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Abstract 

This dissertation study examined issues that have an impact on consumer purchase intention of luxury watches 

in the United Kingdom using Rolex as a case study. The study was conducted to evaluate the most important 

variables which affect consumer purchase intention, examine the effects of perceived quality, brand image 

and perceived value, as well as suggest strategies which could enhance consumer purchase intention within 

the UK luxury watch market. The research methodology was a Structured Literature Review (SLR), which 

aims at a qualitative approach to the research. The secondary academic literature was also identified and 

measured systematically using predetermined search terms and selection criteria. Academic databases such 

as ScienceDirect, SpringerLink, SAGE Journals and Google Scholar were consulted in order to get relevant 

literature. After the selection and screening process, ten thematic studies were chosen to be analysed. 

The results indicated that consumer purchase intention for luxury watches depended on a mix of personal 

factors, social and brand factors and not on functional product characteristics only. The noticeable factors 

which were found to play a role in the luxury purchase intention were status, uniqueness, social influence, 

consumer identity, emotional attachment, self-distinction and hedonic motivation. The findings also indicated 

that consumers do not necessarily have the same motivations for purchasing luxury watches.  

Perceived quality was correlated with craftsmanship and reliability/product performance, while brand image 

was correlated with prestige/heritage, trust and exclusivity. The perceived value was lifted beyond functional 

and financial value to cover emotional, social, experiential and prospective long-term investment value. These 

were identified as concurring in influencing the overall perception of Rolex by consumers. 

On the findings, the research proposes that Rolex ought to press on with its heritage, authenticity, 

craftsmanship and exclusivity whilst keenly responding to evolving consumer demands. Additional support 

for purchase intention could be found in the development of a managed omnichannel experience, believable 

online communication, consumer-oriented interaction and more targeted communication based on various 

consumer motivations. Overall, the research concludes that Rolex needs to leverage current and evolving 

consumer trends and boost consumer buying intention in the UK by safeguarding traditional and luxurious 

brand positioning as well as acting selectively toward the digital. 

Some of the keywords include: Consumer Purchase Intention, Luxury Watches, Rolex, Perceived Quality, 

Brand Image, Perceived Value, UK Luxury Market.  
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Chapter 1: Introduction  

1.1 Background 

The world luxury watch market is one of the fundamental aspects in the personal luxury goods market, and 

the decision of consumers to buy or not to buy a product is determined by many more factors than the 

functional features of the goods.  

 

Figure 1: Luxury Watch Market trends 

(Source: Fortunes business insight, 2026) 

Though the luxury segment worldwide has been characterised by economic instability, the high-end watch 

market has been relatively robust as wealthy customers still provide value to the heritage brands due to their 

high quality, exclusivity and brand equity. Trends in the industry show that the most premium segment of the 

Swiss watch market still controls revenues in the industry in spite of the increased market pressures, proving 

that there is still demand in the high-end luxury product segment.  



 

Figure 2: Market Share of Luxury Watch Brands 

(Source: Electro IQ, 2025) 

From the different facts and figures, it has been noted that the selected brand is considered as one of the 

luxuries watch businesses at the global level with revenue of around $9,747.33 million, and this shows about 

its competitiveness in the global market context. Through controlled production, the company has enjoyed a 

leading status in the Swiss pure watch sector in terms of brand equity and its outstanding customer loyalty. 

According to industry estimates, Rolex has earned in excess of US 14 billion in sales in 2025 and has 

contributed between 1/3 of the overall sales value in the Swiss watch industry, which proves its status as the 

number one luxury watch brand in the world (Robber port, 2026). This sense of superior product quality is 

not the only marker of this dominance but rather an indicator of how well Rolex has executed its long-term 

strategy of branding that effectively integrates exclusivity, scarcity and perceived investment value.  

The United Kingdom is one of the biggest European luxury goods markets and still a major destination of 

Swiss exports of luxury watches. Despite an uncertain future of global luxury consumption due to the pressure 

of inflation, predicated by geopolitical uncertainty and a decline in consumer confidence, the UK is proven to 

be a mature market with high disposable incomes, high-end luxury consumers, and increasing demand for 

high-end Swiss watch brands (Renub, 2026).  

1.2 Problem statement 

Consumer purchase intention has emerged as a highly relevant field of study in luxury marketing due to the 

multiplicity of psychological, behavioural, as well as brand attributes that lead to consumer purchasing 

behaviour as opposed to the independent product utilisation as its single determinant. Concepts of quality, 



brand prestige, exclusivity, emotional value and long-term investment opportunities are the variables through 

which consumers perceive products in the luxury watch business segment before making purchase decisions. 

Despite Rolex's successful assertion as one of the top luxuries watch brands globally, the luxury watch 

industry in the UK has been getting quite competitive owing to the presence of long-established companies 

like Omega, Cartier and Patek Philippe in the market, as well as due to shifting consumer expectations and 

changing buying behaviour. The literature available has thoroughly discussed luxury consumer behaviour in 

the various types of luxury products. Nevertheless, there are not many studies conducted specifically with 

respect to consumer purchase intention for Rolex luxury watches in the UK market.  

1.3 Rationale 

The luxury watch market will keep on changing as consumers move towards products with not only great 

craftsmanship and design but also with emotional, worldly symbolism and investment value. The insights on 

the influences on consumer purchase intention have been gaining more relevance in this dynamic 

environment, where luxury brands need to remain competitive and enhance their relationship with consumers 

(Schaarschmidt 2026). Despite the fact that Rolex has been able to retain a leading position in the global 

luxury watch market, evolving consumer preferences, stronger competition in the market and the rising power 

of digital platforms have reshaped how consumers appraise and buy luxury goods. Research which gives an 

all-round insight into the factors that determine purchase intention in the UK luxury watch market is therefore 

a necessity. 

Academically, the existing literature has focused more on luxury consumer behaviour in the context of more 

general categories of luxury products, whereas very little has been done on Rolex as a luxury brand of watches 

in the UK (Vescovi 2025). In addition, the perceived quality, brand image and perceived value as individual 

constructs have often been explored in previous studies, which has led to disjointed evidence on how these 

two variables interact in influencing consumer purchase intention. The identification of this gap with a 

systematic synthesis of the modern academic literature will help fill this gap and lead to a more integrated 

concept of luxury consumer behaviour and supplement current knowledge of luxury branding and consumer 

marketing studies (Bloomberg, 2026).  

1.4 Aim and Objectives  

Aim: To evaluate factors influencing consumer purchase intention toward luxury watches in the UK: Case 

study of Rolex 

Research objectives 

 To assess key factors that influence purchase intention of consumers toward Rolex luxury watches in 

the UK. 

 To evaluate the impact of perceived quality, brand image and value on consumer purchase intention 

toward Rolex luxury watches. 



 To recommend strategies that Rolex can adopt to strengthen consumer purchase intention in the UK 

luxury watch market. 

1.5 Research questions 

 What are the factors that influence purchase intention of consumers toward Rolex luxury watches in 

the UK? 

 How do perceived quality, brand image and value impact consumer purchase intention toward Rolex 

luxury watches? 

 What strategies Rolex can adopt to strengthen consumer purchase intention in the UK luxury watch 

market?  

1.6 Significance 

These findings are of academic and practical importance because they will add to the current knowledge of 

the factors that impact the buying decision of consumers in the luxury watch industry. The study fills a gap in 

the current body of research as it specifically concentrates on Rolex in the UK luxury watch market, which 

has been a relatively under-researched field. Although the understanding of luxury consumer behaviour in the 

broader categories of luxury products has been studied in previous research, very few studies have 

systematised the findings concerning the effects of perceived quality, brand image and perceived value, in 

aggregate, on purchase intention among consumers of Rolex products (Kylämarkuna 2023). Through a 

Structured Literature Review, this dissertation incorporates the current academic evidence to reveal in-depth 

knowledge of these relationships, and it now becomes part of the existing knowledge of luxury branding and 

consumer behaviour. 

1.7 Scope 

This dissertation is constrained by the parameters that it seeks to study with respect to the purchasing intention 

of consumers of Rolex luxury watches in the United Kingdom. The paper specifically addresses the three 

major determinants found in the literature by specifically considering the perceived quality, brand image and 

perceived value and measuring their effects on consumers' intention to buy Rolex products. The study is built 

on the case study of one brand, and it helps to gain a narrower and deep insight into how consumers make 

their purchases in the luxury watch industry (Kochkina and Kharchenko 2023). 

Academically, the research study is limited to secondary research in the form of a Structured Literature 

Review. Peer-reviewed articles in English published within the period 2020-2026 only will be taken into 

consideration so that the evidence represents the current trends in the research of luxury consumer behaviour 

and branding.  

1.8 Brief summary of methodology 

The qualitative method that has been used in this dissertation is a Structured Literature Review (SLR) as it is 

a secondary research approach, which therefore sought to examine the factors that determine consumer 



intention to purchase Rolex luxury watches in the UK. Structured Literature Review was chosen due to its 

resulting systematic, transparent and replicable identification, assessment and synthesis of available scholarly 

evidence, which has contributed to the high reliability and credibility of the research findings. This method is 

suitable when it comes to answering the research aim, as the body of knowledge should be integrated instead 

of gathering new empirical data (Gamage 2025). 

The related literature will be acquired via established scholarly databases, such as Science Direct, 

SpringerLink, Sage Journals and Google Scholar. It will be utilised with a structured search strategy where 

predetermined keywords that include consumer purchase intention, Rolex, luxury watches, perceived quality, 

brand image, perceived value and the UK luxury market will be used. The selection of studies will be based 

on clear inclusion and exclusion criteria to ensure the quality and relevance of the evidence. The literature so 

chosen will then be analysed through thematic analysis in order to determine recurrent themes to compare the 

results with different studies and come up with an overall view of the issues that contribute to consumer 

purchase intention.  

1.9 Dissertation structure  

The dissertation is organised into five chapters. Chapter One outlines the research by giving the introduction 

of the research background, problem statement, rationale, research aim and objectives, research questions, 

significance, scope and summary of research methodology. Chapter Two critically looks at the current 

academic literature that applies to consumer purchase intention, especially the perceived quality, brand image 

and perceived value in the luxury watch industry. Chapter Three outlines the research methodology, such as 

research design, data collection strategy, search, inclusion and exclusion criteria, thematic analysis procedure 

and ethical considerations. Chapter Four contains the findings and discussion of the Structured Literature 

Review: it describes the synthesis of the results of the selected research according to the research goals. Lastly, 

Chapter Five contains the general conclusions, the theoretical and practical implications of the results, 

recommendations to Rolex and limitations of the study. 

