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INTERNATIONAL MARKETING


Executive Summary

This study is about the product “X5” models, a range of premium cars of the well known brand “BMW”. BMW is a worldwide well-known automobile company that deals with regal and royal cars of high and premium quality. China is a well populated as well as a well-educated country where having a luxurious car is more than a need, precisely it is a dream which mostly everyone can afford. In India, the scenario is quite different as India is highly populated yet a country is yet under development or can be termed as a developing country. The population of India is a contribution of the migrants from the other countries. Moreover, being a developing country, having a BMW is not even an affordable dream for the people of this country. People who belong to the corporate classes can only have this affordability. The success stories of both countries are different as both countries have achieved this success by following different business strategies. India’s growth is dependent on enterprises and small-scale manufacturing, whereas China’s growth is dependent on large-scale manufacturing. 
In this study the international strategy has been discussed with a brief notes. The STP model has been explained with the details of every point. The marketing mix strategy has been explained here with all the needed notes. Directional development also has been discussed here with the require information of the BMW company for the product of BMW x5. By following these all strategies the company could definitely achieve the targets easily among all the competitors. 
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[bookmark: _Toc143344014]Introduction 

BMW is a German international company of luxurious vehicles and motorcycles in Bavaria, Germany. The vehicles from this company have a superb level of comfort with classy looks. They have produced many varieties of designs in their products with the best quality. They have expanded their business all over the world. In this particular study, the difference would be considered between India and China. In India, they have expanded many stores in every state of this country. Similarly, in China also they have expanded many stores and the customers are always eager to research about the products of this company as they maintain the attractive looks with the best quality product with super comfort. Among all the products of BMW here is the recently launched product BMW x5. This vehicle belongs to the SUV segment of this brand. The Bavarian automakers have already tested the upgraded luxury SUV on social media platforms and the product would arrive with all the features and cosmetic features of its successor. The price would be increased when the features would apply then the customers would get attracted by the products. 
The specialty of this brand is to serve comfort with the best quality product which would definitely satisfy the customer most. The company has given all the needs to this recently launched product which would definitely give the company the best business as they have to fulfill their target too. The customer would like the comfort and luxurious tools of the products from this company the most. 
[bookmark: _Toc143344015]Background

This company has spread its business in different countries all over the world. In India, they have around 59 car showrooms in all over 44 cities. In China, they have a huge number of showrooms among other showrooms. This company has a lot of competitors in the market like Audi, Mercedes Benz USA, and Porsche. They have to maintain their products with quality, comfort and looks. These all matter the most to gain the attraction and satisfaction of the customer so the company has to look into these key features always. They have to make their products something different or they have to give the customer some extraordinary features to attract the customer from their competitors. In India, they have expanded many stores and run the business with profits. In contrast, the company has expanded its business more in China and they have got benefits from them as compared with India. This company produces motorcycles too with cars and they have run the business similarly in India and China. The customers have the same attraction to motorcycles and cars of this company so they have eagerly waited all time to know what features they have launched in their products. As per the survey, the revenue and earning of BMW in India for the whole year would be around Rs. 571.47 Cr. On a Consolidated basis, it is around Rs. 54.47 Cr. In China, the revenue is about 142.6 billion euros approximately. 
[image: ]
Figure 1: Marketing of BMW
(Source: Tsalikidis, 2020)
[bookmark: _Toc143344016]Comparison of marketing strategies in both countries 
[bookmark: _Toc143344017]STP Marketing strategy 

STP marketing stands for segmentation, targeting, and positioning. These three steps examine the services or products of a company as well as the way of communicating with specific customers for the company's benefit. These all steps are needed to achieve the goals of the company. BMW also can follow this strategy on which they can achieve the targets and fulfill the customer's needs (Candra, 2022). In this model, these three steps have to be followed by the company to achieve the goals easily and achieve the target about the economic factors. 
[image: ]
Figure 2: STP Marketing strategy
(Source: Correia, 2023)

