                                   MBA Marketing Management
                                             Rolls Royce 75%

























[bookmark: _Hlk90753507]Student name: Lucia Preguza
Student ID: 2111861

Module name: Marketing Management
Module code: LCMB700
Lecturer name: Tushara Balendran
[bookmark: _Hlk90569410]Submission date: 11.01.2022










                                                      Table of Contents
1. Introduction………………………………………………………....3
2. Background information……………………………………………3
3. Communication and IMC…………………………………………...4
4. New promotional strategies for Rolls Royce……………………….8
5. Keller’s Brand Equity Model……………………………………….9
6. Customer journey and customer touch points for Rolls Royce…....11
7. The engagement model…………………………………………....16
8. Conclusion…………………………………………………………17
9. Recommendation…………………………………………………..18
10. References…………………………………………………………19

























	


                                                    Introduction                     
Marketing management is one of the most significant parts of modern business management, the modern business environment is full of competition. Sow it is very difficult for a company to sustain itself. To sustain for a long time, the company wants to expand their business activities, and here the term of marketing management comes. Because without marketing, the company can’t not expand their activities, that is the reason marketing management plays a vital role for the company.
Marketing management is a discipline of the organization which focuses on the application of market orientation practices, and techniques inside the organization with resources of marketing and its activities (2003). Marketing management is basically based on the exchange of plans and ideas (Kotler, et al., 2008)
 To explain various aspects of marketing management, I choose the company Rolls Royce as a model that is situated in the United Kingdom so that it would help to understand the function of marketing management. The background of the hotel, its communication system and Shannon and Weave model of communication are explained here to understand its communication system.
 However, this communication can be related to the marketing activities and they are also described here. Also, I will describe the new promotional strategies that Rolls Royce could adopt to increase the awareness of the brand. Its branding and brand equity are explained with various strategies so that the brand name of the company can be developed.
Lastly, Keller’s model of brand equity and the customer’s journey towards the company are as well described, and the advantages or disadvantages of Keller’s Brand Equity  

[bookmark: _Toc90737744]                                              Background information
The company Rolls Royce is an automobile maker of British luxury, the company Rolls Royce motors cars limited work with the purpose to build the production and administration facilities which had unfasten in 2003 in the entire world from the Goodwood in the Goodwood Circuit, West Sussex, England, UK (Pugh, 2002). 
The motor cars of Rolls Royce are the complete manufacturer of the Rolls Royce motor cars branded since 2003 (2002). Moreover, the brand of Rolls Royce has been used since 1906 and the subsidiary of the Rolls Royce motor cars is BMW AG has no direct relation to the brand of Rolls Royce which is produced or manufactured preceding 2003 (Rolls Royce, 2021). Other than being a paramount engine and another provider earlier to 2003. The direct successor of the Rolls Royce motor cars is the Bently Motors Limited which is the subsidiary of Volkswagen AG (Shillingsford, 2021). Apart from these, different other forerunner organizations that produce Bently and Rolls Royce branded cars and motor cars connected the foundation of every business or organization in 2003 when BMW supervised the whole organization and started to produce the cars under the brand of Rolls Royce. The Rolls Royce cars are under the complete subsidiary of the BMW in 1998 (Wheeler, 2004). After that, BMW licensed the prime rights of the brand of Rolls Royce and its name. 
[image: Map of rolls royce in london]
Figure 1.1 Rolls Royce in London
In figure 1.1 we can see the location of Rolls Royce in central London, like a luxury brand is located in more expansive arias.
Source: (Rolls Royce, 2021)
                                          Communication and IMC 
In simple terms, communication start at the receiving and sending of information which can be between groups or between one-on-one individual conversations. A sender is required for communication, one who initiates the message or information to the ultimate receiver and then the receiver encodes the message and the exact communication is being received (Danessi, et al., 2000). Apart from this communication is also referred to as the act of information transferring from one place to another place, or from one person to a group or team or persons. Primarily, in communication a recipient, a message and at least one sender are required to complete the process (Bergher, 2020). The main signs of holding the communication in any organization or business are that it helps the organization in best decision making and in Rolls Royce company communication plays a very vital role and also in the decision making for the better future of the company and the employees (Kowan, 2014). Good communication also facilitates coordination among the employees in the company. Moreover, communication is also termed as the interaction among the people and passing information and also understanding the point of view of the other person. 
[image: A completed flowchart of the communication process model. A sender encodes a message, using a specific channel, and the receiver decodes the message. Noise can be introduced by the sender, message, channel, or receiver. The receiver sends feedback to the sender.]


