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8 Legend has it that the young Abraham-Louis Perrelet would regularly walk 

30 km from Le Locle to Neuchatel to show and sell the tools he had made. By 

contrast, today’s Perrelet brand broadcasts its latest news via a number of social 

networking groups and blog sites. Proof, if needed, that although a company 

can be branded with the past, a business needs to move with the times.

David Stone

     Age of 
Enlightenment
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Opposite page: The great Abraham-Louis Perrelet.

 Right: The 2009 Turbine that has brought Perrelet 
to the attention of a larger audience
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For the majority of those exhibiting at Baselworld 

2009, there was an uneasy and fretful anticipation. 

Success this time around was of critical importance 

and a lot of the breezy indulgence of previous 

years seemed somewhat diminished, replaced by 

a tense preoccupation to have deals agreed and 

orders signed. In the light, gentle tranquillity of 

the Perrelet booth, however, things were looking 

up and people were taking notice.

One problem facing watch journalists after this 

year’s fair was that it seemed rather difficult to get 

a reliable measure of the success, or lack thereof, of 

individual brands. Exultant press releases began to 

circulate almost as soon as the doors were closed 

on the last day, trumpeting the wild achievements 

that had been made in the face of global financial 

collapse. But the broader evidence leaves one 

tempted to suppose things are not quite as rosy as 

we were led to believe. A good solution, therefore, 

would be to push aside the whole murky topic 

of sales figures and concentrate instead on the 

general desirability of the watches on offer, after 

all, this is our real point of interest.

A useful way of building a picture of the ‘hits’ 

and ‘misses’ from the show, certainly in terms 

of the enthusiasts and collectors who make the 

annual pilgrimage to Basel, has been to follow 

the internet forums and blog discussions. With life 

before the internet now unimaginable, chatrooms 

have become vital arenas for product news and 

ratings. And, despite the many drawbacks to 

having an opinion free-for-all - the sheer number 

of online sites means the average browser will 

find themselves inundated with differing and 

often utterly useless opinions and - on occasion, 

remarkable accord reigns and a piece can achieve 

universal acclaim. One such success story following 

the 2009 show was the new Turbine by Perrelet, a 

watch that many now consider to be the modern 

making of what was a very traditional brand. 

In an industry populated by luxury brands, the 

Turbine has brought Perrelet to the attention 

of a large appreciative audience that has since 

In an industry populated by a 
wealth of luxury brands, the 
Turbine has brought Perrelet 
to the attention of a large 
appreciative audience that has 
since responded in earnest on 
countless internet forums

Left: The 2009 Turbine. 

Opposite page: The 1777 pocket watch that was the world’s 
first automatic movement.
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responded in earnest on countless internet forums. But this particular watch, 

with its striking 12-bladed automatic rotor positioned on the dial, is only part 

of the team’s recent drive to modernise. 

Online
Perrelet has been very quick to realise the potential of networking sites and 

the benefits of interacting at a peer-to-peer level. A smart and sophisticated 

website will of course remain a necessary platform from which to present a 

collection as part of the wider brand identity, but Perrelet has combined this 

with a new Facebook account, which takes away the formality of the website 

and has allowed people to discover the brand in a much more familiar context 

– at the time of going to press, it currently boasts 126 friends. Perrelet also 

has a Twitter account that is updated by their Managing Director for North 

America, Michael Goldstein, which, at the time of writing had 329 followers 

and featured no end of delightful and largely irrelevant comments such as: 

“Monday morning and so much work to do. But at least I’m doing it wearing my 

Perrelet watch :).”

Neither the Facebook account nor the Twitter updates convey very much 

information, but what they do achieve is to present Perrelet on the consumers’ 

terms and, perhaps more importantly, it bridges a gap between the consumers 

and the brand leaders. Responding to questions and even posting light-hearted 

conversational comments welcomes blog users in on an open, personal and 

human level. By approaching business in this way, Perrelet is adapting to new 

ground and showing all the hallmarks of a fresh and enthusiastic team. And 

yet much of the promotion is reliant on very traditional themes. 

A place in history
The brand’s name comes from that of Abraham-Louis Perrelet (1729-1826), a 

child of The Enlightenment and one of the great revered watchmaking doyens. 