  



Chapter 2: Literature Review  

2.1 Chapter Introduction 

Chapter 2 critically examines the literature that has been produced on the issue of determinants that determine 

consumer purchase intention towards luxury watches, with a greater focus on the UK market and the 

positioning of Rolex. The review takes into account the broader factors in the determinants of luxury purchase 

intention prior to narrowing down to three core factors in the conceptual framework, which are perceived 

quality, brand image and perceived value. Perceived quality refers to the perceptions of consumers about 

craftsmanship, product and design characteristics, and brand image refers to the reputation, trust, prestige and 

brand meanings. Perceived value entails functional, emotional, social and long-term value that is attached to 

luxury watches.  

 

2.2 Review Of The Articles.  

 

2.2.1 Key factors influence purchase intention of consumers toward Rolex luxury watches in the UK 

The overall consumer purchase intention of luxury watches is a result of a mixture of personal, social, cultural 

and market-specific factors. According to the literature, consumers cannot evaluate luxury watches based only 

on performance or functionality. Status, uniqueness, experience, trust, cultural values, social communication 

and interaction by the luxury brands can also be reflected in their decisions. These variables apply to Rolex 

in the sense that purchase intention could be formed as a result of positively judging the product and as a 

result of positively judging the brand, as well as the meaning associated with ownership. Consumer traits and 

luxurious reasons. Consumer attributes are a significant consideration since various classes may have different 

meanings of luxury. Sharma, Pradhan and Srivastava (2021) focused on understanding the buying intentions 

of young consumers when it comes to luxury purchases through qualitative research.  

They found generational change and a great interest in luxury among the young consumers. This gives an idea 

that the purchase intention might be relative to the consumer identity and generation; that is, the conventional 

luxurious motivators may not always be relevant to all consumers. Simge (2020) also exemplifies it by 

analysing low- and middle-income Generation Z consumers in Turkey through in-depth interviews and 

structured observation of 37 participants aged between 17–21. The results classified the perception of luxury 

by Generation Z into concepts, products and services. This denotes that income does not necessarily eliminate 

the interest in luxury, and consumers may comprehend luxury in various ways based on their conditions. In 

the case of Rolex, this implies that consumer purchase intention must be incorporated with variations in age, 

income and personal perceptions. Symbolic motivations, social status and uniqueness. Another factor is social 

status. Philippe, Debenedetti and Chaney (2022) performed qualitative content analysis of 420 distinct 

advertisements of 36 brands of fine-watchmakers. The results indicated that luxury watch brands strategically 

utilised status, reputation and legitimacy communication using cues, with a mix of these cues depending on 



strategic intent and market embeddedness. It means that the social meaning which is carried by the brand, not 

just physical qualities of the watch, can impact the intention to purchase luxury watches.  

Moon and Seo (2025) interviewed 156 people in the UK who lived there and compared status consumption 

and the necessity of uniqueness as mutually exclusive elements of luxury-purchase intention. These findings 

revealed that the positive correlation between status consumption and purchase intention reduces with the 

growing need for uniqueness by the consumer. This observation is especially useful in relation to the current 

UK study since this shows that consumers might desire a Rolex to indicate status, yet at the same time it is 

important to note that consumers may desire the product to serve as a source of differentiation among others. 

Status definition may thus not be sufficient in explanation of purchase intention. Consumer experience and 

attitudes. Attitudes to luxury brands can also be impacted by consumer experience. The authors of the April 

2020 study by Jhamb, Aggarwal, Mittal and Paul (2020) gathered questionnaire data among 200 young 

shoppers in Chandigarh and its urban areas in India and used structural equation modelling. The research 

discovered that sensory, intellectual, behavioural and affective experiences play important roles towards 

consumer attitudes towards luxury brands. This means that the attitudes at purchase can be built based on the 

overall experience that the consumers can relate to luxury and not due to the product performance on its own. 

In the case of Rolex, brand-related experiences, product presentation and ownership might thus lead to 

positive purchase intentions.  

Cultural and economic factors, the condition of the economy may influence luxury purchases. Davari, Iyer, 

Guzmán and Veloutsou (2022) tested the intention to purchase personal luxury in a recessionary setting. Their 

research shows that luxury purchase behaviour must be viewed in varying economic circumstances as opposed 

to thinking that consumers will respond equally in times of financial stress. It applies to Rolex since such a 

luxurious buy can demand that consumers maintain desired prestige and advantages against their economic 

conditions. Attitudes towards luxury and purchase intention are also affected by cultural values. Wong and 

Park (2022) have made a comparison between Korean and Dutch millennials and analysed investment, 

functional, individual and social values affecting luxury goods. The paper has taken into consideration the 

effects of these perceived values on attitudes and purchase intention and revealed the fact that consumption 

of luxury may vary among people. Therefore, the results of other national markets should not be considered 

as reflective of UK customers.  

Alghanim and Ndubisi (2022) also studied the connection between sustainability, luxury consumption, 

perceptions of value and consumer income. The study is further enriched by their demonstration that the value 

judgments and economic peculiarities of consumers can be taken as one unit when studying the luxury 

consumption phenomenon. This can imply that consumers can consider the greater gains of owning a luxury, 

as opposed to decision-making based entirely on status. The issue of trust is especially pertinent when 

shopping for luxury goods via online platforms. Changchit, Loveland, Cutshall and Pham (2024) dwelled 

upon pre-owned luxury-brand watches on Facebook business, considering the factors of social-image 



satisfaction. The research illustrates the applicability of social interaction in purchasing digital watches. The 

reason why this matter is that online environments are capable of affecting the way consumers access 

information, the way they appraise products and their perceptions prior to making a purchase. The broader 

luxury sector is also in a conflict of accessibility and exclusivity as regards the digital environment. Park, Im 

and Kim (2020) carried out three studies, which researched brand-consumer engagement and value 

perceptions in social-media marketing.  

The results indicated that the perceived social, uniqueness value and quality value might be decreased by high 

brand-consumer engagement due to decreased psychological distance linked to luxury brands. This is 

significant to Rolex since there can be a limit to which expanding communication with consumers could 

reinforce purchase intention; too much familiarity could undermine some of the value perceptions, which 

distinguish luxury brands. Changing consumer demands and changing technology. Another aspect that affects 

the environment of luxury watches is technological development. Blazquez, Alexander and Fung (2020) 

explored the views of millennials towards luxury wearable technology. The paper underlines the increased 

topicality of technological innovation among younger luxury clients, as well as the menace of wearable 

technology to conventional luxury goods.  

In the case of Rolex, it implies that the shift in consumer requirements could impact purchase intention, 

especially in the case where the younger generation feels the need to compare conventional watches with 

high-technological versions. Generally, the literature suggests that purchase intention of luxury watches is 

multidimensional. The consumer generation and income are intertwined with status, uniqueness, experience, 

cultural values, trust, digital engagement, and technological expectations. Notably, there is no indication that 

these factors act in isolation. On the contrary, they can vary in terms of their effect depending on the consumers 

and market environment. It offers a good foundation on which to analyse the interaction of these broader 

drivers and the particular functions of the perceived quality, brand image and perceived value in creating 

purchase intention towards Rolex luxury watches in the UK. 

2.2.2 Impact of perceived quality, brand image and value on consumer purchase intention toward Rolex luxury 

watches 

Close to the judgment of luxury products among consumers are perceived quality, brand image and perceived 

value. The perceived quality in the Rolex setting can be based on craftsmanship and reliability, brand image 

can be based on prestige and heritage, and the perceived value may contain functional benefits, emotional 

benefits of the product and symbolic benefits. The literature has suggested that the dimensions may co-

determine the way in which consumers would rate luxury products and whether the favourable ratings can 

translate into purchase intention. Brand equity and trust offer a significant linkage between brand perceptions 

and purchase intention. With quantitative survey evidence, Husain, Ahmad and Khan (2022) investigated the 

relationship between brand equity, status consumption and brand trust and luxury-brand purchase intention. 

Their results show that such factors apply to the purchase intention of luxury brands. This implies that a 



positive brand image is not adequate since the consumer requires assurances of the brand, and could factor in 

the prestige involved in ownership. In the case of Rolex, brand equity and trust can consequently add to 

purchase intention.  

Another explanation is given by the relationship between perceived value and consumer identity. The study 

by Xi, Yang, Jiao, Wang and Lu (2022) explored the effect of consumer perceived value on brand identity in 

the luxury market. The results endorse the perspective that perceptions of value play a role in the way 

consumers associate with luxury brands. It applies to Rolex since people might feel the value is not merely 

based on functional performance but on the identity and meaning of ownership. The issue of psychological 

traits should also be taken into account. Yue and Cui (2025) investigated psychological entitlement, mindset 

and consumption of luxury products or experiences. They conclude that the consumer approach to luxury 

consumption is affected by psychological attributes. As such, the purchase intention can vary when comparing 

consumers who perceive the ownership of Rolex as a symbol of accomplishment and consumers whose 

primary aim is to gain functional or investment-based advantages.  

Gil-Cordero, Ledesma-Chaves, Yoo and Han (2023) employed the mixed-method approach as a way to 

examine the factors that affect the intention to purchase in the context of luxury tourism and luxury goods. 

Their results suggest that the luxury consumption choice is an interdependence of multiple factors instead of 

an individual product attribute. This recommends taking into consideration perceived quality and brand-

related and experiential value. Brand heritage is of significance to Rolex. Zhou, Xiao, Yoon and Zhu (2026) 

investigated colour saturation, brand heritage and perceived status. Their results reveal that visual brand 

features can interact with heritage perceptions to influence perceived status. Brand image, therefore, is created 

as a result of various cues as opposed to the product name itself. The rich history of Rolex can thus reinforce 

symbolic meaning and perceived status. Brand value and brand reputation are directly applicable to Rolex. 

Koektener, Gumus and Sahar (2020) applied a comparative case study and content analysis of Rolex and 

Apple. They analysed brand reputation, brand value and trademark registration in the realm of globalisation. 

The paper underscores the need to consider reputation and brand worthiness as key aspects of differentiating 

businesses and shaping consumer preferences. 

 In the case of Rolex, having a good reputation can thus contribute towards perceived brand value and enhance 

related purchase consideration. Online communication is also capable of affecting brand image. Landrealle 

and Catenazzo (2021) reviewed the concept of digital marketing in the Swiss luxury-watch market and the 

impact that digital messages may have to preserve the reputation of purity and high quality that the industry 

has built. Their study sheds light on the increasing significance of online platforms and the conventional 

prestige of Swiss luxury watches. In the case of Rolex, well-managed digital communication will thus enhance 

the quality and brand image without eliminating exclusivity. Köstlmeier and Röder (2025a) focused on the 

international luxury watch and asset pricing market, and emphasised the financial attributes of luxury watches 

and their possible applicability as alternative assets, implying that the perceived value might not only be 



functional and symbolic benefits but also more long-term financial ones. Perceived value may also encompass 

considerations relating to investments. 

