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[bookmark: _Toc30625][bookmark: _Toc23282]Executive Summary
[bookmark: _Toc6228]This report will analyze the strategy adopted by Rolls-Royce Motor Cars, especially the Rolls-Royce Phantom Series II product in the UK market of ultra luxury automobile industry. It will cover the continuing ways Rolls-Royce can retain its distinctive competitive edge in the face of technological shifts and shifts in their environment, economic conditions and competitive pressures. This approach to analysis will directly meet the requirement of the assessment "To critically assess the environment of the organisation". The report includes an integrated strategic assessment using PESTLE, VRIO, SWOT, Corporate Social Responsibility (CSR), Balanced Scorecard, Porter’s Generic Strategies, Porter’s Five Forces and Ansoff Matrix, as well as SAFe. For the PESTLE analysis, some of the major strategic forces identified are the process of electrification, regulation by the environment, technology and consumer expectations for luxury products. There are numerous opportunities, such as the demand for luxury products, which are coming up with innovation and personalization. The identified resources that help to create competitive advantages are brand legacy, bespoke manufacturing, craftsmanship and human capital. With the above analysis it can be concluded that differentiated focus strategy would be the one that would be most suitable in the context of the manner in which Rolls-Royce is competing in the market by showcasing its exclusivity, customisation, craftsmanship, heritage and high level of customer experience as compared to cost-leadership. The recommendations for the strategy from the report are therefore to improve the Bespoke offering, develop personalised customer experiences with the use of digital technology, further invest in sustainable and innovative technology, selectively access luxury markets and also develop specialist capabilities of employees. Such recommendations are assessed using the SAFe tool and backed by the Balanced Scorecard that connects financial, customer, internal process and learning and growth measures. To summarize, from the analysis above, it is clear that besides adapting to technological changes, Rolls-Royce will have to be able to innovate and be sustainable as well, but not compromise its differentiators which are heritage, craftsmanship, exclusivity and the personalised experience.

[bookmark: _Toc6336][bookmark: _Toc8998]Background and Organisational Context
[bookmark: _GoBack]Rolls-Royce Motor Cars is a world-leading ultra-luxury automotive manufacturer, with a history dating back to 1904 when Charles Rolls and Henry Royce formed a partnership. In 1998, the BMW Group acquired the rights to the Rolls-Royce motor-car brand and formed Rolls-Royce Motor Cars as a separate company of the BMW Group, with new headquarters and manufacturing facility at Goodwood, West Sussex, starting operations in 2003. The company is a legally separate entity from Rolls-Royce plc and is wholly owned by the BMW Group.(rolls-roycemotorcars.com)
Rolls-Royce runs a high-value, low-volume differentiation business model where competitive advantage is derived from craftsmanship, exclusivity, personalization and an exceptional ownership experience rather than scale of production. Its bespoke program enables clients to work with designers and craftspeople to create highly individual vehicles, whilst Coachbuild extends this proposition to unique, limited creations.The model facilitates premium pricing and reinforces scarcity, making personalization and heritage important sources of customer value.The company is part of the specialist and ultra-luxury automotive sector in the UK that includes Bentley, Aston Martin, McLaren and other low-volume manufacturers. SMMT recognizes the UK as a world leader in the design, engineering and manufacture of luxury, sports and specialist vehicles and highlights the sector’s importance to the economy and exports. Rolls-Royce’s competitive positioning is founded on a combination of heritage, hand craftsmanship, bespoke production and the technological capabilities of the BMW Group. It delivered 5,664 vehicles worldwide in 2025, with the Cullinan and the all-electric Specter being among the biggest sellers.
Goodwood is the company’s global headquarters and manufacturing center – where every Rolls-Royce is hand-built – so the UK is the obvious geographical focus. This makes the UK particularly relevant for studying how the organization can preserve its heritage-based competitive advantage in the face of electrification, sustainability requirements and technological change. Strategically, Rolls-Royce has a focused-differentiation position. They seek to serve customers for whom exclusivity, craftsmanship, status and personalized luxury are most important, not price-based value.

