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Poster explanation 
By blending discreet advanced technology with the traditional precision of Swiss craftsmanship, Rolex Smart Eyewear represents a significant step in the evolution of luxury innovation. The strategic focus on exclusivity scarcity and heritage remains central to how the brand constructs desirability, a pattern that previous studies have consistently identified within the luxury sector (Radon, 2012, p. 108). Through deliberately limited production and distribution restricted to Rolex Boutiques and invitation based consultations, the brand aims to cultivate a sense of privilege and deepen emotional engagement among elite consumers (Sarrat, 2025, p. 44).
The product itself reflects Rolex’s enduring commitment to exceptional materials and meticulous engineering. The use of eighteen carat gold or platinum frames sapphire crystal lenses and Swiss built micro OLED technology reinforces both the emotional and functional expectations associated with the ultra luxury market (Wang, 2024, p. 821). Evidence suggests that this combination of authentic craftsmanship and genuine rarity strengthens long term brand equity by elevating perceived quality as well as symbolic and social value (Andreini et al., 2024, p. 579).
The promotional strategy prioritises intimate and carefully controlled experiences such as private unveilings exclusive client events and curated features in luxury media. This approach mirrors established luxury management principles that highlight the importance of selective visibility rather than broad outreach (Glion Institute, 2025, p. 6).
Overall Rolex Smart Eyewear is framed not simply as a technological enhancement but as the introduction of an entirely new luxury category. This positioning allows the brand to extend its portfolio while maintaining the distinctive identity and prestige that define the Rolex name (LMC Monaco, 2023, p. 2).
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ROLEX

A NEW CATEGORY FOR LUXURY SMART EYEWEAR COMBINING
SWISS CRAFTSMANSHIP: WITH CUTTING EDGE TECHNOLOGY

KEYFEATURES

18K GOLD OR PLATINUM FRAMES, SAPPHIRE CRYSTAL ADAPTIVE LENSES, MICRO-OLED DISCREET
DISPLAY, CHRONO-OS MINIMALIST INTERFACE, WORLD-TIME HOLOGRAPHIC FUNCTION, UITRA-
LIMITEDANNUAL PRODUCTION

N

7P’S OF MARKETING

PRODUCT: LUXURY SMART EYEWEAR CRAFTED IN GOLD/PLATINUM WITH SAPPHIRE LENSES
AND DISCREET TECH.

PRICE: ULTRA-PREMIUM PRICING (£18K-£30K) SUPPORTING EXCLUSIVITY AND SCARCITY.
PLACE: SOLD ONLY IN ROLEX BOUTIQUES AND VIP CONCIERGE APPOINTMENTS.
PROMOTION: EXCLUSIVE LAUNCH EVENTS, LUXURY MEDIA, AND PRIVATE CLIENT PREVIEWS.
PEOPLE: EXPERT AMBASSADORS AND TECHNICIANS DELIVERING PERSONALISED LUXURY
SERVICE.

PROCESS: APPOINTMENT-BASED CUSTOMISATION, SWISS ASSEMBLY, AND PREMIUM
HANDOVER.

PHYSICAL EVIDENCE: PREMIUM PACKAGING, CERTIFICATION, AND BOUTIQUE LUXURY
ENVIRONMENT.




