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THE QUARTZ REVOLUTION:

INTRODUCTION:

a history or little more than halrf a century. Within thig

time a radical transformation of the Lechnology of time easurement

This wag the quartyz revolution, and to begin to understangd
this one nust examine the state of the watch industry Just

after the Second World warp.

The interruption of the wap Simply e€nhanced the Swisg dominatiop
of world markets. This wasg mainly dye to the militapy demand

for watcheg. But unlike the yearg after the First worlg War,

civilianp demand rfop watches increased. In the 1ate 1940's
Reérchants wepe ready to Pay a premiunm for a Swiss watceh Jjust
4s dealerg Would pay "under the table" fop scarce carsg, However,
as the Crippled industriesg of Japan, France ang Germany returned
to Production tpe Swiss share of the world production fell
back rapidly. Even 80, the early fiftieg 8till found the

Swisg With overp half the world market,



were elegant thin, ang reliable, The Swiss poured €normoug

shorter rung, large Pools of draftsmen and desigrerg and theqip

excellent schools of horology, Such COmpanies ag Rolex, cp

The Rolex Oyster:
— =2 Vyster

S —
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a depth of nearly seven miles and subjected to a pressure
of over 6 tons per square inch, the watch returned to the

surface working perfectly. The Oyster waterproofing system

had been proved to the public in a successfully dramatic way,
though it was doubtful that many of the watches would undergo

this type of testing often during its life.

Rolex promoted the high quality of the watch by emphasising
the careful, individual steps that went into the making of
the watch. Rolex emphasised the many parts and steps that
became the Oyster and took a complete turn later on with the

quartz watches and more recently - the Swatch watch.

The emphasise then was on fast, high technology mass production,
and elimination of as many steps and parts as possible without

jeopradising the agreed image of the watch.

The Rolex Oyster had "a harmony of more than 220 separate
; : : 1.
pieces, some of them incredibly tiny". ' It was manufactured
in gold or platinum, though now it can be obtained in a combination

of white gold and gold and stainless steel also.
The Rolex Company was highly successful in their marketing

campaign. So much so that the watch has become somewhat of

a cult object. It was for a class that liked to wear their

1. Of Time and Men, Rolex Brochure 1975.



1k balance on their wrist". It is for those who believe

that while a "Rolls Royce spells new money, a Mercedes means
style". Deyan Sudjic has identified the Rolex Oyster watch
followers quite well in his book "Cult Objects". He describes
the watch's léoks as "butch" and it's image as "snobbery with

violence".

Though the technical superiority and craftsmanship were promotsd
as an essential part of the watch, the important message was

the type of user entitled to wear an Oyster. The watch, as

in any watches made are as much abhout sending out carefully

judged identity signals as they are about telling the time.z'

«++.... "Today, so much care is out of fashion yet, the simple
truth is that each Rolex will have just one owner and he will
not care about any Rolex we have ever made ..... except one;
his Rolex. That is why we still make Rolex chronometers the

old way. One at a time".

- Of Time and Men

Rolex brochure, 1975.

P

2. Cult Objects, Deyan Sudjic.
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Timex - a new approach:

The first intimations of trouble for the Swiss came from the
U.S.A. The Waterbury Clock Company, soon to be renamed the
U.S. Time Corporation, needed a new line of watches after

the War. The immortal Mickey Mouse line in 1933 had been
priced too low to bring in much money, though they made record
sales in Berlin from 1945 - 1947. The answer was Timex -

a superior clock-watch - that is an unjeweled clock-type watch
with pin-lever escapement. Instead of steel, armalloy was
used, which was developed during the war and gave gocd service.
The movements were packaged in plain, clean cases and the
first, simple models cost $6.95 to $7.95. More complications
were added as the watches became a success: shockprcofing,

waterproofing and sweep seconds.

The United States Time Corporation were not selling elegance
or préstige but cheap time. People could afford two or three
or more watches with faces and straps to match a variety of

outfits.

Elements of this watch can be seen in the recent Swatch watch

whose aims are similar, and will be discussed later.



Timex was not jolning the Swiss aim of accuracy and precision
in a watch yet, it was accurate enough for the world of radio

time announcements and telephone time.

The marketing promotions were similarly dramatic in their
approach to the Rolex Oyster. Television advertisements
featured Timex undergoing "torture tests": watches fastened

to a galloping horse's hooves. But this was to create an

image of solidity and ruggedness. Parts were standardized
and made interchangeable. Machines were automated as much
as possible to reduce human input te a minimum. The design
was simplified as much as possible, the cases riveted so they
had to be thrown away if they stopped. '"We set out to fill
the vacuum in the lower price watch market and convice buyers

that good watches do not have to be expensive“.B'

The makers of conventional jeweled watches were horrified

at this 'upstart' attempt at a watch. Timex was crushing
2ll the ideas of tradition and craftsmanship held by these
people for years, aﬁd they proved successful selling in 1950
8 million of them which was more than the total output of
the Japanese watch industry and more than three times the
entire United States production of jeweled watches. They

were forcing the Swiss to take their ideas seriously and reluctantly

3. "Houw Timex Hit Germany with Top Quality, Durability and
the Hard Sell", Business Abroad, 5th February 1968.




to start changing their policies of watch design and production

if they were to remaln on top of the market.

The New Industry:

About the same time as the Timex watch was producing 3 million

pieces around the World and had sales of $200 million, a new

challenge to the Swiss Watch industry came about.

This challenge changed the technology of watchmaking and a

new industry was born. This was the quartz revolution.

The quartz crystal was discovered a long time before the revolution
by Pierre Currie. This crystal actually vibrates mechanically
when an alternating current of electricity passes through

it. It was found that the problems of compensation and circular
error were eliminated. The crystal showed little response

to temperature or pressure change which was a big advantage.

