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[bookmark: _Toc394698011][bookmark: _Toc394699197]Purpose of the Report

Marketing strategies can be termed as the most important tools helping in adding a great deal of potential to the businesses in a significant manner. The importance of marketing strategies has been studied from various perspectives but the focus has been mainly on understanding the impact of marketing strategies in creating value and achieving a higher degree of profitability. Austin (2017) further added that marketing strategies are dependent on a number of factors and internal and external factors play an important and decisive role in justifying the impact and importance of marketing strategies. Axson (2011) further added that marketing strategies are usually designed as a response to the external challenges along with creating an impact on the mind and perception of customers in a planned manner. Cameron (2014) added that the success of marketing strategies is purely based on understanding the internal strengths of the organization and external challenges. 
Adamson et al (2012) further pointed that markets are always changing and the biggest challenge remains in the form of responding to the changing needs and trends of the market. Beer (2004) further added that the local and national markets are easy to understand for the local and national companies but the real problem arises when companies operate in international markets. Kotler (2007) stated that the international markets are always challenging because of the cultural, social, political, economic, and technological differences. It also means that organizations need to respond to such challenges by designing and implementing new strategies. Kotler and Keller (2006) added that there are a number of marketing strategies that can be used by companies in order to understand or explore a market along with understanding the needs and demands of the customers in a planned manner. However, markets keep changing and companies need to design new strategies as per the changing situations and demands. 

[bookmark: _Toc394698012][bookmark: _Toc394699198]Analysis of Key Marketing Strategies

Laszlo (2011) further added that every market has a different and unexplored potential that can be determined by the use of marketing strategies. It can be further sad that the use of marketing strategies is a helpful tool in understanding different elements and components of the market in a precise manner. Bansi and Tuff (2012) further added that the use of marketing strategies should offer distinctive value and benefits to the business and organization along with integrating the stakeholders. Allon (2011) further added that the benefit of marketing strategies further lies in understanding the scope and ability of the company in different markets in terms of creating value and gaining market share. Baylis et al (2010) pointed that markets have different kinds of customers and each customer is unique in nature. This also means that catering the needs and demands of individual customers is almost impossible. However, products and services being manufactured need to be sold through effective marketing strategies that are well researched and explored in regards to the national and international markets.  
Ben-Hur et al (2015) stated that this is where the usefulness of segmentation, targeting, and positioning (STP) is immense. It helps in understanding the markets along with identifying different segments that can be helpful in creating value and achieving business objectives. The major purpose of the report is to analyse different kinds of marketing strategies in regards to Rolls Royce that is assumed as one of the most premium cars in the world. The report is divided into two parts. The first part explains the purpose of the report along with offering an overview of the company. The second part discusses STP, SWOT, PESTEL, Five Forces Model Analysis, Ansoff Matrix, pricing strategies, competitive strategies, and situational analysis. The focus is further on evaluating the differences between the marketing strategies employed in the UK and India and how they can be improved further for better degree of profitability and value creation process from the company and stakeholders’ perspective. 
[bookmark: _Toc394698013][bookmark: _Toc394699199]Rolls Royce Operations in India and UK

Rolls-Royce Motor Cars Limited is known for its luxury appeal and high-end price that makes it one of the costliest cars in the world. It is a British luxury automobile automaker and is a subsidiary of German automobile giant BMW (Rolls Royce, 2018).  Rolls Royce was established in the year 1998 after BMW gained the license and rights to use the logo from the Rolls Royce Plc. Rolls Royce operates from the UK where it has built in administrative and production facility that was opened in the year 2003 (Rolls Royce, 2018). Rolls Royce is the exclusive manufacturer of the Rolls Royce brand cars since the 2003. It needs to be mentioned that Rolls Royce has been in use since the year 1906 but BMW that currently owns the brand does not have any direct relationship with it prior to the year 2003. It needs to be stated that the first car that was introduced by Rolls Royce after it was owned by BMW was Phantom that was offered for sale in the year 2003. After that, the company has added more products in the product line that has enhanced the value of the product portfolio of Rolls Royce in a significant manner. 
Tovey (2017) stated that the biggest markets for Rolls Royce are the UK, Middle East, and Asia Pacific Region. From the year 2005 to 2016, the company has seen a series of ups and downs in the form of limited number of car sales. In the year 2005, only 796 Rolls Royce were sold while in the year 2016, more than 4000 units were sold worldwide (Sunny, 2017). This clearly shows that the brand value of the car is quite high and being expensive in nature is afforded by a limited number of customers worldwide. In regards to the UK, it can be said that the company has the headquarter and presence but in regards to India, the brand name is well-known but not owned to a great extent because of the high cost and being positioned as the epitome of luxury and engineering excellence (Ball, 2017). The next section presents how Rolls Royce segmented targeted, and positioned its products in the market of the UK and India leading to the further growth and development of the brand. 
[bookmark: _Toc394698014][bookmark: _Toc394699200]Situational Analysis

