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[bookmark: _Toc70620692]Introduction
BMW, Bayerische Motoren Werke AG, is a German automaker known globally to manufacture quality luxury vehicles. It originated as Bayerische Flugzeug-Werke in 1916, focusing on the production of aircraft engines. Its headquarters are located in Munich, Germany. Since joining the automobile business in 1928, the company has established itself as a competitive global brand. Presently, BMW Group is a leading premium manufacturer of automobiles and motorcycles. BMW also provides premium mobility and financial services worldwide. BMW Group's top brands include BMW, MINI, and Rolls-Royce. BMW's vision is to become the world's leading provider of premium products and services for individual mobility. The purpose of this report is to compare and contrast BMW's marketing strategies in the US and China, focusing on segmentation, target marketing, positioning, 4Ps of marketing, and directional development. 
[bookmark: _Toc70620693]BMW Group's Sales Overview the US vs. China
BMW has been selling high-end luxury cars in the United States since 1956. The products currently in the US market include Sedans, SUVs, sports cars, and hybrid cars. BMW also sells electric cars in the US market. The sales of BMW products in the US have been increasing since the 2000s. According to Cain (2021), the increase in sales is linked with the improving portfolio and the implementation of the niche model. 
Table 1 below shows BMW sales from 2017 to 2021 in the US market 
	[bookmark: _Hlk70530224]
	2017
	2018
	2019
	2020
	2021 March 

	Sales 
	305, 685
	311,014
	324,825
	280,297
	71,480


(Cain, 2021)

Table 2 shows BMW sales from 2017 to 2021 in China 
	
	2017
	2018
	2019
	2020
	2021 March 

	Sales 
	384, 849
	465,044
	544,500
	611,981
	-


(Bart, 2021)
Based on the above statistics, BMW sales have been growing faster in China compared to the US market. For instance, the company made a total sale of 324 827 in the US in 2019 and 544,500 in the Chinese market. In 2020, US sales reduced to 280,297 while it increased to 611,981 in China. 
[bookmark: _Toc70620694]STP Similarities and Differences
[bookmark: _Hlk70528892]BWM is a successful global brand because of its segmentation, target marketing, and positioning (STP) strategy. The company follows a six-step process in conducting its STP in the US and China. The first step is to identify segmentation variables (Dolnicar, Grün, and Leisch, 2018). The company segments the market based on variables like region, density, age, gender, and other demographics. For instance, in both countries, the company targets urban and rural areas. The high-end luxurious vehicles primarily target the affluent members of the society who mostly reside in urban areas. BMW established its China's headquarters in Beijing because it's a highly populated and accessible city. As a result, customers, especially those interested in high-end cars, can access the city easily. 
The second strategy is to develop profiles leading to segments. Once the company has entered into a new market, it has to develop profiles based on the customer needs. For instance, the company realized that the needs of the customers residing in rural areas vary from those residing in urban areas (Jiang, 2018). The needs of customers also vary based on demographics such as age and gender. A review of the profiles enables the company to identify the best segments to focus on to win more customers and make more sales. 
The third step in STP marketing is to evaluate the attractiveness of each segment identified. Customers have varied needs, which affects their tastes and preferences. For instance, the needs of younger customers vary from the needs of the elderly customers. Customers residing in one region may have varied tastes and preferences from those residing in different regions (Dolnicar, Grün, and Leisch, 2018). Once the company has established the profiles, it is recommended to identify the attractive and less attractive segments. The objective is to focus on the segments that yield more sales and profits. BMW brand appeals to customers residing in both rural and urban areas. However, the MINI and Rolls Royce brands mainly target customers located in urban areas. Therefore, by profiling evaluating each segment, BMW is better positioned to meet the customers' unique needs. 
The fourth step of developing an STP strategy is to select the target segments and strategy to use. Based on the unique needs of each segment, the company must implement a strategy that works for each segment. For instance, if the company segments customers based on income, the pricing strategy must merge (Jiang, 2018). Based on the income segmentation, BMW uses a high pricing strategy in both US and Chinese markets. According to the company, the high pricing strategy is linked to the premium quality and customer experience associated with the brand. 
