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[bookmark: _Toc208871337]1. Introduction
The global automotive market is changing at an incredibly high rate due to electrification, regulations, shifts in consumer needs and socio-cultural trends. When it comes to the case of multinational brands, such as BMW, it is important to adapt strategies in various markets because it is the only way to stay competitive and profitable. Despite its great global image in terms of high sales volumes, technological innovations, and premium brand placement, the market behaviour of BMW in the advanced and emerging markets is very different. The United Kingdom and India can set a valuable comparative context: the former represents a well-established and well-informed market where regulatory avenues are evident and demand for electric cars is on the rise, and the latter is a booming and aspirational market with affordability and infrastructural barriers, as well as cultural drivers of conspicuous consumption.
The purpose of this comparative analysis is to critique the strategies of BMW in the two environments in terms of sociocultural environments, “segmentation-targeting-positioning (STP)” practices, and marketing mix. Through the comparison of similarities and differences, the analysis highlights the influence of local institutional structures, consumer behaviour and cultural values on strategic decision-making. It also points out the possible threats, like brand dilution in India or escalating competitive forces in the UK. This section ultimately shows that the capacity of BMW to reconcile global brand identity with market-specific responsiveness will define its performance in the long term across these opposite markets.
[bookmark: _Toc208871338]2. Brand Overview
[bookmark: _Toc208871339]2.1 Global Profile of BMW
BMW is a German multinational luxury automotive manufacturer of motorcycles, financial services and luxury cars. Under its portfolio, it has BMW, Mini, and Rolls-Royce, which cover design, manufacturing, assembly, sales, and after-sales services. In 2024, BMW Group manufactured around “2.45 million vehicles” across the globe, with sales of fully electric vehicles (BEV) coming to 426,594 vehicles, or 17.4 per cent of the total BMW/MINI cars (Bekker, 2025). Revenue amounted to “142.4 billion euros”, and the before-tax profit was “11.0 billion euros” (BMW Group, 2024). Such statistics demonstrate the international power of BMW, though profitability pressures are still present as the company is under compliance pressure and cost concerns. 
[image: ]
Figure 1: “BMW Group Plants”
(Source: BMW Group, 2024)
[bookmark: _Toc208871340]2.2 BMW in the United Kingdom
BMW has a significant presence in the UK with the “Oxford Mini plant”, the Hams Hall engine plant, the Swindon body pressing plant and the “Goodwood Rolls-Royce assembly” (BMW Group, 2024). Commitments to investing are making Oxford’s Mini fully electric by 2030 (Kirka, 2023). Performance-wise, BMW Group UK sold 111,734 vehicles in 2023, with 28,723 being BEVs, which is an increase of 34% year-on-year (Markelines, 2023). In total, 40% of BMW/MINI registrations were for electrified cars (Hutchinson, 2024). The UK passenger car market share of BMW was 5.9%, and the sales grew by 2.9% (Markelines, 2023). 
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Figure 2: “UK - Flash Report, Automotive Sales Volume”, 2023
(Source: Markelines, 2023)
In the UK, the strengths are the alignment with the electrification goals, domestic production proximity and consumer willingness to adopt the premium EV. Conversely, the increasing prices, Brexit tension, and competition at the hands of Tesla, Mercedes, and others are problematic. Besides, the EBIT margins also fall under the international target range of BMW, indicating that the industry faces larger challenges in terms of regulatory costs (BMW Group, 2024).
[bookmark: _Toc208871341]2.3 BMW in India
Operations & Market Presence
BMW India Pvt. Ltd is a company located in Gurgaon, with a key plant in Chennai that manufactures sedans (3, 5, and 7 Series), SUVs (X1-X7), and the MINI Countryman. Other infrastructure involves the Mumbai parts warehouse, the Gurgaon training facility, and a countrywide dealership network (Business Standard, 2022). Nevertheless, the volumes of sales are low, and there are years when the company registers approximately 6,604 (Global Data, 2025). The luxury market is growing, backed by the increasing wealth, but limited by high import/custom duties, GST and cess, and inadequate EV infrastructure. However, BMW has had its highs and times of “record sales in 2018”, and the luxury market is projected to continue growing (Business.gov.uk, 2024).
[image: ]
Figure 3: Registrations of BMW Vehicles in India Amid the COVID-19 Pandemic
(Source: Global Data, 2025)