The research on the returns of luxury watches by Koestlmeier and Roder (2025b) revealed the benefit of 

diversification upon the inclusion of watches in portfolios with stocks, bonds and gold, with Rolex, Patek 

Philippe and Audemars Piguet watches showing higher returns than most other brands. It was also concluded 

that they had fairly low volatility and weakness with traditional asset classes. Although this research is about 

financial value instead of consumer purchase intention, the fact that it suggested that consumers might hold 

the luxury watch for longer-term economic and functional benefits, another aspect that can influence overall 

quality is a change in technology. Arya (2020) merged the quantitative and qualitative study of smartwatches 

and Swiss luxury watches, focusing on the marketing, financial, consumer-behaviour and technological 

situations.  

The researchers cited the fast growth of smartwatches as a threat to the traditional Swiss watch. In the case of 

Rolex, this means that the quality perceived is based more and more on the positioning of traditional 

craftsmanship against the shift into technological expectations.  

Quality, image and value relationship can then be perceived as complementary. Perceived quality gives 

assurance in the product; brand image gives meaning and distinction; and perceived value is an overall gain 

that the customers have been linked with when they own the product. A Rolex can then be prized as both a 

work of craftsmanship and an emotional reward at the same time as offering status, identity, and as an 

investment, as some consumers may perceive. Generally, the literature does not refute the suggestion that 

brand image and perceived value, as well as perceived quality, play a role in luxury purchase intention, but 

the contribution of these factors might not hold the same level among consumers. Confidence, identity, value 

perception, status, strengthened by heritage, and digital communication and brand image add yet another layer 

to value, which can be strengthened by investment in technology.  

2.2.3 Strategies adopted to strengthen consumer purchase intention in the UK luxury watch market 

Some strategies to consumer engagement highlighted in the literature as employed by Rolex and the luxury-

watch brand include heritage, exclusivity, digital, social media, omnichannel interactions, trust, authenticity, 

celebrity and consumer identity association. These tactics illustrate the way luxury-watch companies have 

reacted to evolving customer demands without abandoning the luxury features. 

Heritage, brand image and consumer value 

Zhang and Muller (2022) have focused on stating the luxury-brand approach in the context of the Swiss watch 

industry, mainly based on case evidence, as well as interviews with executives and consumer research. Their 

results emphasised the need to balance tradition and modernity, a definite brand code, brand value, as well as 

combined long-term marketing efforts. This illustrates the ever-relevant role of heritage in the brand 

positioning of luxury watches. Dhanuka (2023) analysed the brand image and perception of luxury products, 

and emphasised the role of constant brand image. It signifies that brand image constitutes a significant 



component of luxurious consumer consideration. Batalha (2024) has researched individual values of luxury 

and intention to purchase, whereby the consumers are found to attribute various types of personal value to 

consumption of luxuries. Zhao, Peng and Yu (2023) carried out a review of the literature in Scopus and Web 

of Science and analysed 52 eligible studies. Their results revealed a multidimensional interaction of 

sustainability and luxury purchase intention where sustainability and traditional values of luxury like 

exclusiveness and prestige emerged. 

Online, social-media interaction 

In their study, Landrealle and Catenazzo (2021) employed an online questionnaire and qualitative interviews 

with owners of luxury watches to analyse digital marketing within the Swiss luxury watch sector. Their results 

showed the need for more digital content, and the official site was found to be a good channel for additional 

development of social media. Pramono and Aprilianty (2020) studied the luxury-watch Instagram content 

using content analysis and PLS-SEM. Their results found a positive interaction between social-media 

marketing and customer relationships and purchase intention. The qualitative and quantitative analysis of 

smartwatches and Swiss luxury watches by Arya (2020) revealed technology development as an urgent 

challenge facing the classic Swiss luxury-watch brands. Bilal et al. (2024) researched the levels of consumer 

interaction, affective attachment and intention to buy in the context of AI-assisted retail and showed that the 

role of technology-based customer experience is growing more and more relevant. Chetioui et al. (2020) 

analysed influencer characteristics and consumer purchase intention, whereas Gomes, Marques and Dias 

(2022) studied influencer characteristics and purchase intentions towards fashion product purchases. 

Collectively, the studies illustrate how digital influence and consumer engagement are increasingly playing 

an important role in luxury and fashion communication. 

Multimedia and online shopping experiences 

Bertrand and Glebova (2024) reviewed the topic of digital transformation and customer experience in the 

hard-luxury sector and found that there was growing interest in the omnichannel approach. This shows the 

convergence of online and offline customer experience through modern luxury retail. Zhang et al. (2023) 

explored livestreaming in stores and intention to purchase offline and showed the concept of how the digital 

content relates to the later physical-purchase behaviour. In a survey of 307 webcast users, Song, Liu and Shi 

(2022) explored visibility, interactivity and authenticity in the context of the SOR framework. Their results 

related all these features to perceived value, trust and purchase intention. Zhou and Tong (2022) have mainly 

focus on stating about the overall intention for purchase in terms of livestreaming and also, analysed about 

emotion as a mediator.  

Credibility, genuineness and secondary-market activity 

A review of empirical studies concerning social commerce by Lăzăroiu et al. (2020) has determined that 

online trust and perceived risk are significant in purchase intention. Bhattacharya et al. (2023) explored the 

country of origin of e-retail, privacy, trust and purchase intention, and observed that privacy practices lead to 



consumer trust. Zhang and Zhang (2022) explored the uncertainty of products and realised that perceived 

value is one of the mediating variables in purchase intention. 

Bai et al. (2026) observed how the identity of luxury brands is affected by second-hand luxury dealers and 

emphasised the correlation between official and unofficial retail stores. Steele (2026) also conceptualised 

luxury watches as an eminent asset market and talked about authentication, provenance and transactions. The 

study by Koestlmeier and Roeder (2025a) examined 27289 watch-months from 2010 to 2022, which revealed 

investment attributes in luxury watches. 

Consumer identity and celebrity communication 

Jimenez and Arbaiza (2024) investigated the place of celebrities where Rolex and Casio were mentioned and 

found both benefits in terms of visibility and reputational risks. In a study by Chen et al. (2021), brand image, 

self-congruity and purchase intention were investigated, which showed the connection between brand 

meaning and consumer identity. The purchase intention was explored as a Theory of Planned Behaviour, with 

the focus on attitudes, social expectation and perceived behavioural control by Zong et al. (2023). Generally, 

this evidence makes Rolex and the luxury-watch sector in general appear to be applying a mixture of heritage 

management, digital communication, social-media interaction, and omnichannel experiences, trust 

relationships, authenticity, association with celebrities, and identity-based brand communication.  
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Theory of Reasoned Action 

As per the views of Fishbein and Ajzen (1975), it has been found that behaviour in terms of subjective norms 

indicates behavioural purposes. Also, the fact that behaviour could be positive or might be negative in terms 

of performing a behaviour by an individual. The theory fits the current study since potential consumers who 

consider a Rolex might do two things: they can judge the purchase by the consumer himself and by the 

judgments of others around him or her. Luxury consumption is especially relevant in terms of the framework 

as the purchase decisions may include both personal and social factors. A positive assessment of Rolex can 

arise out of its perceived features and brand name, and social expectations can shape the desirability of 

possessing the item. TRA thus offers a background on the development of the evaluations done by consumers 

into purchase intention. 

Theory of Planned Behaviour 

Ajzen (1991) Theory of Planned Behaviour is an expansion of TRA that incorporates perceived control of 

behaviour. This is the rate at which consumers believe that they have the capacity and the resources to execute 

a certain behaviour. With reference to Rolex, this aspect is significant as consumers might share a favourable 

attitude towards the brand, and, in the case of social approval, the purchase intention might be limited by 

financial or purchasing accessibility. Zong, Liu and Gao (2023) utilised TPB to investigate consumer purchase 

intention and took into consideration attitudes, subjective norms and perceived behavioural control in the 

purchasing process. Their research validates the utility of TPB to describe interactions of personal evaluation 

and the social influence and perceived ability in jointly influencing purchase intention.  

Customer-Based Brand Equity 

The Customer-Based Brand Equity (1993) model by Keller is a brand-centred explanation of consumer 

reactions. This model suggests that knowledge and associations of the consumer with a brand play a role in 

the evaluation attitude of a specific brand. This applies to Rolex as customers might be attached to the brand 

based on its heritage, prestige, quality and exclusivity. These sorts of associations can reinforce the overall 

assessment of the brand, and lead to purchase intention. The empirical literature is also relevant to the 

theoretical relevance of brand equity. Husain, Ahmad and Khan (2022) looked at brand equity, status 

consumption and brand trust in terms of luxury-brand buy intention and established that the factors are 

relevant to the purchase intention of consumers.  

Application to the present research 

The three theories do not offer similar reasons. TRA how consumer attitudes and subjective norms come into 

play; TPB how perceived capability to make the purchase comes in; and CBBE how brand associations have 

an impact on the consumer evaluation. They all form a theoretical foundation of the reasons why the purchase 

intention towards Rolex can develop in consumers. The theories also underpin the conceptual framework, but 

they do not posit that the different constructs are just the same theoretical mechanisms. The perceived quality 



can help to create favourable attitudes, brand image may reinforce brand associations, and perceived value 

can affect overall evaluation of the purchase by the consumer.  

 

 

 

  

2.4 Conceptual framework 

 

Figure 4: Conceptual framework 

 

The conceptual framework defines the key variables suggested to inform the consumer purchase intention for 

Rolex luxury watches in the UK. According to the literature, the perceived quality, brand image and perceived 

value will be placed as the explanatory variables, and consumer purchase intention will be the result. Studies 

on the topic of luxury consumption and luxury-watch characteristics and consumer value perceptions support 

the said relationship. The framework thus offers a starting point for integrating the product-based and 

consumer-based influences in the Rolex context. Wang et al. (2021) employed a poll of luxury consumers in 

China and the UK to study the values and intention to buy sustainable luxury brands. The research involved 

luxury watches as one of the product categories, and the research revealed the different value perceptions 

which affect their attitudes and purchase intentions. This justifies perceived value as a crucial element of the 



framework presented. Dinh, Muhlbacher and Torchia (2024) explored brands of luxury watches and analysed 

the family values and luxury properties perception. Their research yields evidence that insights on luxury 

characteristics would be applicable to luxury brand assessment by consumers.  