He was the first person in Le Locle to produce cylinder escapements, duplex 

escapements, perpetual calendars and equation of time escapements. He 

taught the young Abraham-Louis Breguet as well as his own grandson, Louis-

Frédéric Perrelet, who would later go on to be the official watchmaker 

to the Kings of France. Abraham-Louis’ most important contribution 

to horology, however, was the 1777 invention of the automatic 

watch, with the central oscillating rotor (a mechanism that seems 

curiously ahead of its time, as it was fitted to a pocket watch 

and the device, in terms of practical efficiency, only came into 

its own when used in a wristwatch).

Montres Perrelet SA, in its current form, however, is 

a relatively young venture. The company began in 

1995 after Audemars Holding purchased the inactive 

manufacture and created the P-181 Calibre Double Rotor; 

with three hands plus the date, the watch was Perrelet’s 

first to feature a second rotor on the dial. After this initial 

flurry of excitement the name sank below the radar for 

a time, until, in 2001, it was purchased by the current 

owners, the H5 Groupe. 

The team of financers who make up the H5 Groupe have years 

of luxury management experience between them, with résumés 

peppered with names such as Porsche Design, TAG Heuer and 

ST237_17_QP38_Complete_01.indd   77 16/9/09   19:58:29



78 | Brands

Omega. The Groupe also has control of J Chevalier, Henri Berney-Blondeau and that timepiece 

maker for the French elite, L Leroy, while majority investor, Miguel Rodriguez, is owner and 

president of the Festina Group.

The focus for this born-again Perrelet was based on the ideal of accessible luxury, with 

something of a contemporary take on the traditional craft. This was accompanied by the solemn 

vow never to deviate from mechanical movements and, more specifically, to honour Abraham-

Louis by making all modern Perrelet watches automatic. Today the Perrelet team remains small, 

with only a handful of people covering design, R&D and marketing duties, while there are about 

20 watchmakers located in various workshops. Production is, therefore, limited, but with demand 

on the rise. During the past eight years Perrelet has made steady, if quiet, progress in terms of 

international appeal and the watches remain fantastically interesting and well-finished pieces. 

What’s new?
The Retrograde Regulator is part of the current collection and demonstrates perfectly the brand’s 

vision of taking a traditional aspect of watchmaking and shaking it up with an unexpected and 

temptingly modern design. The retrograde hours appear in the top section of the dial, forming 

an expansive horseshoe aperture, while the minutes occupy a large sub dial at six o’clock and a 

central hand indicates the date. Using the P-221 movement within a 42 mm case, the Retrograde 

Regulator is available in stainless steel, but the rose gold with the black alligator strap is by far 

the better looking model.

Another highly covetable model is the Central Lunar Phase. There has been a trend in recent 

years for moon phases to take on increasingly detailed forms and Perrelet has granted a third 

Perrelet’s signature complication – the Double Rotor.
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Further Information:  www.perrelet.com

The focus for the new 
Perrelet is based on 
the appealing motto 
of accessible luxury, 
with something of  
a contemporary take 
on the traditional 
craft of horology

Right: The highly covetable Central Lunar Phase.

Far right: The temptingly modern Retrograde Regulator.

of the dial to the lunar-scope with the orb taking on a realistic 

appearance, complete with shadows and craters. The watch, powered 

by the P-211 Calibre, also shows hours, minutes, seconds and date, 

indicated by a central hand. 

But it’s the aforementioned Turbine that is the power behind the 

recent surge of interest in Perrelet. The signature complication for 

the brand has always been the Double Rotor, but rather than merely 

adding an extra one onto the dial, the Turbine has developed the 

idea into a truly unique looking design. The 12-bladed component 

has adopted the shape of a rotor from a jet engine and, just like 

the automatic device on the back of the movement, the weighted 

turbine vanes begin to spin around with the wearer’s swinging 

arm. The hours, minutes and seconds hands sit above blades, 

while hour markers and luminous indices are part of a raised 

lip circling the inside of the bezel. Three versions are available, 

two made from titanium with a DLC coating, one of which is  

all black, the other has a red section under the propellers, there is also 

a pink gold option. 

Since its unveiling, the Turbine has been one of the most discussed, 

blogged-about and desired watches on the planet - there is simply no 

other like it. And, if it is a sign of things to come from Perrelet, then 

the watch world has good reason to be very excited.  8
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