[bookmark: _Toc28651][bookmark: _Toc19746]External Environment Analysis – PESTEL Analysis
PESTLE analysis helps in comprehending the environmental factors influencing Rolls-Royce Motor Cars in the UK. PESTLE factors are quite relevant for a luxury vehicle manufacturing company such as Rolls Royce since they influence product design, costs of operations, and consumer preferences.

[bookmark: _Toc31941][bookmark: _Toc25490]Political Factor 
The move towards zero-emission vehicles made by the UK government is a significant political issue. The UK’s Zero Emission Vehicle (ZEV) Mandate “requires manufacturers to increase the percentage of zero-emission vehicles in their company’s projected new car sales from 28% in 2025 to 33% in 2026 and to 80% in 2030” with the goal of the country “to end the sale of new petrol and diesel cars and vans by 2030 and have fully zero-emission new car sales by 2035” (Department for Transport, 2025)
For Rolls-Royce, this is a dual-edged issue. On the one hand, the production of the electric Spectre proves that it is possible to create electric vehicles that would retain their luxury status. However, the company has to ensure that regulatory requirements will not undermine the bespoke character and the unique personalization of their products. This is important because the company’s image is built around these central pillars. On the other hand, political backing of the development of charging stations and the overall shift toward electric vehicles is conducive to the adoption of such vehicles by the general public. At the same time, shifting political realities and policies can upset the plans of companies that have positioned themselves to benefit from regulatory support. Thus, for the company, it is important to think through electrification strategically and prepare for various scenarios rather than simply reacting to political realities.

[bookmark: _Toc6492][bookmark: _Toc20103]Economic Factor
Economic factors do not treat the luxury car manufacturer Rolls-Royce the same way as their competitors since the company focuses on a small group of consumers with high income. Nevertheless, inflation, energy, interest rates, exchange rates, and political risks, among other factors, can affect the demand for luxury cars and the cost of materials and production. The CPI inflation in the UK was 2.6% for June 2026, meaning inflation is not a problem as well as a challenge to the company’s profitability and consumers’ buying capacity (ONS, 2026).
This shows that being able to compete on a lower price basis is not an option for Rolls-Royce, while the ability to benefit from the image of providing exclusive car transportation and components to generate revenues from scarcity value and clients’ customization is a significant advantage. On the other hand, the increased cost of materials and technology is a disadvantage that requires a stronger focus on the support of BMW Group.

[bookmark: _Toc19348][bookmark: _Toc141]Social Factors
Luxury consumption is increasingly driven by personalisation, experiences, self-expression and sustainability. This presents Rolls Royce with opportunities as its bespoke approach taps into the need for individualism, but also a challenge as society moves towards more conscious and responsible consumption.
There is a dilemma in that the brand has to deliver ultra-luxury as defined by exclusivity and self-indulgence, but also be seen to be part of the wider societal shift towards sustainability. How can Rolls Royce reconcile these two positions? The brand can resolve the dilemma by bringing sustainability into the ultra luxury market as the most desirable proposition. This can be done by adopting more eco-friendly materials, processes and power-trains without compromising the levels of opulence and personalisation that the customer associates with Rolls Royce.

[bookmark: _Toc26783][bookmark: _Toc22717]Technology Factors 
From my perspective, electrification, artificial intelligence, and advanced manufacturing with a focus on software and digitalization of the customer experience drive the automobile industry. Over 20 million electric cars were sold worldwide in 2025, representing nearly a quarter of total sales, and over 25% of electric-car sales in the United Kingdom grew year-on-year, with over a third of total sales being electric cars .
Consequently, for Rolls-Royce, technology can be a threat because electric powertrains can deliver the ultimate silent and smooth ride, maximize comfort while offering dynamic performance, and add value for the customer. Moreover, competitors are investing heavily in the development of electric cars, artificial intelligence, and digitalization, so Rolls-Royce has to embrace technology and become a technology company that combines technical expertise with traditional craftsmanship.