The fifth step in developing an STP is to identify the positioning concepts for each target market. One of the main positioning concepts used by BMW in both US and the Chinese market is the design. The company continues to spend enormous resources in its research and development initiatives to ensure that customers get the best brand. The investment in research and development also leads to the development of unique and innovative brands in the market (Dolnicar, Grün, and Leisch, 2018). The positioning concepts enable BMW to win the target market and outshine competitors. Thus, BMW should continue improving its positioning concepts to win more customers in its target markets in the US and China. 
The last step in BMW's STP development strategy is to select and communicate the selected positioning concept. Customers will not understand the positioning concept without the company's communication. BMW utilizes its promotional strategies such as adverts and public relations activities to communicate its positioning concept in each target market. For instance, by using sports tournaments in the Chinese market, the company communicates its commitment to developing high-end sports cars (Jiang, 2018). BMW management in China and the US should continue improving the positioning concepts utilized in each target market. For example, when targeting customers based on income, the premium quality and customer experience concepts should be emphasized. The objective is to ensure that customers understand the variation in the prices of different models and brands. 
[bookmark: _Toc70620695]4P's Similarities and Differences
[bookmark: _Toc70620696]Product 
BMW announced its plans to produce new cars in the Chinese market in 2017. The company realized that the needs of the Chinese consumers vary depending on various factors. For instance, the needs vary depending on the income and mobility needs of the consumers. As a result, the company initiated plans to update the existing models while producing new models. BMW also announced its plans to shift from rear-drive to focus more on economic vehicles (Jiang, 2018). The economic models are more affordable for the consumers and can share parts with other models, including MINI. Besides, the company publicized its plans in 2020 of not focusing attention on the production of electric vehicles. The management considered that hybrid and plug-in hybrid models are still vital in its product line. 
BWM has released several models since 2017, including SUV X7, iX3, and other series (Jiang, 2018). These models have successfully entered the Chinese market. The objective of producing new models and different models is to meet the fast-changing needs of the consumers in this unique market. For instance, the low-income earners in China deserve premium vehicles and mobility services (BMW Group, 2020). However, most of them cannot afford high-end BMW automobiles and motorcycles due to their financial limitations. As a result, by producing economic models, the company meets the needs of such consumers. 
BMW Group releases new models and updates in both US and Chinese markets. The objective of new models is to win new customers by offering a unique value and experience (Banks, 2019). New models are also targeted at different segments. For instance, new models target customers based on gender, income, and other factors. BMW should continue producing new models and updating others to win customers from different segments. 
[bookmark: _Toc70620697]Price 
BMW sells its high-end luxury vehicles at high prices. According to the company, the high pricing strategy has made the BMW brand value endure globally. The high pricing strategy is due to the company's focus on producing luxury and premium vehicles. In China, the prices of BMW cars are considerably higher than the competitors' (Jiang, 2018). Over the years, the company has focused on investing more resources in producing high-end luxury cars. The high cost is linked to the premium quality, design, and product materials used. For instance, the company hires competent professionals to design luxurious and quality cars. As a result, to meet the cost incurred, the vehicles must be sold at premium prices. 
BMW has a pricing strategy based on the different models available. According to Jiang (2018), the BMW one series entry sedan was priced between 270,000 to 370 000 Yuan. The higher-level three series were priced above 350,000 Yuan. According to Jiang (2018), there are several factors considered when pricing BMW products. The key factors include the content of the product, market competition, and added value (Jiang, 2018). For instance, the new models with added value cost more than the previous models. Besides, BMW considers the rivals' prices, including Audi, Mercedes Benz, Volvo, and Lexus. Despite using high pricing to contain competitors, the strategy also enables the company to optimize profitability. 
The pricing strategy is similar in both US and Chinese markets. According to the company, durable and high-performing high-end vehicles must be sold at a high price targeting the appropriate market. Any consumer concerned with quality high-end cars will go for a known brand regardless of the region (Jiang, 2018). Therefore, BMW Group should continue exploiting better ways of winning more clients through competitive pricing. 
[bookmark: _Toc70620698]Promotion
The company has adopted unique promotional strategies to market its products and services in China. The company understands the power of media in marketing products and services. As a result, the company maximizes the available media platforms to advertise. In China, BMW uses various media platforms, including Television, magazines, newspapers, and others (Jiang, 2018). The adverts focus on publicizing BMW as a luxurious car and the unique experience associated with the brand. The adverts include the description of the model or series, the concept design, and safety details. Promotional content also includes the comfort and after-sales services to customers. 
