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[bookmark: _Toc8586404]Abstract
This study has allowed in the understanding of certain depth and connotations that would be extremely beneficial for the future aspects of the study. 
Research Purpose 
The purpose of this research is to identify the possible impact and impression that the brand image and product designing create on people while purchasing a luxurious product. With special consideration towards the product like Rolls Royce, the major emphasis would be on understanding the perception of middle class population and the ultra-affluent population. 
Objective
The key objective was to identify the kind of lifestyle differences that exists between the middle class and rich population. Also, what aspects of the company prompts the consumers to purchase their product. 
Methodology 
About 7 salespeople were being interviewed and three managers working in a luxury car dealing showroom of Bolton City were being interviewed. 
Findings 
The key findings indicated towards the idea that the ultra-affluent people purchase Rolls Royce to show off their wealth, while the middle class population purchases the same due to their aspirational values and interests. 
Conclusion 
The organisation must avoid taking advantage of the blind trust that people put on them and make sure that they have the capability towards understanding the kind of attachment they need to build up with the youth. 
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[bookmark: _Toc8586405]Chapter 1: Introduction
[bookmark: _Toc8586406]1.1 Introduction
The purpose of this chapter is to make sure that a particular target has been set into identifying the sources that need to be collected for fulfilling the purpose of the study. This chapter highlights the key aims and objectives that would provide a certain amount of clarity on the project and make sure that enough attention has been paid on to providing an appropriate justification regarding the choices made. This chapter would also highlight the key problem that has been identified with the subject and makes sure that the hypothesis provided has been properly tested for fulfilling the objectives of the study. The research questions identified are the ones that are required to be answered for justifying the chosen subject. 
[bookmark: _Toc8586407]1.2 Brief Overview of the Company
The company Rolls Royce is often referred to as the Rolls Royce Motor Cars Limited. It is a British luxury automobile company that has been considered to be a part of the whole subsidiary of the BMW Group. The Rolls Royce brand has been on the market since the year of 1906, but the motor car segment begins in the year of 1998 (Pugh, 2015). The first car of this company was a four-door sedan named Phantom. Some of the later products of the company comprise of Cullinan, Ghost, Wraith and Dawn. All of them extremely popular among people. Among all of the products that have been mentioned, Rolls Royce Phantom and Cullinan have been the most popular cars in the history, with Cullinan claiming to be one of the first of its kind SUV. Also, numerous similarities have been drawn between Rolls Royce Cullinan and Phantom. 
[bookmark: _Toc8586408]1.3 Background of the Study
According to Sasmita and Mohd Suki (2015), the concept of brand image can be considered as the perception and impression that is being held by the consumers or the general population against a particular product. The intention of this study is to address the significance of brand image and product design and its ability to influence the choices of a consumer. There are different variations of customers that could be witnessed worldwide. The marketing strategies that are being utilised by an organisation appeals in a different way to different classes of people. The branding strategies trigger a varied range of emotions among the possible target market (Nyadzayo and Khajehzadeh, 2016). However, not every situation is about triggering the emotions and majority of the time; it is the prestigious aspect that motivates them to purchase a luxurious product. This kind of purchases are mainly made by the rich class population or who are also addressed as the ultra-affluent population. For another situation, the middle-class population has an aspiration that they would someday purchase an expensive car to fulfil their lifestyle choices, and for the rich population, the tendency is more like to brag about their assets and the potential to make a grand purchase. 
In both ways, somehow the company manages to attract both sides of the population with different virtues, such as for the middle-class population the use of an SUV as Cullinan would probably add meaning to their lives and the company pinpoints it as one of the rarest kinds for the people. On the other hand, it also appeals to the rich section by creating a notion of how the product would add value to their long list of materialistic belongings. 
[bookmark: _Toc8586409]1.4 Research Purpose
The aim of the research is to identify the impact that the brand image and product design of Rolls Royce Motor Cars had on the success of their SUV Cullinan. The study also intends to identify how different classes of people perceives the brand and what contemplates them to make a purchase finally. Since there would be a difference between perceptions; special consideration would be emphasised on the ultra-affluent population and the middle-class people. 
[bookmark: _Toc8586410]1.5 Research Objectives
The key objectives of the research are as follows:
· To identify the perception of the people on the products and services provided by the company
· To identify the key prospects of product designing used by the company and measure the shifts in their brand image over the years 
· To understand the aspirational aspect of the middle class population in purchasing a product of a luxury brand. 
· To identify the lifestyle differences between the middle class and the upper class while making purchases of a luxury car brand 
· To understand the difference in the branding perception of different classes of people 
[bookmark: _Toc8586411]1.6 Research Questions
The research questions identified for the study are as follows:
· What are the major lifestyle differences that could be found between the people purchasing Cullinan and other models from a similar brand?
· How does the idea of branding work in terms of upper class and middle-class consumers?
· What is the key purpose behind the purchase of a luxury vehicle, considering the lifestyle preferences of both the upper class and the middle class?
· How do consumers perceive the products/services of the company?
[bookmark: _Toc8586412]1.7 Research Hypothesis
H1: Rich individuals purchase Rolls Royce Cullinan to highlight the ultra-affluent lifestyle they have. 
H2: The middle-class people purchase Rolls Royce Cullinan due to their aspirational connotation. 
[bookmark: _Toc8586413]1.8 Problem Statement
There is a substantial amount of lifestyle differences among the middle-class population and the ultra-affluent population. There is a possibility that the amount of incremental differences they have acted as an opportunity for various luxurious companies to enhance their sales as the middle-class population often tends to ignore the flaws that come with it. Thus, it eventually raises the question of whether or not the companies take advantage of this factor. If a business venture does so then, it will constitute as a difficult and unethical aspect that an organisation encourages (Cawsey and Rowley, 2016). Along with the utmost identification of the major aspects of the organisation, it is essential to identify if there are any unethical or unfortunate activities involved for their entire procedure of marketing or any other endorsements initiated by the organisation. 
[bookmark: _Toc8586414]1.9 Rationale of the Study
This study would have an enormous amount of contribution to understanding the purchasing attributes of different classes of the population. One of the essential aspects here is that Rolls Royce has always been considered as one of the most luxurious cars operating on a global scale. Thus they have a significant amount of value and are being perceived differently by different classes of people. It is also necessary to understand that with the kind of acquaintance and similarities the product Cullinan has with Phantom. Phantom was one of the most popular products of the company, and the popularity of this product and the other automobile series of the company proceeded to add value during the launch of every new product (Alhaddad, 2015). Eventually, the customer perception of the brand has also played an essential role in the proper promotion of the product and have ensured the fact that they can attract the right amount of population for making the designated amount of purchases (Sen et al., 2016). This study would shed light on the variations of brand perceptions that is present among different classes of people to understand the varied range of theories that had been prescribed by various researchers in the past. The application of a varied range of models and theories would ensure that substantial amount of knowledge has been gained on the situation that is being presented about the idea of brand equity and the kind of impact it has on people. 
[bookmark: _Toc8586415]1.10 Structure of the Dissertation
The following structure has been presented for a better understanding of the dissertation and the essential aspects that would be included in the entire project for the better atonement of the research. 

Figure 1: Proposed Structure of the Dissertation
Chapter 1: Introduction
The first chapter of the dissertation inclined towards the identification of the purpose of the study. A subtle amount of justifications has been provided about the choices made regarding the study and the kind of questions that arise among people while it is being noticed that individuals belonging to a different class of population are inclined towards the purchase of the product. The hypothesis presented would be properly tested, and it would be assured that with the help of an appropriate literature review and methods the purpose would be fulfilled. 
Chapter 2: Literature Review 
This particular chapter intends to highlight all of the essential concepts that are related to the subject matter chosen. Gaining a proper understanding of the subject matter and the essential factors responsible for the purchasing decisions that are being made, it would be furthermore easier to understand the thoughts that infiltrate the mindset of people before making purchases and the kind of role an organisation plays in influencing those thoughts. The review would take into consideration the differences in the car preferences of the middle-class population and the ultra-affluent population, with a proper criticism that would be considered by using models such as the Aaker’s Brand Equity Model, Maslow’s hierarchy of needs and ABC Component model. 
Chapter 3: Methodology
This chapter would constitute all the essential methods that would be used to collect the data relevant with the subject matter. The use of relevant methods is extremely essential for the subject matter that would be chosen. The use of positivism research philosophy, deductive research approach and exploratory research design have been taken into consideration. Data has been collected with the help of primary data collection methods, and an interview would be conducted. 
Chapter 4: Findings and Analysis 
The data collected needs to be properly interpreted and analysed for understanding the fact of whether or not proper results have been achieved for the subject matter. The use of qualitative analysis has been made mandatory for the subject matter to ensure that an adequate amount of results have been achieved. With the help of the analysis conducted, there would be an eventual result that would test the hypothesis properly. 
Chapter 5: Conclusions and Recommendations 
The final chapter would eventually highlight the essentials of the study and would ensure if the conclusions live up to the expectations of the research objectives and questions that have been formed. This chapter would comprise identifying the essentials that ensure that the key purpose of the research has been achieved and that the outcomes match the possible assumptions of the researcher. 
[bookmark: _Toc8586416]1.11 Summary
This chapter highlighted the key essentials that would allow the researcher to pave a proper way for the study. To ensure that the researcher is not drifted from the key purpose of the study, the formation of perpetual research objectives and questions were considered along with proper justifications as to why this research must be conducted. The key purpose was to identify the purchase differences between the middle-class population and the ultra-affluent people to make sure that the research questions have been properly identified. The product design acts as a positive affluent of the product, which is entitled to attract the attention of every individual and has a significant role to play in understanding the attributes presented by the company. 