The major purpose of situational analysis is based on ascertaining the possible impact and influence of the internal and external factors alongside identifying the capabilities and potential of the business organisations (Bettencourt, 2008). From the situation perspective, it can be said that the demand for Rolls Royce is assumed to be growing in the Asia Pacific region and South India is termed as the most profitable market for Rolls Royce in India. Additionally, the company is targeting to sell more than 150 cars in India in the year 2018 along with focusing on creating a superior market for its products in coming years. The market potential of India is quite high because of the increase in the numbers of millionaires. On the other hand, the potential of Rolls Royce in regards to the UK market is based on innovation and technological advancement as the market is highly competitive with a number of luxury brands (Sunny, 2017). 
The major goal of the company remains same for the Indian and UK market by focusing on the wealthy sets of customers and offering them superior value and luxury experience that is not offered by any other car. Rolls Royce (2018) further added that Rolls Royce does not share the actual data and information in regards to the sales figure for different countries. However, key markets remain in the form of the US, Middle East, and Asia Pacific. The company has deep roots in the UK market and continues to invest in the UK market in the form of R&D and better infrastructure for technological advancement and success in the present as well as in the future (Pollard, 2017). Considering the Indian market, the demand is low and cost is high but the company considers it as one of the key markets that will offer a better scope in the future (Balachander, 2016). The future of the UK after the Brexit will witness new custom and trade law that can affect the potential of the company in Europe (Ball, 2017). On the other hand, import duties and luxury taxes are the biggest deterrent that can affect the overall profit framework of the company in regards to the Indian markets (Sunny, 2017). 
[bookmark: _Toc394698015][bookmark: _Toc394699201]SWOT Analysis of Rolls Royce in India and UK

SWOT analysis stands for the analysis of strengths, weaknesses, opportunities, and threats. The analysis of SWOT is an important aspect in the marketing helping in understanding the impact of the internal factors (strengths and weaknesses) and external factors (opportunities and threats) on the business operations and scope of the organisations. The SWOT analysis of Rolls Royce for the UK and Indian market is presented as follow. 

[bookmark: _Toc394698026][bookmark: _Toc394699167]Figure 1: SWOT Analysis of Rolls Royce in Regards to India
From the above analysis, it is clear that the major strengths of Rolls Royce in regards to the Indian market is in the form of reputation, luxurious appeal, and catering to the needs of a premium segment. Weaknesses are in the form of limited product line and highly costly cars. However, the company has opportunities as the Indian luxury car market is evolving but the threats are in the form of uncertain political and economic environment, concerns regarding the import duties, and selective competition (Sunny, 2017). 
Furthermore, the strengths, weaknesses, opportunities, and threats of Rolls Royce have been discussed from the UK market’s perspective in a critical manner. 

[bookmark: _Toc394698027][bookmark: _Toc394699168]Figure 2: SWOT Analysis of Rolls Royce for the UK Markets
From the above figure, it is obvious that the key strengths of Rolls Royce are in the form of a popular image and brand name having an element of exclusiveness. Additionally, the company has weaknesses in the form of limited product line and less numbers of options for a personalised experience (Wilkinson, 2012).  However, there are immense opportunities in terms of exploring the European markets that have been showing sluggish growth but have been successful in attracting a number of high value customers having high net-worth. The company also faces threats in the form of competing with the likes of Maybach and Bentley along with following the stringent laws and guidelines by the UK government on emission and sustainable manufacturing. Overall, the growth potential seems to be positive (Ball, 2017). 
[bookmark: _Toc394698016][bookmark: _Toc394699202]Porter’s Five Forces Analysis for Rolls Royce

The five forces analysis is usually based on analysing the bargaining power of buyers, bargaining power of suppliers, threat of a new substitute, threat of new entry, and competitiveness. All these elements have been discussed as follow. 
	Five Forces
	Analysis 

	Bargaining Power of Buyers-
	The bargaining power of buyers is quite high in regards to the UK and Indian markets because they have a great deal of choices to make when it comes to spending millions of dollars on luxury cars. Rolls Royce is not the only brand offering the luxury and premium appeal (Pagano, 2014). 