[bookmark: _Hlk70501694]Apart from using the available media platforms, the company also capitalizes on relations activities to promote its products and services in China. For instance, the company has previously held several appreciation tours and Golf Gold Cup events in China (Jiang, 2018). The company uses tournaments and other public relations activities to communicate with its target consumers. For instance, through tournaments, BMW has a better opportunity to communicate with consumers who love sports. The company holds press conferences regularly, involving customer representatives, automobile experts, and BMW executives. The team uses the opportunity to promote BMW products and services and answer customer questions. BMW uses public relations activities for marketing its products and services in both US and China. The objective is to meet more potential customers and convince them to purchase luxurious high-end competitors. 
[bookmark: _Toc70620699]Place 
The headquarters of BMW in China are located in Beijing. Beijing is also the headquarters of the Asian market. The highly developed and populated city in China enables BMW Group to access the Chinese market better. As the capital of China, Beijing is a business hub and home and host to several global brands (BMW Group, 2020). BMW also choose this city because of its vibrant culture, unique foods, and multiple heritage sites, which attract local and international tourists (BMW Group, 2020). As a home to major shopping malls, the city is attractive and full of potential customers. By positioning its business in Beijing, BMW is accessible to millions of consumers. The city also enables the company to target customers interested in premium luxurious cars effectively. 
[bookmark: _Toc70620700]Direction Development Similarities and Differences
BMW has six major development directions in China and the United States. The first development is design and branding aimed at enhancing its competitiveness in the market. However, the unique brand has been under criticism. According to Burn (2021), BMW introduced the new 4 Series coupe in 2020. The new design was criticized online mainly because of the front kidney grilles. According to the head of BMW design, the company must stand out to reach some customers. However, designs will not please all potential customers (Burn, 2021). The company invests a lot of resources to incorporate the unique tastes and preferences of potential customers. Despite the increased online criticisms, the company is confident that it will not rethink its design process. The design process applies in both Chinese and the US markets. 
The other key elements of BMW's development direction include product layout, research and development (R&D), consumer experience, and profitability. The company continues to invest a lot of resources in research and development in the US and China. According to the company, investing in research and development is the best strategy to enhance innovative and technologically advanced products and services (Jiang, 2018). Through innovative and unique designs, BMW has established itself as the leading manufacturer of premium luxurious cars in the US and China. The investment in R&D has also played a critical role in enabling BMW to diversify its product portfolio in both US and Chinese markets (Banks, 2019). For instance, the company currently manufactures and sells different models, including SUVs, luxury sedans, and sports cars, in both countries. The diversified product portfolio ensures that the products meet the different needs of consumers. Therefore, BMW should continue investing in research and development to enhance the development of innovative cars leading to more profits in China and the US. 
[bookmark: _Toc70620701]SWOT Analysis linked to Marketing Strategies
Strengths 
One of the primary strengths of BMW Group is high-quality products and services. The company has positioned itself strategically in the global market as a manufacturer of high-quality luxury cars and motorcycles. BMW has gained a massive reputation because of this commitment to quality. The design and production are designed to deliver durable and high-performing high-end vehicles in the market. All the models are engineered perfectly to enhance customer experience. As a result, the quality of the products and services makes it easy to market the company in both US and Chinese markets. The management of BMW Group should continue improving the current processes through innovation to ensure that the quality of products and services are enhanced. 
Secondly, BMW Group has gained a massive reputation in domestic and global markets. The purchasing decisions of high-end car consumers greatly rely on the reputation of the brand. The robust brand image continues to attract new customers while maintaining loyal ones across the world. As a global brand, the company finds it easy to penetrate different markets (Jiang, 2018). The strong reputation in the worldwide market plays an essential role in enhancing BMW's competitiveness in the US and Chinese markets. Customers in both countries like to be associated with a global brand, a track record in the design and manufacture of high-end machines. 