[bookmark: _Toc8586417]Chapter 2: Literature Review
[bookmark: _Toc8586418]2.1 Introduction
This chapter intends to conduct a review by using relevant amount of literature to make sure that there is a valid understanding of the concept of brand image and product design and the kind of impact it suggests on the consumption behaviour of the people. It is of primal importance that the use of various models and theories have been instigated for drawing viable conclusions and to understand the behavioural tendencies of the people while making a purchase of the product. It is also necessary to understand the marketing strategies and the functioning that is being utilised by the company to attract the population towards their products.  
[bookmark: _Toc8586419]2.2 Conceptual Framework
Differences between the car preferences of Middle Class and Ultra-Affluent People
Buying Rolls Royce 
The Role of Historical Reputation and Imagery on Influencing Customers
Need 
Behaviour
Value 
Aaker’s Brand Equity Model
Maslow’s Hierarchy of Needs
ABC Model
Reasons behind the Purchase of the luxury Models by Middle-Class People

Figure 2: Conceptual Framework
[bookmark: _Toc8586420]2.3 Differences between the car preferences of Middle Class and Ultra-Affluent People
According to Stępień (2018), it is evident that there is substantial amount of differences between the purchasing decisions that is being made both by middle class and the ultra-affluent people. There are a wide range of definitive reasons trailing behind for making those purchases happen. The social class is highly responsible for influencing the behaviour of the consumers. The middle class population would be highly integrated towards the purchase of passenger car instead of a luxurious one to make sure that it belongs to their affordable range and that it can be utilised by the whole family. Most importantly, the highlight is the preference towards the use of family seated cars for ensuring that there is room for the entire family in the car. According to Paul (2015), the consumer behaviour is highly determined by the set of mutually supportive cultural cycles. A middle class individual will always have to take the decision of making such a grand purchase after he/she realises that it is within their affordable range. Also, since there is a huge amount of influence from the side of the thinking styles that people adopt from the differences that lie in the social class. When an organisation as such goes for initiating branding of such products there is always a speculation that the idea of analytical and logical thinking is being discarded and that the people are always influenced with the properties and the kind of reputation that the company holds. 
The social class of the individual plays an important role in the purchase of the product and perceive the brand in the market (Dion and Borraz 2017). The social class is known to be the external influence which governs consumer behaviour as it is not related to the function of feeling or knowledge. The consumers are differentiated on the basis of their income, wealth, education and type of occupation. The upper class were found to purchase luxury brands more than the other class of people as they have a higher income (Maisam and Mahsa 2016). While the middle and lower classes determine the product on the basis of the need, the cost-effectiveness and the functionality of the product. If the organisation is marketing a product or service for the upper-class consumers of the society, the product is designed in terms of quality, service and the atmosphere (Maisam and Mahsa 2016). Hence for the upper-class consumers, the quality and the status are an important factor while purchasing a product or service.
For an individual belonging to a rich and affluent variant, he/she has endless options to make a purchase. Rolls Royce is not the only definition of a classy and affluent car. There are multiple options available that could be considered as an appropriate choice. Majority of the time a rich individual discards the choice of purchasing a Ferrari or Bentley because it would have been more like a bachelor’s or a perfect gentleman’s choice, rather they would prefer to purchase a Rolls Royce to be vocal about their resource availability and their persuasion of making a statement on their lifestyle (Dubois, 2015). It is during these statements when the middle class population desires to have a similar lifestyle and gets aspirational on making a purchase of that car. On the hindsight, if they are not influenced by the choices that are being made by rich and affluent people they would eventually stick to buying Ford, Volkswagen and others. 
[bookmark: _Toc8586421]2.4 The Role of Historical Reputation and Imagery on Influencing Customers
The historical relevance of a product plays an integral role in building up their reputation for the marketing of their existing products and deliverables. Majority of the time the reputation of a company is high end that a simpler marketing strategy does the work of promoting their products, while their reputation does the rest. For instance, in India the company Royal Enfield is extremely popular and making a purchase of this bike is a dream for many. The company has been onto existence since 1901, so they have the reputation of providing best quality products at a relative rate (Royalenfield.com, 2019). Every time, they introduce a new product they just announce with the help of an event or a press conference and there would be no witness of any kind of advertisements or other discounted marketing strategies. It is evident that the historical relevance of a product eventually enhances its value in the market (Jung and Seock, 2016). Same has been the case with Rolls Royce Cullinan. Even though the motor car section of the company is nearly two decades old, but they always manage to heighten the anticipation of the people. Especially when the first car the Phantom was so popular that its obsession stuck with people for a long time. 
[image: ]
Figure 3: Relation of Corporate Brand Reputation with Brand Attachment and Loyalty
(Source: Loureiro et al., 2017)
When the company drew a substantial amount of relevance of Cullinan with the Phantom, people went berserk over the purchase of the product. The company did not require any kind of specific marketing strategies to attract the attention of the people. They manage to expand their sales and earn relative amount of profit. According to Loureiro et al., (2017), especially in the automobile industry that there is a relationship of the corporate reputation with brand attachment and brand loyalty. These two aspects make sure that people stay attached to the brand as much as possible for their future lucrative gains. It has also been identified that the corporate brand reputation of an organisation is far more effective in enhancing brand loyalty and engagement. The use of Attachment theory is considered to be more applicable into making sure that the people understand the relevance and develop a serious connection with the brand at an incremental level. It can be implied by saying that establishing an empire of effective brand reputation is one of the key virtues of the organisation. 
[bookmark: _Toc8586422]2.5 Understanding the Value of Rolls Royce Cars with the help of
Aaker’s Brand Equity Model
Before analysing the value of Rolls Royce Cullinan by utilising the Aaker’s Brand Equity Model, it is essential to gain a proper understanding of the model itself to ensure that appropriate knowledge has been perceived about the subject matter. The Brand equity model developed by David Aaker is one of the most critically acclaimed models in the world and it is being used in almost every business prospect that has been operating for a significant amount of time. According to Çifci et al., (2016), this particular model views brand equity as the appropriate combination of brand awareness, brand loyalty, perceived quality, other proprietary assets and brand associations. Since, it has been clearly associated that the idea of complete brand equity depends on the kind of awareness that the consumers have, so it is of incremental importance that the use of this model has been encouraged onto the idea of understanding the people’s perception and reasons behind the purchase of the product. The use of this model would also highlight the value of the brand and the kind of prevalence and appreciation it has in the market. 
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Figure 4: Aaker’s Brand Equity Model 
(Source: Tanveerand Lodhi, 2016)
As it has been identified in the figure presented, there are five key components that are essential to consider. The company Rolls Royce has equipped themselves to have that kind of aura and sophistication that screams of luxurious value and vintage prominence. As Aaker has stated the five components as the essential persona of brand equity so it allows the organisation to provide value to the customers and enhance their profitability range equally (Tanveer and Lodhi, 2016). The five components are as follows:
Brand Loyalty 
Brand loyalty is established by creating innovative and unforgettable experience along with service privileges for retaining the customers. Creating a bond between the customers and the brand is the key to success (de et al. 2015). Rolls Royce has always been known to develop a substantial amount of relationship with the consumers. Also, their historical reputation and supreme quality products have ensured them with a long lasting relationship with them (Pappu and Quester, 2016). The organisation has managed to acquire the interests of the people every time they launch a new model as it does not happen very often. This is one of the reason why the people were excited about the launch of SUV Cullinan. 

