
[image: Rolex Logo: The Complete Story Behind The Iconic Crown - The ...]
Marketing Management Assignment-1


    NAME              :     SANDEEP DAMMALAPATI
                                           STUDIENT ID	           :     2214841
       NAME OF LECTURER             :     TUSHARA BALENDRAN
                              MODULE NAME             :      MARKETING MANAGEMENT
                                       MODULE CODE              :     LCM7001
                              ASSIGNMENT TITLE              :     ASSIGNMENT-1


Table of contents
1. Introduction…………………………………………………………………3
2. Background of Rolex……………………………………………………….3
3. Definition of Communication………………………………………………5
3.1.  Communication model…………………………………………………5
3.2.  Integrated marketing communication………………………………….6
4. Suggest new promotional strategy for Rolex……………………………….7
5. Branding and equity………………………………………………………...8
6. Brand equity model…………………………………………………………9
7. Advantages and disadvantages of Keller’s model………………………….10
8. Stages in Customer journey…………………………………………………11
8.1.  Customer journey touch points…………………………………………12
8.2.  Strengths and weaknesses of Rolex…………………………………….16
9. Total engagement model…………………………………………………….17
10. Recommendations…………………………………………………………...19
11. Conclusion…………………………………………………………………...19
12. References…………………………………………………………………...20











1.Introduction
Rolex is one of the world’s most renowned luxury watch brands, with quality, precision, and exclusivity. The Swiss luxury watch manufacturer based in Switzerland. Founded in 1905 and has a wide range of high-end watches that are made to tastes of its global clients. In this assignment we will explore the various aspects of Rolex brand, including brand equity model, promotional strategies, customer journey, and touchpoints, strengths and weaknesses, and recommendations for future growth. We will also examine the competitive landscape of the luxury watch industry and the challenges and opportunities that are faced by Rolex.

2. Background of Rolex
Rolex is a Swiss based luxury watch manufacturer founded by Hans Wilsdorf and Alfred Davis in London, England in 1905. The company was initially named as Wilsdorf and Davis Ltd., and its main business was importing Swiss movements and later the company registered “Rolex” as Brand name in 1908 and the company moved its operations to Geneva, Switzerland. Rolex quickly established itself as a leader in the luxury watch market, with a focus on quality, precision, and innovation. 
In 1926, the company introduced the world's first waterproof wristwatch, the Oyster, which revolutionized the watch industry. They continued the innovation and features such as the self-winding movements and date display on the dial. Rolex has also cultivated an image of exclusivity and luxury. The brand has a long-standing association with high-profile celebrities, athletes, and other influential personalities. "Rolex: The History of the Luxury Watch," by Time Magazine
Today Rolex is one of the most recognized luxury brands in the world, with a global network of authorized dealers and service centers with a production output of more than 10000 pieces and a revenue of USD 8.35 Billion (as of May 2022)
[image: A picture containing watch

Description automatically generated]
(Source: Rolex.com, Rolex Submariner)
[image: Chart, bar chart

Description automatically generated]
(Source: Wordpress.com)
3. Definition of communication
Communication is the process of exchanging information, ideas, or thoughts between two or more organizations. It involves transmitting a message from a sender to a receiver through a channel or medium, which can be verbal or non-verbal. Effective communication involves the ability to convey information clearly and accurately, while also taking the customer’s feedback. Communication can take many forms, including written, verbal, digital, and building relationships, sharing knowledge, and achieving goals.
3.1. Communication model
The communication model can be broadly defined as a process of conveying the brand’s values, messaging, and its image to target audience. 
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As per Shannon communication model, also known as the information theory model, can be applied to organization marketing strategy. As shown in the above Table, we can see that Sender means the organization is sending the message to communicate the brand’s value, heritage, and quality to target audience. The message carries the brand’s value and initiates to target the audience and it includes product features, brand history, and lifestyle image that emphasizes the brand success. The Channel of communication is also including channel to reach the audience by printing, advertising, sponsorship of prestigious events, and social media marketing. Each channel of communication would be leads to align with the brand value and target audience. Audience who receives the message through the communication channels. Customer receives the message as per based on their lifestyle, aspirations, and goals. After responding to the message and adjusting its communication strategy. The brand uses marketing research, sales data, and social media analytics to measure the effectiveness of its communication efforts and refine its message and communication channels as needed. As per Louis Vuitton and Coach, first (and only) manufacturers of luxury watches.