The advantages of localised production, including lower costs, brand status, and increased aspirational demand, are strengths. Macroeconomic volatility, regulatory fragmentation, and affordability restrictions on the wider adoption, on the other hand. EV charging infrastructure is far behind that of developed markets and contributes further to BEV adoption.
[bookmark: _Toc208871342]2.4 Contrast Between UK & India Operations
Comparatively, the UK is a developed, high-volume market where EV adoption is high and regulation is clear; thus, BMW can electrify rapidly. India, on the other hand, is a potential but structurally bound market where taxation, infrastructure deficits and affordability prevail. Equally, although UK business operations are indicative of the global electrification trend of BMW, India remains behind despite the slow pace of improvement. BMW Group statistics show that profitability pressure is at a global level, but in the UK, it is mainly because of compliance and competition, while in India, it is due to structural and policy barriers. In general, BMW’s flexibility in operations, cost-efficiency and localisation in India, electrification, and sustainability in the UK are ultimate to long-term competitiveness.
[bookmark: _Toc208871343]3. Comparison of Socio-Cultural Context: UK vs India
[bookmark: _Toc208871344]3.1 “PESTLE Analysis”
Political Factor: The UK political landscape has been stable, and legislation has been placed on electrification and net-zero, requiring that 80% and 70% of car and van sales, respectively, be electric by 2035 (Gov.uk, 2023) (Refer to Appendix 1). The policies are conducive to innovation, yet they increase the expense of compliance. Brexit, on the other hand, has created trade barriers, tariffs and supply chain risks that have heightened operational risks. In comparison, India occupies an intermediate political stance, with central policies supporting liberalisation via 100 per cent FDI inflow to the automotive sector, PLI incentives, and research and development programmes (including NATRIP) (Pib.gov.in, 2017), yet challenges, such as the lagging nature of bureaucracy, disproportionate adoption on a statewide level, and differences in taxation principles, erode stability. 
Economic Factor: The UK is a high purchasing power country, and the country is developed, with a high-income level to afford luxury cars. Even so, there are strains brought about by inflation and decelerating growth. In 2022, the market sold approximately “1.75 million units”, and it is expected to grow at 6.1% capita until 2029 (MMR, 2023).
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Figure 4: Automotive Market in the UK
(Source: MMR, 2023)
Conversely, India has a thriving economy with FY25 of more than “5.3 million” passenger vehicles (IBEF, 2025). Increasing demand for SUVs and middle-income triggers growth, but lower per capita incomes, currency instability, and financing impediments limit access to high-end brands. Therefore, the UK market is saturated and stable, whereas India is volatile in scale. 
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Figure 4: Indian Automobile Industry Analysis
(Source: IBEF, 2025)
Social Factor: The UK consumers are very climate-aware and individualistic, as they value sustainability, safety, and luxury. The ethical expectations influence purchasing (Sun et al. 2024). Conversely, Indian buyers are status-oriented, and a purchase decision is based on brand prestige and aspirational purchases. Social diversity is to be carefully segmented, and despite the growth of environmental consciousness, the issue of costs and utility does not leave the green priorities (Wagh, 2024). 
Technological Factor:  The UK has a high level of technological adoption, and EV infrastructure, connectivity, and smart safety are becoming the norm (Sun et al. 2024). Contrarily, India spends on R&D and EV adoption, though the presence of a lack of charging networks and rural-urban technological disparities remains (Wagh, 2024). Therefore, infrastructural divides result when both markets encourage innovation. 
Legal Factor: The UK is characterised by strict safety, emissions, and consumer protection regulations, and the failure to adhere to them is heavily punishable (Sun et al. 2024). India has systems in place, including the Motor Vehicles Act and Bharat Stage norms, which are poorly enforced and lack strong safety regulations, which slow the approvals (Bathla et al. 2022). 
Environmental Factor: The UK laws and consumer activism require low emissions, EVs, and sustainable production, backed by tax breaks and fines (Burnett and Stewart, 2025). On the same note, India has launched programmes like FAME to support EVs, but a lack of implementation, a lack of equity in energy infrastructure and cost elasticity undermine development. The environmental concerns are secondary beyond the urban centres (TERI, 2025).
[bookmark: _Toc208871345]3.2 “Hofstede’s Cultural Dimensions”
The following are major cultural differences (using the “Hofstede Framework”; Refer to Appendix 2) in the UK and India and their effects on marketing.
	Dimension
	Implications / Contrast

