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Frédérique Constant
It was almost 11 p.m. Peter Stas, the managing director of Frédérique 

Constant, had finished talking to the last of the retailers invited to a 

dinner meeting in New York City. Ralph Simons, director of sales, and 

Peter had their bags packed and were ready to leave for the West Coast 

the next day to meet with other retailers. As a chief executive, Peter 

loves to have face-to-face meetings with retailers, so that he can get 

direct feedback about the product lines, pricing, dealer support, and op-

erations. While building relationships and addressing the issues faced by 

his retailers, Peter and Ralph are always thinking about the approaches 

they can use to increase the number of POS outlets.

Frédérique Constant has been selling precise “state-of–the-art” hand-

manufactured Swiss watches since 1992. It is a family-owned private company, and Peter is the ultimate decision maker in all aspects 

of operations, finance, and marketing. The company has no debt and has successfully managed to expand operations by acquiring larger 

space and installing high-tech equipment for manufacturing. From a commercial perspective, the company has seen explosive growth 

in sales over the past 17 years, particularly in Europe and Asia. However, only 3% to 4% of the total unit sales volume comes from the 

United States, the second largest market in the world. It was not until the last two years that Frédérique Constant had started focusing on 

the U.S. market.

Rather than just using the distributors, Frédérique Constant now has a subsidiary office with a team of five people in the U.S. who are 

responsible for supporting the retailers and increasing the number of POS outlets and sales. The company has a public relations agency, 

which routinely provides press releases and encourages media to write stories about their company and products. Frédérique Constant 

advertises in a wide variety of forums, including billboards and magazines (fashion, lifestyle, watch, newspaper etc.). Also, the company 

organizes various promotional events throughout the year. It has a Web site in 11 different languages( www.frederique-constant.com) 

and is engaged in numerous social networking activities.The company has positioned its watches as accessible luxury, which represents 

a “high involvement” product. The immediate objectives of Frédérique Constant are to significantly increase the number of POS in the 

United States and to generate more potential customer traffic for the retailers by mixing its promotion effort in an effective manner.

History
1988 - Frédérique Constant was founded by Peter and Aletta Stas in Geneva. The name was derived from the first names of their great   

 grandparents, and the company logo is the Stas family crest. Peter and Aletta start making precision Swiss watches. 

1992 - First delivery of 350 watches is made to a Japanese distributor.

1994 - Frédérique Constant introduces the Heart Beat collection, which contains watches with a dial aperture to highlight a balance   

 wheel in a mechanical movement, at the time an industry-first.

1995 - Frédérique Constant launches booth at BaselWorld, confirming the company’s credibility and establishment in the industry.

1996 - Brand development continues at full speed, and the company registers an annual growth rate of more than 25%, reaching a total   

 of 17,000 timepieces.

2000 - The headquarters move to Chene-Bourg, Geneva, and the sales volume reaches 30,000 timepieces.
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2001 - Frédérique Constant launches the development of the Heart Beat model involving 14 watch specialists from the Ecole d’    

 Horlogerie de Genève, Ecole d’Ingénieurs de Genève, and the Dutch Watch Institute.

2005 - The Frédérique Constant Heart Beat model is honored by receiving the Watch of the Year award in the category “Up to 3000 

 Euros.” Frédérique Constant moves its headquarters within Geneva to a new, purpose-built, state-of-the-art building in the 

 industrial area of Plan-Les-Ouates, neighboring De Grisogono, Harry Winston, Patek Phillippe, Piaget, Rolex, and Vacheron   

 Constantin.

2008 - Frédérique Constant introduces To urbillon Silicium in a world premier event. Total volume reaches 95,000 timepieces.

 At the present time, Frédérique Constant has 12 product lines which make up about 300 SKUs. The watches are priced from $500   

 to $5,000.

Mission and Guiding Principles
The mission of Frédérique Constant is to innovate, manufacture and sell handmade precision Swiss watches, which provide “accessible 

luxury” to its customers. The company focuses on design, quality, and innovation by employing a highly trained work force and using 

State-of-the-art technology in manufacturing. The slogan of the company is LIVE YOUR PASSION.

