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[bookmark: _Toc235521364]Introduction 
[bookmark: _Toc235521365]Background 
Given that consumer demand is towards high-quality craftsmanship, exclusivity, heritage and long-term value, the luxury watch sector remain one of the most lucrative in the global luxury goods market. In this market, Rolex still one of the most popular brands of luxury watches in the world due to its reputation for top quality, innovation and prestige. The luxury watch market in the United Kingdom (UK) is keep on evolving consumer expectations to gain more products that portray individual identity, social status and investment worth in addition to functional performance. With competition in the luxury watch business getting stiffer, valuing the factors of consumer purchase intention will be brought into supreme focus in the retention of brand competitiveness to sustain long-term business growth (Shukla, and Rosendo‐Rios 2025). Consumer purchase intention has become a concept of significance in marketing since it is an indicator of whether a consumer will buy a given product or a brand. Past literature implies that luxury buying behaviour is determined by various psychological and marketing-related conditions and not product characteristics. Of these factors, the perceived quality, brand image and perceived value will often be identified as significant drivers of purchase intention. Despite the fact that Rolex has an excellent reputation in the global market, the transformation in consumer preference and the rise of well-established luxury watch brands like Omega, Cartier and Patek Philippe will necessitate a more in-depth insight into the advantages that will motivate consumers to buy Rolex in the UK market (Rosendo-Rios and Shukla 2023). This kind of knowledge will aid in making better marketing strategies and in reinforcing customer purchase intention. 
[bookmark: _Toc235521366]Significance of the study
The importance of the present study is that it offers an overall picture of the major determinants of consumer purchase intention of Rolex luxury watches in the UK. Incorporating the current scholarly findings as a result of synthesising scholarly evidence by a structured literature review, the study will increase understanding of the impact of perceived quality, brand image and perceived value on consumer decision-making. The findings will add value to the current extent of literature based on luxury consumer behaviour, as well as the few studies which are particularly relevant to Rolex in the UK market. Practically, the study will provide evidence-based data that can be used by Rolex to improve its branding and marketing practices to enhance consumer buying intention and competitiveness.
[bookmark: _Toc235521367]Research problem 
Consumer purchase intention has gained significance as a field of research in the luxury goods sector due to its aspect of elucidating what drives consumers to make buying decisions. The perceived quality, brand image and perceived value have been pointed out as valuable predictors of purchase intention in previous studies. Nevertheless, the majority of the research that has been carried out so far has been on luxury consumer behaviour in general or various types of luxury products, and little research has been conducted on Rolex luxury watches in the UK market. Furthermore, past studies have tended to examine these variables singly, whereas few empirical studies have examined the combined impact of these variables on the consumer purchase intention towards Rolex. The luxury watch market in the UK is starting to get really competitive due to the shifting consumer tastes and well-established luxury brands like Omega, Cartier and Patek Philippe. As such, it is necessary to critically analyse available scholarly evidence to come up with a cohesive perspective on the determinants of consumer purchase intention of Rolex luxury watches in the UK. 
The problem that would be addressed by this research dissertation is the lack of clear evidence in terms of key factors that are influencing consumer purchase intention toward a Rolex luxury watch in the UK, which tends to limit the development of effective marketing strategies to enhance consumer purchase intention and market competitiveness. 
[bookmark: _Toc235521368]Research Aim 
Aim: To evaluate factors influencing consumer purchase intention toward luxury watches in the UK: Case study of Rolex
[bookmark: _Toc235521369]Research objectives
· To assess key factors that influence purchase intention of consumers toward Rolex luxury watches in the UK.
· To evaluate the impact of perceived quality, brand image and value on consumer purchase intention toward Rolex luxury watches.
· To recommend strategies that Rolex can adopt to strengthen consumer purchase intention in the UK luxury watch market.
[bookmark: _Toc235521370]Research question
· What are the factors that influence purchase intention of consumers toward Rolex luxury watches in the UK?
· How do perceived quality, brand image and value impact consumer purchase intention toward Rolex luxury watches?
· What strategies Rolex can adopt to strengthen consumer purchase intention in the UK luxury watch market? 
To respond to these research aims and objectives, the study will use a secondary research methodology in terms of a Structured Literature Review. Peer-reviewed scholarly research will be critically reviewed to determine, compare and synthesise evidence associated with factors that affect consumer purchase intention of luxurious watches. It is anticipated that the findings will be relevant towards academic knowledge on luxury consumer behaviour and offer practical recommendations that can help Rolex maintain its firmly established competition in the UK luxury watch market.


