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[bookmark: _Toc216954460]1. Introduction
This report aims to analyze the marketing strategies of BMW, one of the world's leading luxury car brands, with a special focus on the company's activities in two distinct markets: the United Kingdom (UK) and Nigeria. This is to compare and analyze the marketing strategy of BMW in these countries, review the marketing segmentation, targeting, and positioning (STP) strategies, and the marketing mix (7Ps). Furthermore, the evaluation of the functionality of these strategies will be based on market information, and the topic of the possible ethical concerns regarding the activities of BMW in both markets will be established. A strategic recommendation on future global marketing activities of BMW will also be contained in the report.
To be able to compare between the mature, competitive automotive market and a growing, developing market, the UK and Nigeria case studies have been selected. The UK, with a well-developed car market, is impregnable due to the high demand of luxury cars because it has a tech-savvy and environmentally conscious consumer base (Moorhouse, 2020). Conversely, Nigeria is a developing market that enjoys high growth potential remaining unfinanced, and even has infrastructure problems (Ekwueme, 2018). Comparative analysis of the approaches of BMW in the two markets will facilitate the realization of how a global brand is useful to achieve flexibility of its marketing mix and positioning strategies to suit the various consumer needs and market forces.
BMW is globally considered to be a manufacturer of luxurious cars, which are a combination of performance, innovativeness, and sustainability. In the UK, BMW is positioned by aiming at high-performance car customers and electric mobility solutions to affluent customers, whereas in Nigeria, the brand is aimed at the developing affluent segment, which will focus on luxury and exclusivity (Hossain, 2025).


[bookmark: _Toc216954461]2. Brand Overview
BMW or Bayerische Motoren Werke AG is the name of one of the most recognizable luxury car manufacturers in the world (BMW Group, 2025). BMW was founded in 1916 in Munich, Germany, to gain a leading position in the luxury automotive industry, and it is known for producing vehicles with high engineering, innovative technology, and performance. The product mix of the company comprises luxury cars, motorcycles, and high-performance cars, and the Ultimate Driving Machine slogan is a representation of the confidence of the company in delivering an unmatched driving experience (Keller, 2016). BMW also embraces sustainability, as evidenced by its efforts to develop electric and hybrid cars, including the BMW i3 and the i8 (Witkowski, 2019). The company aims to minimize its carbon footprint without compromising the high performance and luxury that it is associated with. In 2025, BMW expects to add 25 electrified models to its lineup, which also demonstrates the tendency of company to make a more sustainable future and turn greener (Bode, 2020). 
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Figure 1: Logo of BMW (BMW Group, 2025)
BMW is a leading company in the high-end automobile industry in the UK. In 2023, it ranks as one of the top 3 luxury automobile brands, also ranking next to Mercedes-Benz and Audi (SMMT, 2023). The automotive industry in the UK is very competitive, and consumers need high-performing, highly technological, and even environmentally friendly cars. BMW has reacted to this request, launching electric vehicles, including the BMW i4 and iX3, which meet the growing interest of the UK in sustainability and green technologies (Moorhouse, 2020). BMW also has a great variety of models, such as compact (1 Series), luxury (7 Series), and luxury SUVs (X5). In the UK, BMW markets its brands on three dimensions, namely performance, luxury, and innovation. The brand packaging promises to be a leader in maneuvers, with an interest in sustainability, through its electric and hybrid models. 
Nigeria is one of the fastest-developing markets for luxury cars, and BMW has been positioning itself strategically to take advantage of the increase in affluence of Nigerian consumers. Despite economic instability and poor infrastructure as some of the challenges affecting the Nigerian automotive market, there is a growing demand for luxury cars, especially among the rich and the wealthy elite (Ekwueme, 2018). Nigeria has also been entered by BMW in collaboration with local distributors, including Coscharis Motors, which uses exclusive showrooms and service centers (Ogunleye, 2019). The products which are offered by BMW in Nigeria are high-end end like the 7 series, X5, which serve the luxury consumer with a taste of affluent luxury and performance. Nigeria marketing strategies of the company are based on exclusivity, status as well and personalized services. 