Segmentation- In this strategy, the company has to separate the customers and have to identify the needs of the customers so that they could give the customer’s approx what they want. In India, BMW has many stores and they have got benefits from the customers. In China, the company has difficulties identifying the customer segment as there are a huge number of stores. In this strategy, the company has to determine the importance of the characteristics in each market segment (Kotabe and Helsen, 2022). Once the company would get to know the segments of the customer the work would be easy for them for making the products according to the needs and wants of the customers. India has a different perspective of buying the products and China also has a different perspective of buying the products from BMW. The company has to fulfill both the customer’s wants so that they can keep the market on their coat of arms by providing the products. They have to specify the segments of the stakeholders also from which they can expand their business all over the world (Yu, 2023). BMW has to maintain the supply chain globally with the product BMW x5. It is a car with features that are attractive for the customer and the customer would love to buy it after knowing the features and all information about the specific car. 

Targeting: In this strategy the company has to set their goals of achieving their goals. BMW has to evaluate the commercial and potential attractiveness of each segment. By giving attractive products the customer would always like to have the products from the specific company. In both countries, there are different types of people over there so they have different criteria as well. The company has to set the prices also as per the basis of the ability to take the products in each country (Le, Posada and Yang, 2022). The company has set the price according to the revenue of the company in these two countries. As the company has both customers the company has to select one or more segments to fulfil the customer's needs segment-wise. The company has to be focused on not only one segment of the audience; they have to focus on more segments of the audience so that they could fulfil the needs of all audiences of every segment. BMW has to target the customers by offering the features so that they would attract the most with the features and comfort element so then they have to buy the product in India and China both (Gu, 2022). In India, BMW has to be more focused as in India they have lots of competitors. 

Positioning: In this strategy the company has to take a specific decision for the company which has to be suitable for all customers, employees, and the company's future too. For having stores in both the countries India and China BMW could have the both country's needs and criteria so that they have to create the products as per the criteria of countries. The company has to develop the details of product positioning for the selected segments (Schröder, Iwasaki and Kobayashi, 2021). The customer only gets attracted towards any products for purchase when they can evaluate all the details about that. In that case, the company has to give all the details of the BMW x5 to the customers so that there would not be any doubts or questions about the products before buying. The company has to make the decision on time on the basis of the customer’s needs and they have to fulfill all the criteria to build the position in the market. They also have to investigate the current trend or needs of the customer from the other competitors so that they can make the products with the current needs before the time of launching from the other competitors (Nagmani, Tyagi and Puravankara, 2022). They have to notice every business strategy of the countries so that they could have different effective ideas to help the company itself for growing the business deals. 
[bookmark: _Toc143344018]4Ps Marketing Mix strategy 

To develop the business growth and revenue of the BMW Company they have to follow some strategies according to the market. As this company has spread all over the world in the form of their stores they have to go through the strategies which are called the marketing mix strategy. In this strategy, it is called the 4Ps strategy in the small form which refers to the price, place, product, and promotion. These 4 key factors are the main elements of the company to achieve the targets (Rehman, 2022). The marketing mix is the combination of factors of the company with the business marketing strategies. For both the country India and China the company has to follow this strategy to get the business from both as the price is an important factor in every country so they have to focus and investigate before tagging the price. 
[image: ]
Figure 3: Marketing mix strategy
(Source: Soegoto, 2020)
Price: - The customer has always looked into the prices of the products before purchasing or before thinking to buy so the company has to notice the factors. They have to tag the price according to the needs and want of India and China both the countries (Pan, 2022). The company also has to look into the cost of making the products as in the costing the whole pricing is dependent. In India, there are different prices as per the revenue of that particular country and in China; there are different prices as per their revenue. BMW takes more profit from China as in China there are more stores than in India and also as of 2021, there will be more population in China so that from China BMW will get more business profits (Achtelik, Herstatt and Tiwari, 2022). The company still has to look into every procedure of the making so that they could maintain the quality of every product. 
Place: Place is important to execute the program all over the world as the business of this BMW Company is spread in every country. The company has to investigate in which place the products of this company have been sold more so that the company would look in that place and give more concentration to innovate more in these segments so that India and China would get more numbers of sold products (Silva, 2022). Both countries have more population so that the company gets a huge number of selling products. The store should be in a crowded place so that the customer could come easily and know the details about the products. 
Produc: BMW should maintain the quality of their products to get the attention of customers as the customer always looks into the quality with the looks. This company always serves the best quality of products as they have launched BMW x5 the new model of car which is one of the best quality features loaded car among all other comparative companies (Xiang, 2020). BMW has always given comfort with luxury in their products which attracts the customer most about them. The customer also has to identify that difference from the other companies. As per the survey of last 2021, the population is a little more in China so as compared with India the company could have a huge market in China as there are more shops than in India so from China they can have more economic benefits than India. On the other hand, it is important to define the other services or products which could be marketed in concurrence with it. 
Promotion: This strategy is the most important part of every business strategy to achieve targets. By promoting any product the customer would get to know better about the products (Mojumder et al. 2022). The company has a brand ambassador in every country to promote its products. In India, the great cricketer Sachin Tendulkar is the brand ambassador who is promoting the products in India. Like that BMW can get better business in India rather than China. BMW can make interesting and attractive promotions and banners to attract customers towards them (Graham and Brungard, 2021). With the promotion, the company can gain more customers from every background. 
[bookmark: _Toc143344019]Directional development 

