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Introduction
Marketing has always been a medium of communication between Consumers and producers. The marketing strategy is not considered as successful until the product is in the hands of the customer, Marketing is not about selling the product moreover it’s about creating a demand for the product. Understanding the role of marketing during the pandemic to raise sales and maintain the cycle of production to serve the best capable products and services according to the change in the environment. To conclude the impact of covid-19 on marketing strategies. The possible records and examples of Rolex are studied in this report and suggestions are made.

Understanding Marketing
There are various definitions given to the marketing process but the most widely used and easy to understand would be to define it as a process which contains the planning and execution of concepts which involve pricing, promotion and distribution of goods and services to achieve individual goals or organizational objectives as a whole. 
The definition of marketing revolves around the satisfaction of the consumer whether it is the end user or any other organization. The continuous improvement in customer satisfaction can be considered the key problem of Rolex in the market. The goal is to be market-oriented and responsive to the change in consumer needs.  
Marketing Elements
The elements of the marketing are the heart of the marketing strategy as it is developed from the response of the market the definition of marketing says that the customer needs have to be satisfied in this response should be that an organization must have a product at a price which stays in the pockets of the customers and at last promote the product so that the customers are aware of it. 
The four Ps
From here one could understand the functioning of the marketing strategy with the help of the 4 Ps Product, price, place and promotion. These four variables are controllable and their perfect combination helps in defining the marketing strategy according to the needed sales and goals the varied combination is known as the marketing mix. 
Product- It has been the first in the industry to do a lot of productive innovations like chronometer certificates, automatic date changes with different time zones and waterproof watches. They serve a variety of men and women in the age group of 30-40. They are known for their versatile design and quality products. Some of their models are Deepsea, Daytona and Cellini.
Price-It cost a premium from its customers and serves the niche section of the society as its price ranges according to the variety having the starting range from 5000 euros to a million and above. They charge quality with highly skilled craft persons and top-notch quality. It is considered the price setter so the price is not influenced by the competitors. It targets the segment for which exclusiveness matter more than money. Their variety is limited thus higher prices lead to higher margins.
Place- It maintains a very high level of precision in the performance mechanism, its production is mostly based in Switzerland and then distributed through an authorized channel of distributors and dealers. The product has been made in the free trade agreement due to globalization tax exemptions on exports and imports helped in cost reduction.
Promotion- Has already been working with various brand endorsements and models worldwide, covid gave rise to new digital marketing strategies and brought the brands to an e-commerce platform. Various digital marketing campaigns like it targets the ultra-wealthy demographic it features the crown which means it is a valuable possession and the most fortunate are permitted to wear it to prove their social standing.
Marketing Mix
The product is been divided into two sections one is the Oyster collection and the other is the Cellini collection. They are designed in a way to suit the taste of quality as they are manufactured with the best quality raw material and fine work details. The product keeps on adding innovative features to bring more style and elegance. Rolex never lets down its brand image which came from the tagline ‘A crown for every achievement’ which brings the customers who want to gift a Rolex to a person they love on their achievement. The campaign was designed to attract customers who value success and value their success through these premium watches. Even the logo plays its part in managing the royalty. Among the most common promotional strategy followed by the brand, is bringing their watches as a necessity even after the covid outbreak when the market declined. The reach was increased through youtube, Instagram and Facebook to make them familiar with how and what the product meant before the pandemic. It generates revenue by defining and targeting the class they are belonging to. So that they are always considered a part of a lifestyle rather than just a regular watch brand. 
Market Segmentation
Is classifying the distinct group of buyers who have a different set of behaviour, characteristics and needs. The market from the large heterogeneous group is divided into smaller segments for efficiency and effectiveness so that the uniquely diversified needs are satisfied.
For this brand, the segmentation done is in the form of psychographic segmentation to promote their product and to stand out in the industry from their competition. As they are meant to serve the people of the higher income class hence the use of targeting strategy is undifferentiated.
The market can be segmented geographically from country to its density, different cities and their sizes, and climate. In Segmentation, the market can also be classified as demographic and psychographic segmentation which contains age, gender, income, profession, religion, race, nationality, social class, personality and lifestyles. Another classification could be behavioural segmentation which involves dividing the market into variables like attitude towards the product, user status, loyalty of the customers what they feel for the brand. For an effective segmentation to take place the following requirements are to be satisfied.
Marketing strategies post covid
Many strategies are followed to make the watch brand more relatable in the market after the coronavirus outbreak one of which is bringing out the prestige of custom-made experience for the elite customers. They get handmade tailored products for the needs of every individual customer which would mean less wastage and more efficient work. Focusing more on the product durability and environmental responsibility as it helps in building and maintaining the brand image the responsibility of being as aware of the environmental damage caused due to the business and working towards reducing the impact on the environment. In the covid times when the whole world was shut down the only source of marketing was through social networks. As the visual sides of the product were showcased on the digital marketing platform. It contributes to the environment in its way as the paper is not used for printing anything. Rolex made its appearance globally dominating through YouTube and Facebook ads. In this way, the brand can find new ways to educate the customers that how the brand focuses on environmental sustainability and the products are built keeping the safety of the environment in mind. The only thing that hasn’t changed about the brand is its name in world-class premium quality products and services. They are going beyond the expectations for bringing new customers in through innovation and keeping the old customers through their classic range of products. To keep it more effective there have been several celebrity endorsements which make the brand more trendy and attractive. They made the content available on social media to be more gender-specific like making advertisements that have specific approaches for men, women and everyone who identifies as otherwise. 
At last, the biggest and most reliable marketing strategy has been donating to a cause or taking any initiatives which show that their decisions have been made to give back to social responsibility. As there were various food donations made during the initial stages of the lockdown every customer wants to see their purchase being a lot more than just a luxurious watch.


