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Executive Summary
Bentley has to focus on delivering premium performance of its electrical vehicle segment in order to have a great position within the automobile market of the world. The existing product line of the firm emphasises top-level luxury instead of sustainability. However, high research requirements and changing customer perceptions can drive the firm in successfully implementing value-based pricing. The study highlights that the perceptual map has helped in highlighting that with proper pricing strategy Bentley will be able to provide attractive features in the electric vehicles. The firm can also focus on expanding digital virtual reality environments to attract customers all over the world.     
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[bookmark: _8evedrg70nqf][bookmark: _Toc236065242]Element 1: Sustainable Brand Extension Poster Presentation 
Brand extension and Introduction of the company
The Bentley motor is a giant luxury motor vehicle brand based in Crewe in England. Bentley is responsible for employing approximately 4000 people and targets to enhance the number of retail partners using its Beyond100+ strategy achieving sustainability (Bentley, 2025). The global strategy of Bentley is going to help to enhance the reputation of the company within the automotive industry with extension in Winged B emblem. Bentley is targeting to comply with environmental regulations as the demand for electric vehicles is increasing in the global market. Bentley as an urban luxury company plans to enhance its sustainable mobility through aligning with sustainable development goals. 
Sustainable requirement for the brand and the purpose for the brand extension
Reason for brand extension appealing the current market
[image: ]
Figure 1: Brand development
(Source: Taken from brief)
The Luxury electric urban SUV model of the Bentley is in need of a brand expansion as demand in more electrical vehicles increased using Beyond100+ strategy. The inclusion of proper brand extension can help in increasing evaluation of customers and innovation of new products (Kumar, 2023). The brand extension of Bentley properly aligns with the increasing demand of customers for the electric EV to maintain sustainability of the environment.
Aligning with sustainability goals
Bentley's luxury electric urban SUV has to align with the sustainable goals developed by the United Nations (UN) in order to help in eco-friendly manufacturing using Beyond100+ strategy. Bentley’s new luxury urban electric SUV is going to properly comply with the SDG 9 and SDG 12 for reducing carbon footprint (United Nation, 2025). The brand extension of Bentley's strategy is going to fulfil the customer demand for luxury electric vehicles. 
Conclusion
It can be concluded that the luxury brand expansion of the Bentley is going to be targeting a sustainable development process to manufacture EVs meeting the rising demand of customers. The demand of electrical vehicle is increasing as the environmental impact reduction is demanded by customers in manufacturing of automobile. 
Poster: [Referred to Appendix]
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STP analysis
	STP Element
	Key focus
	Description

	Segmentation
	Demographic
	· People that are eco-conscious and prefer luxury lifestyle
· Age: 35 to 60 years
· Income: People earning over USD 250,000
· Occupation: Entrepreneurs, Adult professionals in different industries

	
	Geographic
	Luxury electric urban SUV models are going to be expanded across the UK, USA, France, Germany along with China, UAE and Japan, where demand for EVs are increasing. 

	
	Psychographic
	· Customers that are valuing craftsmanship and prestige
· Customers preferring premium quality
· Customers that are eco-conscious

	
	Behavioural
	· Customers want personalised experiences
· Consumers with a knack of AI technologies
· Customers preferring premium lifestyle

	 
	The strategy of Beyond100+ is important for Bentley that can help in   shifting the mindset of customers to adopt electric vehicles for sustainability. 

	Targeting
	Primary customer segment
	Premium lifestyle: Bentley is offering premium luxury electric vehicles attracting wealthy customers.
Customers: Attracting entrepreneurial customers between the age of 35 to 60 years of age are the main target segment for Bentley.

Competing with the existing brands such as Tesla is going to be a risk for Bentley to hold its position properly (Ars Technica, 2025). 

	Positioning
	Brand extension
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Figure 2: Perceptual map
(Source: Self-created)
The perceptual map has highlighted Bentley within the high price with high features showing the strategy of Beyond100+ for shifting towards EV manufacturing. Figure 2 has highlighted that Bentley is placed close to Mercedes-Maybach, showing that they are competing in the luxury vehicle industry. A perceptual map is important for organisations in order to highlight the strategic position of companies (Fadoli and Wulandari, 2024). 


