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1. Process and stages of marketing including the role of the marketing mix
Definition of Marketing
Marketing refers to the activities and processes for communicating, creating, exchanging offers and delivering value to consumers, partners, clients, and society as well. Marketing also refers to the profitable use of the outcome of researching the long-term as well as the short-term requirements of individuals who are willing to pay for a steady or a one-time flow of products and services (Ndegwa et al. 2017). 
Definition of the marketing process
Marketing process refers to a set of different steps that enables organizations to recognize their issues, customer, market opportunities, and develop marketing materials in order to reach the target audience. There are five steps in the marketing process including the mission of the organization, situation analysis, marketing mix, marketing strategy and finally, implementation and control.
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Fig 1: Marketing Process Overview
(Source: Turban et al.  2018)
Description of the main stages in the marketing process
There are several stages in the marketing process and this would be discussed in the context of Rolex. 
· The mission statement of Rolex: To service, distribute and manufacture high-quality wristwatches. 
· Situation analysis: In order to understand the situational analysis of Rolex, it is important to focus on some of the internal and external factors. 
· Strength: Strong brand, high-quality. 
· Weakness:  High cost of switching, it lacks individuality. 
· Opportunity: Building effective campaigns on social media, producing and designing limited edition watches. 
· Threats: Counterfeits, recession (Phadermrod et al. 2019).
· Objectives: Some of the objectives of Rolex are discussed below:
· To educate and communicate the value and importance of wristwatches to a younger market.
· To develop effective social media strategies in order to encourage interaction between the user and the brand along with extending the message to reach a larger audience. 
· To promote the wristwatches as a reward for success in the life of a young man. 
· Strategy: The strategies of Rolex are discussed below:
· Campaign/promotion strategy: It is promoted as a status symbol for the younger customers so that they treat the Rolex products as a fashionable alternative to cellphones to tell time (Pop and Zottu-Z, 2016).
· Advertising: Rolex uses traditional media like magazine advertisement, billboards, music concert sponsorship along with social media advertising.  
· Implementation and control: Event marketing is used by them to convert their strategies into action and using these events marketing, Rolex is able to attract a wider range of customers to their business. 


Relating PESTLE factors to Rolex
The PESTLE analysis of Rolex is discussed below:
· Political factor: Rolex is present in almost every part of the world. However, the policies of Switzerland are the main concern due to the fact that all their products are manufactured in this country (Pan et al. 2019). The political environment is stable and this is believed to be highly favourable for the business of Rolex. Government stability in Switzerland has allowed the seamless business functioning of Rolex.
· Economic factors: Switzerland is one of the world’s largest economies with a GDP of $703.8billion in the year 2019. The economy of Switzerland is marked by a skilled workforce of more than 5 Million (Pop and Zottu-Z, 2016). Therefore, the economic condition is favourable to the business of Rolex as well. The tax rate of the country is low and the macro-economy is believed to be stable as well. The purchasing power of the people of Switzerland is strong.
· Social factor: Switzerland is among the world's wealthiest economy. The rapid modernization in the country can be an important factor for Rolex. However, the country is featured by an ageing population and this could be unfavourable to the business of Rolex because the target audience of Rolex is the millennial customers ageing between 20 and 35 years.
· The technology factor: Switzerland is a technologically advanced country and them in ICT, digital health and biotech. Technology is involving rapidly and Switzerland has responded to it with effectiveness (Pan et al. 2019). Therefore, the technological factor is believed to be favourable to the business of Rolex as well.
· Legal factor: The independent judiciary of Switzerland has allowed them to earn a reputation. Equal pay is promoted for both women and men. This has allowed Rolex to adhere to the nation's legal aspects. However, they are supposed to protect their intellectual properties from potential competitors in order to avoid wrongful allegations. Overall, the legal factor is favourable to Rolex's business (Ndegwa et al. 2017). 
· Environmental factor: The environmental factors are not a major concern for Rolex and it is believed to be an environmentally responsible business. However, the environmental challenges affecting climate change might have an impact on Rolex's business. Several initiatives have been taken to address these issues and therefore, the environmental factor is believed to be favourable as well.