This strategy has four areas to work in to improve the business growth of any company so BMW has to follow this strategy for both countries India and China to expand their business in these countries (Kim, 2020). The four areas are physical, cognitive, language and communication, and social or emotional. These steps are highly important to be executed for a company that is already reputed. 

Physical- In this strategy the company should encourage and motivate the employees to do better day by day so that the company could be in the best position among all the competitors (Khan, 2019). In India, BMW company has a lot of stores to serve the services physically with their best quality products. In China also they have many stores to serve the services and products physically. Physical presence keeps the connection more effective to identify the purposes of a customer (Sheldon, Dua and AlHarbi, 2021). The customers could explain better physically at the store so that they could take the best products from the store of both the countries. 

Cognitive- This strategy stands for thinking, exploring, and take the best decision about the products (Rød and Nålby, 2022). The company's benefits depend on this strategy as they have to take the responsibility to convince the customers about the products because as per the words of the employees, the customer has to take the decision of buying the products. The company also has to give a different taste to the customer which could make it easier to make the decision. On the decision of the customer, the economic factors are dependent (Smatildayeva et al. 2021). In this segment, knowledge is required to be clear about the BMW x5 so that they can give the information properly to the customer. 

Communication- This is the main important criterion to grow the business in every country. To take the market of India the company has to communicate in the local languages so that the company has to learn all local languages to communicate with comfort to every customer. Good communication can reveal all the aspects of the customer that exactly needs and what exactly the company has to produce (Zandi, Singh and Shahzad, 2021). The company has to know all the languages to communicate with all local customers as in a store there are many types of customers so the company has to please the customers with their communication skills so that the customer could share every need about the products. In that case, the company has to know Indian languages and Chinese languages too to expand the business and take clarity from the customers. 

