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1. [bookmark: _Toc129460764][bookmark: _Toc132649741]Introduction

Marketing is a non-stop process that must communicate business with customers' needs and wants. All involve product/service development, pricing, packaging, distribution, advertising, promotion, sales, and after-sales services. The most recognised brand is the most valuable brand for customers, and brand awareness means that customers think about the product/service when they see the brand logo or tagline. 
The aims and objectives of this report are to analyse and explain the following critical:
1. How can Rolls- Royce Motor Car create innovative marketing strategies to raise brand awareness?
2. How can Rolls-Royce Motor Car manage and evaluate the customer journey and touchpoints, critically analysing the strength and weaknesses across various communication channels, and giving some recommendations to Rolls-Royce to fulfil current and future customer expectations, satisfaction and customer loyalty?
Without customers, a business cannot survive. Marketing is crucial to achieving customers' needs, satisfying customers' wants, earning customers' loyalty and keeping business in business. Jeff Bezos states, "Your brand is what other people say about you when you are not in the room".
1.1 [bookmark: _Toc129460765][bookmark: _Toc132649742]Background of Rolls-Royce Motor Car

In the 21ST century, where customers have uncountable choices and companies strive to take more market shares, there are one of the world's most recognised brands. This brand is emotionally connected with customers creating lifetime relationships and irreplaceable connections.
Everything started in 1904 when Charles Rolls met Henry Royce in Manchester. In 1906, they founded Rolls- Royce with the ambition and passion for creating "The Best Car in The World", and they did it successfully. Rolls-Royce is a British brand that, since 1994, has been owned by BMW, a German company.
The mission of Rolls-Royce is to create "Better Power for the changing world" (Rolls- Royce, 2021). 
The vision statement of Rolls-Royce is "to create the automotive equivalent of haute couture" (Rolls- Royce, 2021).
1.2 [bookmark: _Toc129460766][bookmark: _Toc132649743]Communication and communicational model

One of the essential aspects of marketing is communication. Cambridge Dictionary defines communication as "the process by which messages or information is sent from one place or person to another" (Cambridge Dictionary, 2023). 
Communication is exchanging and expressing thoughts or ideas and transmitting information using verbal, written or body language. In the communicational process, the sender and receiver of a message are very important elements. The mindful idea of any communication is to receive feedback as feedback is effectiveness and evaluation of the message sent. Communication can be personal and interpersonal, and the sender should consider the elements of the noise. Often noise distracts the communication process and becomes a serious barrier to communication. Figure 1 shows the communicational process where the sender sends a message near or far away using various communicational channels to receive feedback from the receiver.
For the effectiveness of the delivered message, marketing professionals use different communicational models. Understanding the concept of communicational models helps organisations better plan communication with customers. Each organisation imports its own communication system inspired by approved communicational models to motivate and inspire its customers. 
[bookmark: _Toc132649744]1.3. Shannon-Weaver Communication Model

A "Mathematical Theory of Communication" or "Shannon-Weaver model of communication" were created in 1948 and designed to deliver effective communication between the sender of the message and the receiver, including the factor- "noise". The first idea of developing the Shannon-Weaver model was to improve technical communication, which was later applied to communication and effectively explained whole processes from communicational sender to communicational receiver.
[bookmark: _Toc129460767][bookmark: _Toc132649745]Figure:1 Shannon's model of communication
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Source: https://communicationinpublichealthweb.wordpress.com/communication-theory/
[bookmark: _Toc132649746]1.4 Integrated Marketing Communication ensures the harmonisation of all tools to promote the product/service.