3.2. Integrated Marketing Communication
Integrated Marketing Communication (IMC) is a strategic approach to marketing message to the target audience. It is to ensure that all communication channels work together and support the organization’s marketing objectives. To provide a clear and consistent message for the target audience, integrated marketing communication (IMC), a strategic approach to marketing communication, tries to integrate all marketing communication channels and instruments. IMC seeks to coordinate all communication channels. To create a smooth, and compelling message that connects with the target audience and advances the organization’s marketing goals. To generate a unified and consistent message across all channels. IMC involves coordinating all aspects of marketing communication, advertising, public relations, personal selling, sales promotion, and direct marketing, to create awareness by delivering message through all channels. This strategy guarantees that the brand’s message is communicated clearly and effectively, increasing the likelihood that the target audience will interact with the brand and buy a product. Locating the intended audience and comprehending their requirements and values. Creating a brand statement that is clear and consistent and supports the organization’s marketing goals. Deciding which communication channels will best reach the intended audience. Putting together a coordinated and integrated communication strategy that takes advantage of each channel’s advantages to present a unified message. Evaluating the communication strategy’s performance and making necessary adjustments to guarantee impact. The target market is reached by Rolex via an integrated marketing communication approach to convey its brand values, legacy, and quality. Rolex advertises its product and brand message through print and digital media. The advertisements for the company emphasize the connection between the brand and success, status, and luxury with beautiful imagery and messaging. Rolex sponsors prestigious occasions like Wimbledon, the Oscars, and the formula one grand prix to connect with its target market and uphold its brand values. The sponsorships assist the company reach its target market and its relationship with quality and achievement. Rolex uses public relations to strengthen its brand reputation and establish connections with its target market.
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 				Integrated marketing communication
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4. New Promotional strategies for Rolex
The luxury company Rolex has been around for a while and has developed a solid name for itself. We need to go outside the box and come up with creative concepts that grab the interest of potential customers if we’re going to develop a fresh promotional plan for Rolex. 
Work together with influencers: Rolex may team up with well-known social media influencers to promote their goods and generate talk about recent releases. They would have access to a larger audience as a result, and it would also enable them to engage with younger customers. 
Hosting experimental events: Would allow Rolex to give clients a distinctive opportunity to interact with the company and its goods. This may entail activities like private watchmaking lessons, escorted visits of Rolex’s production sites, or even a day of luxury experiences tailored to each customer. 
Create interesting content: Rolex could produce a few interesting and educational videos that highlight the creativity, history, and workmanship of their products. This information might be disseminated via social media channels and even employed.
Create interesting content: Rolex could produce several interesting and educational videos that highlight the creativity, history, and workmanship of their products. This information might be disseminated via social media channels and even employed as a marketing tool to inform potential clients of the advantages of purchasing a Rolex timepiece. 
Focus on sustainability: In its marketing initiatives, Rolex might stress its dedication to sustainability and moral behavior. This can entail emphasizing the actions the company is taking to lessen its impact on the environment as well as its attempts to guarantee that all its products are produced using ethical souring procedures. 
Offer individualized experiences to customers: Rolex might do this by creating watches with distinctive designs or providing personalized fits for customers.

5. Branding and equity
Branding is the process of giving a good, service, or business a distinctive identity. It entails creating a distinctive name, logo, slogan, and other aspects that aid in setting a brand apart from its rivals. The creation of a recognizable and memorable identity for a product or business through branding can raise its visibility, foster consumer loyalty, and ultimately boost sales. 
The worth of a brand that extends beyond its material assets, such as its products or facilities, is referred to as brand equity. It is worthwhile that a brand has intangible in the eyes of customers because of things like its reputation, perceived quality, and emotional connections. Because it can encourage client loyalty, brand equity is crucial.
A strong brand can contribute to the development of strong brand equity by forging a distinctive identity that appeals to customers. This can be done by building a brand that represents excellence, dependability, and innovation, as well as by forging a deep emotional bond with customers. A strong brand identity can also contribute to the creation of an air of exclusivity and prestige, which can raise the value that consumers associate with a brand and its goods.
Companies must spend money on branding and marketing initiatives that help establish a recognizable and appealing brand identity if they want to increase their brand equity. This may entail establishing a distinct brand strategy, coming up with effective marketing strategies, and interacting with clients on social media and other websites. Companies may boost consumer loyalty, increase brand awareness, and eventually increase sales and revenue by developing a strong brand and producing strong brand equity. One of the most well-known and expensive luxury watch brands in the world. Rolex is known for creating high-end watches that are fashionable and practical. The company's longevity, dedication to excellence, and potent brand identification are just a few reasons for its success. Rolex's emphasis on precision and quality is one of the defining characteristics of its brand identity. The business is known for using the best components and craftsmanship to make its watches, and it has created a variety of cutting-edge technologies that have helped it stand out from its rivals. This emphasis on quality has strengthened Rolex's brand equity and contributed to its positioning as a sign of exclusivity and luxury.
The lengthy history of Rolex has also been a key contributor to its success. The business was established in 1905, and since then, it has developed a reputation for excellence that has contributed to its status as one of the most recognizable brands in the world. In addition, Rolex has been linked to several well-known people, such as explorers, athletes, and celebrities, which has improved its brand image and raised its visibility. 
6. Brand equity model
Rolex has a strong brand equity that has been developed over decades as a luxury watch brand with a storied past and a reputation for distinction and excellence. To comprehend how Rolex was able to establish and preserve its powerful brand identity and devoted following, one can use Kevin Lane Keller's branding equity approach. MLA. Aaker, David A. Managing Brand Equity
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Brand identity:
Roles has its distinctive emblem and enduring design components like the Oyster casing and Cyclops lens, Rolex has developed a strong sense of brand identification. The brand name itself has come to be associated with prestige, quality, and luxury, which has aided in setting it apart from rivals.

