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Executive Summary

This document presents a comprehensive ten-year strategic plan for brand equity augmentation tailored specifically for the
luxury watchmaker Rolex. Rolex currently maintains an unparalleled position in the global market, driven by high brand
awareness, rigorous vertical integration, and deep-rooted associations with achievement and precision.

However, the brand faces modern challenges such as grey market speculation, structural production constraints, and
the risk of brand dilution from over-distributed entry-level models. To address these issues, the strategic plan proposes a
phased reduction in the production of highly expressive, entry-level watches alongside margin-offset price increases for
core professional models.

This deliberate supply contraction aims to eliminate opportunistic buyers and restore the brand's symbolic hierarchy.
Furthermore, the strategy heavily leverages the Rolex Certified Pre-Owned (RCPO) program and the implementation of
Digital Product Passports to gain total sovereignty over the secondary market.

The plan also outlines a carefully controlled introduction of brand extensions, such as precision espresso grinders and
luxury cufflinks, to monetize brand equity without oversaturating the core watch market. Retail environments will be
transformed into highly exclusive flagship spaces that utilize appointment-only visits and controlled scarcity to elevate the
consumer experience.

Sponsorships will deepen rather than expand, focusing on creating private, curated experiences for existing loyalists within
established territories like tennis and equestrian sports. Ultimately, these combined initiatives will transition Rolex's
primary allocations into an invite-only reward system, cementing its status as an elite institution and preserving its brand

density for future generations.



A
CROWN
FOR
EVERY
ACHIEVEMENT

I ’ A R I 1 . Rolex is a globally recognized Swiss luxury watchmaker founded in 1905, renowned as a
°

universal symbol of prestige, precision, and achievement. The brand built its reputation

° on historical innovations and maintains exceptional quality through strict, in-house

B r a n d i & n a 1 y S 1 S manufacturing. Known for timeless models like the Submariner and Datejust, Rolex reinforces
its elite image through strategic sponsorships in prestigious sports and exploration. Owned

by the private Hans Wilsdorf Foundation, the company meticulously controls its production

and distribution to preserve its high exclusivity and enduring cultural status.

Rolex Oyster Perpetual © Rolex.com



The Evolution of Rolex

1905 - Founding of Hans Wilsdorf’s company
Hans Wilsdorf founds a wristwatch company in London, envisioning a product that is

elegant, durable, precise, and reliable, grounding itself in its functional associations from

the early days.

1908 - Registration of the Rolex brand name
On 2 July 1908, Hans Wilsdorf officially registered Rolex as a brand in Switzerland,

after Wilsdorf claimed a genie whispered “Rolex” in his ear. This helped to create \W[
lore around the brand and its founder, which is generally strategic for a luxury R{'Q LEX

brand. Many claim that Rolex is an onomatopoeia for the sound of winding a
HOW DID THE WORD ROLEX

watch. It is also speculated that the name Rolex was chosen because it is easy to ORIGINATE 2

remember and pronounce in any language, thereby aiding recall.

1910 - Rolex Becomes First Wristwatch to
Receive Swiss Chronometric Certification

In 1910, a Rolex wristwatch became the first in the world to receive the Swiss Certificate

of Chronometric Precision from the Official Watch Rating Centre in Bienne. This gave

legitimacy to Rolex’s brand association with functionality and precision in particular.

1914 - Rolex Receives a “Class A” Precision Certificate from
the Kew Observatory

Wilsdorf sought this certification, which was usually associated with marine chronometers,
following an uptick in sales associated with the Swiss Chronometric Certification. This
added layer of legitimacy and brand trust, emphasizing the functional association with
precision.
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1919 - Rolex Moves Its Headquarters to Geneva, Switzerland
Relocating the brand to the epicenter for watchmaking helped to strengthen the brand’s reputation and legitimacy in the

watchmaking space. This also lent symbolic associations quality, Swiss craftsmanship, and precision.

1926 - Rolex Introduces the Oyster, Its Iconic
First Waterproof and Dustproof Wristwatch
with a Hermetically Sealed Case

Rolex strengthened its association with durability and innovation through the development
of the Oyster case. This design featured the iconic fluted bezel, which has become a key
visual element for the brand’s recognition. Additionally, Rolex took advantage of media

exposure by showcasing the Opyster in fish tanks displayed in its store windows, further

enhancing the brand’s recall for waterproof wristwatches.

1927 - Mercedes Gleitze’s Cross-Channel Swim with a Rolex
Oyster

Mercedes Gleitze wears a Rolex Oyster while setting a record as the first person to successfully cross the English Channel,
proving the watch’s waterproof capability and functional association with reliability, thus increasing public trust in the
brand. The event was celebrated with a full-page ad in the Daily Mail, furthering exposure and brand recognition. Rolex’s
association with the cross-channel swim also laid the groundwork for its symbolic association with human achievement,

record-breaking, and exploration.
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1931 - Rolex Introduces the First Automatic
Weristwatch

Rolex patents the Perpetual rotor, which had a major impact on the mechanical watch
industry and enhanced convenience for consumers. This development reinforced Rolex’s
perceived brand quality and associations with reliability and durability, furthered the brand’s

reputation for producinig high-performing products, and solidified a product-brand link

between Rolex and automatic watches.

1933 - Everest Flight
Expedition

Rolex Oyster watches were worn during the first flight over
Mount Everest, demonstrating reliability under extreme
conditions. Associating the watch with extraordinary

achievements linked Rolex to record-breaking exploration

and reinforced its reputation for durability and performance.

1935 - Sir Malcolm Campbell Endorsement

Sir Malcolm Campbell, one of the fastest drivers in the world, wore a Rolex Oyster
while setting a land speed record. He also wrote a letter to Rolex praising the watch’s
performance. This act demonstrated his brand loyalty through active engagement, as
Campbell, an influential figure, voluntarily promoted the brand and acted as a brand
ambassador despite not being compensated for it. His endorsement helped build brand

trust among consumers.

-.\Mp 4

1945 - Launch of the Datejust

While many Swiss watch brands focused on war contracts
during this period, Rolex continued to innovate and

strengthen its reputation for advancement.

The Datejust became the first self-winding wristwatch to
automatically indicate the date, with the hand jumping
precisely at midnight instead of taking hours to reset.
According to legend, it was named for this feature of
jumping right before midnight, which further enhanced
the brand’s mythology. The Datejust has become an iconic model that has maintained a consistent visual design over time,

helping to solidify brand recognition.

In the same year, the Hans Wilsdorf Foundation was established to ensure the brand’s longevity and to introduce a

philanthropic component.

1953 - Everest Expedition with Oyster Perpetuals and Launch
of the Explorer

The performance of the watches in extreme conditions strengthened both symbolic and functional brand associations.
The Explorer was launched to commemorate the Everest ascent and to enhance the brand’s connections with human

achievement and adventure.

5 "W’



1953 - Launch of the Submariner

The Submariner was the first diving watch to remain waterproof at a depth of 100 meters

1957 - Lady-Datejust

and featured a rotatable bezel for tracking immersion time. This model gained significant The first ladies’ version of the Datejust brought Rolex

media attention as it appeared in eight James Bond films from the 1960s to the late functionality and elegance to women’s wristwatches. This

1980s, greatly enhancing brand visibility. Additionally, the Submariner maintained design maintained heritage design inclusivity.

consistency over the years, which further contributed to its brand recognition.

1955 - GMT-Master 1956 - Day-Date 1958 - Rolex First Partners
' with the New York Yacht Club

A partnership with the New York Yacht Club allows Rolex to

Rolex designed the GMT-Master as a navigation aid for The Day-Date is launched, showing both the date and day
airline professionals, featuring a two-tone bezel marking day  of the week in full. President Lyndon B. Johnson wears the
and night, which reinforces Rolex’s image as an innovative Day-Date and it becomes synonymous with leadership. The strengthen its symbolic brand associations with exclusivity,
and technically-capable brand. model has also retained visual design consistency furthering luxury living, and prestige sports.

brand recognition

1960 - Deep Sea Special

R testing and Mariana Trench
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Dive

An experimental Rolex watch was tested for extreme

oceanic pressure and successfully accompanied a dive into

the Challenger Deep, the deepest part of the Mariana

Trench. This achievement reinforces Rolex’s reputation

for performance in extreme environments and symbolic

associations with discovery, exploration, and significant

milestones in human achievement.




1960 - Wilsdorf Passes Away

After Hans Wilsdorf died, ownership of Rolex was transferred to the Hans Wilsdorf Foundation, meaning the company is
p g pany

privately held and not accountable to shareholders. Without pressure to maximize short-term profits, Rolex can prioritize

long-term brand positioning, ignoring trends and deliberately limiting supply to maintain exclusivity and control. This

points to brand density, given the ability to extend the brand’s untapped growth potential.

1963 - Cosmograph Daytona

Rolex launched the Cosmograph Daytona, a watch
designed for racing professionals, which established a
lasting connection to the Daytona International Speedway.
Initially, the Daytona was not very popular, but its demand
quickly increased due to limited production and scarcity. As
it became a collector’s item, interest grew, particularly after

gaining recognition from celebrities. As a result, demand

for the Daytona became inelastic among collectors, leading -
to rising prices. Eventually, Rolex capitalized on this trend
by introducing controlled scarcity, which further enhanced

brand density.

1968 - Paul Newman is gifted a Cosmograph Daytona

Paul Newman’s wife gifted him a Daytona watch with a personal inscription around the time he starred in the film
“Winning.” He wore the Daytona frequently, both during his racing career and in his everyday life. The media coverage
surrounding him significantly increased the desirability of the model. This rise in demand, coupled with its limited
production, created an authentic scarcity that enhanced brand density. Additionally, Paul Newman’s regular use of the

watch showcased a strong sense of behavioral brand loyalty, which was highly visible to the public.

1970s - The Quartz Crisis

During this period, Rolex introduced only one quartz model, choosing instead to focus primarily on craftsmanship and
enhancing their prestige. This strategic decision helped the brand avoid direct competition with affordable quartz watches
from Japanese companies like Seiko. While many Swiss watch brands struggled and fell behind during this era, Rolex’s

approach successfully reinforced its associations with luxury and exclusivity.

1971 - Comex Partnership

Rolex formed a partnership with Compagnie Maritime
d’Expertises (Comex) to provide Sea-Dweller watches to its
divers. This collaboration with a professional organization
enhanced the brand’s authenticity and technical credibility
within niche industries, emphasizing its functional

associations with high performance and technical precision.

Announcing The Winners of
~ TheRolex Awards for Enterprise

1976 - Rolex Awards for Enterprise

The Rolex Awards for Enterprise recognize extraordinary individuals
tackling global challenges. This initiative enhances the brand’s
connection to societal impact, human advancement, and fosters

emotional ties to inspiration and courage.




1980s - Steel Watches Rise in
Popularity

As sports and professional models gained wider cultural visibility, early
production constraints began to create scarcity, particularly for stainless
steel versions. At the same time, the brand increasingly aligned itself with
a luxury lifestyle image, repositioning these formerly utilitarian watches
as status symbols. Stainless steel, in this context, came to signify a more
understated form of luxury, resonating with shifting consumer tastes.
The combination of limited availability and growing cultural relevance

contributed to increased brand density around these models.

1985 - 904L steel (Oystersteel)

Rolex was the first to use highly corrosion-resistant 904L steel in watchmaking. This set Rolex apart from its competitors

and strengthened perceptions of quality, longevity, and durability.

1992 - Yacht-Master and yachting
sponsorship

Rolex enhanced its relationship with the sailing community by
launching the Yacht-Master and sponsoring offshore races. This
initiative strengthened the brand’s connection to prestigious sports and
luxury lifestyles. It also highlighted a strategic shift in focus from Rolex’s
traditional associations with exploration and record-breaking activities
to a greater emphasis on luxury sports and lifestyles, reflecting the

growing popularity and cultural relevance of these themes.
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2001 - Rolex becomes the Official Timepiece of World Sailing

Rolex partners with World Sailing to present the Rolex World Sailor of the Year, furthering its ties to the sailing community

and deep associations with prestige sports

2005 - Cerachrom bezel and Blue
Parachrom hairspring

Rolex introduces highly durable ceramic bezels and magnetic/shock-
resistant hairsprings, reinforcing its functional associations with technical

advancement and superior product performance.

2012 — Rolex Introduces the Sky-
Dweller

Rolex introduces the Sky-Dweller model which is geared towards world
travelers and offers a dual time zone and annual calendar functionality.
This pushes Rolex’s functional and symbolic brand associations
with innovation and performance, with a notable focus on intuitive

technology.
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2014 - Partnership with International Architecture Exhibition
Rolex was named the official timepiece and an exclusive partner of the International Architecture Exhibition — La Biennale

di Venezia. This partnership has allowed Rolex to forge a significant relationship with a culturally influential industry,

strengthening its symbolic and functional associations with art, cultural relevance, and technical precision.

2017 - Academy of Motion Picture Arts and Sciences
Rolex became the Exclusive Watch and Founding Supporter of the Academy Museum. This increased cultural capital and

helped to further symbolically associate the brand with arts and entertainment.