Integrated Marketing Communication (IMC) is a strategic marketing approach that unites all promotional communication tools and channels to create a clear and coordinated message to the target audience. There are various stages, including:
· Defining the target audience
· Establishing communicational goals
· Selecting suitable communicational channels
· Design the message and involved elements.
· Measurement and evaluation of the effectiveness of the campaign
Integrated Marketing Communication's primary goal is to ensure the harmonisation of all tools to promote the product/service.
[bookmark: _Toc132649747]Figure:2 Integrated Marketing Communication (IMC) 5 steps
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2. [bookmark: _Toc129460768][bookmark: _Toc132649748]New promotional strategies Rolls -Royce can use to raise awareness of the brand

To compete successfully in the 21st-century high technology world, company managers recognised the importance of innovation, involving new promotional marketing strategies to meet local demand and take world competitive advantages over their competitors.
During all these years, Rolls-Royce proved that relationship marketing is a strong bond based on lifetime customer value through marketing mix elements. 
When discussing the marketing mix and brand awareness, let us see how Keller's brand equity model can help Rolls-Royce to adopt new online and offline promotions. 
Here are some new promotional strategies and suggestions the company can adopt to stay ahead of the competitors and increase brand visibility.
2.1 [bookmark: _Toc132649749]Online new promotional strategies 

According to Yalcin, "Trade and marketing activities over the internet lead to so many economic opportunities such as new supply chain, product distribution service, decrease in product cost, direct sale and those opportunities emerge as a topic that companies should consider" (Durmaz, 2015).
1. One of the new online promotions that Rolls-Royce can use is to create a virtual showroom and virtual test drive using high technologies where customers can customise and view their dream car from the comfort of their homes.
2. Rolls-Royce can use online strategy promotions creating a virtual tour starting from the manufacturing process with behind-the-scenes footage to setting behind-the-wall pictures. Those short videos can engage more customers on YouTube or Instagram. 
3. Product placement: Rolls-Royce Phantom can be used in high-quality shows or high-profile movies where sophistication will be connected with the brand.
2.2 [bookmark: _Toc132649750]Offline new promotional strategies

Online marketing is viral because of its cost-effectiveness, and a significant percentage of customers use the internet to research products and services online, which they are willing to buy offline. The main reason is that customers are always looking to buy the best product/service at the best price, and for a successful business future, growing integration between online and offline promotion strategies is crucial. Offline promotion can benefit Rolls-Royce with solid customer relationships in ways digital promotions often cannot.
1. Feelings and judgements are two categories used by Keller to explain how customers respond to the brand. For over 100 years, there has been no more attractive and recognised brand than Rolls-Royce, the name connected with super-rich people. Rolls-Royce can adapt new offline promotions creating VIP luxury drive tests or curated driving tours, which will touch the deep emotional side of the customers and create a strong relationship.
2. Rolls-Royce can collaborate with other High –End brands in travel to elevate the brand image and reach a new audience and target ideal customers. For example, Rolls-Royce can collaborate with brands like Silversea, one of the world's luxury cruises. Both brands can work together to satisfy wealthy customers' wants and gain precedence over competitors.
3. Collaboration and close work with celebrities and influencers with luxury lifestyles will increase brand visibility and reach a wider audience is another offline promotional strategy.
4. Sending targeted direct mail or luxury brand magazine to Rolls-Royce's ideal customers who have expressed interest in luxury vehicles can generate interest and increase brand awareness.
3. [bookmark: _Toc132649751]Branding and Brand Equity

Our day's markets have become highly competitive, and challenges and companies understand that one critical success factor is their brand. According to Hanaysha & Hilman," Branding issues emerged as the most crucial controversy for many companies" (Minivaleeva, 2015). Marina Willer, a Rolls-Royce partner at Pentagram, commented, "What soon became apparent is that Rolls-Royce has evolved from being regarded as an automotive manufacturer into a leading light in the world of luxury. We needed to ensure that the brand's new identity reflected this shift, and we needed to present Rolls-Royce in a forward-facing, fresh and relevant way - speaking to new audiences while respecting the company's loyal clients." (Rickett, 2020).
3.1 [bookmark: _Toc132649752]Branding

Branding is a process of creating intangible or tangible unique symbols, names, images or designs that distinguish the company's product/service from its competitors. The main purpose of branding is to create a perception of quality and value in the target audience's minds by establishing a solid bond with a recognisable identity that customers can easily associate and remember with the product/service or company. Using market research, analysing customer data and observing customer behaviour is part of a successful branding strategy that clearly understands the target audience's preferences, needs and wants. 
"Take the best that exists and make it better" (Rolls- Royce, 2021). Torsten Müller-Ötvös, Chief Executive, Rolls-Royce, commented, "As the marque's digital presence increases, there has never been a more important time for the company's visual language to reflect our standing as the leading luxury brand in the world. We have embarked on a fascinating journey of modernising our brand identity to echo those changes seen in our portfolio, our client demographic, their lifestyle and the luxury world surrounding them" (Rickett, 2020).

