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Rolex is an extravagance watch producer situated in Geneva, Switzerland, however it was initially established in 1905 as WILSDORF and Davis in London by Hans WILSDORF and Alfred Davis (FHH, 2019). It was not until 1908 that Hans WILSDORF set up the brand Rolex, a name Mr. WILSDORF needed to be short, simple to state in any language and looked great on a watch (Rolex,2019). With that, Rolex has become the most conspicuous watch brand on the planet and seen as an image of distinction and quality among individuals today (Hiwa Khezri, 2019).We will conduct an environmental marketing analysis in this report and study the external factors affecting the analysis of the internal environment and the role that marketing plays within the organization. Rolex is known for its innovation and quality in the field of watchmaking, as it produced the first waterproof and self-winding watch, in addition to the feature it invented which was to show the monthly date. Hence, the brand Rolex is fascinating, when assembled with online individuals’ inspiration to take part in the Rolex OBC as extravagance merchandise are more normal among the majority.
[bookmark: _Toc61038121][bookmark: _Toc61038173]Relate the overall or environment or PESTLE factors to Rolex and clarify whether the factor is favourable or not.
Connecting the macro environment or factors of pestle to Rolex. Pestel analysis of Rolex analysis the brand in terms of the style of work and what the company does. Pestel s’ analysis of Rolex is based on the various external factors that are believed to affect the business as well as the legal factors or the surrounding environment (MBA shoole.com, 2019). The external factors can be different or varied, such as economic, political, technological, and social. Pestel analysis directs the eyes to external possibilities that affect the business, and this analysis is a necessary framework for a luxury and prestigious company such as Rolex because it helps to understand the nature of the market and the dynamics of the market and the improvement and development of the business continuously. We can refer to the PESTEL analysis as PESTEL analysis it may contain: 
Political factors: We can talk about the political factors in the analysis of the Rolex pestle as follows: The Rolex Corporation is a manufacturer of high-quality luxury watches that has an audience of people who are interested and following production details all over the world. Rolex products are sold in various parts of the world, but the place of production is Switzerland, and politics there is often seen as very important, as politics through stability in the government is seen as one of the important factors for the success of the workflow.
A successful policy needs integrity and fairness with the government and the leaders there.
Corruption is seen as the result of failed policy and the lack of morality among leaders, and if the country is vulnerable to military invasion, these are all factors, if any of them exist, they are strong reasons for withdrawing investment from there.
Economic factors: The Rolex company must consider the current economic system followed in the country, or something we can call perfect competition in the market. The country in which the products are manufactured should have a rate of gross domestic product (GDP) as the growth rate of GDP shows that Rolex will increasingly manufacture. And he considered the interest rate, as these rates determine the amount that the company must invest. The lower the interest rate, the more investment the company will have. The state of the financial market is an important factor in determining whether to raise its capital and at what price, because it has global operations and must monitor and follow the exchange rates, as high unemployment leads to a higher demand for work, and thus employment can be employed at cheaper rates than elsewhere (MBA shoole.com, 2019).
Social factors the social game plan is made of people who are a complete customer for Rolex. The attitude of customer, their direct, their money related status, etc should be mulled over. People have growing speed of pay these days and accordingly the disposable aggregate with them is extending. They respect the advertisements on TV, online media and relate themselves to the brand. Online media is influencing buying behaviour of the customer. People are on edge to get to advancement and things while others are atmosphere sincere. Those atmosphere neighbourly people see the effects the brands have on the atmosphere by the thing it is endeavouring to offer to them.
Technological Factors: Technology is constantly evolving, as brand that can keep up with technology is able to retain its customers and attract new customers. The clock system has evolved from analogy to digital now, where the watches do more than work in addition to that they tell us the time, it tells us the date and the direction of the day and other features. Rolex has always invested in technology.
Legitimate components: Rolex being a better brand of watch needs than stick to legal points in every country it works in. The laws related to charges, work, atmosphere, etc ought to be grasped to deliberately. With competitors like Omega, Patek Philippe, Name Heuer, Hublot they ought to be on their toes if their advancement or any authorized development is spilled or taken. Separate legitimate gathering for any such scenes ought to be set up and proactive in their work. With huge brands comes more serious perils of crooked professes to draw money from them. There are internal laws and rules set up close by the countries that they work in to deal with any real issue.
Environmental Factors: The climate factors concerning Rolex are not significant ones. It is naturally dependable business firm assembling 2000 watches for each day. In this advanced and ecologically imperilled time of innovation the best an organization can do is to diminish its carbon impression.