2019 - Perpetual Planet Initiative

Rolex organizes and groups the organizations and individuals it supports to promote environmental efforts. This enhances

Rolex’s symbolic association with philanthropy.

2019 - Rolex Becomes the Official Timekeeper of Roland-

Garros as a Premium Partner

Rolex emphasizes its connection to tennis, reinforcing its association with prestigious sports and luxury lifestyles.




Overview of Pillars

Brand Awareness

Brand Recognition

* Key design elements give subtle visual cues - the fluted bezel, Oyster Case, and Cyclops lens

* Recognizable silhouettes and core models with consistent design over time: Oyster, Datejust, Submariner, &
Day-Date

* Media features (like James Bond) reinforces recognition through repeated visual exposure to the product’s design.

Brand Recall

*  “Rolex” is short, memorable, and easily pronounced across languages
*  Has firmly, exclusivity linked itself to the luxury watch category
* Associations between brand and automatic watches, waterproof watches

»  Specific product category recall diving watches with the Submariner and executive watches with Day-Date

Brand Associations

Rolex developed brand associations that evolved from functional performance credibility to cultural and lifestyle

symbolism.

* Functional associations: built through precision and durability, supported by chronometric certifications and
innovations like the Oyster case and Perpetual movement.

e Symbolic associations (early): rooted in record-breaking achievement and exploration, including Channel swims,
Everest expeditions, and deep-sea dives, positioning Rolex as a tool for human performance and resilience. Thanks to
President Lyndon B. Johnson, an association with leadership also emerged.

e Symbolic associations (later shift): expanded into prestige sports and luxury lifestyle through partnerships in tennis,

sailing, motorsports, and elite cultural institutions, reframing Rolex as a status and success marker rather than a purely

functional tool.

* Emotional associations: tied to aspiration, personal achievement, and legacy, with watches often marking major life

-

milestones and long-term ownership.

Rolex DateJust © Rolex.com
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Brand Loyalty

Rolex builds brand loyalty across behavioral, attitudinal, and active engagement levels.

Behavioral loyalty: driven by repeat purchases and long-term ownership, supported by durability and strong retained
value.

Attitudinal attachment: the brand is positioned as a symbol of achievement and personal milestones, making ownership
feel meaningful and “worth waiting for.”

Active engagement (highest level): early example of organic advocacy from Malcolm Campbell, who wore a Rolex
Opyster during a land speed record and voluntarily wrote praising its performance, acting as an unpaid ambassador.
Continued reinforcement through cultural figures like Paul Newman, whose visible, repeated use of the Rolex

Cosmograph Daytona increased desirability and strengthened loyalty-driven demand

Brand Density

: 'In-y

Rolex built brand density through authentic scarcity and controlled supply, later introducing controlled scarcity and
reinforcing exclusivity with intentional untapped growth potential.

When ownership moved to the Hans Wilsdorf Foundation in 1960, Rolex’s future was secured as a private company
with full control of the brand without pressure from shareholders.

This allows Rolex to restrict supply and avoid scaling output to match demand, preserving scarcity.

The Rolex Cosmograph Daytona shows this pailtéern; low initial demand and limited production created scarcitythat

 collector’s piece.

g
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Paul Newman, whose visible use increased desirability.

Demand rose further after exposure fﬁf‘o h
Rolex reinforced this with controlled -s-carcit); as demand exceeded supply.

he 1980s, sports and stainless steel models became harder to obtain due to limited production and rising demand.
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ROLEX Founding Context

Political

Hans Wilsdorf founded Rolex in London in 1905 for a precise commercial reason: Britain was the world’s dominant
trading power. The City of London cleared the majority of international trade transactions, sterling was the global reserve
currency, and access to Empire markets from a London base was unmatched. For a small firm with global ambitions, there

was no more strategic launchpad.

That advantage collapsed with the war. The McKenna Duties of 1915 imposed a 33.3% tariff on imported luxury goods,
including watches, as a wartime fiscal measure. Swiss imports fell sharply, and firms dependent on Swiss-manufactured
movements faced mounting cost pressure and eroding margins. For Wilsdorf, this was not an inconvenience; it was a

structural threat that made London commercially untenable.

The move to Geneva in 1919 was shaped by more than tariff arithmetic. Switzerland’s political neutrality meant it
emerged from 1918 with institutions intact, trade relationships undisrupted, and international credibility strengthened, a
combination no other European nation could offer at that moment. The Swiss federal system added a further advantage:
cantonal governments competed actively for business investment, offering stable regulatory conditions and genuinely low

barriers to incorporation.

Beyond regulation, location carried reputational weight. In an era when buyers had no reliable way to independently
verify product quality, a Geneva address served as a credibility proxy. Switzerland’s association with neutrality, precision,
and the rule of law translated into a country-of-origin advantage that the entire watchmaking industry could leverage.

Precision wasn’t something Rolex needed to argue for; the address made the argument automatically.

W |

lans Wilsdorf, founder Rolex © Rolex.com




Economic

Rolex entered the market during the first era of true economic globalization. Between 1870 and 1914, falling freight
costs, expanding telegraph networks, and near-universal adoption of the gold standard created an unprecedented volume
of cross-border capital and goods flows. Industrial output across Britain, Germany, France, and the United States grew at
rates not seen again until after World War II. Goods moved faster and further than at any prior point in history.

This expansion produced a new consumer class. Across Western Europe, a growing salaried middle class had disposable
income and social aspirations, a desire to signal status through what it purchased. Wristwatches were ideally positioned
to meet that demand: worn visibly, chosen deliberately, and immediately legible to those around the wearer as markers
of social position. The watch industry benefited directly from the aspirational consumption that industrialisation was

generating.

What is often underappreciated is how structurally dominant Switzerland had already become within this trade. By the
early 1900s, the Watch Valley, the arc of cantons from Geneva through the Jura mountains to Basel, employed over 50,000
workers and accounted for an estimated 10 to 15 percent of Swiss national exports by value. Switzerland was not just a

large watch producer; it was the world’s leading precision-goods cluster, supplying markets from North America to East

Asia.

That dominance was built on a specific industrial architecture: the ébauche system. Rather than vertical integration, Swiss
watchmaking operated through a highly specialised division of labour, separate firms producing individual components
(mainsprings, escapements, dials, cases) that dedicated finishing houses then assembled. This kept fixed costs low for every
participant, enabled deep technical specialisation at each stage of the supply chain, and allowed expertise to concentrate
and compound over generations. Crucially, it kept barriers to entry low enough for quality-focused newcomers to compete,

not on volume, but on precision and brand credibility.

After the war, the economic recovery of the mid-1920s accelerated demand sharply. American
capital flowed into European markets, consumer confidence rebounded, and Swiss makers
supplied close to half of global wristwatch output. The firms that had invested in
certification and engineering credibility during the lean years were best
positioned to capture that recovery, and the industry itself was no longer
simply growing; it was redefining what a luxury instrument could

mean.

Rolex in Geneva, 1926
© Rolex.com
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Social

The wristwatch underwent one of the most dramatic social reversals of the early twentieth century, and it was not driven
by marketing. Before the war, wristwatches were associated with women. Men wore pocket watches, and the association
was explicitly about class: the pocket watch implied leisured masculinity, a man whose time was his own. The wristwatch

occupied a socially subordinate position, either feminine in connotation or, at best, a minor military concession.

War changed that entirely. The operational demands of industrialised conflict, coordinating artillery barrages, synchronising
infantry advances, and managing logistics across vast fronts, made the hands-free, instantly readable wristwatch an
operational necessity. Officers and NCOs across all major armies adopted them as standard equipment. Military necessity

overrode social stigma faster than any shift in fashion could have achieved.

When peace arrived, the habit came home with the veterans. What had been a wartime concession became, in peacetime, a
marker of modernity. By the early 1920s, wristwatch sales had overtaken pocket watch sales across most Western European
markets, one of the fastest consumer preference reversals of the century, and one that required no advertising to sustain.

Beneath this lay a deeper cultural shift in what time itself meant. Industrialisation imposed temporal discipline on urban
life, factory shifts, railway timetables, and scheduled workdays, transforming punctuality from a personal virtue into a

social obligation.

Sociologist Norbert Elias later described this internalisation of time-discipline as a defining feature of the modern civilising
process. The wristwatch was both a product and a symbol of that transformation: it made time-consciousness personal,
portable, and visible. Wilsdorf grasped this connection early. By anchoring Rolex to certified precision and positioning
it within the rhythms of modern daily life, he linked the brand not just to watchmaking, but to the defining logic of

industrial modernity itself.
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Technology

Switzerland’s technological advantage in watchmaking was earned, not inherited. The early twentieth century was a period
of concentrated mechanical innovation in Swiss horology, built on decades of accumulated expertise. At its centre was
the refinement of the lever escapement, the component regulating the release of energy from the mainspring, where Swiss

manufacturers achieved production tolerances genuinely unprecedented in industrial manufacturing.

Miniaturization presented a distinct and non-trivial engineering challenge. A scaled-down pocket watch movement was
too fragile, too sensitive to positional variation, and insufficiently accurate for daily wear. Swiss engineers responded not
by adapting existing designs but by rethinking the movement from first principles, developing thinner mainsprings,
recalibrating gear train ratios, and refining jewel bearings to reduce friction at smaller scales. The result was a class of
movement capable of accuracy previously associated only with marine chronometers and observatory instruments.

Independent certification was the mechanism that converted technical achievement into market credibility. In 1910, a
wristwatch received the Swiss Certificate of Chronometric Precision for the first time, awarded by the Official Watch Rating
Centre in Bienne. In 1914, the Kew Observatory awarded a Class A precision certificate, a rating previously reserved for
navigational instruments. At a time when consumer protection frameworks barely existed, third-party verification was
not a formality; it was a substitute for trust. These certifications placed the wristwatch in the same accuracy category as

instruments used for navigation and scientific measurement, a profound repositioning of the product’s identity.

The Opyster case of 1926 extended this logic from accuracy to durability. The problem of sealing a movement against
moisture and dust ingress had resisted watchmakers for decades. The solution, a screw-down crown, hermetically sealed
caseback, and threaded bezel, was mechanically novel, patent-protected, and addressed a different engineering frontier: not
component-level precision, but system-level resilience. Together, these advances established a new industry standard and

raised the barrier for any competitor seeking to make equivalent claims.

W [
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Arts and Crafts

The cultural environment of the early twentieth century did not simply provide context for industrial change; it actively
shaped the design logic of the products that emerged from it. Art Nouveau’s ornate, organic forms were being systematically
displaced by a function-first philosophy. This was not a shift in taste; it was an intellectual recalibration. Across architecture,
product design, and the applied arts, a new principle was taking hold: that the well-made functional object was, in itself,
the highest aesthetic achievement. This recalibration manifested across disciplines simultaneously. Taylorism reframed
efficiency as morally rational, a form of respect for human effort. German Functionalism, crystallised in the Bauhaus,
elevated “form follows function” to a design absolute. Taken together, these movements created a cultural climate in which

precision, standardisation, and the elimination of unnecessary ornament were expressions of value, not constraints on it.

The watchmaking industry absorbed these values directly into its product design. The drive toward component
standardisation, already embedded in the ébauche system, aligned with the broader cultural preference for legibility and
consistency. Watch dials became cleaner, cases more geometric, and the visual language of precision instruments converged
on forms that were spare and clearly optimised for function. This was not passive adaptation to cultural fashion; the
industry’s own technical logic, readable dials, precise tolerances, durable construction, happened to align naturally with

the machine-age aesthetic the culture was simultaneously developing.

The expansion of performance-oriented leisure reinforced this alignment further. Competitive athletics, aviation,
mountaineering, motor racing, and ocean exploration all demanded instruments that performed under extreme conditions
and could be trusted absolutely. The wristwatch that could meet those demands, certified to navigational accuracy standards,
occupied a uniquely powerful position simultaneously a precision instrument and a symbol of modern human capability

extended by technology.

The design decisions made in the 1910s and 1920s proved durable because they were grounded in cultural forces that
outlasted the moment. Machine-age values, legibility, durability, functional integrity were not a trend, but the foundational
aesthetic logic of industrial modernity. Industries that embedded those values into their products during this formative
period did not merely respond to their environment; they aligned themselves with a trajectory that would define premium

product design for the rest of the century.
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Opyester Perpetual © Rolex.com

Founding Principles

Mission

The purpose of Rolex is to ensure that the values of quality, innovation, and excellence are firmly entrenched in its business
responsibilities. This approach helps the organization integrate these values into its operations, highlighting the need to

uphold quality and innovation and to manufacture robust watches.

Vision
Rolex aims to continually elevate watchmaking standards through innovation, dependability, and a focus on long-term

growth. Guided by the founder’s forward-looking approach, Rolex strives to remain at the forefront by expanding its

capabilities, setting new benchmarks for excellence in watchmaking.

Values

Rolex’s core values are rooted in excellence, precision, innovation, dependability, and durability, all supported by a long-
term perspective. These principles are embodied in its “Perpetual” philosophy, emphasizing continual improvement,

accuracy, and lasting impact, making every Rolex watch a symbol of excellence and prestige.



