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BWDN in a conversation with 
the President and CEO of 
Sequel AG, a Timex Group 

company that designs and dis -
tributes Guess and Gc watches in 
more than 70 countries through 
a network of 60 distributors and 
5,000 retail outlets.

BWDN: Have Guess and Gc 
had a successful year despite the 
recession? What do you think 
accounts for this success?
Cindy Livingston: Both Guess 
and Gc had a record year in 2008. 
Our Guess business picked up 
26% and Gc was up 50%.
I think our success stems from 
two things: First, our Guess 
brand continues to chase acces-
sory trends and keeps our prod-
uct in tune with what’s current 
in fashion – allowing watches to 
double as accessory items – sec-
ond, accessories typically perform 
better in down economies. Gc is 
positioned perfectly as an a�ord-
able luxury timepiece, and while 
we are de�nitely seeing a tight-
ening of the luxury products, I 
believe there is room in the mar-
ket for great looking Swiss-made 
watches at the right price.

BWDN: How do you think the 
recession will a�ect the consum-
ers’ choice of watches, both in 
design and price range? How will 
Guess and Gc respond to this? 
Or is Guess already positioned to 
respond to this?
Livingston: I don’t believe 
that our category of products  
should revert to more traditional,  
safer, less trendy styling. I believe 
the product has to be absolutely 
great looking at a great value for 
the consumer to part with their 
money and make a watch pur-
chase. We refuse to trade down 
our look and our price points, 
but will continue to emphasise 
design and value.

A  celebration of fashion 
Guess is celebrating its 25th anniversary this year

BWDN: Is it more important 
than ever to di�erentiate between 
Guess and Gc? What is the major 
di�erence?
Livingston: It is more important 
than ever to di�erentiate our two 
brands, which I think we have 
done. We actually have what I 
consider two separate companies. 
Our Gc brand maintains o�ces 
out of Paris and Switzerland – 
complete with separate brand 
management teams, design sta�, 
sales people, PR, and customer 
service departments. 
Our Guess watch products are 
designed and manufactured 
in China and made with Japa -
nese movements, and remain in 
lockstep with Guess branding – 
Young, Sexy, and Adventurous. 
We introduce over 300 styles a 
year, and focus on fashion trends. 
Under our Gc brand, our design 
direction emanates from Europe 
and follows watch trends stem-
ming from the high-end luxury 
market. We introduce a limited 
number of styles each year, and 
continuously introduce line 
extensions of our best selling 
styles – with new sizes, plating 
and dial colourations.
In addition, we have just 
embarked on a major project to 
open separate Gc Boutiques in 
major cities around the world, 

and we are planning to have 25 
open by the end of 2009.

BWDN: How was the response 
to the Gc Men’s collection intro -
duced at Basel last year?  
Livingston: Our Gc Men’s collec -
tion was well-received last year – 
especially our variations in steel 
and rose gold with chocolate 
brown dials and straps. It was a 
very masculine statement, and 
the Gc male consumer responded 
to it immediately. We also had 
a complete sell-out of our auto-
matic limited editions.

BWDN:  What are the major 
trends in ladies’ watches this year? 
Smaller? Bigger? More classic?  
Livingston: We are seeing a slight 
move towards some smaller, more 
feminine cases in our women’s 
line with diamond details – both 
on dials and cases. What contin -
ues to be very successful is our 
ceramic collection done in white 
or black with rose gold plating 
details.

BWDN:   ht52 eht skram raey sihT
anniversary of Guess. Do you 
have plans for celebrations?
Livingston: 2009 marks the 25th 
year we’re in business with Guess 
Watches – and we’re celebrating 
our birthday with a little spin on 

the Guess tagline. Even though 
we’ve been in business a quarter 
of a century, our brand is all about 
being current and looking ahead 
to the future. Let’s say “Guess 
Watches: 25 Years Young, Sexy, 
and Adventurous!” And we’re cel -
ebrating our year with great mar-
keting campaigns, an assortment 
of the 25th Anniversary Product 
Launches, and a multitude of new 
ventures under our charity e�ort 
– Time to Give – along with a 
host of energy-e�cient and recy-
cling activities in our e�ort to 
make the world a more beauti-
ful place. Beginning this fall, all 
Guess watches will be packaged in 
recycled materials, helping reduce 
our carbon footprint, and all of 
our new watch showcases will 
have LED lighting, which is 85% 
more energy e�cient than tradi-
tional lighting systems.

BWDN: What is in store for 
Guess for the future? For the 
watch industry in general?
Livingston: Let’s just say that 
Guess Watches have transcended 
the normal de�nition of a fash -
ion watch licensed product. It’s 
a true watch brand with staying 
power and a very bright future 
for the next 25 years. 
For the watch industry in general, 
I think you will see a course-
correction in all of the luxury 
markets in general, but I believe 
that there will always be a better 
watch consumer as long as our 
industry continues to o�er won-
derful design in product.
Interview by Carol Besler ■

Cindy Livingston, CEO of Sequel AG

American success story – the watches by Guess and Gc Watches catch the latest trends in fashion

 G c expands worldwide

Gc Watches announced at the 
BASELWORLD 2009 record 
results for 2008 despite the cur-
rent retail trends globally. After 
having doubled the business 
in 2007, Gc Watches closed the 
2008 year with another 50% 
increase. In the �rst quarter of 
this year, the brand has also 
experienced a 25% increase 
over last year’s sales �gures – a 
remarkable success story for 
a Swiss watch brand that is 
relatively young in compari-
son to the traditional labels. 
After hitting the Top Ten Swiss 
Made watch brands for units 
sold in 2008, Gc Watches is 
now boldly expected to be 
among the Top Five in the 
near future.
Con�dently positioned in 
the accessible luxury segment 
of the market, Gc Watches 
o�ers high quality Swiss made 
timepieces with exceptional 
style and expressive designs 
at a�ordable price points. “Gc 
is a pro�table driving force 
for retail business. This might 
be one of the reasons why 
we have not been touched 
by the �nancial crisis so far,” 
stated Cindy Livingston, Presi -
dent and CEO of Sequel AG. 
Multi-million dollar marketing 
plans are foreseen for the roll-
out and opening of exclusive 
Gc Boutiques worldwide, as 
well as for the further sup-
port of the Gc retail partners. 
This year, Gc Watches intro -
duces three mechanical mas-
terpieces in two Special Edi-
tions and one Limited Edition 
at BASELWORLD 2009. The  
Gc 1 Automatic 7750, for exam -
ple, combines modern Euro-
pean design with luxurious 
state-of-art Swiss engineering 
and craftsmanship. This pres-
tigious series features the high-
grade Swiss automatic move-
ment Valjoux 7750. It o�ers 
a 42 hours power reserve and 
is equipped with chronometer 
assortments. (ahe) ■ 1.1, B41

The Gc 1 Automatic 7750 is sporty chic 

and represents the active lifestyle