[bookmark: _Toc235521371]Literature review 
[bookmark: _Toc235521372]Factors Influencing Consumer Purchase Intention towards Rolex Luxury Watches 
Consumer purchase intention is the readiness of a person to buy a specific product, based on internal and external factors. As per the views of Vescovi (2025), in the luxury watch industry, purchase intention is not restricted to functional product characteristics, but also closely relates to the perceived prestige, exclusivity, personal identity and social status that consumers desire with the consumption of the product. Available literature indicates that consumers buying luxury watches tend to seek products to identify themselves with status, success and lifestyle, with purchase intention being a complex behavioural response influenced by psychological, social, and brand-related variables.
 It seems that there is general consensus that positive attitudes to luxury brands make consumers more likely to make a purchase, although there is a lack of consensus about the specific contribution of social influence, symbolic consumption and exclusivity to the final purchase decision.  Chen and Slade (2025) have critically stated that the Theory of Planned Behaviour offers a valuable framework to explain such influences on behaviour, as it is indicated that purchase intention depends on the attitudes of consumers, the perceived behavioural control and subjective norms. In the luxury watch environment, attitudes of a positive type towards Rolex could be formed based on evaluations of superior quality of craftsmanship, prestige and heritage, and the subjective norms represent the impact of family and friends, professional networks, and the entire society on the buyer. 
Perceived behavioural control is associated with the belief of consumers in their financial capability and opportunity to buy luxury goods (Al‐Issa, Kwiatek, and Dens 2024). Despite the widespread use of the theory to explain consumer behaviour in various luxury industries, some scholars believe it lacks the ability to describe emotional inspiration and symbolic meaning attributed to the use of luxury, and that luxury buying behaviour should be viewed in a broader context than that of rational decision-making. 
[bookmark: _Toc235521373]Influence of Perceived Quality, Brand Image and Perceived Value on Purchase Intention 
Perceived quality, brand image and perceived value are known to be important factors that determine the consumer purchase intention in the luxury watch market. According to Malhotra and Shaiwalini (2024), luxury watch buyers are not swayed by just functional performance, but rather by their overall perception of the brand and the value they believe they accrue from the purchase of the watch. Most past studies indicate that perceived quality enhances consumer confidence because it demonstrates the high quality of craftsmanship, accuracy, permanence, and product dependability. In the Rolex case, high standards of manufacturing and a long-established image of quality have made consumers think of the brand as a high-quality product.
 Nevertheless, Liu, Rodriguez, and Huang (2023) claim that a high level of product quality would not be sufficient to create a purchase intention since rival brands of luxury watches typically offer similar technical capabilities. This implies that quality needs to be combined with other psychological and brand-based variables to make a purchase decision. Purchase intention has also been found to be greatly affected by brand image since the brand image would determine how the consumer would view a luxury brand. There is a general consensus that a good brand image, as defined by prestige, heritage, exclusivity and trust, boosts the feelings of attachment and purchase intentions towards the brand. 
However, Yue and Cui (2025) argued that modern consumers are demanding more authentic brand experiences and personalised ties and less prestige, which suggests that the role of the brand image is still dynamic in the luxury markets. Perceived value, likewise, is not just about financial aspects but also functional, emotional and social benefits in conjunction with long-term investment potential of possessing the luxury watch. Hyun et al. (2024) stated that consumers who value the luxury product more are more likely to show higher purchase intention. This type of relationship can be explained through the Customer-Based Brand Equity (CBBE) Model offered by Keller. According to the model, consumers will form deeper purchase intentions when they have favourable connotations and positive information regarding a brand. In the Rolex scenario, premium perceived quality bolsters brand credibility, an expensive brand visual evokes positive emotional and symbolic links, and premium perceived value underpins the overall assessment made by consumers of the brand. 
[bookmark: _Toc235521374]Literature Gap 
The available literature has helped in developing insights that can be used in the determination of factors that affect consumer purchase intention in the luxury markets. Past research has extensively studied consumer behaviour and luxury fashion, jewellery, and high-end consumer goods have found several elements such as perceived quality, brand image, perceived value, prestige, and social influence to significantly influence consumer buying behaviour. This research has greatly improved the knowledge about luxury consumption, but questions are that the research has been conducted in broad outlines of luxury brands as opposed to specific luxury watch brands. As a result, the generalizability of these results to Rolex and the market of luxury watches in the UK is questionable (Chigbu, Atiku, and Du Plessis 2023). Moreover, perceived quality, brand image, and the perceived value as independent variables have often been studied, with a few studies paying relatively little focus on their joint effect on consumer purchase intention when using a single analytical framework. The literature that specifically explores Rolex is relatively lower compared to that which only explores the UK as a country, although the UK has a very important role as a mature luxury watch market, characterised by a shift in consumer preferences and rising competition in the market. With the ever-changing consumer expectations, a deeper integrated insight about the behavioural and brand-oriented factors that affect purchase intention is needed. Thus, the proposed research will fill these gaps by undertaking a Structured Literature Review that critically reviews current scholarly evidence pertaining to consumer purchase intention with respect to Rolex luxury watches in the UK. 