Thirdly, BMW Group enjoys a robust global sales network. Currently, the firm operates plants and assembly facilities located in more than 140 countries. The global sales network plays a crucial role in shaping the success of the company in different markets (Taylor, 2018). The international operations bring BMW products and services closer to the target markets. As a result, more customers can make direct purchases from stores. The company should continue investing more resources in advancing its sales network to outshine competitors. 
Furthermore, the BMW Group has invested heavily in research and development (R&D). According to Taylor (2018), BMW announced plans to increase spending on R&D to $8.6 billion in 2018. The increase was part of efforts to produce electric models by 2025. The management emphasized that investment in R&D will continue rising to ensure that new models of electric cars are produced within the projected timeframe (Taylor, 2018). The company also clarified that this move was in response to the increasing demand for luxurious cars globally. The demand for luxury cars continues to grow in the US and Chinese markets. BMW Group must continue investing a lot of resources in R&D to ensure that the best strategies are implemented to succeed in the competitive markets. 
Weaknesses 
BMW Group also has various weaknesses like any other company. One of the main weaknesses is controversial product recalls. In 2017, BMW announced a recall of more than 700,000 cars in North America (BBC, 2017). According to the company, the recall was made because of two main reasons. The first recall affected BMW 3 series models between 2006 and 2011 (BBC, 2017). The company stated that the models contained wiring problems that could lead to overheating. The second recall was triggered by a faulty valve heater affecting models between 2007 and 2011 (BBC, 2017). Though the company stated that replacement is free, such recalls are controversial and can hurt the brand's image. Most of the cars were sold in the US. However, the company did not clarify whether the recalls affected cars in other regions. The controversial recalls can adversely affect the company's marketing efforts. For instance, customers may choose competitors like Audi and Mercedez Benz to fear such faults. Therefore, the company should continue improving its manufacturing processes to avoid costly and controversial product recalls. 
BMW Group's product portfolio is limited. Currently, BMW operates three brands: BMW, MINI, and Rolls-Royce (Banks, 2019). Some leading automakers like Volkswagen own more brands. A broad product portfolio enables a company to differentiate itself better and access more markets. BMW Group needs to consider assessing the effectiveness of the three brands to identify opportunities for differentiation. 
Opportunities 
Apart from the US and China, BMW Group has the opportunity to focus on emerging markets. The US and the Chinese markets are established. As a result, such markets are concentrated with companies offering the same or complementary products and services. For instance, in the United States, BMW competes with top brands including, Mercedes-Benz, Daimler, Honda, Audi, Toyota, and Volkswagen. The top brands have established their presence in the Chinese market. Due to the stiffness of the competition, companies must offer the best value to gain a competitive edge in the market (Banks, 2019). Emerging markets present an opportunity for BMW to target and win new customers in less competitive markets. Therefore, despite concentrating efforts on the established markets, BMW should continue exploiting opportunities in emerging markets worldwide. 
BMW Group also has the opportunity to exploit the growing market for autonomous cars. Presently, the market for self-driving cars is increasing because of the demand (Jolly, 2019). Most customers around the world have realized the significance of self-driving vehicles over manual cars. Countries are continuing to improve their infrastructure to support self-driving vehicles (Jolly, 2019). Self-driving cars are eco-friendly, cost-effective, and reduces car crashes. Autonomous cars also have the potential to enhance the flow of traffic in cities. The company should take advantage of the increasing demand to win customers beyond the US and Chinese markets. 
Threats 
The rising manufacturing cost is one of the threats faced by BMW Group today. In 2019, the company announced that the drop in earnings was linked to the cost of manufacturing. BMW Group must continue strategizing on how to minimize these costs to avoid more losses (Autovista, 2020). For instance, the cost of manufacturing varies from one country to another. The cost of manufacturing is determined by factors such as the cost of labor and raw materials. The cost of labor is cheaper in China than in the United States. The company should maximize the low cost of labor to produce more products in the Chinese market. The revenue generated in such markets should be spent on marketing and other initiatives to enhance competitiveness. 
The company also suffered the effects of the COVID-19 pandemic. According to a statement issued in 2020, the company prioritized the health of the employees and its responsibility to society from the onset of the pandemic (Autovista Group, 2020). The company created a corona competence team to implement effective strategies to navigate through the pandemic. Before the pandemic, the company anticipated that its earning would significantly rise. For instance, in the first three months of 2019, the sales dropped by approximately 20.6% (Autovista, 2020). The sales continue to decline through the year because of the effects of the pandemic on consumers and business operations. Therefore, the company should continue implementing effective strategies to recover from the pandemic. 