[bookmark: _Toc61038122][bookmark: _Toc61038174]Linking SOWT analysis to Rolex and illustrating key strengths, weaknesses, opportunities, and threats.
The Rolex company was originally called WILSDROF and Davis, and its name changed in 1919 when the headquarters was moved to Switzerland, where this brand was associated with many sports personalities such as Federer and often supports sporting events such as racing, golf and tennis (TAGGED, 2019). There are competitors for Rolex, which are distinguished companies such as Omega, Patek Philippe and PANERAI, and the Rolex company was responsible for developing watch industries, such as offering self-winding watches, about 700000 mechanical chronometers in this world, where Rolex sales reached 4billion dollars of employees and it has about 2800 employees.
Strengths in the SWOT analysis of ROLEX: Qualities are characterized as what every business does best in its extent of activities which can give it a high ground over its rivals. Coming up next are the qualities of Rolex. Value-added products: Rolex products are known for their exceptional production, which prompts people to invest in this watch due to its quality production and exclusive designs. There are Rolex watches that are rich in features and considered a symbol of social status, progress, and development.
History: Rolex is more than 100 years old and has been responsible for many of the first things and has always been an innovative brand as it was not willing to compromise the values that it preserved, namely quality, innovation, performance, and stability.
Global presence: The sales of Rolex products in most countries of the world and its main markets spread throughout Europe, the United State and Asia, where the sale is carried out through luxury retail outlets and it also has its own independent stores.
Product quality: Rolex monitors its production at every stage of the manufacturing process, as a watch is manually manufactured in 220 minutes and then examined and tested, and if there is one defect, the entire process is repeated.
Specific products: Rolex is characterized by the production of specific watches for a segment dedicated to specific customers, for example, Rolex produced the Rolex Yacht-master to repeat the procedures that occur on board the boat specifically during the race, making it ideal and it has produced another watch Rolex Submariner which is water resistant at a depth of 100 to 300 meters under water specialized for divers.
Product development: Rolex has a sound strategy to develop its products which is to pursue innovations in existing products and to produce new and appropriate watches in the prevailing market.
Weaknesses in the SWOT analysis of Rolex: Industry weaknesses are used to indicate the areas in which a brand needs to improve and overcome or fix a specific defect. The weaknesses of Rolex include, for example: 
Prices: The company uses Rolex pricing policy on an hourly basis, as the Rolex company does not compare competitors and their productivity, which makes the prices higher than the industry average and thus the company s’ productivity for a specific segment of distinguished customers.
Image management: Like most of the competing products in the watch industry, as they must be careful to maintain their image constantly and pay attention to the marketing mix and its compatibility with summarizing luxury (TAGGED, 2019).

Specialized sector: Rolex watches are generally very expensive watches and therefore most of the public cannot afford to purchase them, which means that the company must rely heavily on the value that this volume brings to its revenues.
Opportunities in the SWOT analysis of Rolex: Lower augmentation rate – The low growing rate secure more important strength the market, empower credit at lower financing cost to the clients of Rolex. Reducing cost of transportation because of cut down movement costs can in like way cut down the expense of Rolex's things consequently giving an occasion to the affiliation - either to help its benefit or give the central focuses to the clients to get piece of the overall business (Plant post school, 2020). New clients from online direct – all through late years the affiliation has put goliath proportion of cash into the online stage. This undertaking has opened new courses of action channel for Rolex. In the going with moderately couple of years the affiliation can use this open door by knowing its client better and serving their necessities utilizing huge information appraisal. New models in the buyer lead can open new market for the Rolex. It gives an uncommon occasion to the relationship to make new income sources and adventure into new thing classes moreover. 
Threats in the SWOT analysis of Rolex:  Making qualities of near to wholesalers in like way presents a danger in certain business territories as the obstruction is paying higher edges to the nearby transporters. Emulate of the fake and inferior quality thing is moreover a danger to Rolex's thing particularly in the making business territories and low remuneration markets. Expanding plan toward non-intercession in the American economy can induce close to response from other government in like way horribly affecting the general courses of action. Nonappearance of skilled labour force in certain general market delivers a danger to unsurprising progression of focal points for Rolex in those business territories. Rising crude material can address a hazard to the Rolex advantage. Rising compensation level particularly progressions, for example, $15 an hour and developing costs in the China can incite authentic strain on bit of leeway of Rolex.
[bookmark: _Toc61038123][bookmark: _Toc61038175]Link segmentation, targeting and positioning of Rolex.
Buyers differ in any market in their desires, resources, locations, practices and buying policy. By dividing markets or dividing them in the market, companies divide the large and varied markets into smaller sectors that can be accessed with high efficiency (kotler, et al., 2018)
When considering the market segmentation, the main geographical, demographic, psychological and behavioural variables should be considered.
