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Abstract 
The Grand Prix d'Horlogerie de Genève (GPHG) is considered the Oscars of the watch 
industry. This study examines the factors contributing to the watch-winning GPHG. Logistic 
regression analysis was performed on 251 watches nominated over the last three years. The 
results showed that in 14 categories, product excellence and brand authenticity were decisive 
factors in winning the GPHG. Specifically, we found that product excellence was important in 
nine categories and brand reputation in four categories. This study qualitatively examines the 
factors that lead to the evaluation of luxury watches and highlights the uniqueness of the 
luxury watch industry, where new functions are valued even though products are not obsolete. 
This is also the first study to focus on independent watch brands and watchmakers, which is a 
recent trend in the watch industry. 
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Introduction and Objectives 
The Grand Prix d'Horlogerie de Genève (GPHG), an international watchmaking competition 
held in Switzerland since 2001, is known as the "Oscars of the Watchmaking Industry" (Zwettler, 
2023). Although some major brands, such as Rolex, have not participated, winning the GPHG 
is a great honor for watch brands and significantly impacts them. Being nominated for or 
winning a GPHG is the best way to gain recognition and provide substantial value to customers 
(Tynan, 2016). The event is also symbolic of the boom in independent watchmakers. With the 
rise of digitalization, individual watchmakers are using Instagram and other social media to 
promote their work to a global audience, and there is a growing trend of participation in the 
GPHG. In other words, with the advent of digitization, individual artists other than major brands 
have emerged. According to the official website of the Académie Horlogère des Créateurs 
Indépendants (AHCI) (https://www.ahci.ch/), independent watchmakers in AHCI have won 27 
awards as of 2023. Despite being the most strategically important event in the watch industry, 
no studies have been conducted on the GPHG. Therefore, this study aims to examine the factors 
that lead to winning the GPHG. Studies have been conducted on the Academy Awards to 
determine which films have been nominated (Krauss et al., 2008). In a similar vein, this study 
considers the selection process and results of the GPHG, which can be found on its official 
website (https://www.gphg.org/en). Since 2011, the GPHG has been operated by a nonprofit 
foundation, and approximately 1,000 watch experts worldwide are members of the GPHG 
Academy.  
 
The GPHG selection process is as follows. First, each brand enters its most recently launched 
watch or watch to be launched in the categories announced each year. There are approximately 
15 categories each year. Over the past three years, the categories have not changed except for 
the clock category. However, the name of the Divers Category has been changed to Sports 
Category. Second, Academy members select six nominated watches from each category. The 
nominated watches are announced in September. Being a nominated watch is an immense honor. 
Third, in November, approximately 18 watches are selected as winners. Because of the special 
awards, the number of winners is greater than the number of categories. Special awards receive 
the same recognition as category winners and are included as winners in this study. 
 
Research Question 
Can product excellence, brand authenticity, and brand reputation explain the factors 
contributing to winning a GPHG? 
 
Literature Review  
“Brand equity” (Aaker, 1991) is a well-known example of what constitutes brand value. There 
are prior studies on the factors that constitute brand value in the luxury industry. Sreejesh et al. 
(2016) analyzed luxury brand value factors from the consumer's perspective and found that 



consumers' luxury brand aspirations consist of identity signaling, social recognition, self-
esteem, and achievement signaling. “Luxury Brand Attributes” (Kapferer, 1998) are the factors 
that consist of brand value from the product/brand perspective, and subdivide the components 
of luxury values into 16 factors. Kumagai and Nagasawa (2020) developed “Luxury Brand 
Attributes” (Kapferer, 1998) and redefined the 16 factors into the legitimacy and excellence 
factor, as well as the rarity factor. Similarly, Sjostrom et al. (2016) analyzed luxury products in 
terms of their characteristics based on consumer research. Sjostrom et al. (2016) found that 
luxury products are characterized by “premium quality,” “authentic/trustworthy brand,” and 
“good brand reputation/status.” They are (1) product excellence, (2) brand authenticity, and (3) 
brand reputation. The research questions in this study were set based on this classification. 
These are also related to “Luxury Brand Attributes” (Kapferer, 1998), and the legitimacy and 
excellence factor & the rarity factor (Kumagai and Nagasawa, 2020). 
 
