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1. Introduction 
The emergence of the global pandemic (Covid-19) has resulted in different issues for organisations because of the rapid changes that were observed and the firms were required to change their practices to cope with the altered consequences. All these changes result in different issues for the leaders because they were required to adopt different practices by which they can cope with the interrelated issues and they were also liable to ensure maximum employee satisfaction and the issues prevail for their business revenue can be addressed with maximum efficacy. However, this assignment has performed the internal and external analysis for Rolex in which different stages of the marketing processes are defined during the era of the global pandemic. On the other hand, the applications for the internal and external models have been defined to examine the marketing environment. Moreover, an STP analysis has been conducted and different strategies are defined that could be adopted accordingly to address the issues that arise due to Covid-19.  

1.1 [bookmark: _Toc111459867]Organisational Background
Rolex was founded in 1902 by Alfred Davis and Hans Wilsdorf. The company was founded in London UK and they were having specialisation in importing Hermann Aegler’s quality movements and they are placed in quality watch cases. Furthermore, the mission and vision of the firm are to make mechanical watches as good as possible (Rolex, 2022). It has been further determined that more than 30,000 individuals are currently employed in Rolex and they are having an early business revenue of more than $4.5billion (Statista, 2022).     

[bookmark: _Toc111459868]1.2 Issues in Pandemic
Xu and Nuangjamnong (2022) in their research have defined that after the emergence of a global pandemic, various issues were witnessed that produced a negative impact on Rolex. It has been analysed that Rolex was not able to provide the required watches to their consumers as they are dealing with different challenges because of the delays that were observed in their supply. On the other hand, a decline of 23.8% was also observed in the overall sales of Rolex because of the economic crises that were observed during the era of the global pandemic (see figure 1). To address all these issues the leaders working in Rolex have to devise different business strategies by which they can cope accordingly and stable business revenue can be generated as was observed before the era of the global pandemic. 
[image: ]
Figure 1: Impact of Pandemic on Rolex (Source: Impact of the COVID-19 pandemic on the Rolex brand, 2020)

[bookmark: _Toc111459869]3. Processes and Stages of Marketing
Vigandt (2022) has defined that firms adopt different processes of marketing that are segregated in different stages by which the product or service is marketed among their targeted audience. Figure 2 addresses the stages of a marketing process. It can be determined that marketing processes allow to explicitly communicate their mission and vision and based on this the external environment is analysed for the market in which the product or service will be introduced. Based on this, the marketing strategies are devised along with the marketing mix and the strategies are implemented accordingly in the marketing campaign. 
[image: ]
Figure 2: Processes and Stages of Marketing (Source: Smartsheet, 2022)
Barska (2018) has defined the marketing processes that were adopted by Rolex. It has been determined that Rolex has segregated its market based on its demographics. The core consumers of Rolex are the business class individuals who can afford luxury watches. On the other hand, Rolex market their products based on different categories (i.e. Oyster Collection and Cellini Collection). Both of these products are having different styles and elegance and they are marketed accordingly to attract consumers having different buying behaviour. Moreover, Marchl (2019) has also defined that Rolex also uses different pricing strategies to market their watches among their consumers. Rolex does not have specific prices for their products and the watch prices are based on the material that is being used within the watch. This provides the consumers to have tailored watches and the prices are defined accordingly based on the material that is being used in the watch manufacturing. Rolex offers a broad range of watches that starts from $5000 and leads beyond millions. This allows the firm to market its customised services to its consumers and a sustainable consumer base can be developed by the organisation. On the other hand, Iqani (2022) has defined that Rolex utilises different social media platforms to engage its potential consumers. Rolex is managing different social media pages on Instagram, Twitter, YouTube and Facebook where a large audience is gathered and they can have all the information regarding their products. Furthermore, the logo of Rolex is also designed in such a manner by which they can convey their message to their potential audience and their marketing campaign is executed in such a manner by which consumer base from the business class can be developed in the desired manner. 

[bookmark: _Toc111459870]4.  Role of Marketing Environment
This section of the assignment addresses the internal and external analysis based on the situational analysis model. This allows determining the factors that could produce its impact on the overall productivity of Rolex.  