All those years, Rolls-Royce actively invested in marketing and customer communication activities by delivering high-quality products that gained customer trust and value and met their expectations.
3.2 [bookmark: _Toc132649753]Brand Equity

 "High consumer preferences and purchase intentions are strongly connected with brand equity level", according to Gobb-Walgren(1995). 
Brand Equity describes the value of customers when they recognise the brand name and symbol, improving customer confidence when purchasing with quality of the user experience.
Substantial brand equity can provide several benefits to a company, including:
· Improved brand image and reputation.
· Increase market share and competitive advantages.
· Create brand awareness and recognition.
· Increase customer loyalty and repeat purchase.
[bookmark: _Toc132649754]Figure 3: Brand Equity Meaning.
[image: Graphical user interface, text, website

Description automatically generated]Source: Autor of the report
3.3 [bookmark: _Toc132649755]Keller's Brand Equity Model

Keller's Brand Equity Model, also known as the Customer-Based Brand Equity Model (CBBE), was developed by Kevin Keller in 1997. 
The purpose of Keller's pyramid is to create a solid brand Rolls-Royec must clearly understand customer feelings and thoughts about its product using the best experience around the brand. Strong and stable brand equity means Rolls-Royce customers will repay their purchase and recommend the brand and product because of their brand loyalty, making them less likely to switch to Rolls-Royce competitors.
[bookmark: _Toc132649756]Figure 4: Keller's Customer-Based Brand Equity Pyramid
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3.4 [bookmark: _Toc132649757]Keller's Brand Equity Model Related to Rolls-Royce

Understanding the value and perception of a brand, Keller's Brand Equity Model is a valuable framework. In the following can be seen how Keller's model relates to Rolls-Royce.
3.4.1 [bookmark: _Toc132649758]Brand Salience:

Due to its outstanding reputation for luxury cars, Rolls-Royce has a massive level of brand salience. The brand is instantly recognisable and associated with prestige, sophistication and high-end quality. 
3.4.2 [bookmark: _Toc132649759]Brand Performance:

Rolls-Royce's reputation is known for engineering excellence and superior performance, with a long history of producing high-quality vehicles with powerful engines and smooth rides.
3.4.3 [bookmark: _Toc132649760]Brand Judgment/Feeling:

Positive emotions such as exclusivity, prestige and quality are some of the feelings associated with the Rolls-Royce brand. State that consumers who buy a Rolls-Royce are wealthy, exceptional, first-class people and the brand image helps to reinforce these feelings (Kumar, 2002).
3.4.4 [bookmark: _Toc132649761]Resonance:
Brand resonance is at the top of the Kellers pyramid because of its difficulty to achieve, and it can be achieved when and only the customers are deeply psychologically connected with the brand and can be broken into four main processes:
· Attitudinal attachment occurs when the product is seen as a special purchase in the customer's eyes
· Behavioural loyalty is when customer regularly repeat their purchases
· Sense of community occurs when after purchase, the customer feels part of the community associated with the brand
· Moreover, the most strong example of customer loyalty is active engagement when even without purchasing the product, customers join the brand clubs, follow the brand on social media or brand events and participate in brand chat online.
3.4.5 [bookmark: _Toc132649762]Brand Imagery:

Rolls-Royce's distinct and extraordinary brand image is strongly connected with luxury, prestige and exclusivity. The brand's iconic Spirit of Ecstasy hood ornament and distinctive design elements are globally recognisable and help reinforce the brand image as a world luxury brand.
Keller's Brand Equity Model is essential for marketers and businesses who want to build a solid and valuable brand. It provides a structured approach to measuring and managing brand value, which can help increase customer loyalty and brand differentiation and gain competitive advantages.
3.5 [bookmark: _Toc132649763]Advantages of Keller's Brand Equity Model