This helps to incorporate the perceived quality and luxury-related perceptions in the framework. Pourazad et 

al. (2024) rely on survey data from Australian consumers and PLS-SEM, making Rolex one of the target 

traditional luxury brands. The results indicated that hedonism made a difference in brand prestige and 

symbolism, whereas prestige and symbolism made a difference in brand love and purchase intention. This is 

direct support for the inclusion of brand-related perceptions in the framework. Wang, Sung and Phau (2024) 

gathered the data through an online panel with 287 affluent consumers and modelled it with structural 

equations. Natural rarity had a positive predictive role in functional, emotional and social perceived value, 

indicating that the luxurious features can determine the value consumers associate with products. In the study 

by Nazarani and Suparna (2021), researchers conducted a survey of 144 Zara customers in Denpasar with the 

help of purposive sampling and a five-point Likert scale survey. The result of multiple regression revealed 

that the luxury brand perception, brand image and product quality have a positive and significant effect on the 

purchase intention. This study has direct empirical evidence on the three-variable structure used in this 

research, though it is about Zara and not Rolex. 

 

2.5 Literature Gap 

The evidence reviewed reveals that there are some significant knowledge gaps as far as the luxury-watch 

purchase intention is concerned. To test how the factors influence the online luxury-watch purchase intention, 

Semenkin et al. (2023) conducted a questionnaire survey among 400 consumers and analysed the results 

through regression analysis. The results indicated that attitudes, social influences and the online shopping 

environment had significance, whereas perceived usefulness had insignificance. The study was, however, on 

online buying as opposed to the joint impact of perceived quality, brand image and perceived value among 

Rolex buyers in the UK. The other area of disparity is the broader aspect of investment in luxury watches. In 

his empirical study on alternative investment assets, Curto (2024) analysed art, diamonds, and fine watches. 

The results revealed that the luxury assets have the ability to bring about diversification benefits and that 

rarity, craftsmanship, and status are what make them interesting to invest in.  

The evidence that can be found pertaining to luxury consumption as a counterfeit can be found in the literature 

as well. Five studies were performed by Liu, Wakeman and Norton (2025) with various samples and fake 

luxury goods. They found that the egalitarian value of counterfeit luxury products due to perceived income 

inequality increased purchase motivation. In as much as this offers valuable evidence on other motivations to 

luxury consumption, it deals with fake and not genuine Rolex purchases, thus failing to determine how the 



perceived quality, brand image and perceived value come into play in intention to purchase genuine Rolex 

watches. Likewise, Kim et al. (2024) adopted snowball sampling and employed 257 Chinese consumers who 

had used counterfeit goods and employed hierarchical multiple regression to establish the relationships. The 

effect of positive word-of-mouth and the effect of moral judgement enhanced positive word-of-mouth buying 

of counterfeits and undermined the effect of saving face, respectively. Scientifically, a lack of research studies 

on true Rolex purchase intention has been conducted in the UK among consumers.  

2.6 Chapter summary  

This chapter surveyed the elements that affected consumers' intention to purchase Rolex luxury watches in 

the UK. The perceived quality, brand image, perceived value, consumer and social influences, and strategic 

approaches were studied. There was also a gap in the literature, as few studies specifically adopt a combined 

analysis of these factors among consumers of Rolex in the UK. The methodology and subsequent analysis are 

thus based on the theoretical framework and current evidence. 

  



Chapter 3: Research Methodology  

3.1 introduction 

The chapter explores the research approach used to examine how consumer choice to buy luxury watches in 

the UK (with a reference to Rolex) is affected. This study relies on purely secondary scholarly sources of 

knowledge, and the study does not entail the gathering of primary data on the consumers. A qualitative 

approach is selected with the help of a Structured Literature Review (SLR), that enable to use concise 

identification, valuation, and combination of existing academic data. The research aim, objectives, and 

research questions that address the factors influencing consumer purchase intention, the role of perceived 

quality, brand image, and perceived value and strategies that can enhance purchase intention are in line with 

methodological choices in the research.  

3.2 Research philosophy 

The philosophy of the research is interpretivist since the study aims to get an understanding and interpretation 

of what is available in terms of consumer perceptions and meanings in relation to luxury watches. 

Interpretivism is appropriate in research that involves the interpretation of human experiences, perceptions 

and socially constructed meanings. Within the framework of luxury consumption, the quality, prestige, 

exclusivity, brand image and value can accrue different meanings to consumers. It, therefore, follows that to 

comprehend purchase intention, it is necessary to dwell on how these concepts have been conceptualised in 

past studies (Saliya 2023). The interpretivism option is in line with the qualitative nature of the research. In 

lieu of viewing purchase intention as only a quantifiable end product result, the study looks into what previous 

scholars have thought made sense in the perceptions and factors related to consumer intentions to buy luxury 

watches. The literature then offers various insights which can be evaluated and understood using thematic 

analysis.  

The interpretivist stance also allows the availability of secondary literature since the researcher is citing the 

conclusions and arguments that have already been put forward by other researchers. This is not meant to argue 

that only one numerical relationship is applicable to all consumers. Rather, the study aims to determine 

patterns of recurrence, differences and meanings in the available evidence. It is especially applicable to the 

Rolex context, with the literature discussing broader aspects of luxury consumption and particular aspects of 

luxury-watch attributes (Oluka 2025). The philosophy thus advocates the article-wide approach by offering 

an appropriate ground on which to interpret qualitative secondary evidence and comprehend consumer-linked 

meaning behind purchasing luxury watches. 

 

3.3 Research type  

The given research type is the qualitative one since it attempts to interpret and synthesise the existing 

academic literature instead of statistically testing the relationships by using newly acquired numerical data. 

The research does not entail questionnaires, interviews, experiments or any other type of primary data 



collection. Rather, it analyses findings, arguments and conclusions made in literature available concerning the 

subject (Gamage 2025). Qualitative research is a proper approach as the theme of the research deals with 

consumer perceptions and meanings of luxury products. Individual purchase intention of luxury watches 

cannot be explained solely by using functional features since consumers can also regard prestige, exclusivity, 

quality, brand reputation, emotions, social meaning and perceived investment value. The literature available 

thus has various interpretations and findings which need to be compared and synthesised. The qualitative 

literature-based methodology can facilitate the examination of these varying views without quantifying them. 

Qualitative secondary research is used since the aim upon which the study is carried out is the acquisition of 

integrated knowledge instead of the formulation of further empirical results. The SLR offer a rather systematic 

and transparent approach to analysing and synthesising the existing academic evidence (Saliya 2023). 

Consequently, the qualitative secondary research offers a suitable conceptual framework on which to answer 

the research questions and draw evidence-based inferences on consumer purchase intention of Rolex in the 

UK. 

3.4 Research approach 

A deductive research approach is embraced due to the fact that the research starts with clear research 

objectives, research questions and topics of inquiry and then starts comparing the available literature to these 

clearly set areas. The study does not commence with gathering totally open-ended data and formulating a 

totally new conceptual pathway based on the evidence. Rather, literature is examined in the context of the 

particular aim of learning about consumer purchase intention and the factors discovered within the framework 

of the research. The deductive approach is consistent with the structure of the research (Makateng and Mokala 

2025). This is related to the research of the main determinants of consumer buying intention towards Rolex 

luxury watches in the UK. The second goal is narrowed down to the perceived quality, brand image and 

perceived value and their role in determining purchase intention. The third goal relates to the strategies which 

Rolex can implement to intensify consumer purchase intention.  

These goals help to give a good direction to search, select and interpret the secondary literature. The research 

questions also define pre-defined spheres that evidence is investigated on. The deductive approach is 

especially applicable to the thematic analysis since the chosen literature has been analysed concerning the 

three general areas. The former theme explores the issues depending on consumer purchase intention, the 

latter explores issues related to perceived quality, brand image and perceived value, and the third focuses on 

how to reinforce consumer purchase intention. The methodology thus gives a rational relationship between 

the research questions, the search of the literature, selection of the articles and the analysis thereafter (Hamzani 

et al. 2023). 

3.5 Research design 

The proposed study has a descriptive research design since it aims to critically investigate and provide 

evidence about what the current scholarly literature has shown about consumer intentions to buy luxury 



watches, specifically in the Rolex case study in the UK. The descriptive research fits a secondary literature 

study since the study aims at organising, comparing and synthesising the available evidence rather than 

manipulating variables or engaging in an experimental investigation. The design has enabled the research to 

define what factors were found in earlier research, how the perceived quality, brand image, and perceived 

value were/are talked about, and provide insight into what luxury markets have proposed or studied based on 

this. The study thus gives a systematic account and synthesis of the available evidence whilst still having a 

clear relationship with the research aims (Furidha 2023). A Structured Literature Review is also supported by 

the descriptive design since the evidence is collected based on a set of pre-defined criteria and then 

systematised based on the applicable research themes. The SLR as a methodological and transparent approach 

to investigating, evaluating and integrating scholarly evidence. Therefore, the descriptive design provides an 

appropriate complement to the SLR as it offers a clear format in which the features and the results of the 

chosen studies are presented. There is no primary empirical testing in the design. Any effort at finding 

statistical causality between variables with a new consumer sample is unattempted. Rather, the research 

outlines and critically summarises what the existing literature shows about purchase intention and the factors 

it relates to (Hall and Liebenberg 2024). This renders the design in line with the secondary nature of the 

dissertation. 

3.6 Research strategy  

The main research methodology that is adopted in this dissertation is Structured Literature Review (SLR). 

One of the benefits of an SLR is that it gives a methodical and open method to the process of determining, 

sampling, assessing and integrating the currently existing scholarly studies, which can be useful to a specific 

research issue. It fits this research since the study aims to combine the existing information instead of 

gathering primary data via interviews with consumers. The SLR has been proposed as the key research 

strategy and that it is systematic and transparent, and hence a key reason why it is selected. A systematic 

methodology would lessen the chances of having to randomly choose literature based on one's own ability 

since the search and selection exercises are informed by set parameters. It also enables the research process 

to be described simply, and it can be duplicated by another researcher (Sauer and Seuring 2023).  

The SLR has start with the identification of suitable academic databases and search terms. Governed records 

are then filtered by set inclusion and exclusion rules. After the screening process, the remaining studies are 

analysed, and their results are reviewed with the help of thematic analysis. Specifically, ten studies are chosen 

for the final thematic analysis in this study. SLR is well suited to the case given that the research problem in 

question is about concentrating evidence that is spread out into varying regions of luxury consumer behaviour. 

In the past, researchers have factored in such issues as the perceived quality, brand image, perceived value, 

prestige, exclusivity and other issues related to consumers (Cabrera and Cabrera 2023). These findings can be 

compared with each other through a systematic review as opposed to a disaggregated approach of every article 

being viewed as an individual agent. The plan is also in line with the scholarly aim of the dissertation. The 



study has focus on coming up with a logical comprehension of the determinants of consumer intention to buy 

Rolex luxury watches in the UK. The necessity to synthesise academic evidence since research paying 

particular attention to Rolex in the UK is not really abundant. As such, the SLR offers the general methodology 

explaining the linkage between the literature search and the location of the 10 studies and later thematic 

analysis as outlined in the dissertation. 