Marketing Business model
It combines the company’s action plan which helps in brand advancement. It starts with assembling Rolex, which has one of the most flexible and fast assembly processes, keeping heavy production with environmental sustainability in mind. It concentrates on coordination with the huge level of logistics working on an ultra-wide global level. With time the coordination has reduced the co2 discharge due to the transportation and improved client support. Promotion is the lifeblood of the business model which is done through diversified media and is profoundly divided throughout the social media, it makes sure that it is active in satisfying the demand of retailers to build and keep up with the standards in the commercial centre. All the products from different brands are consistently available to the market. Another huge aspect of the model is understanding the buyer’s mentality and needs in this case Rolex does that by applying the study patterns and knowledge into execution. Rolex has already been working towards fulfilling its social responsibility whether the joint effort is with the governments or the NGOs. Rolex has made huge development changes in the R&D section the mission is to answer the pandemic needs of the general public through innovation and science. The sourcing required to run the entire program of the company is yearly obtained which includes crude materials.
Marketing Environment
The firm never exists in isolation it is always working in an environment which is also known as the marketing environment, there are various constituents of the market but the most obvious one is the firm’s competitors, the action plan of the business is highly affected by the movement of the competition the behaviour in the market is influenced by the competition. The study of the marketing environment is important in the business decision-making of the company. The environmental constituents are as follows: Political, fiscal, economic, social and legal policies of the government including taxation policies. E.g. the Coronavirus pandemic reduced consumer spending power, followed by an overall market decline. Necessity goods were not affected as compared to luxury and comfort products. While making the marketing plan the governmental legislation concerning the labelling, packaging, advertising and environmentalism plays a huge role in the plan. As the demand for technology change has made it clear in the eyes of the customers that current products may not look attractive to them. 
The key points of the market in the present scenario are as follows:
1. Political Factor- The political situation is stable and has provided the environment for development but the Brexit plays a major role in future scenarios the free trade between the UK and Europe is an uncertain issue. The manufacturing policies in Switzerland matter the most and also have to go through the particular regional laws of the state however the international patent law and other worldwide laws work for the benefit of the company.
2. Economic Factor- The epidemic brought a decrease in sales of about 1.6% but compared to the forecasting it is much better as it was expected a decline of 2.3%. It gave a great opportunity to take over other brands. The exchange rate of the Pound and euro did affect the company   
3. Social Factor- As the spending power of the people has been reduced due to the virus they may not spend more on the luxury end but as it’s the market is made up of loyal customers The standard of living is changing and so is the variety of products which are made through environment-friendly manner.
4. Technology- The active improvement in innovation and science along with the improvement in digital media use of artificial intelligence, every bit of transformation has enhanced efficiency and less paperwork with more profits. The watch is more than a time-telling machine it now has different AI features like counting steps, counting calories and directions etc. The brand has brought everything in its power to retain old customers and make new ones. 


