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                                              Introduction
Marketing management is a fundamental practice that focuses on the successful application of marketing recommendations, as well as on the management of an organization’s marketing tools and purpose to obtain what they need and want through produce and reciprocate value with others. (Kotler, et al., 2020)
The essay report discusses the marketing strategy of Rolls Royce company is a British origin luxury company that operates across the globe, situated in the United Kingdom. The Rolls Royce company was started at the end of 1904 in Manchester, by the partnership of Charles Rolls and Henry Royce (Wheeler, 2004). And needless to assume those names make history in market industry and around the word.
 The author will study its business environment which includes internal and external factors which affect them by performing PESTLE and SWOT analysis, the author will understand that are the strengths and weaknesses of the Rolls Royce company.
With carrying out the assessment of Porter’s 5 Forces Model on organisation the author will find and understand competitive position in the market.
Porter’s Five Forces is one of them, which has the tendency to examine the expansion strategies of a company by analysing different elements in particular.
Rolls Royce Segmentation, Targeting and Positioning, the author will conduct an analysis of their STP strategy, and examinate the company chooses individuals to sell its services to and positions the services to appeal to the needs and aspirations of these individuals in the best possible manner, all three-steps are tools that align the services with the right customer.
The central theme essay discusses the marketing strategies 4Ps of the Rolls Royce and this will help to understand company’s strategies which are in the service industry, as well the author will focus on the fundamental practises that the company has to carry out.
Marketing mix strategies will help to identify customers, researching their needs and preferences, analysing factors that influence their purchasing decisions and guide them to buy the product from Rolls Royce rather than a competitor, the author will then conduct an evaluation of their relationship marketing approach. Finally, the author will provide suitable recommendations to Rolls Royce regarding how they might enhance their marketing approach, compared to other competitors by appealing the Ansoff Matrix.
                                    PESTLE Analysis of Rolls Royce
Pestle analysis is a concept that is used in marketing as a tool, by companies for identification of macroeconomic changes that have an important impact on the success of the company.  (de Marmal & Feys, 2015)
Pestle Analysis include the denotes P for Political, E for Economic, S for Social, T for Technological, L for Legal, and E for Environmental. (Pestle Analysis, n.d.)
Pestle Analysis research is critical for businesses like Rolls Royce because it enables them to comprehend market dynamics and continually improve their operations. Pestle Analysis is also abbreviated Pestel analysis.
[image: what-is-pestle-analysis-template]
Figure 1.1 PESTLE MODEL
(Pestle Analysis, n.d.)
Here we can see the main factors in Pestle Analysis and these factors contribute to the development and progress of the Rolls Royce company.

                                                      Political factors
Political factors are necessary for succeed in selling products in a market and as well for company performance and success. (Perera, 2017)
 Political factors are those that governments manage, modify, and create. These variables reflect the level of expectation of the authorities in various trades and businesses. Rolls Royce front on to a number of provocations as a result of the Brexit, company has alert that could force it from recruit the best licensed employees and upset its supply chain (Rolls Royce, 2019). Including increased costs and lower sales, as well as decreased operational efficiency. Besides, Rolls Royce operates a military and aerospace division, it provides armies with a range of advanced vehicle engines. (Braun, 2014) 
Rolls Royce operate in various countries so it is exposed to various political risks associated with the country, all the political situation can affect the brand image and the sales in the company. Political factors are unfavourable because all political changes in the country can be main issue for Rolls Royce company because if the Political factors will affect the business with political change, as well will influence customers Rolls Royce. The company customers are rich people that running business and all changes can affect to by an expensive product.

