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Executive Summary 
The automotive industry has recently attracted widespread interest in the UK and other European markets. Regarding that, this paper clarifies a comparison of the UK and German marketplaces using the example of BMW, a well-known automaker on a global scale. To do this, the research established an analysis of the elements that affect BMW's business in the relevant markets. Also, an STP analysis has been added where the target audience of BMW has been found easier in Germany compared to the UK. By adding the 7Ps of the marketing mix model, the report has found that the scope of profitability is higher in the UK market compared to the German market for BMW. 
[bookmark: _Toc141983006]Introduction
This report's main objective is to examine BMW's important marketing decisions made in the UK and Germany, two major international markets. The report will initiate with the company background whereas the micro and macro environment of BMW will be discussed, using PESTLE, Porter's Five Forces and SWOT framework. The research intends to discover how BMW does business in those two worldwide markets by doing this. The research will also distinguish between the 7Ps of the marketing mix components that BMW evaluates in Germany and the UK. The research will support BMW's directional development strategies used in the UK and Germany by contrasting the market entrance techniques BMW used in those nations.  
[bookmark: _Toc141971335][bookmark: _Toc141983007][image: ]Company background:







				Source: https://www.bmw.co.uk/
One of the leading German manufacturers, BMW, can conduct its manufacturing and business operations anywhere in the world. The corporation was established in 1916 by four key engineers, Karl Rapp, Gustav Otto, Franz Josef Popp, and Camillo Castiglioni, in Munich, Germany (Bmwakron, 2023). According to the company's goal statement, "being the top provider for premium product experience in terms of mobility and transportation" (Bmwgroup, 2023) may be summed up. The company has put a lot of time and effort into translating its mission statement into actual business procedures.

Figure 1: Net revenue margin of BMW
		[image: ]
					(Source: Statista, 2023)
The vision statement of the company is also essential to develop a proper understanding of BMW's activities in the global environment. An important fact is that BMW can employ the vision statement of "being highly successful in sustainably providing luxury driving experience" (Bmwgroup, 2023). The above is evident as the company generated a net revenue margin of $142 Million in the year 2022 (Statista, 2023). The above financial capacity demonstrated by BMW can be attributed to the business operations which are run by BMW in the markets of the UK and Germany       
[bookmark: _Toc141971336][bookmark: _Toc141983008]Analysis of the Macro environment of the company
[bookmark: _Toc141971337][bookmark: _Toc141983009]PESTEL Factors
Political Factors
The UK faces a significant level of barriers in the process of conducting business with the EU countries due to the imposition of Brexit (Bbc, 2023). However, Germany enjoys a dominant political position within the EU along with direct access to other European markets. The above makes it more beneficial for BMW to develop its operations with a prioritisation on Germany to capitalise on the European markets. In contrast to Germany, the United Kingdom has stronger commercial and business links with the United States (State, 2023). while a result, while BMW attempts to expand its commercial potential in the United States, the United Kingdom is a key market for the company.    
Economic Factors
The economic situations of both the UK and Germany are extremely favourable for BMW in the process of achieving its financial goals to the optimal level. The United Kingdom's gross domestic product is $2.2 trillion, which provides significant opportunities for profit growth and optimisation (Statista, 2023). Germany, on the other hand, has a total GDP of $4.5 trillion, making it more profitable for BMW to concentrate its operations there rather than in the United Kingdom. The United Kingdom today has a per capita income of $32,900, while Germany has a per capita income of $48,630. The above implies that the consumers of Germany enjoy more financial strength than that of the UK, providing more advantage to BMW in its home market   
Social Factors
There exists a significant amount of similarity that exists within the sphere of social factors which exists within the UK and Germany. Both of the above countries are highly westernised along with the presence of diverse cultures to a great extent. Germany and the UK are also equally matched in terms of the literacy rate which is currently at 99% in both cases. However, the current population of Germany is estimated to be around 84.2 million in the current stage, producing a massive number of consumers for business (Census, 2023). The population of the UK is 67 million, which makes it evident that BMW can reach out to a generated number of consumers in Germany in comparison to the UK.
Technological Factors 
Germany and the UK can employ state-of-the-art technologies to provide a high level of versatility in the process of conducting business. An important fact to mention is that Germany can demonstrate a significant level of openness towards the application of blockchain technologies in business (Xu et al. 2022). However, the usage of the above is quite restricted in the context of the UK, making BMW experience a significant level of technological advantage in the case of Germany. Both the above countries have portrayed significant levels of efforts towards the incorporation of big data technologies to attract companies.   
Legal
BMW is required to address a wide range of legal concerns that exist both in the cases of the UK and Germany for conducting business. The key legal framework that exists within the UK is associated with "The Companies Act 2006" as well as the "Consumer Protection Act 2015" (Legislation, 2023). On the other hand, the main legal principles of Germany are associated with "Corporate Income Tax Modernization Act 2023" and "German Stock Corporation Act 1965". The above laws are integral for BMW to ensure legal compliance with its business operations booths in the context of the UK and Germany.        
[bookmark: _Toc141971338][bookmark: _Toc141983010]







