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[bookmark: _Toc101266606]Introduction
International marketing is appeared as highly influential within contemporary market that helps companies in achieving competitive advantages (Morgan, 2017). With the current growing trends of globalisation influences different companies in to adopting technology which are highly essential for the growth and development of organisations. Marketing here helps the companies in to promoting their products or services through which a company can achieve competitive advantages. It is used as an important tool in attracting target consumers. Rolls and Royce in the UK is appeared to be one of the reputed car brands, its product Rolls-Royce Cullinan is being found in India and other countries across the world too. This report is focuses on analysing competitive macro and microenvironment, segmentation, marketing, positioning and development strategies within this two countries UK and India in terms of selling Rolls Royce Cullian by Rolls Royce. 
[bookmark: _Toc101266607]Company Mission statement
Rolls Royce mission is to deliver better power for changing the world and their core business is the gas turbine and this is used to power aircraft, ship, and electrical generators. 
[bookmark: _Toc101266608]Background Information
Rolls-Royce, a luxury automotive and engine manufacturer based in Manchester, United Kingdom, was founded in 1904 by Charles Rolls and Henry Royce. They soon capitalised on Royce's crane-making reputation by producing the "best automobile in the world." During World War I, they got involved in the development of Aeroplan engines. The first jet engines were designed and evaluated around 1940 (Smith-Gillespie et al, 2018). Rolls-Royce has a lengthy history of working with military and civilian aircraft engines in the aviation business. It all began in 1884 with Henry Royce's electrical and mechanical firm, which later became a car manufacturing in 1906. In 1904, Charles Rolls, owner of Rolls-Royce Motor Cars, met with the inventor of the Rolls-Royce automobile for the first time. The proprietors were forced to close the firm in 1971 (Palmatier and Sridhar, 2020). It was purchased by a new government-owned company, Rolls-Royce (1971) Limited, which continued its core business but immediately sold the British Aircraft Corporation (BAC) holdings and transferred ownership of the profitable but now financially insignificant car division to Rolls-Royce Motors Holdings Limited. Rolls-Royce was able to remove the year 1971 from its name after getting authorization in 1977. The government nationalised Rolls-Royce until 1987, when it was sold to the public and renamed Rolls-Royce plc. Rolls-Royce plc has been a subsidiary of a public holding company since 2003, and its basic operations are still managed by the parent firm (Smith-Gillespie et al., 2018).
[bookmark: _Toc99039187][bookmark: _Toc101266609]The Macro Environment
PESTEL analysis of the UK and India
· Political UK
The political condition of the UK has been stable. Brexit has impacted the political scenario of the country in significant manner. Brexit has also led to changes in political rules and regulations in the UK. The stable political scenario can be helpful for the company expansion of the company through structured sales of process of Rolls-Royce Cullinan. However, the impact of Brexit can be appeared as a disadvantage for the company in terms of labour shortage as labours are required for improving the rate of production. Besides the changing regulations and policies of political aspects also causes uncertain problems for the companies to increase production and product innovation (Holweg, 2019).
Political India
The political system in India has been complex in nature due to existence of numerous political parties in the ruling positions of different states. Existence of foreign trade policies has impacted the political perspectives of India significantly. Corruption Index of India is found to be 86. It can be said from the above table that the political complexities in India and higher corruption rate in India can provide a negative impact for the company to expand the business (Sur and Nandy, 2018).
· Economic UK
The growth of GDP in UK has been 1.43% in 2021 and the inflation rate of UK is found to be 2.5%. The unemployment rate in has been 3.9% in 2021. Besides the increasing growth rate of GDP can help the company to achieve a higher margin of sales as it indicates the affordability of consumers in UK. However, the increasing inflation rate can be appeared as significant disadvantages for the companies to expand the market as higher inflation rate can cause financial disadvantage for the company due to increasing expenditure cost. It can appear as financial disadvantages for the company. The unemployment rate UK can result in problem for the companies to sell their products (Palmatier and Sridhar, 2020).
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Figure 1: Inflation rate in UK (Source: Palmatier and Sridhar, 2020)
Economic India
GDP growth in India is found to be 7.6%. Rate of Inflation in India has been observed 5.97. Unemployment rate in India has declined by 6.9% in 2021. The increasing GDP rate suggests that there is higher chance for the company in achieving sales of Rolls-Royce Cullinan product. Moreover, the increasing inflation rates are appeared to be significant issues for the company as it increases the expenditure cost of the company on a higher rate (Palmatier and Sridhar, 2020). 
· Social UK
The literacy rate in UK has been 99% by 2021 and the employment rate in UK is found to be 75.5%. The increasing literacy rate of the country indicates that the organisation can make the consumers aware about their features of Rolls Royce Cullinan. Moreover, the huge population rate can be helpful for the company in order to strengthen their contemporary market (Pan et al., 2021).


Social India
Indian population has been increased up to 1,402,791,333. India’s literacy rate is increased up to 74.04%. Employment rate in India is found to be 38% and there are 53 million unemployment people in India. The growing unemployment rate in India puts question on the consumer affordability of the products. Besides the increasing populations, rate and moderate literacy rate within India can help the company in making an effective workforce and achieving their target consumers in a systematic way (Shalender and Yadav, 2019).