Table 1: STP analysis of Bentley
(Source: Self-created)
Strategies for Bentley to differentiate from competitors
	Competitors
	Competitive advantage

	Mercedes-Maybach
	Mercedes-Maybach focuses on enhancing its technological infrastructure to provide luxury experience (Mercedes-Benz Media, 2025). On the other hand, Bentley focuses on sustainability performance using the Beyond100+ strategy to create proper brand value helping in competitive advantage. 

	Tesla
	Tesla mostly focuses on enhancing its software capability and innovation only in electrical vehicles (Dai et al. 2023). Bentley focuses on innovating the interiors and focusing on enhancing its luxury amenities with sustainability for better brand reputation. 

	Lucid motors
	Lucid motors only focus on efficiency of electrical equipment and performance of the vehicles based upon customer preferences (Lucid Motors, 2025). Bentley has to focus on combining sustainability performance and innovation in order to enhance its eco-friendly productivity of luxury electric vehicles. 


Table 2: Competitors analysis of Bentley
(Source: Self-created)
Differentiation strategies
Sustainability in craftsmanship
Bentley has to differentiate the luxury SUV electric vehicles through implementing traditional craftsmanship of the British culture using sustainable materials for manufacturing. According to Maghembe and Magasi (2024), implementing personalisation of customers is useful to enhance engagement of customers and build strong relationships with stakeholders. The study implies that using strategy such as Beyond100+ of Bentley can be useful in shifting the manufacture towards EV vehicles complying with sustainable production. 
Enhancing digital experience within luxury lifestyle
Bentley has to build an advanced system using AI for personalisation of the system to match the customer preferences and differentiate from the competitors that are only focusing on technologies. As per the view of Zunayah et al. (2026), personalisation is required to enhance the trust of the customers on brands and help in customer retention. The study implies that digital innovation within luxury SUV manufacturing is surely going to help Bentley to enhance its competitive advantage. 
Ensuring premium performance of Bentley
Consumers with the luxury preferences value the uniqueness of products and help in enhancing brand value for the organisation (Wang et al. 2024). The study has highlighted that Bentley has to carefully provide personalise such as proper human-machine interface in future electric vehicle segments to tackle the competitors within the automobile market. 
[bookmark: _Toc236065244]Element 3: 7Ps of Marketing Mix
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Figure 3: 7Ps of Marketing Mix model
(Source: Inspired by Jain et al. 2022)
Figure 3 highlights seven core elements of the marketing mix: product, place, price, people, processes, promotion and others. Aligning these elements with the new sustainable brand extension strategy of Bentley Motors can help in ensuring that new offerings can protect brand equity. The market mix can help the company to satisfy customer needs, stay competitive and build brand trust by developing new communication channels, pricing strategies and more.     
Products
Prominent products of the Bentley range from historic Bentley Speed Six to recent models like Bentley Turbo R, Bentley S Type Continental and others. The current and popular product lines of Bentley include Bentayga, Continental GT and Flying Spur (Bentley Motors, 2026). The new product strategy of Bentley encompasses the Beyond100+ plan which allows for transitioning the ultra-luxury segment towards plug-in hybrids and sustainable luxury by 2035 (Bentley Motors, 2026). Based on its Beyond100+ plan, the firm is focusing on developing a new segment with the Luxury Urban SUV, a hybridised Bentley model. The Beyond100+ product strategy helps the company to reaffirm its commitment to sustainability and progress (Bentley Media, 2025). The company is preparing for its electric and sustainable future with the new hybrid luxury urban SUV, a redesigned Winged-B emblem. Launching a new hybrid EV model can allow Bentley to drive a sustainable brand extension strategy by reducing emissions, improving brand credibility and attracting eco-conscious customers. However, Bentley can face challenges due to heavy regulatory pressures and shifting manufacturing strategies as the firm will enter the new era of an electric future. Addressing these challenges will strengthen the new product strategy and improve the potential for success of the new EV model.    
Price
Bentley leverages a super-premium pricing strategy as the price margins of its luxury cars range from £150,000 to £300,000. As an example, Bentley Bentayga SUV’s price starts from £155,555, Bentley Continental Convertible’s price starts from £222,655 and more (Autotrader UK, 2026). Bentley will leverage a more value-based pricing strategy to attract more customers as the strategy will allow for emphasising customer needs and value perceptions. Additionally, this pricing strategy requires a deeper understanding of customer needs which can help in improving customer loyalty and experience (Abinabo et al. 2024). Unlike the super-premium pricing strategy, the value-based pricing strategy will allow the firm to determine the price range of its new EV model based on the benefits and solutions. The firm can set the price range of its new EV model lower than its competitors like Tesla to attract customers. As an example, the company can set the price of its new product around £40,000-£80,000, as the price of Tesla EV models ranges from £37,980 to £89,000 (Autotrader, 2026). Therefore, the company needs to design its price range by considering customer value and perceptions as well as competitors’ pricing as well.         
Promotion
[image: ]Figure 4: Blended mix of promotional channels
(Source: Collected from lecture notes)
The promotional and marketing efforts of the firm are designed to boost demand as well as develop a sense of aspiration among its target customers. The current marketing strategy of Bentley encompasses strategic partnerships, traditional direct marketing, as well as digital platforms to reach target customers. The new global campaign of Bentley, ‘How do you Bentley?’ is run across TV advertisements, paid media and organic social channels to enable immersion and access (Bentley Media, 2024). Bentley needs to focus on developing a robust Marketing Information System (MIS). 
