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1. The Role of Marketing in Creating Value for Customer
Definition of the marketing concept
Marketing concept refers to the assumptions by brands that the accomplishment of organizational goals relies on identifying the wants and needs of the target consumers and producing the desired satisfaction of the needs better than the competitors do. There are four integral components of the marketing concept and these are customer needs, target market, profitability and integrated marketing (Mendoza-Abarca and Mellema, 2016). Marketing concept incorporates the belief of accomplishing objectives by creating, producing value for its customers. The marketing concept is based on the needs of the buyer rather than the needs of the sellers.
Rolex, the Swiss manufacturer of luxury watches practices marketing concept for satisfying the needs of the target market. The products of the company appeal to the high-income individuals as a result of which the company has created value for the affluent global customers by delivering quality products. The company has created values for the buyers through the practice of undifferentiated strategies of targeting. It relies on integrated marketing through sales promotion and direct marketing for creating a seamless and unified experience of the target customers and also for enhancing the profitability of the organization (Lazzarini, 2019). It identifies the needs of the high-income customers and delivers products representing lavishness and prestige. 
Advantages of marketing to customers
There are a number of advantages of marketing to customers and a few of these advantages are discussed below that enhance the experience of the target market of Rolex. 
· Marketing informs and educates customers: The practices of marketing employed by Rolex benefit society by educating and informing the target consumers. Marketing has allowed Rolex to identify the needs of the customers and inform them about how the offerings of the company could satisfy the demands of the affluent population. The high-income customer group has certain defined needs and the marketing techniques of Rolex provide a platform where consumers are informed about the characteristics of the high-priced products (Wijaya and InnocentiusBernarto, 2020). Besides its persuasive intent, the techniques of marketing employed by Rolex provide practical information such as purchase details, contact details, store hours and release dates. 
· Marketing manages customer expectations: The marketing strategies of Roles do not only provide information about its offerings but also sets the expectations of the customers. The customers of Rolex rely on the brand value of the company because of its consistency and quality (Wijaya and InnocentiusBernarto, 2020). The watches manufactured by Rolex tend to enhance the prestige of the user. Therefore, the marketing techniques of Rolex allow customers to understand what they should expect from the company. 
· Marketing provides customers with options: The integrated marketing strategies adopted by Rolex grant access to the customers to hundreds of products. Virtually the watches offered by Rolex have options on the basis of colour, size and style. The online and digital marketing techniques of Rolex provide more options to choose from. The customers of Rolex are satisfied with a large number of displays as a result of Rolex's marketing strategies (Ibert et al. 2019). Besides, the digital marketing and social media marketing techniques of Rolex, grant customers full-time accessibility to its products and customers are able to place an order whenever they want. 
Definition advantages and values of branding
Branding refers to a term, name, symbol, design or any other characteristic that recognizes the products and services of one seller as distinct from the products and services of other sellers (Bandara, 2016). When a kind of product is manufactured by a specific company under a specific name it is referred to as a brand. So it is basically a kind of label or marque on a range of product offered by a company.
There are innumerable advantages of creating, maintaining and retaining a strong brand. Over the years Rolex has done the same for creating customer value. Some of the advantages of branding in creating customer value for Rolex are discussed below.
· Provides peace of mind: The affluent customers of Rolex want happiness, luxury and comfort and they obtain it through the purchases they make. Rolex tries to consistently offer a positive experience so that consumers form the opinion that the offerings of the company are trustworthy. 
· Saves decision-making time: The brands of Rolex create customer value by saving their time of making decisions. Consumers are able to make quick decisions of purchase when the popular brands of Rolex offer discounts and free gifts. In this way, customer value is created through competitive advantages (Lehtimäki et al. 2019). 
· Provides safety: Another way in which the Rolex brands create consumer value is through safety. Rolex brands ensure that no association or advertisement conflict with their brand image. As result customers feel safe with the brands of Rolex.
· Expresses customers: The brands of Rolex allow customers to express who they are and the purchases they make allow them to upgrade their social image. Only a few competitors of Rolex are able to offer the same. This is another way in which customer value is created through branding (Bandara, 2016). 
Ansoff Matrix
Rolex has employed the strategies of Ansoff matrix for creating value and enhancing customer experience. The strategies of the Ansoff matrix are discussed below. 
· Market penetration: This strategy was employed by Rolex as the company intended to increase its share in the market. The target market of Rolex is comprised of consumers who are able to afford high-priced luxury watches or customers who hold a fascination for watches. As a result, Rolex is focused on penetrating into the existing market using the existing products. This has allowed the company to create a loyal base of customers through aggressive advertising.
· Product development: Rolex is however not confined in the existing products. It has employed several strategies to increase and improve the sales of the new watches in the existing market. This strategy was also employed by Rolex to increase its share in the market. Every year Rolex has customers waiting for new launches and the company has grabbed this opportunity to create value. It has also allowed the company to develop its own customer base (Artto et al. 2017). 
· Market development: Rolex has often employed the strategy of market development by exposing its existing offerings in completely new markets. Over the years Rolex has entered a number of new markets for the expansion of the organization on the basis of demography. It has allowed the company to create value for international customers and also improve its brand image. It has appealed to high-class men and women in the global market for expanding its range.
· Diversification: Rolex not only exposed its existing products in the new market but has also launched new products in the new market. This is the strategy of diversification which was employed by the company for creating customer value. This is how the company retains a stable market position (Gupta, 2019). However, this practice is very limited and the company is not very much involved in different diversified markets. This is because this strategy is associated with high risks. 