SWOT Analysis

Strengths

*  Unmatched Brand Awareness: Rolex is considered one of the best-known luxury brands of watches due to its quality
craftsmanship and prestige. When it comes to watch users, brand awareness of Rolex is 89% in the United States.
* Strong Brand association: Rolex is associated with success, reliability, and timeless luxury due to its long-standing
heritage that dates back to 1905.

*  Vertical Integration: Control over all aspects of production ensures product consistency, innovation, and

quality.
* Resale Value: Rolex watches retain or gain value after resale, increasing consumers’
confidence and adding to their prestige.
* Limited Distribution: Rolex has a tightly controlled distribution channel
that prevents its overexposure to consumers while ensuring brand

density.

st

* Technological Competence: Features such as Opyster case and

Perpetual rotor prove the performance of Rolex watches.

ol o o

* Certified Pre-Owned (RCPO) programme: Rolex strengthens
its leadership by extending its culture of excellence by managing

the entire lifecycle of its watches through the Rolex Certified

Pre-Owned (RCPO) programme.

g!fl * Highest brand loyalty in the category: Rolex leads the luxury
watch market in brand loyalty, outperforming all direct
competitors according to Statista. Rolex leads the category in
brand loyalty, with 78% of its U.S. owners likely to repurchase the
brand.
* The Role of Exclusivity in Rolex’s Customer Experience: Exclusivity is a core

aspect of the Rolex CX, with certain models being available only to select customers

or through long waitlists.

Cosmograph Daytona © Rolex.com

Weaknesses

Limited Transparency: Rolex makes less public information about its initiatives related to traceability and supply chain
compared to competitors.

Despite vertical integration, Rolex’s sourcing of precious metals, gold, platinum, palladium, and silver, accounts for
71% of its total carbon footprint (2024), and full supply chain mapping is still in progress. With 99% of emissions
in Scope 3 (outside direct control), Rolex’s dependence on externally sourced mined materials from conflict-sensitive
regions creates cost, reputational, and operational exposure.

Minimal Digital Presence: As opposed to up-and-coming luxury brands, Rolex has a rather small digital presence,
despite the importance of the Internet for the modern market environment.

Opagque Financial & Governance Model: the private foundation structure means zero public financial disclosure, and
the 2025 French court ruling that forced Rolex to unredact production data signals this secrecy model faces growing
legal scrutiny.

As a private foundation under Swiss law, Rolex has no legal obligation to disclose financial results - all revenue figures
are industry estimates. While this protects the brand’s mystique, it limits external accountability and ESG verification.
A 2025 French court ruling forced Rolex to unredact production data, underscoring growing legal pressure on its
secrecy model.

Structural Production Constraints: Rolex’s own public statement that it wont ramp output, with grey market
consequences and 2—5 year Daytona wait times as concrete evidence.

Rolex has publicly confirmed it will not ramp up output at its existing factories, stating that production cannot meet
demand without compromising quality. While intentional, this structural cap pushes desirable steel models - with
Daytona wait times of 2—5 years - toward the gray market, creating negative consumer experiences and ceding brand
control at the point of purchase.

Conservative Product Responsiveness: directly answers the professor’s why did they wait so long on the Daytona steel
question: manual movement until 1988, ceramic bezel on steel only in 2016, decades after collector demand was clear.
The Daytona, launched in 1963, did not receive an automatic movement until 1988 and a ceramic bezel on the steel
reference only in 2016. This decades-long delay illustrates a pattern in which Rolex relies on cultural momentum
rather than proactive product evolution. Its conservative organizational philosophy may limit its ability to respond

swiftly to shifting consumer tastes or competitive threats.



Opportunities

* Emerging Markets growth opportunities: Emerging markets such as Asia-Pacific, India, and the Middle East offer
growth opportunities for luxury watches due to rising incomes and increasing demand for Swiss luxury brands.

* Innovation in materials and technology: Continuous improvement in proprietary metals and performance-based
design would emphasize Rolex’s dominance in reliability and longevity.

* Digital ecosystem growth: Digital storytelling and archival content could appeal to strengthen brand image.

Threats

* Economic Instability: Global economic swings may reduce discretionary spending on luxury products.Growth in the
years ahead is expected to be slower, reaching between 1 and 3% annually globally between 2024 and 2027.

* Risks from Grey Market Activity: The brand has limited control over grey-market sales, leading to inconsistent pricing
and uneven purchasing experiences that can negatively impact Rolex’s image.

* Increasing Competition: Brands like Patek Philippe, Audemars Piguet, Omega, and even independent watchmakers
are making huge strides towards being culturally relevant.

*  Counterfeit Watches: Advances in counterfeit production threaten authenticity and consumer trust.

Shifting Generational Values: Young consumers’ values like transparency, sustainability, and digital-first engagement
may challenge Rolex’s traditional positioning. Based on the State of Fashion report, 48% say that sustainability is a top

factor when buying a luxury watch.
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Aaker’s Matrix

Brand as a Product Brand as a Person

¢ Chronometer el

. OFFICIALLY CERTIFIED

[ Sog CosMocRAPH g
*  Rugged & Bold \W A

e Successful

¢ Adventurous

1“

!

e Statement * Enduring
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* For high-performance environments ¢ Performance-driven

,3);

¢ Achievement-oriented

*  Capability: Waterproof, self-winding, etc.

oA /

o

tii g :
oy =
'rr,,l:h”““iml i n?ﬂ?ﬁ“ i
L4 }

*  Durability: Extensive quality testing

Rolex Cosmograph Daytona Platinum © Tourneau Roger Federer for Rolex © Rolex

Brand as Organisation Brand as a Symbol

*  Unparalleled control: independence and in-house *  Gold & Green: prestige and prosperity
*  Proof of performance through real-world testing * Coronet: authority and honor
* Continuous improvement: Jubilee, Oyster, etc. * Tagline: “A Crown For Every Achievement”
*  Excellence: quality & craftsmanship

* Rolex Watchmaking Training Center

*  Heritage: British entrepreneurial spirit + Swiss precision

* Philanthropy: Hans Wilsdorf Foundation

Rolex Headquarters, Geneva © Oracle Time Rolex Logo © Google
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Kapferer’s Brand Identity Prism

PICTURE OF SENDER

Physique Personality

The Rolex crown logo » Succesful

Opyster case design « Disciplined

Cyclops date magnification lens » Understated and restrained
Metal bracelets & fluted bezel * Quicet confidence

Precise timekeeping

Relationship

. . Culture
¢ Private, milestone-based
relationship ® ® e . . ,
e Watch as symbol of achievement * “Swiss ]'I\'[a{?c LI(‘.Slgnanon
and legacy ¢ Revolutionize the industry:

wristwatches vs pocket watches

s Lilite signaling system A o . ;
& & 8 e Spitit of precision and innovation

¢ Status marker within social
hierarchies

EXTERNALIZATION
NOLLVZI'TVNYHLNI

Reflection

+ Successful professional or
entrepreneur

e Affluent

» Confident and disciplined

* Watch collectors and luxury
enthusiasts

¢ Elite athletes and performers

Self-image

* Successful and accomplished
» Respected
» Part of an elite group of achievers

PICTURE OF RECEIVER

W [

Kapferer’s Brand Identity Prism for Rolex, developed by Camila Bertagni for the study Rolex Sky-Duweller Oyster Perpetual © Rolex.com



Tribal Marketing

Tribal marketing is a form of segmenting the customers of a brand using 4 key pillars based on common collective
behaviours such as beliefs, affinities and interest rather than the traditional demographic segmentation. This is done
to further analyse the identity of a brand. By grouping their followers into tribes, brands are able to connect with their
customers on a far more personalised method. The ultimate goal of Tribal Marketing is to achieve a high position in
leadership by introducing their different demographic segments to each other which further builds a community and sense

of belonging among their followers.

Pillars of Tribal Marketing

1) Unique Revelation

A brand offers a core truth or a “revelation” that forms the foundation of the community and their internal connection.
Through their unique revelation, Rolex understood that true brand loyalty and ultimate status was achieved not by
targeting broader subcultures but by targeting niche subcultures like deep sea divers, aviators and mountaineers. These
timepieces solved exact problems and helped gain validations from the tribe. Rolex further converted their watches from
mere functional instruments to cultural symbols of status. This proved that when a brand captures the fierce devotion
of its tribe and is able to build up the identity of a specific group, the broader and more aspirational market will end up
following the same ideology to claim that badge of identity. After all, a luxury brand engenderes respect and emotion,

acting as a sacred object that diffuses its value.

Bienfacture © Rolex.com

2) Belief System

Tribes that follow a luxury brand feel the need for a unique belief system that helps
guide their followers through life. These belief systems may include values, morals
and philosophies that eventually unite a tribe. Rolex has a rigid system of beliefs in
uncompromising quality, durability and timelessness over fleeting fashion trends. They
focus on producing reliable timepieces that are lifelong companions, worthy of an
emotional and more importantly, financial commitment. Rolex focuses on “bienfacture”
and this pushes their tribes to believe that beauty comes from functionality, reliability
and precision. Rolex utilised macro-behavioural marketing tactics, where customers
begin/continue to follow a brand that proves they are authentic, and show genuine
interest in their messaging. Rolex’s messaging of sustainability, controlled production

and their constant support for excellence helped solidify their customer base.

3) Rituals

Rituals are shared actions, ceremonies or traditions that members of a tribe participate
in to reinforce their belonging and celebrate the brand These rituals can also be a
process of exploration for existing/new customers. Rolex, since their introduction into
the market, built artificial scarcity by deliberately limiting the supply of their popular
models, but still maintaining high demand due to their brand reputation and perceived
excellence. Due to these scarcities, buyers began to demonstrate high levels of passion,
patience or purchase history, in order to obtain these popular models. This pushed the
process of purchasing a Rolex to be a highly sought after ritual, at these authorised
dealerships which served as their cathedral. A second ritual is the more common act of
passing down this “heirloom” from one generation to the next at major life milestones,
like graduations, weddings, etc. Finally, members of the tribe, often subtly check each
other’s wrists in business/social settings to identify and greet fellow connoisseurs, as a

sign of an unspoken symbol of mutual respect.



4) Distinct Lexicon

Tribes develop their own specific language, jargon or vocabulary that insiders can
instantly decode but can confuse outsiders. This creates a distinction between the in-
crowd and the out-crowd. Moreover, these terms are used by followers that makes
them feel like they are a part of the tribe. Rolex has a set of unique terminology that
blends their technical innovation with certain collector driven nicknames that can
define their luxury status. Some of these key terms include Oyster (for their waterproof
cases), Perpetual (self-winding timepieces), Cerachrom (ceramic bezel), cyclops (date
magnifiers), Jubilee and President (specific styles of watch bracelets), and lastly Pepsi,
Batman, Kermit and Hulk (affectionate nicknames for the bezel coloured combinations

of their GMT-Master II and Submariner models). Using these terms instantly identifies .
)

someone as an insider and a true member of the Rolex tribe.
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] Rolex Yacht Master © Rolex
Tipes of Rolex Watches © Oracle Time




Part 2:
10 Years Forecast

q ¢

IT DOESN’T
JUST TELL TIME,
IT TELLS
HISTORY

Rolex’s dedication to prestige sports is so deeply respected
that it holds a rare privilege at the Wimbledon tennis
championships. Since 1978, the iconic green and gold
Rolex clocks have been the only visible corporate branding

permitted on the historically commercial-free grounds of

the All England Club.




Watch Market

Projected Revenue Growth
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2018 2019 2020 2021 2022 2023 2024 20256 2026 2027 2028 2029 2030 2031
Total

o

Segment 1: Watch Segment
Top 5 Countries Top 5 Countries
(2026) (2031)
in million USD in million USD

1. United States 24,383 1. China 32,232
2. China 22,208 2. United States 27,487
3. Japan 11,924 3. Japan 15,278
4. France 5,239 4. India 6,824
5. United Kingdom 4,766 5. France 5,876
Market Revenue Growth Rate

Global Watch Industry: US$135.63bn in 2026  Global Watch Industry: 5.62% (CAGR 2026-2031)
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Luxury Watch Industry: US $66.92 bn in 2026 LuxuryWatch Industry: 3.52% (CAGR 2026-2030)
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Luxury Watch Market

Projected Revenue Growth

2019 2020 2021 2022

Top 5 Countries
(2026)
in million USD

2024 2025 2026 2027 2028
Total

Top 5 Countries

(2031)

in million USD

1. United States
2. China

3. Japan

4. India

5. France

Market Revenue

1.

United States 14,948
China 12,440
India 4716
Japan 4,608
France 3,900
Growth Rate

2029

2030

Mechanical Watch Market

Projected Revenue Growth

Global Mechanical Watch Market Size, By Movement Type, 2022 — 2035, (USD Billion)

83 82

2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033 2034 2035

® Automatic @ Manual

Overview

* Regional Dominance

* Largest Market: Asia-Pacific

Market Revenue
Mechanical Watch Industry: USD $82.4 bn in 2026

*  Fastest Growing Region: Asia Pacific
* Challenges
* Competition from smartwatches & wearable
technology.