[bookmark: _Toc21336][bookmark: _Toc28825]Environmental Factors 
 Environmental aspects are increasingly becoming one of the critical areas that this luxury vehicle manufacturer has to consider. The need for zero-emission vehicles and the corresponding sustainability and carbon footprint goals has become inevitable due to regulatory and stakeholder pressures. According to IEA, the number of electric cars sold worldwide is expected to rise to 23 million units in 2026, accounting for 28% of total car sales, making it the fastest-selling type of vehicles in the industry . 
Rolls-Royce will have to strive to be sustainable at its core – from the engine, to energy management, to materials – and use the Goodwood sustainability brand to transform its manufacturing processes. The main challenge for Rolls-Royce will be to ensure that their carbon footprint goals do not compromise the comfort and exclusivity expected by their customers.

[bookmark: _Toc30420][bookmark: _Toc17965]Legal Factors  
“The UK automotive sector is exposed to the challenge of ever-tightening emissions and environmental regulations. The ZEV Mandate creates legal requirements for zero-emission vehicle sales, and vehicle taxation was also changed in April 2025, with electric vehicles being charged Vehicle Excise Duty, including the premium for expensive cars, from this date . 
These regulations add to the challenges of meeting compliance and may affect product cost and consumer choice. At the same time, they most likely represent the strategic direction for the automobile industry development. From this perspective, Rolls-Royce should take into account regulatory requirements as an integral part of product development and investment planning in the long run.
[bookmark: _Toc9691]
[bookmark: _Toc12965]PESTEL Strategic Evaluation
[bookmark: _Toc16126]Overall, it may be concluded that for Rolls-Royce, the UK macro-environment offers more opportunities than threats with some careful navigation of the most pressing concerns. Simplification of political and legal pressures makes electrification inevitable, opening up opportunities for innovation in a market segment where differentiation drives the selection of goods by the customers. At the same time, environmental performance is a growing concern that is also a factor enabling creation of competitive advantages through sustainability. Finally, social trends are also conducive to Rolls-Royce’s strategy of offering personalized products. Thus, the only limitation comes in the form of economic risks which can impact the decision-making of the customers in terms of luxury good purchases. The key to success lies in combining the tendency to electrification and focus on sustainability in line with the company’s focused differentiation rather than undermining its unique selling point via excessive technology integration.