Social- In this segment the awareness of the brand could increase which would be helpful in the future for the company (Das and Sanchari, 2020). With the social platform, the company increases the engagement with the customers which helps the company to communicate with the customers. By promoting on social media the number of sales and services could be enhanced more as the customer would get to know more about the product BMW x5 and it gives the all luxury features in this car so that the customer could get all the comfort in a car. To expand the business more the company could give more focus in every segment (Gorigledzhan, 2022). BMW has to give all the required services socially also for the customer so that the customers who are from society can solve all the required queries. 
[bookmark: _Toc143344020]Critical Discussion of the Similarities and Differences 
The facilitated version of the BMW X1 has been launched in India recently with a price range between “Rs 93.90 lakhs” and “Rs 1.07 Crore”, available at the ex-showrooms of PAN India. Different variants are available there including xLine and M Sport series from the X5 trims. The seating capacities of such models came with SUV facilitation and the configuration of 5 seats. The leading version of X5 had been launched in China with a long wheelbase and the model was based on X7’s wheelbase. This leading version of 3OLi’s price ranges “558,000 RMB (87,700 USD)” and the wheels of this particular model launched in China come with 20 inches. This is a luxury version, where the price ranges for this 3OLi “is 618,000 RMB (97,000 USD). This model has been equipped with a surround-view camera that is 3D and 360 degrees and wheels of 20 inchesn (Luthra et al., 2020). Other features include audio of Harman Kardon, air-conditioning of dual-zone, and a drive recorder. 
The revenue collection of China from BMW for 12 months by the end of the financial year on March 31, 2023, has been recorded as “15.34%” ($154.864B), which is an increase over a year, as the revenue collection of China from BMW for 12 months by the end of the financial year on March 31, 2022, had been recorded as “14.17%” ($150.254B), was also an increased amount as compared to the financial year of 2021. 
The earning for BMW and its total revenue estimated by the end of the financial year on March 31, 2023, has been recorded as “Rs 571.47 Cr” and “Rs 54.47 Cr” based on consolidation. By the end of the last quarter of the financial year on March 31, 2023, the income from BMW has been recorded as “Rs 138.90 Cr” and the net profit by the end of the last quarter of the financial year on March 31, 2023, has been recorded as “Rs 16.29 Cr” (Gersdorf et al., 2020).The success stories of both countries are different as both countries have achieved this success by following different business strategies. India’s growth is dependent on enterprises and small-scale manufacturing, whereas China’s growth is dependent on large-scale manufacturing. In India, the private’s capital is way more influential than that of China. This private’s capital stands for foreign investments, from where the growth has been catalyzed (Holla, 2022). This leading version of 3OLi’s price ranges “558,000 RMB (87,700 USD)” and the wheels of this particular model launched in China come with 20 inches. This is a luxury version, where the price ranges for this 3OLi “is 618,000 RMB (97,000 USD).  The rapid growth in technology has many reasons lied in it. Labour Policies and Economic Zones have been initiated by the Chinese Government. 

[image: How do the auto industries of China and India compare? - Quora]
Figure 4: Critical Discussion of the Similarities and Differences
(Sources: Gersdorf et al., 2020).