3.7 Data collection 

The study relies only on secondary data. Secondary data is data that has already been created and published 

by other researchers and can be analysed. In this research, the main data sources are academic journal articles, 

which were found using recognised academic databases. There is no direct research done with consumers, 

Rolex employees, managers or other participants. This means that primary research instruments such as 

questionnaires, interviews and focus groups are not required in the research. The research methodology has 

involved secondary sources retrieved via research databases and does not imply the recruitment of participants 

or using questionnaires or interviews (Cheong et al. 2023). The secondary literature dwells on the aspects 

which are directly related to the research purpose, such as consumer purchase intention, luxury watches, 

Rolex, perceived quality, brand image, perceived value, luxury branding and the UK luxury market. 

Secondary academic evidence would be appropriate since the goal of the research is not only to synthesise 

knowledge but also to determine common conclusions made by various researchers. 

3.8 Data analysis 

Thematic analysis has been used to analyse the data gathered from the 10 sampled secondary studies. This 

approach is suitable since the study has been trying to determine recurring themes, similarities and differences 

in the available academic literature on the topic, and not do a statistical analysis. The systematic organisation 

and synthesis of findings of various studies is made possible by thematic analysis based on the objectives of 

the research. The thematic analysis appropriate to detect repeated trends, contrasting results and categorising 

the evidence based on the research aims. Considering the 10 chosen studies, the analysis has start with a 

thorough reading of the main findings and evidence presented in the selected studies. The important 

observations have then been coded and classified based on likes and repetitive ideas (Ajayi 2023). Such codes 

have then been grouped together into three themes, namely factors affecting consumer purchase intention; 

perceived quality, perceived image and perceived value; and strategies to enhance consumer purchase 

intention. These themes are directly related to the research objectives. Lastly, the results of the 10 studies have 

be evaluated to determine areas of consensus, differences and counter evidence.  

3.9 Criteria for choosing secondary data  

A structured search strategy and pre-determined inclusion criteria and exclusion criteria were used to select 

the secondary literature. This was done by searching the ScienceDirect, SpringerLink, SAGE Journals and 

Google Scholar databases, using keywords covering the topics of consumer purchase intention, Rolex, luxury 

watches, perceived quality, brand image, perceived value, luxury branding, and the luxury market in the UK. 



Table 1: Search strategy  

Database Search Terms Publication 

Period 

Language 

ScienceDirect This mainly focused on consumer purchase intention, 

perceived quality, Rolex, luxury watches, and also brand 

image, and perceived value. 

2020–2026 English 

SpringerLink This includes consumer intention for purchase, and Rolex, 

luxury watches, also luxury branding. 

2020–2026 English 

SAGE 

Journals 

luxury consumption, and intention for purchase and also 

brand image are some search terms. 

2020–2026 English 

Google 

Scholar 

Rolex, brand image, luxury watches, consumer and UK 

luxury market purchase intention, also perceived quality, 

perceived value are key search terms.  

2020–2026 English 

 

Table 2: Inclusion and Exclusion criteria  

Criteria Inclusion Exclusion 

Period for 

publication  

2020 and 2026 before 2020 

Language English-language studies Non-English studies 

Publication 

type 

Peer-reviewed journal articles Books, conference papers, 

magazine papers and 

dissertations 

Subject 

relevance 

Studies related to luxury watches, luxury 

consumption or consumer purchase intention 

Studies unrelated to the research 

topic 

Research focus Studies addressing purchase intention, perceived 

quality, brand image, perceived value or related 

factors 

Studies that do not contribute to 

the research objectives 

Duplication Original studies Duplicate studies  

 

The screening process of inclusion and exclusion criteria was done to make sure that the chosen literature was 

relevant to the research topic and in line with the research scope (Gamage 2025). The selection procedure 

included scrutinising titles and abstracts and then conducting a full-text evaluation of studies that fulfilled the 

criteria of being potentially relevant. These were studies that lacked the required publication in the specified 



period, were written in a different language, and/or were not pertinent to the research. After screening, ten 

studies were picked to be included in the final secondary examination. 

Table 3: Screening and Final selection  

Screening Stage Description Number of 

Studies 

Identification Studies identified through the selected academic 

databases 

50 

Duplicate removal Duplicate records removed 5 

Title and abstract 

screening 

Records screened for relevance 45 

Records excluded Studies not relevant to the research topic 20 

Full-text assessment Full-text studies assessed against the selection criteria 25 

Full-text studies excluded Studies failing to meet the inclusion criteria 15 

Final studies included Studies meeting all criteria and selected for thematic 

analysis 

10 

  

  



3.10 PRISMA style study selection  

 

 

 

Figure 5: PRISMA style study selection 

The process of selection of the literature entailed identification, screening and eligibility screening, which 

finally included the selection by final inclusion. After screening the number of studies and eliminating 

duplications and the implementation of the previous inclusion and exclusion criteria, 10 studies were finalised 

for the final thematic analysis. The chosen articles present the secondary evidence that is followed to answer 

the three research objectives. 



3.11 Ethical considerations 

In present research study ethical consideration has been addressed through focus on secondary scholarly 

documents. The study does not require any questionnaires, interviews, observations, or direct contact with 

human subjects as done in primary research. Thus, there are no applications of issues related to informed 

consent, participant confidentiality and protection of personal information. Instead, the ethical considerations 

focus on the authenticity, accuracy and reliability of the secondary sources used in the Structured Literature 

Review (SLR) (Nii Laryeafio and Ogbewe 2023). To start with, the authenticity of the sources has been taken 

into account when the selection of the studies to analyse is going on. The study has been entailing the use of 

academic literature, which shall be accessed using established academic databases such as ScienceDirect, 

SpringerLink, SAGE Journals and Google Scholar. The chosen studies have been verified to ascertain whether 

they are actual academic publications and that information on them can be linked back to the original authors 

and even publication. The data presented in the study has the credibility of being supported by peer-reviewed 

journal articles as well. The required publications must be Relevant in the English language, during the chosen 

time frame, and in peer-reviewed journals.  

Second, the truth and fair representation of the results have been be ensured during the research process. 

Findings made by other researchers have been used in their original sense without any intentional change, 

overstatement or omission of information in support of the standpoint of this dissertation. In cases where a 

researcher has found other research findings or results that are conflicting, these differences has been included 

in the thematic analysis instead of selectively reporting research that gives preference to which conclusions 

are expected (Palikhe and Phuyal 2025). Third, when choosing studies, the reliability of the secondary 

evidence has been taken into account. This make sure that the remaining 10 studies that have been 

incorporated to undertake the thematic analysis are pertinent to the research objectives and as well as satisfy 

the laid down scholarly standards.  

A formatted selection process aids in creating consistency in the basis of the research evidence. There also be 

academic integrity that upheld during the dissertation. Also, all sources must be cited accordingly and that the 

findings of past authors must be conveniently enumerated without distorting their sense. Lastly, since the 

research rely on publicly accessible scholarly sources, and the researcher not gather or deal with personal or 

confidential data, there has been no storage and handling of any participant data. The study has then been 

based on the responsible application of the published evidence, whether the previous research has been 

represented correctly, and the requirements of referencing as per academic standards. These reflections 

validate the authenticity, openness and academic honesty of the study. 

3.12 Chapter summary 

This chapter summarises the methodology that was followed to examine the factors which affect consumer 

purchase intention of luxury watches in the UK, considering Rolex. The research follows a qualitative 

approach, deductive research approach, descriptive research design and interpretivist philosophy. Structured 



Literature Review (SLR) has been chosen as a method of the research since the study based solely on 

secondary academic sources. Accessible literature was searched using the predefined search terms and 

selection criteria on the search engines: ScienceDirect, SpringerLink, SAGE Journals and Google Scholar. 

After screening the articles, 10 articles were chosen for the final secondary analysis. Ethics was concerned 

with the genuineness, exactness and dependability of sources, as well as sufficient referencing and scholarly 

trustworthiness. The following chapter uses this methodology as the basis to present and discuss the findings. 

  



Chapter 4: Discussion and Findings  

4.1 Chapter Introduction  

This chapter outlines the findings and discussion of the Structured Literature Review that analyses the factors 

that affect purchase intention of consumers of luxury watches in the UK, with Rolex as the case study. The 

chapter summarises evidence from ten chosen secondary studies and structures the results based on the 

research needs. Special focus is paid to the factors that can determine luxury-watch purchase intention and 

the contributions of perceived quality, brand image and perceived value.  

4.2 Findings  

Table 4: Thematic table  

Keywords or short findings of 

article 

Author Codes generated Final theme 

UK luxury consumers; perceived 

luxury values; purchase 

intentions; consumer profiles; 

self-distinction; conformity. The 

study identifies differences 

between luxury consumer groups 

according to the values they 

attach to luxury consumption. 

Purchase intentions are 

associated with social and 

individual motivations, including 

the desire for distinction, hedonic 

consumption and conformity. 

The UK setting provides direct 

relevance to understanding 

luxury consumption in the 

context of the present study. 

Al-Issa, 

Kwiatek and 

Dens (2024) 

Perceived luxury value: 

consumers assess different 

benefits associated with luxury 

products. Hedonic value: 

pleasure and enjoyment support 

luxury purchasing. Consumer 

segmentation: luxury consumers 

demonstrate different 

motivations and purchasing 

profiles. 

Theme 1: 

Factors 

influencing 

consumer 

purchase 

intention 

Brand attachment; brand 

experience; self-image 

congruence; hedonic motivation; 

luxury brand purchase intention. 

The study indicates that 

consumers' relationships with 

Yuanita and 

Marsasi (2022) 

Brand attachment: emotional 

connection with a luxury brand. 

Brand and experiences of 

consumer tend to impact their 

action. In terms of Self-image 

similarity, customer is focused on 



luxury brands are influenced by 

their experiences with the brand 

and the extent to which the brand 

reflects their self-image. Hedonic 

motivation also contributes to 

stronger emotional connections 

with luxury brands and supports 

purchase intention. 

gaining attention toward a brand. 

Emotional connection: stronger 

consumer–brand relationships 

can support purchase intention. 

Perceived social value; luxury 

brands; social influence; 

consumer behaviour; symbolic 

consumption; brand perception. 

The findings emphasise the 

importance of social value in 

luxury consumption. Luxury 

products can provide consumers 

with symbolic benefits associated 

with prestige, recognition and 

social positioning. Consumer 

responses are therefore 

influenced not only by the 

product itself but also by the 

social meaning attached to the 

luxury brand. 

Reyes-

Menendez, 

Palos-Sanchez, 

Saura and 

Santos (2022) 

Social value: perceived benefits 

gained from social recognition. 