The system will help the firm to collect customer data from marketing research, internal databases and competitive marketing intelligence to design an effective marketing strategy. The new MIS system will allow the firm to strengthen the marketing decision support system by acknowledging correlations between data sets and making effective marketing decisions. The company needs to develop an omnichannel marketing strategy by emphasising digital and social media marketing to drive higher sales of the new EV product and build brand loyalty. According to a report by Meta, the number of daily active people on average is estimated at 3.56 billion worldwide (Waskar, 2026). Therefore, it can be beneficial for Bentley to use social channels as primary brand communication channels to reach more audience at a time. The firm can post engaging videos of its new EV model to share visual stories and brand communication messages to attract customers. Over-reliance on social media marketing can force the firm to constantly adapt to the unpredictable platform algorithms. Therefore, the firm can also communicate its brand message through email marketing and traditional marketing platforms like TV marketing.    
Place
Bentley has strategically placed its car dealerships in multiple luxury markets worldwide. Moreover, the distribution network of the firm encompasses continents which enable global customers to experience the brand firsthand. The company has unveiled its new design studio which is its next step in the design revolution of luxury marque. The new product strategy of Bentley, Beyond100+, drives fundamental invention of manufacturing infrastructure in Crewe (Bentley Media, 2025). The firm has focused on developing an industry-leading carbon-neutral facility to assemble its first EV. However, the firm needs to reduce its over-reliance on flagship showrooms and emphasise e-commerce to boost online sales of the new product. 
People
Bentley operates in more than 61 different markets with 229 retail partners. More than 4,000 people work only in Bentley’s headquarters in Crewe (Bentley Media, 2025). The company focuses on recruiting highly skilled artisans and engineers to design luxury cars in the competitive automobile market. Since the company is launching its new EV, it will focus on involving people with deep technical knowledge in EVs and cybersecurity. 
Process
The launch of the new EV model can directly impact the internal processes as well as the buying journey of customers. The company will emphasise a new customer-friendly journey to attract new customers and boost customer satisfaction (Rahmawati and Sutopo, 2025). The company can provide long test drives of its new EVs to help customers get used to the new technology and driving. Bentley also needs to focus on optimising its customer service processes to solve customer inquiries quickly to drive a positive experience.     
Physical Evidence
[bookmark: _d3r3b6zh8zek]Lavish, sophisticated and luxurious flagship showrooms of Bentley exhibit high status. Moreover, the brand message of Bentley can be reflected through the outfits of employees as well as the overall design and furnishings of the showrooms (Bentley Motors, 2026). The company is also focusing on giving a lavish design to its carbon-neutral facility in Crewe before the launch of its new EV model.
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Gibb’s reflective model
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Figure 5: Gibb’s reflective model
(Source: Inspired by Appel-Meulenbroek and Danivska, 2023)
Description
I noticed that Bentley needs its global expansion in the luxury SUV and based on this, I and my team members conducted thorough research on the market. Implementing business theories into practical scenarios is helpful for organisations to overcome organisational problems (Appel-Meulenbroek and Danivska, 2023). I have conducted research on Bentley’s sustainable manufacturing and it had a positive outcome on enhancing my skills. I noticed that I was able to find out the strategy of Beyond100+ strategy mentioned by Bentley shifting towards electric vehicles. 
Feelings
In the beginning of research, I felt it challenging to conduct proper research on sustainable strategy of Bentley and later I found out more organised data on sustainable EVs of Bentley. I understand other people were unable to do presentation of Bentley’s sustainability approach; however I conducted marketing research of sustainable mobility of Bentley and its progress in EVs. During the situation I thought of presenting Bentley’s information properly in poster and coordinating with team members and now I think the situation is controlled through collaboration in research.
Evaluation
In my opinion, the good part of the project was that I learned a lot about automobile EVs and the bad portion was that learning data analytics on Bentley was really hard for me. I and my team members helped in properly researching sustainable luxury impact on customers based on performance of Bentley and complexity of data analysis had negative effect on our research.
Analysis
Using Gibb's reflective model, I understood that I gained skills in marketing research and data analysis and lacked the ability to proper marketing analysis. Analysing the errors and learning’s are important for applying theoretical knowledge for practical use within realistic scenarios (Wang et al. 2024). I realised the need of research on Bentley and I gained the knowledge of theories and the way it can be implemented within practical situations of Bentley.
Conclusion
On a concluding note, I have learned that the way of implementing sustainability is essential for long-term growth of organisations and I have to learn more presentation skills for providing information. I understood that Gibb's reflective cycle helped me understand the knowledge that I gained and the things that I am lacking in conducting proper research on Bentley and its business growth.
Action Plan
	Objectives
	Action
	Resources
	Measurable techniques
	Timeline

