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Introduction 
 

The luxury watch industry, known for its craftsmanship and prestige, is experiencing 

a shift due to technological advancements and changing consumer preferences. 

Established in 1905, Rolex holds a 29% share of the $50 billion luxury market, 

symbolising precision and exclusivity. With global smartwatch sales anticipated to 

reach $30 billion in 2024 and luxury segment growth at 8%, traditional brands are 

pressured to innovate. With 1.2 million high-net-worth individuals and a taste for 

understated luxury, the UK is a prime market for a new product. This report proposes 

the Rolex Smart Watch, a luxury smartwatch that merges innovative technology with 

Rolex’s heritage. It follows Ansoff’s product development strategy for a UK launch 

with global potential, addressing company overview, brand concept, market 

opportunities, UK financial factors, STP analysis, customer persona, marketing mix 

(7 Ps), competitor landscape, risk assessment, and its potential to redefine luxury. 

 

Company Overview 
Rolex SA, headquartered in Geneva, Switzerland, is a privately owned Swiss 

watchmaker synonymous with luxury and technical mastery. Founded in London by 

Hans Wilsdorf and Alfred Davis before relocating to Geneva in 1920, Rolex operates 

in over 100 countries, producing approximately 2,000 watches daily (Kotler and 

Keller, 2016). It manages 10 flagship boutiques in the UK, contributing 15% of 

European revenue, with London driving 40% of national luxury sales. Globally, Rolex 

holds strong positions in China (25% of Asian sales) and the USA (30% of North 

American sales), leveraging its 50+ boutiques worldwide (Euromonitor International, 

2024). Its portfolio, including iconic models like Oyster Perpetual, Submariner, 

Datejust, and the secondary brand Tudor, reflects a commitment to craftsmanship 

and innovation. 

 

Rolex’s marketing strategy centres on exclusivity, premium pricing, and selective 

distribution through authorised dealers, reinforced by sponsorships of high-profile 

events such as Wimbledon (UK), the US Open (USA), and the Shanghai Masters 

(China) (Armstrong et al., 2021). Despite its dominance, Rolex faces challenges from 

competitors like Patek Philippe, Omega, and smartwatch giants like Apple, which 

appeal to younger, tech-savvy consumers. The proliferation of counterfeit products 

and growing demand for multifunctional devices further complicate its traditional 

model, necessitating innovation to maintain relevance in the UK and global markets.  

A SWOT analysis summarises Rolex’s strategic position: 
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Strengths 

 
Weaknesses 

 
Opportunities 

 
Threats 

 
Global brand 
equity, loyal 
customer base  

 
Limited expertise 
in innovative 
technology. 

 
Growing luxury 
smartwatch market  

 
Competition from 
tech giants (Apple, 
Samsung 

 
Premium 
craftsmanship, 
strong UK/global 
presence  
 

 
High production 
costs  

 
Engagement with 
younger 
demographics  

 
Proliferation of 
counterfeit 
products  

 

New Brand Extension Idea: Rolex Smart Watch 
The Rolex Smart Watch is a luxury smartwatch that blends Rolex’s heritage with 

modern technology. It is aimed at affluent consumers in the UK and globally. Made 

with 50% recycled 18k gold, sapphire crystal, and ceramic bezels, it features a 

Swiss-made operating system for exclusivity and cybersecurity. Key functions 

include health monitoring, GPS navigation, smartphone notifications, and 

compatibility with ios and Android. Customisable dials inspired by classic Rolex 

designs enhance its appeal to collectors and tech-savvy HNWIS. 

 

Sustainability plays a crucial role, with recycled materials cutting the carbon footprint 

by 20%. The 40mm case, based on the Oyster design, boasts a 48-hour battery life, 

100-meter water resistance, wireless charging, and AI-driven health analytics. A 

hybrid display combines analogue hands with a digital screen, differentiating it from 

competitors. Additional services like personalised engraving and a three-year 

warranty enhance the ownership experience. Initially launched in the UK, the 

smartwatch is set for global expansion, targeting markets like China and the USA, 

while reinforcing Rolex’s leadership in luxury wearables. 
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Opportunities for Rolex 
 

The Rolex Smart Watch presents key opportunities in the UK and global markets: 

 

1. Market Expansion: The UK luxury smartwatch market, valued at £1.2 billion, is 

expected to grow 6.8% annually through 2028, partly thanks to 500,000 high-net-

worth individuals (HNWIS). Globally, the $5 billion market, with significant shares in 

China (30%) and the USA (25%), could yield £60 million in the UK and £150 million 

by 2028. 

 

2. Brand Relevance: With 65% of UK professionals and 70% of Chinese HNWIS 

using health-focused wearables, the smartwatch aligns with digital lifestyles, keeping 

Rolex relevant among younger consumers. 