Frédérique Constant highlights:

• Passion for creating beautiful watch designs

• Passion for the latest technology to develop exciting watch calibers

• Passion for small component applications and processes to create watches at sensible prices

• Process for entrepreneurship and business innovation challenging conventional wisdom

• Passion for success of the company

Frédérique Constant watches are defined by their high quality, differentiation, and precision in design and manufacture. The company has 

a passion for the design of their beautiful watches. Their perceived value — through quality of design, materials, and manufacture — is a 

key component of the success of the company. Each watch is assembled by hand and extensively controlled with the latest equipment to 

ensure maximum quality. Frédérique Constant innovates to offer creativity and exceptional value. The factory in Plan-les-Ouates, Geneva, 

is ultra-modern and offers the best environment for the passionate watchmakers. 

Marketing
Frédérique Constant has been extremely successful in marketing since its inception. The success of the marketing operations is based 

upon its ability to position itself in a clearly defined and targeted market segment, its manufacture of exceptional products, accessible 

pricing, diversified promotion strategy, and a mix of distribution channels. Even in the midst of the financial crisis in 2009, the sales of 

Frédérique Constant stayed about the same as that in 2008 (See The New York Times’ Global Edition – STYLE – “Affordable Luxury Bucks 

the Crisis”, Oct. 20, 2009).
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Classical Watch Market and Competition

The classical watch market can be divided into three tiers based on price. The top 

tier includes companies such as Cartier, Rolex, Patek Philippe, Audemars Piguet, 

Vacheron Constantin, Franck Muller, and JLC, whose watches are normally priced 

at more than $5,000. The middle tier includes Frédérique Constant, Baume & 

Mercier, Longines, Maurice Lacroix, Raymond Weill, and Carl F. Bucherer, whose 

watches range from $500 and $10,000. Lower-priced watches are sold by brands 

such as Tissot, Seiko, Citizen, Mido, Movado, and Certina.

In 2009, Frédérique Constant had a little more than 1,900 POS. Until 2009, the 

number of POS had been increasing significantly each year, but due to the world-

wide financial crisis, the number of POS in 2009 has stayed the same as that in 

2008. A comparison of the number of POS outlets for the major competitors is 

shown in the following table:

Targeting and Positioning

Target Group: 
Frédérique Constant’s target group is active young men and women, between 30 and 50, with a high level of education and income, and 

people with passion for lifestyle and watches.

Brand Positioning:
A Geneva precision watch with an innovative yet classical design.

Accessible Luxury Concept: Watches for a broad selection of appreciative enthusiasts, who enjoy high quality Swiss watches at sensible 

prices. 



5Corporate Challenge 2010

Promotion and Unique Selling Propositions
Frédérique Constant develops different promotion strategies and USPs for different models on a routine basis—for example, Healey with a 

car rally in Ontario, Canada, and Runabout with boat shows. Double Heart Beat watches are promoted as “iconic ladies pieces which open 

their hearts to charity actions...”

 
The USPs associated with this product are:

• Unique, registered designs

• Donation of 50 CHF to the International Children Heart Foundation for each watch sold

• Multiple feminine straps with a quick changing system

• Highly decorated, automatic swiss Movement

Advertising and Promotion
Frédérique Constant utilizes a PR agency that is responsible for routine press releases, promoting special events (see description of event 

at NYIT on Dec. 2, 2009: www.frederique-constant.com/en/company/events.php), and maintaining media relations. Newspapers and 

magazines are encouraged to write stories about Swiss precision watches in general and about Frédérique Constant in particular. The ad-

vertising campaign predominantly consists of advertising in international newspapers, in-flight magazines, watch and lifestyle magazines, 

specialty and trade magazines, and billboards. Frédérique Constant actively participates in numerous trade shows as an integral part of its 

marketing strategy.

Internet experience
Frédérique Constant has a Web site in 11 languages. Pertinent information about the company, products, quality, and events appears on 

the Web site. The list of worldwide registered retailers and licensed service centers is also shown on the Web site

(http://www.frederique-constant.com/en/contact/retailers.php).

Frédérique Constant is engaged in supporting Facebook, Twitter, Youtube, weblogs, and other online communities with the express 

purpose of bringing potential customers to the retailers. The company does not believe that a “high involvement” such as precision

Swiss watch lends itself to selling over the net.