Brand Awareness 
A powerful brand is a very big idea standing out in a crowd. It is actually building a great image of reliability along with reputation in the mind of the consumers (Lambert-Pandraud et al., 2017). Rolls Royce has managed to maintain a sense of familiarity with the launch of this product, such as they were the last to introduce SUV as a part of their brand, so this eventually cultivated the interests of the people and the similarities with Phantom enhanced their interests, eventually leading to enhancing their brand awareness. 
Perceived Quality 
For engaging the better service quality along with consumer satisfaction the brand maintains the quality. The high quality always satisfies consumers. Rolls Royce has always been known for their supreme quality products and the kind of assurance they provide on the use of their products. The kind of assurance they provide has also allowed them to gain attention of the consumers. Rolls Royce has a set of group policies that allows them to open up about their product quality assurance policies. According to Sierra et al., (2017), the company has certain principles regarding their product quality and they are enhancing robust quality, using lean management techniques and ensure engineering excellence. Their ability to provide critical power systems this has made it convenient for the customers to rely on them in an evitable manner. 
Brand Associations 
Several Brands use taste, quality, design, values and prestige as association. These are the same attributes that are also being utilised by Rolls Royce to ensure that enough attention has been acquired from the consumers. Rolls Royce has always been considered as a company that acts with utmost amount of consideration that they are inclined to work for delivering excellence. According to RollsRoyce.com (2018), the company has adequate amount of socials sponsorships that allows them to cultivate their reputation more appropriately amidst customers. 
Other Proprietary 
This particular aspect constitutes of the kind of competitive advantage that the organisation is able to gain over the others with the help of the attributes of establishing a relationship with the customers with the help of their brand. The ability of Rolls Royce to maintain a certain range of environment that is supportive of almost every situation eventually enhances the capability of the organisation into making sure that they can contribute to cultural vibrancy and make positive difference for any kind of work they do (RollsRoyce.com, 2018). 
From the detailing prospects, it is evident that an organisation presents enough amount of advantages that would allow the people to understand the value of the product. The use of this highlighted some of its key attributes and that of Rolls Royce as well. There is an essentiality that the company has the five parameters that would permit them to work coherently and the availability of these five models initiates the idea that the brand equity of Rolls Royce is potent. This model has the ability to highlight the ways the company has managed to retain its loyal customer base and has highlighted importance of having a positive image (Sasmita and Mohd Suki, 2015). However, some of the derogatory remarks about the model comprises of the idea that it does not allow in the identification of the key flaws that the company has and rather prefers presenting with substantial amount of appraisals. Also, the incremental disadvantage that the investment costs might possess to the organisation or the possible losses that might occur to the customers are mostly ignored (Theurer et al., 2018). 
[bookmark: _Toc8586423]Strength of Aaker’s Brand Equity Model
The brand equity model helps the business organisation to increase their overall margins by charging for their service or product as every consumer are willing to buy the premium product or service of the particular organisation. Customers’ loyalty is another main strength of the organisation Rolls Royce. As said by San Martín et al. (2018), the organisation Rolls Royce had expanded their opportunities by creating the best luxury car models for their consumers. Creating positive brand equity requires bargaining power that the organisation Rolls Royce has it due to their high popularity in the market
Weakness of Aaker’s Brand Equity Model
Building a brand identity among the consumers is one of the complex processes for every business organisations. Extensive research is very important for catering to the customer’s preferences and requirements. As said by Pike and Bianchi (2016), creating and designing brand equity is very time consuming and expensive as all the business organisation requires a huge amount of investment. For improving the brand equity, every brand needs to have a website, letterheads, business cards, advertising and packaging to attract their respective customers.

[bookmark: _Toc8586424]2.6 Reasons behind the Purchase of the luxury Models by Middle-Class People
According to Fang et al. (2016), although there are different types of buyers varying from individual's purchases products on the basis of their impulses while there are a group of consumers who invests on the product after a thorough investigation, however, there are certain factors which influence the consumers to buy a product. These are the same factors that are responsible for ensuring that the middle class population makes purchases of luxury items. The personal and psychological factors are another important entity which allows in the determination of the purchase decision of the consumer. The Personal factors include age, occupation, gender social status and lifestyle of the individual (Maniatis 2016). While the psychological factor evaluates certain factors like perception of the consumer regarding the product, beliefs and attitudes and motivations related to the product. Another psychological aspect that prevails on the mind-set of the middle class population is the aspirational context. Almost every middle class individual dreams of having an expensive and luxury car someday, and this develops a sense of determination within them to make purchases of the product. 
Also, social and cultural factors are the conditions of the consumers which decide whether the individual will invest in the product or not. The social factor of the individual includes the social status and the family and groups of the individual buyer. Eventually, the middle class individual is also influenced by the idea of improving their social status among people. The main aim of this luxury item is to improve the basic function of the product for which it was originally designed (Hüttel et al. 2018). Eventually, the use of these products also adds in the element of improving their social status. The middle class population eventually ends up idolizing the idea of conspicuous consumption. They are mostly inclined towards the idea of ensuring that they can show off their wealth, which is a similar kind of situation that is being addressed among the rich ultra-affluent population as well. There is a perfect balance of people who constitute the incorporation of conspicuous consumption and inconspicuous consumption. According to Van Acker, Goodwin and Witlox (2016), the ownership of the type of cars can help in understanding the socio-economic condition of the consumers. 
H2: The middle class consumers purchase Rolls Royce Cullinan due to their aspirational connotation 
Eventually, this approves H2 that had been formed earlier that the middle class population mainly makes purchases based on their aspirational ideologies. One of the most important factors that influence the consumer is the financial condition of the individual. The consumer will not be able to invest in the product if they cannot afford the product (Maniatis 2016). Thus, it can be said that when a middle class individual finally realizes that he/she has the capability to make such a humongous purchase. According to Cho et al. (2015), the brand image of any product is essential for the purchase by the consumers as this impacts the preferences as well as the intention of purchase of the consumers. Here, the brand image of the product has also played an essential role in acquiring their interest for the purchases. The brand image also has significant amount of tendency in influencing the interests of the consumers. Hence, if the organisation has a strong brand image; the consumers evaluate the products positively irrespective of the price of the product.
Although cars are no longer been restricted to the affluent class of the consumers, however luxury brands are specifically purchased by the upper class of the society (Ahn, Park and Hyun 2018). The middle-class people will prefer investing in the car which will have a lower cost of maintenance, spacious and can be used for a longer period of time. Thus for the middle-class consumers, the practicality and the cost benefits of the type of cars play an important role in a purchase decision. This eventually gives birth to the idea of inconspicuous consumption on a magnum opus level to the middle class population. Even though Rolls Royce Cullinan has all of the key attributes that had been identified, people would still prefer the use of a car that is limited to their range. In the case of upper-class individuals, the status symbol of the car and the level of affluence govern the purchase of the vehicle and this is the exact situation that is permitting the middle class population to make the decisions of purchasing a luxury car (Wagner and Urkmez, 2015). The kind of influence and attributes the rich class population has eventually added in to the idea of their success. Making purchases of luxurious vehicles depicts that they have managed to attain a significant financial and social status in life. 
[bookmark: _Toc8586425]2.7 Understanding the Need for Purchasing Cullinan with the help of Maslow’s Hierarchy of Needs
Maslow’s Hierarchy of Needs Model helps in the illustration of the process by which the humans participate in the behaviour motivation. In the model, Maslow has used various terms like physiological, safety, social needs, self-esteem which helps in the describing the motivation of the humans and its process (Fallatah and Syed 2018). Hence it is understood that in order to achieve the satisfaction of the individual, one needs to meet the requirement of each level to move to the next level. The model helps in driving the motivation of the individual and also helps in the correlation with the motivation with human behaviour. The use and application of this model would highlight the significant needs that permits an individual to make a purchase of a product Rolls Royce Cullinan. Also, the use of this model would eventually lead to the detailed understanding of the choices of people regarding the inconspicuous consumption made by the people. 
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Figure 5: Maslow’s Hierarchy of Needs Model
Physiological Needs 
The physiological need of the consumers helps in explaining the foundation of the motivation. This level refers to the kind of resources that is being gained by the people. The physiological need of the consumer is governed by factors like homeostasis, food, water, sleep, shelter and sex. If the physiological needs are to be properly considered then, it is evident that luxury goods do not exactly form the prospect of the basic needs of the individual but more of an aspirational need (Bellotti et al., 2015). Transportation is being required by almost every individual but if a person is able to make purchases completely based on their ability of enduring the fact that they have enough financial capability to purchase a product as Cullinan. 
As the figure identifies, it is clear that self-actualization needs have a significant place in an individual’s life. It has been observed that with the absence of economic security the individual looks to satisfy the safety needs which includes savings accounts, insurance, job security (Lee and Hanna, 2015). Also, the absence of economic security eventually would lead to the use of inconspicuous consumption by the people. In case of both upper and middle class consumers there is a common notion that the utilisation of money would bring them everything and that the purchase of high end materials would increment their value in front of people. However, it is the ability of having economic security that permits them to ensure them of a significant social status. People have started worrying more about their social status rather than their consumption ability. This need sometimes overpowers their thoughts and the population ends up purchasing a luxurious product that is not even required. 
Love and Belonging 
The third level of the Hierarchy model is the social belonging of the individual which can affect the decision making (Lee and Hanna 2015). The interpersonal relationships and feelings related to the belongingness are important for any human being. This need has a minor contribution towards the purchase decisions that is being undertaken by an individual regarding the purchase of a product. There is a significant amount of possibility that it might be their love for the brand that starts reinstating its place to make the individual a conspicuous consumption of such kind eventually realizing that it might make them closer to their affectionate people (Rasskazova et al., 2016). 
Esteem 
Self –esteem is the next important level of this model which the individual needs in order to boost one’s ego and status. Self-actualisation is referred to as the ability of the individual to realize one's full potential and ability to accomplish one's desire (Wei et al., 2016). The ability to own something so privileged would eventually boost the confidence of the middle class population or even the rich and ultra-affluent people, otherwise they would have been intended towards the purchase of Bentley, which is a much classier version of the product, integrating the importance of power among them. Luxury brands also play an important role in reflecting the status symbol of the purchaser (Yang and Mattila 2017). For the luxury brands of cars like Rolls-Royce target group of customers that prefer cars having a higher cost.  This eventually leads to the prospect that showing off wealth would eventually permit the person to feel powerful about their status symbol in the society. 
[bookmark: _Toc8586426]Strength of Maslow’s Hierarchy of Needs
Maslow’s theory helps the business organisations to identify the survival and physiological needs of every employees and customers. As said by Rasskazova et al. (2016), from the survival and physiological needs of the customers the business organization can able to create the right product for the consumers to increase their overall customer base. Self-Transcendence and self-actualization helps to drive bonding among the society and brand. The brand identification of the organization increases by following Maslow’s hierarchy law.