Clocks were developed using the quartz crystal, but it took

approximately 30 years to miniaturize it enough for watches.

The first development that made this miniaturisation possible
was the manufacture of a small power source - a button-sized

battery was produced for hearing aids in the 1950's and these
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were used to power an electro-mechanical watch in 1957 as

a result of a joint research project carried out by the French
Company Lip and Hamilton Watch Company in America. The battery
replaced the mainspring and the balance wheel was electrically
activated by a magnetic system. It was not particularly reliable

and was not a commercial success.

Bulova's Accutron:

A more successful use of the battery was in the Bulova Accutron

which posed a direct challenge in the marketplace.

This watch uses a tuning fork replacing the balance wheel

and drives the hands by a remarkable miniature pawl and ratchet
wheel turning 38 million times a year. The watch hums guietly
the note E instead of ticking. The battery operates a miniature

oscillating circuit which keeps the fork vibrating.

The technique was invented by a Swiss engineer Max Hetzel,
who went to America with his idea since the Swiss were not
interested. The first space programme was underway there
and they required a small accurate time switch that could
operate sequences in artificial satellites. The tuning fork

technique was developed for this programme.
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Bulova's Accutron.
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Fig. 6. Two electric balance wheel
watch movements and two
quartz crystal watch
movements (analogue and

digital) by Ebauches S.A.



Bulova was so proud of its high-tech gquartz watch that it
dissected the face to reveal its green and orange interior.

They wished to show the world the new technology of the watch

and anyone who wore it was to be considered very "with-it".

When Bulova marketed the Accutron, it issued an unprecedented
guarantee that the watch would not vary by more than a minute

a month, which few people required. However, they were accenting

the Swiss feature of precision in a watch and more than this

- they werevoffering a watch that was better than the mechanical

watches of the Swiss.

The next major breakthrough was the development of miniaturised
circuits under the impetus of the U.S. space programme and

the developing computer industry. Small printed circuit btoards
were produced with transistors and resistors replacing the

bulky valves used before. These were manufactured in their
millions and were sold to the public in their raw state Lol
pocket calculators. Electronic firms were looking for a vehicle
to extend the range of outlets for their component output.

Therefore, many of them began to manufacture quartz watches.

They moved into the watch industry with the same price slashing
tactics adopted in the calculator field. As soon as the latest
miraculous calculator appeared at an attractive price, an

even more miraculous calculator would appear at an even lower

price. The new entrants had been reared in a world of fast
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product change and adventurous marketing. Therefore they

handled the watch market in the same way.

Experience in distribution and marketing were more important
than skill in manufacture. Anyone at all could now buy the
new circuits, have them cased by cheap unskilled labour in
the Far East, and sell them to any outlet that would take

them.

Gillette moved into the watch industry believing it could

sell watches 1like razors and blades.

The very rapidity of technical change made last years model
obsolete and producers had to dispose of stock fast to Jjustify
the long runs required. Durability seemed a secondary consideration

to them.

It was considered cheaper to let the public screen the product
and send back any pieces that failed rather than organize
strict quality control. The public did this at an enormous
rate and there were returns of up to 40%. The early models

were full of problems.

- They were bulky and crude compared to the slim elegant
mechanical watches.

~ They were inconvenient because the battery 1life was
short - approximately eighteen months at the beginning.

- Energy could not be wasted on a permanent display.
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This type of display was called an L.E.D. or Light
Emitting Diode and came directly from calculator
ﬁisplays. A button had to be pressed on the watch
for the display to light up, which was considered
awkward in the design, and it was difficult to use
in direct sunlight. The stability of the quartz
crystal tended to break down after approximately

1 year and the time readings would drift.
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Sinclair's Black Watch:

Sir Clive Sinclair ran into difficulties like the

ones mentioned previously with his Black Watch design.

His watch undercut many expensive digital quartz

watches and cost less than £20 compared to the usual

price of approximately £60. The breakfast cereal

giveaway quality of the Black Watch hides its technological

advance.

The overall design was by John Pemberton, with push buttons
and battery cover by Victor Thomas and electronics

ty Chris Wilding. The Watch consisted of a couple of
ribbed rectangular keys which was operated by firm

finger pressure. The L.E.D, display showed hours, minutes
and seconds depending on which side you pressed.

This was considered quite dangercus as pressing

a button while driving a car could be distracting for the
driver. Other answers to this problem were considered
for example: An L.E.D. display which remaing visible
without pressing any buttons or shaking or twisting

the wrist to get the time. The display had a clear, wide

viewing angle and deep purple cover flush with the top. This
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stayed alight for one second after the switch area was depressed.
This was long enough for the hours and minutes but
not for the minutes and seconds. This was a result of the

power of the L.E.D. display -

"frequent demonstration of the watch as well as
normal timekeeping usage during the first few
months of ownership may well result in the intial
set of batteries providing a shorter 1life than

expected" read the instructions.

The watch had a lightweight (30g) simple case. The
lack of mass was disconcerting at first compared to
conventional watches but it proved that the conventional

watches were unnecessarily heavy.

The battery compartment was well laid out but the
setting of the Watch was quite frustrating: a button at
the back was pressed at the same time as the switch
area allowing hours and minutes to count on, and it was

fairly easy to overshoot.

The overall matt black appearance of the watch was
much more discreet than, for example, the Bulova
Accutron which revealed its workings in orange and

green glory. It looked so much more anonymous than



the Accutron or Oyster. Its "silence" clearly stated the
image of the watch compared to the mechanical tick of the
Rolex Oyster, or the hum in note E of the Accutron. It became
a timekeeper once the button was pressed which illuminated

the display. It remained 'dead' on the wrist otherwise.