Growth Rate

*  Skilled labor shortage & production constraints. Mechanical Watch Industry: 5% (CAGR 2026-2035)
* Opportunity

* Certified pre-owned & secondary market
expansion.

e Customization & personalization services.
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Resale Market
Control
By controlling their
secondary market through
CPO programs or resale
networks, manufacturers
are able to establish
their own minimum
price point. Secondary
market performance is
an immediate indicator
of primary market
performance; a poor
secondary market means
inherent weakness in the

primary market for new

watches.

Key Success Factors

02

Pricing Architecture &

03

Distribution
Polarization Sovereignity
Market segmentation favors Strong management of
brands that have set clear authorized dealerships
price points. Ultra-luxury and boutique operations
watches perform well, guarantees pricing integrity
whereas mid-level ranges and image maintenance.
face tariffs and economic Companies that use
challenges. Brands that unmanaged wholesale
maintain entry-level pricing  methods expose themselves
without hurting flagship to the risks of the grey
brand prestige maintain market and low margins.

their structural advantage.

04

Movement
Sovereignity
Caliber production done
in-house differentiates
manufacturers from
assemblers. The larger
number of educated
consumers in the Asia-
Pacific region will
determine how important
provenance is in setting

prices.

Audemars Piguet:

1.

. AP House direct-to-consumer model captures full margin and builds one-to-one

Major Players and Their
Competitive Advantage

1

Patek Phillipe:

1. Internal Patek Seal (+1 sec/day) - tightest precision standard of any major
manufacturer

2. Ulera-limited annual production (65,000 units) structurally sustains auction
market dominance

3. Family-owned independence removes pressure to scale, preserving generational

positioning

2

Royal Oak design architecture commands premium pricing across six decades

without redesign

UHNW collector data

Controlled production scarcity engineers waitlists and sustains secondary market

premiums




1.

Cartier:

1.

Simultaneous category leadership in luxury watches AND fine jewelry - broader
consumer reach than any pure-play watchmaker

Richemont omnichannel infrastructure (Net-a-Porter, Watchfinder) provides the
most complete distribution architecture in the market

Tank and Santos silhouettes own the luxury dress watch segment for women,

structurally independent of sports-watch demand cycles

5

1.

3

Omega:

METAS Master Chronometer is the only government-level independent
precision certification in the category

NASA (1969) institutional endorsement provides cross-generational performance
credibility no competitor holds

MoonSwatch cross-tier strategy captures aspirational entry buyers without

diluting core Omega positioning

Richard Mille:

Entry price point of $100,000+ places the brand entirely outside mid-range
polarization pressure

Motorsport and sports endorsements (McLaren F1, Rafael Nadal) validate
technical claims through real-world extreme conditions

Proprietary case materials (Carbon TPT, NTPT composites) make status

signaling through engineering, not logos

Rolex’s Competitive Advantage

01

Quality-at-Scale
Rolex manufactures roughly 1.15
million units annually under tighter
tolerances than boutique brands
manufacturing much less. This allows
Rolex to commoditize precision
manufacturingatscale, astructural feat
with no parallel among competitors.
slowdown,

During an economic

quality at scale becomes a stronger

financial defense strategy than scarcity.

02

CPO Price Floor Mechanism
Rolex’s Certified Pre-Owned program

is the first pre-owned warranty
provided by any watch manufacturer.
It provides 7-28% additional value on
Rolex over other uncertified resellers,
effectively taxing the reseller space
while protecting the residual value of

Rolex’s primary market, making Rolex

a safe investment for consumers.

03

Distribution Sovereignty at
Scale
With close to 7,000 authorized dealers
worldwide, combined with the recent
Bucherer Acquisition, the biggest AD
for Rolex in both Switzerland and the
US, Rolex can control distribution
through two major routes. No watch
brand has ever done so successfully

before.




Pre-Owned Watch Market

Growth of Pre-Owned Watch Market Was Expected to Outpace First-Hand
Projected Revenue Growth
USD BILLION; SHARE OF SALES BY CHANNEL (%)

Offline sales

- Online sales

+4-5% p.a

85-90

+1-3% p.a. 1 67

52-59
49 7%
+8-10% p.a.
88%
29-32
89%
95%
18 55%
70%

2019 2025F 2019 2025F 2019 2025F

Pre-owned market First-hand and pre-

owned market

First-hand market

Overview

* Projection vs Results e Interest

* Annual sales: $29 to $32 billion in 2025, up from *  Global searches for pre-owned luxury, increased 21%

$18 billion in 2019. year-on-year to 19.6 million in 2024

e $24.9 billion in 2024 * Recording a 26.3% increase in interest to fashion’s

11.5%
52

W

01

Authentication

Infrastructure

Platform credibility
depends entirely on the
reliability of authentication
systems. Buyers entering the
pre-owned market require
third-party verification

or manufacturer-backed
guarantees; brands

and platforms without
defensible authentication
protocols face structural
trust barriers that suppress

transaction volume and

pricing.

02

Price Transparency &
Discovery

Real-time market

pricing data (Chrono24,
WatchCharts) has
transformed the pre-owned
market from an opaque
dealer-driven environment
into a transparent, index-
driven ecosystem. Platforms
that control pricing data
control buyer confidence,
and therefore transaction

flow.

03

Digital Channel

Dominance

30% of premium-to-
ultra-luxury pre-owned
watches now sell online, a
structural channel shift that
permanently redistributes
margin away from physical
dealers toward digital
platforms. Brands and
platforms without scalable
digital infrastructure are
losing market share to pure-

play online operators.

Key Success Factors

04

Brand-Driven
Demand
Concentration

Liquidity in the second-
hand market does not occur
equally but focuses on 4-6
key brands. Marketplaces
with a wide range of
sought-after brand

listings (Rolex, Patek
Philippe, Audemars Piguet)
outperform generalists

by default when it comes
to conversion rates and

average sales price.




Major Players and Their
Competitive Advantage

Chrono24:

1.

More than 2 million listings from over 110 countries, serves as the de facto global pricing benchmark for the entire
pre-owned watch category
Escrow/buyer protection reduces risk in transactions and directly drives higher-priced conversions

Collects real-time market data to form a pricing index, where Chrono24 prices affect perception in the primary market

Watchfinder & Co.:

1. Richemont Group acquisition in 2018 ensures capital and inventory support
through the entire conglomerate

2. Unique boutique-level experience in the digital space, targeting the UHN'W
consumer segment, not covered by digital-only companies

3. Integration with Richemont’s brands makes Watchfinder the structured

CPO channel for the company

3

The RealReal:

1.

Luxury goods consignment service brings other categories of luxury consumers to buy watches — cross-category
acquisition advantage

Artificial intelligence authentication reduces unit cost of verifying authenticity, structural margin advantage versus
competitors who authenticate manually

Consumer appeal based on brand recognition across fashion and jewelry categories attracting buyers for the first time

interested in watches

Watchbox:

1. Proprietary grading/certification process targets HNW collectors, differentiating from traditional marketplace
competitors

2. Trade-in program helps convert watch owners into repeat customers, driving both inventory acquisition and customer
retention

3. Concierge white-glove service covers UHNW segment, where transaction value justifies the high-end service experience

| Eiuﬂ:uﬁumn am




5

Hodinkee Shop:

1.

The editorial influence is able to translate content
consumers straight into revenue - no other company
can do that through its media-to-retail connection

Positioning itself as collectors community, the company

targets only the buyers who are best informed and ready

to spend the most money

Bob’s Watches:

100% Rolex-focused inventory strategy captures the
single most liquid and searched brand in the pre-owned
market

The price-match policy combined with clear pricing
helps to eliminate the negotiation process - the key to
conversion for the first-time buyers

Single-brand specialization enables deeper

authentication expertise and inventory knowledge than

generalist competitors

Rolex’s Role in this Market

01

CPO Program as Market
Control Mechanism
Rolex’s Certified Pre-Owned program
(2022) is the only manufacturer-
backed pre-owned certification in the
watch category. By issuing a 2-year
Rolex guarantee through its authorized
dealer network, Rolex captures a
7-28% price premium over non-
certified secondary dealers - effectively
taxing the resale market while retaining
margin that previously accrued entirely

to third-party platforms.

02

Secondary Market Liquidity
Leadership
Rolex is the single most searched, most
traded, and most liquid brand on every
major pre-owned platform globally.
This liquidity concentration means
Rolex’s secondary market performance
functions as the category’s pricing
anchor. When Rolex resale values
strengthen, buyer confidence across
the entire pre-owned market rises;

when they soften, the category follows.

03

Bucherer Acquisition as
Vertical Integration of Resale
The 2023 Bucherer acquisition gives
Rolex direct access to physical pre-
owned retail infrastructure, the largest
Rolex AD in the US, and Switzerland
also operates an active pre-owned
trading desk. This creates a vertically
integrated primary-to-secondary

market loop that no competitor has

constructed at an equivalent scale.



Investment and Collectibility
Market

Key Success Factors

01

Resale Value Retention

Value Preservation
Investment-level timepieces
need to show tangible value

preservation, or growth,
within a specific duration.
Brands whose secondary
market prices consistently
exceed retail create a self-
reinforcing investment
narrative that drives
primary market demand
from financially motivated
buyers, not just horological

enthusiasts.

\aE

02

Auction Market

Presence

Sotheby’s, Christie’s, and
Phillips auction results
function as the investment
watch market’s public price
discovery mechanism. A
single record-breaking
auction result recalibrates
global secondary market
pricing for an entire
reference - auction
performance is therefore
both a valuation event
and a marketing event

simultaneously.

03

Scarcity Architecture

Investment-grade
collectibility requires
deliberate supply
constraint. Brands that
limit production, retire
references strategically,
and control the release
of limited editions create
the scarcity conditions
that drive appreciation -
accidental scarcity (supply
chain driven) does not carry
the same collector premium

as engineered scarcity.

04

Brand-Driven
Demand
Concentration:
Collector markets are
reference-specific, not
brand-generic. Brands with
deep reference libraries -
multiple dial variations,
production-year differences,
signed vs. unsigned dials
- generate the granular
collector obsession that
sustains long-term auction
and secondary market
activity. Reference depth
converts casual buyers into

committed collectors.
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Major Players and Their
Competitive Advantage

Patek Phillipe:

1. Auction world records (Henry Graves Superc

1518) function as permanent investment credibility benchmarks -

no competitor holds equivalent auction history

2. “You never actually own a Patek Philippe” narrative converts a

purchase into an intergenerational wealth transfer instrument -

directly supports long-term holding behavior

3. Deliberately constrained production (~65,000 units/year) ensures

secondary market supply never structurally exceeds collector demand

1

omplication; Ref.

3

A Lange & Sohne

Double-assembly protocol and Saxon manufacture heritage create
production scarcity that is structurally authentic - not engineered
for marketing

Ultra-limited annual production ensures every reference maintains
genuine rarity - collector premiums reflect real supply constraints,
not artificial ones

German precision tradition provides differentiated collector

narrative in a market dominated by Swiss provenance - niche scarcity

commands niche premiums

4

FP Journe:
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Audemars Piguet:

premium pricing

1. Royal Oak Ref. 5402 “Jumbo” appreciation trajectory - early
references now trade at 10-20x original retail - established AP’s
investment-grade collector credentials

2. AP House direct model creates documented provenance and

purchase history - critical for collector resale authentication and

3. Strategic limited editions (collaborations with artists, architects)
generate collector-specific demand events that spike reference values

independently of the broader market

1. Founder-signed movements and personally controlled production

(approximately 900 pieces annually) create the most authentic
scarcity in the independent watchmaker category

Aluminium case early references now appreciate at rates exceeding
Patek Philippe on a percentage basis - highest growth trajectory of
any contemporary independent brand

Refusal to increase production regardless of demand - a structural
commitment to scarcity that sustains investment-grade pricing

permanently



62
Rolex Bracelet Metal © Rolex.com

Rolex’s Role in this Market

01

The Investment-Grade Floor
Standard
Rolex Professional Series references
retain 85-130% of retail value at 5
years - establishing the investment
floor benchmark against which all
other brands are measured. This
retention rate, combined with the
CPO program's manufacturer-backed
guarantee, makes Rolex the category's
most financially defensible entry point
for investment-motivated buyers -
more liquid than comparable tangible

assets in the same price bracket.

02

Auction Market as Brand
Equity Amplifier
Rolex's vintage references - particularly
pre-Daytona and "tropical" dial
variants - generate consistent auction
results at  Sotheby's,  Christie's,
and Phillips that recalibrate global
secondary market pricing for entire
reference families. Each auction record
functions as a zero-cost brand equity
event - Rolex bears none of the auction
house marketing cost but receives full

secondary market pricing uplift.

03

Scarcity Engineering Without
Production Reduction
Rolex  sustains  investment-grade
collectibility at ~1.15M units/year
by managing allocation through its
authorized dealer network rather
than reducing supply. Waitlists,
dealer  relationship  requirements,
and purchase history prerequisites
create artificial scarcity at the point
of sale - without the revenue cost of
actually limiting production. This is
structurally unique: no other brand
at equivalent production volume
maintains equivalent secondary market

premiums.