	“Power Distance (PDI)”
	The UK has a low score (~35), indicating a more egalitarian perspective and a low tolerance of unequal power distribution (Hofstede Insights, 2025). In comparison, India is rated high (~77), and hierarchy, authority, and social order are more profoundly established within India. In the case of BMW, this opposition means that in India, status, prestige, and exclusivity emphasised in marketing will have a stronger impact. Comparatively, consumers in the UK are more sensitive to transparency, co-creation, and individuality messages. Likewise, Indian sales and after-sales may need deference and status recognition, but a more consultative, equality-focused approach might work in the UK.

	“Individualism vs Collectivism (IDV)”
	The UK is an individualistic (~76) society in which self-expression and individual accomplishment are appreciated. India, in its turn, is lower (~24), which is associated with collectivist tendencies, wherein family and social groups have a strong impact on decision-making (Hofstede Insights, 2025). Therefore, UK marketing can be more efficient when it is focused on the self-identity, individual rewards, and the notion of “you”. Indian campaigns, on the other hand, are more convincing when they focus on family benefits, traditions, or recommendations by community leaders. In collectivist settings, word-of-mouth and the credibility of the influencer are more significant.

	“Masculinity vs Femininity (MAS)”
	The UK and India are relatively high in masculinity. India has a score of about 56, and the UK, too, cherishes success and materialism. Therefore, symbols of prestige, performance and luxury are effective appeals in both nations. But comparatively, UK consumers can also want to have some hidden luxury or sustainable innovation, but Indian buyers tend to want the outward signs of wealth and success.

	“Uncertainty Avoidance (UAI)”
	UK culture is moderate to low in terms of avoidance, which means it is open to uncertainty and innovation (Hofstede, 2024). India too has a moderate to low score (~40), indicating that it tolerates risk relatively but likes safety guarantees and brand names (Hofstede Insights, 2025). In line with this, the warranties, after-sales services, and safety guarantees of BMW would be important in India. Conversely, UK consumers desire tough rules and authentic labelling, which come with intrinsic confidence.

	“Long-Term Orientation (LTO)”
	India is comparatively LTO, which is pragmatic and persistent. The UK, on the other hand, has a moderate orientation of long-term, a balance between planning, leisure and tradition. In the case of BMW, the Indian consumers can be responsive to the message of heritage, long-term sustainability, and durability. Comparatively, UK customers are seeking modern innovation but retain their brand heritage.

	“Indulgence vs Restraint (IVR)”
	The UK is indulgent and oriented towards leisure and gratification, whereas India is more controlled, and social norms regulate consumption. Luxury buying in the UK can thus be spontaneous and experience-oriented, but in India, it is safe, socially influenced and value-oriented.