· Technological UK
The technological investment in UK has been of significant margin of £29.4billion in 2021. 37% of the gross technology investment in the UK is contributed by the US and 28% investments are coming from their domestic capital. The increasing rate of technological investment by the UK government indicates that the company can use advanced technology in their products (Holweg, 2019).
Technological India
Tech investment in India has increased up to 75% by 2021. Significant development of digital economy in India has been favourable for the functioning of business operations. The increasing tech investment in India suggests that the company can get the flexibility in using required technological innovation of their products (Pan et al., 2021).
· Environmental UK
The UK has imparted high priority on waste minimisation and undertaken key approaches to reduce carbon emission. Compliance with the environmental regulations has been essential for business organisations operating in the UK (Holweg, 2019).
Environmental India
Indian pollution parameter is found to be 83.2 μg/cubic metres. The level of noise pollution in India increased up to 80%. 1.66 million deaths in India are caused by air pollution. These environmental concerns can provide pressure on the company to add innovative features n their products in influence target consumers (Vadivel et al., 2019).
· Legal UK
Increasing rate of corporate tax in UK up to 19% has impacted the business organisations operating in the country. The Labour laws and principles and National Minimum Wage Law along with other regulatory compliances have governed the businesses in the UK. The availability of corporate tax can increase legal complications for the company in order to expand the business and achieve sales (van Hoek and Loseby, 2021). 
Legal India
The taxation rate in India is increased up to 15%. The service tax in India has increased up to 14%. The sales tax and labour tax in India have impacted the business governance in significant manner. The availability of emerging tax rate, increasing sales and labour tax can provide significant financial constraints on the company in terms of selling their products to their target market (Thakker and Rane, 2018).
[bookmark: _Toc101266610]Opportunity or threat of business in chosen countries
	
	India
	UK

	Opportunities
	No competitors from the perspective of quality and design 
	Substantial number of target customer 

	
	Emerging market at international level
	Strong financial background of target people 

	
	Market and advertisement-oriented people 
	Suitable condition for marketing 

	
	Low investment and high return 
	Developed country 

	Threat
	Short number of target market 
	Substantial number of competitors 

	
	Developing countries 
	Require high investment 

	
	Difficult to establish market due to strong market 
	Difficult to make advertisement

	
	Unable to conduct proper sales forecast 
	Unable to conduct proper sales forecast
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[bookmark: _Toc99039190][bookmark: _Toc101266611]Hofstede Cultural Dimension
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Figure 2: Hofstede Cultural Dimension Score of UK and India
(Source: Coffey and Thornley, 2020)
UK
In UK, the lower score of power distance up to 35 suggests that contemporary society is the believer of equality rather than prioritising hierarchical power to the most. The score of individuals is very high up to 89 suggests that the country is highly prioritising individual will rather than collective thoughts and ideologies as the British citizen are private people. The 66 score of Masculinity in UK suggest that the country is highly success driven to achieve goals. The score of uncertainty avoidance up to 35 suggests that society is comfortable in dealing with ambiguous situations. 51 score of Long-term orientation suggest that the country is prioritising dominant traits. Besides the score of indulgence is reached up to 69, which indicated the British culture is indulgent and they express their willingness to enjoy their life with the exhibition of a positive attitude. It conveys that they have a tendency of optimism for spending time as per their wish (Coffey and Thornley, 2020).
India
In the social structure of India, the power, dimension score is highest which suggests that the appreciation of hierarchical structure can be evident in India. The communication among the hierarchical structure such as employees and managers are directive in style and the real power is centralised here. India has secured the score of 48 in terms of individualist n collectivist traits that indicates individuals within India are highly influenced by the approach and lifestyle of family, neighbours, and work groups. On the other hand, the individualist traits of India population are being influenced by their dominant religious traits. Besides Indian society is masculine in nature as there can be visual display of power can be observed. The score of   suggests that that focus of this country is on success (van Hoek and Loseby, 2021). The score of uncertainty advance is found to be 40 which indicate that the acceptance of imperfection can be found in India. There is higher tolerance for unexpected the score of long-term orientation is found to be 51 which suggests that the philosophical belief of this country is driven by religious influence. However, the lower scope in indulgence suggests that Indi tends to pessimism and cynicism, which has made a restraint society (Smith and Sarabi, 2021).  
Advantages of Hofstede model
Hofstede model provides clear definition of culture along with provisioning appropriate metrics to measure it. This framework also supports the managerial decision-making in the context of differences in value sets and behaviour of the employees (Palmatier and Sridhar, 2020).
Disadvantages of Hofstede model
One of the key limitations of Hofstede model has been its basis on inconclusive research. Limited scope of sample size representing large population has reduced credibility of the model. Level of accuracy and validity of the outcomes have been compromised in this framework due to limited scope (van Hoek and Loseby, 2021).
[bookmark: _Toc99039191][bookmark: _Toc101266612]Similarities and Difference between UK and India
· Similarities
There are similarities between UK and India related to political structure as both, country as higher corruption rate and availability of several political rules and regulations. This increasing complexities and pressure and political structure often causes several problems for the organisation in terms of achieving business success. Besides, there are similarities between these two countries related to technological priorities as both countries are prioritising higher technological advanced technologies to improve the business dynamics of several companies (Sun et al., 2021). Bedsides the countries have similar traits in terms of legal complications as in both countries there are visible burden of sales tax and corporate tax can be evident. 
Again, both the countries are highly prioritising on the reduction of pollution with the improvement of waste management, which causes pressure on the companies in improving its corporate social responsibilities to sustain within both countries. There are also visible similarities can be found within both countries regarding long term orientation as both countries have achieved similar score of 51 that indicates that both countries are prioritising the dominant philosophical traits than liberalism and secularism (Coffey and Thornley, 2020). Both countries are driven by success and the societal structure is masculine.
· Differences
In terms of external business scenario and socio-political scenario there are also several difference can be found within both countries such as UK is politically highly stable than India, because in India there is always certain complications related to politics can be found. In terms of GDP growth, India has higher tendency of GDP growth than UK, which suggests that in emerging economic are India has higher opportunity for achieving financial flexibility. Besides the inflation, rate and unemployment rate in India are comparatively increasing than UK, which crates several problems of the company to achieve their target sales and revenue (Miglani, 2019). On the other, the population in India is comparatively huge than UK which suggests that the company can get a larger target consumer. 
However, it may contrast for the company to achieve higher sales as the employment rate in India are lower than UK, which suggests that the company may fail to achieve their target sales in the emerging economy of India. In addition, the pollution rate in India is also increasing on a huge rate, which can provide negative impact on the product innovation of Rolls-Royce Cullinan as companies needs to highly conscious in terms of developing the range of production engine and tech innovation of this car models. In terms of social differentiation, it has found that in India the existing influence of political hierarchical structure can be found in society whereas in UK there are equality believe can be stressed in society. In terms of indulgence UK society is more inclined towards the action according to their own will, however, in India the societal approach in indulgence is more towards pessimism and cynicism (Coffey and Thornley, 2020). 
[bookmark: _Toc101266613]Porter’s 5 forces model
As per the Porter's analysis there are five elements at work at Rolls Royce that have an impact on both the corporation and its sector. The study considers new competitors, substitutes, buyer bargaining power, supplier bargaining power, and competitive rivalry. As a consequence of this research, the company's current market position may be established based on criteria such as competitors, customers, and suppliers, financial strength, and the availability of alternatives. This section focuses on Rolls Royce's current market position in the UK and Indian market (Pegan et al., 2020).