Brand equity is a framework Rolls-Royce use to add value to the automobiles they offer to the target customers. Here are some advantages of the brand equity model:
· Brand loyalty and awareness help Rolls-Royce measure brand value (Frank Alpert, 2008).
· Rolls-Royce can measure areas needing improvement using the brand equity model (Aaker, 1996).
· Rolls-Royce marketers can use the brand equity model to identify the unique selling propositions and main strengths to better position the brand from their competitors and attract new customers.
3.6 [bookmark: _Toc132649764]Disadvantages of Keller's Brand Equity Model

· The lack of resources or expertise can make marketers find difficulties in applying the model. A highly talented team is essential for maintaining brand equity.
· Keller's brand equity model is time and money-consuming when Rolls-Royce marketers choose to gather and analyse data in all model components.
· Keller's brand equity model cannot fix all industries and brands strongly depending on organisational strategy.
· Keller's brand equity model does not consider employees' and shareholders' perspectives, which can play a negative role when considering a range of stakeholders' applicability.
Every week, Rolls -Royce needs to audit the brand value for better direction, control and power the value adds to its products. Rolls-Royce must understand and consider organisational assets, liabilities, financial situation and investing power to successfully use the advantages and disadvantages of Keller's brand equity model.
3.7 [bookmark: _Toc132649765]Brand equity measurement

According to Neal and Strauss (2008), "The brand is often considered in the aspect of assets of liability which contains value and meaning". To have the correct and up-to-date data about customer satisfaction, loyalty and brand performance, Rolls-Royce needs to observe and measure indicators that can help understand where the brand stays compared with competitors and company value to external and internal stakeholders. The marketing guru Peter Drucker said, "If you cannot measure it, you cannot manage it." Measuring brand equity means understanding the effectiveness of company marketing activities.
Here are a few approaches that can be used:
· Using market research, Rolls-Royce can measure brand awareness by evaluating the brand's level of awareness and recognition. This research can be used to measure and understand the strength of the Rolls-Royce brand.
· The profit margin and revenue of the company compared to other competitors can also measure brand equity. High revenue and profit margin indicate good financial performance with substantial equity.
· In the industry and among customers, the reputation of Rolls-Royce is another brand equity measurement that Rolls-Royce can use. Analysing media coverage or the brand conducting a survey will help Rolls-Royce to understand how much customers value the brand and how much the brand is worth in customers' eyes.
4. [bookmark: _Toc132649766]Rolls-Royce in Keller's Perspective
4.1. [bookmark: _Toc132649767]Financial Perspective (Financial-Based Brand Equity

According to Myers (2003), "In Financial-Based Brand Equity, managers focus on brand replacement or stock price". Atilgan (2005) defined financial perspectives brand equity as "the total value of a brand which is a separable asset -when it is sold or included is a balance sheet". Financial perspectives are helpful but not beneficial for the company; for that, Rolls-Royce needs to focus on customers' minds to design an effective and successful strategy from a brand perspective. Rolls-Royce marketing people can lead customers in the right direction, focusing on the "hole" in the prospect's mind. 
[bookmark: _Toc132649768]4.2 Customer Perspective (Customer-Based Brand Equity)

This model is preferred for the mass of marketers and academics research because, as Keller (1993) noted, "Customer Brand Equity occurs when the customer is familiar with the brand and holds some favourable, strong and unique brand associations in their memory". Rolls-Royce should choose Customer Brand Equity Perspective because of the advantages and benefits such as: "long-term revenues, customer's willingness to seek out for themselves new channels of distribution, the ability of firms to command higher prices and the effectiveness of marketing communications" (Farjam & Hongyi, 2015). Rolls-Royce's marketing people must focus on customer perspectives to see the brand through customers' eyes; that is fundamental to building strong brand customer loyalty.
[bookmark: _Toc132649769]4.3 Employee Perspective (Employee-Based Brand Equity)

It is an obvious fact that employees are one of the essential resources for company brand success. For that, Rolls-Royce Human Resources Management can adopt the Employee-Brand Equity concept to create a solid psychological foundation with their employees; to emotionally tie with company culture first, make employees less likely to leave and, secondly, employees who feel valued and understand company objectives strictly will deliver those values to Rolls-Royce customers.
[bookmark: _Toc132649770]Figure 5: Brand Equity Perspective for Rolls-Royce