Internal Environment Analysis (VRIO Framework and SWOT Analysis)
[bookmark: _Toc26842][bookmark: _Toc6034]VRIO Analysis
The VRIO framework can be applied to determine Rolls-Royce Motor Cars’ ability to design and implement resource-based competitive advantage, which is based on the idea that resources and capabilities of an entity are valuable and rare, and other forces are not able to imitate and organize them effectively (Barney, 1991). In turn, the most valuable resources of the chosen company include brand, Bespoke, Goodwood, expertise, and BMW technical support.
Brand heritage and reputation are valuable resources as they reduce the perceived risk of the expensive purchase and provide symbolic importance to the ultra-luxury customer. However, in isolation, the resource has limited value, as the resource-based understanding of the competition implies that the resource has to be combined with other resources, which provide the additional value in the creation of the competitive advantage. Brand heritage is a resource, which is valuable, rare, and difficult to imitate, which gives it the status of a resource-based advantage to the firm that possesses it (Barney, 1991).
Bespoke capability is undoubtedly the most valuable resource. To the contrary of the manufacturing process, which produces standard cars, every Bespoke car is created in cooperation with the customers, designers, and craftsman, and the Coachbuild concept allows the Rolls-Royce to take individualisation to a whole new level, creating unique masterpieces. The resource is undoubtedly rare, as it is difficult for other car manufacturers to offer similar levels of individualisation. It is difficult to imitate as it is not only the technological aspect but also the organisational resource, which is embedded in the network of the company’s relationship with the Bespoke Collective and Private Office. It provides the company with the ability to increase the customers’ willingness to pay, which makes the resource valuable. Therefore, the bespoke resource can be deemed as providing Rolls-Royce with a sustainable competitive advantage.
The Goodwood manufacturing ecosystem creates another core competency for Rolls-Royce. Goodwood is where Rolls-Royce cars are designed and made, and the source of Rolls-Royce’s combination of specialist skills with modern manufacturing methods. The value of the resource controlled by Rolls-Royce is explained by the fact that imitation is extremely difficult and time-consuming. The resource is valuable, not easily imitated, and rare.
Human resources in the form of specialist knowledge in woodwork, leather, embroidery, painting, engineering, and design are no less important than Rolls-Royce’s production platform. The ability to apply this know-how is difficult to imitate since it is based on a combination of skills and techniques. Thus, the company possesses a competitory resource that satisfies the criteria of VRIO more fully than when compared to car manufacturing knowledge.
While BMW provides the company with access to new technologies and sources of investment and expertise, these resources are neither fully non-rivalrous nor non-imitable since other luxury car manufacturers also possess such know-how. The competitive advantage of Rolls-Royce is the combination of BMW’s technological expertise with its own brand and the ecosystem of bespoke goods and services. Therefore, while BMW’s resources and capabilities are not unique to the luxury vehicle manufacturer, their combination with other competencies generates a competitive advantage.