The Market Overview during covid-19
The virus barely touched the market span of Rolex as compared to other industries but still as covid has had its greatest impacts on the markets of Europe, Asia and America the demand has been slowed down. In the year 2021, the trade of watches from the Swiss has decreased up to 22% and in the year 2020, the global export declined to 30%. The other industries were under a larger impact as there was a significant change in consumer behaviour during the pandemic people have changed their perception towards the products as their criteria of buying daily products to buying primary products e.g. personal care products, as the way of living is changing the perspective of a consumer and the purchasing manners are also undergoing some changes. The retail market is shut down and consumers prefer services which provide health safety and avoid any infected contacts. The external environment may not have damaged customer loyalty but the change in the situation requires updating the current provisions to enforce new health protocols which will take care of the smooth running of internal managerial processes and give a safe consumer experience.
Swot Analysis
The swot analysis will review the strengths, weaknesses, and opportunities to understand the facts before making any business decisions or to have prior information to support the decision-making process.
1. Strength- Rolex has earned its place among the largest brand in watches. It has been provided worldwide in more than 200 countries. The global increase in consumer preference for higher quality premium watches as it is been considered a status symbol. 
2. Weaknesses- Companies imitating their product qualities could be the biggest weakness. 
3. Opportunities- Expanding the market base by increasing the production with high quality, premium materials like steel, bi-metallics and other precious metals through technology and innovation. Investing in highly improved research methodologies to improve environmentally friendly and sustainable growth to attract more consumers builds a reputation in the market. As they already produce a variety of products getting in the market with new products with new market segments is an important opportunity to boost Rolex’s sales. 
4. Threats- Due to the changes brought by the coronavirus outbreak, Rolex struggled in taking marketing initiatives on the online platform, as it’s the new age marketing strategies being limited to Twitter, Facebook, Instagram and YouTube might not be enough in digital marketing their thoughts about what they do to improve themselves. Regular posting of promotional videos and pictures along with questionnaires to measure customer satisfaction can be done in this matter.
Another marketing strategy that could work along with social media is through promoting positive social industrialism which could bring more community engagement and social sympathy this can be achieved by having a workshop for skill building for increasing employment and would work as an endorsement for the business.

The response of Rolex to the pandemic
The covid-19 has brought significant changes to the global market. As the world has changed so have the marketing strategies opted to make a positive impact throughout the crisis.
1.  Donation 
The commitment was made to deliver products worth a hundred million euros to the weaker communities fighting the pandemic. To bring this into action the organization worked with many NGOs and the World Economic Forum’s covid action platform thus providing disinfectants, sanitisers, other consumable products and food items across the continent.
2. Creative Campaigns 
The year 2020 marked a new marketing division which used around 200 international social media influencers as the campaign front of the brand. Partnerships bringing a new change 
Various partnerships came into existence as the lockdown was removed 
These partnerships brought an increase in production lines hence new production partners brought increased growth in the market. 
3. New Breakthroughs brought in by the research and development department
4. They have been supporting the American Red Cross with their drive to reduce the impact of the virus.
5. They initiated multiple food sourcing programs, including City Harvest.
6. It helped its employees by closing the factories temporarily keeping the company’s health in mind to avoid the spread of viruses and providing them with daily wages.
7. They have been contributing to various World Health organisation funds like the solidarity response funds for research, PPE, patient care and global response to the virus. 


Customer and Staff Safety during the Covid- 19
Rolex has taken a new set of measures to protect all the people involved in the company like applying protocols at the sourcing centres to protect workers so that the continuity of the process is not hindered due to bad health. Strict measures of hygiene and social distancing in sites and prior information should be provided before letting anyone within the site’s boundaries. The field employees are instructed and trained to connect with the customers virtually or can have a customer visit only when necessary with following hygiene measures like handling cash and hand hygiene without physical greeting. The office administration takes place globally from work from home, In the research and development department where researchers require site visits and laboratories follow the site protocol. 




Managing the cash and liquidity during the Covid-19
In the management process firstly the cash and the control have to be made visible in the eyes of the treasurer with the help of creating a dynamic cash forecast. Understand the fund of many weeks of net cash flow. The cash outflow has to be controlled and coordinated in the accounts payable and payroll manner, managing taxes and releasing funds before payments. Expanding the cash pool with the help of banks and governmental subsidies. Eliminating all the discrete spending from the product mix, avoiding late collections and risk collections, and managing the payment collection cycle which should be geographically far-fledged on digital platforms without human interventions and struggles. 

Covid-19 change bringing new opportunities for the organisation
The dimensions of the business had changed due to the alterations brought in by the pandemic as compared to the 2019 data of tourist and airport sales of 30% dropped to 10%. The government has brought its plan of scrapping the tax-free shopping for the international tour which has already brought a storm in the retail business. The shipping prices have dropped which as result has reduced the transportation cost. The increased profitability in the year 2021 has shown up to benefit the customers of the market share.
The new customers joined through the online channel have opened up a new market segment usually men in their 30s to 40s, the investment made in increasing the online channel has given new trends in consumer behaviour which has diversified the product category one such example would be of the James bond collection of timepieces. 


PESTLE ANALYSIS OF ROLEX
Political Factors: The accompanying data makes sense of the political elements in the Rolex PESTLE Analysis:
Very good quality watch producer Rolex has activities from one side of the planet to the other. The item is dispersed from one side of the planet to the other, yet it is generally made in Switzerland, subsequently the guidelines there are generally significant. The steadiness of the public authority is critical for the proficient activity of the organization. People in general and its chiefs should tell the truth. Awful administration and exploitative initiative are the reasons for defilement. whether there is plausible of a tactical intrusion, since in the event that there is, speculation stops.