 

3. Competitive Differentiation: The Rolex Smart Watch emphasises Swiss 

craftsmanship and exclusivity, appealing to preferences for understated luxury in the 

UK and status in China, similar to Louis Vuitton’s successful Tambour Horizon. 

 

4. Revenue Diversification: Limited-edition models and after-sales services could 

generate £10 million annually in the UK and £50 million globally. 

 

5. Global Scalability: A successful UK launch could serve as a model for entry into 

the Chinese and US markets, utilising Rolex’s extensive boutique network. 

 

6. Sustainability Appeal: Using recycled materials resonates with 70% of UK 

consumers and 60% of global HNWIS who prioritise eco-friendly luxury. 

 

Case Study: Louis Vuitton’s Tambour Horizon, launched in 2017, succeeded by 

targeting HNWIS with premium designs in Europe and Asia, showcasing Louis 

Vuitton's potential in these markets. 
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STP: 
Segmentation 

Market segmentation divides the UK and global luxury watch markets into groups 

based on geographic, demographic, psychographic, and behavioural characteristics 

(Kotler and Keller, 2016). In the UK, Affluent Urban Professionals (20% of HNWIS, 

approximately 500,000 potential buyers) are the most commercially viable segment, 

with similar profiles in global markets like Shanghai and New York (Euromonitor 

International, 2024). 

Segment Geographic Demographic Psycho-
graphic 

Behavioral 

Affluent 
Urban 
Professionals  

UK: London, 
Manchester, 
Global: 
Shanghai, 
New York 

Age: 30-50,  
Income: 
£100,000+ (or 
equivalent) 
Gender: Male 
/ Female 

Values luxury, 
status, 
innovation; 
career driven. 

Seeks premium 
brand, early 
adopters of tech 

Young High 
Earners 

UK: London, 
Southeast. 
Global: 
Beijing, Los 
Angeles. 

Age: 21-35 
Income: 
£80,000+, 
Gender: Male/ 
Female 

Aspires to 
prestige, tech-
savvy, and 
socially active. 
 

Trends and peers 
influence impulse 
buyers. 

Luxury Watch 
Collectors 

UK/Global: 
Urban Centres 

Age: 35-60, 
Income: 
£150,000+  
Gender: 
Mostly Male 

Passionate 
about 
craftsmanship 
and brand 
heritage. 

Loyal to Rolex, 
values, 
exclusivity and 
rarity. 

Table 1: Segmentation 

 

Figure 1UK Segment Distribution 

(Hypothetical, based on Euromonitor International, 2024) 

60%
25%

15% Affluent Urban
Professionals

Young High Earners

Luxury Watch Collectors
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Analysis: The Affluent Urban Professionals segment is the largest and most aligned 

with Rolex’s brand in the UK and globally, driven by their purchasing power and 

openness to innovative luxury products. Young High Earners offer growth potential, 

particularly in trend-driven markets like China, while Collectors ensure demand for 

limited editions (Armstrong et al., 2021). 

 

Targeting 

In the UK, Rolex will primarily target Affluent Urban Professionals (age 30-50, 

income £100,000+), who account for 60% of luxury watch sales and exhibit a 

preference for understated luxury, with 70% researching purchases online before 

buying in-store (Statista, 2024). Globally, similar professionals in Shanghai and New 

York, with equivalent incomes, will be prioritised, leveraging their shared value for 

innovation and status. Secondarily, young high earners (aged 21-35, with an income 

of £80,000+) will target emerging affluent consumers, using platforms like TikTok in 

the UK and WeChat in China to engage trend-driven buyers. LinkedIn campaigns will 

target professionals across all markets, ensuring a dual-targeting strategy that 

balances immediate sales with long-term growth in the UK and globally (Armstrong 

et al., 2021). 

 

Positioning 

The Rolex Smart Watch will be positioned as “The Pinnacle of Luxury and 

Innovation,” emphasising its role as a status symbol that integrates Swiss 

craftsmanship with cutting-edge technology (Armstrong et al., 2021). The positioning 

statement is: 

 

“For those who define success, the Rolex Smart Watch delivers unmatched 

craftsmanship, precision, and innovation, a timeless legacy reimagined for the 

modern world.” 
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Figure 2 Positioning Map 

 

This positioning leverages Rolex’s heritage to differentiate it from competitors, 

resonating with 55% of UK HNWIS and 50% of global HNWIS who favour premium 

wearables (Mintel, 2024). The campaign slogan, “Innovation Meets Eternity,” aligns 

with the UK’s preference for understated elegance and China’s status-driven 

consumer culture, ensuring global appeal (Kotler and Keller, 2016). 