Hofstede’s Module on the cultural dimension
Figure 2: Hofstede's cultural dimensions in the UK and Germany 
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					(Source: Hofstede-insights, 2023)
Power distance
Power distance is associated with that factor which can measure the extent to which less influential members of the society feel that power is unequally distributed. The UK and Germany are equally matched at 35, which implies that in both countries the working class strongly rejects the increasing power of the government and other elites (Hofstede-insights, 2023). Therefore, both countries portray a strong democratically organised society effectively. 
Individualism 
The individualism factor represents the amount of focus that is placed by its citizens on the achievement of personal desires and goals. An important fact to be mentioned is that the level of individualism is significantly high in the UK at 89, while that of Germany is at 67 (Hofstede-insights, 2023). The above implies that there is a strong emphasis on traditional families and communities in Germany in comparison to that in the UK. 
Masculinity
The masculinity factor determines the extent to which any given society is driven towards competitiveness and ensuring the achievement of material successes. The majority of the individuals in both the above countries portray a desire to demonstrate optimal performance to satisfy ambitions of high recognition (Ionescu et al. 2020). The UK and Germany are also evenly matched in terms of masculinity level at 65, which demonstrates a tendency in both countries to achieve personal success. 


Uncertainty avoidance
The index of uncertainty avoidance indicates how willing a culture is to accept the notion that the future is unpredictable and depicts unknown outcomes. The uncertainty avoidance index in Germany is massively higher at 65 in comparison to that in the UK at 35 (Hofstede-insights, 2023). The above implies that UK citizens are much more satisfied in comparison to Germany about now knowing potential events in future.    
Long term orientation
The factor of long-term orientation refers to the process by which a given society can maintain its connection with its history while ensuring progress in future. Germany has employed a significant level of effort for the price of maintaining relations with its history and past achievements in comparison to the UK (Schult et al. 2022). The above is evident in the long-term orientation score of 83, while that of the UK is currently at 51.    
Indulgence
Indulgence refers to the extent to which individuals within a given society go to achieve their likings and wishes. An important fact to be mentioned is the fact that German society places a significant level of importance on personal discipline and hard work (Fischer and Mohrman, 2021). Therefore, the indulgence level within German society is comparatively low at 40, while that within the UK can be attributed to being much higher at 69.
[bookmark: _Toc141971339][bookmark: _Toc141983011]Advantages and disadvantages of the Hofstede model 
Advantages of the Hofstede model
· Provide meaningful insights into deep-rooted cultures in various countries 
· Produces a detailed picture of the key characteristics portrayed by the consumers in the country
· Reflects the attitudes of the general population towards external influences and new business ventures  
Disadvantages of the Hofstede model 
· Lack of focus towards the psychological sphere of the consumers in the country 
· Inability to address recent events during the evaluation of societal behaviour in the larger context 
· Faces difficulty in predicting changes in cultural attributes over time 
· [bookmark: _Toc141971340][bookmark: _Toc141983012]Analysis of industry attractiveness for the company in two markets
· [bookmark: _Toc141971341][bookmark: _Toc141983013]Porter’s five forces 



PORTERS’S FIVE FORCES
[image: ]Availability of substitutes
The availability of substitutes for automobile products is significantly high both in the case of the UK and Germany. The presence of other German car makers such as Porsche, Mercedes, and Volvo, which operate in both the UK and Germany, demonstrates what has happened before (Felser and Wynn, 2023). On the reverse hand, British automobile businesses such as McLaren, Bentley, and Rolls Royce have an enormous impact in the UK and are also present in Germany.  
  