[bookmark: _Toc216954462]3. Comparison of the socio-cultural context of the UK and Nigeria
PESTLE analysis represents an analysis of the macro environmental factors that affect the business activities of various countries. In the case of BMW, the key to future success in marketing internationally is to be familiar with political, economic, social, technological, legal, and environmental environments both in the United Kingdom (UK) and Nigeria.
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Figure 2: PESTEL Framework (Atime, 2023)
Political Factors
UK: The political climate in the UK is also rather stable, with the established legal frameworks and the long-established traditions of the rule of law, which contribute to the investments of foreigners in such an industry as automotive production. Nonetheless, Brexit has increased the possibility of ambiguity over trade rules, direct foreign investments in the British automotive industry, which has affected the supply chains and export policies (Bailey and De Propris, 2020). Cambridge University Press & Assessment.
Nigeria: Historical political instability and lack of a consistent policy implementation in Nigeria have been a problem for the growth of domestic automotive production and industrial policy. The government has been trying to increase local assembly and production through initiatives such as the Nigerian Automotive Industry Development Plan (NAIDP), but is experiencing problems because of policy inconsistency and enforcement lapses (Atime, 2023). 
Economic Factors
UK: The UK is a high-income and well-developed financial market. The car industry is an important contributor to the GDP and exports, and it is well infrastructure-based to provide consumers with high purchasing power (Patil, 2021). Economic Constraints Economic challenges like inflation and the cost-of-living crisis may still impact the demand for high-quality cars by consumers.
Nigeria: The largest African economy is Nigeria; the country has a large yet expensive market; it is also largely an importer of used and new vehicles and automotive parts, with low production in the country (ODI Report, 2023). High importation rates and low accessibility to finance disadvantage the buying power of the majority of consumers as compared to those in developed countries.
Social Factors
UK: Consumers in the UK are becoming more environmentally aware and trendy, which leads to the demand for electric vehicles (EVs) and high-technology cars (Johnson et al, 2018). Management Journal Marketing messages and product positioning of brands such as BMW are influenced by the social value of sustainability.
Nigeria: In Nigeria, the increasing middle and young generation generates a desire to own cars and luxury brands. Nonetheless, the demand is still biased towards cheap used cars and imported brands because of the income restriction and the social perception of status and mobility (ODI Report, 2023). 
Technological Factors
UK: The UK automotive market is well-developed in technology that has high investments in electrification, connected cars, and driverless driving technologies. The industry and research institutions work together with R&D to foster innovation (Patil, 2021). ResearchGate. Moreover, it has strong online marketing and sales platforms backed by good digital infrastructure.
Nigeria: In Nigeria, there is a barrier to technological adoption through a weak EV infrastructure, unstable power distribution, and low access to modern automotive technology, restricting EV adoption and modern automotive systems (Ajao et al, 2024). 
Legal Factors
UK: The UK possesses a effective legal system that control the safety of vehicles, color regulations, and the rights of consumers. These strict rules are obligatory for the auto companies, and they determine the standards of production and marketing.
Nigeria: The legal climate in Nigeria has policies that foster the development of the automotive industry, which encompass NAIDP policies and import duty policies, although the policies are inconsiderably enforced. This has an impact on the business climate, such as consumer protection and regulatory compliance (Atime, 2023). 
Environmental Factors
UK: The UK automotive industry is also focused on the issues of environmental sustainability. The goals of net zero emissions and zero emission vehicles are driving product strategies down to EVs, especially on a national level (Johnson et al, 2018). Management Journal
Nigeria: Environmental issues are also found, but not of first priority, in Nigeria compared to economic and infrastructure problems. Prolonged use of imported fossil fuel cars causes air pollution and environmental degradation (Ajao et al, 2024). 