[bookmark: _Toc70620702]Automobiles Market Statistics
[bookmark: _Hlk70619059]According to Wagner (2021), China was the led in the sales of BMW in 2020. China accounted for approximately 33.5% of the sales of BMW, Rolls-Royce, and MINI. The Chinese customers purchased nearly 778,700 of these brands in 2020. On the contrary, the United States markets accounted for approximately 13.2% of sales in the same year. According to Wagner (2021), the sales of BMW in the United States have been declining since 2014. For instance, the sales of MINI declined by 33.2% in 2019. 
Figure 1 below shows the sales of BMW brands in China, the US, and other markets in 2020. 
 [image: ]
(Wagner, 2021)
Based on the above sales statistics, the marketing strategies implemented by BMW seem to be working better than the US market. However, the performance is a result of various factors. For instance, the high population in China is contributing to the increased demand for luxury vehicles. The increasing demand for eco-friendly cars is also contributing to the increased sales. Regardless of the market forces, BMW needs to refine its marketing strategies to improve its performance in both markets (Smith, 2018). The company needs to assess the factors contributing to the decline in sales in the US market and address them immediately. The company must also address the current weaknesses, including controversial product recalls, to attract new customers and maintain loyal ones (Burn, 2021). Implementing effective marketing strategies will play an essential role in enhancing BMW's performance in the United States and China, and globally. 
[bookmark: _Toc70620703]Porter's Five Forces of the Automotive Industry (China vs. the US)
An analysis of Michael Porter's five forces of the Chinese vs. United States automotive industry reveals a lot about BMW's performance in both countries. The first force to consider is the bargaining power of the buyers. The bargaining power of consumers plays a crucial role in shaping consumption in every industry. The power of the consumers plays an essential role in shaping the prices of products and services in all sectors. According to Smith (2018), some of the leading factors that increase consumers' bargaining power include competition and market differentiation. For instance, the bargaining power of consumers is high when many competitors are competing in the market. 
According to Smith (2018), the bargaining power of buyers in the Chinese market is high. The Chinese dominate the automobile industry for various reasons. Some of these reasons include the high population and the availability of many automaker brands. BWM is not the only seller of automobiles in China. In 2016, there were more than 130 passenger car brands in China (Smith, 2018). The number of brands is expected to have gradually grown over the years. The availability of Chinese and foreign manufactures will continue increasing the power of buyers in the Chinese automobile industry. As a result, BMW must continue developing and implement effective marketing strategies to succeed in this market. 
Similarly, the bargaining power of buyers is high in the American auto industry. Presently, several brands are selling different models of automobiles in the United States. The leading car brands in the US include Ford Motor, Toyota, and General Motors (Sewell, 2018). The availability of different brands plays a crucial role in increasing the bargaining power of the buyers. The customer chooses a brand to purchase by considering many factors, including the price, durability, and customer experience. BMW should position itself in the market as the leading automaker by focusing on satisfying the unique needs of different consumers. As a result, just like the Chinese market, BMW should invest more in marketing and other initiatives to improve its brand. 
The second force is the threat of new entrants. New entrants have the potential of influencing the performance of the existing companies in the automotive industry. Presently, the threat of new entrants is high in China. The local brands, foreign brands, and sub-brands add to the increasing threat of new entrants in this market (Smith, 2018). One of the main reasons contributing to the increase is the shifting concern towards eco-friendly vehicles. According to Smith (2018), China projects to manufacture more than 35 million by 2025. New energy vehicles will account for approximately 20% of these vehicles. Customers are developing a liking for autonomous cars because of the potential to address environmental concerns. 
On the contrary, the threat of new entrants is relatively low in the US automotive industry. According to Sewell (2018), new entrants face challenges to succeed and gain popularity in the US market for various reasons. Some of the leading causes include government regulations and high capital requirements. The US government continues to develop and implement various regulations to address the challenge of climate change (Sewell, 2018). Manufacturers need to spend a lot of resources to ensure that their products meet these regulations. A manufacturer also needs sufficient capital to establish facilities and sales networks in the US market. Therefore, this has an impact on BMW's marketing strategies in the US market. 