Method 
All 251 nominated watches in the last three years were selected as subjects. Stepwise 
(likelihood ratio) logistic regression analysis was performed using the SPSS software. The 
objective variable was whether the watch won the GPHG. The explanatory variables were X1 
= Product excellence, X2 = Brand authenticity, and X3 = Brand reputation. For the objective 
variable, those who won the GPHG were assigned a value of 1, and those who did not were 
assigned a value of 0.  
 
X1 = “Product excellence” of the nominated watches, which was an alternative characteristic 
of “Excellence of products” in “Luxury Brand Attributes” (Kapferer, 1998). Watches with new 
functions were assigned a value of 1. The following watches can also be said to have new 
functions. Watches with 10 or more functions listed in the function description on each model 
page of the GPHG were considered ultra-complication watches and a value of 1 was assigned 
to these watches. Also, watches with complications in the lower price range were assigned a 
value of 1. Watches with complications in the lower price range were consistent with the 
strategy that emerging brands should have a high sense of prestige at reasonable prices (Truong, 
2009).  
 
X2 = “Brand authenticity” of the nominated watches. The implied average retail price per watch 
of the brand was used as brand authenticity. This is because the pinnacle of luxury brands lies 
in the craftsmanship of haute couture (Kapferer and Bastien, 2009, pp.178), which is labor-
intensive and expensive. In other words, X2 was an alternative characteristic of "Tradition and 
savoir-faire" in “Luxury Brand Attributes” (Kapferer, 1998). Morgan Stanley and Luxe 
Consultant published the price data in February 2024 in "Swiss watch brands: our estimates of 
the top 50 brands' turnover and retail/wholesale values in 2023" in "Breaking News: Morgan 
Stanley and LuxeConsult publish Swiss watch industry's top 50 companies for 2023" 



(https://revolutionwatch.com/morgan-stanley-luxeconsult-2024/). The source of this data was 
“LuxeConsult and Morgan Stanley Research,” but we could not access the primary source. 
Oliver R. Müller of LuxeConsult was the author of this article, which we used as the primary 
source. We used the implied average retail price per watch for the top 50 brands as brand 
authenticity. Brands that were not in the top 50 were assigned a value of 0. However, 
adjustments were made for brands headed by watchmakers who work on the movement (=the 
“engine” of the watch), and CHF 78,944, an average retail price per watch of F.P. Journe, a 
leading brand represented by an independent watchmaker, was assigned to them. Specifically, 
the adjustment was applied to (1) brands represented by AHCI watchmakers and their 
apprentices; (2) Independent watchmakers, not members of the AHCI (A good example is 
Laurent Ferrier); (3) MB&F. Maximilian Büsser is a brand representative and marketer, but the 
names of the people who designed and assembled the watches were published in the product 
information. The "F" in the brand name stands for Friends, and they are also one of the brand 
representatives. For the brands (1), (2), and (3), CHF 78,944 were assigned. In other words, X2 
was also the "Genius creator" in “Luxury Brand Attributes” (Kapferer, 1998).  
 
These watches are also rare because they are produced in extremely small numbers. Rarity was 
an important element of luxury value (Husic and Cicic, 2009; Kapferer, 2012; Kapferer and 
Valette-Florence,2016; Wang et al., 2024). In this regard, it was "Belonging to a minority" in 
“Luxury Brand Attributes” (Kapferer, 1998) and the "Rarity factor" (Kumagai and Nagasawa, 
2020). This rarity gives rise to the Veblen effect (Bagwell and Bernheim, 1996). However, for 
watch brands that were managed by independent watchmakers but whose movements were 
outsourced, we assigned a value of 0 because their craftsmanship was not directly utilized. In 
this study, F.P. Journe's implied average retail price per watch of CHF 78,944 was set as the 
highest value, and Jacob & Co. and Greubel Forsey, brands with higher implied average retail 
prices per watch, were adjusted to CHF 78,944. Although no data were available for Ferdinand 
Berthoud, we used Chopard’s implied average retail price per watch of CHF 14,425 because 
Chopard’s owner founded the brand. Angelus and Arnold & Son are part of the same Citizen 
Group as Frédérique Constant but were brought into the same group through M&A. Therefore, 
the implied average retail price per watch for Frédérique Constant was not used because there 
was no synergy between the brands.  
 