Relating the Porter’s Five Forces Model to Rolex
The analysis of Porter's Five Forces Model has been discussed below:
· ‘Threat of new entrants’: It is difficult to achieve the ‘economies of scale’ in the luxury watch industry and therefore, it makes it unchallenging for companies like Rolex that produces in large capacities to achieve cost advantage. This means production is generally costlier for new entrants, making them a weaker force. 
· ‘Suppliers’ bargaining power’: There are rather several suppliers in the luxury watch industry compared to that of the buyers. The suppliers do not have much control over the Rolex’s luxury watch prices making their bargaining power a weak force (Wibisono et al. 2019). 
· ‘Buyers’ bargaining power’: Coming to product differentiation, it is generally higher in the industry of luxury watch. This means there are only a few firms for the buyers to choose from and their control over the Rolex prices is low, making it a weaker force. 
· ‘Threat of substitute’: When it comes to product substitute, there are only a few in the luxury watch industry, and they do not even match the quality offered by the Rolex to the sophisticated customer base (Wibisono et al. 2019). Due to this, the threat of substitute is a weak force as well.  
· ‘Rivalry among the firms’: Rolex has only a few competitors in the luxury watch industry and therefore, this force is believed to be weak as well. 
SWOT analysis of Rolex
The situational analysis of Rolex is determined by its strength, weakness, opportunity and threat and this has been discussed below:
Strength:
· The workforce of Rolex is highly skilled. 
· Rolex is marked by its strong brand and high product quality.
· The distribution network of Rolex is strong (Phadermrod et al. 2019).
Weakness:
· The days-inventory of Rolex is higher compared to that of its competitors. 
· Their investment in R&D (Research and Development) is low as well. 
· The organization structure of Rolex is compatible with the current business model only.
Opportunity:
· The rate of inflation is lower. 
· They are able to gain new customers from multiple online channels. 
· The favourable government agreements have led them to open new markers (Phadermrod et al. 2019). 
Threats:
· The rising cost of raw materials might affect the profitability of Rolex.
· There are certain lawsuits which the company might face. 
· Counterfeit and easy availability of cheap products could be a threat to Rolex.
STP analysis of Rolex
The analysis of Rolex’s segmentation, targeting and positioning of Rolex is discussed below:
· Segmentation: Rolex is present in almost every part of the world, operating mainly in urban areas. Rolex usually targets younger customers ranging between the age of 18 and 35. The customers of Rolex are typically classy and luxurious and look for value for money (Cervellon et al. 2019). 
· Targeting: Even though Rolex products are designed for almost every age group, their primary target is the millennial customers. These customers range from upper-middle class to upper class and therefore, quality is a primary concern for Rolex. The customers are, therefore, rich and would pay a high price for quality products.
· Positioning: Rolex has positioned its brand in a manner so that they do not have to compromise with quality (Cervellon et al. 2019). The competitive advantage gained by Rolex is due to their extraordinary look and high quality. The distribution channel of Rolex is excellent. 
The marketing mix elements of Rolex 
The 4Ps of marketing (Product, Place, Price and Promotion) of Rolex has been discussed in the section provided below:
· Product: Rolex is believed to be the first in the luxury watch industry to introduce several breakthroughs. They are the first-ever company to launch waterproof wristwatches in the market. The first company to have displayed date along with time on the dial (Quan and Shen, 2017). 
· Pricing: The premium pricing of Rolex is due to its niche segment. The luxury wristwatch price starts from $5000 and reaches beyond millions of dollar. The price is usually set on the basis of the model and material cost.
· Place: Most of the Rolex products are manufactured in Switzerland and distributed all across the world (Quan and Shen, 2017). The watches are not available in smaller stores and therefore, they target the upscale areas. 
· Promotion: Both traditional and digital mode of promotion is used by Rolex for marketing their products. They sponsor several high-profile events such as the Wimbledon, Australian open and golf tournaments. 
Conclusion
The study has shown that the effective marketing strategies of Rolex have led them to reach a wider and luxury customer base all across the world. They have set an example for the other luxury wristwatch companies through constant innovation and accurate use of technologies. They are committed to offering high-quality products along with an extraordinary look to the customers. 
Recommendation
Based on the analysis, a few recommendations have been made:
· It is recommended that the Rolex watches are more accessible and this can achieve by reducing the price of the products. 
· It is recommended that they enhance online services in order to gain more access to millennial customers. 
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