                                                        Economic factors
 The United Kingdom has a strong economic system and is one of the world's fourth largest economies. Majority of the Rolls Royce customers are high level who can provide this luxury brand. Rolls Royce's sales may suffer through a slowdown, like they did in 2008-2009. (Pugh, 2015), but still the company maintain the quality and perfection in the auto market.
Another factor that greatly affected the economy in the UK and around the word was covid-19, Rolls Royce company was strained to report 9,000 job cuts, a part of them going in the UK, from a pre-pandemic global workforce of 52,000. (Rolls Royce, 2021)
Economic factors are favourable for the reason that Rolls Royce is a British luxury company with a various background behind and United Kingdom is a country where small and large companies develop. But in the same time economic factors can be unfavourable because we can face situations like covid-19, which was an economic horror all over the world.
[image:  ]
FIGURE 1.2 Rolls Royce shares over the past two years
(Rolls Royce, 2021)
In this figure we can see how covid-19 decrease the sales over two years at company Rolls Royce and pandemic situation was economic struggle for the company.
                                                         Social factors
 While social elements are out of control, they have a notable effect on sales strategies and the business. (Kee, et al., 2018) Rolls Royce is a luxury car brand and by purchasing it, customers will have a high role in society because not everyone can afford to buy. 
Roll Royce finance is studied by many social factors like
· Culture
· Population growth rate
· Gender ratio
· Consumer demographics
‘’The main customers it would be wrong to refer to average or even normal customers when talking about Rolls Royce or Bentley, because they are unique’’. (Hull, 2014)
In comparison (2014) we understand that Rolls Royce has s specific type of customers and age, here it refers to wealthy customers with a business behind them. 
Social factors are favourable in conclusion that Rolls Royce is a luxury brand that is British company, and United Kingdom is a strong economical country. 
                                                     Technological factors
Technological factor is very important for productivity development for the company (Aichholzer & Schienstock, 2010) 
Rolls Royce also has a superiority to create and produce a hybrid automobile, the organisation has in store a numerous classic automobile, with substitute fashion. The company applied for approximately 700 patents in 2016 to safeguard its intellectual property. (Rollls Royce, n.d.) . Rolls Royce is a company that can afford all the technologies changes in industry. Technological factor is favourable because Rolls Royce is always for technological factors change and that makes the brand image stronger.

[image: -The integrated technology management framework developed for Rolls-Royce consists of six sub-processes, or stages, that are aligned with the technology life cycle.]


Integrated Technology Management Framework
Building upon earlier work, e.g., Gregory (4) and Far-
rukh et al. (2), we designed an integrated TM framework 
with a manufacturing technology focus. The proposed 
framework (Figure 1) consists of six sub-processes, or 
stages, that are aligned to the technology life cycle: 1) 
iden tiﬁ cation and monitoring; 2) selection and approval; 
3) development research; 4) acquisition and adaptation; 
5) exploitation and review; and 6) protection. The ﬁ rst 
ﬁ ve of these processes represent sequential stages, al-
though several feedback loops exist, the most important 
being between the ﬁ rst and last stages. These represent 
the replacement of aging technologies by newer radical 
solutions. 
At the beginning of the life cycle, a technology exists 
within the organization merely as an idea or concept that 
could have a beneﬁ cial impact on the organization’s op-
erations. Awareness of these potential technologies can 
be acquired through the application of the ﬁ rst TM stage: 
Identiﬁ cation and Monitoring. Tools for identiﬁ cation 
and monitoring applied within Rolls-Royce include 
Technology Networking, Technology Watch and Make-
the-Future (Table 1). Based upon workshops, these tools 
help stakeholders identify those external technologies 
that are of interest or concern to the organization from a 
business perspective. Moreover, technology identiﬁ ca-
tion is supplemented by benchmarking and technology 
maturity assessments that support more robust decision 
making. 
The next TM stage, Selection and Approval, is con-
cerned with selecting those technologies that meet busi-
ness requirements and offer competitive investment 
opportunities. The down-selection of ideas is supported 
by Technology Roadmapping and similar tools. Tech-
nology “wants” can then be presented to the organiza-
tion’s Research and Technology (R&T), or equivalent, 
funding body for investment decision-making. The Iden-
tiﬁ cation and Monitoring and Selection and Approval 
stages complete the development of a technology strat-
egy and usually concern generic technologies that tend 
to be at an embryonic maturity level.
Effective technology 
management 
requires integrating 
multiple activities 
and tools.
March—April 2010 35
Should funding be approved for technology investment, 
the Development Research stage commences the devel-
opment of technology maturity and proving of capability. 
By this time in the technology life cycle, technology ap-
plications may be established to initiate a technology-
push on future components or products. The need for new 
technologies to satisfy planned business and product re-
quirements (i.e., technology-pull) could require technol-
ogy maturity development for a particular application.
Following the initial stages of technology capability-
proving, technology development must be advanced and 
its validity demonstrated in a production environment, 
where capital expenditure may be required. This occurs 
in the Acquisition and Adaptation stage. Once techno-
logy  maturity has been conﬁ rmed on representative 
 equipment, adaptation to a shop ﬂ oor  “production-
ready” state is required for the manufacture of products 
that satisfy (internal and external) customer require-
ments. The technologies at the end of this stage have 
demonstrated throughput rates, repeatability and process 
capability of a full range of parts and production run 
lengths. Rolls-Royce accomplishes this through the use 
of TM tools such as Technology Make-Buy, Capability 
Acquisition and the Technology Readiness scale (Table 1), 
which ensure a gradual development of technology ma-
turity using a structured approach.
Within the ﬁ nal sequential TM stage, Exploitation and 
Review, mature technologies are deployed and exploited 
on the shop ﬂ oor. Thus, an “off-the-shelf” capability is 
established and further technology development becomes 
associated only with best-practice determination and 
continuo
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FIGURE 1.3 
(Rolls Royce, 2010)
In this figure we can see technology management tools, that are used for company Rolls Royce, to initiate a technology push on future components or products.
 