	SOURCE: https://www.oxfordcollegeofprocurementandsupply.com/
Bargaining power of buyers
The bargaining power of buyers is also very high from automobile products in the UK and Germany due to the availability of a large number of substitutes for consumers. On the other hand, there is also a significant difference in prices that are offered by companies other than BMW, often at lower prices (Wuori, 2023). Therefore, the above prices have a significant level of power towards the consumers in terms of choosing their respective products.  
Bargaining power of suppliers
Supplier bargaining power is considerable in the United Kingdom, but substantially lower in the German motor sector. The reasons behind this are that the costs of raw materials are strictly regulated by the important participants in the German automobile industry, such as BMW, Audi, and Mercedes (Yao, 2022). The economic volatility of the UK due to high inflation provides a significant level of power towards suppliers in the process of determining the prices of raw materials and components    
Barriers to entry 
The barriers to entry in the automotive industries of the United Kingdom and Germany are also considerable owing to the high level of market influence possessed by a few important firms. However, due to huge market control by major German companies such as BMW, Mercedes, Audi, and Volkswagen, entry barriers in Germany are comparatively greater than in the UK (Bloomberg, 2023). Therefore, it is near impossible for new car brands to enter the German automobile market space.   
Level of competition
[bookmark: _Toc141971342][bookmark: _Toc141983014]The presence of a large number of car brands both in the UK and German market spaces created a significant level of competition in the industry. On the other hand, the above also creates a minute sense of market saturation in an effective manner.    
SWOT analysis 
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Table 1: SWOT analysis of BMW in the UK
	Strengths 
	Weaknesses 

	Strong position in the market (BMW, 2023).
Enjoys massive investor network in the UK market. 
	Increasing amounts of debts (Bloomberg, 2023). 
High pricing strategies. 

	Opportunities 
	Threats 

	Increasing revenue margins in the UK.
Starting new automobile manufacturing projects. 
	Inability to financially sustain itself in the UK market 
Losing out key consumers in the UK. 


					(Source: Created by author)
Analysis 
BMW has an excellent market share in the UK, as well as great consumer popularity, which allows it to increase revenues and develop new projects. The company also has enormous liabilities and its product components are expensive, causing financial difficulties and consumer loss.  




Table 2: SWOT analysis of BMW in Germany
	Strengths
	Weaknesses 

	Leading car manufacturers in Germany (Bmwgroup, 2023).
Massive support from the government. 
	Supply chain problems due to COVID-19 (Cips, 2023).
Loss in competitiveness against its rivals. 

	Opportunities 
	Threats 

	Create direct business partnerships with the German government.
Investing in large infrastructure projects for its manufacturing. 
	Dropping revenue margins potentially harming business.
Losing out on its beneficial position in the industry. 



																				(Source: Created by author)

Analysis 
 The current position of BMW is massively influential in Germany along with government support, allowing it to create business partnerships. However, its supply chain problems create problems in sustaining its competitiveness. 
[bookmark: _Toc141971343][bookmark: _Toc141983015]Similarities & differences in SWOT of the company in two countries 
Similarities 
· BMW has a strong position in both countries. 
· Both countries provide the revenue-maximising potential for BMW.
· Large investor network 
Differences 
· Higher government supporters in Germany
· Financial challenges in the UK
· Greater market position in Germany 
[bookmark: _Toc141983016]


STP analysis 
Organisations like BMW employ the segmentation, targeting, and positioning strategy (STP) to focus their efforts and better serve their target markets. The BMW segmentation, targeting, and positioning approach will be examined in this research.