Table 1: “Hofstede’s Cultural Dimensions”
(Source: Self-developed)
[bookmark: _Toc208871346]3.3 Critical Comparison & Implications for BMW’s Marketing
In India, Hofstede mentions that power distance and collectivism are highly valued, and BMW can ride on its luxury, status symbols, celebrity endorsements, and social proof to attract aspirational buyers (Hofstede Insights, 2023). Government initiatives like the “Production Linked Incentive (PLI)” and EV subsidies provide conducive business expansion, and blistering growth in income expands the wealthy bracket. Conversely, the UK market appreciates technology, eco-friendly luxury, and sustainability. In this case, the advanced engineering, high-end EVs, and green certifications are the competitive advantages of BMW within the highly controllable environment (Gov.uk, 2023).
Conversely, in India, affordability is an obstacle because the importation taxes, luxury taxes, and unequal infrastructure for charging and roads are high. In addition, environmental awareness could fall short of short-term status-based buying agendas. Comparatively, the UK is a developed yet highly competitive market with tight environmental claims policies and economic volatility limiting the luxury demand. The heavy focus on exclusivity can seem snobbish and exclusive, but quality narratives need to be inclusive and high-end. Therefore, the Indian approach to BMW ought to focus on being equally visible and prestigious, promising value, durability, warranty, and access to service, and focusing on power and community in advertising communication. On the other hand, the UK approach should be oriented towards EV penetration and sustainability, technological advancement, and individual freedom, to correspond to the local consumer needs and regulatory requirements.
[bookmark: _Toc208871347]4. “Segmentation, Targeting & Positioning (STP)”: UK vs India
[bookmark: _Toc208871348]4.1 Segmentation
	Segment
	Breakdown

	Demographic
	In the UK and India, BMW uses demographic segmentation in terms of income, age, and occupation, with varying focuses. The main target group in the UK is high-income professionals and executives between 35 and 55 years old, with luxury car buyers in 2024 reporting an average income of £154,000 and an average age of around 42 years, mostly male (93%) (Prosser, 2023). Comparatively, India targets upper-middle-class and high-net-worth people, in which aspirational demand remains elevated. Even though India has an increasingly youthful demographic, it is not as affordable as the UK is.

	Geographic
	Geographically, the UK segmentation of BMW is focused on the wealthy urban and suburban areas that have well-developed infrastructure, especially EV charging and maintenance. On the other hand, in India, the metro cities such as Delhi, Mumbai, and Bangalore prevail because of increasing disposable incomes. But the regulatory and tax variations among the states of India bring about complexities that are not prevalent in the UK market, which is more stable.

	Behavioural
	Behaviourally, the UK consumers can be categorised into new and second-hand purchasers, with younger consumers tending to buy used cars and the established professionals to buy fresh models. Conversely, price variation (INR 50-80 lakh, representing approximately 40.25% market share in 2024) and car type (SUVs prevail at 48 to sedans’ 52) determine Indian tastes (MI, 2025).

	Psychographic
	Both markets are psychographically oriented on prestige, performance, and quality (Bhasin, 2025). However, the UK customers are focusing on sustainability and innovation, whereas the Indian customers focus on visibility and aspirational value. This implies consolidation in core values and divergence in purchase motivators, which pose opportunities and threats to BMW.