[bookmark: _Toc216954463]4. Comparison of BMW’s STP Strategies in the UK and Nigeria
Segmentation, targeting, and positioning (STP) are marketing instruments that can be used strategically to make multinational brands such as BMW match the services they provide in various markets. The STP strategy enables BMW to learn about the diversity of consumers and tailor its value propositions to different preferences in the developed and emerging markets. In this section, the STP strategies of BMW in the United Kingdom (UK) and Nigeria are compared using academic and industry perspectives.
[bookmark: _Toc216954464]4.1 Segmentation
UK: In the UK, BMW divides the premium automobile market based on a blend of demographic, psychographic, and behavioural dimensions. On the demographic side, the company focuses on providing its products to high-income customers, usually professionals, who have high disposable incomes and are willing to spend money on luxury products. Psychographically, it divides consumers into lifestyle segments (e.g, environmentally friendly drivers who need electric cars) and psychographic ones, such as innovation adoption and performance-based preferences (Marketing91, 2025). The UK consumer behaviour implies that people are becoming more concerned with sustainable mobility; requests to purchase electric vehicles (EVs) have increased in the UK automotive market, which impacts BMW to expand its range of EVs, including i4, iX3, and i7 series (Ajao et al, 2024). 
Nigeria: The segmentation is more geared towards socio-economic and psychographic characteristics due to the emerging auto industry. Most consumers are in the high-income elite segment, with car ownership being viewed as a status and a measurement of success (Ekwueme, 2018). In Nigeria, the level of sustainability or technology orientation is not the focus of segmentation, although social status, aspirational value, and income level are. Older, wealthier consumers might be interested in new technologies, but the wider demand is limited due to costs and low financing possibilities, as well as insufficient infrastructure to accommodate EVs (Ajao et al, 2024). 
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UK: The basic target market of BMW in the UK is made up of middle-aged (3560) and high-income earners who are after luxury, performance, technological advancement, and sustainability. High-income urban professionals and corporate fleet purchasers, who value brand prestige and state-of-the-art technology, buying their vehicles in the UK market, are also welcome (Business Model Analyst, 2025). BMW divides according to usage behaviour as well, with the repeat buyers and high loyalty customers being targeted by the relationship marketing and the personalised approach (academic research). 
Nigeria: BMW will focus on affluent people, entrepreneurs, corporate leaders, and expatriates in Nigeria who want to drive a high-end car as an indicator of their financial power and social status. These segments favor high-end SUVs and luxury sedans like the X5, 7 Series, and other flagship models that are used to show the prestige and exclusivity (Ogunleye, 2019). In contrast to the UK, in Nigeria, the target segments are not so concerned with sustainability; the key factors that influence car purchase are performance, luxury, and brand status. The net worth individuals (HNWIs) in Lagos and Abuja have a disproportionate amount of luxury vehicles, which is a manifestation of socioeconomic concentration.
[bookmark: _Toc216954466]4.3 Positioning
UK: In the UK, BMW brands itself as a luxurious performance company, which integrates engineering expertise, high quality, and efficient innovation. Its legendary slogan The Ultimate Driving Machine strengthens the performance and driving enjoyment, whereas EV marketing focuses on the green innovation in accordance with the national environmental agenda (Marketing Explainers, 2023). The positioning plan will also be based on high perceived value (e.g, high technology, high safety, sustainability), which appeals to the UK consumers who are more environmentally conscious now.
Nigeria: BMW in Nigeria also tries to position itself as a sign of luxury, prestige, and success, in many cases, depending on the local cultural experiences in which automobile possession is synonymous with social status. Marketing communication focuses on customized services, unique ownership experience, and superior after-sales service as opposed to sustainability or green innovation (Ogunleye, 2019). The brand positioning of BMW in Nigeria gives emphasis to extrinsic values such as luxury, exclusivity, and performance as opposed to intrinsic values such as environmental consciousness, which is less relevant in the local market stories.
[bookmark: _Toc216954467]4.4 Comparison: UK vs Nigeria
[bookmark: _Toc216727357]Table 1: Segmentation, Targeting, and Positioning (STP) Comparison
	STP Component
	UK
	Nigeria

	Segmentation Criteria
	Demographic (income, age); Psychographic (eco-conscious); Behavioural (tech adoption)
	Socio‑economic (high income); Psychological (status & prestige)

	Key Target Groups
	High‑income professionals; eco‑aware consumers; loyal repeat buyers
	HNWIs; corporate executives; aspirational elites

	Positioning Emphasis
	Luxury + performance + sustainability
	Luxury + status + exclusivity

	Consumer Drivers
	Performance + tech + eco‑credentials
	Prestige + social affirmation


Source: (Ajao et al, 2024)
[bookmark: _Toc216954468]5. Comparison of BMW’s Marketing Mix (7Ps) Strategies in the UK and Nigeria
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Figure 3: 7Ps of Marketing Mix (Moorhouse, 2020)
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UK: BMW offers an extensive range of vehicles whose foundation is on the various market segments. The brand products in the UK and Nigeria are adjusted to the requirements and needs of the different markets. The portfolio of products that BMW offers in the UK includes standard luxury and electric vehicles (EVs). The company has popular models including the BMW 3 Series, 5 Series, and X5, although a larger number of its models are electric-based, like the BMW iX3 and i4, following the need to have environmentally friendly cars (Moorhouse, 2020). 
Nigeria: By comparison, the products being offered in Nigeria are more inclined towards high-end and luxury cars, with the most popular being the BMW X5, 7 Series, and 5 Series. The cars are regarded as status and success symbols among the wealthy consumer base in Nigeria (Ekwueme, 2018). In Nigeria, the focus is not on sustainability, but it is on performance, luxury, and exclusivity. 