	Bargaining Power of Suppliers
	The bargaining power of suppliers is quite high because of the fact that Rolls Royce has limited numbers of suppliers and all these suppliers are responsible for the quality of cars that is boasted immensely by Rolls Royce. These suppliers hold the power to make or break the image of Rolls Royce and holds great power (Sunny, 2017). 


	
Threat of New Substitutes-
	
Rolls Royce has mentioned that it competes with the private jet manufacturers and yachts rather than the luxury carmakers. Additionally, premium cars like Bentley, Porsche, and Macbach offers similar appeal but the threat of new substitutes is quite low until and unless Tesla comes up with some luxurious architectural creation embedded with the elements of innovative technologies and engineering excellence (Pollard, 2017).

	Threat of New Entry-
	The threat of new entry is quite low because it requires a great deal of investment, technological excellence, and engineering knowledge to compete with Rolls Royce in any market across the world.

	Competitive Rivalry
	It can be said that the rivalry among brands like Bentley, Macbach, Rolls Royce, BMW, and Porsche is quite high but they all have a distinctive appeal and reputation in the market. Additionally, the rivalry has been paving way for further technological excellence (Tovey, 2017). 




[bookmark: _Toc394698017][bookmark: _Toc394699203]PESTEL Analysis

The importance of political, social, economic, technological, environmental, and legal factors are immense in understanding the potential of the organisations in terms of operating in the international markets and dealing with a number of factors affecting the overall growth and development in a critical manner. 
Political- The government of India has allowed 100% FDI in the automobile industry that means Rolls Royce has the opportunity to open its manufacturing center in the country. However, the cost of setting a manufacturing unit is quite high and the demand for the cars is quite low. This means that there is a very little significance of this 100% FDI in the automobile industry (Sunny, 2017). On the other hand, the company already has a manufacturing center and innovative research center in the UK that takes care of all the manufacturing and assembly. The UK government has been supportive regarding the growth of the automobile industry because of the fact that it contributes to the GDP of the country (Tovey, 2014).  On the other hand, the Indian government has rules and regulations regarding the imported cars and oftentimes, importing a luxurious car result in heavy tax and duties that increase the overall price of the car. Even though the political factors have been favourable in regards to the UK and Indian market, the idea of setting a manufacturing or R&D wing in India is challenging because of the less numbers of customers and increased cost of establishing the infrastructure (Pagano, 2014). 
Economic-It was further found that demand for Rolls Royce cars in India is quite low because of the high price. On the other hand, the demand is a bit high compared to the Indian markets in the UK. It needs to be stated that there is a slight difference in terms of the economic wellbeing of two countries. The average income in the UK is quite high compared to India and the currency and exchange difference further creates the economic disparity that is evident from the demand and supply pattern within the countries (Pagano, 2014). 
There are not many people willing to buy Rolls Royce in India because of the lack of service center and time period required to repair or maintain the car in terms of any issue. On the other hand, there are a number of distribution and service center in the UK as the company is headquartered in the UK. Additionally, there are a bit more number of customers willing to buy Rolls Royce in the UK compared to India because of the economic advantage (Ball, 2017). 
Social-Social factors help in understanding the buying and consumption behaviour of customers in a critical manner. In regards to the UK and Indian market, it was found those only businessmen, rich and wealthy people, sportspersons, and celebrities buy Rolls Royce cars. The brand perception is similar in both the markets as the company has been successful in positioning Rolls Royce as the ultimate reward someone can gift himself after earning a fortune. The numbers of Rolls Royce owners are limited in India but comparatively high in the UK because of the economic differences (Pollard, 2017). 
Technological-There is no doubt that Rolls Royce has worked hard in terms of using technical excellence in its models. The company has been using the aluminum space frame architecture embedded with the architecture of luxury and technology offering higher degree of stability, premium feel, comfort, joy, and pride. This holds true in regards to both the countries. 
Environmental-There are strict laws regarding the sustainability and emission in the UK while India has been working hard to match the global standards of emission and sustainability. Thus, the environmental challenges are high in the UK compared to India.  
Legal- The UK government has set specific targets for sustainability and control of harmful gases. On the other hand, the Indian government has also issued policies and guidelines regarding the carbon emission and sustainability of the products and services. However, the legal framework remains stringent in regards to the UK while a bit relaxed in the context of India highlighting the legal differences (Tovey, 2017). 
[bookmark: _Toc394698018][bookmark: _Toc394699204]STP of Rolls Royce in India and UK