Weakness of Maslow’s Hierarchy of Needs
Sometimes the theory provided in the Maslow’s hierarchy law does not work properly according to the given a suggestion in real life. As said by Bouzenita and Boulanouar (2016), the theory claims that the people will get motivated through higher order goals like self-actualization until their survival needs are being achieved which is not at all valid.


Critique: 
The use of this model eventually leads to the idea, if the purchase of a luxurious product as Rolls Royce Cullinan ensures the satisfaction of their basic needs. Eventually from a detailed analyse, it is evident that purchasing a luxurious brand is not the basic need of an individual. One of the biggest strength of using this model is that it takes into account the virtues of the human being and it has been considered as relevant in every field, the reason why it was possible to use this model for the better understanding of the people’s preferences towards the purchases of Rolls Royce Cullinan (Haider et al., 2018). Some of the biggest disadvantages comprise that not all individuals have the similar needs based on the ones specified by Maslow. It can be proved by saying that all of the needs mentioned in the above prospects does not qualify for the ultra-affluent people. However, the middle class population has to endure the fact they have involved the idea of purchasing luxury products as a part of their basic necessity. Another disadvantage that is being incurred is the fact an individual cannot avail all of the needs altogether and that some of the needs eventually goes unfulfilled (Amani and Shabahang, 2017). This highlights the fact that the applicability range of this model is not useful at all times. 
[bookmark: _Toc8586427]2.8 Understanding the Behavioural Influence Aspect with the Help of ABC Model
According to ChihLiou and Hsu (2015), this model for understanding the factors which govern the decision making of the consumer has three main components. The cognitive component deals with the individual’s cognition which includes the knowledge and perception of the person. This knowledge is shaped by the beliefs and images related to the long term memories of the individual. These conditions can govern the choices the individual make. In the affective component of the model, the importance of the emotion of the consumers is explained. According to Sondhi and Basu (2016), these emotions are the primary evaluating factor of the individual. If the product can generate a positive feeling or pleasure in the individual, an effective response will be generated by the consumer. This affective response will help in the attributing the interaction in between the product and the consumer. The conative component of the model helps in understanding the attitude of the consumers related to the product. 
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Figure 6: The ABC Model of Attitudes 
(Source: Priyankaraet al., 2017)
As identified in the figure, there are three essential components that play an integral role in determining the kind of incremental effect the reputation of a brand has into acquiring the interests of the people and applying relevant techniques to make them purchase their product. Further, an appropriate and detailed understanding of the model would allow in deriving a proper consistency of the study. The three components are as follows:
Affective Component 
This component highlights the kind of emotion or feeling an individual has about the brand or the product. Here, it is evident that almost every individual has the desired feeling on the products of Rolls Royce especially their SUV Cullinan. There are various factors about the products that attract the attention of the consumers about their availability (van Harreveldet al., 2015). However, the brand image and the product designing feature eventually acquires the sublime attention of the people. The process of product design involves the analysis and observation of the behaviour of the consumers. This is followed by the creation of a concept and ideas which helps in designing the product. A proper range of product designing provides the companies with a competitive advantage that is sustainable allowing differentiation and creation of value for the consumers as wells as the organisation. This eventually highlights the idea that the people feel more connected towards the brand, once they identify the fact that its physical presence is also admirable. 
Behavioural (Conative) Component 
According to Mintonet al., (2017), even though the behavioral aspect of the people is mostly predictable with the help of the attitudes, there is a moderate impact of ambivalence in the relationship between attitude and behavior that tends to influence the purchasing decision of the people. For instance, the ability to afford a luxury brand is always a question on the minds of the middle-class population. However, this case is not similar in the situation of the affluent people. Eventually, this leads to the idea that the people without any aspirational ideology would react differently to the product and would rather prefer an inconspicuous consumption over a conspicuous one. 
Cognitive Component 
According to Hoet al., (2017), it can be stated that the cognitive component highlights the person’s beliefs and the latitudinal approach they use towards gaining a proper perception of the product. The personal relevance that an individual has about the product is one of the importantfactors that needs to be highlighted regarding the purchase of a product as such as Rolls Royce Cullinan. The cognitive component eventually has the most significant impact on the situation to ensure that the people have the supreme amount of knowledge about the historical relevance of the product. 
[bookmark: _Toc8586428]Strength of the ABC Model
The activity-based costing model helps to provide more accurate and is significant methods of the product or service costing that creates accurate pricing decisions of the particular product. As said by Almeida and Cunha (2017), the ABC cost model increases the understanding of total cost drivers and overheads to include all the activities that are suitable for business and allows manger to reduce any non-value activities.
Weakness of the ABC Model
The ABC model creates a problem when the overhead costs are volume related, or it is a small proportion of the total cost of the product or service. As said by Mahal and Hossain (2015), sometimes with the help of ABC model it is impossible to allocate the total overhead costs for specified activities. The choice of both the cost drivers’ and activities could be inappropriate.

Critique:
From the discussion conducted, it can be considerably stated that the application of this model highlights the kind of impact the attitude of an individual might have on understanding the value of Rolls Royce Cullinan. The effect is such that the individual is convinced to purchase the product and he/she start aligning personal emotions with that of the attributes of the product (Xuet al., 2017). Even though the product did not have any congruent features, they would still have a desire to make a purchase. It eventually identifies the fact that the more capability an organisation ha in influencing the behaviour of an individual and their perspective about the captivating measures of the product, the more they would be inclined towards purchasing their interest. However, not all individuals might have a similar rate of interest for any purchases of the product, thus, initiating the fact that the ideology lacks persistence. However, too much of positivity and blind faith attitude towards the product would eventually permit the companies to conduct unethical business activities (Priyankaraet al., 2017). Even though Rolls Royce has the reputation of not doing that, but the company would not be questioned if the people have blind faith on each of the product that is being introduced by the company. 
[bookmark: _Toc8586429]2.9 Literature Gap
It is important to understand the various factors which will increase in the consumer recognition of the product to the different class of the people. It is important for the organisation to evaluate all the phases which involve in enhancing the perception of the brand by the consumers. The review opens the scope of evaluating the incorporation of the utilisation of social media in the marketing of the luxury brand, accessibility of the customer service and involvement of the employees of the organisation in discussing the brand with the consumers. Also, there have been instances when it was garner information that was not properly accessible, eventually leading to the idea that a substantial amount of improvement is required in understanding the valid requirements of the subject matter. 
[bookmark: _Toc8586430]2.10  Summary
The creation of a brand image helps in enhancing the scope of the organisation to reach the customers allowing in the purchase of the product. It is observed that the product designing plays an important role in attracting the customers and also allow the brand to distinguish the product from the competitive product available in the market. The Maslow Hierarchy model and the Tri-component attitude model helps in understanding the various factors which govern the attitude of the consumer in purchasing a product. Eventually, the use of Aaker’s Model also led to the understanding of the value that the company and its products have on the minds of the people. The review analyses the various steps that the consumers adapt to evaluate the product and invest in the product. 



[bookmark: _Toc8586431]Chapter 3: Methodology
[bookmark: _Toc8586432]3.1 Introduction
The methodology is always being considered as an integral part of the study as it is used to highlight some of the essential processes that would be used for determining the answers for the research questions that had been formulated earlier. The subsections provided below would exhibit the different kinds of philosophies and approaches that would be used for ensuring that appropriate methods have been utilized to understand the amount of convenience that would be instigated for the entire project. The use of research onion has been considered relevant for the entire subject to ensure that the subsequent amount of attention has been paid towards including every essential subject for this study. 
[bookmark: _Toc8586433]3.2 Research Outline
According to Eriksson and Kovalainen (2015), a research outline helps in establishing an appropriate framework to align each of the tasks that must be conducted in order and a profound manner. It provides a clear indication of the aspects that need to be considered in the task and used appropriately. The use of research onion eventually helps in defining elements that can be used for the research and would be beneficial from the context of the researcher to understand appropriately. According to Saunders et al., (2015), the research onion provides a substantial amount of knowledge on an effective progression with the help of which a research methodology can be appropriately designed. When the research onion is being viewed, each of the layers describes a proper and detailed stage of the entire research process. 
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Figure 7: Research Onion
(Source: Saunders et al., 2015)
The key advantages of using research onion indicate that it can create a series of stages, under which it is extremely viable and possible to examine all of the essential processes that go along together and eventually leads to the proper illustration of the entire methodology as well (Saunders et al., 2015). The key disadvantages that are being witnessed mainly relate to the amount of biasness existing in each of the methods as it creates a substantial amount of complications for the other parameters that are being considered appropriate by the researcher. However, it mainly depends on the nature of the study (Saunders et al., 2015). 
	Methods 
	Choices 

	Research Philosophy
	Positivism 

	Research Design 
	Exploratory

	Research Approach 
	Deductive 

	Research Strategies 
	Survey and Interview 

	Data Collection Method 
	Primary 

	Sampling Techniques 
	Purposive sampling technique 

	Data Analysis Methods 
	Mixed Method (quantitative and qualitative)



