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Introduction

Based on our view of the CEO’s agenda, this study provides an alternative  
to traditional academic reports by highlighting the eight most relevant 
transformation areas in the watchmaking industry.

Precision, elegance, and innovation converge in the intricate world of luxury 
watchmaking to create timeless masterpieces. As a consulting firm dedicated 
to supporting our clients in transforming their businesses, we developed CEO 
ChronoMetrics as a scorecard with eight pulses that watchmakers must tick to 
be on time for their journey to 2030.

We did not randomly choose the number 8. Indeed, the number 8 is believed 
to bring luck and prosperity in Asia and is often used in jewelry and 
watchmaking to symbolize balance and infinity. It is with this spirit that we 
selected eight pulses for our report.

This report will be the baseline for the industry as we will annually check the 
pulses of the top 30 watchmaking brands.

Our analysis delves into the critical factors that drive prosperity and distinction. 
Each of our eight pulse checks represents a facet of watchmaking excellence.

 
 

 



Visual 1 – Strategic development axes of the world's leading watch manufacturers, eight pulse checks to measure and achieve their goals by 2030.

Pulse check #1  
Watch gender balance

Recognizing the growing 
demand for women's watches 
we explore strategies to cater 
to their discerning tastes.

•	 % of collections with 
feminine offer

•	 % of feminine only 
collection

Pulse check #5  
Road to India

Explore the positioning of 
watchmakers in this fast-
growing market.

•	 Own retail boutiques in India

•	 Third-party retail presence

Pulse check #3  
Rise of e-commerce

In the digital age, seamless 
online experiences are 
paramount for watchmakers.

•	 Online shopping

•	 Click and Collect

Pulse check #7  
ESG & CSR commitments

Sustainability and 
responsibility are no longer 
optional.

•	 RJC

•	 W&J initiative

•	 Fairmined Gold

•	 B-Corp

Pulse check #2 
Pre-owned market capture

This market holds immense 
potential, and this pulse 
reveals pathways to capitalize 
on this trend.

•	 In-house pre-owned offer

•	 Third-party retailer 
certification

Pulse check #6  
Watchmakers wanted

A skilled workforce is the 
backbone of craftsmanship. 
This pulse addresses labor 
challenges and the need for 
a qualified workforce.

•	 Environment pressure

•	 Qualified workforce

Pulse check #4  
Retail mix

The fine line between 
distribution and exclusivity 
lies at the heart of watch 
sales. With the help of this 
pulse, decode your retail 
and wholesale (third-party 
retail) landscape.

•	 Own retail share of sales

Pulse check #8  
New services

Beyond the timepiece 
itself, exceptional service 
defines luxury, and this 
pulse uncovers innovative 
ways to elevate customer 
experiences and generate 
additional revenue.

•	 Warranty extension

•	 Digital product passport

•	 Authentication

•	 More

8 pulse checks for watchmakers
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Pulse check #1 | Watch gender balance 

Visual 2– Number of brands in different product offer categories by gender

8 
Men's specialists ø

9 
Men’s brands with limited  

women’s collection

5
Women’s specialists

8 
Men’s brands with substantial  

women’s collections

This pulse focuses on the women’s watch market, where brand positioning is critical. While everyone is free 
to wear any watch they want, we have chosen an unbiased approach to this analysis as we mirror the 
watchmaker's categorisation of their models and collections.

To observe this pulse, we look at the share of women’s (only) collection and the share of mixed 
collections. Through this analysis, we have identified four key categories in which the top 30 brands have 
placed themselves: 

•	 Men’s specialists
•	 Men’s brands with limited women’s collection, 
•	 Men’s brands with substantial women’s collections, and 
•	 Women’s specialists. 

Why this pulse?
The luxury watch industry is witnessing a surge in interest by women. Brands must capitalize on 
this trend by expanding their women’s collections for a decisive advantage in the market. Even 
if the men’s segment continues to grow, diversifying into women’s watches allows brands to 
increase sales volume without reducing product rarity.