Table 3: STP analysis of BMW in the UK and Germany
 
	Segmentation 
	Segmentation category 
	Target audience (UK)
	Target audience (Germany)

	Geographic 
	Location 
	England, Scotland and Northern Island 
	Munich 

	
	Density 
	Only Urban 
	Urban and Rural 

	


Demographic 
	Age 
	30-50
	25-55

	
	Gender 
	Male, female and the queer community 
	Male and female 

	
	Family cycle 
	Married and unmarried 
	Married and unmarried 

	
	Income 
	Over £25,000
	Over £20,000

	
	Social class 
	Upper
	Middle 

	
	Education 
	Digital literacy to analyse BMW’s online promotional contents 
	Basic reading and writing skills to trust BMW based on its advertisements

	

Psychographic 
	Opinions 
	Reasoned 
	Group 

	
	Lifestyle 
	Luxurious 
	Basic 

	
	Interests 
	Emancipatory
	Practical 

	
Behavioural 
	Usage 
	Regular 
	Occasionally 

	
	Commitments 
	Loyal but sceptical 
	Loyal 


				(Source: Author, 2023)


Analysis 
Based on Table 1, it is clear that BMW’s target in Germany is easier than in the UK. It is because of BMW’s manufacturing plant in Munich. It has made it convenient for the local people to buy the cars whereas for the UK people, buying BMW is still a luxurious identity. As per the view of Onu et al. (2019), brands usually define their target market based on three distinctive questions. The first one is “Who is the buyer?” whereas the second one is “Why do the buyers buy a product” and the third one is “How, when and where do they purchase the product?” 
Concerning the first question, BMW targets the UK and German population who are the actual buyers of the brand's cars. In terms of the second question, BMW cars carry an emotional value that drives the luxurious tendencies in the UK market. Thus, BMW targets upper-class people in the UK who comprise more advanced knowledge like digital literacy. On the other hand, Curvelo et al. (2019) argued that cost-benefit relationships make consumers perceive a higher brand value. As BMW’s manufacturing plant is located in Germany, the brand has lowered its car prices to target people across the country who can afford a vehicle brand that is closer to their residence. Therefore, in Germany, BMW targets loyal people who can trust them blindly. 
Positioning 
To answer question three, “How, when and where do they purchase the product?”, the following perceptual map has been drawn. In that case, Fahy and Jobber (2019) believed that positioning is an approach that illustrates a firm’s market stand to influence consumers’ buying behaviours. According to Figure 3, in the UK, BMW offers its cars at a higher price which defines a premium position strategy and, in that sphere, the main competitor of BMW is Bentley. To win the rivalry, BMW has built a flexible supply chain network with 147 dealerships to make its cars available for UK passengers. 
On the contrary, it has been reported that BMW has axed its production unit in the UK (Zeldin-O'Neill 2022). On that note, it is a disadvantage for the UK market as importing a BMW car in the UK includes high tariffs and import costs. At the same time, Bijmolt et al. (2021) argued that only cost-efficient products can improve the customer journey and experience with a brand. Following this fact, BMW decided to lead the UK’s premium car segment by being a luxury car brand which is the opposite in the German market. In Figure 4, BMW holds a price-based positioning in Germany where the brand offers cars that are high-quality in nature and affordable to offer value in exchange for customers’ money. 
Kuang (2022) noticed that people with high price sensitivity consider price as the main factor in buying the associated products. Compared to the UK, Germany's living standard is a bit low and thus, BMW targets middle-class customers who can afford the cars no matter their income schemes are lower than British people. On the flip side, Yao (2022) argued that Mercedes, which is positioned in the same market as BMW and Audi, has focused on promoting its brands based on its luxurious interiors. Simultaneously, Audi seems inferior to BMW and Mercedes in Germany. Hence, BMW decided to apply a competitive price range in the German market where its car price will not be higher than Mercedes and lower than Audi. In that case, to win the intense rivalry, BMW has implemented a competitive position in the German market, owning 600 dealerships (Steitz 2018). In the UK, where BMW often faces highly competitive pressures whereas in the German market, its marketing tactics gain more advantages based on easy availability, affordability and quality assurance.
Figure 3: Premium positioning of BMW in the UK market 
High quality
Low quality
High price
Low price
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Figure 4: Competitive and price-based positioning of BMW in the German marketHigh quality
Low quality
High price
Low price