Table 2: Market Segmentation
(Source: Self-developed)
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Figure 5: India Luxury Car Market Analysis by Mordor Intelligence
(Source: MI, 2025)
In the UK, the environmental value and the adoption of new technology are more important, whereas in India, the status, visibility, aspirational value, and type of vehicle (SUV vs. sedan) are of more importance. India needs to have regional regulatory/infrastructure considerations; the UK does not.
[bookmark: _Toc208871349]4.2 Targeting
In the UK, the targeting of BMW is precision-based with comparatively fewer but more valuable customers like professionals and executives who value premium experiences, state-of-the-art technology, performance, and electrification. In later models, especially plug-in and electric, the plan caters to early adopters and green consumers who are interested in lower emissions and government subsidies. The UK luxury automotive market is large, at $97.19 billion in 2024, and is projected to grow by at least 6.68% CAGR over 2025-2030 (TechSci Research, 2025). Such targeted marketing enhances brand value and profit margins, but, conversely, the use of high-income and environmentally conscious segments can limit growth prospects in case economic crises happen or the younger generation is not sufficiently reached out to.
By comparison, in India, BMW is embracing broader targeting, reaching into the existing luxury category with flagship models (X7, 7 Series, XM, i7) and the aspirational premium compact/SUV segments. The record sales in 2024 were 15,721 cars, of which 2,507 were of the luxury class (with an increase of +8% in 2024) and 1,249 were fully electric (BMW Group, 2025). Accessibility is increased by financing programmes, a growing network of dealers, and programmes like the “Retail.NEXT.” Although this is a way of tapping the volume growth and rising affluence, there is the risk of watering down exclusivity or undermining margins, particularly in places where infrastructure to service or charge remains disproportionate.
[bookmark: _Toc208871350]4.3 Positioning
BMW is positioned (Refer to Appendix 3) as a luxury brand with performance, craftsmanship, technological advancement, status, and more sustainability/electrification in both the UK and India. The brand slogans (“The Ultimate Driving Machine”) around the world focus on prestige, performance, and quality (Bhasin, 2025). Positioning in the UK focuses on environmental credentialing, emission standards, and future mobility. EV and plug-in models are positioned as responsible luxury and in line with stringent rules on efficiency and clean energy. Likewise, BMW strikes a balance between prestige and safety, comfort, and technology, which is attractive to adult segments who want understated luxury. Conversely, excessive focus on exclusivity can cause consumers to become turned off by companies that value affordability and sustainability. Conversely, the positioning of India is more about exclusivity, luxury, and status. In 2024, almost 1 in 5 BMW India vehicles were sold within the “Luxury Class” (BMW Group, 2025). Nevertheless, the adoption of EVs still has limitations with infrastructure and risk perception. Therefore, status and visibility are still key concerns, but high import taxes and few charging networks make it difficult to match international standards.
[bookmark: _Toc208848787][bookmark: _Toc208871351]5. Comparison of Marketing Mix Strategies in the UK and India
[bookmark: _eh0lgu2gj04u][bookmark: _Toc208871352]5.1 “7Ps of Marketing Mix”
	
Factors 
	Comparative Observations

	
	UK
	India

	Product
	BMW offers a wide range of vehicles in the UK, including M-performance vehicles, plug-in hybrids, and pure electric vehicles. 26.9% of the 172,240 BMW & MINIs sold in the UK were pure-electric, demonstrating both customer and governmental aspirations for electrification (BMW Group UK, 2025). Many of these vehicles were full-electric models. In response to the demand for high-spec cars in the UK, high-spec trim packages and cutting-edge driver-assist systems are standard.
	BMW places even more emphasis on localisation in India; at its Chennai factory, almost 50% of its 13 models are locally produced (Overdrive, 2022). Long-wheelbase versions (3 Series Li, 7 Series Li), luxurious rear seats, cooling seats, and other features are adapted for the local climate and customer needs. Its use of electric vehicles is growing gradually, but more slowly than in the UK.

	Price
	Because of the 20% VAT and the expense of adhering to rigorous emissions regulations, prices in the UK are expensive. Luxury cars are now more reasonably priced thanks to models like PCP and Business Contract Hire. BMW is increasing its use of BEVs thanks to EV incentives, with 26.9% of registrations in 2024 (BMW Group UK, 2025).
	In India, import taxes and levies cause prices to rise sharply, while localisation lowers costs. For instance, the BMW 2 Series Gran Coupe, which is manufactured in India, has an introductory price of ₹46.9 lakh (The Times of India, 2025). BMW Financial Services India has added a festive offering for the BMW 3 Series and offers tailored financial solutions to match the unique demands of its clients. Here, pricing strategy involves striking a balance between prestige and the budget-conscious luxury consumer.