The appearance of the watch was much too anonymous. The Rolex
Oyster was the opposite - it shouts at the public and has
plenty of character. The Black Watch could have been more
positive in its form and not so much a "black box" design.

It should have reflected the excitement of the new technolcgy
of microchips. Although it did reflect the new high volume

mass production methods and low-costs.

The Black Watch was more successful in its design and marketing

than its technology.

Sinclair had to get state financial aid due to faulty microchips
which meant most of the watches were being sent back and

discouraged people from buying them.
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The Swlss Reaction:

The Swiss reaction initially to the quartz invasion was one
of cynicism about how long the digitals would remain in public
favour. They believed that it was a passing craze and were
not prepared to go in to mass production on a fad. They did
not believe the electronics Companies could make a success
of an industry they knew nothing about. They also could not
afford the investment in the new technology as they had too
much money invested in the mechanical watch industry and the
Swiss franc was continually soaring against the dollar. They
were forced into the industry due to the price-slashing techniques
of the quartz Companies, and the large amount of advertisement
campaigns that went with this. They did this very timidly
and manufactured a small amount of modules and components

which were sold to foreign Companies to produce watches.

"Switzerland continued to make a series of wrong turns", says
industry analysts. They followed traditional signposts meant
for a slow-moving durable product where the diversion had
been clearly marked to a new market, dominated by rapid turnover
and fast-moving trends more normally associated with the mass

market for cheaper non-durables.
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Mr. Andre Heiniger, Managing Director of Rolex maintained
that the Company had established its reputation on quality
and liked to give the impression that Rolex considered itself
to be something apart from the watch industry and more of

a Company making a high quality precision product which happens
to be a watch. He argues that, had digital watches (with
their need for batteries) been the standard model for about
the past fifty years and it had been mechanical automatic
watches which were now coming into the market, "that would
have been progress". Mr. Heiniger was sceptical about the
reliability of electronic digital watches having seen plenty
of them sent back for a replacement and the initial bulky,

crude appearance.

It was understandable that the Swiss were sceptical of the
initial digital watches since so many of them were sent back
faulty compared to the reliable mechanical watches, however,
what they did not take into account, though, was the future
prospects of the new technology. The large and growing market
for interesting and specialised pieces were being missed by
the Swiss. The market composed of Scientists, drivers, sports
fans, people who wanted to be awakened in the morning, people
who forgot appointments, people who wanted a calculator that

could tell the time, young people, fashion conscious people,

people who love gadgets.



The Swiss performance had been weakest precisely in the area

of most rapid growth: quartz complicateds: that is watches
with multiple indications and functions. This called for digital
displays which handle additional information at negligible
marginal cost. The conventional analog dial watches required
alot more time, specialization and money to produce extra

functions. They also could not meet the fast-moving demands

of the market.
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Japan and America:

The question is why were the Japanege and Americans sgo quick

to take up the new technology? The answer seems to lie in

the importance already attained in both economies by the manufacture
of electronic devices (calculators, computer hardware etc.)

and their components, in particular the chips. The leading

Japanese watch makers Seiko and Citizen had already had some
experience in this area, and they were soon joined from the

other side by such electronic firms as Sharp, Ricoh and Casio.

A similar pattern emerged in the United States. The first

solid state watch was brought out by the Hamilton Watch Company

in 1969 - the Pulsar.

The Pulsar had a display made up of early hand-made L.E.D.'s.
They cost up to $10 a digit each digit being made of 20 or
more diodes. Eventually monlithic L.E.D. displays were developed

which reduced the cost considerably.

One of the best things Japanese consumer goods manufactuers

had going for them was their '"chameleon characteristics".

Western firms tended to become identified with one particular market
and one particular type of customer. By contrast, Japanese

take markets and customers wherever they see the chance.

Nationa! College of Art and Design
LIBRARY
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Japan's policy has in Bome ways been determined by history.
The West was industrialised first and therefore left the

Japanese to scour what was left and make the most of what

they found.

Japan's Watch industry exemplified its quickfootedness and
informed oppertunism. Take Citizen which was regarded as

a down-market concern capable of manufacturing cheap imitations
of its rivals' (Seiko) wares. But this changed. Having helped
create a world demand for semiconductor-based digital watches
"redolent with technocratic values"}'the Company started to
cash in on a different market-plain, dignified, analogue timepicces.
Citizen 'Exceed' model was launched into this market at a
retail price of between £250 - £400. Despite the price it
did very well. It is square, spare and has a meticulously
impassive look. It displays no day or date which reinforces
its classical qualities. Citizen sold it with the slogan

'Beauty that lasts!'

The morals of the story for Switzerland were firstly to seek
out the gaps instead of plugging old lines. Secondly not
to be boxed in by concepts and thirdly - new forms of worker

participation.

4. “Time Waits for No Man" - Design Magazine - May 1982,
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Seiko's resgearch team were young men with only 4-7 yearg experience
and their Supervisors were not much older, They had fresh

ideas and were not stuck in the bands of the 'watch tradition',

properly with each othep and worked together as a unit. ,
In the words of one Japanesge commentator "the researchers’
desks are lined Up side by side with those of the production

techniciansg",

firm Lip. They pioneered another form of worker participation
in 1975 - 1976. Roger Tallon let the watch design with a
team composed of Marc Held (furniture), Michel Bayer (architecture

and interiors) and Rudi Meyer (graphics and corporate identity),

None of these people had experience with watches or the manufacture
of watches which was an advantage. They could design the

watch in a fresh way with new imagery and appeal. The quality

of the design was rather mixed and the work of each designer

could not be distinguished. The Mach 2000 stopwatch was a

witty response to the trend towards heavy duty even muscle-

bound styling. Tt was bristling with stop/start buttons in

bright primary colours or black. the watch had a shock-proof

stainless steel casing, and a slotted plastic strap. It was




—

nicely proportioned in design - fop €xample the round gstrap-
end and the curve of the watch. It was vaguely reminiscent

of motor racing and the 'pits'. There was also an electronic
version with calendar, second hand and black leather strap.
The only difference in the ladies watches was that they were
smaller. The whole Lip range came either in black or gun
metal grey with coloured straps and big winding buttons let
into a 'bite' in the top corner. These cost £18 - £50 on

the retail market. It wag a good attempt at examining the
watch in a new 'light' and realising the importance of a fresh

approach to the market, aiming for a more desirable product.