[bookmark: _Toc111459871]4.1 SWOT Analysis
[bookmark: _Toc111459872]4.1.1 Strengths
Tashfia (2021) has defined that the brand image of Rolex is considered a core strength that is established in the premium luxury band. Furthermore, Rolex is considered the game changer in the history of luxury watches because they were the first to introduce waterproof watches and they also show dates that were not developed by any of the watch manufacturers before Rolex. The advertising and branding approaches of Rolex have been determined as the core strength by which a high consumer base is present in the luxury watch industry.  
[bookmark: _Toc111459873]4.1.2 Weaknesses 
Biazzo and Filippini (2021) in their research have defined various weaknesses that were identified during the era of a global pandemic. It has been analysed that high competition was witnessed from the other luxury watch manufacturers because they have introduced their premium watches at relatively low prices. Furthermore, Rolex was also not able to determine the firms who were copying the design of Rolex by which a negative brand image was established on Rolex during the era of Covid-19. All these weaknesses highlight the lacking areas that were not appropriately addressed by Rolex and a negative impact on their competition was also observed. 
[bookmark: _Toc111459874]4.1.3 Opportunities
As per the research of Noris and Cantoni (2021), various factors were determined that provide different business opportunities for luxury brands during the era of Covid-19. However, for Rolex, it has been analysed that Rolex within the emerging economies can expand their business because a noticeable decline was witnessed in the economic conditions and Rolex is having sufficient capital to start manufacturing having low labour costs. On the other hand, different consumer needs were determined by which Rolex can have different business opportunities by which they can induce significant changes within their watch design and successful business expansion could be observed within the emerging economies.
[bookmark: _Toc111459875]4.1.4 Threats
During the era of Covid-19, it has been determined that various supply issues were observed. This could lead Rolex towards different threats by which they can lose their potential consumers and a negative impact on their competitive position could be witnessed. On the other hand, the changes in the government policies of different countries also result in different threats because they were not able to manufacture and deliver the required products to their consumers (Ofori, 2021).  

[bookmark: _Toc111459876]4.2 PESTEL Analysis
This section of the assignment defines the impact of external factors that produces its impact on the Rolex during the era of the global pandemic. 
[bookmark: _Toc111459877]4.2.1 Political Factors 
Rolex is having their head office in London, the UK, however, its core manufacturing operations are mainly performed in Switzerland. As per the research of Birdthistle and Silver (2021), it has been determined that the policies implemented by the Swiss government have resulted in different issues because the functioning of the business was impacted during Covid-19. Rolex was not able to have the required raw material for their product manufacturing and the same issues were also observed for the product supply among their consumers. All these political factors have resulted in different issues for Rolex by which a noticeable delay was witnessed in their product manufacturing and supply by which the firm started to lose their potential consumers globally.  
[bookmark: _Toc111459878]4.2.2 Economic Factors
As per the research of Thorbecke (2021), various economic issues were faced by Rolex as they are not following the current economic system that was being followed within the country. All of their practices were based on the Pound Sterling by which they were not able to deal with the economic monopolies induced by the competitor firms. These economic issues have integrated a noticeable decline in the economic progression of Rolex because they were not able to forecast their economic strategies and different issues emerged in making long-term decisions. On the other hand, the changes in the investment rates and currency changes have also caused different issues for Rolex to devise stable economic strategies during the period of Covid-19. 
[bookmark: _Toc111459879]4.2.3 Social Factors
The social factors have been recognised as one of the significant issues that were faced by Rolex during the era of the global pandemic. It has been determined that rapid changes were observed in consumer behaviour and the impact on the financial status of the people has also resulted adversely in the business performance of Rolex. All these social issues have induced various challenges for the firm by which they were not able to have explicit information regarding their consumer behaviour towards their products by which the required business strategies could not be devised to have a stable long-term business performance (Ursu, 2021). 
[bookmark: _Toc111459880]4.2.4 Technological Factors 
Rolex is required to adopt the latest technologies to enhance their production and they can enhance the overall efficacy of their watches with the use of the latest technologies. It has been determined that the era of Covid-19 has provided different opportunities for Rolex by which they were able to research the use of different technologies that could be used to manufacture the premium watches and a positive influence of technological factors was observed because the firm was able to enhance their manufacturing capability to the desired extent and the consumer demands can be fulfilled in the desired manner (Puriwat and Tripopsakul, 2021).   
[bookmark: _Toc111459881]4.2.5 Environmental Factors
As per the research of Frago (2021), Rolex is listed among those firms that are successfully fulfilling their corporate social responsibility. However, different strategies have been induced by Rolex to reduce their carbon footprint and a noticeable change has been induced within their business practices by which they are able to meet all the environmental legislations in the desired manner. On the other hand, Rolex is also working to move toward a paperless environment by which its environmental responsibilities are fulfilled and no such impact is observed on the environment during the era of Covid-19.  
[bookmark: _Toc111459882]4.2.6 Legal Factors
Büyüksagis (2022), has highlighted that Rolex has been determined as one of the luxurious brands so they are having different legal liabilities that need to be addressed in the desired manner., However, it has been analysed that Rolex during the era of the global pandemic has ensured to comply with all the legal regulations in the countries in which they are operating. On the other hand, the changes in the legal regulations have resulted adversely because a direct impact was observed on their business performance but Rolex has ensured that no such practice should be witnessed by the firm that could negatively impact the competitive position of the company within the markets in which they are operating. 