[bookmark: _Toc216727358]Table 2: BMW Model Comparison in the UK and Nigeria
	Model
	UK
	Nigeria

	BMW 3 Series
	Available (popular among middle to upper class)
	Available (mainly for high-income individuals)

	BMW 5 Series
	Available (focus on luxury and technology)
	Available (emphasis on luxury and performance)

	BMW X5
	Available (including electric model iX3)
	Available (luxury SUV)

	BMW i4/iX3
	Available (focus on electric)
	Not widely available (limited EV infrastructure)


Source: (BMW Group, 2025)
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UK: The UK pricing strategy follows the position of BMW as the premium brand in the mature and competitive market. New models are priced by the company through the skimming pricing strategy, especially those of electric and hybrid vehicles. The models, such as the BMW 3 series, are sold at around £30,000, and the more expensive models, such as those in the BMW X5, are sold over 55,000 (Moorhouse, 2020).
Nigeria: BMW's pricing strategy is quite high because of the issue of importation charges, the economy of the country, and the aspiration for luxury automobiles. The cost of such models as the BMW X5 and 7 Series may go up to over ₦30 million (or around 60,000 pounds) and is therefore only appealing to the affluent elite and businesspeople (Ogunleye, 2019). A financing option exists, albeit the fact that the high import taxes and infrastructure issues render the BMW vehicles less affordable to the larger population. 
[bookmark: _Toc216727359]Table 3: BMW Price Comparison in the UK and Nigeria
	Model
	Price in UK
	Price in Nigeria

	BMW 3 Series

	£30,000+
	₦15 million+ (approx £30,000)

	BMW X5

	£55,000+
	₦30 million+ (approx £60,000)

	BMW 7 Series

	£75,000+
	₦45 million+ (approx £90,000)


Source: (Focus2move, 2023)
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UK: The UK distribution strategy of BMW depends on a large network of authorized dealerships, both online and offline. BMW UK is adequately represented with showrooms in the country, including major metropolitan areas. The company is also capitalizing on online sales through digital channels, which provide a streamlined purchasing experience to consumers who want to buy cars from the comfort of their homes, especially when they are on lockdown due to the COVID-19 pandemic (Moorhouse, 2020).
Nigeria: The distribution of BMW is more localized, and the number of exclusive dealerships is less, mainly in such large cities as Lagos and Abuja. The brand is based on the relationships with the local distributors, like Coscharis Motors, to guarantee a high level of customer experience. BMW Nigeria is another company that pays attention to after-sales services, such as personalized maintenance and repair, in order to address the luxury market (Ogunleye, 2019). 
[bookmark: _Toc216954472]5.4 Promotion
UK: The new strategies of BMW advertising in the UK are based on the idea of digital advertising, which uses social media, including Instagram, Facebook, and YouTube, to reach tech-sensitive and environmentally-conscious buyers (Bode, 2020). The brand also spends on traditional media like television and print advertisements, but digital marketing is playing an important role in reaching the younger and wealthier segment. Promotions by BMW constantly focus on its desire to be sustainable, promote electric cars, and the performance of the cars.
Nigeria: Promotional activities of BMW in Nigeria tend to be more conservative, as they are determined by prestige and exclusiveness. The advertisements usually run in high-end magazines, on billboards around the affluent areas, and even in sponsoring events that the elite participate in. PR campaigns are aimed at supporting the outlook on BMW as a symbol of success and prestige (Ogunleye, 2019).  