 Research Outline 
[bookmark: _Toc8586434]3.3 Research Philosophy
The decision associated with the idea of forming an ideal methodology has a substantial amount of impact on the entire study. The use of research philosophy is extremely essential for a study as it makes it viable for the researcher to follow the designated outcomes that would be paved initially by the research philosophy. According to Hughes and Sharrock (2016), a research philosophy can mainly be highlighted as a belief that cites the mannerisms to be used for collecting a certain range of data for the study. Research philosophy can be categorized into various divisions, with some of them being positivism, realism, Interpretivism, and pragmatism. I have used positivism philosophy for the study. As identified by Antwi and Hamza (2015), in positivism philosophy the researcher can frame the essential research questions and can even test them based on the hypothesis formed. The use of positivism research would permit the researcher to use evidence and data appropriately. 
The key advantage of using positivism research philosophy is that it heavily relies on the quantitative approach and has a far more advanced structure, which indicates that there will be less room for error. This structure eventually makes substantial room for variance and other variable changes. At the same time, some of the disadvantages comprise of the range of inflexibility as it is mostly ignited towards the use of a quantitative approach instead of qualitative (Antwi and Hamza, 2015). Also, it does not encourage the involvement of congruent human behaviour while conducting research. 
[bookmark: _Toc8586435]3.4 Research Design
According to Hughes and Sharrock (2016), a research design can be considered as a set of methods that prescribes in which structure the data would be collected and analyzed to derive the possible outcomes of the entire project. There are mainly three kinds of research designs that are being essentially followed, and they are explanatory, exploratory and descriptive. For this study, I have used exploratory research design to ensure that the essential terminologies of brand image and has been studied in a detailed manner and to understand the kind of behaviour that prompts people to make luxurious purchase decisions. As identified by Rahi (2017), the use of exploratory research design is being conducted to ensure that a problem that has not been studied properly is being identified and paid attention from the side of every researcher. 
Some of the advantages of using exploratory research design include the ability to provide an advanced level of understanding, sufficient amount of time to ensure that each of the concepts has been properly tested and the flexibility to use a varied range of data sources. Alongside that, some of the disadvantages comprise of the ability to provide only qualitative information and most of the time it is being noticed that the interpretation of the findings is extremely judgemental. 
[bookmark: _Toc8586436]3.5 Research Approach
According to Rahi (2017), the concept of research approach consists of an accurate plan or procedure that have the detailed elaboration of the steps or the plans that are being considered appropriate for the study to ensure that the steps of data collection and analysis can be conducted appropriately. Research approach can be divided into two types, and they are inductive and deductive. For this research, I have used deductive research approach. The deductive research approach is being utilized to conduct proper reasoning that permits the researcher to reach a logical conclusion of the study (Sekaran and Bougie, 2016). 
One of the biggest advantages of using a deductive approach is that it allows in the understanding of logical reasoning and focuses on facts and figures that could be used in a verifiable manner. On the other hand, the key disadvantages of using deductive reasoning are that it does not encourage an adequate amount of divergent thinking (Rahi, 2017). It also can limit the scope of possible creativity that might be considered for the study. 
[bookmark: _Toc8586437]3.6 Research Strategies
According to Sekaran and Bougie (2016), a research strategy can be considered as an integral component of the study as it constitutes of the overall plan that would be considered appropriate for deriving a substantial amount of results for the related subject matter. There is a varied range of research strategies that can be used for the research and would be considered extremely effective depending on the nature of the study. I have constituted the idea that the use of a survey and an interview would be considered as the most appropriate one. The use of survey would comprise of a questionnaire that would be mainly intended towards deriving viable details from the salesman, who is the integral service provider at the luxury cars dealing showroom. These salesmen communicate with the people who show interest in purchasing luxury cars and proceed with providing details to potential consumers. A total of 7 salespeople would be surveyed to ensure that proper results have been accumulated. 
Meanwhile, conducting an appropriate interview would present with a detailed analysis of the subject matter and would ensure that substantial amount of knowledge has been gained on the kind of perception each class of people have when they invoke the spirit of purchasing a luxurious product. I have interviewed three managers working in the AAperformance Showroom, Bolton city and deals in some of the prominent luxury cars, including Rolls Royce. These managers work in different positions, and their roles include relationship manager, automotive sales manager, and general manager. However, there is a varied range of pros and cons that are associated with conducting a survey and an interview. 
	Research Strategies 
	Advantages 
	Disadvantages 

	Survey 
	· Easy administration
· The entire duration is mostly minimum 
· Can be conducted through online mediums 
· Has the ability to reduce geographical dependence 
	· The respondents might be less participative 
· The surveys with close-ended questions have lesser validity 
· The survey question options might not be suitable for the people 

	Interview 
	· Results in the development of an in-depth relationship
· The interviewer has the option to select a suitable candidate for the research
· The data collected is mostly raw and first hand 
	· It is heavily time-consuming due to the process of transcription and analytical aspects being carried out 
· The interviewee might not be approval of the questions that would be asked 



Table 5: Advantages and Disadvantages of the chosen research strategies 
(Source: Bell et al., 2018) 
[bookmark: _Toc8586438]3.7 Data Collection Methods
According to Palinkas et al., (2015), data collection can be considered as the appropriate method of gathering and measuring data or any kind of information that would provide an appropriate range to an entire study. This information collected permits an individual to ensure that they are able to identify the answers to their questions and make sure that they can test the hypotheses appropriately. Data collection method can be distinguished into two types, and they are primary and secondary data collection methods. I have used the primary data collection method to ensure that whatever information has been generated is in its purest form and is first hand in nature. A data collection method is being called primary when the researcher collects the information for the first time and presents them using viable methods. 

Some of the key advantages of the primary data collection method comprise of the following:
· It is considered to be original and extremely relevant to the subject matter 
· There are a varied range of processes involved that can be used to collect the data 
· The reliability of the primary data is extremely high due to its raw nature 
Some of the disadvantages are as follows:
· Any of its methods require wider coverage, implying that numerous amount of people have to be involved in the research 
· It is considered to be extremely time-consuming 
· Some designing issues is attached to it 
· At times, even the respondents cannot be considered reliable due to their politically correct replies or the socially sanctioned ones 
[bookmark: _Toc8586439]3.8 Sampling Techniques
As identified by Palinkas et al., (2015), sampling techniques refer to the specific processes by which a population would be identified and categorized into choosing a sample size that is being considered appropriate for the research. The selection of a sample is necessary as it increments the perspective of the researcher onto making the right selections. Sampling techniques are being disintegrated into two types, and they are probability sampling technique and non-probability sampling techniques. These techniques are being further categorized to suit the best interests of the researcher, because it is the utmost priority of the researcher to be assuring the completion of the research. 
Type: 
For this research, I have used purposive sampling that falls under the category of non-probability sampling. Purposive sampling refers to the kind of sampling method, which is being used by relying on the judgment of the researcher to choose the kind of participants who would be considered appropriate for the study (Etikan et al., 2016). This is the reason why I chose this method while selecting the participants. 
Some of the key advantages that are being witnessed with the application of purposive sampling techniques include being cost-effective and their ability to provide a substantial amount of access to the population that is difficult to connect with (Etikan et al., 2016). At the same time, some of the key disadvantages comprise of the kind of biases that are being presented from the side of the researcher, the fate of the study depends entirely on the bare minimum of sample size collected and at the same time, there is a very limited range of representativeness among them. 
[bookmark: _Toc8586440]3.9 Data Analysis Methods
As considered by Sekaran and Bougie (2016), the process of data analysis is mainly derived from the idea of using analytical and logical capabilities that would present, interpret and examine each of the probable components of the data that has been provided. It is an essential component because this results in the derivation of a substantial amount of results that would be considered appropriate for the entire study. Data analysis methods can be categorized into three types, and they are quantitative, qualitative and mixed (both qualitative and quantitative is being used). For this research, I have considered the use of a mixed method as the most appropriate one because this study has conceptualized the use of both a survey and an interview. Mixed method research is the kind of methodology that is being considered relevant when an appropriate integration occurs for using quantitative and qualitative methods for the research (Ramlo, 2016). 
This type of method has a substantial amount of advantages and disadvantages. Some of the advantages comprise of the following:
· Has the ability to provide a more comprehensive and detailed understanding of the research problem 
· Ensures that development is abundant and there are even more instruments that are extremely context specific 
· Has the ability to prescribe findings or how the exact processes work for the benefit of the study 
The disadvantages that have been witnessed are as follows:
· There is a possibility that the research design may turn out to be complex 
· It eventually takes more time and planning of resources to assure the successful completion of the task
· The ability to solve discrepancies is almost vague and poses difficulty for the researcher 
[bookmark: _Toc8586441]3.10 Ethical Consideration
Ethical consideration is one of the key aspects of research. A researcher has to take into account every little information that would be provided to the participants to ensure that everyone has a substantial amount of information on all of the components that have been viably mentioned. I have completed an ethics form to ensure that all of the information that forms an integral part of my research have been informed to the authorities and would be found noticeable from the side of the participants as well. Even, in that case, I would make sure that certain ground rules have been cited and are being strictly followed throughout the entire duration of the project. I would be humble and generous to each of the participant and account them with all of the legitimate details such as the aim, objectives and overview of the study. All range of offensive and discriminating questions would be avoided and it would be made sure that the people have been able to acquaint with the idea that they would be able to leave the research in case of any discomfort. 

[bookmark: _Toc8586442]3.11 Summary
This chapter provided a substantial amount of knowledge on the varied layers of processes that would be used to ensure that appropriate methods have been used to collect the varied range of data. These data have been used to justify certain points, test the hypotheses presented at the initial stage of the project and analyze the possible amount of impact that could be viable on the choices made by people during a luxurious purchase. 