                                                      Legal factors
Laws and regulation of the country really affects the operation in Rolls Royce
· Customer laws
· Country laws
· Employee laws
Legal factors affecting organization and business around the word. (Kotler, et al., 2020), legal factors have a major influence on company Rolls Royce.
 Rolls Royce do business in many countries, they must consider to a number of legal requirements. Numerous environmental legislation changes, affecting the vehicle manufacturing industry. Employee laws, customer laws and other legal framework should be followed by the organization.
 Any change in the legislative framework will result in the execution of significant modifications, which will have an impact on profitability. To avert existing entreat, the company need to do strict control over the quality of every automobile it produces.
[bookmark: _Hlk88744175]Employee laws, customer laws and other legal framework should be followed by the organization, so that it does not attract intervention of the government. Legal factors are closely interlinked with political factors. Rolls Royce should have a close look at the various laws of the countries at which it is operating. Legal factors are unfavourable such as we can see legal factors can be weaknesses for Rolls Royce company.
                                                   Environmental factors
In comparison (2020) we realise that automobile waste and automobile transportation is related to Environmental factors. Rolls Royce works very hard on environmental factors introducing the best possible use of renewable energy sources, the company can be considered like a business model. It's worth noting that Rolls Royce is one of the forceful and luxury brand names available at the time. 
It has established one of the biggest sustainable procurement systems in the world and seeks to improve the efficiency of its goods and services across all of its operating divisions. The company's engines have increased in sophistication, including hybrid technology, low emissions and all this can decrease environmental effect.
[image: ]

Figure 1.4 Rolls Royce approach to sustainability

Source:https://careers.rolls-royce.com/united-kingdom/what-we-offer/a-rewarding-purpose/our-approach-to-sustainability

In this figure we can see how much Rolls Royce company helping to solve some of the world’s most critical provocations.

Environmental factors are favourable because all the programmes and systems foundation Rolls Royce does, is for the brand image and popularity, and this is one of the best ways to be in the top. And Rolls Roce for sure is one of the best and strongest organizations, that makes all the effort to make the customers happy.
Advantages and disadvantages of Pestle analysis
In summary Pestle analysis explore implications on Political, Economic, Social, Technological, Environmental and Legal factors that affect or support Rolls Royce company. Pestle analysis is a very useful instrument for the analysing the external environments, with Pestle analysis we can evaluate how the company works outside and how these factors can affect them (Pilinkiene, et al., 2017). Using the Pestle, the company will be able to identifying and analysing the change of risk factors.
Customarily with all tools there are some advantages and disadvantages that we can notice, some of the advantages of Pestle analysis are that it studies long term trends and provides details about their effects before being evaluated by certain industries, as well the simplicity of the analysis that is applied. Some disadvantages may be a limited point of view of the knowledge of the analysing the factors, because they can change any time and as well the company spent some resources for that investigation (Pilinkiene, et al., 2017). To conclude we will say that manage the PESTEL analysis will be much more well authentic than any other models, because it completely effected our further strategic decisions.
[bookmark: _Hlk89356514]
                               Porter Five Forces analysis of Rolls Royce
When is infiltrate an organization in new industry, the Porter’s Force model is frequently used in researching to help the company to increase in market place (Perera, 2020). Is one of the important guides for the main factors that can influence the business productive, and how they work to become more profitable themselves.
[image: porter's five forces model]