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7Ps of the Marketing Mix of BMW
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							Source: https://www.caunceohara.co.uk/
Product 
As of 2023, In Germany, the total sales volume of BMW cars was around 111,635 whereas in the UK, approximately 108,624 BMW vehicles were sold (Bmwgroup.com 2023). These vehicles were the electric ones and due to making higher sales in the German market, BMW has noticed profitability more in Germany than the UK. Usually, BMW introduces new cars in the UK and German markets together. For instance, on 15 November 2015, BMW launched its electric vehicle model, i3, in the UK and German markets simultaneously whereas the release took place in 2014 in America. 
About this fact, Schmitz et al. (2023) uttered the words, upward and downward line extension or stretch. Upwards line stretch means that companies appeal to consumers to pay willingly for a product so that the business can accumulate higher profit margins. On the contrary, downward line stretching or extension allows companies to target a broader consumer segment and increase sales volume to achieve economies of scale. In the European market, BMW holds the second rank whereas in the UK, BMW’s position is third (Carlier 2022). BMW was born in Germany and thus, targeting the whole European market could lead the brand to achieve economies of scale.
Thus, BMW applies the upward line extension strategy in Germany where the German consumers always get the scopes of driving new BMW models first. Liu (2022) added that BMW focuses on exceptional workmanship and innovation while manufacturing sporty and performance-oriented vehicles. It requires pivotal tests to measure the consumer acceptance rate and thus, BMW ensures to conduct such tests in its homeland, Germany, first before expanding the car lines to other countries. To do so, BMW promoted an affordable range of cars in the German market which sooner turned into an expensive one in the UK market. 
It happens because the brand applies an upward line extension strategy in the UK market where BMW is known as a luxury and expensive car brand. For instance, in April 2022, the first-ever BMW i7 was released in Germany which launched in the UK in December 2022 (Groves 2023). In Germany, the price of the i7 was €115,700 or £99,902 whereas in the UK, it started from £107,400. The difference in the product price means that BMW promotes itself as a regular brand in Germany whereas in the UK, BMW puts its image exclusive. In terms of sustainability, BMW uses EPP packaging across its supply chain and logistics across both countries. At the same time, BMW does not use the word 'i' in its gasoline cars (Hindustantimes.com 2023). In Germany, the new environmental regulation has challenged BMW to promote and sell gasoline cars whereas in the UK, still, the brand sells petrol cars. That is why in terms of product innovation, BMW considers the UK as a more diverse market compared to Germany. 
Price 
In the UK, BMW applies a premium pricing strategy whereas in Germany, BMW uses a psychological pricing strategy. A recent report has revealed that in the UK, in May 2023, the demand for gasoline cars rose 17% to 145,204 units (Autonews.com 2023). For BMW, it is considerably an opportunity and a threat both, especially in the UK market. In 2023, European parliamentarians approved the ban on the manufacturing and sales of new combustion engine cars (Kottasová 2023). Therefore, in the German manufacturing plant, BMW will not produce gasoline cars by 2023 and thus, it will be difficult for them to cope with the demand in the UK. 
In such circumstances, it has become compulsory for BMW to showcase its exclusivity only within the context of hybrid and electric car models in the respective marketplace. At the same time, the EU manufacturer has to pay 20% VAT on goods while exporting products from the EU to the UK (Thevatpeople.co.uk 2023). It unwillingly increases the product and logistic costs of BMW cars in the UK and to operate successfully by keeping the profit margin high, BMW chooses the premium pricing schemes. On the other hand, Ali and Anwar (2021) argued that psychological pricing allows brands to hold a long-term conversation with customers. In that case, brands launch products for sampling purposes. The moment BMW releases a new model, the entire European market tries that one first which empowers the manufacturers’ knowledge about customer acceptance and retention rate. Also, the demand for electric models in Germany is higher, which seems an advantage to BMW and thus, BMW decides to keep its price low in the German market. 
Place