[bookmark: _Toc8586443]Chapter 4: Findings and Analysis
[bookmark: _Toc8586444]4.1 Introduction
This chapter intends to present the analysis that has been identified using two kinds of research strategies, and they are a survey and interview. The survey has been conducted among seven salespeople who have the primary range of attachment with the potential clients who make luxurious purchases. These people communicate and work in the luxurious car dealing showrooms regularly, making it evident that they would have enough knowledge of the reasons behind the kind of choices that are being made by the customers. Meanwhile, the interview would mainly address the subsequent amount of concepts that are associated with the kind of purchase decisions they make and the kind of impression that brand value makes. Both of the aspects have been categorized into the quantitative and qualitative analysis. 
[bookmark: _Toc8586445]4.2 Quantitative Analysis
1. Specify your age group
	Options 
	Number of participants 
	Total Number of participants 
	Percentage 

	18-25
	2
	7
	28.6%

	25-45
	4
	7
	57.2%

	45-65
	1
	7
	14.2%



 Age group of the Respondents 
Analysis 
The chart and the table provided above is the response of the respondents specifying their age groups. Considering the demographical aspect is an essential aspect given the idea that it defines the possible imprint they might have about the situation. As it can be witnessed from the table above that, there was no availability of individuals who were of the more than 45 years of age. One of the key advantages these showrooms have in particular from working of these age groups is that people would always be acquainted with new faces. On the other hand, one of the key disadvantage they might run out of experienced people who would have profound knowledge on how to deal with situations of utmost creativity and persona in terms of communication with the customers. The customers are always willing to speak to people who are more experienced and have a substantial amount of knowledge on the products available. 
2. What is your gender?
	Options 
	Number of participants 
	Total Number of participants 
	Percentage 

	Female 
	3
	7
	42.8%

	Male 
	4
	7
	57.2%




Gender of the Respondents 


Analysis 
The tabular and graphical representation provided above indicates the gender representation of the workforce residing in the showroom. Even though there is no subsequent amount of equality among the working class but it is quite rational and that every individual has a sufficient amount of knowledge to deal with the situations presented by the consumers. At the same time, it is noticeable that the notion of discrimination is heavily avoided. 
3. How long have you been working in the care dealing showroom?
	Options 
	Number of participants 
	Total Number of participants 
	Percentage 

	Less than 5 years 
	2
	7
	29%

	More than 5 years 
	5
	7
	71%




Working Duration of the Participants 
Analysis 
The data presented above clearly showcases the kind of experience the individuals have in this line of work. The experience of the salespeople has an essential role to play in ensuring that the people purchase once they visit showrooms dealing with luxurious cars. There is a possibility that the people who are working for more than five years have been able to gain an adequate amount of perspective on how this stratum can be achieved. Meanwhile, the way these salespeople communicate and depict their knowledge about the product eventually gains the attention of the people into purchasing the product. On the other hand, the people working for less than five years might have a better perspective on how to handle communication with the customers and present the key attributes of the product. If the salespeople know every valuable detail about the product but cannot communicate effectively, then it would act as an obstacle for the showroom. 
4. What is the key difference that you notice between middle-class people and ultra-affluent people while purchasing a car? 
	Options 
	Number of participants 
	Total Number of participants 
	Percentage 

	The rich ones always head for the most expensive cars without proper consideration towards any features or comfort 
	3
	7
	43%

	The middle-class people always query the features and potential warranty that the product might provide 
	3
	7
	43%

	Others, please mention 
	1
	7
	14%




Differences between people on purchasing preferences of a car
Analysis 
From the tabular presentation and the graph, it can be clearly presented that from the amount of communication that is being conducted from the side of the salespeople to the consumers, it has led them to believe the idea that they have adequate amount of efficiency. Also, that can be effectively dealt and that the preferences among the rich and the middle-class population. About 86% of the respondents have claimed that the ultra-affluent population is mainly focused towards purchasing the most expensive item in the showroom and on the other hand, it is mainly the design and the key features of the product that grabs the attention of the middle-class population. This poses as an advantage in the case of the middle-class population as they would be aware of the kind of obstacles they might incur and the kind action that needs to be taken when a defect is identified. However, this acts as a minimal disadvantage in the case of the rich people as they would have limited knowledge on how to deal with difficult situations and would eventually blame the dealers for the situation. 
One individual stood out and mentioned that the middle-class population always queries in a manner that the purchase eventually is worth all of the money that they are investing in. They always ask hundreds of question on the reliability and maintenance of the car, and at times, it gets incredibly difficult to provide them with the assurance they need. This eventually leads to proving another hypothesis that has been mentioned at the initial stage of the study. 
H1: Rich individuals purchase Rolls Royce Cullinan to highlight the ultra-affluent lifestyle they have
Thus, their lack of consideration towards the features and the probable warranty of the product further clarifies that they are more interested in how the product would boost their social status. 
5. Which of the other car brands do you think are being preferred by people? 
	Options 
	Number of participants 
	Total Number of participants 
	Percentage 

	Porsche Macan 
	1
	7
	14%

	BMW X3
	2
	7
	29%

	Rolls Royce Cullinan
	3
	7
	43%

	Others, please mention 
	1
	7
	14%




Possible luxurious car brand preferences of the people 
Analysis 
From the tabular and graphical representation provided above, it is clear that Rolls Royce Cullinan is not the only preference that is being considered by the people. There are many more products that grab the attention of the people in a far more significant order. The ultra-affluent people eventually go for the kind of car that is the most expensive of all. Thus, it is evident that people would eventually purchase Rolls Royce Cullinan, since, it is the most expensive of all. The current price of the car stands at $345,000, whereas the prices of Porsche Macan and BMW X3 is $49,900 and $41,000 respectively (Gorzenlany, 2018). Purchasing a Porsche or a BMW would be extremely beneficial for their status quo but not as much as Rolls Royce would add. Similarly, as the last 14% of the population mentioned Audi Q7, the same situation would occur. 
6. What kind of features of the luxurious car models do you think attracts the people most? 
	Options 
	Number of participants 
	Total Number of participants 
	Percentage 

	The Price and design 
	3
	7
	43%

	Turbocharged Engine 
	2
	7
	29%

	Standard Safety Systems 
	1
	7
	14%

	Others 
	1
	7
	14%




Expectations of people from luxurious cars 
Analysis 
From the tabular and graphical representation presented, it is evident that a product appeals in a different way to a majority of the people. Every individual has a different kind of connotation towards the product that is being presented to them. The table perfectly executes the kind of expectations people have from the product and have made it evident that the majority of them garner an interest depending on their expectations. About 43% of the sample believes that the prices and the design is the main interest of the people and that is mainly relevant among the ultra-affluent population due to their primary concern towards building their social status. Meanwhile, about 57% of the population agree that apart from product design and brand value, the kind of technological advancement that is being forwarded by the companies’ remains the primary concern of the middle-class population. The middle class is mostly concern about the value that the product would add to their daily lives. 
7. When you communicate with the potential customers, how do you understand the kind of preferences they have while making a luxurious purchase?
	Options 
	Number of participants 
	Total Number of participants 
	Percentage 

	The preferential attitude of the people 
	2
	7
	29%

	The kind of queries they have about cars 
	2
	7
	29%

	Their knowledge of the inventory aspects of the brand 
	1
	7
	14%

	Others, mention 
	2
	7
	29%




Understanding the preferences of different classes of people based on communication
Analysis 
As mentioned by the salespeople, with the kind of experiences they have accounted, it has been mentioned that the kind of attention the potential customers pay onto their communications is one of the key aspects that permits them to understand their choices and attributes in a far more personified manner. About 58% of the population thinks that when an individual walk into their showroom and mostly questions about the brand value, the reputation that the car company has or to show them the most expensive item in the showroom. However, on the hindsight, the middle-class population are mainly concerned towards the inventory aspects of the product to assure of the viability. At the same time, there is also a subsequent amount of consideration towards the previous availability of knowledge that exists among the people. When the salespeople communicate with the different range of people, they eventually discover that some of them have conducted thorough research on the product. Also, they mostly avail from the middle-class background with adequate amount of knowledge on the product and often end up conveying that how it was their dream to purchase the product and have been saving up for a long time. 


8. Do you think the branding preferences of the company only applies to the rich population, which one is your opinion of the following? 
	Options 
	Number of participants 
	Total Number of participants 
	Percentage 

	The advertisements and the marketing strategies eventually make everything dreamy for people belonging to every class 
	4
	7
	57%

	The historical reputation acts as the biggest brand value of the company
	2
	7
	29%

	Others, mention 
	1
	7
	14%




Branding Preferences of the Organisations 

Analysis 
The figure and tabular representation provided above depicts the idea that the branding preferences varied range and appeals to different kinds of people. However, the advertisements and the historical evidence of the company adds an extreme amount of value to their product. In the case of Rolls Royce Cullinan, the company has been operating for more than 100 years, so the company has an extreme reputation of being of classy nature. Thus, it is a clear indication that even if the company does not conduct any specific type of operations of marketing activities to attract the people, majority of the population would still be attracted to the product and would dream of making a purchase. The company still tries to make advanced branding strategies, such as by making comparisons with one of their popular products Phantom. The company initiated the idea that the resemblance between these two products is uncanny which would be both advantageous and disadvantageous to the company. The key advantage would be that people would be attracted immediately since Phantom has been one of the popular products and disadvantage in a case that people would assume that the product does not have any inventory aspect. 