[bookmark: _Toc5035][bookmark: _Toc21502]SWOT Analysis
The SWOT analysis synthesises the internal capabilities identified through VRIO with the external opportunities and threats identified through PESTEL.
Strengths
· Exceptional global brand equity and heritage. 
· Highly differentiated Bespoke and Coachbuild capabilities. 
· Skilled artisan and engineering workforce. 
· Goodwood manufacturing ecosystem. 
· BMW Group technological and financial support. 
· Strong ability to command premium prices. 
Weaknesses
· Extremely high production and ownership costs. 
· Small addressable customer segment. 
· Dependence on global luxury spending. 
· Low-volume production limits economies of scale. 
· Continued dependence on external technological capabilities in areas such as electrification.
Opportunities
· Growth of luxury electric vehicles.
· Increasing demand for distinctive luxury experience.
· Customization by customers through digitization and AI technology.
· Sustainable material usage and low carbon emission.
· Increasing number of the wealthy customer segment in the developing economies.
Threats
· Luxury competition from other luxury car makers such as Bentley, Mercedes-Maybach, Aston Martin, etc.
· Changes in technology.
· Environmental regulation.
· Disruption in supply chain and scarcity of premium material.
· Luxury economic recessions.
The critical implication of these findings is that Rolls-Royce should not seek to overcome its weaknesses by focusing on increased production as it would damage the perceived exclusativity of the brand. Rather, it should strive to leverage the strengths associated with its bespoke capabilities, brand equity, and craftsmanship to either meet the industry trends towards electrification or find a way to integrate this shift into its existing business model. The sum of £300 million being invested into the creation of new premises for both Bespoke and Coachbuild that will be unveiled in 2025 is indicative of the company’s efforts to strengthen this particular asset.
[bookmark: _Toc16765]By analysing the findings presented in VRIO and SWOT, one can conclude that the best possible strategy for Rolls-Royce is to adopt a focused differentiation approach. It should strive to combine the power of its intangible assets, including brand equity and craftsmanship, with the latest technology to ensure that its competitive advantage is difficult to imitate, thus fulfilling the VRIO framework’s requirements. In such a manner, the company can utilise the strongest possible combination of resources and capabilities to either adapt the changing demands, such as the shift towards electric vehicles, or introduce innovations that would be advantageous for the entire industry .
[bookmark: _Toc24213]Comprehensive and Holistic View of the Organisation
[bookmark: _Toc30436][bookmark: _Toc15086]Corporate Social Responsibility and Strategic Alignment
Corporate Social Responsibility (CSR) at Rolls-Royce Motor Cars is manifested in such a way that makes it a strategic issue, not just a compliance matter. For a luxury car manufacturer, environmental friendliness, ethical sourcing, employee competencies, and stakeholders’ expectations are critical factors that impact customer relations. Carroll and Shabana (1991) highlight the importance of economic, legal, ethical, and philanthropic responsibilities, whereas Elkington (1997) argues that economic, environmental, and social responsibilities are central to sustainable development.
Environmental sustainability is one of Rolls-Royce’s key concerns because customers’ preferences are changing, and hybrid engines are believed to be the future of the automobile industry. In particular, the Goodwood plant has reduced its energy consumption by almost 30% per car produced during the last five years. As a result, it becomes possible to introduce such changes and brand them as contributing to the creation of a luxury product without damaging the customer base.
At the Group level, BMW has also set ambitious targets for reducing carbon emissions, with particular emphasis on short- (Scope 1, 2) and long-term (Scope 3) goals, as well as achieving net-zero emissions across the entire value chain by 2050 at the latest. In this regard, the objectives of the parent company may create additional room for the consideration of Rolls-Royce ’s own goals related to electrification, circularity, and sustainable supply-chain management.
On the other hand, sustainability poses a challenge to Rolls-Royce because the company uses exotic materials and complex production processes to create light and powerful engines and unique luxury cars, which is why the brand is so desirable among car enthusiasts. This factor can be turned into a competitive advantage for Rolls-Royce by using alternative materials, energy, and embracing circularity in sustainability initiatives to create another level of luxury, which is environmentally acceptable and differentiates the brand from competitors.
Thus, CSR can provide Rolls-Royce with strategic value, which is associated with a careful balancing act between sustainability goals and the need to ensure the luxury premium. Embracing sustainable practices can become an integral element of Rolls-Royce’s competitive advantage over time rather than eroding it.
[bookmark: _Toc32011][bookmark: _Toc15991]Balanced Scorecard
The Balanced Scorecard is a tool which helps in translating the Rolls-Royce’s strategy into specific financial and non-financial goals in order to achieve four interrelated perspectives (Kaplan and Norton, 1992). Therefore, the strategy of the company should be used in order to align the Balanced Scorecard, which is supposed to meet the main goal of the Rolls-Royce, which is to pursue focused differentiation while embracing the electrification, digitalisation and sustainability trends.
The Balanced Scorecard can be used to assess Rolls-Royce’s strategic position from four perspectives. First, in terms of finance, the company should ensure a high level of profit from its core products while investing in the development of Bespoke, Coachbuild, and electric cars. Second, from the customer’s viewpoint, it is critical to focus on satisfying these clients’ expectations, increasing the number of repeat/secondary sales, growing demand for bespoke commissions, and providing more personalization via Private Office and online configurators. Third, the internal business processes should be geared towards sustaining the luxury carmaker’s reputation for high-quality vehicles while reducing costs and emissions. Lastly, the last perspective is centered around empowering employees through apprenticeships, developing their digital competencies, and investing in research and development. In this way, Rolls-Royce will be able to meet its strategic goal of maintaining its differentiated position on the market while still being able to sustain its business in the long run.

[bookmark: _Toc3761][bookmark: _Toc846]Financial Perspective
The financial objective should not be the increase in quantity, since due to the nature of the brand, an oversupply would drive the prices down, thus, deteriorating the product. It is more reasonable to focus on enhancing the value of each produced unit and providing the best customization and additional services. In terms of Coachbuild and Bespoke, it would be relevant to develop the provision of technologically advanced luxury vehicles within the framework of the £300 million investment in the Goodwood headquarters for 2025.

