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[bookmark: _Toc113882320]Introduction
Marketing strategies are considered one of the most crucial aspects of any brand. A good marketing strategy can not only boost the sales of a company but can also be used to improve customer retention. On the other hand, if a company does not have a good marketing strategy, it can face significant losses; all have tough positions in this competitive environment. 
This report has presented a comprehensive analysis of the various marketing strategies for Rolls Royce. Rolls Royce is a luxury car company, but it's not without weaknesses. The company has strong brand recognition and a loyal customer base, but its growth has been hampered by Covid-19 and competition from emerging luxury brands. The report has covered all the important aspects related to its marketing strategies.
[bookmark: _Toc113882321]SWOT 
The purpose of a SWOT analysis is to help the brand identify the strengths and weaknesses of the brand business as well as its opportunities and threats. This information can then be used to determine what steps the brand needs to take in order to grow the brand business (Do Quang, 2017). A SWOT analysis is most effective when the brand uses it at least once a quarter and compares the results from one quarter to the next.
[bookmark: _Toc113882322]Internal Factors
[bookmark: _Toc113882323]Strengths
· Rolls Royce is a well-known brand.
· Rolls Royce has a strong reputation for quality
· Rolls Royce has a very strong brand image
· Rolls Royce has a very strong corporate brand
[bookmark: _Toc113882324]Weaknesses
The weakness of Rolls-Royce is that it has poor cash flow management. It means they can't manage their finances well and don't have enough money to pay their bills on time. If this situation continues, then the company will have to shut down because it won't be able to pay its employees or suppliers any more (Smith-Gillespie et al. 2019).
If the brand wants the company to succeed, then the brand needs a solid financial plan for the business that includes adequate funding for expansion, research and development (R&D), marketing and other aspects of operations like payroll costs as well as monthly expenses such as rent or mortgage payments etc.
[bookmark: _Toc113882325]External Factors
[bookmark: _Toc113882326]Opportunities
Opportunities are external or internal opportunities. They can be used to increase the company's revenue, expand its market share or even gain a competitive advantage.
Examples of opportunities:
· The brand can use new technology within the industry for business operations.
· A new customer segment has been discovered by the brand, which has not been explored by any other competitor in the market and seems to be highly profitable for the brand.
[bookmark: _Toc113882327]Threats
· Economic downturn. A recession or economic downturn can do many things to the economy, including making consumers more cautious about spending money and cutting into businesses' funds for new projects. It may decrease demand for Rolls Royce products if this happens, which could hurt its sales numbers.
· Competition from other luxury car manufacturers. As with any industry, there is always competition from the brand competitors—and Rolls Royce isn't immune to this reality! Competitors in this field include Bentley and Ferrari (among others), who offer similar products at lower prices than Rolls Royce does (Salim, 2017). 
· Rising costs of raw materials needed for the production of cars like these will also make it harder on them financially since they would be paying more out-of-pocket costs due to inflationary pressures caused by high commodity prices during periods of rapid growth such as right now when we're seeing record levels set across multiple industries due largely but not exclusively thanks to China's influence over global trade routes."
[bookmark: _Toc113882328]PESTEL Analysis
A PESTLE analysis of the company will provide insights into its strategic direction and help it design policies that are aligned with its business strategy.
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Figure 1: PESTEL ANALYSIS (Peterdy, 2022)
[bookmark: _Toc113882329]Political Factors
Political factors are those that are related to the government of a country. Rolls Royce is a British company, so the political factors highly influence its business strategy in the UK. For example, an economic crisis or other problems in a country can affect Rolls Royce's sales and profits (Choi and Hampton, 2020).
Rolls Royce's business strategy is based on the UK's economic strategy, which focuses on developing industries such as aerospace or defence manufacturing to improve people's lives. If a country has such an economic strategy, it will be easier for Rolls-Royce to find customers who want to buy advanced technology products because these products were designed for these industries.
[bookmark: _Toc113882330]Economic Factors
The economic factors that affect Rolls Royce include:
· The global economic growth.
· The UK market's economic growth.
· The European market's economic growth.
[bookmark: _Toc113882331]Social Factors
The social factors of the Rolls-Royce Company include the political, economic and legal environment in which it operates. These social issues affect its ability to attract customers and employees. The company must also follow certain guidelines set by these factors or face the consequences such as lawsuits or fines if they fail to do so (Kozlowska, 2017).
[bookmark: _Toc113882332]Technological Factors
From a technological perspective, the PESTEL analysis of Rolls Royce points out that the company has been successful in its ability to innovate and has been able to adopt new technologies quickly. The company can also monitor technology's impact on its business operations (Royce, 2015).