In Switzerland the researchers were trapped by their own system.
Most watchmakers procured parts from outside firms, concentrating
on product assembly. It would not occur to either watchmaker

or the partsmaker to change the mechanism of the watch. There
was not the same unity of design which occured with Lip or

Japanese firms. Therefore miniaturisation was a failure for

many years in Switzerland.




Progress of Quartz:

The main advantage of g2 quartz watch ig probably not so much
its accuracy but the fact that the wearer knows his watch ig
accurate, nor does he have to always adjust it or make allowanceg
for its errors. The New technology also made the addition

of extra functions POSsible with little extra expense. For
example in 1981 ap American mérchant house, Embassy Marketing
of Northbrook, Illinois, advertised a "talking wristwatch"

- 2 timpiece that combined the functions of a minute repeater,
alarm timer, and clock-watch, Instead of announcing the time
by buzzer or chimes, the watech would speak to its owner in
pleasant tones. For the alarm it might say, "It's seven-
forty-five a.m.", followed by fifteen seconds of Boccherini's
"Minuet", and if that doesn't work a polite reminder comes
five minutes later: "It'g seven-fifty. Please hnrrysSSmy o

is repeated by music, and if this is not enough the gsequence
is repeated every five minutes. Thig watch is the invention
of Sharp, a Japanese manufacturer of pocket and desk calculators.
When Sharp introduced it in the latter half of 1980 it was
uncomfortably large and cumbersone. One year sufficed to

get it down to wristwatch size. The logic was licensed to

a manufacturer in Hong Kong, where labor is cheaper and the
watch was sold with Union Carbide batteries. It was thus

the product of a characteristic international combination

of materials and factors.




Fig. 11. Cristalonics "solar quartz
time computer"

digital watch.




tell the time. One is not usually interested in the present
time alone, but in a tipe difference e.g, "oy long before
the train leaves?" Analog faces give an immediate spatial
representation of time difference, That is the reason watch
manufacturers have foung that many preferred‘the analog face
and the demand will remain strong. Thig gave an advantage

to the watch designers Since it gave scope for face design
and ensured higher sales, Many attempts were made to combine
both the analogical readability and solid state technology

in a watch. Most of these do not work sufficiently. The
combination does not mixX smoothly. It lacks aesthetic appeal

and the watch lacks quality in its appearance,

In September 1979, horological professionals and amateurs
world wide me; in Geneva for the 10th International Congress
of Chronometry. The Japanese technicians, representing Seiko
and Citizen watch Companies, brought with them an array of
charts showing the extraordinary progress of one decade of

T'esearch and production answering the early criticisms of

the Swiss.

The quartz watch used too much energy to allow permanent display?

From 1973 to 1979, Seiko's digital quartz watches reduced
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current consumption Crystaj display segmentg almost tripleq
The liquid, imprisioned betyeen VETY thin sheetg of glassg
was either transparent op Oopaque according to whether ang

electric charge was or was pot applied to it, When it wag

| transparent, a mirrored surface behind it became visible by
reflection. It used so littile current that it could be usgeq
continuously but the display depended on the light that was
falling on it to be seen. It had the opposite characteristicg
from the L.E.D., it was good in a bright light but no good

in darkness. This prompted some manufacturers to incorporate

a miniature light for use in the dark,

One model, with analog dial and day/date display, used only
one-tenth the current of their first quartz watch and was
equipped with batteries that would last five years instead

of one.

The quartz was too thick? By 1978 the five-plus millimeters
of the first Seiko model was down to less than one millimeter,
and volume from four cm3 to less than half cm3 2° A1l this
had been achieved without sacrificing economy, precision,

Or reliability,

The quarty watch was too expensive? Over the same decade,

retail prices fel1l to perhaps 2 or 3% of what they had been

o e e e Digital Quartz Watches" in 10th Internatioal
Congress of Chronometry, 1979.



seiko's Lasale Fig,

watch.

o 95 15 duo-dispiay

i
F model for mep,

Fig. 14, duo-display
women's watch

TR priie
L3 (’1!”‘

arii
PERERES'

P

A0853,

llti;
327y’

23

T e B e M 0 2
\\\\II!'IU!I’I"
|&
3 (]
] T
an W

Fig. 17, One ofi' the
more sensible
models in the

Citizen
'combination'
range.
Fi o 0 H "
g. 16 Citizen "Exceed" Fig. 18. "Ana-Digi Como
Watch. This is for : . known as 'Jet Boy
I 0 National College of Art and Design in Japan.d?imilar
to Concord's
LIBRARY

dashboard.




= 38 -

at the start, for better timepieces ang With growing inpja¢;
: ation,

yavehes could be given free at garggeg PLEN Db w00 ana uaey

as cheap advertizements for a ppapq,
The quartz watch continued to Progress with Synthetic quartz
movements being made smaller anpg thinner, mor

€ functiong Were

added as the computer market €Xpanded ang progressed.