Source: Autor of the report
Most Rolls-Royce customers are entrepreneurs, famous athletes, self-employees, or belong to royal families worldwide and are willing to buy Phantom, Ghost, and Wraith just because they believe in the quality of the product. Rolls-Royce customises the product to satisfy high-profile customers' needs, voids customer loyalty towards the brand as they receive outstanding service. 
Rolls-Royce is an example of a brand with positive brand equity providing a consistent customer experience and making them feel indispensable. That reflects toward the brand through boosting positive reputation and brand equity.
One of the essential things that Rolls-Royce is doing is to protect the brand image while building a good relationship with the customers. For example, they offer a pre-owned Rolls-Royce car without any allowance but with two years full Rolls-Royce warranty for customers that unable to afford Goodwood's price but want the quality and style of Rolls-Royce. (Rolls-Royce, 2023).

5. [bookmark: _Toc132649771]Customer Journey

The customer journey is a complex process where consumers use various channels to communicate with businesses, and not always all those touchpoints ensure a great customer experience and satisfaction. To meet customers' expectations, marketers need to make a massive transformation to smooth the customer journey, as most customers consider their experience with the brand essence as its product.
A customer journey map or user journey is a process where the visual story of experiences with the company brand begins across all touchpoints, whether customer interaction with the brand via all communicational channels; mapping this journey helps businesses to personalise and optimise the customer experience and how to improve customer pain points.
Touchpoints in the customer journey map are different and created for each buyer. For example, millennial customers are more familiar with products/services using social media, researching on mobile phones and using computers or laptops to purchase.
The following figure represents all phases of a customer journey map with some touchpoints of experience.
[bookmark: _Toc132649772]Figure 6: Customer Journey Map and Touch Points 
[image: Timeline
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Source: Autor of the report
6. [bookmark: _Toc132649773]The stages in the customer journey

Every day people are impressed by brands from various touchpoints like an advert, news, word of mouth from friends or family members and, of course, brand experience. The decision-making process is a high-involvement process of time and effort with five main phases representing a potential battle where marketers can win or lose and identify the brand strengths that differentiate from its competitors.
A customer journey map is a set of interactions that explain customer experience with a product, from identifying the need to purchase the product to the post-purchase phase, including the following stages:
· [bookmark: _Hlk130485787]Awareness is when customers identify their needs and actively search to satisfy them after informational research based on brand perceptions.
· Consideration and evaluation are other vital steps in the customer journey where customers go deeply into their product research using various brands evaluation.
· Decisions where customers already have all the needed information and know exactly where and from which brand can buy their car.
· Over time customers become loyal to the brand, which is the retention stage.
· Advocacy is when customers start spreading great words and advocating for a company's brand; that is the last stage of the customer journey.
7. [bookmark: _Toc132649774]Customer Touchpoints

A customer journey map helps Rolls-Royce deeply understand the customer's point of view by investigating all interactions and touchpoints customers have with the brand. Touchpoints are opportunities where Rolls -Royce can make a WOW effect on customer experience. Whit any touchpoints, the brand should create a strategy focusing on what they want to achieve and accomplish but always including customer support and customer feedback. This section will explain the customer journey in buying the 2020 Rolls-Royce Phantom, the iconic new legend future model identifying all touchpoints for their customers to paint an altogether customer picture. 
7.1 [bookmark: _Toc132649775]Pre-Purchase stage

In the pre-purchase stage involving buying a new Phantom Rolls-Royce car, customers' first touch point is the product launch events, adverts in the media or word of mouth of friends or family members. Customer reviews, interactions with sales representatives and brand websites are other touchpoints in pre-purchase customer decisions. Brand image is critical for customers because of the creation of expectations and can motivate and influence them to make initial purchases. Effective marketing campaigns play a crucial role in this pre-purchase touchpoint stage.
7.2 [bookmark: _Toc132649776]Purchase Stage