[bookmark: _Toc26587][bookmark: _Toc15074]Customer Perspective
Customer experience is extremely important for Rolls-Royce as the company creates not only a product but an experience, image, prestige, luxury, and a unique relationship with the client. Thus, I would include the indicators of customer satisfaction, repeat business, customization, and referrals into the group of performance indicators. The design of the car and the individual approach should be created in such a way that the client feels the most comfortable and does not have to deal with anyone except Rolls-Royce.

[bookmark: _Toc696][bookmark: _Toc25739]Internal Business Process Perspective
Operational excellence operations should be matched with handcrafted production quality. That is why it should be implemented selectively to processes where it adds value through better precision, planning, sustainability, or efficiency, leaving the craftsmanship of manufacture to human workers. Moreover, sustainability KPIs should be expanded to include production-related waste, energy used, CO₂ emitted, and materials’ responsible sourcing. This is a critical point as per BMW Group’s report on emissions, which saw 99.4% of Scope 3 emissions forecasted for 2025, and stress the importance of post-production sustainability stages, not just manufacturing.

[bookmark: _Toc3330][bookmark: _Toc3664]Learning and Growth Perspective
Long-term sustainable competitive advantage is based on a significant extent on personnel who possess a certain level of specialization. Therefore, the development of apprenticeships, technical skills, digital competencies, and leadership, among others, should be viewed as critical areas of investment, which go beyond traditional human resource management practices. In particular, BMW Group invested €377 million in developing its workforce in 2025, which underscores the company’s emphasis on this aspect of its operations.

[bookmark: _Toc13237][bookmark: _Toc5361]Overall Critical Evaluation
The analysis of CSR and balanced scorecard allow to conclude that the long-term performance of Rolls-Royce cannot be evaluated based on the company’s financial outcome. In particular, the competitive advantage of the company is based on the connection between its profit, customer satisfaction, operations, and sustainability. CSR helps the company to meet the expectations in relation to environmental and social performance, whereas balanced scorecards formalize the strategic goals in terms of performance indicators, which can be measured in order to ensure strategic success factors. The major dilemma faced by the company management relates to the necessity to sustain the continuous improvement and environmental friendliness without damaging the unique character and the sense of scarcity and extravagance associated with the Rolls-Royce brand.

[bookmark: _Toc11352][bookmark: _Toc19632]Strategic Choices and Recommendations
[bookmark: _Toc998][bookmark: _Toc31804]Porter’s Generic Strategies
Porter’s (1985) generic strategies suggest that a company can choose between cost leadership, differentiation and focus as a way to achieve competitive advantage. The cost leadership is incompatible with Rolls-Royce’s low-volume, high-value production model, which makes expensive cars for clients who want to be able to say they own a Rolls-Royce. While the generic strategy of broad differentiation could be a good match for Rolls-Royce, as a luxury car manufacturer targeting a narrow market, focused differentiation is a better choice. It allows to build brand image around the prestige of the brand, craftsmanship, bespoke personalization and other unique characteristics. The company’s sales of 5,664 vehicles worldwide in 2025 illustrate the deliberate effort to keep production volumes at a very low level in order to maintain the appearance of exclusivity (BMW Group, 2026).
Thus, it is suggested that Rolls-Royce Motor Cars should rather pursue focused differentiation than cost leadership. The growth of the company should be achieved by offering a greater value to its customers through such means as bespoke personalisation, Coachbuild, electrification, and improved ownership experience.