Of the top 30 watchmaker brands, 5 have placed themselves in the industry as women’s specialists  
(Van Cleef & Arpels, Piaget, Hermès, Bulgari, and Chanel). On the other hand, eight brands have 
expanded their offerings to cover women’s collections. Brands must move into this category to capture 
growth, and keeping an eye on the evolution of these categories will be critical. Some brands have 
recently incorporated women’s models into their men’s collections, but the availability of women’s only 
collection is crucial in attracting those interested in women’s watches. 

The evolution of the 17 brands with predominately men’s collections will show the general tendency 
toward broadening women’s collections and should be kept in mind as watchmakers open new collections.

Share of mixed 
collections in non 
women's only range 

Share of women's only 
collections in range

70 % 

40 % 

45 % 
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In the ever-evolving landscape of luxury watches, achieving a harmonious balance between men’s and 
women’s collections is paramount. The following pyramid illustrates the share of the collections, and a 
ratio has been calculated to organize the brands with increasing balance from top to bottom. 

This pyramid shows that half of the top 30 luxury watch brands focus highly on either men’s or 
women’s collections. These brands tailor their designs and marketing efforts to resonate with a specific 
gender, but they are intrinsically unbalanced and risk alienating potential customers.

Visual 3 – Number of brands in different product offer categories by gender

Going down the pyramid, brands go from balanced, with 27 percent of brands, to highly balanced 
collections, with approximately 23 percent being highly balanced. These brands offer a diverse range 
of watches, appealing to both men and women. 

Whether spurred by the increased availability of watches, a desire to capture a broader customer base,  
or the need to safeguard against cyclical purchasing patterns, numerous brands are already embracing 
portfolio diversification to meet the rising demand for women's watches - let's see how this trend reshape 
the watchmaker's portfolios of the future.

Van Cleef & Arpels

Vacheron Constantin

A. Lange & Söhne

Omega

Officine Panerai

Cartier

Piaget

Montblanc

IWC

Hamilton

Tudor

Swatch

Richard Mille

Chopard

Blancpain

Breguet

Jaeger-LeCoultre
Rolex

Franck Muller

Bulgari

Tissot

TAG Heuer

Longines

Hublot

Rado

Chanel

Audemars Piguet
Patek Philippe

Breitling
Hermès

100 % 100 %90 % 90 %60 % 60 %30 % 30 %80 % 80 %50 % 50 %20 % 20 %70 % 70 %40 % 40 %10 % 10 %0 %

50 % 

27 % 

23 % 

Gender specific  
product offer

Unbalanced mens & 
womens product offer

Balanced mens & 
womens product offer

Product offer balance*

(*) Product offer balance = 
Difference between men's only

collection (in %) and women's 
only collections (in %)

% mixed collections

% men’s only collection

% women’s only collection
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Pulse check #2 | Pre-owned market capture

This pulse highlights how watchmakers are stepping beyond the traditional secondhand market by 
offering pre-owned timepieces. Brands entering the pre-owned market need to decide whether to handle 
sourcing, certification, authentication, and sales in-house to keep control or by third parties to scale.

Why this pulse?
The market for certified pre-owned watches is gaining momentum in the dynamic world of 
luxury timepieces. This pulse sheds light on how watchmakers navigate from ensuring 
authenticity via third-party retailers to how they could benefit from resale opportunities. 

The sector’s leaders and innovators have moved into the certification process. Richard Mille initiated 
this trend with its CPO program in 2015, followed by Rolex in 2022, while Cartier recently joined, and 
Audemars Piguet plans to launch one in the future 

Brands that choose to manage their own distribution of pre-owned timepieces would gain a multitude 
of advantages. They could exercise greater control over the condition and authenticity of their 
watches, ensuring that their legacy remains intact. Furthermore, they would provide a unique and 
enhanced customer experience, where buyers could interact directly with the brand, receive expert 
guidance, and enjoy a seamless purchasing journey. Finally, they would open themselves to significant 
revenue opportunities, tapping into the thriving pre-owned watch market, a market predicted to 
surpass the new watch business.