Figure 3: Porter’s five force diagram (Source: Palmatier and Sridhar, 2020)
[bookmark: _Toc101266614]Current market position in UK and India
[bookmark: _Toc101266615]Threat of new entrants in the UK - Low
Rolls Royce serves two distinct markets as a manufacturer of aeroengines and luxury vehicles. The production costs are also significant. For newbies, supplier chains are simple to manage. There is less potential for a new market because there are already large competitors in the industry. When it comes to sales, there are no economies of scale, thus businesses with a large manufacturing capacity will be more cost-effective (Palmatier and Sridhar, 2020). Before a new firm may enter the luxury car industry, many aspects must be addressed. Having a well-established brand takes time and cannot be attained quickly and the considerable marketing costs and major capital expenditure are examples of these. Municipal governments may work as a further barrier to entrance. As a result, it is safe to assume that threat of new entrants in the UK automobile sector is low (Leonidou et al., 2018).
[bookmark: _Toc101266616]Threat of new entrants in India- Low
A Rolls-Royce, with its century-old stainless steel "Spirit of Ecstasy" logo, costs £25 million or more, depending on how much personalisation is done. Affluent young professionals are among the clients. There are now super-sports vehicles costing more than £160 million and £120 million to choose from for those seeking the pinnacle of performance (Pegan et al., 2020). Despite this, Rolls Royce claims to sell more luxury bespoke cars than any other manufacturer; hence, threat from new entrants in the automobile industry in India has been low.
[bookmark: _Toc101266617]Threat of substitutes in the UK- Low
While public transportation, taxis, and taxi services like Uber can be considered alternatives, they cannot compete with a Rolls Royce in terms of luxury, comfort, or convenience. Some of the most recent luxury electric automobiles may potentially be viable possibilities. Switching costs, affordability, and accessibility are the deciding elements in determining the threat of alternatives. Alternatives such as those listed are readily available and priced for Rolls Royce consumers (Leonidou et al., 2018). Switching is costly, and the value proposition offered by some of the alternatives listed differs significantly from Rolls Royce, which is one of their most critical driving forces. As a result, substitutes offer no risk (Palmatier and Sridhar, 2020).
[bookmark: _Toc101266618]Threat of substitutes in India- Moderate
When it comes to electric vehicles, quite a few of the clientele already own an electric car with EV charges and range management. Customers of Rolls-Royce are now, on average, 43 years old. BMW AG, the German luxury manufacturer that owns the British automaker, has returned to the Indian market for the first time in more than a half-century. An international recall at this moment in time is a setback for a corporation that serves to certain markets around the world, including India (Miglani, 2019).
[bookmark: _Toc101266619]Bargaining power of suppliers in the UK- Low
Customers provide the raw materials and finished goods needed to build Rolls-Royce automobiles, which are obtained from suppliers. Controlling the availability of these inputs will allow them to have a significant impact on productivity. Rolls Royce has access to Brembo, Thyssenkrupp, and other premium automotive suppliers. Because there are so many suppliers competing for business, bargaining leverage has weakened (Cateora et al., 2018). As a result, even if an opponent emerges, the Rolls-Royce supply chain remains untouched, despite the market's presence of multiple significant suppliers with the capacity to impact output. Furthermore, Rolls Royce's products are one-of-a-kind, have a strong brand value and the firm invests much in R&D. In general, suppliers have less bargaining power (Leonidou et al., 2018).
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[bookmark: _Toc101266620]Bargaining power of suppliers in India- Moderate
Sales of mass-market automobiles in the United States are declining as a result of increased financing costs and fluctuating gasoline prices. Rolls Royce's main market is the United States, followed by China, the United Kingdom, the United Arab Emirates, and Japan. According to industry forecasts, India will be at the top of the league by the end of the decade. It is vital for us to establish a presence in India since our British brands continue to command a premium. Our sales have remained strong, establishing us as the market leader in this highly specialised niche industry. India is expected to be one of our top ten strategic markets in the next years (Miglani, 2019).
[bookmark: _Toc101266621]Bargaining power of customer in the UK-Moderate
Customers are those who own a Rolls Royce car, and the buyers of premium automobiles have few options because there are not many luxury car brands to pick from. As a result, they are unable to lower the price. Because customers are individual purchasers, there is less room for customer cohesion and negotiation strength. However, factors such as high switching costs and brand equity limit customers' bargaining power in this situation (Palmatier and Sridhar, 2020).
[bookmark: _Toc101266622]Bargaining power of customer in India- High
The SUV has a big presence on the road, with a length of 5,341 mm, a width of 2,164 mm, and a height of 1,835 mm. It had a wheelbase of 3,295 millimeters. Customers who want to keep their hobbies' gear can also select for custom-built drawer and storage systems known as "recreation modules." The architecture of luxury has been nicknamed "The Architecture of Luxury" for this company's first ever sport utility vehicle, which is named after the Cullinan diamond, the largest ever flawless diamond. It is no secret that Rolls-Royce has long been connected with the rulers of India's princely kingdoms. Both the Phantom and its sister, the Ghost, served Indian consumers for many years. Despite this, there has never been a single complaint from a consumer regarding a faulty system (Tripathi and Talukder, 2020).
[bookmark: _Toc101266623]Competitive rivalry in the UK- High
Competitors such as Mercedes-Benz, Audi, Porsche, and others, for example, all provide comparable value offers. Tesla, for example, in the luxury automotive business, can have a significant impact on the industry's trends and landscape. All of the organisations described above seek to differentiate themselves from the competition by emphasising the client experience, safety, and promotion. This strong rivalry has only grown more severe over the years (Miglani, 2019).
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[bookmark: _Toc101266624]Competitive rivalry in India-Low
There is no direct competitor for the company. In India, however, BMW, Toyota Glanza, and other brands compete with the brand (Ramasamy, 2018).
Similarities of the competitive environment in the UK and India
· Threat of new entrants in the automobile industry in both the UK and India has been low.
Differences of the competitive environment in the UK and India
· Threat of substitutes in the UK automobile industry has been low whereas that is of the Indian market the threat of substitutes has been of moderate level.
· Bargaining power of suppliers in the UK is low but in India, it has been of moderate level (Palmatier and Sridhar, 2020).
· Bargaining power of customers in the UK has been moderate whereas in India, it has been significantly high. 
· Competitive rivalry in the UK automobile sector is significantly high whereas in India, it has been of low margin (Abdallah and Aldoumani, 2022).
[bookmark: _Toc99039192][bookmark: _Toc101266625]SWOT analysis
	Strengths
· Innovative Product Design
· Developed Brand Image
· Pan-Global presence
· Higher market demand
· Increasing capital investment
	Weaknesses
· Pricing range of the cars
· Improper supply of resources
· Lack of marketing strategies
· Higher cost of expenditure
· Increasing rate of Carbon emission
· Existing market competition