Figure 1.5 Porter Five Forces Model
(Rolls Royce, 2021)
Threats of new entrants - medium
For Rolls Royce company competition is intense, as previously stated the primary barrier to entrance in many industries is the cost of entry. This is certainly true for Rolls Royce they have been in the industry for many years, the company established a reputation but more importantly a considerable amount of competence in this sector. If someone decides to invest in this manufacturing in the future, they will have to pay a high price for this knowledge. 
Competitive rivalry – high 
For all organization during the time, industry rivalry can vary in form and intensity from one to another and in particular. (Hamilton & Webstier, 2018)
Like all the firms and organizations has competitive rivalry, Rolls Royce is one of them.
Intense rivalry is a hallmark of the retail industry, as a result of companies' attempts to diversify their businesses, the problem becomes even more difficult to solve. This section is difficult for this sector to comprehend. Although there are several manufacturers in the automotive business, just three command a significant market share. They are rivals, yet General Electric, for example, partnered with Safran, a French business, to develop motors for Airbus (Jacque, 2020). By partnering with a European firm, they may expand their market share in Europe.
  
Threats of substitute - medium
[bookmark: _Hlk88408009]It's the same as going up, Rolls Royce is a capital-intensive business. Today, we were unable to locate another motor option. Therefore, if we really need a replacement product, we might go to their marine business, where a sailboat can be used in place of a motor boat.
 However, even this opportunity is limited, since the majority of sailboats are equipped with motors, and some luxury sailboats are equipped with Rolls-Royce engines. There are currently no substitutes for their Aerospatiale subsidiary.
Buyer’s power - high
Chancing is expensive, and the buyer is reliant on their products. The customers easily move from one provider to another depending on the cost and product, what matters most is the product’s quality. When consumers are few in number but there are numerous sellers, and it is easy for consumers to switch because consumers have power. The market is highly concentrated and they both depend on one another to survive in the market industry.



[bookmark: _Hlk88408129]Powers of supplier - high
If organisation have range of potential power of suppliers, they will be in a stronger parleying position. (Drummond, et al., 22008)
[bookmark: _Toc88412014]Rolls Royce has a privileged position at the top of the supply chain. Even though they are constantly needed to purchase tiny components in order to make their motors, they have less supplier negotiating power issues than a corporation like Boeing or Airbus.                                           
                                             SWOT Analysis of Rolls Royce 
Swot analysis is a forceful instrument that help to mature the business strategy in an existing organization, and is an unbelievable simple (Swot analysis, 2021). Swot analysis is structure which is explain to evaluate the competitiveness and develop strategic plans to the organization.

Strength
Rolls Royce has a strong brand that embodies quality, value for money, and pragmatism, all of which appeal to a wide audience and encourage consumer loyalty. The brand image helped to increase the premium sales of automobiles, luxury brands are advancing their products to please any customer around the world and Rolls Royce is one of the most popular in the West, based on some research. (Rolls Royce, 2018)
Rolls Royce enlist employees only with a highly skills. (Rolls Royce, 2018) Without doubt to be part of Rolls Royce team it’s a privilege.
Rolls Royce Automobiles has mastered the art of premium automobile design and is also a specialist in interior design. The construction quality is exceptional, as are the engine and chassis. 

[image: chart]
Figure 1.6 Rolls-Royce records best-ever sales in its 116-year history in 2019
(Rolls Royce, 2018)
 Rolls Royce earnings have been gradually increasing, and the company's cash position was extremely solid in 2019, in this numbers we can see clearly that 2019 was a gold year for Roll Royce.                                                                                                                              


[bookmark: _Hlk88771644][image: Evolution of Rolls-Royce Group 1884-2000 ]
Figure 1.7 Evolution of Rolls-Royce Group 1884-2000 
(Rolls Royce, n.d.)
In this figure we can see how Rolls Royce company increase in market industry, brand image of Rolls Royce has a huge history background behind. Without a doubt Rolls Royce is one of the strongest brands as we see in these 2 figures.
Weaknesses
If the weaknesses are converting in strengths they can be complement to an opportunity, and is the main consideration in this type of strategy. (Sarsby, 2016)
Rolls Royce is considered as a luxury brand, and it relate with high status and nobility is reputable. It is viewed as a vehicle for the wealthy and thus unaffordable to the lower classes, and this can be one of the main weaknesses for Rolls Royce company, because not all people can afford this luxury automobiles.
Rolls Royce cars have progressed in design over time, and as a result, the various models appear to be clones of one another. (Tungate , 2009) Customers who purchase Rolls Royce automobiles do so because of the brand's unmatched styling and design standards.