2. Stakeholder Engagement and their Impact on the Marketing Activities of an Organization 
Definition of Stakeholders
Stakeholder refers to a group of individuals who take a legitimate interest in a business. They are also individuals who are directly or indirectly affected by business activities. A corporation generally operates with several stakeholders including investors, customers, employees, and suppliers. There are several other stakeholders included by the modern theorists due to their indirect or direct involvement with business and they are government, community or trade associations (Krishna, 2020). If several stakeholders are involved in a problem, it would lead to conflict due to the differences in their self-interest. Stakeholders attempts to increase the organization's profitability.
Definition of internal and external stakeholders with example of Rolex
Internal stakeholders refer to parties or an individual that directly participates in an organization’s management. They are directly influenced by the failure or success of an organization and they also influence its failure and success. Internal stakeholders are also known as primary stakeholders.
External stakeholders refer to those parties or management who do not have direct involvement with the management but affected by the activities of an organization either directly or indirectly (Cardwell et al. 2017). External stakeholders are always the outside parties who have direct or indirect involvement with the business environment of an organization.
The internal stakeholders of Rolex are listed below:
Ø  Employees: These are individuals working for Rolex for remuneration.
Ø  Owners: Rolex is owned by a private family trust, Hans Wilsdorf Foundation.
Ø  Board of Directors: The BOD incorporates a group of individuals that are responsible for controlling Rolex (Krishna, 2020).
Ø  Managers: Rolex has a different level of management and each manager is responsible for a specific department within the organization.
The external stakeholders of Rolex are listed below:
Ø  Suppliers: They are responsible for providing Rolex with input such as equipment, raw materials and so on.
Ø  Customers: These are individuals who consume the products as well as the services of Rolex and therefore, one of the primary concerns of their business (Cardwell et al. 2017).
Ø  Creditors: They are the financial institutes, banks or even individuals providing funds to Rolex.
Ø  Intermediaries: The marketing channels like retailers or wholesalers act as the intermediaries to build a link between the customers and Rolex.
 Rolex’s communication with stakeholders
Regular communication with the internal and external stakeholders of a company creates a strong understanding of building long-term relationships with the key individuals. Rolex has established a set of ground rules for enhancing the effectiveness of stakeholder communication. 
· Rolex has a professional customer service team that interacts with customers and addresses their issues. The team listens carefully and delivers accurate information. Rolex addresses each query and feedback. They have established credibility to interact with high-end consumers. The social presence and marketing strategies have opened different platforms of communication for Rolex. 
· For enhancing shareholder communication Rolex managers largely depend on earning calls and quarterly earning calls. They try to remain transparent as much possible. The managers hold annual meetings with the shareholders (Butt et al. 2016). 
· The managers of Rolex set clear reporting expectations for enhancing the clarity of communication with their suppliers. Being a manufacturing company Rolex depends on a range of suppliers. Rolex is respectful of the time of the suppliers. The company uses certain tools for increasing the accessibility of information. 
· The senior executives of Rolex strategically communicate with the employees through constructive feedback and face-to-face meetings. Rolex has its own portal and suggestion boxes for allowing employees to share their thoughts with the management. The communication strategies such as surveys and Q and A session also enhance the satisfaction of the employees (Prieto et al. 2019). 
· Rolex has also taken initiatives to make contributions to the betterment of society for establishing stronger social interaction. The Award program of Rolex is focused on protecting the natural and cultural heritage and improving the lives of the underprivileged.
Impact of stakeholders on the marketing activities of Rolex  
The stakeholders are significant to the business activities of Rolex and have influenced the marketing activities of the company in several ways. Some of the impacts of stakeholders on Rolex’s marketing activities are discussed below. 
· The psychographic of the customers has influenced the marketing strategies of Rolex to a great extent. The improved lifestyle and level of income in many countries have increased the interest of individuals in luxury purchases. Customers wear luxury products simply to show off or to upgrade their standard which was not a case three decades ago. Therefore, marketing strategies change under the influence of consumer behavioural patterns.
· A shareholder, on the other hand, could affect the marketing efforts of Rolex if the company fails to enhance its value (Anagnostopoulos et al. 2017). The shareholders have the power to put downward pressure on Rolex’s stock price and thereby ruining the current marketing plans of the company. 
· The skill, competencies and knowledge of the employees of Rolex influence the marketing activities of the company. On the other hand, the employees who are satisfied with their respective job roles are likely to be more engaged in the process. They are able to make faster decisions at the time of communicating with clients. Their ability to provide information influences with the effectiveness of the marketing strategies of Rolex. 
· Social stances also influence the marketing strategies of Rolex. For example, the perception of the society that high brands have the potentiality of increasing their prestige and building their image manipulate the marketing activities of the company (Balali et al. 2018). 
Conclusion
Upon the completion of the study, the researcher is able to conclude that stakeholders are integral to the marketing and business process of the company. Rolex must satisfy the stakeholders for retaining the key individuals who have a potential impact on the brand value and marketing activities of the company. The company must rely on the advanced mode of communication for enhancing the effectiveness of their interaction. The company has established ground rules for improving their communication strategies with stakeholders. 
Recommendation
A set of recommendation for improving communication with the potential stakeholders of Rolex is provided below. 
· It is recommended that Rolex employ advanced tools for developing a digital technique for increasing stakeholder engagement. This includes stakeholder matrix and interaction charts. 
· It is further recommended that Rolex increases the reliability of the products so that it does not lose its customer base. It must seriously consider the issues of the customers. 
· Rolex must increase shareholder value for retaining its market position.
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