[bookmark: _Toc216954473]5.5 People
UK: BMW has been keen on training its sales staff to become product knowledge, customer engagement, and after-sales service experts in the UK. One of the brand customer service strategies is focused on providing customer-oriented experiences to various consumers, and the sales personnel are trained to address the needs of the broad consumer markets, such as consumers who are environmentally minded, consumers in high-end and performance-driven segments.
Nigeria: At BMW, the salespeople in Nigeria are groomed to be highly personalized service providers, exclusive service as Nigerian market in luxury cars is very demanding. The Nigerian customer service also lays more emphasis on the after sales services to customers, like customizing their cars, maintenance services, and also the concierge services. BMW dealers in Nigeria provide a more personalized customer experience that can accept the demands of the rich customers in Nigeria (Ekwueme, 2018).
[bookmark: _Toc216954474]5.6 Process
UK: BMW operations in the UK are very well streamlined with efficient processes of manufacturing, distributing, and servicing its vehicles. Another aspect of the brand that is heavily emphasized is after-sales services such as maintenance and vehicle servicing, which are part of the customer satisfaction and loyalty services.
Nigeria: The business of BMW is more centred on the importation of vehicles and the opening of exclusive service centres in major cities in Nigeria. The operations process entails addressing the issues of the complexity of the Nigerian market, such as high import duties, unstable exchange rates, and localized customer service strategies.
[bookmark: _Toc216954475]5.7 Physical Evidence
UK: The UK showrooms at BMW are meant to portray the luxury brand image of the company with clean and modern designs and focus on the customer experience. The physical store experience is aimed at demonstrating the technology of the brand, its sustainability, and performance attributes. BMW UK also provides online client access to design and tailor their cars over the net, and visit the showroom.
Nigeria: The showrooms of BMW are also luxurious in Nigeria, and there is a focus on exclusivity and prestige. The design of the showroom tends to have luxurious finishes and customized areas where consultation is done. In-store branding signifies the status of the brand, and BMW attaches a lot of importance to the luxury experience (Ogunleye, 2019).
[bookmark: _Toc216954476]6. Evaluation of BMW’s Marketing Strategy Performance in the UK and Nigeria
This segment appraises the way the marketing strategies employed by BMW have been converted into quantifiable performance in the United Kingdom (UK) and Nigeria, in terms of sales, market share, social interaction, brand recognition, customer loyalty, and satisfaction.
United Kingdom (UK):
BMW has developed good sales in the UK high-end market. In 2024, BMW Group UK recorded combined registrations of 172,240 vehicles of BMW and MINI, including 125,265 BMW brand vehicles, which is a 12% year-on-year increase and a 22.6% market share in the premium automotive market in the UK (BMW Group, 2025). More than 26.9 percent of these registrations were fully electric vehicles (BEVs), which indicates a serious change in the direction of electrified mobility in the UK market (BMW Group press release data). The adoption of the BEV models (i4, iX1, iX2, and plug-in hybrid models of the 3 Series) has seen BMW grow in the UK market, which shows that customers are highly accepting of the electrified models. Within the high-end BEV market, BMW achieved a 20.4% market share in the total number of premium BEVs registered in the UK, which shows the company is competing with its competitors, such as Audi and Mercedes-Benz (BMW Group, 2025).
In the United Kingdom, BMW is promoted with an emphasis on digital interactions, sustainability, and electric mobility. The high increase in BEV registrations means that there is a high brand resonance with the eco-conscious consumers who desire high-quality electric mobility. UK consumers are highly brand loyal, especially to electrified models, and performance sub brands like BMW M have been growing in terms of registrations of performance models in terms of increase in performance models with the M2 (101 percent in particular markets) (Business Model Analyst, 2025). Premium brand surveys on customer satisfaction in the UK have frequently referred to BMW in terms of driving dynamics and advanced technology, and after-sales services, which are part of the reasons why the loyalty measures in the UK premium market are high. The adoption of BEVs and tech-rich models indicates that they are well received by consumers.
Nigeria:
Scholarly sources have little accurate, BMW-specific annual sales or market share data in Nigeria. The larger Nigerian auto market is comparably small and is filled with used cars, with the sale of new cars recorded to be in the tens of thousands per year, and the luxury brands taking a small percentage of the total market volume (Focus2move data estimates of 13,320 total vehicles sold in 2023, an increase of 23.5 per cent year on year) (BMW Group, 2025). In this context, the position of BMW in the luxury segment is low in comparison with conventional brands, but still worthy of attention in the group of high-income consumers who wish to acquire luxurious cars. According to industry reports, the Nigerian new car market experienced rather low growth in 2021, but the market volumes are still low for the most populated country in Africa (Focus2move, 2025).
Brand awareness amongst the luxury car consumers among affluent buyers in Nigeria is still high, as luxury cars are associated with aspirations. Nonetheless, social media and online interaction indicators tied to BMW Nigeria are not as common in academic literature. General luxury brand research suggests that the interaction through digital media will have the potential to create brand awareness and brand loyalty, yet the infrastructure and online automotive purchasing behaviour are only current in the Nigerian scenario (Ajao et al, 2024). In Nigeria, exclusivity, quality of services offered at dealerships, and after-sales services, particularly in models of high-end, determine customer satisfaction. Although there are no particular customer satisfaction indices of BMW in Nigeria, according to industry reports, luxury car owners in Nigeria attach great importance to brand prestige and the custom-made service.