	Improving knowledge of data analysis
	Complete courses on data analysis
	Online materials related to course
	Assessments on data analytics
	6-7 months

	Gaining knowledge on marketing research
	Attend online seminars
	Materials provided in classes
	Completing marketing projects
	8-12 months


Table 3: Action plan
(Source: Self-created)
Improving skills and performance in similar projects in the future
	Skills to be improved
	Strategies
	Resources
	Time-bound

	Market Research Skills
	1) Writing down clear objectives before starting any new projects will help me to stay focused.
2) Collecting both qualitative and quantitative data to strengthen the foundation of my future projects or marketing plan. 
3) Ensuring data quality and analysing collected data effectively to conduct successful market research (Sinha et al. 2025). 
	Collecting data and tracking consumer behaviour through data platforms like HubSpot, Statista and Google Trends.  
	3 months

	Data analysis skills
	1) Attending online courses can help in learning different data analysis skills as well as critical thinking abilities. 
2) Getting online certification can enhance my experience to position myself as a specialist. 
3) Gaining knowledge in inferential statistics, regression models and hypothesis testing to strengthen data analysis skills.
	Structured online courses and books on critical thinking and data analysis.
	4 months

	Presentation skills
	1)  Emphasising three core areas of presentation, such as simple visual design, overall preparation and confident delivery along with understanding the core message of the presentation topic.
2) Tailoring my examples and language in the presentation to align with the wants and needs of the audience. 
	Structured courses, professional guidance and knowledge in design tools like Canva. 
	5 months


Table 4: Action Plan
(Source: Self-developed)
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BRAND EXPANSION STRATEGY OF BENTLEY

The Bentley motor is a giant luxury motor vehicle brand based in Crewe in England.
Bentley is responsible for employing approximately 4000 people and targets to
enhance the number of retail partners using its Beyond100+ strategy achieving
sustainability (Bentley, 2025). The global strategy of Bentley is going to help to
enhance the reputation of the company within the automotive industry with extension
in Winged B emblem. Bentley is targeting to comply with environmental regulations
as the demand for electric vehicles is increasing in the global market. Bentley as an
urban luxury company plans to enhance its sustainable mobility to provide premium
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