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The role of marketing in creating value for customers of BMW AG.
Stakeholder engagement and their impact on the marketing activities of an organization.

Introduction 
This essay is aimed at acquainting the reader with the marketing strategies of BMW in connection with their customers.
Today’s BMW AG has its origins from a plane engine manufacturing company (Rapp-Motorenwerke GmbH) which was created in 1913. It supplied the German empire during World War One. In 1917 the name Bayerische Motoren Werke GmbH (BMW) was established, followed by the mergence with an engine fitting company (Gustav Otto Flugmaschinenfabrik), partial bankrupting, assimilation and rebranding came to be the base of what is known now as BMW AG. Since then, at times where on land transportation was most efficient by train, the company has evolved and grown to a international leading manufacturer of automobiles with branches on six continents. (BMW History, 2021) (10 Biggest car companies, 2021)
The BMW Group and its brands, such as BMW, BMWi  BMWM, MINI, MINI John Cooper Works, Rolls-Royse Motor Cars and BMW Motorrad  offer a variety of luxury cars and motorcycles as well as financial and design services.  ( BMW Brands and services, 2021) 
Since marketing consists of a vast variety of activities, some present in one company or business while absent in another, it can have many definitions. It can be defied as the process of profitable identification, anticipation and satisfaction of customer needs or, the pricing, promotion and distribution of services and goods again with the aim of customer satisfaction within the business goals.
“Simply put, marketing is engaging customers and managing profitable customer relationships. The aim of marketing is to create value for customers in order to capture value from customers in return.” (Defining Marketing, Kotler 17th ed.,2017)
[bookmark: _GoBack]Part of the marketing strategy of BMW is creating a customer bond by individualizing all processes in connection to the buyer from beginning to the end. In 2003 BMW had undertaken renovation in their marketing processes. Since the company was striving up until then towards reaching best quality vehicle model on a reasonable price they had reached a point where their product had passed its maturity faze and had went into a decline. The solution to this problem was the diversification of the product variety plethora, and focusing on using the company’s history and prestige and creating a high end and family status for the brand. A good choice was the involving of many artists and designers to play with the interior and exterior design of their vehicles. Every company that produces long lasting high involvement products sticks to the same strategy of keeping a flow of new models or versions of their products. Upgrades are added when available but the main point of this strategy is to give a consumer the opportunity to purchase something “new” while keeping the guaranteed quality original core that comes with the brand. With this diversification of production, BMW got the opportunity to expand its audience and consumer base while strengthen their relationship with their buyer because it now had a loyal customer base with the ability to buy new models every few years.  With the possibility of relatively frequent sales to repeating customers, BMW focuses on strengthening customer loyalty through one-on-one contact with same salesman for each customer to create a sense of familiarity. To this they also include financial consultations and support in order to cover every possible step of the purchasing process. 

How does marketing add value to the company consumers 
When it comes to customer value, the role of marketing works through the marketing processes where it generates and results in emotional value. It helps by letting people understand what the company is offering and it is beneficial for them. 
Good marketing aims to make the company stand out from the competition. It can give a position. It differentiates the product you are offering from the rest and makes it unique and in turn increases the product price.
Adding social proof. Advertising with experiences from past customers with positive feedback can either play as a social insurance for new customers or as drive for people do want to acquire what others have. This is where a product might be wanted with the hopes of status boost. 
Good marketing can help with creating alliances with other businesses where ones product is positively complimenting another. Good cooperation with other businesses’ valuable products can bust the social view of ours company product and its value in turn. This also helps with the differentiation from other possibly similar products.    
BMW advertises their products as a symbol of status and class using its history, size and product design. The company’s slogan is “The Ultimate Driving Machine” where they are promoting not only as giving best experience when driving but also capable to fit in any lifestyle situation. In turn the brand has also become connected with a family lifestyle brand where style and comfort meet.

Advantages of branding.
“A brand is a name, term, sign, symbol, or design or a combination of these that identifies the maker or seller of a product or service. Consumers view a brand as an important part of a product, and branding can add value to a customer’s purchase. As a result, brands have meaning well beyond a product’s physical attributes” (Chapter 8/ Products, Services and Brands, Kotler 17th ed., 2017)
Every business that wants growth needs a brand and it is usually established from the very beginning of a company as it later becomes as self-explanatory as what a name is to a species. A good brand will develop trust and eventually present the entirety of a company’s culture and values. But establishing and managing a brand can be a difficult task to a marketer as it is an overlapping unit of the entirety of an organization.  
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The Ansoff matrix is a strategic tool to guide businesses in decision making for business growth. It offers four strategic choices to choose from – market penetration, market development, product development and diversification. An organization or a business can choose any four of the offered strategies, or a combination of them.
BMW has successfully operated its global business based on its growth choices. These growth decisions have varied for different regions, at different time points.

Market penetration
This strategy is used by businesses that looking for growth for already existing products. It is towards markets where the brand exists and is already in operation.
· Increase production capacity
· Increased marketing investment
· Boosted distribution
· Competitive pricing
· Partnerships and joint ventures
· New product benefits and features
Market development
BMW enhances its business growth through introducing existing products in new markets.  It is accomplished through:
· Research and development
· Regional expansion
· International expansion
· New customer segments
· Customer education
Product development
Expanding business growth in existing markets through new products. BMW pushes product development in a couple of ways:
· Modifications to already existing products
· Launching of new products
· Partnerships
Diversification
New product development in new markets with the aim of business growth. Diversification has allowed BMW remain competitive – thereby remaining relevant for the consumers through:
· Vertical diversification
· Horizontal diversification
· Diversification towards a new business through mergers and acquisitions


Stakeholder Engagement

A stakeholder is an entity that has an interest in a company and can either affect or be affected by the business. Stakeholders can be internal or such as people whose interest in a company comes through a direct connection and their action directly affect the company (investors, employees, shareholders) or external like those who do not have a direct connection with a company but are affected by its actions and decisions (communities, governments, creditors, public groups, customers, suppliers) . 
For BMW Internal stakeholders are:
· the shareholders; 
· employees;
· executives. 
External stakeholders are:
· Customers;
· Partners (distributors);
· Suppliers;
· Media;
· Competitors;
· Government;
· R&D Institutes;
· The general public.

Stakeholders impact on the marketing activities of the chosen company
As the customers are the main users of automobiles they highly influence the decision making of the company. Generally the power lies with them. BMW needs to constantly engage with the customers to keep them in flow with everything that’s going on with their products and to keep itself updated with any change that may occur within their customer base as a whole. Since BMW’s mission and vision are customer-oriented, the company aims to incorporate uniqueness through diversity.
The company is in a relationship with over 300 other companies worldwide and while it is the main decision maker among them due to its size, status, connections and place on the market it is also reliable on them in every smaller scale so in term equal collaboration is required in order for it keep its place in the top ranks of automobile manufacturing. 
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