BMW mainly uses a “fi-fo” principle (First-in, First-out) distribution strategy across each market that it operates. In that case, BMW appoints just a few distributors to cover a region. For instance, in the UK, BMW has 147 strong retail networks to represent its brand (Bmw.co.uk 2023). On the contrary, in its home country, Germany, BMW applies a direct-sales agency model to revamp its retail network in the digital age. It means that BMW directly invoices customers and the dealers receive a fixed fee to make a sale (Wermke and Wutzer 2022). In a way, it is a direct-distribution strategy that BMW deploys in Germany because of its benefits of distinguishing brands from competitors.
Conversely, in the UK, BMW applies a franchise strategy in the form of a market entry mode. Smith et al. (2021) argued that multinational companies that enter a foreign market via franchising mode perform low compared to those multinational firms that enter the market with an exporting strategy. BMW's market entry in the UK by following the exporting mode also did not work out well. For instance, to promote the business strongly and to make the cars’ availability easier for customers, BMW franchises its sub-brand, Mini. MINI Plant Oxford was also built in the UK so that BMW could drive a smooth production line in the country instead of being dependent on its homeland, Germany. In 2021, a crisis was seen in the production factory where Mini manufacturing was paused due to the non-availability of computer chips which was a clear indication of supply chain disruption (Jolly 2021). As a result, BMW had to face a loss in the UK market where a flexible transition and delivery of its cars were nearly impossible. 
Advantages of direct distribution strategy in Germany 
Direct distribution strategy helps BMW to deliver its cars to German consumers without any third-party intervention which empowers BMW in keeping its car prices low. 
The disadvantage of the direct distribution strategy in Germany 
The direct distribution strategy is likely to increase the warehouse maintenance cost for BMW in the future.
Advantages of franchise mode in the UK 
The franchising mode usually helps BMW to take advantage of its brand name in the UK which strengthens its competitive and value-added image. 
Disadvantages of franchise mode in the UK 
BMW lacks independence in the UK market because of restricted franchising agreements. 
Compared to the UK market, BMW’s movements in Germany are freer because recently, the brand has applied a joint venture mode by signing up a partnership with Mercedes-Benz Mobility AG (Bmwgroup.com 2023). By doing so, BMW has tried to gain a more competitive corporate reputation in the German market to run its risk-free operations whereas, for the UK, BMW has expected to retain its luxurious profile. 
Promotion 
BMW has a total reach of 54.37 million across international platforms, including the biggest audience and greatest engagements on social media sites, Instagram and YouTube. Gigi Hadid, Orlando Bloom, Clive Owen, Gary Oldman and Braden Grace are the main faces who have been promoting BMW both in the UK and German markets. Todorova and Zhelyazkov (2021) believed that an integrated communication mix comprises a range of communication tools through which a brand’s promotional contents make direct impacts on the target audience. As BMW holds a premium segment in the UK market, the brand generates the maximum sales in the respective market compared to Germany. 
Hence, BMW has developed its Omni-channel presence that the brand uses to influence UK consumers’ buying decisions where social media, PR activities, conventional marketing, celebrity endorsements and websites are prevalent. On the flip side, the brand has built The BMW Museum in Munich to directly promote its presence in Germany which the UK market does not have. By doing so, BMW aims to remain in the customer conversation for a long time. On the contrary, Cui et al. (2021) argued that consumer privacy protection is a drawback of Omnichannel marketing tactics. 
BMW has struggled with the issue mostly in the UK market. For instance, for the latest 'woke' and expletive-laden campaign, BMW had to face criticisms in the UK market where the brand was found alienating its older customers (Massy 2021). On social media platforms, BMW was accused of depressing the elder community in the country which could not have been possible if the brand had used simple content. Concerning this, it can be believed that BMW boosts the UK market sales by taking risks in launching video campaigns more whereas in Germany, BMW relies on word-of-mouth tactics. 
People 
In Germany, BMW runs its operations with 8,412 employees whereas in the UK, the brand employs around 8,000 people. In both markets, BMW drives its functions with a diverse group of people to exchange values, knowledge and respect that mainly gauge success while bringing innovation.  
Process 
In Germany, BMW delivers its cars via its VIP Delivery Centre in Wuerzburg and from BMW Welt in Munich. In the UK, BMW delivers via covered transporters free of charge.  