The third force is the bargaining power of suppliers. The bargaining power of suppliers is determined by several factors, including the demand for the specific products and services they offer. The bargaining power of suppliers is also determined by the cost of switching and product quality (Smith, 2018). The Chinese automotive industry is dominated by various suppliers of car parts and fuels. In Changchun alone, there are approximately 26 vehicle manufacturers and more than 400 auto parts suppliers (Smith, 2018). Due to the availability of many suppliers competing, the bargaining power is relatively low. 
The bargaining power of suppliers in the US automotive industry is also low. The suppliers are more than the firms manufacturing and selling different models of vehicles. As well, suppliers supply different parts (Sewell, 2018). As a result, suppliers have limited power to sway prices in this industry. BMW should take advantage of the low bargaining power of suppliers in both markets to outshine competitors. The company should choose the best suppliers offering quality products and services at a lower cost. More funds should be channeled on other initiatives to gain a competitive edge in the market, including promotional activities. 
The fourth force is the threat of substitute products and services. The threat of substitutes has an impact on the profitability of the automotive industry. The threat of substitute products is moderate in the Chinese automotive industry (Smith, 2018). Consumers who cannot afford luxury vehicles can take advantage of mass transit and vehicles to move from one location to another. Electric bikes are cheaper and convenient for the majority of consumers (Smith, 2018). The availability of these substitutes affects the sales of BMW products in the market. However, the effect is moderate because the substitutes cannot fully complement the quality and experience associated with BMW products. 
On the other hand, the threat of substitutes is relatively high in the US automotive industry. Before purchasing a new car, American consumers consider purchasing used ones. As well, some consumers might prefer public transportation to save (Sewell, 2018). As a result, the availability of such substitutes plays a critical role in shaping the sale of autos in the United States. BMW needs to evaluate the impact of these substitutes on the performance of the company. For instance, the company needs to analyze how the availability of public transport affects the sale of new BMW models. Therefore, by analyzing these effects, the company is better placed to make informed decisions. 
The final force is the rivalry between competitors. The intensity of the competition has a significant impact on the automotive industry. If the competition between rivals is intense, the prices of products and services are highly likely to fall. However, if the competition is not intense, the prices are likely to rise. According to Smith (2018), the intensity of competition in the automotive industry is shaped by various factors. Some of these factors include high fixed costs, exit barriers, and rivals in the market. The competition between automakers in China is high. The company must implement effective strategies and mechanisms to succeed in such a competitive market. Smith (2018) argues that the intensity of rivalry in the Chinese automotive market is expected to continue over the years. Therefore, BMW must be keen on surviving and gaining a competitive edge in such a market. 
According to Sewell (2018), competitive rivalry also continues to grow in the American automotive industry.  The competitive rivalry is primarily fueled by the increasing number of foreign automakers confined in the US market. The top brands include Toyota, Honda, and Nissan (Sewell, 2018).  All these brands are competing to win the market by delivering unique value to the target markets. BMW needs to focus more on implementing unique strategies to distinguish its products and services to succeed in such a market. 
[bookmark: _Toc70620704]Conclusion
In brief, BMW Group continues to expand its global presence as a manufacturer of premium and high-quality, high-end vehicles worldwide. Effective marketing strategies are one of the leading reasons the company is a successful global brand today. BMW has invested substantial resources to improve its research and development initiatives to ensure that innovative, durable, and high-performing high-end luxury vehicles are produced. As a global brand, BMW has penetrated several markets, including the United States and China. The performance of BMW in both markets substantially varies. For instance, China accounted for 33.5% of the sales of BMW, Rolls-Royce, and MINI in 2020, while the United States accounted for 13.2%. The analysis of the sales, segmentation, target marketing, positioning (STP) and 4P's of marketing, and directional development reveals the differences in BMW's market strategies in the US and Chinese markets. The SWOT analysis and Porter's five forces model also highlight the differences in BMW's US and Chinese markets. The company must continue developing and implementing innovative and effective marketing strategies to continue gaining a competitive advantage in both markets.  
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