Brand meaning: 
Rolex has developed a strong brand identity by highlighting its history, workmanship, and technological advancements. Rolex has been able to position itself as a representation of success, accomplishment, and quality through its marketing and advertising initiatives.
Brand response:
Customers' strong emotional reactions to Rolex's superior quality and service are a result of these factors. Due to the brand's reputation for accuracy, dependability, and durability, customers have grown to trust and be loyal to it.
Brand resonance:
By encouraging a sense of exclusivity and community, Rolex has developed a close and meaningful relationship with its customers. Collectors and enthusiasts who are passionate about the brand and its products form a devoted following for the company.
The branding equity concept developed by Kevin Lane Keller sheds light on how Rolex has been able to establish and preserve its powerful brand equity. Rolex has been able to build a strong and valuable brand that resonates with customers and propels business success by concentrating on developing a distinctive brand identity, highlighting its heritage and technical expertise, offering exceptional quality and service, and fostering a sense of exclusivity and community. APA. Aaker, David A. (1991)

7. Advantages and disadvantages of Keller’s Brand equity model
Advantages:
Customer-focused: The Keller's Brand Equity Model emphasizes the value of comprehending and satisfying customers' requirements and wants since it is customer-focused. This might assist businesses in building a solid and devoted consumer base.
Holistic approach: The model approaches brand equity in a holistic manner, considering all facets of the brand, such as its identity, meaning, response, and resonance. This can assist businesses in developing a unified and consistent brand image.
Clarity: The model offers a precise and organized framework for creating brand equity, which can assist businesses in creating a targeted and successful brand strategy.

Financial impact: The approach considers how brand equity affects businesses' ability to generate more sales, earnings, and other financial benefits.
Disadvantages
Complex: The concept may be challenging to put into practice, particularly for smaller companies with fewer resources.
Time-consuming: The model's implementation calls for a substantial investment of time and money, which not all businesses may be able to make.
Limited perspective: The model might have a narrow view of how other stakeholders, such employees, contribute to brand equity.
Limited applicability: Because certain brands may need a different strategy for establishing brand equity, the concept might not be appropriate to all brands or industries.
8. Stages in the Customer journey
The practice of visualizing a consumer's interaction with a brand at several touchpoints along their journey, from initial awareness to post-purchase assistance, is known as customer journey mapping. Here is an illustration of a Rolex client journey map:
[image: ]
(Source: Techtarget.com)
Awareness: Through many means, such as online searches, social media, word-of-mouth, or by observing someone wearing a Rolex watch, the buyer learns about Rolex.
Consideration: The consumer starts to think about Rolex as a feasible choice and investigates the company, its goods, and its standing. They might study reviews on the Rolex website, browse a retail location, and try on watches there.
Purchase: The consumer chooses to buy a Rolex watch and proceeds with the transaction, which may involve placing an online order or going to a physical store. The customer may speak with a salesperson or customer support agent during this time to inquire about the watch and acquire further details.
Ownership: The consumer puts their Rolex watch to work and starts to love it. To meet other watch fans, they might post pictures on social media, tell others about their purchase, or join Rolex communities.
Loyalty: The customer develops a strong bond with Rolex and may go on to buy more timepieces or recommend the company to others. They could also take part in activities or occasions planned by Rolex, such special get-togethers or watch fairs.
Support: Customers can get help from Rolex customer service if they have any problems with their watches or queries concerning servicing or maintenance. The company's top-notch support and service help to keep customers happy and loyal.
Rolex can discover critical touchpoints and areas where the customer experience can be improved by outlining the customer journey for the brand. This can foster more solid client relationships, foster consumer loyalty, and promote corporate success. "The Customer Journey: A Comprehensive Guide," by Salesforce