Geographical division requires dividing the market into different units such as countries, regions, cities, or even neighbourhoods. The company may decide to operate in one or several regions or all of them depending on the population in terms of overcrowding or not.
Geographic division for Rolex is done subject to the states/regions and market thickness with wealth. Made countries are tapped first and a short time later making and semi-metropolitan business areas as brisk emerging and gainful market piece. 

Rolex offers separate designs for different age and high-level compensation social events. It offers exceptional hotspots for premium customers and premium plans for business heads and specialists. For example: exceptional combinations on remarkable events
 (Simcon Blog, 2015).
This demographic division is based on dividing the market based on variables such as age, education, religion, sect, and ethnicity. It is the most common division of customer groups. One of the reasons for this division is the difference between usage rates according to the demographic nature. There is another reason that the demographic scale is easier than other types of variables (kotler, et al., 2018).
The market for Rolex is very express: people with purchasing impact that are capacity to place a respectable proportion of money in a watch. A watch just as a lavishness ruffle. 

Rolex costumers are fundamental for a market section which is ordinarily stacked up with finders, specialists, and contenders. They all offer one brand name that joins them this piece: purchasing power. Publicists for the association area the market by demography, especially by pay. Pay levels impacts buyers needs and choose their buying power. These credits are significant in the fine watch industry. As a delineation in New York, you can find a Rolex store or retailer wherever on the upper east side, where the compensation rate is the most significant in the city. An away from of Geo portion division. Depicted by likely costumers and lifestyle. In the watch business you should have a lot of portrayed market pieces. Sports watches and dress watches.
Rolex offers both and really comprehends the necessities of the two portions. By giving more options to its customers it increases its profit and market share (Fernando Duarte, 2015)
Psychological Segmentation: The segmentation based on psychology divides buyers based on personal characteristics, where different customers can be in the same demographic group, where purchase reflect the nature of customers’ lives and style, and marketers often divide markets according to the consumer s’ lifestyle and adopt their marketing strategy (kotler, et al., 2018).
 With the progress of civilization and technology that has had an important and main role in changing the psyche of people, as Rolex has realized that it is better for it to track the psyche of people based on beliefs, lifestyle, values, and personal beliefs (Deakin Business School, 2016). Rolex is focusing on top level salary bunches searching for high calibre and restrictiveness. The commonplace proprietor of Rolex is male or more the age of 35, now and again a VIP or sports figure. For long Rolex has adjusted itself to jumpers, mariners, race vehicle drivers, and sports devotees.
Behavioural segmentation: A behavioural segmentation divides customers or buyers into divisions based on their attitudes, uses, reactions, and response to a specific product. Some marketers believe that it is a good way to build market segments. Occasions where buyers can be divided according to the occasions in which they get the idea of buying. Or the use of purchased items where event segmentation can help companies increase product use (kotler, et al., 2018). Rolex markets to exorbitant people looking for an expensive watch. The customer needs to benefit by this watch by parading their exaggerated watch to others. Rolex relies upon customer unwaveringness because their customers are rich and settle for just the best, so they stick to Rolex because it is the best watch out there. this advancement is a staggering delineation of this   (Prezi, 2015).
Targeting:  Rolex targets the high-income groups who are looking for high quality and unique.
Single market division or the concentrated technique: Pinpoints just on the rich buyers with its esteemed watches, individuals with buying influence that are readiness to put a decent measure of cash in an extravagance adornment however there is a danger of placing all the investments tied up on one place—if the portion bombs the organization's monetary strength will decrease quickly (Deakin Business School, 2016). Top notch picture may present trouble as far as moving into item market fragments which have a lower-quality picture. Rolex can just do this by offering an item under an alternate brand name and it moved marginally 'down-market' by assembling Tudor scope of watches.
Positioning:  Rolex made us acknowledge through its things that they are the best in the game. Potential clients will reliably consider Rolex when buying an expensive watch. By being a pioneer in various segments of the business, Rolex made us consider the to be as the limit of significant worth. The brand has number one spot in the watch business all through the long haul and it is bound to remain hence    (Fernando Duarte, 2015).
Rolex has arranged itself as a brand with no compromise in the idea of the organizations and upheld its improvement by making huge advantages. Rolex acknowledges that the extraordinary quality and wonderful look give them advantage. With its wonderful channel of spread, Rolex has had the choice to arrange itself in basically all parts of the world. It has dispatched diverse empowering and fantastic notification and arrangements restricted time practices for deciding and enquiry (Fernando Duarte, 2015).