Teece (2010) stated that segmentation is a process of identifying the most relevant market segments that can be targeted to create a great deal of value and benefits. Shaw (2012) further added that businesses cannot target all the segments and only few selected segments can be targeted by companies in order to attract them and create business value. On the other hand, targeting is a process of identifying the most relevant and useful segment and accordingly designing the most impactful marketing plan and strategies that can create a long lasting impression on their mind. Amaral et al (2011) further added that positioning is based on aligning the products in the market. It is all about how products are positioned in the market to create competitive appeal and difference. Positioning is also based on creating an image and reputation of a brand or service that further helps in enhancing the sales prospects and also overall acceptance in the competitive business environment. 
Barwise (2014) stated that companies usually segment their potential and identified markets based on the analysis of the demographics and other factors. Additionally, they also target as many segments as they can in order to increase the sales prospects of their businesses. In case of Rolls Royce, the company targets only a few selected segments and still manages to be successful and competitive because of the brand value and superiority element driving the brand appeal and sales in a significant manner. Rolls Royce targets only a few segments because of the fact that it manufactures finely crafted, luxurious, and very expensive cars that are not meant for all the customers. Additionally, the segmentation strategy is based on identifying a niche segment willing to pay the price for availing a car that is an epitome of luxury. The segmentation strategy of Rolls Royce in India as well as in the UK is base don identifying the segments believing in quality perfection, engineering excellence, and reliability to a certain extent.
Pagano (2014) further added that the segmentation strategy of Rolls Royce is quite clear and evident from the fact that company targets only the niche segments of the society because of the fact that it does not cater to the needs and demands of multiple segments. It can be further said that Rolls Royce is meant for customers having an income of more than $50000-$100000 per month along with having a net worth of more than $35 million. This clearly suggests that the brand can be owned by customers having old or new money and is not meant for the masses. The niche segmentation has its own benefits and challenges, as the target audience is quite limited. Ball (2017) added that Rolls Royce is priced quite high because of the fact that it focuses on three major aspects that make it different from other cars. The quality standard required for manufacturing a Rolls Royce is based on simple perfection and zero error and preparation for the delivery is also based on perfection. Rolls Royce has further strived for technological excellence in order to add multiple values to its products and brand appeal.
The company further focuses on the reliability aspects by emphasizing that taking the delivery of Rolls Royce cars is one of the most joyous and lifetime experience of many customers but the company also offers the personalised after sales services along with a comprehensive support that makes the brand so unique and special. Wilkinson (2012) added that target market for Rolls Royce is not the young and dynamic customers but people with loads of money and taste for luxury. Rolls Royce has been positioned as one of the most costliest and premium cars owned by selective numbers of customers across the world. The company does not believe in positioning the brand as a cost effective but value for money and reputation that has helped in garnering the attention of few thousands people across the globe. It can be further said that the STP strategies of Rolls Royce are simplistic and precise in nature with a focus on the niche and premium segments willing to pay money for the quality and engineering excellence rather than looking for cost effective propositions. 
Pollard (2017) further added that the customers of Rolls Royce are rich and self-employed people having special preference in the automobile products. The delivery of the product can take time of 2 days to 2 years depending on the demand being made and availability of the product. The demand for Rolls Royce cars is limited in nature because of the fact that not many customers are willing to pay a huge price for owning a luxury brand like Rolls Royce. Bingham et al (2011) further added that positioning is very important for the success of any product and Rolls Royce has been successful in doing so by creating a larger than life image and reputation for Rolls Royce cars. The Club Cape Gemini has less than 90000 members while the Rolls Royce Owners’ Club and Rolls Royce Enthusiasts Clubs are the oldest and most admired clubs of automobile owners in the world having a strong and envious position in the social and business environment. Sunny (2017) further added that the Rolls Royce cars are made with such perfection that the most audible sound at 60 miles per hour comes from the clock. 
It was further found that around 4000 Rolls Royce were sold in the year 2017 despite the absence of Phantom that is one of the most iconic brands of Rolls Royce. Additionally, the company is not looking to target rich people but people with high net-worth belonging to the super-rich category (Sunny, 2017).  Rolls Royce is not competing with the luxury brands offered by other competitors but with makers of private jets and yachts. Tovey (2017) further added that the success of Rolls Royce as a brand is mainly because of the segment it caters to in the form of selected wealthy people in different parts of the world. In India and the UK, the company has been focusing on customers who are not willing to buy the normal luxury cars but want to explore the element of super luxury and ultra premium appeal that is different from others. Thus, it can be said that the STP strategies of Rolls Royce are based on identifying a niche segment along with targeting the wealthy segment by positioning the products in line with engineering excellence, craftsmanship, luxury, and reliability. 
[bookmark: _Toc394698019][bookmark: _Toc394699205]Four Ps of Marketing for Rolls Royce