[bookmark: _Toc216727360]Table 4: Performance Comparison: BMW's Success in the UK vs Nigeria
	Performance Dimension
	UK
	Nigeria

	Market size
	Large premium segment with significant BEV growth 
	Small overall new vehicle market; luxury niche

	Sales growth
	Strong growth & segment leadership 
	Modest growth in new vehicle sales 

	Market share
	22.6% premium segment
	Low overall share, focused on high-income niche 

	Engagement
	High digital & EV interest
	Emerging digital influence (infrastructure constraints) 

	Customer loyalty
	High for tech & EV models
	High for status & luxury segments


Source: (BMW Group, 2025)
[bookmark: _Toc216954477]7. Evaluation of Marketing Ethics in the UK and Nigeria
UK: BMW is a luxury car company that is operating in various parts of the globe and is enjoying a strong presence in its home market, but is facing grave ethical issues in its marketing processes, particularly in the field of sustainability claims, advertising, and consumer protection (Luchs et al, 2010). The biggest problem is so-called greenwashing, where companies exaggerate their environmental messages to capture consumers who are conscious of the environment. Although BMW has made a move to produce electric and hybrid automobiles, such as the i3 and other iX3 models, critics argue that the company is exaggerating certain of its sustainability messages, particularly regarding juxtaposing the environmental performance of electric vehicles (EVs) with other conventional automobiles that have gasoline engines (Furlow, 2020). BMW marketing in the UK is subject to a very strict regulatory structure that protects the consumers and the environment. The Advertising Standards Agency (ASA) has stringent regulations regarding advertisement claims that a brand should give precise and accurate information concerning its products. BMW must prove the assertions regarding the emission, fuel consumption, and performance of vehicles, and otherwise will face fines and advertising prohibition (Bode, 2020). 
BMW has gone a notch higher in improving its CSR efforts in various parts of the world by emphasizing environmental sustainability, community growth, and ethical sourcing. BMW is also concerned about sustainability in the UK, as its electric vehicles are produced or the company invests in the minimization of the CO 2 emissions during its production (BMW Group, 2020). BMW is also patronizing other community programs, such as education and innovation in green technology.
Nigeria: This ethical problem in Nigeria is further compounded by the fact that the regulatory provisions and consumer protection laws are not as effective as they are in other countries. Although BMW is positioned as a high-quality and sustainable brand in the UK, luxury and status become prominent in Nigeria and tend to override the environmental aspects (Walker & Wan, 2012). Because of it, the marketing of BMW in Nigeria can be interpreted as a desire to achieve material success instead of a brand that prioritizes environmental sustainability (Ogunleye, 2019). This gap creates ethical issues regarding the perception of sustainability in BMW's arguments in different markets. The advertising regulation is, on the other hand, weaker in Nigeria, and consumer protection laws are fewer. Advertising Regulatory Council of Nigeria (ARCON) has tried to deal with ethical marketing standards, but their application is not implemented consistently (Sambo & Idi, 2025). This poses a problem for BMW in selling products that are more focused on luxury or technological advancement, since it might not undergo scrutiny compared to the UK (Ogunleye, 2019). 
Other priorities that should be looked upon by the CSR approach in Nigeria are the economic development of the country, the generation of local jobs, and the infrastructure in the country. Included in the CSR programs of BMW in Nigeria can be the training of both the local and community-based programs to enable road safety and environmental awareness (Ajao et al, 2024). Even though the company has been interested in corporate social responsibility, it must be localized to local needs and issues, including poverty, education, and clean energy availability (Ekwueme, 2018).
[bookmark: _Toc216954478]8. Recommendations & Conclusion
[bookmark: _Toc216954479]8.1 Recommendation
The BMW company needs to work on transparency, ethical advertising, and contact with the local community to enhance its marketing approaches in the UK and Nigeria. BMW needs to reinforce its environmental marketing rhetoric in the UK by having its sustainability practices validated by a third party (Hossain, 2025). Publicity of the lifecycle emissions of its vehicles would not only be able to fulfill the regulatory expectations but also establish consumer confidence. The brand ought also to improve on its activities of reaching out to the environmentally-conscious consumers by providing educational materials on the environmental advantages of electric vehicles (EVs), a move that will solidify its position in the EV market (Bode, 2020).