Future Market Trends
(Forecast)

01

Mechanical watches remain the value
engine of Swiss watchmaking

Mechanical watches remain the core value driver of
the Swiss watch industry, even though they represent
a smaller share of total units sold. In 2025, Swiss
mechanical watches generated about CHF 20.9
billion in export value from 5.21 million units, while
electronic watches generated about CHF 3.5 billion
from 9.39 million units. This shows that mechanical
watches are not a volume-led market; they are a high-
value market built around prestige, scarcity, craft,
durability, and trust. For Rolex, this matters because
future brand equity should be built around value
protection and mechanical authority rather than

mass accessibility.

02

Mechanical watches remain the value
engine of Swiss watchmaking

Mechanical watches remain the core value driver of
the Swiss watch industry, even though they represent
a smaller share of total units sold. In 2025, Swiss
mechanical watches generated about CHF 20.9
billion in export value from 5.21 million units, while
electronic watches generated about CHF 3.5 billion
from 9.39 million units. This shows that mechanical
watches are not a volume-led market; they are a high-
value market built around prestige, scarcity, craft,
durability, and trust. For Rolex, this matters because
future brand equity should be built around value
protection and mechanical authority rather than

mass accessibility.

03

Pre-owned mechanical watches are becoming a
formal market channel

The pre-owned luxury watch market is becoming central
to the future of mechanical watches rather than remaining
a side market. Grand View Research estimates the pre-
owned luxury watch market at USD 24.38 billion in 2023,
projected to reach USD 45.01 billion by 2030, and it is
important to highlight that certified pre-owned, vintage,
service, and resale are becoming central to the mechanical-
watch market. This trend matters because pre-owned
mechanical watches extend the lifecycle of the brand and
turn durability, service, authentication, and provenance
into sources of value. For Rolex, this creates a strong
opportunity to control resale through certified pre-owned
programs, official servicing, warranties, and authenticated

ownership history.

04

Physical retail remains dominant, but its role is
changing

Mechanical watches are still largely sold through physical
retail because consumers want to see, try, inspect, and
experience high-value watches before purchase. 41% of
watch executives plan to open a new mono-brand or flagship
store within 12 months, and brick-and-mortar stores are
expected to remain dominant in the next few years. This
does not mean brands should simply open more stores; it
means physical retail is evolving into a controlled brand-
experience environment. For Rolex, the future flagship
should combine product presentation, appointment-
based service, certified pre-owned, heritage storytelling,

watchmaking education, and after-sales support.
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05

Online growth supports transparency, research,
and comparison

Online mechanical-watch sales are growing, but they should
not be seen as replacing offline boutiques. Grand View
Research forecasts the global mechanical watch market to
grow from USD 45.57 billion in 2024 to USD 67.28 billion
by 2033, at a 4.5% CAGR. Online growth as being driven
by transparency, research, variety, authenticity assurance,
and access to new and second-hand pieces. This means
online channels are becoming important for discovery,
comparison, appointment booking, CPO browsing, and
trust-building before the customer enters a boutique. The
strongest future distribution model is therefore hybrid:
online supports the research journey, while physical retail

remains the core conversion and relationship channel.

06

Digital product passports and provenance will
become more important

As the pre-owned market grows, mechanical watches will
needstronger systems for proofofauthenticity, service history,
ownership transfer, condition, and repair records. DPPs
will be a connection to long ownership cycles, transparency,
centralized product information, service records, and gaps
in authenticity, condition, repairs, and ownership changes.
This is highly relevant for mechanical watches because they
can last for generations and often move between owners.
For Rolex, a future digital provenance system could support
certified pre-owned, reduce counterfeit risk, strengthen

service relationships, and make ownership feel more secure

and official.
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Al AR, and VR will enhance mechanical-watch
engagement without making the product digital
Al, AR, and VR should be framed as digital tools
around a mechanical object, not as a shift toward digital
watches. AR try-ons, Al-powered product finders, virtual
manufacture tours, and immersive storytelling can bridge
online discovery and offline luxury retail. These tools can
help clients understand case proportions, mechanical
functions, production processes, and brand heritage before

or during a boutique visit.

08

Mechanical-watch design is shifting toward
elegance, proportion, and visible mechanics

Design and aesthetics should be included as a “new product”
trend because the market is moving beyond oversized steel
sport-watch dominance. Chrono24’s 2025 market review
reports that “dressy” aesthetics are outperforming sport
models and that rectangular cases increased by 9.3%,
which supports the forecast about shaped cases and refined
silhouettes gaining relevance. The Fondation de la Haute
Horlogerie also reported that almost half of the 60 brands
at Watches and Wonders Geneva 2025 presented watches
that revealed all or part of their mechanisms. This shows
that mechanical-watch design is increasingly about making
movement architecture, craftsmanship, and emotional

value visible.

09

Métiers d’art, stone dials, and rare materials are
becoming differentiation tools

Métiers d’art, stone dials, mineral dials, and non-traditional
materials should not be framed as “colour preference,” but
as a deeper product trend around scarcity, craft, texture,

and individuality. In mechanical watches, artisanal

elements such as enameling, engraving, guilloché,
gem-setting, stone dials, and mineral surfaces
make the product feel more collectible and
emotionally meaningful. For Rolex, this could
support controlled use of rare dials, precious
materials, and craft-led storytelling, especially
in higher-end lines where rarity and symbolic

value are central to brand equity.

Rolex Oyster Perpetual Dial © Rolex.com



Consumer Segmentations

> Market Space

> Mental Space

Market Space
Demographics

The global consumer base for traditional watches is primarily concentrated
across the United States, China, Europe, the United Arab Emirates, India,
Japan, Singapore, and Mexico, with India and Mexico rapidly emerging as the strongest

markets for future growth.

Demographically, the market is undergoing asignificant shift. While Baby Boomers currently
maintain the highest rate of traditional watch wearing at 43%, younger generations and
women are driving new demand. According to Deloitte’s industry executive survey, the
willingness to buy is now equally strong between men and women, and the female share of
traditional watch wearers is steadily increasing year-over-year. Furthermore, among watch-
aware consumers, Gen Z, millennials, and female buyers demonstrate the strongest overall

purchase intent and are leading participation in the pre-owned market.

When it comes to purchasing behavior, spending has become starkly polarized between the
entry-level and ultra-high-end segments, placing the mid-range market under significant

pressure.

Globally, the majority of buyers (58%) are willing to spend up to approximately $1,700
USD. However, ultra-high-end spending willingness is heavily concentrated in specific
regions-namely China, Hong Kong, the UAE, and Singapore.

This regional wealth concentration is particularly evident in China, where 20% of
consumers are willing to spend between $11,400 and $57,000 USD (compared to just 5%
globally), and 16% to 18% of buyers in China and Hong Kong are prepared to spend in
excess of $57,000 USD.



Behaviours

Generation Z is actively driving a renaissance in the dress watch category, with their
purchases in this segment surging by 44% since 2018-significantly outpacing the 29%
growth seen across other age groups. Dress watches now account for 12% of all Gen Z

transactions.

Within this demographic, Cartier has experienced the highest rate of growth, seeing
its share of Gen Z purchases quadruple from 1.7% to 6.8% over the past seven years.
Meanwhile, Rolex remains the top-searched luxury watch brand overall, with the Rolex

Datejust proving particularly popular among buyers under thirty.

Despite being digital natives, these younger consumers demonstrate a strong preference
for in-store purchasing, with over 60% favoring brick-and-mortar boutiques. When asked
why, 51% cite the tactile ability to try the watches on, 44% value the personal relationships

and expert advice, and 32% are drawn to the overall in-store experience.

Alongside their preference for physical retail, younger generations are reshaping the
secondary market. Forty percent of millennials and Gen Z consumers intend to buy a pre-
owned watch in the next 12 months, compared to just 30% of Gen X and 20% of Baby
Boomers. While price is the primary motivator (53%), access to discontinued models is a
major draw, cited by 36% of global buyers and jumping to 60% among Chinese consumers.
Ultimately, younger buyers treat this "rotation” model-buying, wearing, reselling, and

upgrading-as a standard consumption pattern rather than a financial compromise.

Regionally, the Mexican market stands out with distinctly different purchasing behaviors.
Consumers in Mexico are twice as likely as the global average to purchase luxury watches
via social media, and they demonstrate a remarkably strong preference for market-specific

and culturally themed editions.

Mental Space

Across all generations, personal use and self-reward dominate the watch market, with timepieces purchased primarily
for the buyer rather than as gifts. Ultimately, modern watches function as powerful expressions of individual taste and
identity. When evaluating a purchase, 34% of consumers place the highest value on the tangible qualities of a watch,

specifically craftsmanship, durability, and longevity.

However, alongside these core values, there is a strong, competing interest in exclusivity, rarity, and special editions. In
markets like China and Hong Kong, this desire for rarity and collectability frequently outweighs practical considerations
entirely. Specific purchase motivations also vary significantly by age: while 42% of Baby Boomers are driven primarily
by functional use, millennials are more divided. For millennial buyers, the practical function of telling time and the
aesthetic appeal of looking good carry equal weight (20% each), though self-reward ultimately ranks as their highest

overall motivation at 23%.

Despite the high costs often associated with luxury timepieces, financial speculation remains a secondary driver. Only -

17% of watch-intending consumers plan to purchase a timepiece as a long-term investment, and a

mere 5% buy with the intent of immediate resale.

Rolex Bracelet Component © Rolex.com



Sociographics

When it comes to discovering and selecting a timepiece, personal networks remain paramount. Friends and family
continue to be the single most influential source for purchases, driving 25% of decisions. However, digital channels are
close behind, with social media and ofhicial brand websites tied at 20% each.This blend of physical and digital engagement

is especially pronounced among younger consumers.

For Gen Z and millennials, initial brand discovery is heavily driven by platforms like TikTok, Instagram, and specialized
creator communities. Yet, this digital-first discovery does not replace the desire for physical immersion; brand events and
watch fairs remain highly meaningful to them. This was clearly demonstrated at Watches & Wonders, where 25% of

public tickets were purchased by attendees under the age of 25.

Furthermore, younger buyers have completely destigmatized the secondary market. Pre-owned purchasing has become

socially normalized-no longer viewed as a financial compromise, but rather as a smart, stylish, and sustainable choice.

Finally, the entry point into the luxury watch category is shifting earlier in life, particularly in emerging markets. In these
regions, timepieces are deeply intertwined with "milestone culture." By gifting watches for significant life events such as
graduations, quinceaneras, and milestone birthdays, these markets are successfully embedding luxury category entry at a

much younger age, securing the next generation of lifelong collectors.

Rolex Perpetual Explorer © Rolex.com



Future Consumer Trends

Demographics

Millennials and Gen Z (25-40 years) are emerging as the primary collectors and next- Male consumers aged 30—55 remain the dominant segment globally:
generation luxury watch buyers: Male consumers between 30 and 55 years old remain the primary consumer segment in the global market.
Millennials and Gen Z, who fall within the 25-40 age group, are increasingly seen as the main collectors Yet female collectors represent a relatively underpenetrated and rapidly growing segment — especially in O 3
and the next generation of luxury watch consumers, expected to make up over 70% of luxury purchases Asia-Pacific, where a new wave of wealthy women is expected to increase demand for watches as a status
O 1 by 2030 (BoF/McKinsey). This generation enters the marketplace with an impressive level of education symbol and an asset.

and experience with watches via Hodinkee, Chrono24, TikTok, and YouTube, and with more of a
collector than a trophy attitude. The focus on mechanical legitimacy, storytelling, and resale is favorable

for Rolex compared to its competitors.

Ultra-high spenders (50+ years) remain the anchor of first-purchase volume and 02 O 4 Emerging market consumers in India, the Middle East, and Asia-Pacific:

high—complication demand: Consumers in emerging markets such as India, the Middle East, and the Asia-Pacific are likely to become
Ultra-luxury shoppers aged 50 and above remain a major share of sales volume and a demanding the next significant consumer group for Rolex products. The ultra-rich in India will double in number
customer segment. According to a BoF/McKinsey analysis, this group will drive 65% to from 2023 to 2028, the highest growth rate in the world, whereas the number of HN'WIs in the Middle

80% of luxury growth until 2027 and will be the least affected by macroeconomic East will grow 15% annually until 2035. Like Rolex's previous consumers,

challenges, making it a stable revenue source for iconic brands such as & they share a similar profile of achievement, aspiration,

- milestone-marking, and signaling (The State of Fashion:

N -\ Luxury, BoF/McKinsey, p. 24).

Y

Rolex’s Submariner, Daytona, and Day-Date.

Rolex Daytona Pink © The Watch Club London



Future Consumer Trends

Psychographic Evolution

01

For the Millennial and Gen Z
collector:

Accordingto WGSN’s Deconsumption
trend, there is a fundamental shift in
consumer behavior in which these
generations move from buying to
owning high-value objects, whether
financially, culturally, or emotionally.
WGSN researcher Natacia Lim writes
about a move toward items that
provide long-lasting value, coupled
with modern heirlooms that are
too iconic, personal, or culturally
significant to dispose of. The Rolex is
one such object; it will never lose its
value, it will remain timeless, and it
carries a cultural weight far beyond its

purchase price.