	Opportunities
· Increasing consumer base
· Achievement of higher sales margin 
· Higher technological advancement
· Achievement of competitive advantages
· Scope of conducting market diversification and achieving higher market penetration
· Increasing R&D investment
	Threats
· Declining product sales
· Lack of innovation of product
· Increasing market competition
· Declining sales and product innovation
· Environmental constraints
· Declining brand reputation


Table 1: SWOT Analysis of Rolls-Royce in UK and India
(Source: Palmatier and Sridhar, 2020)
From the above table it can be said that Rolls-Royce has certain strengths, which can influence the company in selling their product Rolls-Royce Cullinan. These advantages of strengths of this company have included innovative product design and improved brand image of this company. This has influenced the company in achieving the opportunity related to increasing consumer’s base, development of the sales margin. Besides, the company is also having a global presence, which improves its brand recognition within contemporary market (Rolls-Royce, 2022). This can provide the company an opportunity for aching competitive advantages within existing market. Besides, the strength of having huge capital investment can be helpful for the company to increase R&D investment, which is highly necessary for the development of product design within contemporary market and influence consumers (Nag and De, 2020). 
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(Source: Wilkinson, 2018)
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Figure 4: Capital Management strength of Rolls-Royce
(Source: Tripathi and Talukder, 2020)
There are several weaknesses, which can provide several negative impacts on the selling margin of the products within contemporary market. The product prices very high, which are, appeared as a weakness for the company to expand their market within both UK an India. Especially in India, the higher prices of product can be challenge of this company to achieve business flexibility (Tripathi and Talukder, 2020). Besides, due to COVID 19 pandemic, there is visible crisis of resource supply and marketing strategy can be found due to poor workforce (Rolls-Royce, 2022). It can increase the threat related to declining sales and brand image by increasing the market competition in UK and India as there are several competitors there in both countries. Besides the increasing cost of expenditure and threat of carbon emission are also visible for this company in both UK and India which can increase the threat of environmental constraint and improper business management for the company in to increase the sales of its product (Rajan and Dhir, 2021).
Advantages and disadvantages of PESTLE analysis
Advantages: One of the biggest advantages of PESTLE analysis is that it is easy to understand and is most effective in the process of implementation. All the factors that have significant impact on the operational aspects of the company can be easily understood.  The political factors include governmental policies and the various changes that take place in the political environment and influence the operational aspects of the company, the economic factors include the interest rate exchange rate of the economy (Latest Quality, 2017). On the other hand, the social factors include population growth and demographics of the country while the technological factors include the new innovation of changes in technology that takes place within the industry in which the company is operating. This analysis helps the company in making use of all the opportunities that are profitable in nature while making necessary changes due to the external factors. This analysis also helps the company in preparing themselves for any kind of external threat that the company is likely to encounter.
Disadvantages: The biggest disadvantage of this analysis is that the 6 factors do not remain the same but keep on changing rapidly and any significant changes within the company activities might not be profitable for the organisation if the factors are not being considered and the decisions are not made based on the changes. The PESTLE analysis is very subjective in nature and can imply that different people have different views on the external factors and their influences on the company (Frue, 2018). Another major disadvantage of this analysis is that it involves time money and manpower of the company in the process of doing PESTLE analysis and if these costs rise higher than the perceived benefits then it is no use to the company.
[bookmark: _Toc101266626]STP 
To cater to different market segments, various products and marketing tactics may be required, which is accomplished through the practice of segmenting the population into unique groups based on their wants, qualities, or behaviours. A specific product will never be able to meet the needs of all clients. After examining the market, it is time to focus on a market segment. The process through which a corporation builds and conveys its competitive advantages in order to stand out from the competition is known as positioning strategy. Using the Segmentation, Targeting, and Positioning (STP) Model, it is possible to better target clients in the Indian and UK markets (Sukma et al., 2019).
[bookmark: _Toc101266627]Segmentation in the UK
