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ABSTRACT 

As an untypical co-branding strategy, the recent launch of the Omega x Swatch MoonSwatch 

collection created significant hype among customers. Bringing together Swatch, a brand that 

helped save the Swiss watch industry during the quartz crisis, and Omega, a legacy Swiss 

brand with a long tradition, Swatch Group initiated an unexpected collaboration between two 

brands with significantly different price points. On the day of the product launch, the 

MoonSwatch collection was available only at selected Swatch stores that were stormed by 

customers keen to get their hands on the novelty. This paper aims to provide strategic insight 

into the co-branding partnering between Swatch and Omega. Furthermore, this paper intends 

to shed some light on the potential strategic implications of this bold strategic move, 

specifically, how a collaboration of two brands within the same product category can affect the 

partnering brands. With Swatch profiting from this co-branding, it is questionable how it will 

affect Omega's image. There is a risk that the plastic watch bearing an Omega logo can harm 

the image of a brand positioned to compete with high-end brands such as Rolex. However, 

MoonSwatch can also act as an intermediary to introduce Omega to younger generations and 

as an Omega entry point for aspirational consumers who cannot afford the authentic Omega 

Seamaster. Additionally, this strategic partnering can also be examined from the perspective of 

the emerging smartwatch crisis that has already caused the Swiss watchmaking industry sales 

to decline. 

Keywords: co-branding, asymmetrical co-branding, unexpected collaborations, branding strategy, 

business strategy, Swiss watch industry, Swatch, Omega, MoonSwatch, smartwatch crisis 

INTRODUCTION  

This paper aims to provide strategic insight into the Swatch Group’s atypical business strategy that 

recently resulted in the launch of the Omega x Swatch MoonSwatch collection. Furthermore, this paper 

intends to shed some light on the potential benefits and outline possible pitfalls of this bold strategic 
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move, specifically, how a collaboration of two brands within the same product category can affect the 

partnering brands. 

For the first time in the past two decades, the Swiss watch industry recently produced internet buzz 

and thrill among watch enthusiasts and everyday users. In March 2022, Swatch launched the Omega x 

Swatch co-branded Speedmaster MoonSwatch collection comprising eleven different coloured 

versions. The MoonSwatch borrowed the design from the iconic Omega Speedmaster, while the 

movement and building materials are of the Swatch origin. Also, the price of USD260 is more common 

for a Swatch timepiece, while Omega usually keeps the price point above USD 4000 – 5000. 

Nevertheless, some customers waited up to 22 hours outside selected Swatch shops to get their hands 

on the new collection – a scene typical for Apple’s product launches and something not happening to 

Swatch for the past twenty or thirty years. Since the initial sales of the MoonSwatch took place in only a 

few selected physical stores, the limited quantities were sold out in a matter of hours (R. Corder, 2022). 

The hype created around this product line’s launch and its very limited availability caused resellers to 

offer MoonSwatch timepieces on eBay and other resale sites for more than ten times their original price 

(Sen Gupta, 2022). 

The co-branding effort of Swatch and Omega storms the market by surprise. Giving consumers the 

impression they are getting their hands on an iconic Omega timepiece for just a fraction of the Omega 

Speedmaster’s price, what they get in reality is a plastic watch that resembles some of the Omega 

Speedmaster’s design features. While it is still too early to judge the success rate of this co-branding 

effort and how it will impact the Swiss watchmaking industry, it raised some eyebrows, and initial 

sales results are beyond expectations. On the other hand, this bold move of the Swatch Group can be 

considered a case of a business model redefinition aimed at changing consumer habits and shifting 

from traditional timepieces to smartwatches. 

This paper follows a qualitative research approach, analysing various secondary data used to build a 

case study. While the Swatch Group’s co-branding strategic move that is the focus of the paper is very 

current, historic analysis is also included in order to provide more of a context needed for a proper 

interpretation of the business and marketing strategies applied by Swatch and Omega. Additionally, 

this paper follows an inductive approach aimed at the potential development of new theories rather 

than a deductive. 