	Place
	BMW UK boasts a variety of opulent stores, known as “BMW Centres,” that provide comparable degrees of luxury throughout, in addition to robust online configurators, test-drive scheduling, and post-purchase support. With EV infrastructure, home charging options, and other things, it expands access.
	Its Chennai manufacturing, metro dealerships, and a central parts warehouse in Pune serve as the hub for distribution across India. Even though urban clients are doing well, access is still poor in smaller cities. Import and customs procedures may cause delivery times to increase.

	Promotion
	EVs, sustainability, and technological leadership are the main focuses of UK marketing. For example, BMW claimed that sales of the MINI EV increased by 55% year over year in 2024 (BMW Group UK, 2025) (Refer to Appendix 4). Press releases, sponsorships, and digital media are all used in eco-innovation campaigns.
	Marketing efforts in India have placed a lot of focus on long wheelbase comfort, status, and "Made in India" milestones, including Chennai's production of the 100,000th automobile in the nation (The Times of India 2022). Even in the current digital era, live international encounters and traditional media are still important.

	People
	In the UK, dealer employees receive excellent training, especially in EV technology for seamless demos and after-sales assistance. Efficiency and transparency set the standard high for customers.
	Salespeople in India might project eminence as part-time brand ambassadors. BMW’s Gurgaon facility has helped with the service staff’s training. Additionally, after-sales capacity is lower, and parts availability outside of metropolitan regions may differ.

	Process
	Everything is controlled and digitalised in the UK, including finance approvals, configurators, test drives, and EV charger installations, guaranteeing a smooth and open purchasing experience.
	Customs, higher borrowing rates, and registration delays are some of the processes that cause friction in India. During a sale, parties may engage in negotiations. Although imports are not completely bureaucrat-free, local manufacture facilitates trade for locally assembled goods.

	Physical Evidence
	With branded interior elements, digital screens, and prominent electric vehicle chargers, BMW Centre dealerships in the UK are consistently opulent in their design, emphasising sustainability. Physical consistency and inventiveness are well-documented.
	Despite long-wheelbase displays and locally made accessories taking centre stage, India’s urban showrooms are luxurious. Outside of metropolitan areas, showroom quality varies greatly. Brochures and badging that read “Made in India” contribute to pride, however, to a somewhat greater extent than in the UK in terms of exclusivity and distinction.