The company's market segmentation approach considers factors such as gender, age, income, and ethnicity. Clients at Royce's are divided into groups based on their purchasing behaviours, which include how frequently they use a product, what benefits they anticipate, where they use it, and how loyal they are to a single manufacturer. It is intended for consumers that have a lot of money and are able to afford the Cullinan, which is Royce's most expensive model. In an article published by the Los Angeles Times, Rolls Royce stated that the company is only interested in clients with liquid assets worth more than $30 million (Sukma et al., 2019). Extremely affluent people purchase high-end luxury vehicles such as Rolls Royces, which are considered to be the pinnacle of luxury. Because of its high-quality products, services, and finishes, as well as its capacity to customise products and services to match the individual needs of each customer, the pricing in its marketing mix is higher than that of its competitors. Consumer attention can be increased by simply improving a company's brand image, which may be a basic approach of acquiring more customers (Williams and Vrabie, 2018).
[bookmark: _Toc101266628]Segmentation in India
Gender, age, income, and ethnicity are among the factors taken into consideration by the organisation in developing its market segmentation strategy. clients into several categories based on a variety of factors like as how frequently they use a product, what benefits they expect from it, where they use it and how loyal they are to a given brand. The Cullinan, Rolls-most Royce's expensive vehicle, is intended for the most affluent of customers. In recent years, the automobile industry has experienced rapid growth, with new players joining the market at an increasing rate. When it comes to marketing, the word "market segmentation" refers to the practice of categorising potential customers into diverse groups or segments based on their common needs and how they respond to marketing activities. By 2026, India is expected to be the world's third-largest automotive market, surpassing China, and the United States. India's automobile industry manufactured 22.7 million vehicles between April 2019 and March 2020. These vehicles included both passenger and commercial vehicles, as well as tricycles, two-wheelers, and quadricycles, with 4.1 million of those vehicles are being exported into other countries (Kumar et al., 2020).
[bookmark: _Toc101266629]Targeting in the UK
As a symbol of aristocratic and privileged status since its inception in 1904 in England, Rolls-Royce has been a favorite of the wealthy and famous for a century. Rolls-Royce is widely regarded as a prestige symbol throughout the world. For the ultra-rich, royalty, and the opulent, as well as for the well-known, Rolls-Royce may provide a luxury, quick, quiet, and rapid travel, as well as a custom-built car to allow them to experience exclusivity firsthand (Williams and Vrabie, 2018). Ever since it was first assembled in England in 1904, Rolls-Royce has been an extravagant favorite of the wealthy and famous, serving as a status symbol for generations. In other word the main target people of the company are people who reflect as honor and class with their personal vehicles. It is common knowledge that the Rolls-Royce name is synonymous with wealth and grandeur. The majority of the company's engagement with its consumers conducted through dinner parties, CEO-signed letters, and bespoke car features. R&D investment can be increased by expanding market demand when it comes to maximising earnings and sales rates for a firm (Li et al., 2019).
[bookmark: _Toc101266630]Targeting (Demographic) in India
Royce has long been a favorite of those in the top crust of Hollywood. Rolls-Royce is widely regarded as a prestige symbol throughout the world.Indian car sales reached 3.49 million passenger and commercial vehicles in 2020, making it the world's fifth-largest auto market in terms of volume. In other word the major target people for the company include high corporate employee and people who are interested in buying luxury cars and have strong financial background. In the commercial vehicle market, it was rated eighth in the world in 2019. Significant benefits for the corporation have included enormous, unexplored local markets for compact automobiles, low production costs as a result of low-cost labour and other inputs, and strong engineering competence (Khot and Thiagarajan, 2019).
[bookmark: _Toc101266631]Positioning in the UK
Rolls-Royce automobiles do this in order to distinguish and position their products in the marketplace. Luxury automobile manufacturer Rolls-Royce is connected with extravagance and imperial pride. Rolls-Royce exceeds its competition in terms of both luxury and speed, according to the company. The finest English-made woods, wools, and leathers are used throughout the car's interior, giving it a luxury appearance.Since it is one of the finest car of the world thus their positioning strategy can be considered as standardized instead of adapted (Khot and Thiagarajan, 2019). The company has employed a High Premium pricing strategy across the entirety of its product line. It is expected that this endeavour will attract wealthy individuals who place an excellent value on their name, prestige, and position, as well as those who are not worried by the high costs associated with it. In addition to assisting the company's attempts to diversify its markets and broaden its penetration chances, a rise in capital expenditure can be beneficial (Hancké and Mathei, 2021).
[bookmark: _Toc101266632]Positioning in India
Rolls-Royce does this in order to distinguish and place their products in the market. Rolls-Royce is connected with extravagance, imperial pride, and aristocratic sophistication. Handcrafted and finished to the highest level of quality. Rolls-Royce pledges to be superior to its competitors in terms of luxury as well as performance, and this is something the company takes seriously. Since the company is expanding the business in the developing market thus it is carried standard positioning strategy thus it is positioning strategy need to be adapted by the company. After recovering from the COVID-19 epidemic, the Indian automobile industry is expected to have significant growth in 2021-22 (Kumar and Mathiyazhagan, 2019).