[bookmark: _Toc25036][bookmark: _Toc31792]Porter’s Five Forces
One of the reasons why the threat of new entrants is low is because it takes substantial resources, investment, brand appeal, craftsmanship, and customer base to enter the ultra-luxury market, which will take a considerable amount of time to build.
Supplier power is moderate because of the production process’s complexity, which requires expensive and sophisticated parts and materials, but at the same time, the auto-maker’s connection with the BMW group enables it to decrease the supplier power by relying on technology and volume. The Rolls-Royce brand’s diversification and relationships’ establishment are the key to the company’s power over suppliers.
The buyer power in ultra-luxury class is weak because only those with substantial incomes are willing and able to purchase such cars. At the same time, buyers in this class have alternative options, including Bentley, Aston Martin, and other luxury car manufacturers, but the competitive advantage is given by technology and innovation, meaning that the ultra-rich can install an electric motor and seats with augmented reality instead of buying from Rolls-Royce, but with fewer innovations. Thus, the buyer power is weak-moderate.
The threat of substitutes is moderate because the ultra-high-net-worth individuals have fewer options to spend a fortune on purchasing a car with a superb customer experience, which can be substituted by hiring a driver instead of buying a Rolls-Royce Phantom or opting for another luxury car brand with comparable innovation and technology. Therefore, it is pivotal for Rolls-Royce to invest in the creation of an ultimate customer experience, providing more value than a luxury driving experience, making substitutes a moderate threat.
The competitive rivalry is high due to the competition’s efforts to position their brands as sustainable and premium and introduce electric cars, which are becoming more desirable for the environment-conscious wealthy. The shift toward zero-emission transportation is evident, including ultra-luxury car makers, as seen in 20,755 electric cars on the road in 2025 (IEA, 2026). Thus, according to the five forces, the auto-maker should invest in technology to differentiate itself from competitors and promise sustainability to address the growing demand for zero-emission vehicles.

[bookmark: _Toc24476][bookmark: _Toc22458]Ansoff Matrix
Ansoff’s (1957) Matrix provides four options for growth. For the given case, market penetration may be appropriate for Rolls-Royce to build existing customer relationships; however, large-scale penetration may diminish the brand’s scarcity value. In turn, market development can be considered as an option to develop the market in specific high-end segments, such as the Middle East and Asia, with the focus on the selectivity of growth. Product development, in turn, appears to be the most viable option, as the shift towards electric cars, digitalization of the Bespoke operations, and sustainable materials can be regarded as a way to meet the changing customer demands while capitalizing on the brand’s existing strengths. Diversification, in turn, appears to be a high-risk option, and thus, it should be considered with caution. Thus, based on the analysis, it can be concluded that product development with the focus on market development can be the most viable option for Rolls-Royce.

[bookmark: _Toc4120][bookmark: _Toc23893]Proposed Strategy
Based on the analysis of PESTLE, VRIO, SWOT, CSR, Balanced Scorecard, Five Forces and Ansoff, it seems most effective to proceed with differentiation via sustainable electrification, sophisticated Bespoke personalization and selective international expansion. It will leverage Rolls-Royce’s heritage, craftsmanship and special competencies while dealing with technological and ecological challenges. Growth should stay under control, not aiming at increasing volumes, but preserving exclusivity in the process of Rolls-Royce's modernization.

[bookmark: _Toc28559][bookmark: _Toc17548]Evaluation of SAFe
Suitability: The strategy addresses challenges of electrification and sustainability and UK regulation. The ZEV mandate implies that more zero-emissions vehicles will be required, which means that both sustainability and electrification become necessary and beneficial to Rolls-Royce's sustainable luxury (Department for Transport, 2025).
Acceptability: Customers can gain from personalized services and sustainable options, employees and BMW group from investments and competencies improvement. But acceptability will depend on the maintenance of the craftsmanship and exclusivity characteristic of the brand.
Feasibility: The strategy seems feasible, since Rolls-Royce is able to integrate its Bespoke and manufacturing competencies with BMW group’s financial, engineering and technological competencies.

[bookmark: _Toc29270][bookmark: _Toc9410]Gibbs Reflective Cycle
[bookmark: _Toc27312][bookmark: _Toc2237]Description
The current analysis was done through an assessment of the strategic positioning of Rolls-Royce Motor Cars in the UK market for ultra luxury cars. Various frameworks like PESTLE, VRIO, SWOT, CSR, Balanced Scorecard, Porter’s framework, and Ansoff and SAFe have been used to assess the environment and the strategic options. It has finally been concluded that focused differentiation strategy, along with sustainable electrification, Bespoke personalization and market development, is the best strategic choice.