 

Customer Persona Profile 
 

Primary Persona:

-Age: 38   

-Occupation: Corporate Lawyer   

-Location: London, UK   

-Income: £120,000 annually   

Lifestyle: The user lives in Kensington, attends high-profile networking events, 

enjoys yoga, fine dining, and international travel, and wears wearables daily for 

health tracking and productivity (Statista, 2024).   

-Psychographics: Ambitious, status-conscious, and tech-savvy, Sophia values 

Rolex’s heritage but seeks a watch that integrates with her digital lifestyle (Armstrong 

et al., 2021).   

0
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-Behaviour: Shops at luxury retailers like Harrods, follows influencers on Instagram, 

and is influenced by event sponsorships (e.g., Wimbledon). She conducts thorough 

online research before purchasing and is willing to pay a premium for exclusivity 

(Kotler and Keller, 2016).   

-Needs: A smartwatch offering advanced health tracking, notifications, and seamless 

smartphone integration, all while maintaining Rolex’s luxury craftsmanship. 

 

Secondary Persona:

-Age: 32   

-Occupation: Tech Executive   

-Location: Shanghai, China   

-Income: ¥1.5 million (£150,000 equivalent)   

-Lifestyle: Lives in an upscale urban apartment, attends tech expos and luxury 

events, and enjoys high-end dining. An early adopter of technology, he values 

products that signal status.   

-Psychographics: Status-driven, tech-savvy, and socially influential, Li Wei seeks 

prestigious brands that enhance his professional image.   

Behaviour: He purchases through WeChat, follows key opinion leaders (KOLS), and 

is influenced by sponsorships like the Shanghai Masters. He prioritises exclusivity 

and brand heritage.   

-Needs: A stylish, technologically advanced smartwatch that reflects prestige and 

integrates with his digital ecosystem. 
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Marketing Mix Strategy (7 Ps) 
 

1, Product 

The Rolex Smart Watch is crafted with 50% recycled 18k gold, sapphire crystal, and 

ceramic bezels, powered by a proprietary Swiss-made operating system. It offers 

advanced health monitoring (heart rate, sleep, stress, blood oxygen), GPS, 

notifications, and ios/Android compatibility. A mechanical-digital hybrid display, 

customisable dials inspired by Rolex’s iconic designs, and limited-edition models 

ensure exclusivity. The watch features a 48-hour battery life, 100-meter water 

resistance, wireless charging, AI-driven analytics, and voice controls, with 

personalised engraving and a three-year warranty enhancing value. Sustainability 

reduces environmental impact, aligning with global consumer trends (Kotler and 

Keller, 2016; McKinsey, 2024). 

 

2, Price 

Rolex will adopt a premium pricing strategy, with prices ranging from £10,000 to 

£50,000 in the UK (globally: $15,000-$70,000), reflecting production costs and luxury 

positioning. This ensures 40-50% profit margins and aligns with HNWIS’ low price 

sensitivity, distinguishing the smartwatch from competitors like Apple (£400-£1,000) 

and Tag Heuer (£1,500-£5,000). Limited editions command higher prices, reinforcing 

scarcity in the UK and global markets (Mintel, 2024; Euromonitor International, 

2024). 

 

3. Place 

The smartwatch will be distributed through exclusive retail channels in the UK, 

including 10 Rolex boutiques, authorised dealers (e.g., Goldsmiths, Watches of 

Switzerland), and luxury retailers like Harrods. Globally, distribution will leverage 

Rolex’s 50+ boutiques in cities like Shanghai, New York, and Dubai. Online sales will 

be restricted to Rolex’s official website, with virtual try-on tools complementing in-

store experiences to enhance omnichannel engagement in urban centres worldwide 

(Armstrong et al., 2021). 

 

4. Promotion 

Rolex will employ a pull promotion strategy tailored to the UK and global markets:   

-Digital Marketing: In the UK, Instagram and TikTok campaigns featuring 

influencers like Emma Raducanu will target 500,000 impressions. WeChat 
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campaigns with KOLS, such as Fan Bingbing, will drive engagement in China. 

YouTube will be used globally (Statista, 2024).   

-Event Sponsorships: Partnerships with Wimbledon (UK), Shanghai Masters 

(China), and the US Open (USA) align with HNWI interests.   

-Print Advertising: Ads in Financial Times and Tatler (UK), Forbes (USA), and 

Vogue China emphasise craftsmanship and innovation.   

-Celebrity Endorsements: Collaborations with Keira Knightley (UK) and Chris 

Hemsworth (global) enhance aspirational appeal.   

The campaign slogan, “Innovation Meets Eternity,” unifies messaging across 

markets and resonates with diverse consumer values (Kotler and Keller, 2016). 

 

 

5. People 

Rolex’s highly trained staff, including watchmakers and sales associates, will 

undergo a three-month technology training program to deliver personalised 

consultations and demonstrate smartwatch features in the UK and globally. 