Coming up next are the monetary factors utilized in the PESTLE examination of Rolex:
Rolex requirements to consider the country's present financial construction.
In the event that the circumstance is one of imposing business model, oligopoly, or what might be alluded to as amazing business sector contest. The GDP development pace of the country where its items are made ought to increment. Rolex would see more grounded development because of the increasing GDP rate. The sum that the organization ought to put resources into that country relies upon loan costs. Nations with lower loan costs will get greater speculation. How and at what value Rolex will raise supporting will rely upon the condition of the monetary business sectors. Since it has exercises the whole way across the world, it should screen money trade rates. Higher joblessness rates demonstrate more prominent work interest, which empowers laborers to be recruited at lower costs than in different areas.

Social Aspects
The cultural impacts on Rolex PESTLE Analysis are recorded beneath:
The Rolex brand's definitive clients make up the social arrangement. It is important to explore the client's demeanor, conduct, monetary circumstance, and so on. Individuals' optional pay is rising these days because of their increasing acquiring rates. They connect with the brand and admire the TV and virtual entertainment ads. The client's buying conduct is significantly impacted by virtual entertainment. While a few new things and innovations are naturally gainful, individuals are anxious to acknowledge them.

Innovation: coming up next is a rundown of the innovation related PESTLE factors for Rolex.
Innovation is continuously evolving. The brand that can stay aware of the pace of development can attract new clients while holding its ongoing customers. Watches used to be simple, however they are presently computerized. Right now, a watch can accomplish more than only give the current time. You can see the date, day bearing, and different subtleties obviously. Rolex has consistently made ventures since it has confidence in mechanical progressions.

lawful perspectives
The legitimate models utilized in the Rolex PESTLE Analysis are as per the following:
As an extravagance watch brand, Rolex is expected to keep the laws of each and every country where it carries on with work. Regulations relating to tax collection, work, the climate, and different issues should be complied to rigorously. With rivals like Hublot, Omega, Patek Philippe, Tag Heuer, and Patek Philippe, they should be careful in the event that their innovation or some other licensed innovation is taken or spilled. There should be a devoted legitimate staff set up that are proactive in their obligations for any such occasions. Enormous brands convey higher dangers of deceitful complaints being put forth trying to benefit from them. To address any legitimate concern, they have interior regulations and guidelines set up alongside those of the countries where they direct business.

Natural Factors: According to the Rolex PESTLE Analysis, the accompanying ecological variables affect the organization's tasks:
The climate is certainly not a huge component corresponding to Rolex. An organization that rehearses ecological obligation produces 2000 watches consistently. The most a business can do in this exceptional and environmentally weak period of innovation is to diminish its carbon impression.
One of the arrangements is to change to paperless organization tasks. Another objective it might pick is to establish trees and care for them so they develop Y to Y related to the organization's monetary detailing. Saving the made types of creatures, plants, and verdure is a difficult issue, and companies are doing their part by getting the news out about it through the publicizing of their items.

Impact of covid 
Aside from the possibility to support specific athletic occasions, that's what the papers said "Coronavirus has not impacted the organization's working exercises."

Rolex UK said that it gave the British Red Cross a one-time commitment of £1.7 million out of 2020 to assist with their helpful drive during the pestilence.
Despite the fact that Covid might not fundamentally affect the activities of Rolex Watch Company UK, it most certainly affected the organization's creation in Switzerland, where it had to close its assembling offices for quite some time and is assessed to have lost no less than 25% of its yearly creation.
The pandemic fundamentally affected Rolex approved sellers too. In spite of being not able to acknowledge clients into their stores for no less than 90 days of the year and being precluded from selling Rolex watches on the web, these vendors actually figured out how to sell watches with a higher complete worth (not really more units) than the earlier year.
All things being equal, they started clienteling through lockdowns, calling customary clients and others on holding up records to see whether they were in a situation to make a buy.
A considerable lot of these arrangements included things other than the ones for which individuals were holding up records.
It's conceivable that some of what Rolex alludes to as "enhancements in blend, cost, and volume" are the aftereffect of clients being willing to buy more exorbitant models in arrangements to build their possibilities acquiring the more challenging to-track down things.





Conclusion
As the consumer goods firm faced a huge challenge during the covid 19 but Rolex’s brand reputation has been intact as it has given results even in the outbreak. Rolex has provided the customers with quality at a status-building price with the variety to serve a huge chunk of segmentation like of age from 20 to 45. This helped them maintain and reasonably resolve the disaster caused by the declining market due to huge changes in consumer behaviour.
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