Though none of the top 30 brands have opened their boutiques to second-hand watches, neither 
with dedicated pre-owned boutiques nor in existing boutiques, that is sure to change in the future. 

 
0 % in-house  

preowned

Rolex 
Cartier 

Richard Mille 
Breitling

Visual 4 – Second-hand certification in the top 30 brands

The second-hand watch market is growing.

Purchasing second-hand products is becoming 
increasingly common, particularly for younger 
generations wanting to access luxury items at a 
lower price. For some customers, the 
second-hand market is seen as an investment 
strategy by purchase-resale transactions. 
According to a Swiss watch industry study in 
2022, the global market for second-hand 
watches will grow by 75 percent from 
2021-2030 and reach nearly €36 billion.

Some smaller brands like Urwerk have already fully integrated an 
end-to-end pre-owned offer. 

With Rolex, Cartier, Richard Mille, and Breitling, only 13 percent of 
the top 30 brands have developed their own certification label 
for pre-owned watches. Providing certification expertise serves 
as a testament to the commitment of watchmakers to quality, 
authenticity, and customer satisfaction. Brands with in-house 
certification programs partially maintain control over the resale 
process, instilling consumer confidence and preserving the 
brands’ reputation for excellence.

Most brands (87 percent) rely on third parties to certify the 
authenticity of pre-owned watches. Therefore, these retailers 
play a crucial role in the second-hand market as guarantors of 
these watches’ condition, origin, and authenticity. 

Top 30 brands

Pre-owned sale in own retail

Third-party retailer with  
brand certification  

(CPO label)

Third-party retailer  
certification only

87 %

13 %

7



Recent significant acquisitions of third-party retailers underline the growth of the secondary market.
Some brands take small steps to enter the preowned market by offering certification at third-party retailers, while other brands such as Rolex also engage in large-scale actions. While the approach brands 
will take is uncertain, entering the pre-owned market will allow brands to reconquer the fair value of their watches, preserve their pricing power, and generate additional revenue.

Rolex/Bucherer

After an exclusive Certified-
Pre-Owned partnership since 
2022, the Swiss watch 
manufacturer Rolex has 
eventually announced the 
acquisition of Bucherer.

Watchmaster/MMC

Watchmaster, a German 
company specializing in 
second-hand luxury watches, 
acquired Montres Modernes 
et de Collection (MMC) to 
expand its portfolio of luxury/
high-end watches.

Hodinkee/Crown & Caliber

Hodinkee acquired Crown & 
Caliber, a specialist in the 
online sale of second-hand 
luxury watches. Hodinkee is 
active in the world of watches 
(podcasts, magazine, social 
media, shops, etc.).

Watches of Switzerland/
Analog Shift

Watches of Switzerland 
acquired Analog Shift, its 
pre-owned and vintage watch 
trading partner since 2018, 
for its shops in New York and 
the US.

Bucherer/Tourneau

A specialist in the 
distribution of jewelry and 
luxury watches, the Swiss 
company Bucherer acquired 
the American company 
Tourneau, which sells new 
and second-hand watches.

Richemont/Watchfinder

Richemont acquired the 
British second-hand watch 
company Watchfinder, 
opening itself up to a new 
clientele and protecting its 
brand image. The acquisition 
aligned with the reorganiza-
tion of its distribution system 
to meet customer demand 
via different channels.

202320212021202020182018
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Offer click and collect option 
from their own stores.

Combining online and face-to-face 
shopping experiences increases 
brand strength.

Pulse check #3 | Rise of e-commerce

In an era where digital transformation shapes consumer behavior, luxury watch brands must adapt to 
meet their clientele’s evolving expectations. This pulse check examines diverse e-commerce services 
offered by top watchmakers that aim to enhance convenience, accessibility,  
and personalized interactions. The differentiator is the availability of watches for home delivery. 