[bookmark: _Toc8586446]4.3 Qualitative Analysis
Given below are the questions that were being asked to three managers of the Showroom named AAperformance at Bolton City, to gain more primitive knowledge on the subject matter. The three managers belonged to three different departments. They are relationship manager (RM), automotive sales manager (ASM) and general manager (GM). 
Question 1: What is the most common aspect that you witness among all of your potential customers? 
Responses and Analysis 
RM:
As per the response of the relationship manager, it is clear that the showroom has been acquainted with a wide range of people purchasing luxurious car models to gain a perception of the fact that they can understand the kind of agenda people have behind making that purchase. As per RM, one of the common notion that he has witnessed among people is the desire to purchase the best product available. At the same time, all classes of people appeal understanding the product designing and the automated functions of their car as well. Also, the adequate amount of knowledge on the product allowed them to maintain an appropriate relationship with the consumers. 
ASM: 
As the automotive sales manager conveyed, there were able to gain elaborated knowledge on the product’s engineering and the kind of capability it had to clarify that it matches the kind of existing knowledge the salespeople had about the product. Meanwhile, there wasa various range of instances that depicted the idea that the people had conducted thorough research and were aspiring to make a purchase as soon as the product hit the market. However, this situation was always found among the middle-class people, and this factor was noticeable every time any of the salespeople struck a conversation with them. 
GM: 
As per the opinion of the general manager, the common aspects that he has witnessed comprises of the consideration of brand value, product designing and historical prevalence of the organization. There were often instances, where it was clearly stated that the people would have to work in an appropriate manner to create a proper demonstration of the product that would eventually advocate its sales. The GM also cited that eventually, every range of commonality was a win-win situation for the showroom. 
Question 2: How do you train your salespeople to understand the preferences of the different range of customers?
Responses and Analysis 
RM:
The relationship manager provided with the opinion that most of the time the consumers have far more profound knowledge on the subject matter than that of the salespeople so they have to be authenticated with every possible detail of the product and have to ensure that they can woo the customers with their special knowledge as well. However, categorization is extremely essential; the salespeople have first to understand the nature of the potential customers and communicate accordingly for the better atonement of the product details. 

ASM:
The automotive sales manager conveyed the idea that here it is extremely essential that the salespeople are able to convey the advanced featurette of the product and communicate that to people in an appropriate manner. Here the details about the engine or the horse speed or the navigation system are essential to be communicated with the potential consumers. This constitutes the biggest advantage for the people and the consumers as well. Both of them get to be well informed about the product. Meanwhile, enough attention is required to be paid on the communication skills of the people as well. 
GM: 
As per the recommendation of the GM, the salespeople of the showroom need to show their best range of communication ability when interacting with the consumers. There are often instances when the queries of the potential customers convey the kind of interaction they want to have with the people working in the organization. At the same time, it is also being considered it is during their communication session with the potential consumers that allows them to understand the aspirational values of the people or the kind of monetary capability they have to make such a substantial purchase. Thus, it is being ensured that the salespeople have an adequate amount of generosity and knowledge on the products that are being introduced. 
Question 3: Which car model attracts the most number of customers towards your showroom? What do you think is the reason behind its popularity? 
Responses and Analysis 
RM:
This showroom has a varied range of luxurious car models that acquires the attention of people belonging to multiple backgrounds. However, the top sales of the store constitute of Rolls Royce and Porsche. Both of these brands are the most popular ones. There is a wide range of other models that attract all ranges of people, but it is eventually Rolls Royce that steals the show every time a new model is being launched in the market. With the popularity of this model, this showroom gains the benefit of being associated with some ultra-affluent people. However, it is very less likely and rare that a middle-class population would enter to purchase a rolls Royce often. 
ASM:
According to the ASM of the showroom, he conveyed that apart from the price factor and all of the generosity of the popularity range each of the car models has, the Rolls Royce always abundantly steals the show and it has been the centre of attraction among people for an adequate amount of time. It has been estimated that the eventual outcome is to make sure that all of the possible salespeople have a substantial amount of knowledge on the product to maintain the same range of satisfaction for the consumers. This model is popular among the middle-class population due to the extravagant features it has and its ability to ensure an assorted status symbol and the significance of class and order. On the other hand, it is also of aspirational value to some of the ultra-affluent people and at the same time to boost their status symbol as well due to the expensive range of the model. 
GM: 
The general manager was also of the same opinion as to the others of his various departmental counterparts that Rolls Royce continues to be the best and the most popular among all of their car models. The consideration of the idea that it is one of the most popular car brands and has been in the market for about a century now makes all of the difference among the choices of the people. At the same time, its vintage attributes and similarities with that of Phantom attract a similar range of attraction from the consumers as well. 
Question 4: Has any middle-class individual visited your showroom and showed interest in purchasing one of the luxurious car models?
Responses and Analysis 
RM:
As per the commentary of the RM, there have been various instances when a middle-class individual has shown interest in purchasing one of the luxurious car models. Even though it is one of the rarest situations but their aspirational values eventually take over the consideration that they are capable of purchasing an item of such worth. At the same time, there are also instances when the individuals eventually save up for a long time to ensure that they can purchase this item. In some of the cases, he has even heard people say that purchasing this car has been their dream. 
ASM:
The ASM of the organization eventually led to understanding one of the key factors that are an essential component is brand value. The more people know the brand value of the product and the kind of position it holds in the market; they are more attracted to. Also, there is a common notion that is prevalent among people, and it is mainly the idea that the more expensive an item, the superior quality it has and would last a substantial amount of time for the better warranty aspect of the people. This notion is mainly common among the middle class population, however, a relatively higher monetary value of individual always considers it to be a part of their showing off standards. 
GM: 
As per the opinion of the general manager, it has been considered that majority of the people have an adequate amount of learning to do for making sure that they have chosen the right product for their daily consideration. Since the people would be investing a huge chunk of money they must have enough knowledge of which product would be better. Also, it is essential to identify that there are more of such brands that would essentially have more prevalence and features than Rolls Royce, but people tend to run after the brand name and due to its reputation that it has managed to gain over the years. Meanwhile, the GM also stated that even though there are enough people who would still be inclined to purchase Porsche or an Audi, but they would still end up eyeing for Rolls Royce hoping that someday they would be able to purchase it, thus, making it evident that this product has a huge brand value. 
Question 5 : How important is the brand image and product design virtues of a model for a successful purchase? 
Responses and Analysis 
RM:
The relationship manager of the showroom conveyed the idea that the brand image and product design is one of the first preferences of the people while purchasing a luxurious product. The architectural and the looks aspect are the first thing that some individual knack an eye for. Even though, there are instances when people are mainly consumed with the factor features or technological advancements it has. There is a reason why Rolls Royce is one of the most popular car models around. It has been mentioned multiple times that their historical relevance has always been the point of attraction for people and it is being ensured that the people with less knowledge of the products features mainly go for its designing features. 
ASM:
The ASM of the organization has a certain connotation that a certain fraction of people who visit the store are mainly automobile nerds. They know the kind of mileage it has or the kind of advanced technology that has been used for the entire model. They are so capable and equipped with knowledge on the product that they eventually turn out to be disappointed at the salespeople to ensure that they can appropriate inherent range of communication skills. On the other hand, they also have a subsequent amount of anticipation towards the kind of new design they would be launching. 
GM: 
The GM highlighted one of the essential factors here into consideration that due to brand image and significance companies build over decades is often a way for them to get away with some of the faults they have been making in their products from time to time. The GM highlighted an important example of iPhone and Samsung just to make a point that even though Samsung would have been providing better range of technological advancement in their devices at a much cheaper rate, people would still be convinced to purchase an Apple product due to the brand image it has managed to develop over the years. Same is the case with Rolls Royce Cullinan, even if a car model like Porsche Macan or BMW X3 has better features, people would still be ignited to purchase a Cullinan. That’s how the brand image works, and it acts as an assured success for most of the people. 
[bookmark: _Toc8586447]4.4 Summary
This chapter provided with a substantial amount of knowledge on the essential questions that were being asked at the initial stage of the project. The hypotheses were being tested, and varied range of results was being derived to ensure that relevant answers to the research questions that would be considered extremely beneficial for future studies and would lead to the identification of the substantial amount of information on the problems that require an immediate solution. The use of both quantitative and qualitative method led to the in-depth and detailed understanding of the issue and understood the varied range of perception of the people. 