"\m/’ 78

02

The Ultra-High Net Worth
(UHNW) consumer:

The new concept of "investment
luxury" places mechanical watches
in the category of alternative assets.
According to data from BCG (2025)
and Sothebys, 54% of Gen-Z
members have spent more on luxury
watches since 2021, and almost one-
third of auction watch buyers in 2023
were 30 or younger. Among UHNW
members, this idea is well established;

hence, demand for Rolex references is

inelastic.

03

For the younger aspirational

buyer: Regarding the younger
consumer seeking to join an elite
club, the WGSN “Gatekeeping” trend
reveals that exclusion has become the
main currency from 2026 onward. The
youth consumer favors acquiring items
that signal belonging to an exclusive
community rather than those that seek
wide recognition. For example, the
Rolex waiting list, authorized dealer
associations, and the use of specific
tribal language (Pepsi, Batman, Hulk,

Cyclops) are all perfect examples of

cultural gatekeeping.

Rolex Day Date © Rolex
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Future Consumer Trends

Behavioural Evolution

02

03

Discovery is digital, purchase remains physical:

Discovery occurs on digital platforms, but the purchase process remains largely physical - Generation
Z and Millennial watch enthusiasts discover products on TikTok, YouTube, Instagram, Hodinkee, and
Chrono24, yet prefer to buy in-store, preserving the sacredness of an authorized dealer's process. This
reality is supported by BoF/McKinsey research, which shows that up to 80% of luxury sales are already
influenced by digital platforms, yet the act of purchasing still requires some ceremonial aspects. This aligns
with the philosophy of Rolex's authorized dealer business approach and controlled distribution (The State

of Fashion: Luxury, p. 14).

The pre-owned market as brand funnel:

For younger buyers aged 25 to 35 who aspire to become luxury customers, the certified pre-owned product
market is an ideal entry point into the Rolex brand world. According to BoF/McKinsey, the secondhand
luxury market will grow 2-3 times faster than the primary market until 2027. In this way, the Rolex RCPO

program makes the company central to the process rather than a marginal player.

WGSN's "Gatekeeping" for the established collector:

WGSN outlines the emergence of a gatekeeper system within the existing collectors’ circle. For those
between the ages of 35 and 55, control over information, including awareness of reference sources, the
channels through which they can purchase them, and the rules governing access to them, represents an
example of social capital. WGSN claims that “exclusivity is the new currency,” a point that is exemplified by

this consumer segment. In terms of Rolex, the waiting list is the most effective tool for demand generation.

| W



Segment 2: Haberdashery

Cufllinks Market

Projected Revenue Growth

Market Size Outlook (usp Million )

2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028

2018 : USD 4,100.80

Market Size Growth Rate

Global Cufflinks Industry Global Cufflinks Industry

US$2.5bn in 2024 6.0% (CAGR 2024-2032)

Market Players

Deakin & Francis Cartier

Louis Vuitton Tiffany & Co Montblanc



Rolex’s Role in

this Market

Cufflinks that are sold by Rolex reflect the visual codes of
the brand while still meeting the same high standards in

terms of quality and reliability as those of any Rolex watch.

Distribution

By restricting the availability of cufflinks exclusively to
Official Jewelers, Rolex meticulously controls the customer
experience and the brand's aura.

This positioning encourages add-on purchases from
high-net-worth clients or serves as a "consolation" luxury

purchase for clients waiting on extensive allocation lists for

models like the Daytona or GMT-Master II.

Product Portfolio
The decision to offer these in 18 ket yellow, white, or Everose

gold is a masterclass in maintaining brand DNA.

Proprietary Assets: By utilizing Everose - Rolex’s
proprietary, patented pink gold alloy that never loses its
color - the brand transfers the exact metallurgical equity of

their watches directly to the accessory.

W [

Brand Symbol
In formal business or evening wear, a watch is often partially
hidden under a shirt cuff. A cufflink extends the brand's

visibility to the very edge of the sleeve.

The Ruler Archetype: Rolex consistently aligns itself with
the "Achiever" and "Ruler" brand archetypes - associating
with champions in tennis, golf, and equestrian sports. The
cufflinks act as a wearable trophy, reinforcing the wearer’s
self-concept as someone who demands excellence in even

the most microscopic details of their wardrobe.

Category Extension

This functions similarly to a downward brand extension by offering a

more accessible entry price point than a $10,000+ timepiece.

Rolex has kept the extension within the "same body region”.
Moving into silk ties or leather briefcases would dilute the
brand's core identity as masters of metal and wristwear.
Cufflinks share the same real estate, the same materials, and

the same functional relationship to the hand as a watch.

The Gateway Purchase: For an aspirational consumer,
purchasing a set of solid gold Rolex cufflinks allows

them to enter the brand's ecosystem, building a
purchase history with an authorized dealer and
cementing their loyalty before they are ready (or

invited) to purchase a flagship timepiece.

ak’

Rolex Cufflinks © Rolex



Future Market Trends
(Forecast)

01

Overall cufflinks market growth

The cufflinks market is forecast to grow steadily, but it is a
much smaller category than watches. Data Bridge Market
Research estimates the global cufflinks market at USD 2.50
billion in 2024, reaching USD 3.98 billion by 2032, at a
6.0% CAGR. Market.us gives a similar but slightly smaller
forecast, projecting the cufflinks market from USD 1.5
billion in 2023 to USD 2.5 billion by 2032, at a 6.1%
CAGR. The key takeaway is that cufflinks are not a high-
volume luxury engine like watches, but they are a stable
accessory category with growth driven by luxury fashion,
gifting, formalwear, personalization, and online retail

expansion.

02

Luxury cufflinks are a premium niche

The Insight Partners estimates the luxury cufflinks market
at USD 1.36 billion in 2025, reaching USD 2.08 billion
by 2034, at a 4.83% CAGR. Intel Market Research gives a
similar luxury-cufflink forecast, estimating the segment at
USD 1.42 billion in 2025, growing to USD 2.18 billion by
2034, at a 4.3% CAGR. This suggests that luxury cufflinks
are not an explosive growth category, but they are a credible
brand extension space for maisons that want to deepen

formalwear, gifting, and collector rituals..

03

Cufflinks benefit from the broader men’s
accessories trend

Cufflinks are also supported by growth in the broader men’s
accessories market. Grand View Research reports that men’s
fashion accessories are expected to grow at an 8.3% CAGR
from 2024 to 2030, driven by evolving masculinity, greater
acceptance of male grooming and styling, and the view of
accessories such as watches, cufflinks, belts, and bags as part
of a complete look. Cufflinks sit naturally beside watches
as formal, visible status accessories. The category benefits
when men’s luxury dressing becomes less purely functional

and more expressive, collectible, and identity-driven.

04

Materials will become a differentiation tool

Cufflink design is moving beyond traditional gold, silver,
and stainless steel into more symbolic and unusual materials.
The forecasts mention carbon fiber, meteorite, reclaimed
industrial metals, copper, and lab-grown diamonds as
possible material directions. This fits broader jewelry
trends: the lab-grown diamond market is forecast by The
Business Research Company to reach USD 40.8 billion by
2030, while sustainable jewelry forecasts point to growth in

recycled metals, traceability, and ethical sourcing.



05

Personalization is becoming a baseline
expectation

Personalization is one of the strongest trends for cufflinks
because the product is naturally suited to initials, dates,
family crests, coordinates, emblems, and commemorative
gifting. Bespoke engraving, initials, family crests, and
coordinates are growing important cufflink customization
directions. Broader personalized-jewelry forecasts support
this direction: Datalntelo estimates the personalized jewelry
market at USD 38.6 billion in 2025, reaching USD 81.4
billion by 2034, at an 8.7% CAGR. For Rolex, this means
cufflinks could work as a personalization-led accessory
without altering the watches themselves, which is useful

because Rolex usually protects the purity of its core watch

designs.

06

Smart cufflinks are possible, but should be
treated carefully

Smart cufflinks are an emerging idea, but the forecast data
is stronger for smart wearables broadly than for smart
cufflinks specifically. There is a growing trend for NFC and
Bluetooth-enabled cufflinks that could share digital business
cards or connect to phone-based information systems. The
broader luxury wearable-tech market is moving in that
direction: the Financial Times reported that WGSN expects
demand for smart wearables to grow fivefold by 2029, with
wearables increasingly becoming style objects rather than

purely functional devices.

01

Jewelry is the single fastest-growing personal luxury goods category:

Future Consumer Trends

Demographic Evolution

The core buyer — executive men aged 35-60:

In the luxury accessories category, the group with the greatest structural stability is executive males aged
35-60 years. This group is also responsible for the earnings Rolex derives from its wristwatches, as it
comprises high- and ultra-high spenders who view formal accessories as part of their personal identity. In

this context, owning a Rolex cufflink is more than a purchase; it signals that one aligns one's success with

the Rolex brand.

02

Luxury jewelry is the personal luxury goods category with the highest ten-year growth. The BoF/McKinsey

State of Fashion 2026 report predicts that jewelry will grow nearly four times faster than clothing products

through 2028. Additionally, the State of Fashion: Luxury estimates jewelry's annual growth rate at 4-6%

between 2025 and 2027, higher than that of watches (2-4%), apparel, and footwear.

03

Men's jewelry is the fastest-growing segment within the category:

This is due to the fact that the male jewelry segment is the fastest-growing part of the category, expected
to grow at 7-8 percent annually until 2028, roughly double that of the female counterpart (4-5 percent).
This trend can be traced back to the increased acceptance of accessories as signs of status, the rising trend of
conscious personal style choices among male professionals, and the growing recognition of fine accessories
beyond the wristwatch. For example, the Rolex cufflink can serve as jewelry but also functions as a precision

tool.



O 4 A younger and more diverse clientele:
In the coming decade, the fine jewelry market can expect a new breed of consumers entering the market,
driven by gifting occasions and gender-neutral collections, according to research from BoF/McKinsey.
Regarding the Rolex cufflink, this trend creates a primary market consisting of professionals who already
own a watch and a secondary gifting market triggered by various milestones such as promotion, retirement,

partnership, and anniversary.

Emerging markets: O S

The next generation of luxury accessory consumers will come from emerging economies, including India,
which is expected to see its UHNWI population rise by 50 percent over the next eight years. The Middle
East is expected to see an annual growth rate of about 15 percent in the HNWI population up to 2035.
These economies are expected to be important sources of luxury accessory consumers in the future, since

gifting branded accessories is a very strong cultural practice in these regions.

Oyster Perpetual © Rolex




Psychographic Evolution

O 1 For the established Rolex watch owner:
The “Going for Gold” by WGSN outlines the main jewelry and accessory macro trend for 2026 and the
years that follow. According to Lorna Hall, Content Director at WGSN, gold is a symbol of stability
and status in times of uncertainty and is becoming increasingly important as opulence grows, driven by
the resurgence of '80s status wear and the retro trend. For a Rolex owner, a golden cufflink is a natural
extension of the same design language — the fluted bezel, Oyster Gold bracelet, and crown symbol — but on

a cuff rather than a wrist. It needs no explanation; it simply speaks the language of the brand.

For the ultra—high spender: 02

Gold, according to Sara Maggioni, head of women’s wear at WGSN, represents the convergence of
heritage, craftsmanship, and value for money, attracting everyone from high-end consumers to Gen Z
archival aficionados. Luxury brands are elevating gold’s value by investing in recycled metal, coupled with
a strong focus on heritage, ethical sourcing, and traceability. The thriving secondhand luxury industry also
contributes to gold’s standing as a long-lasting asset. For the ultra-high-spending individual, this is not just

a transaction of buying clothes but rather buying a piece with heritage, permanency, and value recovery.

0 3 Across all groups WGSN's Deconsumption:
Forecast predicts an irreversible shift in the psychology of luxury consumption within the next ten years. As
WGSN research analyst Natacia Lim attests, consumers are gravitating toward items that provide enduring
value, whether monetary, cultural, or emotional. In this context, the Rolex cufflink embodies exactly such
an item for the professional consumer: one purchased during a significant moment in life and passed down

from generation to generation.

For the aspirational professional (30—45 years): O 4
The trend identified by WGSN, known as “Gatekeeping,” states that social capital for the next decade
will be based on expert knowledge rather than visibility. Consumers in this category value products whose
meanings are understandable only to a select few, rather than those branded with universally recognized

logos.

Cufflinks Audacieux © D.Bachet Joaillier French Luxury Jewelry House




Behavioural Transformation

O 1 For the milestone purchaser:
BoF/McKinsey highlights that the persistent appeal of luxury gifting continues to make significant
contributions to resilience in the jewelry and accessories space over the next few years, driven by milestones
and special celebrations, corporate events, promotions, retirements, and personal life milestones, which
remain the dominant reasons for purchasing products from this category throughout the decade ahead.
Research shows that jewelry items are considered the most enduring in terms of preserving their value,

outranking even handbags and other types of accessories by as much as 15 percentage points .