Why this pulse?
By 2025, post-baby boomers will represent more than 90 percent of the luxury personal  
goods market, according to Altagamma. The demographic shift is not without consequences  
for the industry, which must adapt its services and distribution strategy to the needs of the 
next generations.

The main drivers for the new customer base are the following:

•	 Digital purchasing tools (social networks, marketing content, etc.)
•	 Digital communications platforms (e-commerce, mobile payments, artificial intelligence, 

augmented reality, etc.)
•	 Personalisation and omnichannel buying journey

This shift is pushing the industry, which has been slow to embrace digitalization and make significant 
changes to appeal to this new customer base. Only 57 percent of the top 30 brands offer home 
delivery, and 37 percent of watchmakers offering click-and-collect have room for improvement in their 
digital product offers and services. A close eye should be kept on the e-commerce pulse of the top  
30 brands, as it will determine the focus of the 2030 journey.

Visual 5 – E-commerce services in the top 30 brands

Offer clients the possibility to 
make in-store appointment

Personal contact allows a better 
understanding of client needs and 
anticipates consumer behavior. 

Offer home delivery from their 
own online shop

An in-house online shop offers 
clients assurance against counter-
feit products.

37 %

Of the top 30 brands …

true e-commerce

60 % 57 %
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Pulse check #4 | Retail mix

The ratio between wholesale and retail sales is critical to watchmakers. This pulse check is defined by the 
number of brands that have gone from being dependent on third-party retailers to being their own 
retailers by reducing their wholesale share below 50 percent.

Even with the costs of managing boutiques, there are many advantages for a brand to have its own 
boutiques rather than selling through third-party retailers. Besides maximizing profits, watchmakers 
maintain direct control over their brand image, presentation, and customer experience. Additionally, 
boutiques ensure a consistent brand experience across different locations.

Why this pulse?
While millennials are increasing their share of the customer base, baby boomers must not be 
forgotten. Brands need to adapt their strategy to satisfy all generations. Most brands and 
retailers will agree that offline sales will continue to outweigh online sales in the next five years, 
and currently, they are investing in expanding retail space, whether in their own boutiques or via 
third-party retailers. 

 

Visual 7 – Evolution of the top 30 brand categories from 2019-2023 (% of wholesale share).

Richemont

LVMH

Swatch Group

Rolex/Tudor

Independent watchmakers

2 brands

3 brands

3 brands
2 brands

3 brands

2 brands

2 brands

6 brands
5 brands

2 brands

2 brands

2 brands

1 brand

1 brand1 brand

1 brand

1 brand 3 brands
2 brands

6 brands

4 brands
3 brands3 brands

17 brands

2019 2019 20192023 2023 2023

11 brands
12 brands

 + 100 %

- 35 %

>75 % 75-50 % <50 %

0 %

6 brands

7 brands7 brands
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When observing the shift in distribution channel categories, the general trend is that brands are 
reducing wholesale in favor of retail sales, but it is a slow and incremental process. Brands in the 
second category, 75-50 percent, have doubled, while there are 35 percent fewer wholesalers in the top 
30 brands. While some brands have left and entered the retailer domain (<50 percent), the number of 
brands selling primarily from their own boutiques has not changed compared to 2019. 

Noticeable are the different strategies adopted by the groups. Richemont has decisively moved into 
retail and away from the wholesaler category (>75 percent). Swatch is following this lead but at a 

much slower pace, while LVMH is concentrating on moving into the mid-category, aiming for a more 
balanced distribution.

While third-party retailers remain essential partners and are currently the main path to customers, 
boutiques offer watchmakers a direct channel to engage with customers, maintain brand integrity, and 
optimize profitability.

Visual 6 – Evolution of the top 30 brands with >75%, 75-50%, <50% wholesale share from 2019-2023.

 
“The biggest strategic change 

for Audemars Piguet over the last ten 
years has been the transition from 

distributor to retailer.” 