The Swiss continued to pour a disproportionate share of their
research efforts into the improvement of their mechanical
watches. They also continued down the Same traditional path

- improving the technical side of the qQuartz watch and reducing
the size. In the course of a few years the 80,000 jobs of
former days had shrunk to less than 40,000. Similarly, the
share of the market had dwindled from a former 50% to barely

10%Z. The Swiss watch industry had reached the height of its

crisis.




PATIENTS' RECOVERY :

THE

The Swatch Design Phenomenon.

At this point, 1982, a new team took ovep the leadership of
gbauches SA, by far the largest watch manufacturing and partg
supplier of the entire Swiss watch industry, he patient

at that point, was far too sick to try out gentie therapeutic
methods. The sole hope for recovery lay in reaching for the
scalpel, and quickly - and thereby liberating the innovative
energies which were lying dormant inp the Company. The action
had to go hand in hand with the manufacturing of new products
and the working out of urgently needed restrueturing and cost-
reducing measurements. A search for innovative products was

| to be priority number one. Procedures to attain these objectives

were organised into four different stages:

C0nstructive Criticism:

A8 a first step, former business policies were submitted to
arenitical analysis. So far as a market for cheap watches

ivocal
"a8 concerned the Swiss watch industry had pronounced an unequ

; ision
death Sentence. The first innovative step was the decisio
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to focus precisely on that very segment °f a steagiiy expandi
n

This meant that,

narket . 1N contrast tg theip former pPolicieg

ghey would control 50% rather than 10% of their Productiong
n

total growth.

rreedom for Innovation:

To achieve this the proper conditions had to be creategd from

an organisational point-of-view. What they needed were genuine
innovators - people combining creativity with interdisciplinary
knowledge, market experience with an intuition for market
opportunities, intelligence with flexibility, the ability

to be enthusiastic, highly motivated and strongly determined.
The realisation of the Swatch design concept was carried out

by a team of leading fashion designers and experts in the
field, led by Dr. Ernst Thomke, the father of Swatch. Ruth
Kimche acted as the fashion consultant. Kaethi Durrer and

Jean Robert were the graphic designers.

The €ngineers Jacques Muller and Elmar Mock contributed their
ideas and tested the product together with the product designers

and technicians at Chezard/Neuchatel.

Similar to the Lip watch, designers from other fields were

brought ip te contribute to a new watch concept.




piscontinuity: LR

rt was decided that in order to promote innovative Procedureg

the hierarchical system had to go, Thereby achieving a perfect

vorking interdisciplinary cooperation between inventors product
?

and process development specialists, financia] analysts, marketing
and finance gpecialists, as well as external innovatorsg unhampereq

py preconceived notions. This reflected the Japanese production

process that had been successful for many years.

An Ideal becomes a Product:

When Swatch was introduced in 1982 it wasg primarily the technological
innovative aspects that started everyone talking. For the
first time ever the Swiss watchmaking industry had been able
to manufacture a quartz-analog watch with a retail price under
SFr.50 - and which still met the demanding quality standards
of prized "brand name" watches: quartz exactness of +/-1

Seécond per day, watertight up to a depth of 30m, shock resistant

i
J and long life expectancy.
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yarch 1980 - Marketing giveg tpe initial gpapy,

E.T.A. Management start development

!

i

I

!

i

; on the watch concept,

April 1980 - Technology concept.

| Maneon 19810 = Two engineers Jacques Muller ang

( Elmar Mock hammep out the basic pbroduct

; concept based on three factors:

/ - 2 limited number of simpile componentg
3 - modular construction

= minimum number of construction steps

Development of the technical aspects
and simplification of the construction
methods continued. Marketing samples
and design tests then made sure the

market was really there. First prototypes

were produced.
April 1981 - Large scale production

July. 1982 - Quality to Quantity
The tooling and production details

were sorted out. Definitive prototypes

were produced. Modifications were

i i an.
made and large scale industrial production beg

; e atc oncept.
Twe Years development time went into this watch c¢ p




March 1983 -
March 1983 =
e 983 -

20th Jan. 1984 -

Spring 1984 ~

Autumn 1984 -

End 1984 -

September 1984 -

Autumn 1585 -

Spring 1986 -

Sl

Swatch "conquerg" the market in short orderp

Introduction in Switzerlangd

Introduction in West Germany ,

Great Britain ang the United Staﬁes
The 1,000,000th Swatch left the factory
Introduction in France and Finland

Introduction in Sweden, Norway, Australia,

South Africa, Canada.
Establishment of Swatch SA.

The 10,000,000th Swatch leaves the

factory

Introduction in Spain, New Zealand

and Japan.

Introduction in Italy.
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.. ConceP
Basic
The

i i les
duetion of Swatch rests on different princip
u
and pro
desigh :
% tion.
Th Jtional nmethods of construc
ve
ghe ¢O°
to

the in8 :
S indng all the means of component attachment.
te, con
pase P18 : .
o i e separate base plate. First the electronic
ther
ysually

ijs placed in the case. The grid is riveted

podulé (the grid)

The coil and the motor module, which

to the base of the case.

es the gear assembly, is mounted on top. The motor's

also carri

rotor drives the second hand directly. The motor also blocks

the gears when the time is adjusted.

The motor module is riveted ultrasonically which replaces
traditional fastening methods (bolts, screws) and is more
precise. After torque and power tests another gear and the
date disk are fastened with a riveted steel disk. This means
that only a day calendar disk (if required on the model),

the dial, and the hands have to be added. Lastly the plastic

CI‘ysta .
1 is welded to the case, making the watch waterproof.