Anand et al (2011) mentioned the importance of 4Ps in the form of creating a global appeal for different products and services in the international market. The four major elements of 4Ps are in the form of products, price, place, and promotion. A clear and precise insight on the 4Ps of Rolls Royce has been presented as follow. 


[bookmark: _Toc394698028][bookmark: _Toc394699169]Figure 3: 4Ps of Rolls Royce



Product- Rolls Royce is one of the most highly recognised luxury car brands in the world based in England and comprises of a number of models in the form of Phantom, Dawn, Wraith, Ghost, and many more. The product differentiation is based on the brand appeal and a distinctive appeal in the form of long front bonnet and metallic finished exteriors along with the customised interiors that enhance the overall look and appeal of the cars. The products offered by Rolls Royce define the ultimate luxury in the automobile segment and the annual sale is quite low because of the time taken to manufacture one car and limited demand. In the UK, the company offers a number of products in the form of Cullinan, Phantom, Ghost, Wraith, and Dawn while in India it offers Wraith, Phantom, Ghost, and Dawn. It needs to be stated that the product portfolio of Rolls Royce is quite limited because of the fact that the company does not believe in economies of scale and only a few selected car models are manufactured year to attract privileged and niche segments of the society. Even though India does not have many brands of Rolls Royce that is simple because the demand is low compared to the UK (AutoCar, 2017). 
Price-The pricing strategy of Rolls Royce is premium as they serve only to the affluent and wealthy segment of the society. The price of Rolls Royce cars is quite high because of the fact that they offer cars of highest quality and finishing along with the option of customization that makes them special in nature. The price of Rolls Royce cars starts from $20,000-$25000 for entry level models and can be assumed as quite high (Balachander, 2016). Patterson (2008) stated that the prices of Rolls Royce cars are further increased based on the customization and add-ons that enhances the overall appeal of the cars in a significant manner. There is no limit on the price of customization but the costliest Rolls Royce was priced at $6 million while in India the entry level car is prices at 4 crore INR. This clearly shows that the brand is not affected by the pricing of competitors but charges a premium price for delivering the highest quality car (Hindustan Times, 2013). 
Place-There is no doubt that Rolls Royce has tremendous brand appeal and visibility in different parts of the world. The brand has offices spread in more than 50 countries and people based in 150 different contras buy the products of Rolls Royce. The company has an administrative and production facility for customers in the UK with a limited distribution network because of the fact that it has a small client base. Additionally, the products are customised so spare parts and servicing is provided at the doorstep of the customers. The company further follows the niche marketing strategy in regards to the products distribution. The company has limited numbers of distribution centers in India in the cities of Mumbai and New Delhi but plans to open up new distributorship in South India (Sunny, 2017). 
Promotion- It need to be mentioned that Rolls Royce does not follow the traditional and conventional mode of advertisement in the marketing mix as the products are not aimed for the masses. The company serves to the niche segment and using mass media like TV, online advertisement, and print do not offer much of value and benefits. The company believes in word of mouth marketing through the successful celebrities, rich businessmen, and rich people (Pagano, 2014). Rolls Royce is further engaged in various activities that promote the brand through the distribution of expensive gifts to customers and exclusive merchandise. Additionally, regular PR coverage offers a great deal of information and insight on the dominance and luxurious appeal of the brand in a clear and precise manner (Pollard, 2017). 