François-Henry Bennahmias,  
CEO of Audemars Piguet (2022)

“Our strategy is to sell through 
a limited number of leading 

retailers. Over the past five years, we 
have halved our number of outlets to 

keep only the best.“ 

Patrick Pruniaux,  
CEO of Sowind Group

2019

20 %

57 %

23 %

2020

20 %

57 %

23 %

2021

20 %

40 %

40 %

2022

20 %

40 %

40 %

2023

23 %

37 %

40 %

<50 %

75-50 %

>75 %
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Pulse check #5 | Road to India

Visual 9 – Share of the top 30 brands in India

Visual 10 – Own boutiques in the top 30 brands in India

2024

23 %

27 %

50 %

No point of sales

Third-party retailer only

At least one own boutique

73 % of brands 
with presence in India

Top 30 brands

21

Rado 33

11

9

4

3

2

2

2

2

2

1

1

1

1

Tissot

Montblanc

Omega

Longines

Breitling

Rolex

Cartier

Hermès

Officine Panerai

Bulgari

IWC

Hublot

Franck Muller

Jaeger-LeCoultre

95 brand owned boutiques

Swatch Group

Richemont

LVMH

Independent  
watchmakers
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The pulse check on India evaluates the presence and distribution of luxury watch brands in the burgeo-
ning Indian market. Specifically, it focuses on two critical aspects: 

•	 Share of top watchmakers invested in India: This component assesses the representation of these 
brands in India via third-party retailers or with their own boutiques. 

•	 Brand-owned boutiques in India: This metric measures the number of boutiques directly owned by 
luxury watch brands in India. A higher count signifies greater investment and commitment to the 
Indian market. 

Why this pulse?

•	 Untapped potential: India’s growing middle class and increasing disposable income present an 
untapped market for luxury watches. We can gauge the growth potential by analyzing brand-
owned boutiques and retail presence.

•	 Investment indicator: The number of brand-owned boutiques directly correlates with investment 
in infrastructure, marketing, and customer experience. It reflects a brand’s commitment to 
establishing a solid foothold in India.

•	 Competitive landscape: Understanding the share of the top 30 watchmakers allows brands to 
position themselves effectively. Whether through boutiques or authorized retailers, this data 
informs strategic decisions.

Currently, 50 percent of the top 30 brands have at least one of their own boutiques in India, for a 
total of 95 brand-owned boutiques. The Swatch Group is the trendsetter, with Rado, Tissot, Omega, 
and Longines making up 70 percent of the total boutiques. Richemont is interested but more reticent, 
with approximately 18 percent of brand-owned boutiques in India, primarily thanks to Montblanc and 
Cartier (non-watch-only brands). It is important to note that Richemont’s specialist watchmaker 
brands only have three brands with four boutiques in India. LVMH is still beginning its journey toward 
having its own boutiques in India and only has two brands (Bulgari and Hublot) with their own boutiques. 
Surprisingly TAG Heuer does not have any own boutique in India yet, even though it is in the same 
price range as Rado, Tissot, and Longines.

In summary, the pulse on India serves as a compass for watchmakers aiming to thrive in this dynamic 
landscape



Pulse check #6 | Watchmakers wanted

Considering the number of graduates and the employees the industry will need, at least 2,200 qualified 
hires will have to come from outside of Switzerland by 2026. Brands must approach this issue in the short, 
mid, and long term.

Keeping track of this pulse is necessary for watchmakers to meet production and not lose customers 
due to long waiting times. High-end brands that use more hand craftsmanship are more affected as 
the demand for vintage and pre-owned watches additionally fuelled the shortage of watchmakers 
with a high level of expertise to inspect, repair, certify, and restore watches.

Visual 11 – Employment in watch manufacturing in Switzerland 

Visual 12 – Issued AFP or CFC certificates in Switzerland (2019-2023)

2022 2023

50 % 49 %+ 600 FTE

16 % 16 %

34 % 35 %

Objective
780 recruits/year

Higher education

44’406 45’895

Qualified employees

Unqualified employees

+ 3 %

2019 2020 2021 2022 2023

279
300297

326

- 5,8 %
354 “There is 

definitely a shortage of 
watchmakers that is not going to get 

better anytime soon. Mathematically 
speaking, if you look at the number of 

watchmakers retiring in the next few years, and 
the number of young people coming out of 
schools, there is a great gap.” 

