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BAUME & MERCIER HAS BEEN DEDICATED TO INNOVATION AND WATCHMAKING EXCEL-
lence since its founding in 1830 and the brand continues to create affordable luxury timepieces 
that are inherently powerful and enticing, and ideally suited to mark those special occasions in 
life like birthdays, anniversaries, and holidays.

Each of Baume & Mercier’s collections possesses its own 
lineage, offering identifi able features that refl ect the line’s heri-
tage and inspiration. The sport-chic Capeland series of men’s 
automatic chronographs blends historical tradition with con-
temporary style and elegant appeal. The generous round  

Capeland case is classic yet relaxed, inspired by 
a 1948 single-push piece chronograph vin-
tage model. The Capeland was conceived of 
as a traveler’s watch and embodies shapes, 
colors, and authentic functions that repre-

sent the brand’s universe of seaside living.
The current emblematic 

piece in the Capeland line 
has been so successful that 
Baume & Mercier rounds 
it out with a steel polished 
and satin-fi nished case with 

opaline black dial with 
gilt tachymeter scale and 

matching gilt hands. The 
watch is based on the La 

Joux-Perret 8147-2 manu-
facture fl yback chronograph 

caliber and is equipped with a 
warm light brown alligator strap.

To create this watch, the base move-
ment has been modifi ed by the Baume & 
Mercier development team to become a fl y-
back, which allows the wearer to switch from 

one chronograph reading to another by pressing 
the push piece only one time instead of three times. The 
domed watch dial, with “Breguet” type hands, features an 
off-centered minutes counter and a date aperture at 4:30. 
The timepiece is composed of a “Chevé”-shape anti-glare and 
scratch resistant sapphire crystal.

Not only is the watch beautifully recognized on the out-
side, but also on the inside, visible through the sapphire crystal 
case back. The oscillating weight features the Greek PHI letter, a 
symbol of balance and perfection. The weight has been worked 
in a skeleton style and is superbly decorated with the “Côtes de 

Genève” decor. In addition, certain interior rubies have been modifi ed in shape on the train 
wheel bridge and on the automatic device’s lower bridge in order to give a polished appearance 
to the ruby rims. Finally, the bi-compax caliber is meticulously fi nished with blued steel screws 
and a circular-grained fi nish for the plate and the bridges.

This newest model debuted in May 2012. Shoppers can obtain more information via the 
company’s Web site: www.baume-et-mercier.com.•

Baume & Mercier

Watches from the Baume & Mercier Capeland collection
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EDITORS’ NOTE Rosa Tous is also a mem-
ber of the European Women’s Management 
Development International Network. In 1965, af-
ter marrying Salvador Tous, Rosa and Salvador 
started a venture together in the jewelry business 
founded by Salvador’s parents in 1920. Rosa be-
gan to design jewelry for their clients. The suc-
cess of these initial designs encouraged them to 
set up a jewelry workshop. During a trip in 
1985, Rosa saw a teddy bear in a shop window 
and thought, “Why not make it in gold?” Since 
then, the bear has become the emblem of Tous. 
Today, Rosa creates almost 30 annual collec-
tions: a mix of jewelry for the everyday, trendy 
jewelry, and unique pieces. 

COMPANY BRIEF Founded in 1920 and 
based in Manresa, Spain, Joyería Tous, S.A. 
(us.tous.com) designs, manufactures, and 
sells jewelry, apparel, and accessories for men, 
women, and kids. It offers diamond, gold, sil-
ver, stainless steel, and bridal jewelry, as well 
as watches, sunglasses, handbags, and fra-
grances. The company also provides baby, 
home, desk, and beauty products and sells its 
products through its retail shops operated in 
locations including Argentina, Bahamas, 
Canada, China, Columbia, Egypt, France, 
Germany, Japan, Korea, the United States, 
Sweden, Mexico, Morocco, Saudi Arabia, 
and Portugal. Tous has experienced signifi-
cant growth in recent years, reaching sales 
of 325 million Euros in 2007. The company 
has 1,850 employees. 

Would you provide an overview of the Tous 
brand and the range of products that you 
offer?

Our story dates back to 1920. My in-
laws had a small watchmaker’s shop in 
Manresa (Barcelona). In 1965, when I mar-
ried Salvador, I started working with him 
to create my own designs. Our clients de-
manded more customized jewels and our 
workshop started to grow. The birth of our 
iconic bear in 1985 was a key for us – it 
marked the start of our expansion. Today, 
we are in more than 40 countries with almost 
400 stores and a product portfolio based in 
jewelry as our core business complemented 
by a range of bags, fragrances, and watches.

How is your Spanish design a key dif-
ferentiator for the brand?

We are a global brand that tries to 
meet global tastes. I think our jeweler’s 
style – fun, magic, and sweet – is asso-
ciated with key dates in people’s 
lives around the world, unique mo-
ments when a jewel can transmit 
emotion, and emotion is a global 
feeling. I think that’s what 
explains the secret 
of our success.

What is the 
target market for 
Tous and how 
broad is your cli-
ent base?

Tous has made 
fine jewelry ac-
cessible to a great 
market. We started 
creating design pieces 
that were available in 
a wide range of prices 
and this made a differ-
ence for a lot of people. 
Today, we have a broad offering of products – 
from statement pieces that are one-of-a-kind to 
gold designs and silver-crafted pieces – so it 
makes for a good mix. Tous has a timeless style 
for young-hearted people.

What are the major markets for Tous 
around the world and where do you foresee 
opportunities for the greatest growth?

Our natural growth started in Spain where 
we have 175 stores and it continued into Mexico 
and South America. Today, the U.S. is one of our 
key markets with more than 30 stores. Asia, 

with stores in Hong Kong and Japan, is also a 
strong market together with Eastern Europe, as 
we opened in Russia and Poland last year.

What are your distribution channels 
and do you plan to open additional 
boutiques?

We distribute our product in our own 
stores located in the best cities’ shopping ar-
eas. We also have corners in the main depart-
ment stores, like Bloomingdale’s in the U.S., El 
Palacio de Hierro in Mexico, and El Corte Inglés 
in Spain.

How much has online been a focus for 
the brand and is this an area that is driving 
sales?

For sure. We are very happy with the e-
shop sales performance. Also, it is a key factor 
in terms of brand awareness and driving traffi c 

to the stores. The U.S. was the fi rst mar-
ket where we launched our e-shop and 

now we have it in fi ve new markets. 
The online focus is a key element in 
our growing strategy. We also have 
an in-house community manager 
that helps get the word out about 
Tous on the Web.

How do you 
focus your ef-
forts in lead-
ing the brand?

My job is 
my passion. I love 
designing and fol-
lowing the process, 
from the early drafts 
until the moment 
that I have the fi-
nal product in my 
hands. Perseverance, 

hard work, and new 
challenges are our key 

points for success.
What are your priorities for Tous as you 

look to the future?
We would love to continue our interna-

tional growth. We want to focus on launching 
around 30 different fi ne jewelry collections per 
year that vary from ready-to-wear to statement 
jewels and are linked to the most special mo-
ments in life. Our designs are emotional and 
normally worn by a smart active woman that 
dresses up day to night.•

Madame Rosa Tous

Transmitting 
Emotion

An Interview with Madame Rosa Tous, 
Co-Chairwoman, Vice President, and Creative Director, Joyería Tous, S.A.

Tous jewelry and rose camel bag
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