Similarities related to STP
· Segmentation approach in both the UK and India takes into consideration similar factors including age, gender, ethnicity, and economic status. 
· Customers’ buying patterns are considered while segmenting them in both of the countries.
· As per targeting, the key target segment in both the UK and India for the luxury car brand has been economically affluent individuals belonging to higher economic class of the society (Li et al., 2019).
Differences related to STP
· In terms of positioning, in the UK, Rolls Royce has been recommended to enhance its capital expenditure to gain a significant market share. On the other hand, in India, the company would require implementing standard positioning strategy to gain competitive advantage (Abdallah and Aldoumani, 2022).
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Figure 5: Marketing mix (Source: Bharadwaj, 2018)
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[bookmark: _Hlk102071352]Figure 6: Rolls-Royce model (Source: Bharadwaj, 2018)
Because the term "high-end luxury" is synonymous with the term, every last detail must be faultless. There is no plastic in any of the components, and there is no plastic in any portion of the interior that will be handled or used. Rolls-Royce does not give a hoot about numbers. Most of their customers will never get behind the wheel of their cars, relying on others to do so for the majority of their excursions (Bharadwaj, 2018). 
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Figure 7: Rolls-Royce (Source: Wilkinson, 2018)
The most significant aspect of a Rolls-Royce ride is the serenity and quiet it provides. Royce's lineup is a vital component when it comes to products, acquisitions, and ownership. Furthermore, the design language is easily recognisable. It is both necessary and clean at the same time. Every model's design, according to Rolls-Royce, can be summed up in three sentences. Despite this, both designs are intimidating and express the aristocratic essence of Rolls-Royce (Wilkinson, 2018).
[bookmark: _Toc101266637]Price UK
Rolls-pricing plan is just as important as Royce's. It is hard for them to sell their things at a cheaper price than they are now. Furthermore, its pricing strategy is different in that it is more expensive than any other luxury brand. The Ghost is the most affordable model in the lineup, starting at £233,235, followed by the Wraith at $258,000 and the Cullinan at $264,000 (Li et al., 2019). The Dawn convertible, which costs £282,000, and the Phantom, which costs £363,300, are the costliest vehicles in the portfolio. Premium pricing technique is applied by Rolls Royce in the UK through keeping the price of the automobiles significantly high in order to impart impression among the customers that the cars integrate exceptionally high-quality features (Escaith et al., 2020).
[bookmark: _Toc101266638]Price India
Rolls-perceived Royce's worth is unquestionably high in the vehicle sector, as it is in any industry, because it is one of the world's best luxury brands. The price range of this product in India starts from £62.2 million and available up to £110 million. Depreciation is another aspect that could have an impact. Rolls-Royces depreciate significantly as they age and accrue more kilometers, as we previously detailed in our article on Luxury Automotive Resale Value. Premium pricing approach has been undertaken by Rolls Royce in India also (Nag and De, 2020).
[bookmark: _Toc101266639]Place UK
Rolls-Royce distributes its vehicles through a network of 138 authorised dealers in fifty countries. The company has direct distribution channel in UK but occasionally it involves with indirect channel distribution. Along with it has been observed that company has extensive distribution in case of UK. The dealer network, like the company's sales figures, is slightly lower than those of other companies in similar industries, which sell their vehicles through networks of 150-160 dealers or more. Each Rolls-Royce dealership is positioned in places where there is a large concentration of high-net-worth individuals or in "cluster zones" with other luxury automotive dealerships (Wilson, 2021). The area seen in the photograph below is known as Mayfair, and it is located in London.
[bookmark: _Toc101266640]Place India
Rolls Royce's administrative and manufacturing facilities are located in England, the company's home base. Because of its small clientele, Rolls-Royce has had to work hard to establish a robust distribution network for its automobiles. The company has indirect distribution channel in India and along with it has been observed that company has extensive distribution in case of India. Customers can get Rolls Royce spare parts and servicing online and have them delivered to their home (Chaudhary, 2019). 
Both in India and the UK, Wholly Owned Subsidiary (WOS) technique of market entry has been incorporated by Rolls Royce. In India, this company has considered getting into a joint venture with Hindustan Aeronautics Ltd to produce engine components for automobiles. Advantages of WOS include vertical integration of supply chains, diversification of business, effective management of risks and favorable taxation policies. Limitations of WOS market entry strategy often reflects reduction of business focus, existence of multiple taxation measures and conflict of interest between the subsidiaries and the parent company of Rolls Royce (Askari and Hossain, 2022). 
[bookmark: _Toc101266641]Promotion UK