Social influence: other people 

and social environments can 

affect luxury consumption. 

Prestige: luxury brands provide 

status-related benefits. Symbolic 

consumption: products 

communicate identity and social 

position. Status perception: 

consumers evaluate luxury 

brands according to the status 

they represent. 

Bandwagon luxury; snob luxury; 

uniqueness; social comparison; 

psychological entitlement. The 

study demonstrates that luxury 

consumption can follow different 

motivational patterns. Some 

consumers seek uniqueness and 

differentiation, while others are 

influenced by social comparison 

and the desire to associate with a 

Das, Habib, 

Saha and 

Jebarajakirthy 

(2021) 

Need for uniqueness: desire to 

possess products that distinguish 

the consumer from others. Social 

comparison: consumers compare 

their consumption with relevant 

social groups. Status seeking: 

luxury products can 

communicate social position. 

Exclusivity: restricted or 

distinctive products can increase 



desirable consumer group. These 

differences indicate that 

exclusivity and status can 

influence luxury purchase-

related behaviour. 

their appeal. Psychological 

entitlement: individual 

perceptions of deserving 

premium products can influence 

luxury consumption. 

Perceived value; social value; 

individual value; luxury purchase 

intention; consumer value 

perceptions. The study identifies 

perceived value as an important 

determinant of luxury purchase 

intention. Consumers evaluate 

luxury products through different 

forms of value, including social 

and individual benefits. The 

findings indicate that purchase 

intention can increase when 

consumers perceive sufficient 

benefits from luxury 

consumption in relation to their 

personal and social needs. 

Canguende-

Valentim and 

Vale (2023) 

Perceived value: overall 

assessment of benefits received 

from luxury consumption. Social 

value: value associated with 

recognition and social approval. 

Individual value: personal 

benefits and satisfaction gained 

from ownership. Consumer 

benefits: functional and 

psychological advantages 

influence evaluations.  

Theme 2: 

Perceived 

quality, brand 

image and 

perceived value 

Functional value; experiential 

value; symbolic value; luxury 

value dimensions; self-concept; 

brand engagement. The study 

demonstrates that luxury value 

has several dimensions rather 

than being based only on product 

functionality. Functional, 

experiential and symbolic 

benefits contribute to consumers 

engagement with luxury brands 

and their self-concept. This 

indicates that luxury consumers 

Ostovan and 

Khalili Nasr 

(2022) 

Functional value: usefulness and 

performance of the luxury 

product. Experiential value: 

enjoyment and experience 

associated with consumption. 

Symbolic value: meanings 

associated with status and 

identity. Perceived quality: 

consumers evaluation of product 

excellence and performance. 

Hedonic value: pleasure obtained 

from luxury consumption. Self-

concept: relationship between 



consider both product-related 

qualities and emotional or 

symbolic benefits when 

evaluating luxury offerings. 

luxury ownership and consumer 

identity. 

Brand experience, brand 

resonance, brand trust, luxury 

consumption, consumer 

involvement, brand relationship. 

The analysis shows the 

importance of positive 

experiences and trust in luxury-

brand relationships. The 

resonance between consumers 

and luxury brands can be 

reinforced by brand experience, 

whereas trust is what promotes 

confidence in the brand. 

Consumer involvement and 

quality of relationships will 

consequently add to the positive 

perceptions and sustained 

activities to luxury brands. 

Husain, Paul 

and Koles 

(2022) 

Brand experience: a positive 

experience is beneficial in 

consumer appraisals. Brand trust: 

trust in the brand will be 

favourable in consumer 

relationships. Brand resonance: 

maintains strong psychological 

association that enhances brand 

interaction. Consumer 

participation: the higher the 

participation, the more people 

will be involved in the luxury 

brands. Brand relationship: the 

relationship is an ongoing 

relationship that affects the 

perceptions towards a luxury 

brand. Brand perception: the 

overall rating by consumers on 

the brand influences behaviour. 

The aspect of authenticity is 

especially notable since 

consumers anticipate luxury 

brands to retain a believable 

identity as they express their 

values when communicating. 

Favourable attitudes towards 

brands may then be used to 

facilitate purchase intention, 

which can be implicated in how 

the luxury brands use the 

Lee, Ko and Lee 

(2023) 

Brand authenticity: being 

legitimate and authentic luxury. 

Brand attitude: positive ratings 

may enable the consumer to 

bolster the consumer responses. 

Marketing responsibility: brand 

perceptions can be impacted by 

marketing practices. Consumer 

trust: believable messages can 

make one feel confident in the 

brand. Brand image: regular 

Theme 3: 

Strategies for 

strengthening 

consumer 

purchase 

intention 



marketing channel to 

communicate with the 

consumers. 

communication is another factor 

that produces positive brand 

associations.  

Aim to buy luxury fashion, 

quality of information, credibility 

of information, adoption of 

information, Ewom, perceived 

risk. The research determines the 

significance of information that 

luxury customers have at their 

disposal in their purchase 

intentions. The quality and 

credibility of the information can 

have a bearing on acceptability 

and usability by consumers, and 

electronic word-of-mouth can be 

a contributing factor to consumer 

ratings. Uncertainty also 

influences the receiver of 

information by perceived risk in 

view of luxury goods when 

consumers are making 

purchasing decisions. 

Singha, Patel 

and Parayitam 

(2025) 

Information quality: helpful and 

applicable information will help 

in consumer assessment. 

Credibility of the information: 

reliable information builds 

trustworthiness.  

eWOM: information generated 

by a consumer has an impact on 

purchase-related perceptions. 

Digital communication: 

information over the internet can 

influence luxury-brand reviews. 

Perceived risk: uncertainty may 

have an influence on purchase 

decisions. Adoption of 

information: Credible 

information is used by consumers 

in making purchase intentions. 

Luxury retailing; as perceived 

value, relationship quality, 

customer satisfaction, repurchase 

intention, relationship between 

consumer and brand. The 

research discovers that 

relationship quality and 

satisfaction, as well as perceived 

value, play a role in the consumer 

behaviour of luxury brands. The 

study is based on repurchase 

Sharma, 

Srivastava, 

Sharma, Singh 

and Nijjer 

(2024) 

Perceived value: the existence of 

perceptions of value promotes 

positive consumer reactions. 

Relationship quality: good 

relationships promote positive 

brand behaviour. Customer 

satisfaction: consumer reactions 

towards the luxury brand are 

reinforced by satisfaction. Brand 

relationship: constant 

communication promotes 



intention and not on initial 

purchase intention, but the study 

findings show that value and 

good consumer relations may 

help achieve positive intentions 

to behave based on attitudes 

towards luxury brands. 

consumer loyalty. Retention: 

positive experiences promote 

retention. Behaviour intention: 

positive judgments have the 

potential to influence future 

buying behaviour. 

 

4.3 Analysis  

Out of the ten studies chosen using thematic analysis, three themes were identified, which are interrelated. 

The themes mirror the study aims and show that the purchase intention of luxury watches is dependent on a 

mix of personal, social and consumer-based factors, quality perceptions, brand image and value, as well as 

the approach taken by luxury brands to ensure consumer interest is sustained.  

Theme 1: Factors Influencing Consumer Purchase Intention 

The initial theme illustrates that the purchase intent of luxury is affected by an amalgamation of individual 

drives, societal factors, consumer identity and emotional attachments. Al-Issa, Kwiatek and Dens (2024) 

present especially topical evidence as their work is dedicated to luxury consumers in the UK. According to 

their results, consumers vary in terms of the values they accord luxury consumption, as self-distinction, 

conformity, hedonic consumption and social value serve as part of the luxury-consumer profiles. This implies 

that there is no unified motivation that would explain purchase intention, as consumers are capable of buying 

luxury goods due to various personal and social motives. 

The factor of self-distinction is especially crucial in the case of luxury watches. Das et al. (2021) show that a 

need to be seen as different, conduct a social comparison, and achieve status and exclusivity can be used to 

motivate consumers. The difference between snob and bandwagon consumption connotes that consumers will 

not react unusually to the same luxurious product. One person can appreciate a product due to the distinction 

it gives him or her over others, and the other person might appreciate it due to the fact that ownership gives 

him or her a connection to a desirable social group.  

The significance of social factors is further proven by Reyes-Menendez et al. (2022). They find that luxury 

products have the potential to offer symbolic benefits with regard to prestige, recognition and social 

positioning. As a result, the analysis of consumers is not just based on the material product but the social 

meaning behind the luxury brand. This applies to Rolex since the status which is perceived to be attached to 

a luxury watch can be part of the motivation of the consumer when it comes to retaining that watch. 

Yuanita and Marsasi (2022) introduce an identity-based and emotional dimension. This brings them to the 

conclusion that the luxury-brand purchase intention can be brought about by brand attachment, brand 

experience, self-image congruence and hedonic motivation. Consumers might thus be more inclined to adopt 



a luxury brand whose identity aligns with their own desired self-image and when the brand can deliver a 

pleasant emotional response.  

Theme 2: Perceived Quality, Brand Image and Perceived Value 

The second theme indicates that consumers' perceptions of luxury products have a strong linkage with quality, 

perceptions of value and those related to the brand. Canguende-Valentim and Vale (2023) reveal perceived 

value as a valuable predictor of luxury purchase intention. Their results suggest that consumers use both social 

and personal gains in determining luxury products. It implies that the price of a luxury watch does not have 

to be solely constrained by financial or functional features; customers can also take into consideration the 

individual gratification and social gain of the possession. Ostovan and Khalili Nasr (2022) present additional 

evidence listing such dimensions of luxury value as functional, experiential and symbolic. The results of their 

research show that consumers take into consideration product qualities as well as emotional and symbolic 

benefits.  

Consumer experience and trust are also related to brand image. According to Husain, Paul and Koles (2022), 

brand experience, brand resonance and brand trust play a crucial part in luxury consumption. Positive 

experiences would reinforce the psychological connections that consumers have with a luxury brand, whereas 

trust provides confidence and relationships between consumers and brands. This applies especially to Rolex, 

as a good brand image should be backed by stable experiences and trust in the brand. The papers indicate that 

perceived quality, brand image and perceived value are not independent variables, but are linked by 

connections. Perceptions of value can be reinforced through high quality, and brand image can be enhanced 

through strong symbolic and emotional value that is linked to ownership. Equally, good experiences can 

reinforce confidence and loyalty towards the brand.  