X3 = “Brand reputation” of nominated watches, which was “International reputation” in 
“Luxury Brand Attributes” (Kapferer, 1998). X3 was turnover. The data was from “Swiss watch 
brands: our estimates of the top 50 brands’ turnover and retail/wholesale values in 2023” in 
“Breaking News: Morgan Stanley and LuxeConsult publish Swiss watch industry's top 50 
companies for 2023” (https://revolutionwatch.com/morgan-stanley-luxeconsult-2024/). Those 
that were not ranked were assigned a value of 0. The assumption was that if a brand had high 
sales, it would have high name recognition. According to Dubois and Paternault (1995), the 



difference between the number of recognition and that of ownership creates the "dream" of 
luxury brands. Therefore, the larger a brand becomes in the luxury industry, the more it spends 
a large amount of money on advertising, and the more it expands awareness and spreads its 
brand image, which is a common strategy. 
 
Table I summarizes the objective and explanatory variables. After confirming that these 
explanatory variables were not correlated, logistic regression analysis was performed, and the 
results were analyzed in detail.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Table I. Variables 
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Results 
First, the correlation between X1, X2, and X3 was less than 0.7, indicating no strong correlation 
to generate multicollinearity among these explanatory variables (Table Ⅱ).  
 

 Table Ⅱ. Correlation  
X1=Product 
Excellence 

X2=Brand 
authenticity 

X3=Brand 
reputation 

X1=Product 
Excellence 

1     

X2=Brand 
authenticity 

0.113932471 1   

X3=Brand reputation -0.137839953 -0.058876039 1 
 
Logistic regression analysis was then conducted. The regression equation obtained is as 
follows:  
 
Logit(Pr(Prize)) = -2.307799 + 4.468188 * Product excellence + 0.000015*Brand authenticity 
 
Stepwise (likelihood ratio) logistic regression analysis narrowed the explanatory variables to 
X1 and X2. The significance of the regression equation was 0.000, which was significant 
because it was below the significance level of 0.05. Based on the Cox-Snell R2 and Nagelkerke 
R2 values, the contribution ratios were 0.276–0.428. The regression coefficients were also 
significant, as they were below 0.05. The percentage of correct classification was 88.0%. In 
other words, the regression equation explains the award-winning factors for all 14 categories 
related to wristwatches. However, in four of the 14 categories, namely, Jewelry, Iconic, Sport 
(Divers), and Ladies, the value of Product excellence for all watches was 0, and none of the 
watches had the highest brand authenticity (78,944) won an award (Table I). As the regression 
equation was not valid for these categories, further investigation was conducted. The regression 
equation was not valid for these categories, so further investigation was conducted based on X3. 
X3 was greater than 1 for all winners in these four categories. In other words, X3 was a 
necessary condition for the awards. A watch brand had to be among the top 50 Swiss watch 
brands in these four categories. This confirms the importance of recognition as a luxury brand 
(Kowalczyk and Mitchell, 2022). 
 
Being among the top 50 Swiss watch brands in terms of turnover was a prerequisite for winning 
in these four categories. In addition, when logistic regression analysis was conducted using X1 
and X2 for the 10 categories, excluding these four categories, the regression equation was still 
significant, and the percentage of correct classification increased to 89.9%. For those with a 
value of 1 for Product excellence, all watches except two won. Of the two, BOVET 1822 



“Récital 20 Astérium” did not win the Mechanical Exception in 2022, but in 2023, won in the 
Calendar & Astronomy Category. The other watch, the Parmigiani Fleurier “Tonda PF GMT 
Rattrapante,” was a great watch with innovative functions in the World Timer Category but did 
not win. One possible reason for missing the award was the lack of voluntary video submissions, 
even though the features were difficult to understand without videos. Of the 10 categories, none 
of the entries in the Artistic Crafts Category had a value of 1 for Product excellence, indicating 
that Product excellence was not a valid strategy. In other words, the Artistic Crafts Category 
was one in which brand authenticity was important. This was because Product excellence in 
this study was related to watch functions, while craftsmanship related to decoration was 
important in this category. 
 
 
Conclusion and Implications 
In response to this research question, we can say that the winning factors are product excellence 
and brand authenticity. In particular, if a product was regarded as a new function or an ultra-
complication, it had a high probability of being selected as the winner.  
 