Figure 1.2 The Process of Communication
In figure 1.2 we can see the entire process, between a source and receiver that result in the understanding of conception.
Source: (lumen, 2021)
Shannon and Weaver
Shannon was an American mathematician and Weaver was scientist and both from America, and they write an article ‘’Shannon Weaver Model’’ (Communication Theory, 2021) 
Shannon and Weaver is intensive on which type of communications channel and each one has a maximum quantity of signals and sounds (Steinberg, 2007). 
Also, Shannon Weaver come across with some weaknesses:
· difficulty to present for human communication
· noise exist only in the message
· linear
(Heath & Briant, 2013)
[image: ]

 Figure 1.3 
Source: (Shannon and Weaver’s Model of Communication, 2018)
In this figure 1.3 we can see the Shannon and Weaver model and which component will be complete under
Information source – is that person or group that gives information or message to everyone.
Transmitter – the transmitter which change the message into signal, can de direct and indirect.
Channel – is that place of distributions that is receiving the information, by TV, newspapers, radio, social media, etc.
Receiver – in Shannon’s Weaver meaning receiver is a toll is that who receives information and collects it.
Destination – is that one who collects the information and sent to sender.
Noise – during the process the information can be blocked or deleted, and the massage could be sent wrong to the recipient.




[bookmark: _Toc90737747]                         Definitions of integrated marketing communications 
Integrated marketing communication is referred to as the process which is used to unify the elements of the marketing communication such as social media, public relations, principles of business development, audience analytics and advertising into the identity of the brand which consistently remains across media channels distinctly (Kitchen & Pelsmackher, 2004). 
The integrated marketing channels also allows the private and public organizations and companies or business to therefore deliver seamless and meaningful experiences of the consumers for the services and the product and also to improve the image of the business or organizations and also the relationship with the stakeholders (Juska, 2021).
 Apart from these, in other words integrated marketing communication refers to the field of multidisciplinary which amalgamate new media and traditional practices (Tuchwell, 2017). Moreover, as the names recommend the integrated marketing communications is a marketing approach of holistic nature which considers the strategy of the marketing with a huge context of the aims of the organizations and the development of the business and also the need for maintenance. 

[image: Disadvantages of Media]

Figure 1.4 Advantages and Disadvantages of Media
Media is a part of Integrated Marketing Communications and here we can see the positive and negatives parts.
Source: (AplusToper, 2021)


                                New promotional strategies for Rolls Royce
The new promotional strategies for Rolls Royce could adopt to increase the awareness of the brand are as follows:
· Use each and every aspect of social media - the surest and safest way to increase brand awareness is therefore by utilizing the brand in social media and awareness it of various issues and it is regarded as one of the vital brand awareness strategies (Quesenberg, 2020). Therefore this, help in open access to thousands of millions of directories of potential consumers or audience.
· Improves with the satisfaction of the customers - the company should enhance the customer’s experiences all the time to hold the Rolls Royce company with a good reputation and also for gain the trust from the clients and the audiences or the customers.
· Advertise on the correct channel - this is also one of the promotional strategies of the company. As by advertising on the correct channel, the audiences do give a look over it and therefore the brand of the Rolls Royce company flourishes and as the awareness of the brand raises (2004). 
· Partner with other brands - this strategy is very useful for the company, as by partnering with the topmost brands of cars the company wud be on the top lost and therefore the sale of the motor cars and bike will be high (Ind & Horlings, 2016). Moreover, this is the most amazing promotional strategy to thus enhance the awareness of the brand that is to conjure with the partnership with the other brands. 
· Use auto ads of google AdSense - this is also another promotional strategy of the company as using these assists and helps to reach o the correct demographics. The auto AdSense has the most perfect way to achieve the difficulty of all the things (Roberst, 2020). Moreover, this strategy focuses on finding the correct audience or customers and placing the services and the products of the Rolls Royce company right in front of them. 
· Begin with a referral program - the program of referral is a sure and strong strategy to aware the brand and also reward the customers who are existing (TL, 2020). The referral program is also on promotional strategy for Rolls Royce to raise the awareness of the brand. 
· Develop a brand voice - the brand voice is the strongest promotional strategy to boost up the company and also the aware the brand of the company.