THE RATIONALE OF A CO-BRANDING STRATEGY 

The primary purpose of branding is to create an emotional response, which can result in sales by 

shaping how consumers view a company or product's image and its foundational purpose (Malinic, 
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2019). Although the ultimate goal of branding is to provide long-term support to sales, successful 

brands can create strong connections resulting in loyal customers.  

Within the body of literature, multiple definitions of co-branding can be found, more or less precise 

and restrictive. For Rao et al. (1999), co-branding as a term covers all instances in which two or more 

brands are presented jointly to the consumer. Similarly, Washburn et al. (2000) consider co-branding as 

the pairing of two or more branded products (i.e. constituent brands) to form a new and unique 

product or composite brand. For Erevelles et al. (2008), co-branding represents a strategy of presenting 

two or more independent brands jointly in the same product or service. Gammoh et al. (2010) consider 

co-branding as a deliberate choice by the company to connect two or more brands, communicate that 

connection to consumers, and achieve important goals that neither brand could achieve as effectively or 

efficiently independently. 

While a brand is usually considered a key company asset assisting its competitiveness, it is somewhat 

paradoxical to share it with another company with the risk of diluting its value (Smith and Lewis, 2011; 

Radighieri et al., 2013). As a way of collaboration between two parties, co-branding is not limited to the 

product but can also include marketing communications, services, public linkages or distribution 

channels (Voss and Gammoh, 2004). However, there are other types of partnerships between 

companies, such as ingredient branding, brand alliance, co-promotion/advertising and dual branding. 

For example, when Coca-Cola included Stevia sweetener as a replacement for sugar in their beverages, 

it was a case of ingredient branding. This type of collaboration is typical for complementing brands, 

with one main brand (or host brand) and the ingredient brand becoming a part of it providing 

improved market outcomes for the end product (Swaminathan et al., 2012). 

Co-branding is meant to exploit the synergies by linking two brands to advance the product's market 

position (Newmeyer et al., 2018). One of the primary reasons for the growing appeal of co-branding is 

the possibility of achieving multiple goals with a single co-branding approach/alliance. The literature 

points to several reasons why a co-branding strategy would benefit the co-branded product. Among 

the main reasons for co-branding that literature points to are enhancement in consumer perception of 

the brand (Abratt and Motlana, 2002), transferability of positive image association from better-known 

brand to lesser-known brand (Levin, 2002), and particularly sales growth (Paydas Turan, 2021). 

Furthermore, brands have been coupled based on the co-branding partners' resource complementarity 

to develop a brand, especially increasing its value (Washburn et al., 2004). It is rational for a lower tier 

brand to increase brand value by leveraging the value of an already established brand through a co-

branding alliance (Gammoh, 2006). 

Of the various goals that co-branding can achieve, a common denominator for essentially all is growing 

sales. This becomes even more important if the individual brands are in a mature industry with 
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stagnating growth prospects. Leveraging two brands, in this case, might positively impact consumer 

tastes and even open a doorway toward identifying a new market segment or a niche. 

THE TYPOLOGY OF A CO-BRANDING 

Unfortunately, there is no universally accepted typology of co-branding within the academic literature. 

For example, Hadjicharalambous (2006) recommended two primary types of co-branding: horizontal 

and vertical. Horizontal co-branding refers to cases where both partners in the co-branding project 

belong to the same value chain level and collaborate with similar or complementary resources 

(Chiambaretto and Gurau, 2017). On the other hand, vertical co-branding refers to the collaborations in 

which brands are on different levels of the value chain. This is usually referred to as ingredient 

branding. This type of consideration creates inevitable confusion since ingredient branding works in 

the way of pointing out a strategically important product ingredient that is responsible for the 

product's functionality, which some authors do not consider a form of co-branding (Kotler and 

Pfoertsch, 2010).  