As one might imagine, the majority of Rolls-Royce communications focus on luxury, quality, and tremendous achievements that define the brand and set it apart. The procedure is the same regardless of which of the company's web platforms you use. Company has chosen direct marketing as their required method of market entry (Kumar et al., 2020). The company has selected standardised type of method for market entry. This mode of entry can be beneficial for company it reduces the cost of establishment. On other side this method of market entry does not create platform for substantial number of customers. Large sections of the page are devoid of automobiles. The emphasis is once again on the ownership experience and the distinct lifestyle that it entails (Cateora et al., 2020). 
[bookmark: _Toc101266642]Promotion India
In today's industry area, for example, different events that increase the value of a brand and promote consumer loyalty are becoming increasingly popular. There are a few surprises in store for individuals who have been part of the brand's extended family. Vehicle displays, historical reenactments, and art exhibits are all on the agenda (Chaubey and Sahoo, 2019). 
[bookmark: _Toc101266643]People UK 
In the UK, Rolls Royce employs more than 23,700 individuals in different functions. Effective training and development prospects are provided to the employees of the company in the UK across its seventeen main manufacturing locations. Employees are recruited on the basis of their experience, skills, knowledge, and competencies to relate to the organizational functions of Rolls Royce in the UK (Covarrubias and Pérez, 2019). 
[bookmark: _Toc101266644]People India
In India, Rolls Royce has focused on integrating diversity and environmental sustainability to utilise the full potentials of the employees along with focusing on their welfare. The company has created a lean, agile, and high-performance culture within its organizational framework in India to enable efficient business transformation through utilising competencies of its workforces along with enhancing their strategic capabilities (Bailey and De Propris, 2017). 
[bookmark: _Toc101266645]Physical Evidence UK
This place oozes elegance and luxury, from the dealers' showrooms to the artists' studios to the venues where events are held. Customers can engage closely with the company's customisation specialists to construct their dream car while visiting the Rolls-Royce atelier or lounge (Escaith et al., 2020).
[bookmark: _Toc101266646]Physical Evidence India
The corporation has used a High Premium pricing strategy for all of its items. Affluent people who care about their reputation, prestige, and position, as well as those who are not troubled by exorbitant expenditures, will be lured to it (Dhanabalan et al., 2018).
[bookmark: _Toc101266647]Process UK
The rising power and accuracy of car configurators is one of the many ways that technology is boosting customer experiences. The pillars of these phases remain the same, as previously indicated. Policies and best practices are followed to ensure the greatest possible ownership experience. Company provides free services to their customers for first two years. The amount of effort and commitment required depends on the level of personalisation demanded by each client. In the UK, the customer service teams of Rolls Royce assess the customer complaints in competent, diligent, and impartial manner along with obtaining additional information related to the issues to impart effective solution to the complaints. Prompt actions are undertaken by the service team of the company to resolve customer issues (Abdallah and Aldoumani, 2022).
[bookmark: _Toc101266648]Process India
Rolls Royce automobiles, which are high-end luxury vehicles, are purchased by the ultra-rich and well-off. High-quality products, services, and finishes, as well as customisation based on the needs of the customer, keep the pricing in its marketing mix higher than that of its competitors. Policies and best practices are followed to ensure the greatest possible ownership experience. Company provides free services to their customers for first two years. Rolls Royce has provided direct contact details to the customers in India in order to facilitate prompt addressing customer complaints and issues (Athukorala and Veeramani, 2019). 
Similarities of marketing mix in the UK and India
· The automobiles offered by Rolls Royce in both the UK and India include exclusive features and unique designs.
· In both the countries, premium pricing strategy has been incorporated by the company.
· In both the countries, Rolls Royce has considered having owned subsidiary units for imparting complete control over the manufacturing facilities.
· Employees have been perceived as key resources for the company in both of the countries where effective training and career development opportunities are provided to them.
· Customer service and complain handling process in both countries for Rolls Royce have been similarly efficient and prompt in addressing queries and concerns through direct contact with the buyers (Escaith et al, 2020). 
Differences of marketing mix in the UK and India
· Digital promotional strategies have been undertaken by Rolls Royce in the UK through its website and other online platforms. In India, the company has integrated vehicle displays and art exhibits as key promotional strategies.
· In the UK, physical evidence of Rolls Royce cars is more prominent through showrooms and art studios as compared to India (Kumar et al, 2021). 
[bookmark: _Toc101266649]Directional Development Strategy
Ansoff Matrix Strategy for directional development
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Fig 8: Ansoff matrix (Source: Dawes, 2018)