Innovation is considered one of the key success factors for any organisation because it helps companies stay ahead of their competitors by providing better products and services than them. The firm's R&D efforts have resulted in a steady stream of innovations that have helped it maintain a competitive advantage in its industry.
In terms of adoption rates, Rolls-Royce has also shown good performance by adapting new technologies quickly and efficiently for use within its manufacturing processes.
[bookmark: _Toc113882333]Environmental Factors
· Environmental regulations: Rolls-Royce has to comply with environmental regulations, whether they are imposed by local governments or international bodies such as the ISO, IMO and EU. These regulations cover all aspects of their operations, from fuel efficiency (CO2 emissions) and waste disposal to air quality management (Métais et al. 2018).
· Environmental impact of its customers: The company should be aware of the environmental impact of its customers' products. For example, Rolls-Royce engines power helicopters that can affect wildlife when flying low over forests; aircraft engines also pollute airport noise.
· Environmental impact of products: In addition to affecting people directly through their use (e.g., air travel), Rolls-Royce engines have an indirect effect on the environment because they power vehicles like ships and cars, which produce CO2 emissions from burning fossil fuels like oil or gas for energy purposes; these vehicles also consume more resources such as food due to transportation demands placed on them by commuters who need a means for getting around town each day (Emslie et al. 2016); this ultimately puts additional stress on renewable resource supplies such as land used for growing crops/forests needed for timber production/wildlife habitats destroyed by development projects etc.
[bookmark: _Toc113882334]Legal factors
· Legal factors include the legal and regulatory environment, the company's policies and procedures, and compliance with laws. Compliance with laws is an important legal factor because it can affect the company's business strategy.
· If a company ignores or flouts environmental regulations, it may face fines or even be shut down completely. In addition, some countries have regulations on how long the brand should hold onto certain records (for example, medical records). These rules need to be followed as well (Nicolson, 2017).
[bookmark: _Toc113882335]Porter's Five Forces
Rolls Royce is a luxury car manufacturer which produces cars, aircraft engines and machines. The company primarily uses steel in its products and titanium and other materials. It has a market share of 13% in the global premium cars industry, and the company operates in over 100 countries. This article will discuss Porter's 5 Forces Model to analyse Rolls Royce's attractiveness and profitability (Heinilä, 2015).
[bookmark: _Toc113882336]The threat of New Entrants
New entrants can enter the market by:
· Building a new plant.
· Acquiring an existing firm.
· Forming a joint venture with an existing firm.
· Acquiring a new product line from another firm.
· Establishing a new brand
[bookmark: _Toc113882337]Intensity of Rivalry
Rolls Royce and Boeing are the two main competitors in the aerospace industry. Both companies have strong market positions, with Rolls Royce leading this industry and Boeing being a close second. They are both global leaders, with Rolls Royce having more than 50% of revenues coming from exports and Boeing around 30% (Olabode et al. 2022).
[bookmark: _Toc113882338]Substitute Products
The second force that Rolls Royce faces is the threat of substitute products. The company sells its cars to people who want to be seen driving a Rolls Royce, but there are alternatives on the market. For example, Bentley sells cars that look similar to Rolls Royce and cost less than half as much. In this case, the substitute product has a lower price than the original product (a higher cost) and a different image (less luxurious) (Jovanovic et al. 2015). In order to counteract this competition from other companies, Rolls Royce would have to spend more money on marketing their unique qualities while maintaining their high price point in order to continue selling their vehicles at such a premium.
[bookmark: _Toc113882339]Bargaining Power of Suppliers
Rolls Royce has a significant amount of bargaining power with suppliers. Rolls Royce is not very reliant on its suppliers for its success, and there are many other companies that can supply the same products. If a supplier does not want to sell to Rolls Royce, it will simply find another one who is willing (Do Quang, 2017).
[bookmark: _Toc113882340]Bargaining Power of Buyers
Rolls Royce is a luxury car and has limited buyers. It targets a niche segment that can afford its high cost. Its customers are mostly rich and affluent people who prefer style over efficiency. They can even customise their cars as they want by paying more money. However, many of these consumers also buy cars from other brands like Audi and BMW just to expand their collection. Therefore, they have bargaining power as high as any other buyer of a luxury brand (Mendibil et al. 2016).
[bookmark: _Toc113882341]Channel of Distribution 
The Channel of Distribution focuses on exclusivity and prestige. Rolls Royce is sold in exclusive showrooms worldwide. The main consumer who buys a Rolls Royce car is a high net worth individual (HNWI).
[bookmark: _Toc113882342]Marketing Mix
Rolls Royce Motor Cars Ltd. is a British luxury automaker that was founded by Charles Stewart Rolls and Sir Frederick Henry Royce in 1906. The company sells its flagship products through showrooms located in 18 countries across four continents and also markets them through its official website along with a well-maintained social media presence on Facebook and Twitter (Chaston, 2015).