For the collector mindset buyer: 0 2
When it comes to a luxury customer being loyal to a brand due to his or her collecting tendencies, BoF/
McKinsey reports that, according to their research, 70% of the luxury market shows significant brand
loyalty, and during times of difficult economic conditions, they prefer brands and goods that are considered
to hold their value (The State of Fashion: Luxury, p. 36). In the case of the owner of a Rolex, who fits into

this profile of brand loyalty, the cufflinks would be just another form of his or her brand allegiance.

O 3 For the investment-minded buyer:
While the so-called “investment luxury” model, currently redefining the watch industry, is slowly bleeding
into the category of fine accessories, BoF/McKinsey confirm that the market for second-hand and
authenticated goods will grow 2-3 times faster than the original product market from 2021 to 2027. More
and more people are applying investment principles, including provenance, authenticity, and retention of

value, to items that are not necessarily watches.

For the digitally-discovered, physically-purchased buyer: O 4
Both WGSN and BoF/McKinsey agree that although more luxury discoveries occur online, the physical
purchase of accessories remains predominant. In the case of the Rolex cufflink, for instance, the environment
of authorized retailers is seen as an advantage rather than a limitation. After all, the act of purchasing is part

of what gives the product value; the ceremony involved makes it unique.

W |
Rolex Date Just © Rolex




Part 3:
10 Years Strategic
Plan for Brand

Augmentation

q ¢

HE COULD NOT
JUST WEAR A
WATCH, IT HAD
TO BE A ROLEX

All watches photographed officially by Rolex have the
hands positioned to 10:10. Urban legend says that the "V"
shape it creates is symbolic of Victory. One thing is certain,
the timelessness and consistency of Rolex attests has been

proven by the ritualistic behaviour that has stood the test

of time.
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Roger Federer for Rolex © Rolex

Salience

Rolex is instantly and universally associated with luxury watches. The brand does not simply belong to the watch category
in most consumers' minds; it defines it. Its crown logo, green seal, and iconic models such as the Submariner, Daytona,
and the GMT master are recognized without context across generations and geographies. The brand is present at every
relevant purchase moment: as a milestone gift, a personal reward, an investment, and a symbol of achievement. This depth
of category ownership is reinforced by decades of consistent visual identity, selective distribution through authorized
retailers only, and a complete absence of discounting, all of which keep Rolex top of mind as the reference point for

what a luxury watch should be..

Brand Performance

Every Rolex carries the Superlative Chronometer certification, an in-house standard that holds assembled watches to
+2 seconds/day, more than twice as stringent as the COSC industry norm. Redefined in 2015 and further tightened in
2026, the certification covers precision, power reserve, waterproofness, and self-winding, backed by a 5-year international
guarantee. The Oyster case, Cerachrom bezels, and Oystersteel alloy further demonstrate materials mastery. These

functional attributes sustain the brand's premium performance positioning across all product lines.

Brand Imagery

Rolex has crafted one of the most coherent luxury brand narratives by anchoring its imagery in extreme human achievement.
Rolex Oyster Perpetual watches accompanied the first Everest summit (1953), and the brand has been the Official
Timekeeper of Wimbledon since 1978, now sponsoring all four Grand Slams. Brand Finance (2025) attributes Rolex's
brand value more than doubling since 2020 (reaching USD 13.8 billion, +29% in 2024 alone) to these values-aligned
sponsorships. The brand is perceived as the "natural companion of records, frontiers and public success," a consistent

imagery platform built over a century.

101 w



Consumer Judgement

Consumers across markets regard Rolex as the undisputed leader in luxury watch quality, credibility, and value. The brand
is consistently ranked among the world's most reputable companies, reaching #1 in the RepTrak Global 100 in 2022,
the only watchmaker ever to do so. Its quality is reinforced by the secondary market, where Rolex watches regularly resell
above retail price, a distinction shared with only two other brands globally. Consumers also view Rolex as a financially
sound decision, not merely a purchase but an asset. This perception of investment-grade quality elevates brand judgments

far beyond product satisfaction into a category of long-term trust that very few luxury brands achieve.

Consumer Feeling

Purchasing or wearing a Rolex evokes a distinct emotional register: pride, self-assurance, and the sense of having reached a
personal milestone. The watch serves as a tangible reward for achievement, and consumers often describe their first Rolex W— I & et
as a moment, not merely a transaction. For established owners, it fosters a sense of security and belonging to an exclusive - WA mmm M AY mm NAR

yet unostentatious community.

-

Brand Resonance

Rolex commands strong passive loyalty: once a consumer becomes an owner, switching to another brand is rare, and repeat
purchases within the Rolex universe are common. The brand sustains this through deliberate scarcity, consistent quality,
and an aspirational pricing architecture that makes every model feel like an achievement. Rolex has built one of the most
powerful brand communities in luxury through sport. As a sponsor of a variety of fields including major sailing and

equestrian events, the brand unites a global community of high achievers around shared values of excellence and precision.




Aaker's Framework of Brand
Density

Rolex is a sign of achievement

Everyone wants one once they
achieve monetary value

BRAND ERAND
AWARTNLSS LOYVALTY

Portfolio expansion led to many
entry points

Immigration becomes bigger

Core consumers become less loyal

Brand Associations

Symbolic Associations:

e Fracture shared system of values and identity between

the brand and its core users

BRAND
EQUITY

* Too many people with the products, especially those
that don’t correspond to the brand’s core DNA:
* Attachment weakened which no longer meant what it

once did to core users

BRAND
ASSOCIATIONS

Emotional Associations:
* Emotions core consumers feel like pride, belonging,
exclusivity was endangered

* No longer an exclusive group of “achievers”

Functional Associations:

¢ Remain intact

Brand Density

Immigration Endangers:
« Symbolic value attachment

*  Attachment weakened because the symbol of
acchievement no longer meant what it once

did to core users
* "Proud-to-own" depends entirely on selective belonging

*  Core users emigrate to other brands because of

BRAND too many people are now part of this group of
DENSITY “utlimate achievers”
e Willingness to pay
o Bmnd feds diiedl meaving coe wsait
willingness to pay premium is threatened
THIS CAN CAUSE LOYALISTS TO EMIGRATE TO OTHER BRANDS tos | W



Br and Loyalty Untapped Growth Potential:

e Brand is resilient and continues to be one of the markets
of growth in luxury

* Brand continues to drive curiosity and desirability

*  Which is why immigrants want to part-take

BRAND
LOYALTY

*  However, can’t let this alienate core consumers
Mystique:
* Increase of entry points + un-wanted designs drives
immigration which can decrease exclusivity and
emotional resonance

*  More customers can gain access

Selective Awareness
* Drotection to the core customers is at jeopardy.
* Too many people want and know Rolex
* DPre-owned market & multiple unsold products means they can have easier access to the brand, even if
not through the most desirable products.
Authentic Product Rarity
* Rolex continues to have strong differentiation and appreciations through waitlists and snob effect for most wanted

products.

Unpretentious Exclusivity

*  Still the symbol of the ultimate success - too much immigration jeopardizes sophistication and cultural elevation

Rolex Sky Dweller © Ro




Strategy Timeline

10-YEAR PHASED

Strategy Approach
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Controlling Product Universe

1-7 YEARS

The most urgent brand equity risk Rolex faces is not
an external threat, but an internal narrative fracture
driven by the over-distribution of entry-level references.
Visually expressive Oyster Perpetual lacquer dials (such
as the Turquoise and Celebration motifs) and smooth-
bezel steel Datejusts on leather straps have inadvertently
become the primary visual vocabulary for millions of
status-seeking buyers. These "immigrant consumers"
enter the brand solely for social media legibility and
speculative flipping, compressing the symbolic distance

that defines Kapferer’s dream equation.

Revolutions Watch (2023) has noted this divide in
behavior between collector-grade ownership and
transactional, status-driven purchases, a phenomenon

that the Deloitte study on the Swiss Watch Industry

in 2025 affirms is a normative "buy-wear-sell" cycle in as
many as 40% of luxury segments in their youth segment. To
correct this trend without causing market turmoil through
a panic-inducing speculative bubble, Phase 1 entails a
subtle reduction over 7 years of production levels for non-

congruent models.

To offset this volume contraction and protect the capital
commitments of the Hans Wilsdorf Foundation, Rolex
concurrently executes staged, margin-offset MSRP
increases across its core professional steel references
(Submariner, Daytona, GMT-Master II). This transitions
the business model from volume capture to symbolic
revenue concentration. This entire timeline is anchored in
the Diamond’s Purpose framework archetype of the Pursuit
of Excellence, prioritizing absolute horological credibility

over mass commercial volume.

[Graduated Production Slowdown: OPs & Datejusts] --> [Margin-Offset MSRP Increases: Professional Tier] -->

[Flagship Floor Reassignment to Canon] --> [Symbolic Hierarchy Restored: Year 7]

Brand Equity Impact: Eliminating low-congruence references directly builds Brand Density by reducing brand dilution
caused by an abundance of product stock that is no longer aligned with the brand's core visual codes. Removing these
conflicting market signals resolves the cognitive processing disfluency (Torelli et al., 2012) that erodes luxury asset
valuations. Consequently, this strict structural scarcity limits brand immigration by locking out opportunistic buyers. In
line with Aaker's framework, Brand Awareness successfully migrates away from crude commercial omnipresence toward
quality-based desirability. This permanently reinforces symbolic Brand Associations, proving to the market that a Rolex is

an exclusive reward reserved strictly for an elite group of achievers.

Proposed Removals in the Plan © Rolex.com



Controlling Product Universe

1-10 YEARS

Our strategic contribution functions as the continuous
backend security, operational, and commercial
architecture. While their phases restructure the physical
product choices over a seven-year runway, our timeline
deploys an unassailable ecosystem cushion to protect

the brand's world for the entire decade.

We secure this catalog purification by maintaining
our digital tracking through mandatory, blockchain-
backed Digital Product Passports (DPP) at the point of
sale. Starting with professional models and extending
to the full canon by Year 4, this permanent record for
provenance establishes a clear two-tiered secondary
market where brand-certified pieces hold a distinct
symbolic and financial advantage over uncertified

alternatives.

To reinforce the display filtering, we leverage the

vertically integrated Bucherer network to align the
Rolex Certified Pre-Owned (RCPO) framework with

the primary retail hierarchy. This forms a powerful

..
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push-and-pull mechanism: as we move toward quiet luxury
by removing loud, expressive models, customer demand
is funneled exclusively into timeless, iconic watches.
Eliminating these high-volatility models starves the grey
market, breaking the speculative social media hype cycle,
and cutting off the primary supply source for short-term
flippers. Concurrently, residual demand is smoothly
absorbed by the official RCPO channel, allowing classic
watches to appreciate organically over time without the

need for forced retail price hikes.

In the final phase, this entire framework secures our broader
ecosystem goals by shifting client validation entirely behind
closed doors. Fulfilling the "Retail Rejection” concept
transforms a standard purchase into an invite-only reward.
By keeping primary allocations hidden from public view,
our relationship with the market no longer relies on public
supply. Acquiring a core canonical reference becomes a
protected institutional recognition, reserved strictly for

trusted collectors who act as true guardians of the canon.

[Continuous DPP & RCPO Upgrades] --> [Supply Contraction & Asset Appreciation] --> [Closed-Door Verification]

--> [Invite-Only Canon Allocation]

Brand Equity Impact: The DPP, RCPO, and invite-only allocation mechanisms function as a single integrated sovereignty
architecture. Brand Associations across all channels stabilize around institutional legitimacy, engineering permanence, and

anti-disposability. The mental space of the brand is governed entirely by the institution itself, maximizing Brand Density

and safeguarding collector legitimacy for generations to come.

-
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Brand Extensions
1-10 Years

Gradual introduction of product extensions over a 10-year timeline, allowing the brand ecosystem to expand without

oversaturating the market or disrupting the exclusivity of the core offering.

Product

Harmonisation of Products

Expansion into lifestyle products that maintain clear functional and symbolic connections to Rolex’s existing identity.
Many extensions center on the hands, wrists, precision, and mechanical engineering that define the brand’s heritage (e.g.,
a performance bicycle or precision espresso grinder), reinforcing the brand universe without displacing the watch as the

core product.

For Brand Equity

Product design, craftsmanship, and pricing are positioned to preserve brand density and discourage dilution through
mass accessibility. Extensions are intended to deepen attitudinal loyalty by serving the existing customer’s lifestyle within
a cohesive Rolex ecosystem, while also creating synergistic long-term revenue streams that monetize brand equity without
undermining exclusivity. Product extensions remain exclusively available for purchase in-person through authorized dealers,

maintaining scarcity, reinforcing the luxury purchasing experience, and preserving control over brand presentation.

L ] ..
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Rolex Fountain Pen

$5,000

Oystersteel; Everose Gold,; Yellow Gold; White Gold

Precision fountain pen with guilloché-engraved face, balanced metal body, and controlled ink delivery system designed
around weight, proportion, and tactile writing stability.

Sensorial Experience:

*  Tactile: Solid metal body. The heft centers naturally at the grip point, reducing wrist fatigue on long sessions.

Brand Associations:

* Functional: Craftsmanship where the monobloc construction eliminates failure points.