[bookmark: _Toc61038124][bookmark: _Toc61038176]Describe the Marketing Mix Strategy in 4PS of Rolex.
Product in the marketing mix of Rolex: Rolex has the differentiation of having many “firsts"/inventive things dispatched on account of its Innovative work and gathering of remarkable and ever-enduring watches (Labeled, 2020). It was the essential watch association that got a chronometer confirmation, first to have modified date transformers, first to have a winding rotor that was influencing or more all first wristwatch that was waterproof. Rolex offers nine arrangements of searches for men's variety and six models for women's collection. They have moreover introduced five new models like the YATCH - Master II.
Place in the marketing mix of Rolex: Globalization of things has incited various plans between countries engaging liberation. The obligation exemptions on passages and imports will provoke the bringing down of authentic expenses of the organization, as most of the makers are arranged in Switzerland. 

On an overall front these watches are appropriated in critical spots all over through guaranteed merchants. A large portion of the watches are made in Switzerland and a while later scattered to the new sellers. Rolex has reliably upheld an individual relationship with the client as this endorses its veritable picture. The association does not allow the arrangements at vulnerable territories like little showrooms and not even on the web. Taking everything into account, the brand is available exactly at picked retail showrooms, as such keeping an essential separation from the chances of phony watches. The brand does not have an extraordinarily huge course association. Nevertheless, to keep up its first-rate regard, a great channel is required which Rolex absolutely has. Rolex is an overall brand with 28 auxiliaries and 4000 watchmakers in right around 100 countries. The brand's sources and retailers are available in essentially all the landmasses of the world.
Cost in the promoting blend of Rolex: Rolex is a lavishness thing, and it has a too first-rate esteeming procedure for its things. Its assessing range changes according to the model of the thing and the materials that are used in its collecting. The work costing is moreover outstandingly high as the brand just uses the best experts for get-together and arranging purposes. The retail costs for different arrives at like "Jewel Design" are significantly higher. "GMT ice" is the costliest watch to be made from the Rolex plant, esteemed at 485,350 dollars. The excessive expenses of the watches are moderate to the special of people by and large (Labeled, 2020). The extension in the expenses of rough materials like gold has obliged the association to be sure raise their costs. Along these lines, the critical cost of creation achieves higher assessing approaches, yet the association makes an advantage considering its uncommon arrangement and the assessment of the finished thing. The brand has zeroed in on customers from the prosperous class to whom money does not have any kind of effect anyway tip top things do. Hereafter, the market for such watches is reliably open. As the extent of things is limited, it in like manner reduces the financial instability, accordingly, extending the chances of gigantic advantages.
Advancements in the advertising blend of Rolex. Rolex has reliably denoted its things as extravagant and having it is a shallow focal point. Its item offering is displayed just to a particular fragment which is too rich. Subsequently, Rolex is consistently interesting in associating its watches to a particular noticeable game or event. The association progresses the watch as a particular thing for every individual buyer. The goal of the brand is to persuade the customer that there is only a solitary sensible watch for him and that is Rolex. 
"Australian Open" and "Wimbledon" have made Rolex as the opposition's watches. It is moreover the watch for the golf rivalries "U. S Open" and "The Open Titles". Rolex moreover bolsters "The senior Open Title" and the "Women's World Golf Rankings". It is the title backing to "Rolex Sports Vehicle Game plan" and "24 Hours of Daytona". Since the year 2001, Rolex has been the watch for the motor swank Le Screens 24 Hours and in 2013 transformed into the watch for FIA Formula. Sir Jackie Stewart, driver of Ex-Formula 1, was its picture agent since the year 1968. The other notable large names and athletes to identify with this regarded association are Roger Federer, Michael Schumacher, Daniel craig, Cristiano Ronaldo, Arnold Palmer and Jean Claude Kelly.
[bookmark: _Toc61038125][bookmark: _Toc61038177]Conclusion.
The tremendous revolution in the field of technology in recent years has proven that it plays an important and significant role in the strategies of commercial companies with a strong reputation such as Rolex, therefore, Rolex can focus its attention and investments in the field of technology through commercials that target a specific class of society, and Rolex can also increase the number of branches with an average population density to target a greater number of customers. It should be noted here that Rolex can target good income earners by lowering the value of some products or producing some watches that are commensurate with the income level of these brackets and thus increase the company s’ revenue ratio. Rolex can raise its reputation among its customers by supporting charitable causes, as happened in the beginning of Covid-19 when it distributed foodstuff to people who could not afford to buy.
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