Furthermore, a common distinction is made between symbolic co-branding and physical/functional co-

branding (Lanseng and Olsen, 2012). The term physical or functional co-branding describes 

collaborations in which one of the brands is used as an ingredient or component in the host brand 

(Chiambaretto and Gurau, 2017). On the other hand, symbolic co-branding does not require integration 

at the production level (Lanseng and Olsen, 2012).  

Bouten (2010) suggested three types of co-branding: symbolic co-branded products, ingredient branded 

products and co-branded hybrids. While the first two categories are being defined in the 

aforementioned typologies, co-branded hybrids represent a category with the highly innovative 

product "that combines two previously independent product categories that create a new product 

category" (Bouten, 2010, p. 29). 

Chiambaretto et al. (2016) focused their investigation on co-branding agreements between direct and 

indirect competitors, stating the nature of the agreement (hybrid vs symbolical) and the type of 

partners (direct vs indirect competitors) as the key determinants. In this context, hybrid co-branding 

involves the mutual use of both intangible (e.g., brand name, logo) and tangible (e.g. technology, 

ingredients) partner resources (Lanseng and Olsen, 2012). On the other hand, symbolic co-branding is 

limited to the joint labelling of a product that results in the mutual brand image transfer (ibid). 

While referring to these agreements between competitors as coopetitive branding, Chiambaretto et al. 

(2016) developed the following four distinctive categories: (1) symbolic coopetitive branding between 

direct competitors; (b) symbolic coopetitive branding between indirect competitors; (c) hybrid 
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coopetitive branding between direct competitors and (d) hybrid coopetitive branding between indirect 

competitors. 

Due to inconsistency of co-branding typology and lack of standardisation, we would like to propose an 

additional one considering partnering brands' equity and the targeted market compatibility between 

the brands. As Winzar et al. (2018, p.639) suggest, brand equity is “an abstract affective construct, not 

directly measurable, that is contained in the minds of consumers…It is what customers feel”. Brand 

equity is the main driver of brand value, which is a construct of how consumers relate to the brand and 

the actions (e.g., purchases) of consumers (Bick, 2009). Decisions about the targeted market segment are 

part of the overall company’s marketing strategy. The decision on which segment or segments to target 

depends on the market segment's attractiveness, type of product, brand's competitiveness, competition 

and target market specifics, like brand preferences or purchasing power (Pavicic et al., 2014).  

Bringing it all together, we can distinguish between symmetrical, asymmetrical and atypical co-

branding agreements or strategies. 

Symmetrical co-branding 

Symmetrical co-branding represents the most common and most natural type of collaboration between 

the two brands. In this case, both brands have relatively similar equity and popularity among 

consumers. Brands may address slightly different market segments but have similar price points within 

their product categories. Their positioning strategy can also be similar, and they can share similar 

brand values. Typical examples of symmetrical co-branding are Apple Watch and Nike, GoPro and 

Red Bull, and Louis Vuitton and BMW. 

Asymmetrical co-branding 

Asymmetrical co-branding contains a certain disbalance between the partnering brands. Brands have 

different relative price points and target utterly different target audiences. Furthermore, the brand 

positioning and brand equities can have a significant difference. Typically, asymmetrical co-branding 

involves two brands of different market strategies. For example, one brand can target the high-end 

market, while the second can be a mid-range brand. Common examples of asymmetrical relationships 

in co-branding are LG and Prada, Versace and H&M, and Alexander Wang and H&M. Within this type 

of set-up, the mid-end brand usually benefits from the high-end brand image spillover.   

Atypical co-branding/unexpected collaborations 

The atypical co-branding category covers the examples of brand collaborations that came as a surprise 

to the market and consumers because of brand incompatibility or because brands are direct competitors 

(coopetitive branding). In other words, atypical co-branding refers to the cases of brand collaborations 

that do not follow common marketing strategies and have a particular pioneering role. The success of 
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these unexpected collaborations between brands usually relies on a clear link that works as a bridge 

between brands (Gunnarsson et al., 2021). Good examples of atypical co-branding are Covergirl (make-

up, target: females) and Lucasfilm (Star Wars, target: males); T-Mobile and Taco Bell, and McDonald's 

and Burger King. 