[bookmark: _Toc394698020][bookmark: _Toc394699206]Ansoff Matrix

The usefulness of Ansoff matrix is quite high in the competitive business environment and especially for organsiations operating at the international level. It helps in understanding the growth and risk parameters along with identifying ways to embrace growth strategies and avoid risks along with identifying solutions for the existing risks in order to strengthen the market presence, share, and appeal. Bouchikhi (2003) added that the risks can be internal or external in nature and marketing analysis in the form of SWOT and PESTEL are often useful in addressing and analysing those risks in a critical manner. There is no doubt that Rolls Royce has been operating in the niche segment that has the potential of creating value along with carrying the risks of little demand leading to further loss affecting the financial health and reputation. Shaw (2012) added that the Ansoff Matrix talks about four strategies in the form of market development, market penetration, diversification, and product development. 
Anderson et al (2013) stated that the notion of market development is based on developing new markets for the existing and new products while the product development phase is based on developing new products to attract existing and potential customers. Laszlo (2011) further added that the market penetration strategy is based on creating more demands for the products through new marketing strategies in different markets. On the contrary, the diversification strategy is based on selling multiple products to consumers in different markets in order to minimise the risk posed by one market. The case of Rolls Royce is quite unique as the major markets have been the Asia Pacific, US, and Europe along with the Middle East. The best selling product till now has been Phantom that was not produced in 2017 and still the company managed to sell more than 3000 units of its cars worldwide (Pollard, 2017). This clearly suggests that the company is using the diversification strategy where different car models are introduced in identified markets to achieve sales targets and growth (Ball, 2017). 
[image: ]
[bookmark: _Toc394698029][bookmark: _Toc394699170]Figure 4: Ansoff Matrix
Reference: Kotler and Keller (2006) 
The above figure explains the Ansoff matrix in terms of highlighting its key components. For the Indian and UK market, it needs to be stated that the diversification strategy is used that has helped in achieving different sales figures in different countries. Additionally, not all car models are available in every country and the availability is dependent on the demand pattern being analysed closely. Overall, it can be said that using the diversification strategy, the company has expanded its presence in more than 150 countries while the risk factors in the form of increasing competition is dealt with more focus on the technological excellence and advancement along with focusing on superior customer experience (Tovey, 2017). 
[bookmark: _Toc394698021][bookmark: _Toc394699207]Competition Strategies of Rolls Royce

Anderson et al (2006) stated that the competition strategies are quite useful while designing the marketing strategies helping in understanding the impact and influence of competition on companies and their operations. Bansi and Tuff (2012) stated that the major aim of any company is enhance the profitability and customer satisfaction by offering superior products and services. Shaw (2012) segregated the competition strategies in the form of low cost and differentiation along with the focus strategy. The competition strategy is further dependent on the business objectives and products of the companies on offer. Van Auken (2002) added that competitive edge can be achieved by crossing the industry average of profitability along with gaining superior market share in a planned manner for a long period of time. Additionally, sustaining the cost leadership is a biggest challenge because of the external factors affecting the degree of competition. The below figure explains different elements of competition that will further help in understanding ways to attain competitive advantage and what strategies are used by Rolls Royce. 
[image: ]
Reference: Kotler (2007)
[bookmark: _Toc394698030][bookmark: _Toc394699171]Figure 5: Competition Strategy
Cost Leadership- There is no doubt that low cost leadership is acquired by companies having good number of sources and resources, willing to target multiple segments, effective technologies, and more importantly superior knowledge and understanding of the market. Cost leadership is ideal of companies looking to attain profitability through the economies of scale (Kotler, 2007).  In regards to Rolls Royce, it can be said that the company is not following the cost leadership strategy as the focus is not on attaining low cost but to offer higher cost products that are unmatched embedded with the elements of superiority, luxury, premium appeal, and engineering excellence meant for a selected segments of the market. Furthermore, Rolls Royce can never be a cost leadership because the aim of the company is to offer the most luxurious riving experience and comfort to customers based on the element of customization rather than offering low cost products along with discounts and offer (Wilkinson, 2012). 
Differentiation-Anita et al (2004) added that differentiation is a process of highlighting the differences in the products manufactured by one company compared to the products offered by the competitors. Axson (2011) further added that differentiation is a crucial and risky stage for any business organisation as the focus is more on using strategies and ideas that are different and unique in nature. The success of differentiation strategy is based on the nature and scope of the market and also on the unique attributes of products and services on offer. The success of Rolls Royce is mainly because of the fact that the company has realised how to differentiate its products and services. Even customers are aware of the fact that Rolls Royce cars are different from other luxury cars (Pollard, 2017). The element of differentiation is applicable in regards to the niche segments where Rolls Royce operates as products that are unique and premium often demands customers who are also different from the general customers. However, differentiation strategies are further driven by understanding the vacuum in the market and filling it with the unique and different sets of products and services (Ball, 2017). 
Focus Strategy-Avery et al (2012) pointed that the importance of focus strategy in the form of narrowing down the competitive scope in a planned manner. Aral and Walker (2011) stated that focus strategy is driven by the notion of focusing on an identified market and serving the needs and demands of that segment in a planned way. It also requires and demands to exclude other segments and focus solely on the identified segment. There are two major elements in the focus strategy in the form of cost focus and differentiation focus. The cost focus strategy benefits from the cost advantage where one organisation has significant costa advantage over the others operating in similar markets. Additionally, the focus of the differentiation is on differentiating the identified and targeted segments. The differentiation focus strategy further states that customers are unique in nature with unusual needs and demands and fulfilling those needs and demands require a specific focus and understanding of the identified segment (Pagano, 2014). 
Anderson et al (2013) emphasised on the major difference between the cost focus and differentiation focus by highlighting that cost focus explores the cost behaviour and perception of customers while the differentiation focus ascertains the unique needs and demands of the customers (Balachander, 2016).  In regards to Rolls Royce, it can be said that the company aims to implement and utilise the differentiation focus, as the identified segment is unique and niche in nature. Additionally, this segment has unique needs and demands that are personalised and customised as per the preferences (Sunny, 2017). The differentiation focus is similar in the markets of the UK and India because the company does not have any other competitive strategy choice. The company is clear in regards to focusing on a differentiated and well-identified segment rather than opting for the generic differentiation strategies. Additionally, the cost leadership and cost focus strategies are not at all ideal for the company as the focus is not on offering cost effective products but different and unique products that are not offered by many. Till now, this strategy has worked in the favor of the company in both the markets. 
[bookmark: _Toc394698022][bookmark: _Toc394699208]Summary and Conclusion