Theme 3: Strategies for Strengthening Consumer Purchase Intention 

The third theme examines implications of strategies that can enhance consumer purchase intention. Lee, Ko 

and Lee (2023) put emphasis on the concept of brand authenticity and brand attitude. Their results show that 

customers require luxury brands to have a plausible identity as they express their beliefs. Positive brand 

perceptions can lead to purchase intent; this implies that marketing communication needs to enhance and not 

pressure the unique position of the luxury brand. In the case of Rolex, it means that authenticity needs to be 

preserved, and there should be continuity of the heritage and brand image with the marketing message. Singha, 

Patel and Parayitam (2025) reveal the significant role played by the quality and credibility of information in 

purchase decisions in the perception of luxury. Their results show that consumers evaluate the quality and 

believability of the information they have at their disposal, as well as that eWOM has the potential to induce 

perceptions that are likely to shape purchase decisions. Consumer response to information can also be 

positively or negatively influenced by perceived risk.  

This implies that Rolex would be able to enhance consumer confidence with trustworthy product 

communications, reliable online communications, and well-curated information that might be seen by 



consumers. According to Sharma et al. (2024), perceived value, relationship quality and satisfaction are valued 

aspects of luxury-brand consumer behaviour. Their study is concerned with repurchase intention and not 

initial purchase intention, but nonetheless, their results are applicable to how positive consumer relationships 

and value expressions can prompt positive behaviour. This is an indication that strategies cannot be limited to 

drawing consumers to forge positive, fulfilling relationships with consumers.  

4.4 Discussion  

Theme 1: Factors Influencing Consumer Purchase Intention 

The initial aim was to determine which factors are critical in consumer purchase intention of Rolex luxury 

watches in the United Kingdom. The results show that self-distinction, social influence, status, identity, 

hedonic motivation, conformity and emotional attachment are noteworthy aspects. The result of Al-Issa, 

Kwiatek and Dens (2024) is especially important as it gives evidence of luxury consumers in the UK. The 

fact that they defined the various consumer profiles based on their perceived luxurious values supports the 

argument presented by Sharma, Pradhan and Srivastava (2021), who discovered that younger luxury 

consumers might change the perceived luxury and consumer identity, and that generation can influence their 

purchase of luxuries. The two studies hence coincide on the significance of consumer differences, though they 

tackle the problem in different ways. Al-Issa et al. (2024) focus more on the differences in luxury-value 

profiles in comparison to Sharma et al. (2021), which concentrate more on generational changes. In the case 

of Rolex, this implies that no one purchase motive can be presumed to cut across all consumers in the UK. 

The results related to the distinction and position are also similar to the work of Philippe, Debenedetti and 

Chaney (2022). In their review of luxury-watch advertising, they discovered that it used strategic cues to 

convey status, reputation and legitimacy.  

These results can be directly related to the Theory of Reasoned Action (TRA) since both social influence and 

personal evaluations apply to behavioural intention creation. The information, which relates to status, 

conformity, social comparison and social recognition, has an implication that consumers might judge Rolex 

not merely on their preference but also in terms of how it is perceived by associated social groups. This 

justifies the use of TRA in the current study since the positive attitudes towards Rolex can be reinforced in 

situations where the consumers relate the ownership to prestige, identity or desirable social positioning. The 

results, however, also suggest that the subjective social influence is not unidirectional. There are those 

consumers who may want to conform, have a sense of belonging to good groups, and there are consumers 

who may want to stand out and be different. Thus, TRA is able to demonstrate the social and attitudinal aspects 

of Rolex purchase intention; however, the results indicate the direction of social influence is dependent upon 

a personal motivation of the consumer. 

The article by Das et al. (2021) also points out the elements of uniqueness, social comparison, status seeking 

and exclusivity as key elements of luxury consumption. This congruence between them would indicate 

agreement that the luxury-watch purchase intention relates somewhat to the social meaning of ownership of 



the watch. Nevertheless, it was also noted in the findings that status does not solely provide the purchase 

intention. Also, it has been suggested that there could be consumers who wish to be associated with a desirable 

group as well as those who want to be differentiated.  

This is in addition to Moon and Seo (2025), who discovered among UK consumers that the status 

consumption-purchase intent relationship diminishes as consumers grow more in need of uniqueness. 

Therefore, Rolex must retain familiar luxury as well as the apparent uniqueness. Brand attachment, brand 

experience, self-image congruence and hedonic motivation are added in the findings of Yuanita and Marsasi 

(2022). This is in favour of Jhamb et al. (2020), who discovered that sensorial, intellectual, behavioural and 

affective experiences have an influence on consumer attitudes towards luxury brands. The comparison 

suggests that purchase intention is formed not only based on the beliefs of consumers about the meaning a 

luxury watch has for them socially but also based on their personal experience and connections with the brand. 

This is important to Rolex as a high purchase intention can be generated when customers perceive the brand 

as a congruence in terms of the desired identity and have an emotional fulfilment in their ownership. The 

results thus lend a lot of weight to Objective 1. Nonetheless, the literature suggests that these factors are also 

influenced by broader conditions. Davari et al. (2022) demonstrate that luxury purchase behaviour is sensitive 

to economic pressure, and Wong and Park (2022) indicate variation in luxury values between national 

consumer groups. Hence, the findings of the studies conducted in other countries are not to be regarded as 

representative of UK consumers. This enhances the significance of Al-Issa et al. (2024) to the current research 

since it offers evidence specific to the UK. 

Implementation: Rolex might also add status-based, uniqueness-based, and identity-based segmented 

marketing and emotional attachment-segmented marketing, with cursory communication to a consumer who 

wants to be socially acknowledged and distinctive. These various motivations may be present in personalised 

digital content and small-scale experiences, keeping Rolex exclusive. The Al-Issa, Kwiatek and Dens (2024) 

and Moon and Seo (2025) studies validated the approach, finding various luxury-value profiles and 

differences between status consumption and uniqueness, respectively, in UK consumers. Practical 

implications of these findings could be to enhance the relevance of Rolex communication, increase consumer 

engagement and purchase intention. 

Theme 2: Perceived Quality, Brand Image and Perceived Value 

Canguende-Valentim and Vale (2023) discovered that perceived value, such as social and personal value, is 

associated with luxury purchase intention. This helps Wang et al. (2021) in their study of luxury consumers 

in both China and the UK, whose findings indicate that various value perceptions affect attitudes and 

purchasing intentions. The results then support the premise that a luxury watch is not evaluated solely by its 

financial cost by consumers. Rather, consumers might look at what they get out of ownership both personally 

and socially. The functional, experiential and symbolic dimensions of the value of luxury are further supported 

by Ostovan and Khalili Nasr (2022).  



Also, the core evidence is allied with the connection with TRA, as the fact that it focuses on value and quality 

could contribute to consumer favourable or unfavourable evaluation of Rolex, and while social value could 

influence the subjective norms in terms of ownership.   

This complements the study by Wang, Sung and Phau (2024), who found that natural rarity has a functional, 

emotional and social perceived value that can be positively affected by natural rarity. The perceived quality 

cannot thus be addressed in isolation from its perceived value since, to customers, the high quality can be 

delivered in the form of tangible performance and the larger value of being a customer in terms of benefits. 

This comparison matters to Rolex since the perceived value of a watch may encompass craftsmanship and 

performance along with emotional satisfaction, social recognition and rarity. Perceived quality, therefore, 

cannot be discussed outside the context of perceived value. The results of brand experience and trust by 

Husain, Paul and Koles (2022) also corroborate the current body of literature on brand-related perceptions. 

Husain, Ahmad and Khan (2022), discovered the connections between brand equity, status consumption and 

brand trust and luxury-brand purchase intention. Despite the dissimilarities between these studies, there exists 

a similarity in the conclusions that the uniformity of these studies finds credence in brand-related confidence 

and associations having a crucial impact on luxury purchase intentions.  

The current results build upon this by demonstrating that brand experience and brand resonance could 

streamline consumer affections to luxury brands. The literature review contends that the feeling of heritage, 

prestige, quality and exclusivity of consumers can make a difference in determining how consumers perceive 

Rolex altogether. This particular view is consistent with the findings of Husain et al. (2022) since positive 

brand experience, trust and resonance have the ability to strengthen brand associations of consumers. On the 

same note, the focus that Yuanita and Marsasi (2022) place on the congruence of self-image implies that brand 

image gets enhanced when consumers view that they would fit the brand.  

This can be compared to the reviewed literature on Gil-Cordero et al. (2023), which also presents an argument 

that luxury consumption is the product of a number of related factors that cannot be explained by a single 

product feature. Zhou et al. (2026) also indicate that the visual brand image perceptions can play off with 

heritage perceptions to impact a perceived status. In the case of Rolex, that translates into the fact that 

craftsmanship can help build perception of quality, heritage can reinforce a brand image, and exclusivity can 

add to both symbolic and social value. Nonetheless, the literature imparts a new concept of perceived value 

as well in the financial aspect of luxury watches. Also, TPB indicates that explaining this as a fact that positive 

evaluation of quality, value, as well as image is not required for guaranteed purchase intention.  

According to Koestlmeier and Röder (2025a; 2025b), such features of investment and diversification are 

inherent to luxury watches, such as Rolex. Moreover, the given difference matters to the UK Rolex context 

since the same watch can be considered by consumers based on various types of value. One consumer might 

focus on craftsmanship and reliability, another consumer might value prestige, identity or the long-term 

financial value more.  



Implementation: Rolex might launch a verified online ownership system that offers details of the 

craftsmanship, service, authenticity and product provenance. This has the capacity to bolster perceived 

quality, brand trust and long-term value and reinforce the various reasons consumers attribute to ownership. 

Wang, Sung and Phau (2024) associate rarity with functional, emotional, and social perceived value, and 

Husain, Paul and Koles (2022) emphasise brand experience, trust and resonance. Using these results may 

reinforce the perceived quality, brand image and perceived value of Rolex, as well as develop further 

justifications as to why consumers might buy a Rolex watch and hold onto it. 

Theme 3: Strategies for Strengthening Consumer Purchase Intention 

The results determine authenticity, credible information, digital communication, eWOM, relationship quality, 

satisfaction, and value creation as the critical strategic areas. Lee, Ko and Lee (2023) emphasise authenticity 

and brand attitude. Zhang and Muller (2022), who state that Swiss luxury-watch brands should strike the right 

balance between tradition and modernity and ensure they have clear brand codes and brand value in the long 

term. The results thus show that Rolex must not try to modernise at the cost of its personality.  