In the purchase stage, the store experience starts with people at the reception but involves sales activities and customer service. One of the leading roles plays product packaging; in the case of Phantom Rolls-Royce, that can be the automobile's colour and the sit letter, the specification of the motor. The VIP test drive is another touchpoint of the Phantom Rolls-Royce purchase. Private car events help customers learn more about the model and different technologies that benefit their purchase. Some valuable gifts that Phantom Rolls-Royce customers receive are at another touchpoint in the purchase stage.
7.3 [bookmark: _Toc132649777]Post-Purchase Stage

Post-purchase touchpoints help Rolls-Royce marketing professionals and customer service teams collect valuable information from customer experience that can be used to identify ways to improve the future customer journey and build long-term customers relationship that can encourage repeat purchases of new products. Rolls-Royce builds customer trust and loyalty by providing practical and highly professional product support and customer service that build customer satisfaction and loyalty. 
Each post-purchase touchpoint allows Rolls-Royce to solidify its customer relationship and encourage engagement. Rolls-Royce needs to pay close attention to each touchpoint and revise them if necessary to change or adapt new touchpoints to deliver a positive and consistent experience.
[bookmark: _Toc132649778]Figure 7: Customer Journey Map as a Rolls-Royce Buyer 
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8. [bookmark: _Toc132649779]Critical Analysis of Rolls-Royce Customer Journey Map
Here are some key aspects to consider when evaluating the effectiveness of a customer journey map:
· Customer Empathy: Does the map accurately reflect the customer's needs, desires, and pain points? Is it based on research and data-driven insights or just assumptions?
· Journey Stages: Are the stages of the journey clearly defined and aligned with the customer's needs and goals? Does the map capture the end-to-end journey or just specific touchpoints?
· Touchpoints: Are the touchpoints identified in the journey map comprehensive and relevant to the customer? Are there any missing touchpoints that could significantly impact the customer experience?
· Opportunities for Improvement: Does the map identify pain points and areas for improvement in the customer experience? Are there opportunities to enhance the customer journey by introducing new touchpoints, improving existing ones, or creating new communication channels with the customer?
By evaluating the Rolls-Royce customer journey map will be possible to identify strengths, weaknesses, and opportunities for improvement.
9. [bookmark: _Toc132649780]A customer journey map: Of Phantom Rolls-Royce customer journey map
Customer service and marketing efforts must be focused on highly personalised customer experience, and the central role in this process is that marketers can target one prospect across multiple touchpoints. For example, customers searching for a product using the company website can be targeted with social media and later on. 
Using live chat and 24/7 customer support across any channel can benefit the customer service team in understanding and resolving issues in customer journey mapping.
Rolls-Royce's ability to establish empathy in their customer mind and identify how they feel at any stage of the customer journey is a powerful exercise and takes a severe part of company improvement strategies. Rolls-Royce must use customer perspectives to solve the problem and find solutions customers may face when interacting with a brand.

9.1 [bookmark: _Toc132649781]Weaknesses of a customer journey map

1. Initially, Rolls-Royce customers were mainly men of a dignified age and grey hair. With opportunities of the 21st century now, most customers are young people. Rolls-Royce needs to consider and identify the type of customers who can purchase Phantom Rolls-Royce. Most of those people use social media, and it will be helpful for the Rolls-Royce marketing team to use social media touchpoints.
2. The company needs to focus on all touchpoints to reach all Phantom Rolls-Royce customers, ensure they have a great experience, and where to focus marketing efforts to improve customer satisfaction.
9.2 [bookmark: _Toc132649782]Strengths of a customer journey map

1. Phantom Rolls-Royce touchpoints provide attractive opportunities for the company to build strong long-term customer relationships built on trust and loyalty that can repeat the business.
2. With various touchpoints in customers' journey, Rolls-Royce gains advantages over their competitors with the opportunities to understand better their needs, behaviour and preferences that can be used to serve better customer needs and improve product, service and experience.
10. [bookmark: _Toc129460771][bookmark: _Toc132649783]The Total Engagement Models