Karl-Friedrich Scheufele, co-president of 
Chopard, said from its factory in 

Fleurier, Switzerland.

Shortage in production and manufacturing
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This pulse shows tension in the employer market because of the difficulty in finding qualified watch-
makers. According to our analysis of the statistics of the Employers’ Convention of the Swiss Watch-
making Industry, the industry is not meeting the yearly quota for recruiting qualified employees in 
Switzerland. The tension grows as the quota to replace retirees and accompany production increase is 
not met.

Why this pulse?
The employer market in the watchmaking industry is under pressure because of several factors:

•	 General industry growth (+3 percent demand in manufacturing)
•	 Growth of the pre-owned market, resulting in higher demand for certification services
•	 Massive retiring wave of employees from the baby boomer generation (2,400 employees in the 

next five years)
•	 Decrease of AFP/CFC certificates in Switzerland (-5.8 percent/year)

In the qualified watchmaker segment, 1,500 new open positions and 2,400 retirees are expected from 
2022 to 2026, implicating a need for 3,900 hires over the next five years, according to the Employers’ 
Convention of the Watch Industry. Therefore, at least 780 qualified employees a year need to be 
recruited to cover the needs of the watch industry in Switzerland. Between 2022 and 2023, the 
employed qualified workforce has only met 77 percent of the quota, adding to recruitment pressure for 
the following years. On the other hand, recruiting is not constant. Between 2021 and 2022, 1,500 new 

qualified recruits were employed, highlighting the irregularity in recruitment.Nonetheless, recruitment 
remains a central topic in the industry as the need for a skilled workforce is a vital issue.

On one side, we observed the employment of approximately 600 employees in 2023, a difference of 
180 recruitments compared to the yearly objective. Conversely, the number of watchmakers gradua-
ting in Switzerland has steadily decreased, with only 279 watchmaker certificates issued in 2023.



Pulse check #7 | ESG & CSR commitments

17 brands
Responsible Jewellery 
Committee

1 brand
Certified Fairmined 
Gold

6 brands
Watch and Jewellery 
Initiative

0 brand
B-Corp certified

Visual 13 – ESG and CSR commitments

Of the top 30 brands …
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With this pulse check, we observe the commitment of the top 30 brands to ESG and CSR. We chose the 
main initiatives and certificates in the industry to represent this pulse: Responsible Jewellery Committee, 
Watch and Jewellery Initiative, Certified Fairmined Gold, and finally, the B-Corp Certification.

Why this pulse?
The industry’s commitment to sustainability and social responsibility by self-regulation is 
coming to an end. New rules and regulations will have a widespread impact on both consumers 
and watchmakers. Brands and manufacturers need to be proactive and revamp their business 
models to align with the coming changes. Sustainability is no longer a choice but must be part 
of a brand’s DNA, and customers expect more than just greenwashing. The entire value chain 
must adopt sustainable and ethical approaches to production. 

Founded in 2005, the Responsible Jewellery Council (RJC) is the world’s 
leading sustainability standard-setting organization for the jewelry and 
watch industry. Companies adhering to RJC standards contribute to the 
United Nations 2030 agenda and the Sustainable Development Goals 
(SDGs). 

g More than half of the top 30 watchmaker brands follow RJC 
standards.

Fairmined Gold represents the highest level of responsible mining, 
and certification ensures that gold is mined following strict require-
ments for environmental protection, fair labor conditions, and 
economic development in mining communities. 

g Of the top brands, only Chopard is certified Fairmined Gold. 
These brands also strongly focus on jewelry, so it remains to be seen if 
pure watchmakers will embrace this label. 

Watch and Jewellery Initiative 2030 was founded by Kering and Cartier 
in 2021. Like the RJC, this initiative is guided by the United Nations 
Global Compact principles and the 17 SDGs. The initiative works on 
building climate resilience, preserving resources, and fostering inclusive-
ness. 

g Currently, 6 of the top 30 brands are participating in this 
initiative.