[bookmark: _Toc235521375]Methodology
The research design of the proposed work will be qualitative research, which will solely focus on the utilisation of secondary data in conducting the research to establish the factors which affect consumer purchase intention towards Rolex luxury watches in the UK. The research strategy will be a Structured Literature Review (SLR) since it is a method that offers a systematic and transparent approach to examining, assessing, as well as synthesising the existing academic evidence. This method is deemed to be respectable because the study seeks to formulate a detailed overview of the existing information as opposed to yielding new primary information. An SLR has a more organised search and selection process, thus minimising the influence and enhancing the credibility and reliability of results compared to a traditional narrative review. The research will gather information only on published scholarly materials (Ajayi 2023). 
For the present study, literature will be taken into account by focusing on different databases, including ScienceDirect, SpringerLink, and Sage Journals, as well as Google Scholar; such practices will help evaluate current trends related to the research topic and ensure favourable research outcomes. Some of the keywords that will be used in conducting the literature search include consumer purchase intention, Rolex, luxury watches, perceived quality, brand image, perceived value, luxury branding and the UK luxury market (Oranga and Matere 2023). There will be clear inclusion and exclusion criteria that will be used during selection. The studies will be included that have been published within the past 5 years in English and that are directly connected to the topic of the research and are published in peer-reviewed journals, whereas conference papers, books, magazine papers, dissertations, and publications of duplicates will be excluded to ensure the quality and consistency of the academic material. In the selection of the relevant studies, the collected evidence will be analysed using thematic analysis. 
It is a suitable method since it would help to find repeated trends, compare the findings of the various studies and classify the evidence in line with the objectives of the research. Three themes will be examined, which include factors that affect consumer purchase intention, the effect that perceived quality, brand image, and perceived value have on consumer purchase intention, and the current strategies employed to reinforce consumer purchase intention in luxury markets. The type of methodology chosen is deemed effective and feasible given the time and resources available, since the research does not involve data gathering through primary findings but secondary sources found in research databases. This method will not require recruiting units of analysis, administering questionnaires or interviewing the research interviewees, and this is appropriate within the research time. Ethical issues will be aimed at upholding academic integrity during the review process (Savin-Baden and Major, 2023). All sources will be credited accordingly as required by the referencing style, and findings of previous authors will be duly presented without alteration of meaning, and no personal or confidential information will be obtained. 