8.1. Customer journey touch points
Pre-purchased: 
Rolex pre-purchase activities may include a few measures that assist buyers in making an informed choice before purchasing a watch. Here are a few instances:
Research: Consumers can do research on Rolex, its background, and its product line before making a purchase to understand more. Rolex can help with this by offering thorough information on its website, which includes in-depth product descriptions, top-notch pictures, and details about the brand's history and craftsmanship.
Try-on: customers may wish to try on a Rolex watch to make sure it fits well and complements their wrist. Through its network of retail locations, where buyers may view and try on several watch models, Rolex can offer this chance.
Consultation: To assist consumers in making an educated choice, Rolex offers individualized consultations with members of its sales staff for those who are choosing a more expensive or sophisticated watch. This may entail talking about the client's requirements and preferences, outlining the features and advantages of several models, and offering guidance on upkeep and maintenance.
Financing: Rolex can provide financing alternatives to make the purchase more accessible for clients who wish to buy a watch but may not have the money to do so up front. This may entail collaborating with financial partners to provide customers with competitive rates and terms that suit their needs.
Rolex may help clients make informed decisions and feel confidence about their purchases by offering these pre-purchase activities. This can boost client trust and loyalty, as well as the chance of repeat business and glowing referrals from others.
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During purchase:
To improve the client experience and make the purchasing process as simple and fun as possible, Rolex can offer a variety of activities and services throughout the purchase stage. Here are a few instances:
Online shopping: Rolex's website gives buyers the option of ordering a watch online. This can include a quick checkout procedure, safe payment methods, and the capability to monitor the watch's shipping and delivery.
Purchases made in-store: Rolex may provide consumers who like to buy watches in-store a premium shopping experience. This can include helpful and cordial sales representatives, a welcoming and opulent store setting, and individualized services like gift-wrapping or engraving.
Limited edition releases: Rolex can promote exclusivity and enthusiasm for new watch releases by releasing limited edition versions with distinctive features or styles. To prevent missing out on the chance to own a unique and sought-after watch, this may motivate shoppers to buy as quickly as possible.
Special promotions: Rolex may provide special discounts or incentives to customers during the purchasing process to entice them to make a purchase. For instance, the company might provide longer warranties or free watch repair to customers who buy new timepieces.
Rolex may help clients have a satisfying and memorable shopping experience by offering various activities and services at the purchase stage. In addition to promoting business success, this can help to raise consumer happiness, loyalty, and advocacy.
Post-purchase: 
Rolex must engage in post-purchase activities to guarantee client happiness and foster enduring loyalty. Examples of what Rolex may accomplish at this point include the following:
After-sale support: Rolex may give great after-sale support to its clients by providing recurring watch maintenance and repair services. This may entail free or reduced servicing and repairs, as well as making sure that any problems or concerns are handled quickly and competently.
After-purchase follow-up: Rolex can contact customers through specialized email or direct mail campaigns. These emails may cover brand news, product updates, and special deals and discounts.
Customer feedback: Rolex can ask for client feedback to learn more about the consumer experience and then utilize that information to improve its goods and services. To gauge customer mood and address any issues, this may entail conducting surveys, reading reviews, and watching social media.
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Customer Persona 
[image: Do you know buyer your persona? | Customer persona, Buyer personas, Inbound  marketing]
[image: Table

Description automatically generated]
(Source: Thinkzone.com)

8.2. Strengths and Weaknesses of Rolex
Strengths
Brand Reputation: One of the most well-known and reputable luxury watch brands in the world is Rolex. Its reputation as a brand is based on a long history of producing dependable, high-quality timepieces that have evolved into icons of achievement.
Quality: Rolex products are renowned for their high quality and craftsmanship. Its watches are crafted from premium components and put together by talented artisans who take great delight in their work.
Design and invention: For many years, Rolex has been on the cutting edge of watch design and invention. The company is renowned for both its technological innovations, such as the creation of the first waterproof watch, and its classic designs, such the Rolex Submariner and the Rolex Daytona. 
Investment Value: Rolex watches are frequently regarded as wise investments due to their propensity to keep their value over time. Investors all like watches are a popular choice for investors and collectors both since some models, like these, have the potential to appreciate over time.