Table 3: “7Ps of Marketing Mix” of BMW in the UK and India 
(Source: Self-Developed)
[bookmark: _za99qctgeh3i][bookmark: _Toc208848789][bookmark: _Toc208871353]5.2 Similarities and Contrasts 
BMW has a strong global reputation and brand image that uphold premium brand value, performance, and luxury. In both India and the UK, financing and leasing programs are also essential for access. In the UK, in contrast to ICHR, business contract hire and “Personal Contract Purchase (PCP)” are common leasing options. The two-wheeler industry’s dominant business methods in India also differ greatly from BMW’s 360° finance plan offered by its Indian subsidiary. In every market, dealer networks and post-purchase assistance are crucial differentiators. With 172,240 units sold in 2024, 26.9% of which were registered as fully electric, BMW UK demonstrated that financing programs and after-sales services help markets sustain their high demand (BMW Group UK, 2025). Similar to this, BMW can construct over 100,000 cars in its Chennai factory in India, underscoring the significance of automotive manufacturing, distribution, and dealer service excellence in fostering a successful brand. (Overdrive, 2022).
Disparities in structure and culture are reflected in key differences. In the UK, VAT and emissions compliance drive up costs, whereas import levies and tariffs dominate pricing in India. With a 48% increase in registrations of the 7, accounting for a tremendous surge with +184% of sales performances for the BMW XM in 2024, EVs are becoming increasingly important to UK consumers (BMW Group UK, 2025). Long-wheelbase vehicles and SUVs are preferred in India so that passengers may sit comfortably and prestigiously in the back seats. While marketing in India concentrated on localisation (‘Made in India’) and luxury offerings, those in the UK emphasised sustainability and innovation. While delivery is easy in the UK, India is still a metropolis with more complicated procedures due to logistics and regulations.
[bookmark: _5zj5jqk9ukxh][bookmark: _Toc208848790][bookmark: _Toc208871354]5.3 Implications 
In India, BMW must decide between cost reductions and brand value. Localisation lowers prices, but there is a chance that luxury will be compromised if quality is compromised. BMW’s quick switch to BEVs and PHEVs in the UK is driven by ecological demands, but slower EV adoption in India requires additional encouragement and marketing. Both of their primary markets are seeing regulatory changes that are creating uncertainty. India’s localisation laws and shifting duties influence prices, while the UK’s 2030 ban on “Internal Combustion Engines (ICE)” calls for aggressive adaptation. Additionally, there is a difference in the expectations of consumers in the UK and India. The former needs smooth digital and after-sales consistency, while the latter requires greater after-sales expenditure. Promotional messages must be tailored to the target market, emphasising eco-innovation in the UK and grandeur in India.
[bookmark: _lmpfq1nelxr7][bookmark: _Toc208848791][bookmark: _Toc208871355]6. Evaluation of the Performance of Marketing Strategies  
[bookmark: _Toc208871356]6.1 BMW Group Market Dynamics: UK Dominance in EV, India Growth in Luxury Segments
In 2024, the BMW Group sold 172,240 BMW and MINI registrations in the UK, but only 15,721 deliveries to India, which is a result of its smaller, more developed luxury automobile industry (BMW Group India, 2025). BMW Brand sold 125,265 units in the UK, up 12.0% from the previous year, and the BMW Luxury Class sold 2,507 high-end cars in India, up 8.0%; however, there is still too much space in the market for such quantities (Refer to Appendix 5). With 26.9 per cent of BMW “Sales Being Completely Electric Vehicles” (BEVs), or 33,785 units, the UK market has a good acceptance of electrification (BMW Group UK, 2025). In contrast, India has a low BEV penetration rate because marketing there is mostly concentrated on long-wheelbase luxury cars and SUVs.
The growth patterns of the various nations also differ from one another. As mentioned in BMW Group India, (2025), while the X7 led the Luxury Class in sales with 1,570 units sold in India, and the 3 Series accounted for 20% of all vehicles sold, indicating a preference for roomy sedans, the 7 Series (+48%) and XM (+184%) were popular choices in the UK, suggesting consumer demand for high-performance luxury, as per BMW Group UK, (2025). India’s position on prestige, rear-seat comfort, long-wheelbase exclusivity, and local manufacturing contrasts with the UK’s emphasis on digitally enhanced travel and EV celebration. From both sites, it is known that in Mechanical City, BMW holds a commanding 22.6% of the premium market, but in India, where Mercedes-Benz and Audi are fierce rivals, that percentage rises to almost 32%.
[bookmark: _1uyzd1plug5t][bookmark: _Toc208848792][bookmark: _Toc208871357]6.2 Comparison of Marketing Strategies based on countries
BMW’s marketing efforts in the UK and India clearly aim to maintain the brand’s reputation as a luxury and performance automobile manufacturer, but they do it in different ways depending on the local market. The main emphasis of the strategy in the UK is electrification, including an increased consumer demand for sustainable mobility and intensifying regulatory demands (Krause Llorente, 2024). Marketing prioritises high-tech features, luxury, and online communication to appeal to tech-savvy and environmentally friendly consumers. Luxury and performance models such as this can strengthen the name BMW as a luxury car manufacturer by combining luxury and performance.