[bookmark: _Toc235521376]Expected findings
By providing the synthesis of the evidence presented in the existing academic literature, the proposed study will be expected to give a comprehensive insight into the factors that affect consumer purchase intention towards Rolex luxury watches in the UK. The expected outcome of the review is that the perceived quality, brand image and perceived value should be identified as the main determinants of consumer purchase intention, although one should also note the role of behavioural aspects including consumer attitudes, social influence and brand trust. It is hoped that the findings will show that these factors do not affect the intentions of consumers to purchase Rolex luxury watches independently but rather a combination of them (Bonato 2024). It is also hoped that the research will demonstrate that the high quality, heritage and prestige image of Rolex have a positive effect on consumer perceptions and purchase intention in the UK luxury watch market. Also, the review will probably discover disparities in the past research concerning the relative importance of perceived quality, brand image and perceived value, where inconsistency or a lack of evidence is detected. Combining such results, the proposed study is likely to help gain a better insight into modern luxury consumer behaviour and lay the groundwork in the establishment of a solid, evidence-based framework that could guide Rolex towards achieving enhanced consumer purchase intention and ensuring that it remains an industry leader in the UK luxury watch segment.
[bookmark: _Toc235521377]Limitations 
The proposed study will be limited in a number of ways that will be recognised. To begin with, the study will be fully based on secondary data, so that the conclusion will be based on the quality, coverage and access of studies reported in the literature and not primary data that will be gathered by conducting surveys on the people. Second, the review is going to encompass peer-reviewed journal articles published in the English language within the last 5 years (2020-2026) only, which can eliminate the potential of including other relevant publications issued prior to this date or written in different languages (Schaarschmidt 2026). Also, studies specifically targeted at Rolex in the UK luxury watch market might be scarce, which may not allow obtaining highly specific evidence. Nevertheless, it will reduce all those limitations by assuming a Structured Literature Review and applying clear inclusion and exclusion criteria and utilising several credible academic databases to make sure that the chosen literature is topical, valid and exhaustive.

[bookmark: _Toc235521378]Timeframe 
The suggested study will be completed in a course of twelve weeks. The time period of this research project will focus on structured literature practices, with proper analysis of different studies, and a focus on ensuring a favourable outcome (Wadhwa 2024). 
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	3-6
	6-7
	8-9
	10-11
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	Selection of topic and its approval 
	
	
	
	
	
	

	Submission and approval of proposal 
	
	
	
	
	
	

	Selection of articles 
	
	
	
	
	
	

	Chapter 1 (introduction) and chapter 2 (Literature Review)
	
	
	
	
	
	

	Chapter 3 (Methodology) and chapter 4 (Findings and discussion)
	
	
	
	
	
	

	Chapter 5 (Conclusion and Recommendations)
	
	
	
	
	
	

	Proofreading and formatting 
	
	
	
	
	
	

	Final dissertation submission 
	
	
	
	
	
	



[bookmark: _Toc235521379]Conclusion 
This proposal has detailed a research proposal to examine which factors affect consumer purchase intention for Rolex luxury watches in the UK. This research proposal rests on the understanding that there is a synergistic interaction between behavioural and brand-related factors and product characteristics in consumer buying behaviour within the luxury watch industry. Whereas earlier studies have studied luxury consumer behaviour in relation to different product lines, there is scant evidence on Rolex as a specific product line in the context of the UK, which presents a strong rationale for the research proposal. To fill this gap, a qualitative secondary research methodology with a structured literature review will be adopted to critically synthesise the current academic evidence published in 2020-2026. 
The review will be centred around the determination of the most important aspects that affect consumer buying intention and the effectiveness of the perceived quality, brand image and perceived value in determining purchases. The study, which will combine the results of the past studies, is likely to offer better insight into modern consumer behaviour in the luxury watch market in the United Kingdom. The recommendations of the proposed research are projected to impact both research and practice. 
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