· Market penetration
This strategy refers to venturing into existing market with existing products. Rolls Royce can consider this strategy to enhance its market share in both the UK and Indian automobile market through inclusion of additional features in its offered automobiles leading to enhanced sales (Dawes, 2018). 
· Market development
It refers to entering into new market with existing products. Rolls Royce can consider venturing into new market segment through modifying its pricing techniques to attract new target segment in the UK and India (Kumar et al., 2021).
· Product development
This approach is defined as offering new products in the existing markets. Rolls Royce has imparted more focus on its Research and Development (R&D) functions to include exclusive features and integrate updated technologies in its automobiles to develop new models in the existing market in the UK and India (Chen and Chou, 2020). 
· Diversification
It refers to venturing into new markets with new product offerings. Rolls Royce can consider developing new markets through venturing into new countries with new models of automobiles developed by it (Dawes, 2018).
[bookmark: _Toc99039194][bookmark: _Toc101266650]Conclusion and Recommendation
Conclusion
It can be concluded that both UK and India are prioritising higher technological advanced technologies to improve the business dynamics of several companies. It suggests that the company can get the flexibility in using required technological innovation of their products. The availability of emerging tax rate, increasing sales and labour tax can provide significant financial constraints on the company in terms of selling their products to their target market. Moreover, these environmental concerns can provide pressure on the company to add innovative features in their products in influence target consumers. However, despite the weaknesses of the company, there is also higher scope for the company to expand their business in both UK and India.
Recommendations
Strengths/ Opportunities (SO)
· Maximisation of innovative product design can be helpful attracting increasing sales margin of the company in India and the UK.
· Maximisation of brand image improvement can be helpful in increasing consumer attention in both countries.
· Maximisation of pan global presence can help the company in achieving competitive advantages within both India and UK (Khot and Thiagarajan, 2019).
· With the maximisation of market demand, the company can achievement the opportunity of maximising profit and sales rate along which can be helpful in strengthening the R&D investment.
· Increasing capital investment can help the company in maximising the scope of market diversification and market penetration in both the countries (Athukorala and Veeramani, 2019).
Weaknesses/ Opportunities (WO)
· With minimisation of product prices, the company can maximise the sales and revenue margin
· The minimisation of improper sales margin can be helpful for the company in maximising competitive advantages regarding the product diversification in India and the UK.
· Minimisation of the weaknesses regarding improper marketing strategies can be helpful in maximising the scope of consumer interaction which can helps in increasing consumer base (Kumar et al., 2021).
· With the minimisation of the expenditure cost the organisation can maximise technological advancement in the company production in both countries.
· With the minimisation of carbon emission reduction, the company can achieve higher sales margin with the maximisation of technological advancement.
· Minimisation of market competition is possible through the maximisation of product innovation through increasing R&D investment in both countries (Chen and Chou, 2020).
Strengths/ Threats (ST)
· Through the maximisation of innovative product design, the threat related to declining product sales can be reduced
· Through the maximisation of brand image development, the threats related to increasing market competition can be reduced.
· Through the maximisation of global existence, the threat related to declining sales and product innovation can be reduced in both countries.
· Through the maximisation of higher market demand, the threats related to declining brand reputation can be reduced in both countries.
· Through the maximisation of increasing capital investment, the environmental constraints related to product can be reduced with technological upgraded features (Athukorala and Veeramani, 2019).
Weaknesses/ Threats (WT)
· Through the minimisation of the weakness related to higher product price the threat of declining product sales can be reduced
· Through the minimisation of lack of resource supply the threat of declining product innovation can be reduced
· Through the minimisation of improper marketing strategies, the threat of increasing market competition can be reduced for the company in both countries.
· Through the minimisation of weakness related to increasing expenditure cost, the threats related to declining sales and product innovation can be reduced (Kumar et al., 2021).
· Through the minimisation of carbon emission, the threats related to environmental constraints and hazardous can be reduced for the company.
· Through the minimisation of increasing weakness of market competition, the threats related to declining brad reputation of this company can be reduced both in the UK and India (Chen and Chou, 2020).
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