The“'atChStI‘aps Neéw type of hinge is integrated in the case.
To
thfemme the tension createg by pulling and twisting motions,
e
5 BIber ot At tachnent points was doubled and the attachment
ns :
beCEd:umo the strap rather than into the hinge part

Parts of the watch exposed to great mechanical






REVOLUTIONARY. AT A Gy 4,
CE,

A HIGH FASHION

ACCESSORY:

® Fresh and original

® Modern design

® Constantly new collections to match the
|latest trends

IT HAS PLENTY OF

FEATURES:

m Latest technology

m Guaranteed operation

® No service needed

® Shock-resistant

® Quartz-precise

B Swiss quality

® Water-resistant to 100 feet / 30 metres

® One-year guarantee
B Aftractive price

IT’s RIGHT

FOR EVERY
® Work or play
| Vgccn‘ion and spoyy
® Dinners and dcmcres

Super sportsm
Y IoggErs

SWATCH AG CH-2504 Bje/

cannon pinion

rotor

onic module (frame, quartz, IC)

calendar driving wheel ——

Crystal

second hand
P Minute hand

hour hand

— T dial

Spfing-dip

day indicator

maintaining plate

date indicator

hour wheel

minute wheel

second wheel —

setting wheel

stator

intermediate wheel

coil
€ yoke stud
02——— YOI(E
| setting lever stud
S ¢
R setting lever
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(& a:j
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év 3 L stem
> Lv\@:'/ case '

@/ battery
’ @/' battery coVer
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BT cLRE SRRl RIS tEntl are. relnforced with e
g metal

ot inside the case. The whole watch ig assembled fp
Oom

i e ; gimplifying the process enormously, Thelicon £
cep

seduces the number of parts from the normaj 91 parts to 51
costs have been lowered considerably because of reduced partg
and the effective assembly precess. The cost of conventional
watches exterior components (case, crystal, diel, hands,

case base etc.) is comparable to that of its movement. with

Swatch this cost item amounts to only 8% of complete cost.

Swatch has a life expectancy of approximately six years.
Since Swatch is geared for up-to-the-minute fashion and trend-
setters, most of the models would not be worn for that pericd

but worn for approximately 3 years and then change.

The effect of this new form of watch-making technology on

product design was relegated to the background. The fact

that the new tecnnology made it possible to alter the exterior

dPPearance of the Swatch to almost anything was a EomneaRis

of the Company's marketing strategy.

SWatch Manual - Biel, March 1986.
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Traditional Ideas:
well to
p Fars

with the gslogan "different and more cost efficient

others", it was up to the marketing experts to

than all the

an jnnovative marketing strategy. A new team whose
se

devi

. experience lay with marketing and consumer goods, developed
main

arketing concept that was to "blaze entirely new trails
a

ror the watch industry". The idea was to stop emphasizing
the prOdUCtS' immediate usefulness and instead to highlight
[

tne "emotions" associated with ownership of the watch. Swatch

was conceived as an up-to-date, fashionable "accessory".

Whoever owns a Swatch not only possesses a solid, perfectly
accurate watch, but also a vacation o Leisure time watch.

"It helps to express the owners individuality", the brochure

says. Swatch was intended for the ever-changing fashion and
leisure market. The notions of value and prestige, traditionally
connected with the watch industry were deliberately thrown
overboard. Therefore Swatch's target public were: fun people
¥ho enjoy diversity and whatever is "in". Swatch's distribution
and media message - publicity, promotions, public relations

- NeW paths had to be discovered. Opposition to newly opened
Sales channels (boutiques, fashion houses and department steres)
*48 gradually removed due to attractive margins and special
aﬂnﬁities at key sales locations. Unconventional promotions

ar]d ha
Dpeni : ; ;
N88 involving artists, muscians, athletes and fashion




Hehl For example

4 the attention onto sSwa

h talking robot moved arou

This was decorated with watches

swatch 5ponsored various

but(ﬂmse them carefully, for example -~ the World

dance mwmmionship at the ROXY, New York, in September
pred !
gl This was el l-chooSEn event since it was definetly
1998 &
ealed to the type of user Swatch

"iW'andlneakdancing app

wmﬁedto jnfluence. pPosters Wwere carefully designed to portray

melmersemotﬂnm of happiness fun and fashion. For example

in the mmterjllustreted on page 50 the fun and happy image

ig shown in the expression and pose of the girl and the worads

. - .
C . h p (= SJ- - Dlece WI ltt,

below her i
is to encourage more users around to the idea of

the watch as !
an "access M it
QLY. And everyone so wild 1%t makes

your head Spin "
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product Philosophy:
-oduct Ph11080

ratch product philosophy i :
The Swa 8- evident From i
its dESign

v gi an enti -
PR P months ntirely new Swatcn collection witp
1 approxinate]
L ately

20 newly designed watches is created, Each collectj
ion ig

: ; i f'o”'[‘l ]Eodel lin i i i
L

Sophisticated/elegant, sporty/leisure time, ang fashionable/
3 naole

trendy. The designers must interpret thege four stylistic

areas and, using graphic talents, infuse them into Swatch

#or this they must be able to sense future fashion trends
and new ways of expressing new life styles. The band and
the case of the Swatch are the only parts that must remain
constant otherwise, anything goes. Colours, forms, materials,
designs and special effects are used to create the models.

Thus the "accessory" side of the Swatch is emphasized.

Examining the first Swatch collection 84/85 the attempt to

convey the four model lines is apparent. As the brochure

is opened up into three secticns, the fourth on the back page

£ : - i nk
the models are separated onto each section. They interlink

tograph
to draw the customer across the whole range. A small photograp

ge. The
Pépresenting each 1line is superimposed on each page

: A o3 it is the

first page shows the fashion/trendy image. SINCe i
bright.

dUtumn/winter collection the colours are not very g

o - oloups this
Since black and red are two favourite fashion €



SWATCH.
— LE NOUVEAU LOOK
' POUR L'AUTOMNE ET L'HIVER 84/85

SWATCH. LA MONTRE SUISSE EN LIBERTE.