[bookmark: _Toc4872][bookmark: _Toc15462]Feelings
In the beginning, it was difficult to analyze as the models seemed to give different views about the same strategic issue. In particular, it was hard to figure out how Rolls Royce could incorporate technology and environment change without compromising its sources of differentiation. However, during the process, I felt more confident to link each model and use evidence to make strategic decisions and not just write about the company.

[bookmark: _Toc27519][bookmark: _Toc31308]Evaluation
One advantage in the process was the capability of integrating several models to make a strategic decision. With the help of VRIO, I could find that heritage, craftsmanship and Bespoke were internal resources. Using the PESTLE framework, I could understand that electrification, regulation and sustainability were external forces. With the help of Porter and Ansoff, it was possible to apply those insights to strategy. One disadvantage was the necessity to separate company evidence from industry facts.

[bookmark: _Toc7308][bookmark: _Toc3816]Analysis
The most critical lesson learned was that strategic tools are more effective when combined and not used separately. PESTLE revealed that electrification is one of the external drivers, whereas the VRIO revealed that the competitive advantage of Rolls-Royce is based on capabilities such as craftsmanship, heritage and Bespoke personalisation. This new information helped to alter the perception of the strategic challenge in terms of the need to incorporate electrification into the luxury offering of Rolls-Royce rather than treat it as merely a technological constraint.
The analysis helped me also gain insight into strategic trade-offs. More production volume might generate growth, but at the same time, it would lower the levels of exclusivity and scarcity. In the same way, automation might lead to more efficiency, yet too much automation would harm the craftsmanship valued by the customers. It became clear that a good strategic management needs to balance different factors.

[bookmark: _Toc3386][bookmark: _Toc7009]Conclusion
The assessment provided me with practice in analysing strategic management approaches critically and recommending strategies based on evidence. Specifically, I discovered that a good strategic recommendation has to be closely linked to the resources of an organisation, its environment and stakeholders' demands. Above all, however, I realised that strategic fit was far more important than choosing a strategy with the maximum growth potential.

[bookmark: _Toc22046][bookmark: _Toc14206]Action Plan
In the future, when conducting any strategic assessment, I am going to start from formulating a strategic question and then consider only those frameworks which help to answer it. In addition, I am going to examine sources more carefully and make connections between evidence and recommendations clearer. Last but not least, I am going to use measurable objectives and indicators for implementation at an early stage to ensure the practical assessability of strategic recommendations.

[bookmark: _Toc30559][bookmark: _Toc32063]Conclusion
In summary, it is shown that Rolls-Royce Motor Cars has a very strong competitive advantage in the UK ultra-luxury automobile industry due to its heritage, Bespoke, craftsmanship, unique people and customer experience. At the same time, it becomes apparent from the external environment analysis that changes such as electrification, regulations, disruptions, expectations and competition within the luxury sector are transforming the basis for competition. This means that building competitive advantage based only on the heritage will not allow maintaining competitiveness in the future.
Having considered the results of PESTLE, VRIO, SWOT, Porter's Five Forces and Ansoff analyses, it becomes clear that focused differentiation will remain the optimal strategic direction. This is why Rolls-Royce should pursue sustainable electrification, Bespoke customization through digital solutions, market development and investment into specialist competencies. Moreover, CSR and Balanced Scorecard illustrate the need to ensure financial success in alignment with customer value, operational sustainability and organizational learning.
All in all, Rolls-Royce Motor Cars should focus not on transformational growth, but on strategic evolution. Its competitive advantage will be achieved by means of its ability to combine innovation and sustainability and preserve its exclusivity, craftsmanship, heritage and Bespoke.
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