Worldwide Distribution and Sales
Frédérique Constant sold its first order of 350 watches in 1992 and has experienced a phenomenal growth in sales, as shown below.
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United States Distribution and Sales 
In the past, Frédérique Constant worked with exclusive distributors in the United States. Since January 2009, Fréd  érique Constant USA 

Ltd opened, and by the end of that same year, there were about 40 POS selling the brand. Sales in the U.S. represent about 4 percent of 

the total number of units sold worldwide. Retailers selling the brand are specialized watch and jewelry stores. A typical retailer pays the 

opening order in advance or takes 30 to 90 days to pay the invoice. There is no standard policy for return of unsold items, but Frédérique 

Constant works with individual retailer to keep them satisfied and to maintain a long-term relationship.

Frédérique Constant has three sales representatives located in Florida, Chicago, and Los Angles. In additional to developing new retailers, 

sales reps are responsible for supporting the current distributors and retailers. The immediate objective of Frédérique Constant is to 

increase the number POS outlets in the United States to 200 by the end of year 2012.

Operations 
While most of Peter’s time is spent in the marketing effort, he is passionately involved in managing the innovation, manufacturing, 

training, and quality control aspects of Frédérique Constant. As stated earlier in 2005,   moved its headquarters within Geneva to a new, 

state-of-the-art building in the industrial area of Plan-Les-Ouates, neighboring De Grisogono, Harry Winston, Patek Phillippe, Piaget, 

Rolex, and Vacheron Constantin. The headquarters feature four floors spread out more than 3,200 square meters (35,000 square feet), and 

there are more than 70 people working at this facility. Innovation, precision, and 1uality are the key ingredients in the handmade watches 

supplied by Frédérique Constant.  

Total worldwide sales for 2009 is estimated to be 95,000 timepieces. Sales are generated by more than 1,900 worldwide POS outlets, 

which are supported by 80 exclusive distributors. The following picture shows the breakdown of worldwide sales.
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Revenues and Costs

Relevant data are shown in the table below.

Discussion Questions

All student team leaders should e-mail Dr. Raj Tibrewala at tibrewal@nyit.edu for additional information. All questions and additional 
information will be shared with each team. If necessary, a group meeting will be arranged where all student groups can meet and ask 
questions.

The major objectives of this case study are to develop specific strategies and an action plan for Frédérique Constant to dramatically 
increase the number of POS outlets in the United States and persuade more potential customers to visit these retailers. All student teams 
should focus on these objectives while answering the following questions. 

1. What is the optimal percentage of turnover a company such as Frédérique Constant should spend on advertising? How does their   
 current expenditure level compare to the industry?

2. Frédérique Constant is currently spending their advertising dollars in various media as identified in the case. Can you suggest a mix of   
 media where Frédérique Constant should spend their advertising dollars?

3. Frédérique Constant has Web site in 11 languages and it contains a wealth of information about its products, retailers, service centers,  
 etc. What changes would you suggest to convert more clicks into bricks (that is, getting more Web site visitors to actually visit the   
 retailers)?

4. How can Frédérique Constant attract more potential customers to visit their Web site? 

5. Frederique Constant has its own blog, Facebook, and Twitter pages. Which social media activities do you suggest? And how should   
 they improve their presence on the social media sites that they are already using?

6. Examine its current distribution and sales activities in the United States including business arrangements with retailers. Can you   
 suggest improvement in the sales, distributionl or the entire supply chain management processes?

7. Suggest any changes in any aspect of marketing, which you believe will help Frédérique Constant in making significant penetration in   
 the U.S. market over the next three years.
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Year:	  2009	  (All	  figures	  are	  approximate)	   	   	  
Category	  Description	   Worldwide	  Total	   U.S.	  

Total	  number	  of	  watches	  sold	   100,000	   5000	  
Total	  dollars	  paid	  by	  customers	  	   200,000,000	   5,000,000	  

Number	  of	  POS	   1920	   40	  
Number	  of	  distributors	  (all	  are	  exclusive)	   80	   Subsidiary	  
Advertising	  expenses	   10,000,000	   300,000	  

	  

Frédérique Constant
offers classical, original and affordable watches.

We focus on Design, Quality and Innovation.
In other words: Accessible Luxury
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