B-Corp certification signifies that a business meets high standards of 
verified performance, accountability, and transparency across various 
factors, such as employee benefits and charitable giving to supply chain 
practices and input materials. The criteria for this certification are strict 
and difficult to meet, even more so for multinational corporations. 

g Some brands have made efforts to initiate the certification process, 
and while there are no brands in the top 30 watchmakers that are 
B-Corp certified, smaller watchmakers like Solios and ID Geneve have 
obtained this certificate.

Luxury watch brands can demonstrate their commitment to ethical and sustainable practices by 
obtaining RJC certification and adhering to these standards. The RJC focuses on standards and 
certification, whereas the Watch & Jewellery Initiative 2030 emphasizes collaborative efforts toward 
sustainability goals. 



Pulse check #8 | New services

The evolution of these services and new emerging service offers will play a key role in the business 
models for the top 30 watchmakers moving toward 2030.

Visual 15 –  Advantages of differentiating services proposed by watchmakers

Visual 14 – Differentiating services proposed by watchmakers

                              New services 
Benefits              

After-service warranty 
extension

>2 years of purchase 
warranty

Certification services Third-party financing Digital product passport Product personalization 
via configurators

In-house insurance Rental service

Additional watch sales

Additional service revenue

Client knowledge

Support on the second-hand 
market

Increase brand credibility and 
transparency

After-service 
warranty  
extension
21 brands 
 

Digital product 
passport
 
9 brands

Certification 
services
 
13 brands

In-house  
insurance
 
3 brands

>2 years of 
purchase 
warranty 
19 brands

Product  
personalisation 
via configurators
7 brands

Third-party 
financing
12 brands with Klarna, 
Affirm, and V12

Rental  
service
 
1 brand
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Pulse check #8 evaluates the extent of unique customer service offerings provided by the top 30 luxury 
watchmakers and encompasses 8 dimensions: warranty extensions, certification services, personalized 
product configurations, third-party financing, digital product passports, product personalization via 
configurators, in-house insurance, and rental services.

Why this pulse?
Service offers are key differentiators, and the selected services build brand loyalty, are 
innovative, lead to additional sales, more client knowledge, additional service revenue, 
second-hand market entrance, and increased brand credibility and transparency.

 
Additional watch sales: Services allow brands to have more contact with clients, and increasing 
touchpoints makes services a sales catalyst. 

Additional service revenue: Additional revenue is created from certification, insurance, and rental 
services. Exploring new business models is vital to creating a balanced portfolio to consistently stay 
ahead of competition.

Client knowledge: Additional touchpoints with clients make it possible to know your clients even more 
while gathering data during the service offering.

Support in the second-hand market: Certification services, digital product passports, and warranty 
extensions are an opportunity to gain influence over and support the second-hand market. 

Increase brand credibility and transparency: Clients offered longer or extended warranties believe 
in durability, and digital product passports give clients better visibility and build trust in the products 
and brand.

Currently, more than half of the top 30 brands offer after-service warranties as well as purchase warranties 
of more than two years. On the other hand, in-house insurance and rental services are only offered by a 
minority of brands. None of the top 30 brands offer all 8 key differentiating services yet. At most,  
5 services out of 8 are offered by Cartier, Audemars Piguet, Longines, IWC, Officine Panerai and Breitling.
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BearingPoint is an independent management and technology consultancy with European roots 
and a global reach. The company operates in three business units: Consulting, Products, and Capital. 
Consulting covers the advisory business with a clear focus on selected business areas. Products 
provides IP-driven digital assets and managed services for business-critical processes. Capital delivers 
M&A and transaction services. BearingPoint’s clients include many of the world’s leading companies 
and government organizations. The firm has a global consulting network with more than 10,000 
people and supports clients in over 70 countries, engaging with them to achieve measurable and 
sustainable success.

For more information, please visit: www.bearingpoint.com
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