[bookmark: _Toc8586448]Chapter 5: Conclusions and Recommendations
[bookmark: _Toc8586449]5.1 Conclusion
This study provided an adequate amount of knowledge on one of the essential subject matter that required immediate attention. This study intended to identify the kind of impact the brand image and product designing has on the mind-set of the people to discover what ideologies prompt them to purchase a luxurious item as Rolls Royce. Hypotheses were developed and tested throughout, and it was being identified that the rich people mainly purchase such product to show the kind of lifestyle they have and how they can make such humongous purchase anytime they want. At the same time, it was also being considered as one of the biggest consideration from the side of the middle-class population. They always purchased such luxurious items due to their aspirational dreams and values. It has been proven with the help of appropriate research strategies that the people are mainly considerate towards the idea of perpetuating the image of the organization.
The study highlighted the kind of significance of brand image and product designing in an utmost manner. A significant amount of population knows how to value this product and work accordingly, on the other hand, there is a possibility that the organizations would eventually take advantages of the people who blindly support the brand or its products. However, Rolls Royce does not have such kind of reputation to do so with its customers, but their marketing activities and accessibility range with their customers is very limited, which makes it evident that the people have to go through the virtues of the product properly and then make the decision of purchasing it. 
[bookmark: _Toc8586450]5.2 Linking with the Objectives
Linking with Objective 1:
From the research conducted, it was being identified that different people have a different range of perception on the product and the kind of strategies that are being utilized by an organization. Since, the study considered the validation of two different kinds of people, it was found that the middle-class population views this product as a part of their aspirational connotation, however, on the other hand, the rich and ultra-affluent people are mainly considerate how much the expensive nature of the product would add to their concurrent status symbol. 


Linking with Objective 2:
From the research, it was being identified that product designing and its initial architecture is one of the key aspects that always attracts the attention of the people for a long time. It is one of the integrated values that the company has developed over some time. Here, the product designing aspect maintains the level of attractiveness and given the reputation of the company Rolls Royce has maintained a certain range of sophistication to maintain the anticipation of the customers. Also, there is a certain amount of consistency that has been maintained regarding the specifications of the product and the brand image of the company. 
Linking with Objective 3:
From the findings and analysis, and the review it was evident that the middle-class people are extremely attached with a luxurious product. As demonstrated in the qualitative analysis section there are often instances when the middle class has gone on to describe the ownership of Rolls Royce or any other luxury car as their essential dream. 
Linking with Objective 4:
There is a huge amount of lifestyle differences between the people belonging to the middle class and the ultra-affluent population. Their perception and the amount of consideration they have towards a product somehow manages to highlight essential differences that exist between. It is the lifestyle differences between them that led to the development of two hypotheses, which has been proven with the help of thorough research and the data analysis conducted. It is the kind of lifestyle choices they have kind of makes the middle-class individual purchase a product of that value much later in life, as he/she incorporates all of their life savings into buying their dream car. 
Linking with Objective 5:
Here, the brand image that has been established by the organization plays an essential role as it can highlight its significance throughout the decades to the point where it is being considered almost unnecessary of conducting any marketing activities. The organization is extremely popular among all groups of youth, and it has been kept the same way for decades. It was being identified that the ultra-affluent people mainly perceive the designing features and the kind of persistence the organization has maintained throughout the decades. On the other hand, the middle-class population is mainly integrated towards the idea of gaining perseverance and the key advanced features that the organization would present them with throughout the years. 
[bookmark: _Toc8586451]5.3 Recommendations
There is always substantial room for improvement available while conducting research. It is mandatory to consider a substantial amount of changes that would be essential to gain the acknowledgment from people who would be able to prescribe an adequate range of suggestions for enhancing their reputation in the market. Some of the key recommendations for Rolls Royce are as follows:
Enhancing the level of digital marketing 
Rolls Royce is already an established company and is known for the kind of prominence they have in the market. At the same time, it is also mandatory to ensure that they can encourage a subsequent amount of improvement and advancement in their technology for the better atonement of their accessibility with their potential customers. Their notion of digital marketing would develop their interests among the millennials and centennials. Even though the product is vintage, its digital marketing would emphasize on the idea of how the company can tackle digital disruption.
Encouraging Sponsorships 
Sponsorships are a new trend for the majority of the cars these days, and it is mainly intended towards the idea that sponsorships would also encourage a various range of partnerships of the company with some of the prominent events around the world. Association with some of the major events around the world further enhances the reputation of an organization and it eventually assures of the idea that the organization is extremely capable of conducting and understanding the prominence of their multilateral union and their understanding of the events happening around the world. It would just enhance the interests of the people towards them. 
[bookmark: _Toc8586452]5.4 Limitations of the Research
Various limitations had been incurred while conducting the research, with one of the most obvious being surveying the Rolls Royce Owners. The initial preference of the researcher was to make sure that the Rolls Royce owners have been either surveyed or interviewed, but the accessibility range was very minimum. Thus, the researcher had to discard this thought and had to make sure that the people interviewed are the managers of a showroom, and the ones who have been surveyed are the designated salespeople who communicate with different range of people daily. There were other times when the various range of secondary literature was difficult to gain for the concepts and theories that had been primarily considered for the study. 
There were very limited resources that managed to convey how the company gained a subsequent amount of momentum in the automobile industry and how they managed to utilize each of the opportunity they had. Thus, the less availability of secondary materials made it difficult for the researcher to complete the task within the scheduled timeline. 
[bookmark: _Toc8586453]5.5 Future Scope of the Study
This study would be extremely beneficial for the multilateral purposes of an individual. It would be made sure that the future researchers have been acquainted with a substantial amount of knowledge to deal with this situation in the most effective way possible. At the same time, it is mandatory to note that people must be equipped enough to understand the significance of this study and how it would benefit them in the future. One of the common advantageous features of this study would be the factor that the people who are keen to understand the kind of brand image has on people and how the brands achieve the landmark of being a luxury product would be considered quintessential by many. Meanwhile, this study would also be beneficial for people who are inclined to focus on the aspirational aspect and the product designing idea of the product to make it visible that people are extremely considerate towards enhancing the level of attractiveness in their daily lives. 
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Questionnaire 
1. Specify your age group
· 18-21
· 22-32
· 34-44
2. What is your gender?
· Female
· Male
3. How long have you been working in the care dealing showroom?
· Less than 5 years
· More than 5 years
4. What is the key difference that you notice between middle-class people and ultra-affluent people while purchasing a car? 
· The rich ones always head for the most expensive cars without proper consideration towards any features or comfort
· The middle-class people always query the features and potential warranty that the product might provide
· Others, please mention _____________________
5. Which of the other car brands do you think are being preferred by people? 
· Porsche Macan
· BMW X3
· Rolls Royce Cullinan
· Others, please mention______________
6. What kind of features of the luxurious car models do you think attracts the people most? 
· The Price and design
· Turbocharged Engine
· Standard Safety Systems
· Others
7. When you communicate with the potential customers, how do you understand the kind of preferences they have while making a luxurious purchase?
· The preferential attitude of the people
· The kind of queries they have about cars
· Their knowledge of the inventory aspects of the brand
· Others, mention ____________
8. Do you think the branding preferences of the company only applies to the rich population, which one is your opinion of the following? 
· The advertisements and the marketing strategies eventually make everything dreamy for people belonging to every class
· The historical reputation acts as the biggest brand value of the company
· Others, mention_______________________
Interview Questions 
Question 1: What is the most common aspect that you witness among all of your potential customers? 
Question 2: How do you train your salespeople to understand the preferences of the different range of customers?
Question 3: Which car model attracts the most number of customers towards your showroom? What do you think is the reason behind its popularity? 
Question 4: Has any middle-class individual visited your showroom and showed interest in purchasing one of the luxurious car models?
Question 5: How important is the brand image and product design virtues of a model for a successful purchase? 
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Direct Quotes of the Managers during Interview 
	Questions Sl. No.
	Relationship Manager
	Automotive Sales Manager 
	General Manager 

	1.
	“The sense of superiority among the rich people is bothering”
	“These automobile nerds know more than the creator itself”
	“Brand Value, Product Design and Historic Reputation always wins over the consumers”

	2.
	“The salespeople often stay numb when the customers have more knowledge than them”
	“People always talk about the Engine and the automated system”
	“The communication from the side of the salespeople is extremely important”

	3.
	“Rolls Royce has this vintage persona that wins the attention of the people”
	“The extravagant range and vulnerability of the product is like an open invitation to the people”
	“Like I have said before, the brand reputation wins” 

	4. 
	“They can never stop talking about their knowledge on the product”
	“They keep on mentioning, how long they have saved up to buy the car”
	“It is amusing, how materialistic people can get”

	5.
	“What people don’t understand is that technological advancement is equally necessary”
	“The people feel disgusted when the ones working in the showroom do not have any knowledge of the car company’s brand image”
	“People will always choose Rolls Royce over any car model, if they can afford it”
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Age Group	18-25	25-45	45-65	2	4	1	



Gender of the Respondents 	


Female	Male	3	4	
Working Tenure of the Respondents
Sales	
Less than 5 years	More than 5 years	2	5	


Differences between middle class and ultra-affluent people 	
The rich ones always head for the most expensive cars without proper consideration towards any features or comfort	The middle class people always query about the features and potential warranty that the product might provide	Others, please mention	3	3	1	


Car Brand Preferences 	
Porsche Macan	BMW X3	Rolls Royce Cullinan	Others, please mention	1	2	3	1	

Anticipated Features in a Car Model 
Series 1	
The Price and design	Turbocharged Engine	Standard Safety Systems	Others, mention	3	2	1	1	


Understanding preferences based on Communication
Series 1	The preferential attitude of the people	The kind of queries they have about the cars	Their knowledge of the inventory aspects of the brand	Others, mention	2	2	1	2	



Impact of Branding Preferences of the Company
Sales	
The advertisements and the marketing strategies eventually makes everything dreamy for people belonging to every class	The historical reputation acts as the biggest brand value of the company	Others, mention	4	2	1	
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