In the context of the CBBE perspective, a consistent positive experience within physical as well as digital 

touchpoints can strengthen brand alignment and connection with consumers, and from the TRA perspective, 

such an experience can contribute to a favourable attitude toward the brand, while social media interaction 

can influence subjective norms. Authenticity is a strategic consideration in the sense that more promotional 

activity may undermine the attributes that make the brand special. This issue also aligns with Park, Im and 

Kim (2020), whose results implied that overstimulation between brand and consumers may decrease the 

perceived social, uniqueness, and quality value through diminished psychological distance between the luxury 

brand. Consequently, the observation that digital communication has the possibility of enhancing purchase 

intention cannot be construed as the promotion of free communication. Rolex must focus on a reasonable 

level of distance and exclusivity and at the same time, be accessible enough to deliver credible information to 

the consumers. Singha, Patel and Parayitam (2025) present data related to information quality, credibility, 

eWOM and perceived risk. The remaining findings are very aligned with those of Landrealle and Catenazzo 

(2021), who noted the growing significance of digital communication in Swiss luxury watches, as well as the 

emphasis on maintaining the image of the sector: purity and quality. They also supplement Lazaroiu et al. 

(2020), who found that online trust and perceived risk were important factors influencing social-commerce 

purchasing intention. 

 Therefore, the findings suggest a more plausible, as opposed to overly digital, communication strategy. The 

results obtained by Sharma et al. (2024) about the perceived value, the relationship quality and the satisfaction 

also find links with the literature available on customer engagement. Pramono and Aprilianty (2020) found 

positive relationships between luxury-watch social-media marketing, customer relationships and purchase 

intention. In line with that, Bertrand and Glebova (2024) found rising interest in omnichannel customer 

experience in the hard-luxury industry. The data then indicate that Rolex needs to look at the entire consumer 



relationship and not distinguish between the digital and physical retail and brand experience as distinct 

activities. A major limitation in interpreting Sharma et al. (2024) exists, nevertheless, it focuses on repurchase 

intention, contrasting with the current study that investigates purchase intention.  

Implementation: Rolex might implement a managed omnichannel appointment tool that integrates 

customised online consultation with boutique appointments and post-sales dialogue. This would enhance the 

continuity of the digital and the physical experiences without diminishing exclusivity. Authenticated 

information on the products and on customer support may also serve to reinforce trust and perceptions of risk 

in the buying experience. The main trends, according to Bertrand and Glebova (2024), are the increasing 

relevance of omnichannel experiences in hard luxury, and Singha, Patel and Parayitam (2025) refer to 

information quality, credibility and eWOM. The implementation of these practices may reinforce customer 

relationships, purchase intention and generate additional selling opportunities. 

4.5 Chapter Conclusion 

This chapter has indicated that the level of consumer purchase intention in the UK with respect to Rolex 

luxury watches is being affected by interrelated personal, social and brand-related variables. The results 

established social influence, uniqueness, identity, emotional attachment, perceived quality, brand image and 

perceived value among key factors. The analysis also showed that authenticity, credible communication, a 

good relationship with consumers and further value creation can be used to maintain purchase intention.  

 

  



Chapter 5: Conclusion 

5.1 Conclusion 

This dissertation has analysed the variables that determine consumer buying intention towards luxury watches 

in the UK, and Rolex has been used as a case study. The study used a qualitative Structured Literature Review 

(SLR) using secondary academic literature; ten studies were chosen to undergo thematic analysis. The results 

reveal that the purchase intention of luxury watches is multidimensional and cannot be attributed solely to the 

functional features of the products. Individual motivations, social forces, consumer identity, emotional 

attachment, perceived quality, brand image and perceived value are all factors that influence consumers' 

judgments about luxury watches.  

The results especially point to the fact that people can buy Rolex due to status, uniqueness, social recognition, 

self-differentiation, hedonic motivation and emotional attachment. These motivations are, however, not the 

same in all consumers. There is a possibility that some consumers try to find social recognition and 

conformity, and some consumers may appreciate uniqueness and differentiation. The UK luxury consumer 

will prove valuable to use since it indicates that luxury-value profiles differ and Rolex must not presume that 

a single motivation will be applicable in the UK market as a whole.  

Perceived quality, brand image, and perceived value were also reported to be directly related to purchase 

intention. Perceived quality offers a guarantee of quality workmanship and reliability, and brand image offers 

status, tradition, trust and brand equity. The perceived value is not limited to the financial or functional 

benefits, but it comprises the emotional and even experiential benefits, social and possibly long-term 

investment value. These dimensions thus do not act separately, but act together.  

Throughout, the study suggests that Rolex can enhance consumer intention to purchase in the UK, stressing 

the need to continue to provide the same quality, prestige, authenticity and exclusiveness, coupled with caution 

in reacting to evolving consumer demands and digital transformation. The data is not in favour of substituting 

conventional luxury attributes with over-digitalising it.  

 

5.2 Recommendations 

Recommendation 1: Strengthen heritage, authenticity and perceived quality 

Rolex needs to keep insisting on its heritage, craft, reliability and authenticity. All these features are at the 

heart of the association with luxury, and these properties may assist in distinguishing Rolex among others. Its 

history, manufacturing skills and internal craftsmanship of its products should flow through the company 

webpage, vicinity and uniquely chosen marketing mediums. Communication should act as a narration and 

values demonstration of what is behind the product instead of promoting a lot (Wang, Sung and Phau 2024). 

This would fortify the knowledge consumers have about why Rolex is a luxurious product and still retain the 

exclusivity of the brand. 

Recommendation 2: Develop a controlled omnichannel experience 



Rolex ought to further combine its physical, as well as its online, customer experiences. Consumers are doing 

more of their research online on luxury products and shop at physical stores less often. Rolex can thus offer 

exquisite online details of products and quality digital experiences and entice customers to experience the 

brand via approved boutiques. As a case in point, customers may find out more about watches online, study 

their features, and subsequently get customised advice in a boutique. Nevertheless, there should be limited 

control of digital accessibility. Rolex must not over-communicate and focus on the brand to avoid being 

perceived as too accessible and possibly undermining its exclusivity. 

Recommendation 3: Improve trust and credibility in digital communication 

Rolex needs to ensure that it presents transparent, credible, as well as trustworthy information to consumers 

on its digital platforms. This is especially the case when purchasing a high-value luxury product, where the 

consumer might have doubts over the authenticity of the product, product information and purchasing risk. 

The company must be careful to ensure that product information is correct and professionally displayed. 

Information on authenticity, provenance, craftsmanship and approved venues of purchase might enhance 

consumer confidence. It would be highly useful to consumers who research Rolex prior to making a purchase 

(Nazarani and Suparna 2021). 

Recommendation 4: Segment communication according to consumer motivations 

The study has shown that there are no similar motivations among luxury consumers. There are consumers 

who will buy Rolex due to status and prestige, and others who might have interest in individuality, 

craftsmanship, exclusivity or emotional gratification. Some of the consumer motivations that Rolex should 

take into consideration when coming up with the communication strategies include the following. The brand 

needs to have consistency in the overall identity but should prioritise various elements of the brand for various 

consumer groups.  

Recommendation 5: Strengthen long-term customer relationships 

Rolex needs to concentrate on building effective and significant relationships with consumers along the 

customer journey. This entails the buying process, after-sales services, product management and subsequent 

customer interaction. Consumer satisfaction and emotional attachment can be enhanced with personalised 

shop experiences and quality attention to customers. The development of these relationships may augment 

the perceived value among consumers and positive associations of the brand (Sharma, Pradhan and Srivastava 

2021).  

5.3 Summary of research contribution and its alignment with research objectives 

The initial research objective was to evaluate the most important variables that affect the consumer buying 

intention of Rolex luxury watches in the UK. This goal was accomplished by determining individual, social 

and emotional elements related to the consumption of luxury. The study determined that status, uniqueness, 

social influence, identity, hedonic motivation, conformity and emotional attachment can determine purchase 



intention. Notably, consumers may possess a variety of motivations, i.e., purchase intention cannot be 

explained by only one factor. 

The second objective was to measure how the perceived quality, brand image, and perceived value influence 

consumer purchase intention. The study found that the three variables have a close relationship with the 

consumer consideration of luxury watches. Perceived quality offers a conviction in artisanship and work, 

brand image offers prestige, heritage and symbolic meanings, and perceived value is the aggregate of the 

functional, emotional, experiential and social advantages. 

The third objective was to prescribe measures which Rolex should consider to enhance consumer purchase 

intention in the UK luxury-watch market. Upon the findings, recommendations were formulated based on 

heritage, authenticity, quality, omnichannel experiences, plausible digital communication, consumer targeting 

and relations management. 

5.4 Limitations and future directions 

The study has a number of limitations. First, it was solely based on secondary academic research and did not 

gather primary data directly from UK consumers. Consequently, the results are perceived to reflect the 

assessment and synthesis of current evidence as opposed to measurement of the current consumer purchase 

intentions towards Rolex. 

Second, the literature available was not restricted to those studies that were carried out in other countries and 

which were based on other luxury products. Despite the fact that these studies offer a valuable input pertaining 

to luxury consumption, it cannot always be assumed that their findings are an accurate perspective of 

consumers of Rolex in the UK. The luxury purchase behaviour might be affected by differences in culture, 

economic conditions, consumer nature and market conditions. 

Third, the study paid speculative attention to the perceived quality, brand image, and perceived value. The 

literature has also factored in other aspects, including income, generational differences, technological 

expectations, economic conditions and digital trust, which, however, were not processed in the literature as 

the major research variables. 

The following study ought to gather first-hand information on the consumers in the UK luxury watch industry. 

The perceived importance of perceived quality, brand image, perceived value and other variables in 

purchasing intention could be investigated by using a quantitative survey. Through interviews, there might 

also be more information on the emotional, social and psychological motivations of the consumers. 

Future research might also be used to make comparisons of Rolex against other luxury-watch brands to 

establish any commonalities and differences in consumer buying intentions. A study might be conducted on 

various age groups, income groups, and consumer groups to check whether there is a difference in motivations 

to buy luxury watches between the groups.  



5.5 Personal reflection and development  

This research project enhanced my knowledge of luxury consumer behaviour and the aspects that determine 

purchase intention. My preliminary view of luxury-watch purchasing was primarily based on the quality of 

the product, the cost and the brand name. Nevertheless, the research process showed that luxury consumption 

is significantly more intricate and may comprise identity, status, uniqueness, social influence, emotional 

attachments and personal satisfaction. 

The search, selection and evaluation of academic information was also enhanced during the literature review 

process. I also understood that I should evaluate the fact that it does not necessarily mean that the studies in 

one country can be directly applied to the investigation in the luxury-watch market in the UK, considering 

that studies in one country may not be applicable to another country or product category. 

The thematic analysis assisted me in nurturing my capacity to discover particular patterns in various scholarly 

works. I could cluster the results into general themes within purchase intention, perceived quality, brand 

image, perceived value and ways of enhancing consumer purchase intention, rather than researching each 

study on its own. 

This study also enhanced my critical thinking. I realised better how to distinguish evidence that directly 

answers a research question and evidence that only gives indirect or supportive information. This was 

especially crucial when it involved works where the emphasis was on luxury products as a whole or in terms 

of repurchase intention as opposed to initial purchase intention. 
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