The discussion clearly stated that there is a huge difference between the markets of the UK and India when it comes to the luxury cars consumption. The luxury car market in India is thriving but can be assumed at a nascent stage. In addition, Rolls Royce has positioned itself in the niche market that is full of challenges because the segment may offer high numbers of sales in one year while offering modest figures in another. Additionally, the numbers of Rolls Royce in India are far more less than the UK because of the difference in the political, economic, social, technological, and legal environments. It was further found that the UK market is more competitive compared to the Indian market and the company has been focusing on delivering value through innovation and engineering excellence. The marketing strategies being used in the UK and India are almost similar, as the segment remains the same along with the positioning strategies. Overall, the company has a clear focus on delivering great value through effective marketing strategies being analysed and implemented in regards to the stated markets. 
[bookmark: _Toc394698023][bookmark: _Toc394699209]Recommendations to Rolls Royce

Rolls Royce has been doing well in terms of performance. The brands like BMW are selling more than 60000 units in Europe only while Rolls Royce has been content with selling 4000 units of car at the global level. This clearly suggests that the company serves to the segment that is niche and differentiated on the basis of income and wealth. It is highly recommended to explore more markets like India and China by reducing the dependency on the US. Additionally, the company should add more variants to its existing product line so that more segments can be added resulting in a better degree of value and benefits. The company should also focus on the electric and artificial intelligence aspects that will shape the future of automobile industry in the future. 
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Strengths


Popular and reputed brand


Weaknesses


Limited product line 


Threats


Luxury brands like Bentley and Macbach


Opportunities


High demand for luxury cars in the European markets 





Element of exclusiveness


Luxury and premium appeal 


High delivery time period





Limited personalised options for the exteriors  


Increase in the numbers of entrepreneurs in the UK


Better awareenss towards electric and sustainable products 


Government regulations on sustinabale products and emission 



Product 


Cullinan, Phantom, Ghost, Wraith, and Dawn 


Price


$20,000-$25000 for entry level models 


Promotion 


Words of mouth 


Place


Presence in 50 countries but assemble and manufacturing center in the UK


Expensive merchandise 


PRCoverage 



Strengths


Very reputaed brand


Weaknesses


Limited exterior modifications


Threats


Political and economic uncertainty


Opportunities


Growing customers' spend on luxurious automobiles





Quaklity comfort
Premium segment
Dependent on repeat purchases
Limited product line
Investing in electrification
High import duties
Competition from Bentley and Macbach
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