As per Moholkar (2025), India’s strategy, on the other hand, is tailored to local customer preferences and emphasises long-wheelbase cars and SUVs that are marketed to luxury buyers seeking comfort, room, and status. Marketing that emphasises exclusivity, status, and “made in the local” goods is appealing, and these dealership experiences and post-purchase care are tailored to the tastes of affluent consumers who place a premium on personalisation. BMW has responded with features and messaging that cater to local expectations, but the Indian market also presents its share of difficulties, such as competitive pressures, countervails, or localisation limitations. As an example, a comparative study could show that in the UK, the strategy of BMW works to achieve sustainable and innovative growth; in India, it concentrates on local product supply, luxury signalling and cultural adjustment. Both of the methods are effective; however, to stay at the forefront of a specific market, sustainable development is a necessary condition to keep adapting to the needs of the consumers, while coping with situational rivalry and regulatory environments.
[bookmark: _3e0b7732mvyc][bookmark: _Toc208848793][bookmark: _Toc208871358]7. Evaluation of Marketing Ethics Practice
BMW faced criticism after the UK’s Advertising Standards Authority prohibited an advertisement for the i3 electric car (Motor Finance Online, 2025). Despite using a tiny gasoline engine, the car was referred to as “clean” and having “zero emissions” in the advertisement. The ASA stated that the advertisement was liable to mislead because it failed to disclose that two emissions were produced during the manufacturing process and when a car was charged using power from the national grid.
Following allegations that its owner, Elon Musk, seemed to do “Nazi salutes,” BMW UK announced in 2025 that it would no longer post on X (formerly Twitter), as mentioned in Livemint (2025). Similar to the example of "INEOS", the historical links of BMW to Nazi Germany led to criticism, which caused accusations of hypocrisy and a response to the policy of the firm.
BMW India has faced a lot of criticism for its marketing policies, especially for pushing luxury cars in a country where income inequality is so intense. High-end products may also exacerbate the class divide in society. Furthermore, BMW’s push for long-wheelbase cars appeals to the wealthy, but some may worry if this will also exclude a larger portion of its customer base and raise ethical concerns about inclusivity in marketing. While both markets provide unique ethical issues, India’s concerns centre on social inclusion and targeting an affluent audience with ethical consequences, as per Pirzada (2025), while the UK is more concerned with transparency and historical accountability, as argued by Ajayi-Nifise et al. (2024). These variations emphasise how important it is for a global marketing strategy to consider context-specific ethics. All things considered, BMW’s marketing ethics standards in the UK and India demonstrate a certain amount of dedication to ethical business practices, with important problems being highlighted. The solution to these moral dilemmas still involves consideration of details and the social and cultural context of the specific market.
[bookmark: _Toc208871359]8. Recommendation & Conclusion
[bookmark: _Toc208871360]8.1 Recommendations
The example of BMW in the UK and India indicates that it would require a two-pronged approach in terms of global and local identity.
BMW invests in BEVs and charging relationships in the UK, where the electrification process is going at a high pace. BMW Group UK (2025) notes that affordability is taken care of by the innovative PCP models. Likewise, a reinforced digital presence in eco-innovation can continue to lead premium EVs, and competition is stiff (Krause Llorente, 2024). Conversely, India requires localisation. Chennai manufacturing should be expanded to above 50% to reduce the tariff risk (Overdrive, 2022). The demand is accommodated by long-wheelbase sedans and SUVs, and hybrids facilitate EV changeover. But weak infrastructure limits development. In comparison, after-sales growth in Tier-2 cities and financial services is also critical (The Times of India, 2025). In terms of ethics, CSR in skills and sustainability correlates with inclusivity in contrast to exclusivity (Pirzada, 2025).
[bookmark: _Toc208871361]8.2 Conclusion
So, the experience of BMW in the UK and India shows how difficult it is to run a high-end brand in a studio environment with the presence of socio-economic and cultural divergence. The UK is mature, has good regulatory clarity, and has high EV penetration, and this needs BMW to concentrate on sustainability and innovation to maintain its competitive advantage. India, in its turn, points to the existence of structural obstacles and huge growth prospects in the long term and requires localised approaches and affordability-oriented modification without diluting the luxury image. Both markets show that success is not only determined by operational excellence but by sensitivity to cultural values and ethical considerations, too. The challenge of finding a balance between global premium positioning and local responsiveness is still the most important challenge and direction toward sustainable global expansion of BMW.
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