Physical evidence 
The difference in BMW's physical evidence between the UK and German markets could be seen in the use of languages on the websites. For the UK website, BMW uses simple English language to make it easier for British customers to know the contents. On the other hand, in Germany, BMW uses the official language, Deutsch, on its website for the same reason. 
[bookmark: _Toc141983019]Ansoff Matrix
Ansoff's matrix helps enterprises in understanding prospects for growth through market penetration, product development, market development, and diversification. Igor Ansoff, a Russian-American mathematician and business theorist, devised the matrix in his 1957 Harvard Business Review piece "Strategies for Diversification." Market penetration boosts product sales in present markets. Existing markets are the primary focus of new product development. Market development means bringing current items to new markets. Diversification encourages the development of new products for new markets. Ansoff's matrix supports firms in evaluating growth strategies and making informed decisions. Businesses can choose the most effective approach depending on their goals and resources by balancing the risks and advantages.
Product development strategy 
Concerning the four elements of the Ansoff Matrix, BMW applies the product development strategy in the German market. Tien (2019) found that product development strategies are mostly applied by brands to meet the growing demand for it among consumers in a country. In Germany, the demand for electric and hybrid models is extremely high compared to gasoline cars. Thus, at the factory in Munich, BMW develops a range of new models and tests them by allowing German customers to drive them first. Fuertes et al. (2020) argued that product development is possible if coordination is strong in the R&D department. In 2020, BMW has already decided to invest around 30 billion Euros in its R&D team in the Munich plant which shows their dedication towards strengthening coordination within the team. As a result, BMW was able to successfully design new automobile models that advertise their brand's quality in the German market.
Diversification strategy 
In the UK, BMW applies the diversification strategy where it develops marketing content to promote the new car model launches. Kalogiannidis and Mavratzas (2020) believe that a diversification strategy relies on the arrival of a brand in a new market with a new product. For BMW, the UK always seems like a new market because of the continual changes in its consumers' preferences and tastes. BMW launched its new car models in the UK and developed the market for those products by releasing strong commercial ads on offline and online platforms. That is why the marketing network BMW in the UK is higher than in the German market. 
[bookmark: _Toc141983020]Conclusion and recommendations 
Based on the study above, it is concluded that BMW has a strong presence in the host country, the UK, similar to its home country, Germany. In both countries, BMW promotes its business by launching new product lines that are difficult to unveil by rival automotive brands. From the comprehensive analysis of the 7Ps of the marketing mix, the report has deduced that in the German market, the main advantage of BMW is its manufacturing plant and direct distribution network. On the other hand, it has been also found that in the UK market, BMW has highly-professional and exclusive marketing attributes that other brands do not have. 
At the same time, Ansoff Matrix has revealed that out of the product development strategy, BMW tries to keep its marketing cost low in the German market. By doing so, it becomes possible for the brand to sell its car at a competitive price rate where customers are empowered to perceive values while buying the cars. On the contrary, in the UK market, as the competition is fierce, only product development has not been sufficient for BMW to hold a premium position. In that case, the brand puts its best efforts into developing marketing content to trigger British consumers' emotions towards purchasing a luxury car from BMW. However, BMW is required to implement the following strategies further which can solidify its presence in the UK market similar to Germany. BMW immediately built a manufacturing plant in the UK to eliminate the importing costs and VAT so that they could introduce cars at an affordable rate. By doing so, BMW can launch another segment for rural customers across the country which will be more cost-effective for them. 
In the German market, BMW must improve its Omni-channel presence where developing content to directly influence consumers' buying decisions would be easier. 

[bookmark: _Toc141971344][bookmark: _Toc141983021]
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