                                            Definition of branding 
Branding refers to endowing the products and services of that company with the power of the brand. Brand equity refers to the premium value that a company can generate through its products (Aaker, 2009). For a company like Rolls Royce branding, its car and brand equity are very important. Everyone knows about the brand and customers can pay a premium value for the Rolls Royce cars due to their brand value. There are various other equivalent products but not with similar price tags that others offer (Kersten, 2018).
 There are various European brands, UK brands like BMW, Mercedes Benz, Porsche, Aston Martin, Bentley and so on, they also offer premium cars but not as premium as Rolls Royce. Brand equity has three components: resulting value, positive or negative effects, and consumer perception (Aaker & Biel, 2013). Positive effects of brand equity can gain more profits for the company, and consumer perception is also important for brand equity where what the consumers think about the brand can impact sales and marketing. Branding and brand equity are two important things that can help to set up a positive brand image in front of valued customers. 

                                        Keller’s Brand Equity model
Kevin Way Keller is the author of Keller's brand equity model which is also known as the customer-based brand equity model (2009). The logic behind making this model is to make a strong brand with the right brand image and consumer perception. There are four steps in the pyramid of brand equity identity, meaning, response and relationship. All of these elements will be evaluated here for getting a better perspective about brand equity.

[image: ]
Figure 1.4: Keller’s Brand Equity model
[bookmark: _Hlk92544306]Source: (2021)
	In figure 1.5 we can see Keller’s Brand Equity mode represented in a pyramid that determinates actions of consumer. 

Identity: All the brands who want to create their own brand value have to create proper brand awareness. Standing out in front of the customers, competing with other competitors in the market. Brand awareness is something that can create information about the brand, the products, prices and what the brand offers (Slade-Brooking, 2016). Using brand awareness brands can amplify their mission and vision to the targeted customers. Brand salience is something that can differentiate the brand from other options around the market.
 Rolls Royce has created their own brand identity which everyone knows about the level of quality that the company provides. In the first step the company, Rolls Royce has created a dynamic personality among all the competition with its premium-ness and rich feeling. 
Brand meaning: The brand has to communicate with the customers both the existing and potential, which the brand means for them, brand meaning consists of performance and imagery. This brand meaning is also present in Rolls Royce who built cars with extra premium ness and enriched value which cannot be found in any other cars in the competition and market segment (Batey, 2015). This brand meaning should be maintained for enhanced brand equity in the market segment. 
Response: Response is dependent on the judgements and feelings of the customers or the potential customers. How the customers judge the company and what they feel about the company, these two aspects are very important for building brand equity for any brand (Heskett, et al., 2008).
 Rolls Royce is known for its quality and premium ness of the products the customers judge this company as per the brand image which has been made already.
Relationship: It is the highest step that a brand can reach in terms of brand equity, brands have to find out the relationship with the company and it is also important that customers can align themselves with brands as they can identify themselves with the brand (Peppers & Rogers, 2010). Rolls Royce has this relationship with the existing customers and that is why the brand is successful.