*  Symbolic: Made for the hands of an elite achiever and who choose only the finest instruments.

P e el al

Rolex Tie Clips

$1,200

Oystersteel; Everose Gold,; Yellow Gold; White Gold

Solid metal tie clip with spring clasp, finished in brushed and polished signature Rolex metals. Precision-machined
construction for secure fastening and balanced form..

Sensorial Experience:

* Tactile: The spring clasp snaps shut with firmness. Brushed flanks feel textured and deliberate

Brand Associations:

*  Symbolic: Worn at the chest, visible in every meeting and handshake. A quiet statement for social signaling your

Success.

All brand extensions images are Al generated



03

Rolex Safe

Home: $18,000 | Portable: $8,000

Oystersteel

Two editions: one for the wrist on the move, one for the collection at rest. Both engineered to the same Rolex standard of

protection, precision, and material integrity that safeguards what is stored within.

Sensorial Experience:

Tactile: Solid metal body. The heft centers naturally at the grip point, reducing wrist fatigue on long sessions.

Brand Associations:

Functional: Excellence even when keeping your watches safe. This product meets every major insurer's safe specification

for collections above $350K. Fire, burglary, climate, and transit protection in a single object.

Opystersteel vault. Holds 6-12

watches. Crown-engraved
combination dial. Deep green
Alcantara interior with watch
winder modules. Anchor-bolt

base for mounting.
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Compact Oystersteel cylinder. Holds 1-3 watches in individually cushioned

Alcantara cradles. TSA-approved locking mechanism. Aircraft-grade anti-

shock shell. Carry handle with leather strap.

04

Cigar Cutter

$800 White Gold; Yellow Gold;

The guilloché-engraved face catches light the way a fine dial does, shifting with every angle. An emerald sits at the centre,

set in polished steel, a jewel within the mechanism. Crown references throughout the case. Groove at the end features the

cigar cutter.

Sensorial Experience:

e Tactile: The guilloché-engraved like other extensions, tactile without being rough. The knurled wheel rolls with the
precision of a watch crown.

Brand Associations:

* Functional: Engineered to the same standards as a Rolex clasp with spring retention, cuts the cap of the cigar with the
same precision standard that Rolex has built

e Symbolic: The wrist tells time. The pocket tells character. Together, they communicate a standard of execellence that

extends to every object chosen

All brand extensions images are Al generated
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Rolex Card Holder Money Clip

81,800 Opystersteel, Everose Gold, Yellow Gold, White Gold $1,200 Yellow Gold, White Gold

Solid metal credit card holder in brushed and polished metals, with rigid monobloc construction and calibrated internal Every surface speaks the language of Swiss watchmaking. The guilloché-engraved face catches light like a fine dial, shifting
spring retention for secure card placement and controlled access. between soft champagne and deeper gold with every angle. A deep emerald centre panel anchors the piece, set into the
Sensorial Experience: metal like a jewel within a mechanism. The crown reference, rounded end, fluted detailing, and flexible spring curve give
* Tactile: Tactile: Brushed faces feel textured and deliberate. the clip the feeling of a precision accessory rather than a simple holder.

Brand Associations:

* Functional: Engineered to the same standards as a Rolex clasp with spring retention, holds cards without loosening Sensorial Experience:
over years of use. *  Tactile: Tactile: Brushed faces feel textured and deliberate.
e Symbolic: The wrist tells time. The pocket tells character. Together, they communicate a standard of execellence that Brand Associations:
extends to every object chosen * Functional: Engineered to the same standards as a Rolex clasp with spring retention, holds bills without loosening over

years of use.

e Symbolic: The wrist tells time. The pocket tells character. Together, they communicate a standard of execellence that

extends to every object chosen

All brand extensions images are Al generated



Flagship Stores

1-3 Years

The main goal with the flagship store is to elevate
sales force/the staff. The salesepeople need to be
treated as ambassadors of the brand rather than just a
transactional clerk. In order to create a hierarchy within
the store, there should bea utilisation of retail rejection
where new buyers would be siphoned off from the VIPs
and repeat purchasers. Next would be an introduction
to controlled scarcity. Despite having an appointment,
people may not get the product they want which creates
a bandwagon effect triggering a perception that the
product is highly sought after and a lot of people want

it.

People

In terms of People, the extension caters to
the people side of the diamond as human
content deployed in precise locations add

intellectual value and strengthen Rolex's

storytelling.

4-10Years

The first task in this phase of the timeline is to shut
down underperforming Authorised Dealerships while
simultaneously opening up flagships in centralised
locations like New York City. There would be an
introduction of a phased approach of store visits.
First would be the continuation of appointment only
visits with a slow and gradual introduction to walk
in visits. The flagship would continue to emphasize
on the ritualistic aspect of buying a Rolex and show
how buying a Rolex watch is still a very sought after
experience. The next way to augment a store visit would
be the leveraging of polysensuality. Triggering other
senses apart from sight helps a consumer to retain their
brand perception. Smell - signature Rolex scent that is
available in ADs. Sight - the visuals of the products
and the store. Touch - customers being able to touch
and experience products. Hearing - Ambient music
that helps strengthen connections. Taste - to enhance

the ritualistic processes, complimentary champagne is

Brand Equity: The brand equity is strengthened by izl i i
offered to patrons.

investing in quality personnel which cultivates a stronger

sense of connoisseruship. Furthermore, it strengthens

- , , Placemen
the brand associations due to an impact on the symbolic acement

o Placement  is  enhanced  through
associations
Brand Equity: Density is strengthened through selective polysensuality, controlled distribution and
Rolex Deep Sea Diver © Rolex awareness, and also the limitation of brand immigrants as snob effect - where the masses are excluded

the new products would not be sold in stores immediately making the target consumer want the

and would operate through a phased agenda. product more.




Marketing

1-3 YEARS

CONTROLLED INTRODUCTION

Phase 1 introduces the proposed Rolex extensions
through controlled visibility rather than a public launch.
The objective is to prevent the extensions from feeling like
merchandise and instead position them as instruments
of precision, discipline, and ritual. The watch remains
the main code; every extension borrows meaning
from the Rolex watch universe rather than creating a
separate commercial category. The Submariner desk
clock provides a recent precedent because it translates
the Submariner’s visual and material language into

a desk object while still honoring the original watch.

Rolex’s promotional logic should therefore remain
connoisseur-led: private, discreet, product-focused, and
designed to pull in the core consumer by showcasing
excellence.

Promotion

In terms of Promotion, it pulls
consumer in with the intention
showcasing excellence and informing

core consumer

Brand Equity: The brand equity impact is the
protection of density and mystique, while also
strengthening functional associations around precision,

durability, and craftsmanship.

the
of
the

4-6 YEARS

INSTITUTIONAL ASSOCIATIONS

Phase 2 institutionalizes the extensions by attaching
each one to an existing Rolex world. The fountain
pen belongs in Perpetual Arts, architecture, cinema,
and mentorship, where it becomes an instrument of
creation and legacy. The tie clip belongs in black-tie
events, award ceremonies, and leadership rituals, where
it reinforces achievement and professional elegance.
The money clip, card holder, and business card holder
belong in private business appointments and moments
of controlled exchange. The passport holder belongs
in travel and aviation contexts, especially through
the GMT-Master universe. By placing each extension
inside an already legitimate Rolex territory, the brand
avoids creating a new accessories business and instead

strengthens its current symbolic system

Product

In terms of Product, it triggers brand recall
and consistency builds predictability which

in turn builds trust

Brand Equity: This builds awareness through existing
equity, reinforces associations with excellence and
professionalism, and maintains consistency across the

product universe.

7-10 YEARS

RITUALISED PERFORMANCE

Phase 3 transforms the extensions into permanent
elements of Rolex ownership culture. By Years
7-10, they should no longer be understood as new
accessories, but as ritual objects tied to achievement,
legacy, and client recognition. The fountain pen, tie
clip, money clip, passport holder, and sport accessories
become milestone objects connected to promotions,
graduations, anniversaries, leadership moments, and
private Rolex events. The line remains intentionally
small and selective, tied to watch ownership and Rolex
environments rather than open mass availability. Rolex
should position the extensions as heirlooms that express
longevity and timeless craftsmanship, reinforcing the
idea that Rolex objects are kept for life and passed

acCross generations.

Promotion

In terms of Promotion, there is a controlled

narrative reinforcement through reduced

product noise

Brand Equity: This phase deepensloyalty and emotional
attachment, strengthens symbolic associations with
achievement and permanence, and allows Rolex to
monetize brand equity while preserving the scarcity of

the watch.




Sponsorships

1-10 YEARS

Rolex’s 10-year sponsorship strategy should be based on continuity rather than change. The brand has historically used
sponsorships as long-term institutional alignments, connecting itself to worlds that already represent precision, discipline,
performance, and achievement. Therefore, Rolex should not enter new sponsorship categories or pursue trend-driven
partnerships, because doing so would risk diluting its brand equity and weakening its connoisseur positioning. Instead,
Rolex should deepen the meaning of its existing sponsorships in tennis, golf, yachting, motor sport, equestrianism,

exploration, cinema, architecture, and the arts.

Opver the next decade, these sponsorships should become more selective, experiential, and symbolic: private client lounges,
curated storytelling, event-based rituals, and continued alignment with Testimonees who represent sustained excellence
rather than temporary fame. This strategy improves brand equity by strengthening symbolic associations with achievement
and legacy, deepening loyalty through privileged experiences, and preserving brand density by avoiding excessive exposure

or irrelevant cultural expansion.

Promotion
Brand Equity: This improves brand equity by
Reinforcing emotional associations, while ensuring strengthening  symbolic  associations, deepening
coherence with the purpose of excellence, uniqueness loyalty, and ensuring that Rolex remains connected to
and artistic expression achievement without becoming overexposed.

Coco Gauff for Rolex © Rolex



Pre-owned Market Strategy

1-3 YEARS

4-6 YEARS

7-10 YEARS

CONTROLLING THE PROCESS
Rolex's August 2023 acquisition of Bucherer marked a
shift, giving the brand its first major consumer sales front.
Phase 1 closes that gap by replicating Rolex's primary
market architecture in the secondary market: scaling the
RCPO program across the full global authorized dealer
network and restricting certified pre-owned availability
exclusively to authorized retailers, not to third-party
websites. This creates a two-tier secondary market
(certified vs. uncertified). Simultaneously, the Digital
Product Passport (DPP) is introduced as a control
mechanism. A Rolex DPP creates a verified record of
each watch's history. Every RCPO watch receives one.
As the Diamond’s Placement framework articulates,
controlled distribution builds brand equity through
"brand integrity and image, quality assurance, and
scarcity and exclusivity”, and the DPP operationalizes

all three simultaneously.

Brand Equity: Functional brand associations are
extended into the secondary market. Brand density’s

scarcity is maintained by limiting legitimacy.
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CAPTURING NEW GENERATION
Brand loyalty in luxury is built not at purchase, but at
the moment of aspiration, and for Gen Z, that moment
is increasingly happening in the pre-owned channel. To
capture this, pre-owned sales staff across all authorized
retailers must be trained to primary market standards:
the Diamond's Placement framework is explicit that
"quality sales personnel” is a core driver of the snob
effect, and a consumer purchasing their first Rolex
through RCPO deserves the same ceremony, expertise,
and relationship-building as a collector on their
fifth. In this phase, the DPP evolves from a control
mechanism into a storytelling tool where each certified
watch carries a narrative of manufacture year, model
history, and technical significance. This is precisely
the "educational component” Diamond's Placement
framework identifies as a driver of "sophistication and

connoisseurship around the opportunity of purchase.”

Brand Equity: Attitudinal Attachment is built at the
beginning of the consumer journey rather than waiting
for consumers to reach the primary market. Emotional
and symbolic brand associations deepen as the pre-
owned purchase is also framed as meaningful, earned,

and historically rooted.

SELF-TRANSCENDENCE
Phase 3 elevates the pre-owned strategy into a statement
of brand purpose. The Diamond's Purpose framework
identifies Rolex's original archetype as the Pursuit of
Excellence, built on precision, durability, and long-
term quality, and every watch passing through RCPO
is a proof point. Excellence does not expire at first sale.
But in this phase, the brand transcends that archetype
entirely, moving toward Diamond's Purpose
framework archetype: Contribution to Society. Rooted
in Wilsdorf's 1945 transfer of ownership to the Hans
Wilsdorf Foundation, expressed through the RCPO
program, formally integrated into Perpetual Planet
here, becomes its most commercially embedded
expression. The brand becomes self-transcendent: no
longer driven purely by the perfect product, but by a

mission extending beyond the transaction, across

Brand Equity: When an organization is driven by a
mission greater than profit, it dignifies effort. Purpose
communicated discreetly rather than aggressively
reinforces mystique and selective awareness, deepening
brand density and symbolic associations that reflect

Rolex's core values.

ol

“Providing the same care to pre-owned Rolex

watches to give them a new life reflects our willing
commitment to sustainability. RCPO watches are
Jully serviced and, if necessary, their components are
replaced using our scrupulously maintained stock of

genuine replacement parts.” -Rolex Website

127 "W’
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