Opportunities
Opportunities can be utilized to improve progression and competitive position for a firm. (Seth, 2015)
Automobile technology is advancing, and one of the hottest developments in the market right now is self-driving automobiles. (Altshuler, et al., 1986) This opens up new markets for premium automobiles such as Rolls Royce. Besides, Rolls Royce are aim to unite new age technology such as data networking and machine learning, resulting in the emergence of a new agile of brands. This is a significant potential for premium automobile manufacturers and of course new brand image of Rolls Royce.
 Automobile manufacturers are doing extensive research on self-driving vehicles. The increased emphasis on automation represents an opportunity for luxury automobile like Rolls Royce that will be simpler to capitalize on than for conventional car manufacturers.

Threats
Other rivals in the luxury car market are a major threat.
The recognition is frequently the result of traditional strategic work and as well is part of from the external environment of an organization. (Seth, 2015)
Sustainable transportation options are a major concern for the world, as the current vehicle system is inefficient in terms of environmental stewardship. Sustainable vehicles, on the other hand, are prohibitively expensive.
[bookmark: _Hlk89371301]Costs are increasing, the cost of raw materials and fuel is increasing. Additionally, it is costly to conduct research on future vehicle options. It is a luxury brand and everyone belonging to a different class or category will just cannot afford it. (Rolls Royce, 2019)
 
Figure 2.1 Top competitors of Rolls Royce Motors
(Rolls Royce, 2018)
According to this figure we can see the competitors of Rolls Royce in the market place, the competitors are with strong brand image name and that is one of the main weaknesses for Rolls Royce company.
[bookmark: _Toc88412015]                                                     STP Analysis of Rolls Royce
Segmentation, Targeting and Positioning it is an important strategic marketing settlement to select position of the product and target markets advantageous in the minds of the selected costumers. (K Havaldar, 2005)
Segmentation
Rolls Royce manage in 50 other markets in adding to its home market of the United Kingdom. The market is segmented by operating nation, and the unique requirements of each geographical segment are addressed extensively. Each country's municipalities and local marketplaces have a second subdivision to fit its items and promotions to environmental circumstances.
Rolls-Royce separates the market according to demographic information such as gender, age, wealth, and ethnic origin.
Customers are segmented based on their buying behaviours, which include their frequency of use, the advantages sought, the circumstances in which they use the product, and their brand loyalty.
Targeting: 
Rolls-Royce, a long-standing emblem of nobility and rank, has been a lavish favourite of the wealthy and famous since it was first assembled by hand in 1904 in England. Around the globe, Rolls-Royce is considered a premium status symbol.
Rolls-Royce serve to rich customers who enjoy a high life or well-known status and luxury life, who look for a customized automobile to taste exclusivity.
Positioning:
The positioning strategy should understand the different, as a result this firm offers development potential, particularly in locations where sales volumes are actually low. Rolls-Royce vehicles do so in order to differentiate and arrange their cargo. Rolls-Royce embodies aristocratic, opulent, and well-known pride. Individually created and hand finished.
The New Rolls-Royce Ghost offers a more opulent and swifter ride than the rivals, the best woods, wools, and leathers assembled with the pride of English workmanship create a luxurious atmosphere in the car's interior.
[image: Figure 2 Perceptual map]


Figure 2.2 Rolls Royce geographic distribution
Source:https://www.semanticscholar.org/paper/Analysis-on-the-Market-Positioning-of-Luxury-Autos-Hu-Qiu/8752977cb2868ee892ec59bbc70b68323ef6fe7f
In this figure 2.3 we can see that Rolls Royce is a strong brand in the market place compare to their candidate.

[bookmark: _Toc88412016]                                          Marketing Mix of Rolls Royce
The marketing mix refers to an organization's collection of measurements or methods for promoting a consumer good or service. (Kotler, et al., 2020)

Product
 Rolls Royce is a manufacturer of ultra-luxury automobiles aimed at the world's wealthiest consumers. The marketing strategy of Rolls Royce incorporates a number of well-known brands, including the Phantom, Dawn, Ghost, and Wraith. (Pugh, 2015) Customers may customize Rolls Royce automobiles through Rolls Royce Motors, which is unrelated to the Rolls Royce brand, which is owned by another company with the same name. The large front bonnets, metallic finishes, and fitted interiors distinguish Rolls Royce automobiles. The company makes a new brand by modernising the marque, introducing for younger customer a new visual language for making the best car in the word. (Rolls Royce, 2020)

