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Marketing Strategy Pitch of ROLLS -ROYCE "VOLTAIR"

Taking the engineering genius and no -compromise quality
Rolls-Royce has earned and transferring it to a radical

SEGMENTATION

indystry:_LuxuW electric motorcycles (Cattani, and
Carignani, 2024).

NEW BRAND DEVELOPMENT

VOLTAIR

The identified market is the UltraHigh-Net-Worth
Individual (UHNWI), or the 1 percent of the world:
« Demographic: Executive officers, high-income
entrepreneurs, and collectors, who will be aged above
40 years, and have high liquidassets (Zulfikar, 2022).
Geographic: Worldwide major metropolitan centres an
rich suburbs (London, Dubai, Silicon Valley and
Monaco).

Psychographic: They are Unique Luxury Aspirers,
inclinations towards exclusivity and are the first to

Rolls-Royce is thinking for its new brand development
which called the Voltair R1 under its brand Voltair.

adopt the new cuttingedge and eco-friendly technology
(Alsharif, (2023).
Behavioural: High-value early adopters who show fiercq

* It is not only a motorcycle, it is a masterpiece, a brand loyalty and seek products that signify unmatched
combination of the world-considered Rolls-Royce status and environmental responsibility.
design language and the progressive electric

performance (Zulfikar, 2022).
R1 targets the luxurious buyer.

The Sweet Spot of Modern Luxury

Voltair R1's Unique Appeal

Sustainable
Luxury

ALIGNING WITH CUSTOMER TRENDS

The Voltair R1 capitalizes on two major trends
* shift to sustainable luxury and
* demand for unrivaled personalization.

CONCLUSION

MARKETING MIX

* Product: The Product strategy is devoted to
developing a one -of-a-kind, hand -woven
masterpiece that has zero -emission

Voltair has unmatched brand equity as one of the strategic
points.
Rolls-Royce's heritage in bespoke craftsmanship is perfectly

suited to meet the modern elite's desire for an exclusive,
zero-emission statement

technology. The R1 is going to include custom

details, high -quality leather, and soundless
electric drive, which will guarantee the unique
sophisticated riding experience that is Like
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nothing else on Earth (  Zulfikar, 2022) .

Price: The Price strategy is the Premium Pricing
where the price is high and far much above the
competitors (Alsharif et al., 2023). This pricing
will also make the brand exclusive and high
quality and the Voltair R1 will not be called a
purchase, but an investment and, actually a
sign of supreme status.

Alsharif, A.H., Salleh, N.Z.M., Abdullah, M., Khraiwish, A. and Ashaari, A.
(2023). Neuromarketing Tools Used in the Marketing Mix: A Systematic
Literature and Future Research Agenda. SAGE Open, 13(1),
p.215824402311565 . doi: https://doi.org/10.1177/21582440231156563
Zulfikar, 1. (2022). Building a strong brand: Marketing strategy to increase
brand awareness and consumer loyalty. Neo Journal of economy and
social humanities, 1(4), 280-284.





image3.svg
                                  MARKETING MIX  • Product: The Product strategy is devoted to  developing a one - of - a - kind, hand - woven  masterpiece that has zero - emission  technology. The R1 is going to include custom  details, high - quality leather, and soundless  electric drive, which will guarantee the unique  sophisticated riding experience that is Like  nothing else on Earth ( Zulfikar, 2022) .  • Price: The Price strategy is the Premium Pricing  where the price is high and far much above the  competitors (Alsharif et al., 2023). This pricing  will also make the brand exclusive and high - quality and the  Voltair R1 will not be called a  purchase, but an investment and, actually a  sign of supreme status.  • Voltair has unmatched brand equity as one of the strategic  points.  • Rolls - Royce's heritage in bespoke craftsmanship is perfectly  suited to meet the modern elite's desire for an exclusive,  zero - emission statement     REFERENCES  Alsharif , A. H. , Salleh, N. Z . M . , Abdullah, M . , Khraiwish, A. and Ashaari, A . ( 2023 ). Neuromarketing Tools Used in the Marketing Mix: A Systematic Literature and Future Research Agenda. SAGE Open , 13 ( 1), p . 215824402311565 . doi: https : //doi . org/ 10 . 1177 / 21582440231156563  Zulfikar, I . ( 2022 ) . Building a strong brand : Marketing strategy to increase brand awareness and consumer loyalty . Neo Journal of economy and social humanities , 1 ( 4 ), 280 - 284 .                   Marketing Strategy Pitch of  ROLLS - ROYCE "VOLTAIR" Taking the engineering genius and no - compromise quality  Rolls - Royce has earned and transferring it to a radical  industry: Luxury electric motorcycles (Cattani, and  Carignani , 2024). Module Name:  Marketing Management  Module Code:  LCMB7024  • Rolls - Royce is thinking for its new brand development which called the Voltair R 1 under its brand Voltair . • It is not only a motorcycle, it is a masterpiece, a combination of the world - considered Rolls - Royce design language and the progressive electric performance ( Zulfikar, 2022 ) . • R 1 targets the luxurious buyer .  CONCLUSION  SEGMENTATION  NEW BRAND DEVELOPMENT  The identified market is the Ultra - High-Net-Worth  Individual (UHNWI), or the 1 percent of the world: • Demographic: Executive officers, high-income  entrepreneurs, and collectors, who will be aged above  40 years, and have high liquid  assets  ( Zulfikar, 2022) . • Geographic: Worldwide major metropolitan centres and  rich suburbs (London, Dubai, Silicon Valley and  Monaco). • Psychographic: They are Unique Luxury Aspirers,  inclinations towards exclusivity and are the first to  adopt the new cutting - edge and eco - friendly  technology  ( Alsharif , (2023). • Behavioural: High- value early adopters who show fierce  brand loyalty and seek products that signify unmatched  status and environmental responsibility.  ALIGNING WITH CUSTOMER TRENDS  The Voltair R 1 capitalizes on two major trends • shift to sustainable luxury and  • demand for unrivaled personalization.   