Weaknesses
Price: Rolex timepieces are some of the priciest on the market. For many customers, this price can be a deterrent to buying.
Availability: Due to their great demand, Rolex watches might be challenging to find. Since the brand only has a small amount of production space, some models can have lengthy waiting lists or be totally sold out.
Conservative Design: Rolex is renowned for its distinctive designs, although some critics contend that the brand's look has grown too traditional and that its designs lack originality.
Maintenance and repair cost: Rolex watches are made to last, but they still need routine maintenance and sporadic repairs, which can be expensive. Owners who are thinking about buying a Rolex watch may need to take these recurring expenses into account.

9. Total engagement model
Brand Positioning: Rolex is a high-end watch company that markets its products as being of excellent quality, reliability, and longevity. The company is positioned as a status symbol for accomplished people because of its reputation for classic designs, precise engineering, and attention to detail. Rolex markets to people who appreciate the history, skill, and uniqueness of fine watches and are willing to spend more on them.
Corporate culture: The core values of Rolex's corporate culture are excellence, innovation, and tradition. The company has a strong focus on quality, and this commitment is evident in all elements of its business operations, from product design and production to customer service. Rolex has a long history of precision and workmanship, and its corporate culture places a strong emphasis on client satisfaction, attention to detail, and ongoing improvement. The company also places a high priority on sustainability and moral behavior, which is shown in its collaborations and projects that promote regional causes and the environment.
Customer Experience: Rolex offers a first-rate customer experience that supports its corporate culture and brand positioning. The company's boutiques and authorized dealers provide an opulent and welcoming environment for its clients while giving a personalized and exclusive experience. Additionally, Rolex provides excellent customer service with helpful and amiable staff, in-depth product knowledge, and post-purchase assistance. Every part of the customer experience, from the packaging and presentation of the product to the warranty and repair services, reflects the brand's commitment to quality and attention to detail.
Customer value proposition: An extraordinary product and service experience that embodies Rolex's brand positioning and corporate culture is the foundation of the company's consumer value proposition. With a high level of exclusivity and status, the brand offers a premium product of great quality, design, and longevity. Customers who appreciate environmental and social responsibility are drawn to Rolex's consumer value proposition because of its emphasis on sustainability and ethical behavior. The company's dedication to customer care and post-purchase assistance strengthens its value proposition by giving customers a comprehensive and gratifying experience that justifies the high cost of its goods.
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Recommendation
According to this report given that Rolex watches are among the costliest on the market, it's critical to know your spending limit before making a purchase. Rolex offers a variety of watches, each with distinctive characteristics and a distinctive look. Finding a model that suits your needs and preferences can be made easier by researching the various models. Purchase from a trustworthy dealer: It's crucial to purchase from a respected dealer who can offer you a warranty and guarantee of authenticity if you want to make sure that the Rolex watch you receive is genuine. Although Rolex watches are designed to last, they nonetheless need routine upkeep and occasionally expensive repairs. When thinking about buying a Rolex watch, consider these continuing expenses. Overall, a Rolex can be the best option for you if you're searching for a high-end timepiece with a distinguished past, superb craftsmanship, and iconic design. To ensure that you're getting genuine and high-quality goods, just make sure to conduct your research and buy from a trustworthy dealer. By this report, I recommend the Rolex company to use Diversification strategy because if they introduce to perfumes industry. So, they can get more profit in the market than now. It attracts niche markets. 

Conclusion
In conclusion, Rolex is a well-known luxury brand that has made a name for itself as a mark of distinction, perfection, and quality. Rolex has developed a devoted following of customers through effective branding and marketing strategies who appreciate the brand's history, craftsmanship, and innovation. We have looked at many different facets of Rolex's branding and marketing tactics during this project, including its brand identity, brand equity model, customer journey mapping, and complete engagement strategy. We have seen how these tactics combine to give customers an engaging and integrated brand experience, from initial recognition to enduring commitment. Rolex has continued to innovate and evolve its brand while facing challenges from rivals and changes in the luxury industry to be relevant and appealing to new generations of buyers. Rolex has established a reputation as one of the most prosperous and recognizable luxury brands in the world by being loyal to its basic beliefs and continually providing excellent products and experiences.
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