Figure 2.3 Rolls Royce branding strategies
(Rolls Royce, 2021)
Price
 Rolls Royce is a household name with an unmatched brand value, the company sells luxury automobiles to the wealthy and upper class. The brand has launched a High-Premium pricing structure for all of its products, as they are all considered to be high-luxury. It is aimed at wealthy individuals who value their public image, name, and status but are uninterested about excessive spending. Associating with the Rolls-Royce brand is a privilege, which the company puts an emphasis on by preserving a premium pricing structure.
Place
 Rolls-Royce is a luxury automotive manufacturer with over 150 manufacturing locations and operations in about 50 countries. The Middle East, the United Kingdom, and Asia-Pacific area all have the greatest sales statistics. To guarantee that vehicles reach their consumers swiftly and without delay, the firm utilizes the services of its parent company (BMW), which has its own sophisticated and popular distribution infrastructure that connects dealer services. 

Promotion
 Since its inception, Rolls-Royce has established a global reputation as a luxury brand. It has successfully established a good ideal brand positive image in the minds of consumers. Its marketing strategies include exhibits at high-profile events, opulent hotels, and exclusive automobile shows. Rolls Royce caters to an exceedingly exclusive because specialized market, and the corporation highly dependent on word-of-mouth advertising from satisfied customers who unintentionally become brand advocates and advertising representatives for the company. To support their luxury brand image Rolls Royce does not use any sales promotion, but instead that they use member’s only club to promoting their new cars and trying to make their customer unique (Roll Royce, 2013). Rolls Royce introduce their products to the customers using the channels through Facebook, Instagram, YouTube, LinkedIn, Twitter, etc.

Digital marketing is an instrument of marketing that is used to promote services a product in the market place and sometimes is confused with online marketing (Kingsnorth, 2016). Digital marketing is used for all big organizations and Rolls Royce as well to develop the promotions sales.

[image: ]
Figure 2.4 
(Rolls Royce, 2019)
We can see in this table the digital culture, skills and enablement of Rolls Royce and how they provide their professional growth on digital thinking.

                  Implementation of the Ansoff Matrix for Rolls Royce company
The Ansoff matrix can be used like an instrument for situational analysis and as a guide policy model (Field & Pringle, 2008). Ansoff Matrix helps to clarify thinking about the brand position and proportions of the market place.


[image: ansoff-what is how to use matrix]
Figure 2.4 Presents the elements on which Ansoff Matrix focuses
(Field & Pringle, 2008)
Rolls Royce strategically divulge that product development and market development are the most main aspects that the company needs to focus on for the future progress.
Diversification: Rolls Royce could create new productions that would be available for the whole social class, not only the high one and like that the Rolls Royce can afford all people. As well they can introduce on the market place bicycle for children and like that product development will have I high success on the market place.
Market penetration: Rolls Royce's success is self-evident, there is always space for expansion. The company's corporate structure should be updated on a regular basis to ensure company viability, additionally the firm must leverage modern technologies to accelerate and refine its business structure. Rolls Royce’s marketing initiatives should be repeated, Rolls Royce on the other hand must alter their approach in order to address ineffective marketing strategies. Rolls Royce may take a different strategy if they run a social media campaign and a certain website receives little traffic. This may require working more diligently, aggressively or closely to establish a presence. Specific alterations differ each firm, and extensive testing is necessary. If the time spent by Rolls Royce is not justified by the success of a certain marketing plan, it is often advisable to shared it and proceed.



                                                          Conclusion
In conclusion, it can be said that marketing management plays a vital role in the expansion of Rolls Royce. Large companies that operate their business worldwide mostly depend on marketing management. However, the communication system can develop marketing management in many ways. For that, the integrated marketing and communication system are also discussed here.
The marketing management plan of Rolls Royce demonstrates that Rolls Royce has several effective strategies. The product, pricing, location, and advertising strategies were all effective.  It is clear that Rolls Royce caters to a certain category of consumers, which separates it from the general population. A drop in consumer expenditure causes people to become more cautious about their spending and to shop more frequently. Maintaining control over its weaknesses and exercising great prudence in the case of damaging news are critical to Rolls Royce ability to reclaim its position. In brief, there are a number of significant and small elements that may be incorporated to improve Rolls Royce overall business strategy. To summarize, the Rolls Royce PESTLE Analysis above identifies the numerous factors affecting the company's success. This knowledge enables a brand's external business variables to be evaluated for their criticality. Finally, it can be said that without the help of marketing management, it would be very difficult for the company Rolls Royce to expand and sustain its business for a long time.
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