THE CASE OF SWATCH AND OMEGA CO-BRANDING 

The innovative history of Swatch 

Resembling the fast fashion business model, Swatch is a brand that emerged as a response of the Swiss 

watch industry to the quartz crisis (Draskovic et al., 2018). The quartz crisis refers to the critical point in 

time for the Swiss watchmaking industry caused by the appearance of low-priced wristwatches with 

the quartz movement produced by Seiko, Casio and other far east competitors in the 1970s and early 

1980s (Glasmeier, 1991). Interestingly, the Swiss watch industry was seriously threatened by the 

technological innovation it already possessed but failed to commercialise (Donzé, 2015). Consumers 

embraced the type of wristwatches, moving away from traditional Swiss made watches with 

mechanical movement. Unfortunately, the Swiss watch industry was too rigid to embrace the new 

technology, with resulted with strategic drift (Sammut-Bonnici, 2014)   

The Swiss watch industry managed to recover and compete successfully with the far east competition 

after the introduction of Swatch, a new brand of Swiss-made watches with quartz movement (Donzé, 

2014). Rather than following the price competing strategy with the Far Eastern producers, Swatch 

reinvented how a timepiece should be considered. Relying on the basic principles of the fast fashion 

business model, Swatch launched numerous regular and limited collections that were intended to last 

for a short time until substituted with a fresh collection (Draskovic, Markovic and Petersen, 2018). 

Introducing fun and the concept of a throw-away watch, Swatch became a fashion item. Nevertheless, 

Swatch kept the country-of-origin effect in focus, and the "Swiss Made" became an asset for both 

differentiation and a higher price point (Taylor, 1993). 

Mainly thanks to the Swatch, the Swiss watch industry recovered in terms of quantities sold on the 

world market in the mid-1980-s (Donzé, 2014). However, Swatch was not just an innovative product 

and a successful marketing story but also a result of production process innovation. Although the idea 

behind Swatch was not to compete with low prices, the Swiss watch industry significantly improved 

production efficiency, which resulted in the production costs decrease (Garel, 2015). Furthermore, 

Swatch introduced plastic casings instead of traditional casings built from metal, together with a 

significant reduction in the number of parts needed for the full functioning watch with a quartz 

movement (Tushman and Radov, 2000).  
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The legacy of Omega 

The roots of Omega can be traced back to 1848, when Louis Brandt founded a watchmaking company 

in La Chaux de Fonds, Switzerland (Roth, 2021). In 1877, his sons Louis-Paul and César joined the 

company, resulting in the company's name being changed to Louis Brandt & Fils (WatchTime, 2019). In 

1894, the company developed a new movement that was known as the Omega calibre, which became a 

global success thanks to its accuracy and ease of repair (Roth, 2021). Due to the calibre's success, the 

company name was changed to Louis Brandt & Frére – Omega Watch Co. By the early 1900s, Omega’s 

annual output reached around 100,000 watches, making the company one of the biggest watch 

manufacturers in the world (FHH, 2022). 

In 1905, Omega became the official timekeeper at sporting events in Switzerland. While in 1932, the 

company became the official timekeeper for the Olympic Games in Los Angeles, which resulted in a 

partnership that lasts even nowadays (Precision Watches & Jewelry, 2018). Following the Great 

Depression that began in 1929, the Swiss watchmaking industry consolidated, which led to the forming 

of conglomerates, with Omega joining SSIH (Société Suisse pour l’Industrie Horlogère) in 1930 

(Mudambi, 2005).  