                                                 Kellers Brand Equity 

                     Advantages                                              Disadvantages
	[bookmark: _Hlk90775725]1.     The main advantage of brand equity is it enhances the development of the brand name. the development of brand image can help the company to develop their personal images also, because employees like to works for the image company. (2008) 
2.     It helps to develop the reputation of the company so that the company would be able to treat the reputation as their fixed assets.
3.     The fixed assets help the company to borrow essential funds from the money market.
4.     It helps the company to sustain its activities for a long time.
5.     It helps the company to expand its businesses to new marketplaces.
	1.     On the other hand, one of the main disadvantages of developing brand equity is that it is expensive (2013). As the development of brand equity includes much research and studies, it is very expensive.
2.     Another disadvantage is that there is no guarantee that that research would be able to bring success for the company permanently (2007). As the market is full of competition and it is constantly changing so the research and development should also be continued.
3.     It is very time-consuming. this is another disadvantage of the system.
4.     It needs various physical designs and other resources in order to develop brand equity.  




[bookmark: _Toc90737751]                     Customer journey and customer touchpoints for Rolls Royce
Customer journey is something by which a customer buys a product, uses and recommends to others for buying the same product or products.  Customer touchpoints are those things where the customer gets to know about the brand and the products (Wrigth, 2010). For Rolls Royce, the customer journey and the touchpoints are not very much different from the other brands and that will be explained here in this part. 
Awareness: In this part, the customers get to know about the products, here the customers can get to know about Rolls Royce when that person is going to buy cars (2004). There are various touch points available in each section like in the awareness section touchpoints are auto events, shows, auto expo, social media platforms, websites, a word from the mouth and so on (Fill & Turnbull, 2019). All of these touchpoints can help the customers to consider this brand for product buying. 
Consideration: One of the most important in the customer journey map is where customers can consider the particular brand for buying cars out of all the competitors. As said earlier there are various brands that can also offer cars with premium value and brand value. That is why consideration of customers of Rolls Royce as a preferred brand is very important for the brand (2019). Comparison and evaluation of other brands can also be possible here in this step. The touchpoints here are dealerships, auto events and shows, websites, social media platforms and so on. 
[image: Illustration of customer journey framework]

Figure 1.5: Customer journey and customer touchpoints
(ADKInsights, 2021)
Decision: In this stage, the decision can be made for buying the cars and that is why this stage is the most influential stage of any car company. For Rolls Royce, the customers generally do not bother with the performance but the overall product which can match with the personality of the product or the brand (2013). The touchpoints here in this step are dealerships, online platforms, websites, where the car can be booked for the customers. 
Personalisation: After taking the decision of buying the products the customers can go for various personalisation which can be done by the company (2021). Rolls Royce is known for its top-notch personalisation options by which every customer can feel special about the car. The touchpoints here are dealerships, phones, mobile applications, websites, and others by which the car can be booked. 
Delivery and uses: In this stage, the car delivery happens to the customers and the customers will use the cars. After using them they will share points of concern and the good facts about the cars (2021). Here the touchpoints are dealerships, mobile applications, websites, social media platforms and others that are related to cars.
Advocacy and loyalty: The customers will share their whole journey and experience with the brand in this part where they can also influence the potential customers for getting the cars of the same brand (Judith W, 2003). It is important to give opinions and experience about the cars and the brand. So that using those opinions the brand can do branding of the products and the company itself. The touchpoints here are brand events, social media platforms, word from mouth, dealerships and so on.
[bookmark: _Toc90737752]                                        Customer journey map for Rolls Royce
Brand awareness for the customer through product reviews, selection from various options
Making decision regarding purchasing the preferred automobile, customisation and personalisation of vehicle
Client satisfaction, product review







Purchase
Post-purchase
Pre-purchase



Figure 2.1: Customer journey map of Rolls Royce
Source: Self-created
The customer journey map is divided into three different phases and through those phases, customers will go to buy the products. For Rolls Royce, there is also a customer journey map through which customer awareness can be generated. There are several touchpoints in these phases, the major touchpoints of first phase are customer awareness and brand awareness where the brand will market its products (2019). It is important for every brand where the marketing of products can be aware of the products and this is where decision making can be started. Also in this phase, people consider the brand as their preferred option in cars.
 In the second phase, the touch points are making decision, and people make decisions about the cars and this is one of the most important parts of the customer journey roadmap. People can only make decisions after acknowledging the perfection of the brand and product itself. It is very common that people love any particular model of car but cannot make decisions as the brand value is not very good. In this, people can opt for personalisation in the cars and that can give a special feeling about the cars (Judith W, 2003). In Rolls Royce generally, everyone goes for distinctive modifications and personalisation which can give a lot of customer satisfaction and can give an edge over others in the competition.
 In the third phase, the customers can get the cars delivered and they can use the cars to experience something new and different, and the touchpoints are related to client satisfaction and positive reviews. Here, the customers can share their experience which usually leads to customer satisfaction or dissatisfaction over the people's minds. Also, to get the positive result in the third phase Rolls Royce emphasises on efficient aftersales service.
                                                                                                                                                                                             