[bookmark: _Toc111459883]5. STP Analysis
This section of the assignment addresses the STP analysis that could be adopted accordingly by Rolex to deal with the consequences that emerge during Covid-19. 
[bookmark: _Toc111459884]5.1 Segmentation 
As per the research of Tashfia (2021), the segmentation of Rolex is based on the consumers who are listed as business class individuals. The segmentation of Rolex is based on the high-income group because of their high prices by which the consumers who can afford these watches are segmented accordingly and the watches are also manufactured by which consumer demand can be fulfilled in the desired manner. During the era of Covid-19, the same strategy was adopted for the segmentation by which they have segmented the consumers having stable income so no impact on their prices will be observed and stable business revenue can be earned during the era of a pandemic.  
[bookmark: _Toc111459885]5.2 Targeting
According to Dmitrievna (2020), Rolex targets consumers having high income and there is no such element of age present. Rolex aims to manufacture watches that will fulfil the consumer demand, however, the core focus of Rolex is to target the consumers who can afford the high prices of their watches and the people who are towards the use of luxury products. The same targeting strategy was adopted during the period of a pandemic where the consumers who are towards the use of luxury brands were targeted and they were having a sufficient income by which they can buy the Rolex watches in the desired manner. This strategy for targeting was sufficient by which they were not diverted towards different consumers and they were able to devise strategies by which they can easily manage to have their required consumers during Covid-19. 
[bookmark: _Toc111459886]5.3 Positioning
Butov et al., (2021) in their research have defined that the positioning strategy of Rolex during the era of the pandemic was based on the high achievers because high-quality watches are being offered by Rolex. This strategy has resulted in different issues for Rolex by which they were not able to position their required consumers as people were suffering from economic challenges during a pandemic. On the other hand, this positioning strategy was sufficient by which Rolex can forecast the post-pandemic circumstances and no such changes will be observed after the pandemic by which they can easily offer their products and they can position their core consumers in the desired manner. 

[bookmark: _Toc111459887]6. Marketing Mix Strategies 
This section of the assignment addresses the marketing mix strategies adopted by Rolex and how different changes were induced to cope with the changes that emerged after Covid-19. 
[bookmark: _Toc111459888]6.1 Product 
Solomon and Mrad (2022) in their research have defined that Rolex was the first to introduce different unique features in wrist watches. This has provided a strong and competitive position for Rolex because no other luxury watch manufacturers have introduced any product that could meet the quality that was introduced by Rolex. The same strategy was adopted by Rolex during the pandemic where no such changes were induced in their products by which Rolex was able to maintain its competitive position within the fashion and luxury brand industry. 
[bookmark: _Toc111459889]6.2 Price
Rolex watches have been recognised as one of the most expensive watches starting from $5000 to over millions. The pricing strategy of Rolex does not have any influence on its competitors because the prices are offered as per the quality of the product (Burdyak, 2020). During the era of the pandemic, the same strategy was adopted by Rolex by which they were able to meet consumer demand. On the other hand, different changes were observed in their prices because of the price changes in the raw material and the same principles were followed accordingly during the pandemic as it was followed before the prevalence of Covid-19. 
[bookmark: _Toc111459890]6.3 Place
Rolex has integrated different strategies by which they are having a personal connection with their consumers. Rolex does not sell their watches to modest shops and they always sell their products within their upmarket region. The areas in which Rolex is operating, have high-end showrooms and they do not encourage people to buy their products using online mediums (Kuusela, 2021). On the other hand, in the era of pandemics, different changes were observed where they have marketed their products on their social media platform to enhance their market position and they can communicate with their targeted consumers in the desired manner. 
[bookmark: _Toc111459891]6.4 Promotion
Rolex has adopted a promotional strategy in which different media channels are utilised for its product marketing. However, it has been evaluated that they mostly promote their products among the specific demographics who are ultra-wealthy (Aberathna, 2021). The same promotion strategy was adopted by Rolex during the era of a pandemic where no such changes have been made in their segmentation and they have utilised different media platforms by which they can promote their products and a stable consumer base can be developed. 

[bookmark: _Toc111459892]7. Recommendations to Overcome Problems
The aforementioned analysis states that Rolex has not changed its business strategies even after the emergence of a pandemic. All these factors resulted adversely for the firm by which their competitive position was affected and a decline was also observed in their business revenue. However, it is recommended that Rolex should engage themselves in different social media platforms by which they can enhance their market presence and they can engage their consumers in the desired manner. According to Wong et al., (2021), the use of social media platforms will provide pivotal measures by which firms can communicate with their consumers and they can market their products in the desired manner. On the other hand, it is also recommended for Rolex that they should enhance their number of suppliers to ensure that they have different alternatives to their raw material. This factor is recommended because it will provide sufficient means to Rolex by which they can timely deliver their products among their core consumers by which the issues that emerged due to Covid-19 can be reduced in the desired manner. 

[bookmark: _Toc111459893]8. Conclusion
The emergence of Covid-19 has resulted in various issues globally for the firms to operate accordingly by which a negative business performance was witnessed. The same issue was also observed for Rolex where the firm was dealing with various challenges after the prevalence of the global pandemic. After analysing all these aspects, it has been concluded that Rolex should enhance its presence on the social media platforms by which they can have wider communication mediums with their core consumers. Furthermore, it is also concluded that Rolex is required to change its supply chain strategies to ensure that all of the raw material is present prior and the consumer demand can be fulfilled in the desired manner. 
[bookmark: _Toc111459894]
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