Authorised dealers will offer engraving, repairs, and extended warranties, ensuring a 

premium customer experience that fosters trust and loyalty across markets 

(Armstrong et al., 2021). 

 

6. Process 

The purchase process will be seamless and exclusive, with in-store consultations, 

personalised demonstrations, and secure delivery options tailored to HNWIS in the 

UK and globally. A dedicated mobile app will integrate customer relationship 

management (CRM) and tracking preferences for personalised follow-ups. 

Customers can register their smartwatch online for a three-year warranty, exceeding 

industry standards. After-sales services, including repairs and software updates, will 

be handled through authorised service centres worldwide, ensuring consistent 

quality (Euromonitor International, 2024). 

 

7. Physical Evidence 

The Rolex Smart Watch will be presented in premium packaging, featuring a velvet-

lined box, authenticity certificates, and a personalised welcome letter, enhancing the 

UK and global unboxing experience. Retail stores will feature augmented reality (AR) 

displays showcasing customisation options, creating an immersive shopping 

environment. The product’s design, with Rolex’s iconic crown logo and polished 
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finishes, is tangible evidence of its luxury status, appealing to consumers in London, 

Shanghai, and New York (Mintel, 2024). 

 

Competitor Analysis 
The competitive landscape for luxury smartwatches includes both tech and luxury 

brands, with Rolex positioned uniquely in the UK and global markets: 

 

Brand 
Prime 

Range (£) Key Features Positioning 

Rolex Smart 
Watch 

10,000-
50,000 

Hybrid display, AI analytics, 
recycled materials 

Luxury, exclusive, 
innovative 

Apple Watch 400-1,000 
Ecosystem integration, health 

tracking 
Mass-market, tech-

focused 

Tag Heuer 
Connected 

1,500-
5,000 

Sports tracking, premium 
design 

Mid-luxury, 
functional 

Montblanc 
Summit 

8,000-
12,000 

Classic design, basic innovative 
features 

High-end, heritage-
focused 

 

Table 2: Competitor Analysis 

 

Rolex’s higher price point, sustainability, and hybrid design target HNWIS in the UK 

and globally, unlike Apple’s broader, tech-driven appeal or Tag Heuer’s mid-tier 

positioning. Montblanc lacks advanced tech, giving Rolex an edge in innovation 

(Euromonitor International, 2024). 
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Risk Assessment 
 

The Rolex Smart Watch faces several risks in both the UK and global markets, along 

with strategies to mitigate these challenges: 

 

- Brand Dilution: The integration of technology may alienate traditional Rolex 

customers, particularly in the heritage-focused UK market. Mitigation: Emphasise the 

brand's heritage in marketing efforts, highlighting the hybrid display’s connection to 

classic Rolex designs. 

 

- Technology Reliability: Software glitches could harm Rolex’s reputation for 

precision, especially in tech-savvy markets like the USA. Mitigation: Conduct 

rigorous beta testing and collaborate with Swiss technology firms for quality 

assurance. 

 

- Competition: The dominance of Apple’s ecosystem and the affordability of 

Samsung pose threats in both the UK and China. Mitigation: Focus on exclusivity, 

limited editions, and sustainability to differentiate the product. 

 

- Economic Volatility: Factors such as inflation (2-3% in the UK and 4% in China) and 

currency fluctuations may reduce demand. Mitigation: Offer flexible financing options 

and loyalty programs for existing Rolex customers globally (Kotler and Keller, 2016). 
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Conclusion 

The Rolex Smart Watch represents a strategic brand extension that aligns with 

Rolex’s legacy while embracing global digital trends.  

Launching in the UK’s £1.2 billion luxury smartwatch market, it targets Affluent Urban 

Professionals and Young High Earners, leveraging 1.2 million HNWIS and London’s 

40% share of luxury sales.  

The STP analysis ensures precise market focus, while the 7 Ps framework 

emphasises exclusivity, innovation, and sustainability. Recycled materials resonate 

with 70% of UK and 60% of global consumers (Mintel, 2024). 

 Financial projections (£70-120 million in the UK, £250-350 million globally) offset 

£115 million in costs, supported by 40-50% margins and a 20% ROI. The UK launch 

serves as a blueprint for expansion into China and the USA, capitalising on Rolex’s 

50+ global boutiques (Euromonitor International, 2024).  

Despite risks like brand dilution and competition, Rolex’s unmatched brand equity 

and heritage-focused marketing mitigate these challenges. 

 A pilot launch in London boutiques, followed by rollouts in Shanghai and New York, 

aligns with Ansoff’s product development strategy. It positions Rolex to redefine 

luxury in the global wearable technology market and secure its leadership for the 

future (Ansoff, 1957). 
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