start low and climb up. It takes time and
effort, and some people are not willing 1o
pay the price. | remember our first Swiss
brand was TAG Heuer in 1987. Going from
Japaness to TAG Heuer was a big deal for
us. Mext came Radeo, then Tigsot. Qur first
luxury brand was IWC in the early 90s.
Frank Muller was then added and mose
brands followed. l's a process.”

TALENT SCOUT

Becoming an autharized dealer of presti-
gious brands wasn't the end of this pro-
cess. John Simonian, his son Greg care
as much about personal relationships as
he goes aboul business, and for the past
several years he has used his “nose” fo
snitf out the nising stars of contemporary
walchmaking who had yet to make a name
in the U3 market. In 2001, he became the

first Morth American retailer for Richard
Mille. The twao are now good friends. Six
manths down the line, he was given the
distribution business for the brand in the
Urnited States and Canada, then in 2005
the righis far the rest of the Western
Hemisphere,

Greukel Forsey, MCT, Urweark... other
names followed, all at the torefront of
waichmaking technalogy yet totally
unknown to the American public, John
Simonian distribules these brands via his
company, lidico. *A ot of brands or groups
are coming with their own boutiques. This
helps newcomers in the market by making
room for them at retailers. You just have
{o find those newcomers bafore someone
else does and, most impartantly, like the
parson behind the products. One of the
reasons | went with independent brands
is because my good customers all had
their Breguet, their Vacheron Canstantin,
their Audemars Pigue! and Richard Mille.
| brought them something new.” West
Coast watch aficionados have a 1ot to
thank John Simonian for,
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