Omega also took part in NASA’s space program and was the first watch to be used in space and during 

the landing on the Moon. In 1964, NASA issued a request for high-quality chronographs to various 

watchmakers (Malaysia, 2021). Just a few companies responded, and one of them was Omega, which 

gave its Speedmaster chronograph for endurance and accuracy tests. Finally, Omega Speedmaster 

passed the tests and became the official NASA watch for space flights and the first watch on the Moon 

worn by the Apollo 11 astronauts (Mazzardo, 2021).  

Due to the quartz crisis and the Swiss watchmaking industry restructuring, a merger of SSIH and 

ASUAG, the two biggest Swiss watchmaking conglomerates, happened in 1983. This resulted with the 

forming of SHM (Société Suisse de Microélectronique et d’Horlogerie) which will change its name to 

Swatch Group in 1998 (Childs, 2010). Omega was positioned as a high-end brand within the newly 

formed entity to directly compete with Rolex (Wegelin, 2010).  

In the 1990s, a successful collaboration (co-branding) between Omega and the James Bond franchise 

started, with the actor Pierce Brosnan wearing the Omega Speedmaster (Precision Watches & Jewelry, 

2018). This collaboration improved the image and increased Omega's popularity globally. In 1999, 

Omega also proved to be an innovative brand by introducing the co-axial escapement that significantly 

improved the reliability of the mechanical movement (Omega, 2022). 

The MoonSwatch collaboration of Swatch and Omega 

On March 26, 2022, selected Swatch outlets started offering a new product line named Omega x Swatch 

MoonSwach. This “unexpected, provocative and visionary partnership" between Swatch and Omega 
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represents a collaboration between luxury and street brands, intending to "blend the best of both 

worlds" (Swatch Group, 2022). The line comprises 11 models, each representing a planetary body, 

including the Sun, nine planets (including Pluto) and the Moon. While the MoonSwatch design 

borrowed several elements from the iconic Omega Speedmaster, the casing is made of patented 

bioceramic material, a mix of two-thirds ceramic and one-third material derived from castor oil 

(Swatch, 2022). Sold at USD 260, it is a wristwatch with quartz movement and a Velcro strap. The initial 

batch of MoonSwatches has been sold out, with Swatch claiming the collection would be widely 

available since it is not a limited edition (Bowers, 2022). Due to the hype and very limited availability of 

the product, the MoonSwatch hit price records on the resale market for more than ten times its original 

price (Sen Gupta, 2022). 

While customers are still waiting for stores to be restocked with the MoonSwatch and online sales yet 

to come, the demand for the new collection tremendously exceeded the supply. However, it is difficult 

to consider if that was a brilliant marketing strategy or a marketing flop. As Nick Hayek, CEO of the 

Swatch Group, stated, the strategic decision to join two successful brands from the corporation’s 

portfolio was made nine months before the launch (Christensen, 2022). However, it is still unclear why 

the quantities were limited since it is not a limited edition and the product is not discontinued.  

Despite the hype and anticipation, some customers started expressing disappointment with the new 

MoonSwatch. Some users reported that the new watch is leaving dye stains on their wrists, which left 

some of them believing they had their hands on a fake watch (Love, 2022). There are also reports about 

scratches appearing on the watch crystal upon unboxing the new watch (Li, 2022). So far, Swatch only 

officially addressed the dye stains problem, stating that "the pigment is not hazardous to skin, non-

toxic, so this effect is completely harmless for the wearer," that the occurrence is "very, very rare," and 

that necessary measures are already taken to address this issue in the production process (De Wei and 

Hoffman, 2022). On the other hand, some level of disappointment also arises from the plastic feel and 

lightness of the MoonSwatch, together with the crown and pushers that feel and look cheap (J. Corder, 

2022). 