BMW needs to change its marketing channel to the aspirational element of possessing the luxury car in Nigeria that attaches importance to possessing a status symbol and performance, but must be sensitive to ethical marketing. The company ought to invest in enlightening the Nigerian consumers on the advantages of sustainable mobility as the government initiates the push towards cleaner air and green technologies (Ogunleye, 2019). 
Suggestions for New Opportunities or Adjustments in the Marketing Mix
Product: BMW can increase its electric cars in the UK to satisfy the increasing demand of consumers who want to purchase electric vehicles. Providing cheaper entry-level electric cars, including an electric variant of the BMW 3 Series, will enable BMW to win a bigger portion of the electric vehicle market (Moorhouse, 2020). Doing business in Nigeria, BMW must target luxury SUVs and premium sedans with a certain emphasis on customization options, which will be in line with the local preferences.
Price: Within the UK, BMW must establish more lenient prices and payment choices among young drivers who want electric cars. This may involve leasing agreements or long-term payment arrangements that will make EVs cheaper. The pricing model of BMW should also be premium in Nigeria; however, the company should consider the possibility of local manufacturing or assembling in order to decrease the importation charges and make the vehicle more affordable to Nigerians (Ekwueme, 2018).
Place: BMW in the UK still needs to decide to develop more digital platforms in its sales strategy, which should include online consultations and online showrooms to attract younger and more technologically advanced customers. BMW is advised to increase its dealerships in the secondary cities in Nigeria and invest in after-sales services to make sure that customers can access maintenance and repairs (Ogunleye, 2019).
Promotion: BMW needs to make sure that its sustainability initiatives are visible in both markets and backed by the certifications of third parties. Digital advertising, influencer partnerships, and content marketing of the BMW sustainability journey will appeal to the environmentally friendly consumer in the UK. Promotional efforts in Nigeria must incorporate event sponsorship and VIP experience, where a premium brand, BMW, will be placed, and more digital marketing efforts ought to be incorporated in order to appeal to younger consumers.
Long-term Strategies for Adapting to Changes in Socio-cultural or Economic Environments
BMW, in its long-term strategies, must consider tracking changes in the socio-cultural trends, especially concerning environmental sustainability and economic growth of the developing markets. BMW should also persist in electric mobility and sustainable automotive technology in the UK. The company must work on the localization strategy in Nigeria, which involves affordable financing of luxury cars, more CSRs, and sustainable development programs. BMW can also engage the local governments and the nongovernmental organizations as working partners to ensure the establishment of EV infrastructure, which would play a significant role in the future uptake of EVs in Nigeria (Ekwueme, 2018).


[bookmark: _Toc216954480]8.2 Conclusion 
The BMW Company confronts various ethical marketing issues in the UK and Nigeria due to dissimilar expectations of the consumers, legal systems, and environmental consciousness rates. BMW should not compromise on the issue of sustainability and transparency in the UK because the consumers and government regulations are very high. In Nigeria, the emphasis should be on luxury, exclusivity, performance, and other issues that deal with ethical aspects, including greenwashing and improving consumer education on sustainability. In order to be successful in both markets, BMW should keep on modifying its marketing to suit the respective socio-cultural situations such that its product, pricing, promotion, and distribution channels resonate with local consumer needs and values. Honest communication, fair advertising, and localized programs on CSR will improve the brand image of BMW and increase consumer loyalty in both markets. These recommendations will ensure that BMW continues to lead the automotive industry in the world, as well as promote long-term expansion in various markets.
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