A brand is created in people's minds while the product is manufactured in the factory. Uniting good creativity with a good strategy makes a good brand; the business's success is vitally connected with customer purchases.
Today companies try to engage their customers more than ever, but customer satisfaction differs from customer engagement. How much customers like or dislike brand products is explained by customer satisfaction. Step beyond is customer engagement. In the total engagement model company uses all activities and efforts efficiently and effectively, focussing on high customer engagement. 
Engaged customers are those who actively recommend the service/product to others and are loyal to the brand. According to Kirby(2006), "When customers are engaging, they drive word-of-mouth marketing that is ten times more effective than television or print advertising". "Engaged customers are more likely to have a long-term business relationship with the brand, less risky when solving problems and providing invaluable feedback" (LaMalfa, 2008).
The Total Engagement Model helps to measure the effectiveness of branding and marketing efforts by assessing the level of engagement between a brand and its customers. When examining the Rolls-Royce brand through Total Engagement Model can see the following:
1. Emotional engagement - due to the brand association with high-level class, exclusivity and sophistication, customers are strongly connected with the brand
2. Behavioural engagement – Due to providing highly exceptional customer service and creating a personalised customer experience that attaches customers to the brand.
3. Cognitive engagement- Due to Rolls-Royce's focus on innovation and engineering excellence, high quality helps to create a sense of mutual trust and reliability with its customers, who play the leading role in cognitive engagement.
The following graphic show five customer engagement in the Rolls-Royce brand, where each level is built on the previous one:
[bookmark: _Toc130942330][bookmark: _Toc132649784]Figure 8. Customer Engagement Model
[bookmark: _Toc130742028][bookmark: _Toc130942331][bookmark: _Toc131189171][bookmark: _Toc132649785] 

11. [bookmark: _Toc129460772][bookmark: _Toc132649786]Recommendations

Rolls-Royce is a well-known and recognised brand in the world that represents the elite's taste, and to continuously gain and raise customer loyalty, the company needs to develop and adapt a competitive marketing strategy.
Here is some recommendation for Rolls-Royce that will help to create substantial long-term customer loyalty and satisfaction.
1. Rolls-Royce's first step is to define what they are willing to achieve, their goals and objectives, how those goals can be measured, and to focus on marketing strategy and put it in place. For example, if a company want to understand what the customers think about Phantom Roll-Royce, the traits customers already associate with it will help with this.
2. Emphasise sustainability: Sustainability is becoming increasingly important today, and many consumers are looking for eco-friendly products. Rolls-Royce can develop a promotional strategy emphasising its commitment to sustainability by highlighting its efforts to reduce emissions and promote sustainable practices in its manufacturing processes.
3. Rolls-Royce can increase brand loyalty by rewarding the customers' repeat purchase behaviour. Although the loyalty programs are expensive, they will benefit Rolls-Royce company by reducing the costs of acquiring new customers
Overall, Rolls-Royce should focus on creating a promotional strategy that emphasises its unique brand identity and showcases its commitment to luxury, craftsmanship, and sustainability. Rolls-Royce can reach a wider audience and generate more interest in its products and services by leveraging social media, collaborating with influencers, hosting exclusive events, and expanding into new markets.
12. [bookmark: _Toc132649787]Conclusions 

Many years ago, Henry Royce stated, "Strive for perfection in everything . Take the best that exists and make it better. If it does not exist, create it. Accept nothing nearly right or good enough" (Rolls- Royce, 2021).
This report examined and analysed how Rolls-Royce creates customer awareness through managing and evaluating customer journeys with touchpoints, strengths and weaknesses.
Establishing a good brand name and reputation can benefit a business by raising the consumers' awareness and distinguishing it from competitors. Rolls-Royce is a brand identity that devoted notable effort and resources to benefit customers with a premium, fundamentally important experience.
Rolls-Royce has prospered for over 100 years not because of creating a distinctive car but because of positioning the brand in the market and the minds of consumers, together with a solid customer connection and emotional interaction. 
Rolls-Royce is a leading world brand with a well-designed and managed marketing strategy that is the ultimate icon worldwide.
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Customer purchase Phantom Rolls-Royce


Customer are loyal to Rolls-Royce


Customers willingly buys Rolls-Royce other car's 


If opportunities present ,customers recommend Rolls-Royce


Customers promote and advocate Phantom Rolls-Royce
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