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Impact of VR/AR to Rolls-Royce 

• Design  
• Manufacturing & Assembly 
• Aftersales Services 
• Training 
• Marketing  
• Customer intimacy  

Significant 
Operational 
Improvements 

Core Product 
Technology 

Key enabler for future 
company  vision 

• Autonomous vessels 
• Nuclear power plants 
• Fully remote operations 



VR/AR in Rolls-Royce Now 

Marketing Training 

Virtual Reality 

•Used since 2004 for Design and Training 

•Marketing and Product Familiarisation 

Augmented Reality 

•Pilots for applications across product 
lifecycle for all 5 businesses 



VR/AR in Rolls-Royce – Aftersales Services 



VR/AR In Rolls-Royce- Design 



Technology Familiarisation in the Community 

Internal External 



Future of VR/AR in Rolls-Royce 