[bookmark: _Toc113882343]Product
The company still retains its traditional coachbuilding methods and handcrafts every car individually using only premium materials such as stainless steel for body panels (which are made by specialist suppliers), aluminium for engine parts, and wood veneers for dashboards (which are supplied by companies in France), leather hides from Italy etc., thus making each car unique with its signature style just like any other handmade piece of art would be unique (Mohammadkazemi et al. 2022).
[bookmark: _Toc113882344]Price
Rolls Royce has a premium pricing strategy for its brand of automobiles as it has a very limited number of customers who can afford their cars. The company charges a premium price for its products which are priced higher than the other luxury automakers in the industry. For instance, the Rolls Royce Ghost Series II model is priced at $230,000, while the BMW 750Li xDrive Sedan sells at $112,500 without additional charges (Steenkamp, 2017).
Rolls Royce's high-profit margin and profit ratio have been attributed to this strategy since they have fewer customers than their competitors. However, they sell more cars because they charge more than ordinary people can afford.
[bookmark: _Toc113882345]Place
· The company has showrooms in 18 countries across four continents, including China, Germany and India. The Rolls Royce stand at the Geneva Motor Show is one of their most popular exhibits.
· The company maintains a well-maintained social media presence on Facebook and Twitter.
· It also markets its products through its official website and a well-maintained social media presence on Facebook and Twitter.
[bookmark: _Toc113882346]Promotion
Rolls Royce has a low-profile image. It builds exclusivity around its brand image rather than selling itself like any other automobile manufacturer to retain its aura among its customers. It is not the brand regular car manufacturer that spends millions on advertising and promoting its vehicles. The company's marketing strategy states that "the most powerful form of promotion for Rolls-Royce is the mere existence of the marque". The company does not spend money on traditional advertising but instead uses word-of-mouth publicity and customer endorsements through social media to promote its products (Baines et al. 2017).
The main marketing strategy followed by Rolls Royce is to maintain a low-profile image of itself as it builds exclusivity around its brand image rather than selling itself like any other automobile manufacturer in order to retain its aura among its customers.
[bookmark: _Toc113882347]Brand Strategy of Rolls Royce
Rolls-Royce has been able to maintain its luxury status by being consistent in their advertising and branding strategies. The company uses a variety of methods to make sure they are perceived as high end, but they do not change their brand image dramatically from one year to the next. They have a strong brand image and reputation that is synonymous with quality, reliability and luxury. The company has maintained this reputation for years by having consistent advertising which shows off the cars in positive ways.
[bookmark: _Toc113882348]Recommendations
Rolls Royce is a very successful and profitable brand, but as it expands globally and its product offerings diversify, Rolls Royce should be aware of the increased competition from other luxury car brands. Some of these companies have long-standing reputations across the globe - they were founded well before Rolls Royce was even thought of. The challenge for Rolls Royce will be to differentiate themselves from these established competitors in order to maintain their current level of success. The company needs to keep their customers happy while at the same time ensuring that they do not lose out on potential new customers who may choose another brand instead of going with Rolls Royce because it's too expensive or not worth it for them personally.
The popularity of Rolls Royce vehicles is increasing in China and India, where there is a growing demand for luxury cars as well as wealthy consumers who can afford them. Rolls Royce should continue their strategy of offering unique and distinct vehicles that reinforce the brand status by focusing on their product line and marketing efforts in emerging markets such as China and India. The increased competition from other luxury car brands could threaten the continued growth of Rolls Royce if they do not take steps to ensure they are marketing properly there; however, if they do this effectively then they have great potential to grow even more than they already have been doing!
[bookmark: _Toc113882349]Conclusion
Rolls Royce is a company with a great future. Its products are known worldwide, and it has established itself as one of the most prestigious brands in the world. The company has enjoyed growth over the years and will continue to do so as it continues to expand its product portfolio. Rolls Royce has a low-profile image. It builds exclusivity around its brand image rather than selling itself like any other automobile manufacturer in order to retain its aura among its customers.
The company has a premium pricing strategy for its brand of automobiles as it has a very limited number of customers who can afford their cars. The company still retains its traditional coachbuilding methods and handcrafts every car individually using only premium materials such as stainless steel for body panels (which are made by specialist suppliers), aluminium for engine parts, and wood veneers for dashboards (which are supplied by companies in France), leather hides from Italy etc., thus making each car unique with its signature style just like any other handmade piece of art would be unique. However, the high competition among suppliers makes it difficult to raise prices or refuse to supply their services without losing business elsewhere in their industry. The company must also work on its cash flow to streamline the mechanism.
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