(1) The conclusion that the winning factors are product excellence and brand authenticity was 
strongly reflected in the following nine categories: Ladies' Complication, Men's, Men's 
Complication, Tourbillon, Calendar & Astronomy, Mechanical Exception, Chronograph, 
“Petite Aiguille,” and Challenge.  
 
(2) In the Artistic Crafts category, brand authenticity is vital.  
 
(3) The remaining four categories—Jewelry, Iconic, Sports (Divers), and Women's—brand 
reputation was a prerequisite, that is, being a top 50 brand in terms of turnover. In other words, 
brands that were not in the top 50 in sales had no chance of winning, even if they applied for 
the Jewelry, Iconic, Sports (Divers), and Ladies' categories, and there were no watches with 
new functions or ultra-complications in these four categories. 
 
Based on these conclusions, the following strategies were formulated: Watchmakers should 
apply their watches to the appropriate categories based on their characteristics.  
 
(A) Strategy for independent watchmaker brands  
Entries should be made in Ladies' Complication, Men's, Men's Complication, Tourbillon, 
Calendar & Astronomy, Mechanical Exception, Chronograph, Artistic Crafts, “Petite Aiguille,” 
and Challenge. While entries into these categories alone were sufficient to win the GPHG, a 
watch equipped with a new mechanism would further ensure a win. However, watches other 
than those with new mechanisms should be submitted to the Artistic Crafts category.  



 
(B) Strategies for the top 50 brands in sales 
All categories were open to entry. However, because they were inferior in terms of brand power 
when competing with independent watchmakers, they could increase their chances of winning 
by developing watches with new mechanisms or ultra-complications that take advantage of 
their brand's financial strength. However, watches with new mechanisms or ultra-complications 
should not be included in the Jewelry, Iconic, Sports (Divers), Ladies’ Complication, and 
Artistic Crafts categories.  
 
(C) Brands that do not fall under (A) and (B) above 
Entries should be made in Ladies' Complication, Men's, Men's Complication, Tourbillon, 
Calendar & Astronomy, Mechanical Exception, Chronograph, “Petite Aiguille,” and Challenge. 
Grand Seiko watches.” They could win if the watch was presented using a new mechanism. 
Grand Seiko’s Kodo Constant-force Tourbillon is an example of a winner.  
 
This study’s results corroborate those of previous studies on the luxury industry. First, we 
established a regression equation for all GPHG award-winning products and found that product 
value was concentrated in the “product excellence” and “brand authenticity” factors. These 
factors are the combination of “premium quality” and “authentic/trustworthy brand” (Sjostrom 
et al., 2016). These factors include “Excellence of products,” “Tradition and savoir-faire,” 
“Genius creator,” and “Belonging to a minority” in “Luxury Brand Attributes” (Kapferer, 1998). 
These factors include the legitimacy and excellence factor, and the rarity factor (Kumagai and 
Nagasawa, 2020). Brand reputation is important in categories where the regression equation is 
not valid. Brand reputation is “International reputation” in Kapferer's “Luxury Brand Attributes” 
(1998) and “Good brand reputation/status” (Sjostrom et al., 2016). This is the legitimacy and 
excellence factor (Kumagai and Nagasawa, 2020). Namely, the judges' award criteria matched 
the factors that constitute brand value as perceived by consumers, supporting the validity of the 
previous studies.  
 
Also, we found the important difference between the watch industry and other luxury products 
such as fashion, wine, and cosmetics. According to Kapferer and Bastien (2009, pp. 53-56), one 
of the differences between luxury and premium is that there is a value that goes beyond function. 
This study shows that new functions are highly valued in award competitions in the watch 
industry. It is only in the luxury watch industry that new functions are highly valued, even 
though the products never become obsolete. 
 
This study is the first to examine independent watchmakers and brands, which have been a 
trend in recent years but have not been studied. One of the limitations of this study is that it 
could only derive the prerequisites for winning the GPHG in the Jewelry, Iconic, Sports (Divers), 



and Ladies’ Complication categories. For example, in the Jewelry category, we assumed that 
the more expensive a watch was, the higher the probability of winning. However, we could not 
find any relationship between winning the prize and the price. Further verification of these four 
categories, other than the fact that they are major brands, is desirable. Furthermore, this study 
examined only some of the factors that contributed to winning. For example, design beauty 
refers to the “Beauty of objects” in Kapferer's Luxury Brand Attributes (1998); however, further 
verification is necessary. Other factors may be affecting the award.  
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