                                    Rolls Royce Customer Journey Map

                         Strengths	Weaknesses
	· Identify customer expectations to understand need and want, for a getting to know better the customer
· Improve customer journey
· Connect a relationship with the customer on an emotional level (2003)
· Consumer culture grows
 
	· The map focus on touchpoints not the journey
· The customer journey map is creating for each costumer
· In the customer journey map is not included the customer load (Tincher & Newton, 2019) 




Figure 2.2: Strengths &Weaknesses of Rolls Royce costumer journey map
Examine the customer journey map, we see the main strengths and weaknesses
in Figure 2.2 of the Rolls Royce company map.
Source: Self-created

                               
                                The Total Engagement Model for Rolls Royce
For being very much relatable with environmental factors and competition, engagement with the customers is very important (Palmatier, et al., 2018). For verifying the engagement scenario, total engagement models have described where the engagement between all the stakeholders has been discussed. To reach the customers in the car market, the company has to market their products with every possible factor and the brand has to promise that a certain amount of value can also be provided (2005).
 Those promises should be done via advertisement campaigns and media marketing platforms. It is also important for the brand to engage all of its employees by the same cultural bonding. The organisational change should be present in every part or department of the company so that no one can feel detached from the company. After that, the employees can give a better experience to the customers so that they can advocate the brand to other family members, friends, colleagues and so on. 
Better customer service can give the customers a better experience about the whole journey which has helped them to be a customer of that brand (Aaker & Biel, 2013). For Rolls Royce customer experience is the most important thing which can be delivered in many ways. The main way of delivering a good customer experience is the products and the services which the company provides (Wheeler, 2004).
 The products are and there is no doubt about that, that is why the brand can set the price way higher than the completion in the market. There is also the involvement of brand equity which can help the brand to collect more profits and benefits. The services which the company provides to its customers are also very good as the company knows how to deal with the customers and how to convince customers about the products (Keller's Brand Equity Model, 2021).
 According to Royce, 2018, the buyers of premium range vehicles do not simply bother about the pricing, what they want is the luxury and premium feeling which Rolls Royce can give them (Rolls Royce, 2021). Total engagement model works like this in the Rolls Royce company and the company also provides all the components of total engagement in the dealerships and workshops.  
[image: ]



Figure 2.3: The Total Engagement Model
(engagedStrategy, 2107) 

[bookmark: _Toc90737754]                                                      Conclusion
Marketing management is one of the most important parts of any business, be that for premium customers or average customers in the market segment (Kotler, 2007). Here in this report marketing and communication management for Rolls Royce have been evaluated with definition of communication, business communication model, strategies for brand awareness, branding and brand equity, Keller's brand equity model, customer journey, customers touch points and total engagement model for Rolls Royce have been discussed.
 This report will be helpful for making such marketing and marketing communications reports for various brands available in the cars market segment. Finally, it can be said that without the help of marketing management, it would be very difficult for the company to expand and sustain its business for a long time.

                                               Recommendations
In the recommendations for the Rolls Royce company, I will include new customer touchpoints that the company can use to recognize the Rolls Royce brand. In terms of marketing, Rolls Royce can introduce a loyalty card to service the automobiles, and as well collecting points that will ensure the loyalty of the customer.
And with collecting points the customer Rolls Royce can have some discounts in the future for a new purchase, and that will make more loyalty customers and adopt a new culture which can be passed down from generation to generation.
[bookmark: _Toc90737753]As well one of the most important recommendations may be that customers receive the car for a long time to test, and feel what it is like to be the driver of such a luxury car.                   
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