Fig. 22. Collection 184/'85.

Brochure No. 1.
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throughout the collectj

18 used ction. Quite g
lot of black

is

gsed tnrough alil e Tonceias thile sl qultcls cult
i designer

colour representing taste and sophistication

rhe second collection is the sporty/leisure time 1in
€. The

ed LR104 Swatch 1is particularly energetic and conveys th
e

ngccessory" image strongly. The face reflects the move t d
owards

nore bold and 'mad' patterns in fashion. It has a slightly

African touch in its face design. Even the "granite-type"
packground of the watches helps create the fashion/trendy

image. This was used in much of the Memphis furniture. Memphis
had begun in 1980-1981 when the concept of Swatch had begun.

The influence of the radical designs and strong decoration
coming from Africa, South America, India, Polynesia, Java

etc., of the Memphis group, Wwas beginning to penetrate other
fields of design - particularly textiles and graphics. Swatch

were quite conservative in their first collection of designs

using mainly conventional numbers oI indications and sticking

ol subdiied colours even An ther fashien/ledBUrc line. The

; s i ince
classical line needed to be a little more conservative sinc

it was aimed at a slightly older, more sophisticated user.

i i Swatch
One of the most successful of this 1ine IS the black SW

i conveyed
with the gold hands. This watch in its gimplicity, has
cularly due

sophisticated, classy appeal and thig is partl
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SPORTSWEAR GOES WiLp,

SWATCH. Wafer-;esisfan;‘hoc-sisfanf. SwCI tCh

Feather light. Fashionable. Swiss quariz. :]
QUARTZ

Riig. W25 Brochure No. 2.
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LES NOUVELLES SWAT CH: CAR
LES CLASSIQUES EN VOGUE.,

SWATCH. LA MONTRE SUISSE EN LIBE/ c.

Fig. 24. Brochure NO. e
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choice of colour

~8014.

Looking at the fourth brochure the Swat h
€0 watche
8 have b
~ DEcome

e adventurous as t

2 hey had ags
erted g3 strong blace ;
1n the

- There are &1
market brighter colourg pri
) marieg ps
mixed {
n one

I’On() r'an

style watches had increased, there was no
re of thig t
ype of

jing in the Swatch watches For

sty
€xample: the ”Chronotech“

and also. the "Nicholson 85" '
5" and "Nicolette" fop ladies
in

the ClaSS. i 1 f T
h C SGCthﬂ. The maCﬂ.O, L£as .lmage W
yasg COan:yEd i
in

the styling of the "Yamaha"
ggests a motorbil
ke
dial as does the name The "
. e "BC/BG" face
pattern suggests
a mor < i s :
ore expensive material - perhaps lizard skin, and also
)

touches on a Memphis pattern

The colo a
urs and styles of Swatch reflect the seasons and fashicns
of the m
oment. For example, in brochure five the range is

designed »
g for the summer and is directed to female users.

The fp
0 repr
nt cover shows the Swatch ugers in trendy fashicns,

cream colours

(93

With
latches to match. The watches are in ice-

with 3
fruit-smelling straps as a novelty. These reslectalis

fun
3 :
nd energy e e The "jellyf‘ish" watChES WEIre

2 big success due to their transparency. They are alot
More 4 :
appealing than the Bulova Accutron which nevealed its

Intepiop




ell/ist nur
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NOUVELLE
SWATCH: GRANITA Dj FRU
TTA:
ET AU PARFUM

L
LA PREMIERE MONTRE QUI VOUS
M

swatches

SWATCH. LA MONTRE SUISSE EN LIBERT

Fig. 26. prochure NO. 5.
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¢rap Was not as successful since it beried.
0 d180010up
Theref i
jnd BUET yellow. SEeHgne Abiwas e launeen sy
umn 1986

i trap. The user definitj
e wnitc 8 nition goes
with beside it gavi
Ying:

onalities with insight.

s That'
ifor per 8 clearly what it takeg"i

) sixth and seventh brochures an even more adventu
rous

taken. The "Black "
approach was ckout" watch face hag black numberg

oA plack blackground which are hardly visible. It is this

point that attracts the buyer - the novelty appeal - something

Slightly "crazy". The "pinstripe" watch is clearly geared
towards young "yuppies" in trendy suits. This line is called
1pleet Street" which conjours up the young businessman or

woman, VErYy cosmopolitan in attitudes.

The seventh brochure is geared to the fashion-trends. The

"sheherazade" reflects the popularity for paisley patterns

and Indian-style trousers and waistcoats in 1985. The "McSwatch"

and "McGregor" reflects the popularity towards tartan clothes

€.g. - trousers, skirts jackets. The "yelvet Underground”

Watch reflects the "Madonna image" of lace, short mini-skirts,

fish-net tignts and a daring bold attitude.

the influenceé of costumé

Th
¢ 1986 collection spring/summer shows

ptian look OF the

Jey
¢llery and costume clothes e.g. the EgY

Af i =~ Co]_oul‘ful
e look. The watches have become nuch more




Brochure NO. 6.

27.

Fig.
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ies qui se

& de la rue. Et des couleurs gai

impertinent inspir

un style i

Voici STREET SMART de SWATCH

SWATCH. LA MONTRE SUISSE EN LIBERTE.

swatches

Marient g e
vec subtilité, STREET SMART, c’est SWATCH. Seuls les modéles d'origine ont de I'originalité.

Brochure No. T.