However, despite a certain level of criticism among the users, MoonSwatch has found its place in 

consumers' hearts. Furthermore, the launch of the Omega x Swatch MoonSwatch collection also played 

a particular strategic role. In terms of publicity and internet buzz, the launch of MoonSwatch stole the 

show away from the Watches & Wonders exhibition in Geneva, usually considered the most important 

event for the watch industry (Pitsch, 2022). 
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DISCUSSION AND CONCLUSION 

The introduction of the Omega x Swatch MoonSwatch collection is an obvious example of co-branding 

but asymmetrical in its nature. With Omega belonging to the upper tier of brands, Swatch is a typical 

street or mid-end brand. This asymmetrical and unexpected collaborations (Gunnarsson et al., 2021) are 

becoming quite common lately, with collaborations such as Apple and Hermès, Louis Vuitton and 

Supreme or Versace and H&M, to name a few. However, in the case of MoonSwatch, we have an 

example of co-branding partnering within the same product category and between brands with the 

same ownership. This way, this co-branding partnering can be considered unique and less common.  

Although branded as Omega x Swatch, product specification and the price point reveal the true nature 

of this co-branding project. It is definitely a Swach collection, inspired by the iconic design of Omega 

Speedmaster and paired with the patented bioceramic as the casing material. Technically, this can be 

considered an example of symbolic co-branding, with Omega just sharing its logo and layout. While 

Swatch is obviously profiting from this relationship, the critical concern is how it will affect Omega's 

image. Regarding luxury watches, the right partner selection has been shown to influence purchase 

intentions positively. However, this is the case where partners combine complementary resources, such 

as a luxury watch brand partnering with an established technology company to market a co-branded 

smartwatch (Moon and Sprott, 2016). The evidence is less clear when looking at horizontal alliances 

between brands from different market tiers. There is always a risk that the plastic watch bearing an 

Omega logo can harm the image of a brand positioned to compete with high-end brands such as Rolex 

(Smith and Lewis, 2011; Radighieri et al., 2013). Potentially, MoonSwatch can act as an intermediary to 

introduce Omega to younger generations and as an Omega entry point for aspirational consumers who 

cannot afford the authentic Omega Seamaster. 

Nevertheless, the current position of the Swiss watch industry, and especially of the Swatch Group, is 

far from ideal. Due to its traditionalism, the Swiss watch industry overlooked the development of 

another potential watch crisis, similar to the quartz crisis that almost brought the whole industry to 

extinction. This time, it is the emergence of the smartwatch technology that Swiss industry 

professionals did not recognise as a threat to the traditional industry focused on quartz and mechanical 

movements (Deloitte, 2017). Consequently, Apple with the Apple Watch has outsold the entire Swiss 

watch industry in the number of units shipped during the last quarter of 2017 (Strategy Analytics, 

2020). This negative trend continued in the following years, and currently, Apple sells more watches 

than the entire Swiss watch industry on a yearly level, without any sign that this trend will change 

(Tech Desk, 2020; Sky News, 2020). The Swiss Watch industry does not present a real rival for the 

Apple Watch to this day. Consumers switching to smartwatches are commonly moving away from 

low-end and mid-end brands. This market development definitively made a negative impact on 
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Swatch sales. However, although MoonSwatch shook the market and increased demand for Swatch, it 

is difficult to believe that this kind of bold strategic move will make significant difference in declining 

sales of the Swatch Group and the entire Swiss watchmaking industry. 

This paper extends the relatively limited academic discussion about unexpected collaborations between 

brands or atypical co-branding. It advances propositions that co-branding strategy can have on the 

overall sales results and brand perception by collaboration between brands with completely different 

price points but from the same product category. It is still too early to anticipate if this atypical co-

branding effort represents the beginning of a new trend and redefinition of current business models or 

if it is just a test of a marketing concept. Nevertheless, the market has an initial positive reaction. 

Potentially, the collaboration between brands, like in Swatch and Omega's case, can create an entirely 

new market segment of buyers looking for a viable substitute for a luxury product. While it is difficult 

to describe the MoonSwatch as an affordable luxury product, its design and branding give buyers 

sufficient reason to pay a premium price for a low-end plastic watch.  
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