28

Fig.
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bold and energetic, e.g, "TOngan-

There 4
T'e 18 mycp Mmore j
cnanging between case, straps, buckle apg T nter-
ace,

colours of fashion,

d to the pastel colo
Oppose urs of the Summe
T before,

i i duction in th
The main intro n e Autumn '86 co1 :
lection wag
the

eraldic line which particularl i ;
h Y suits the "yupple" Whor Nas

plenty of excitement and fun in his/her 1life It is £
> par

of the "Next" look, a chain of up-market clothes shops which
promoted the "horse-riding, skiing", and generally sophisticated
~ trendy look. The "cowboy" look is currently fashionable

- for example boots with "Indian-style tassles or jackets

with tassles made from suede or leather. Therefore there

is a Swatch to match this look - "Running Water" or "Ruffled
Feathers” in earthen colours and suitable graphics to convey

the Western image.

Finally, the most recent Swatch developed aims at the ski

market - but only those who are primarily inperested dn BRIEEE

r
as an "in" "fashionable" sport and have the money to carry

. i ignal
this out. The Pop watch emits an ultrasonic homing S18

_ : ould you have
to enable mountain rescuers to track you down Sh

gnow drift
the misfortune to find yourself tpapped under a

. 1157
; :+em than actura
While skiing. This is more 2 novelty ite
g putch one

_a bl
Useful, Tt comes with a choice of straps
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«Aqua Dream» LK 100
Gambela» LG 102

COSMIC ENCOUNTER

«Nautilus» GK 102

«Horus» LL 101

swatche:

SWATCH. THE NEW WAVE IN SWISS5 WATCHES.

1

Rltgise2gr Brochure NO. 8.

collection '86.
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{2 swATCH.

,tumn ‘86



he sleeve of youp bulky gy Jacket
t
nd
arou
wraP
t0

» and g
7/
: 8 gki.
ted version for apre
ica
est:
dom

por®

it into the other,
kip

the Point being that the face
né e
o.

: S0 that Passerg-py are left
rly recognisable
lea

LG ou are.
19 e to how sporty y
plieas
dou
:q N0
in



= 66 =

goNOLUSTONS

ccess of Swatch:

spccess of Suatch

ess of Swatch 1s quite evident from
gucc

fiPStly the
The

Productigp
and secondly the change in attitude of othe
es

er Companies,
figur

mber 1982, 235 Swatch watches Were produceq, TWo years
In Nove

in October 1984, monthly pr

oduction hag already passed
jater,

. by the end of 1985, the monthly production
000 mark and
the 5001

ity was approximately 1 million,
capaC

i ' t three
i cft the production line almos
i nth Swatch lef
The 10 millio
ma roducti This shows the
i i f ss production.
the beginning O
years from T |
v ile keeping
hich was developed for the watches, while
demand whi
a i educed any
il ice at £25. If the price had been r
the retail pr 3
i d
h ould not ha game quality an
es woul t nhave kept the sa
lower the watche e

ie Lo

of cheap fashion watches.




a gesirable product at the market leve Se
2 COndly, to
have

Pl eoinility to push the ldea backfork man; pape
cture before

g 1t into high volume pr

1aunchin oduction witp heavy map

keting

Suppopt_ This is exactly what Swatch has attempted
to do,

B e wake of this attempt have come Many new watch ideag.

Dr. Konstantin Theile had worked with ETA on the developing

and marketing concept of Swatch and when he left he contacted
Martyn Goldsmith a marketing consultant, with the idea of
pringing out a range of fashionable watches which were of

good quality and reasonably priced, but not plastic. The

result was a range with patterned dials, brass cases and waterproof

leather straps. Martyn Goldsmith claimed the plastic watch

was destroying its own market, and believes that it is important

for the retailer to feel he is offering something a little

: A4 3 titor
different to his customers compared with FHaTRRERC R

: i nl
in the high street is selling. Therefore the watch is only

available in selected stockists.

tic watChes )
Another bprand which has steered clear of plas
ook alikes 1
leaving the market to Swatch and sefeiatEts hes
q tche

hed their W2
the Smagh range by stelux-Clewley. They launc¢
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techn
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ial
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r the new "accessory" watch was by Alfex.
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is changing FLESImage RO TRthe S hilss watch
€ it

S lowering piicetandardBtof e swiy et
ch,

The more gener
he Swiss watchmakers give Dr, oug

t Thomke
' and the Swatch Credit

.wing the image of the Swisg
for rencw S watch within
‘ the worig

Sades One of these 1s Mr. Erwin Bernheim, oynep of th
€ Mondaine

company and producer of the Mondaine watch, whicp et
a lower

gcale success. "We could feel the effect of the Swatchs

success immediately within the trade. The buyers who did

not want to be wholly dependant on Japanihmormnqted,stmted
to turn to us. We needed to let people to know that Switzerland
yas still the country of origin fbr quality watches". Mr.
Rernhieim however, doubts that the Swiss drive into the low-
orice market could be any good for Companies producing medium-

priced watches. Within ASUAG-SSIH itself there are managers

who blame Dr. Thomke for pulling the carpet from under the

feet of subsidiaries producing watches in the middle-price

range.
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nghe gwitzerland of the 1980's" by Hong Kong

syiss watchmakers argue hotly about the isgye

Some contengd

ghat the success of Swatch will bring more
change to the
structure

of the industry and a further fall-out of Compénies

Two-thirds of the Swiss output is now electronic. Mr. Daniel
Kellerhals, the Director General of the Federation of the
Swiss Watch Industry makes the point "within 10 years embracing
two 0il crises and two economic slowdowns the industry has

totally converted to what the market wants".

On the world market, the Swiss still have the greatest respect
" ; ion
for the Japanese but fear them 1ess nov that Japaneseé product

as demonstrated
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03ts are closer to their own and the Swatch R
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t
hat they can match the Japanese in technology
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