These Labour Policies and Economic Zones are both Business-friendly. The great resources of China are dependent on its huge population which has a high literacy rate of about 70%. By aggregating this fact, it can be said that China is way more technologically advanced than India (Bhaumik, 2021). A large number of “brain drains” has also been experienced by China from the countries of the United Kingdom and the United States of America as these citizens of China had chosen to return to their hometowns. This has resulted in an immense growth of the population in China. There are many strategical similarities also that these two countries have. Such similarities are their religious and philosophical ideas. The religious and philosophical ideas of these two countries match a lot with each other. The traditional medicines and their beliefs in them match the ideologies of both countries. Both countries have the same taste in music that is based on the pentatonic scales (Helsen, 2019). And in the ancient era, many visitors and explorers from China visited India and created history. Based on all such facts and similarities, the making, designing, producing, manufacturing, selling, buying, purchasing, and marketing of BMW cars in India and China has been affected likewise. 
Especially the X5 model and its different series of cars are essential. The facilitated version of the BMW X1 has been launched in India recently with a price range between “Rs 93.90 lakhs” and “Rs 1.07 Crore”, available at the ex-showrooms of PAN India. Different variants are available there including xLine and M Sport series from the X5 trims. The leading version of X5 had been launched in China with a long wheelbase and the model was based on X7’s wheelbase. This private’s capital stands for foreign investments, from where the growth has been catalyzed. The rapid growth in technology has many reasons lied in it. Labour Policies and Economic Zones have been initiated by the Chinese Government (Woods, 2023). These Labour Policies and Economic Zones are both Business-friendly. By the end of the last quarter of the financial year on March 31, 2023, the income from BMW has been recorded as “Rs 138.90 Cr” and the net profit by the end of the last quarter of the financial year on March 31, 2023, has been recorded as “Rs 16.29 Cr”. In India, the private’s capital is way more influential than that of China. This private’s capital stands for foreign investments, from where the growth has been catalyzed. Other features include audio of Harman Kardon, air-conditioning of dual-zone, and a drive recorder. 
This leading version of 3OLi’s price ranges “558,000 RMB (87,700 USD)” and the wheels of this particular model launched in China come with 20 inches. The earning for BMW and its total revenue estimated by the end of the financial year on March 31, 2023, has been recorded as “Rs 571.47 Cr” and “Rs 54.47 Cr” based on consolidation (Li et al., 2020). The earning for BMW and its total revenue estimated by the end of the financial year on March 31, 2023, has been recorded as “Rs 571.47 Cr” and “Rs 54.47 Cr” based on consolidation. India’s growth is dependent on enterprises and small-scale manufacturing, whereas China’s growth is dependent on large-scale manufacturing. In India, the private’s capital is way more influential than that of China. 
[bookmark: _Toc143344021]Agreement with the used Approach
The strategic approach used by China is highly technological according to me, whereas the Indian approach can be implemented in a far better way (Dhanda, 2021). I as a third person critically identified the contemporary ethical approaches and critically analyzed the practical approaches. I have analyzed the development plans, the management plans, and the implementation of such plans that contributed to the success of the business by using a successful marketing strategy. I got to know that the success stories of both countries are different as both countries have achieved this success by following different business strategies. I have seen that India’s growth is dependent on enterprises and small-scale manufacturing, whereas China’s growth is dependent on large-scale manufacturing. In India, the private’s capital is way more influential than that of China. I got to know that this private’s capital stands for foreign investments, from where the growth has been catalyzed. The rapid growth in technology has many reasons lied in it. I have verified that the rapid growth in technology has many reasons lied in it. Labour Policies and Economic Zones have been initiated by the Chinese Government.
I have ensured that these Labour Policies and Economic Zones are both Business-friendly. The great resources of China are dependent on its huge population which has a high literacy rate of about 70%. I also got to know that by aggregating this fact, it can be said that China is way more technologically advanced than India (Al-Jarf, 2022). I am aware that a large number of “brain drain” has also been experienced by China from the countries of the United Kingdom and the United States of America as these citizens of China had chosen to return to their hometowns. This has resulted in an immense growth of the population in China. I also analyzed that There are many strategical similarities also that these two countries have. Such similarities are their religious and philosophical ideas. The religious and philosophical ideas of these two countries match a lot with each other. The traditional medicines and their beliefs in them match the ideologies of both countries. Both countries have the same taste in music that is based on the pentatonic scales (Beinoraite, 2019). I have checked the data analysis and the statistics as a leading version of X5 had been launched in China with a long wheelbase and the model was based on X7’s wheelbase. I know well that this leading version of 3OLi’s price ranges “558,000 RMB (87,700 USD)” and the wheels of this particular model launched in China come with 20 inches. The rapid growth in technology has many reasons lied in it.
I have witnessed that there are many strategical similarities also that these two countries have. Such similarities are their religious and philosophical ideas. The religious and philosophical ideas of these two countries match a lot with each other. I also know that the traditional medicines and their beliefs in them match the ideologies of both countries. Both countries have the same taste in music that is based on the pentatonic scales. And in the ancient era, many visitors and explorers from China visited India and created history (Jobaid, and Naher, 2020). I read that based on all such facts and similarities, the making, designing, producing, manufacturing, selling, buying, purchasing, and marketing of BMW cars in India and China has been affected likewise. I studied that especially the X5 model and its different series of cars. I have seen the availability of different variants are available there including xLine and M Sport series from the X5 trims. I have experienced that the seating capacities of such models came with SUV facilitation and the configuration of 5 seats. The rapid growth in technology has many reasons lied in it. Labour Policies and Economic Zones have been initiated by the Chinese Government. 
I have checked and got the proven data of the revenue collection of China from BMW for 12 months by the end of the financial year on March 31, 2023, has been recorded as "15.34%" ($154.864B), which is an increase over a year, as the revenue collection of China from BMW for 12 months by the end of the financial year on March 31, 2022, had been recorded as "14.17%" ($150.254B), was also an increased amount as compared to the financial year of 2021. 
I know that there are many strategical similarities also that these two countries have. Such similarities are their religious and philosophical ideas. I am aware of the religious and philosophical ideas of these two countries match a lot with each other. I am the third person have seen the model has been equipped with a surround-view camera that is 3D and 360 degrees and wheels of 20 inches. I have evaluated that the other features include audio of Harman Kardon, air-conditioning dual-zone, and a drive recorder. Both countries have the same taste in music that is based on the pentatonic scales. I have read in history that in the ancient era, many visitors and explorers from China visited India and created history. I know that based on all such facts and similarities, the making, designing, producing, manufacturing, selling, buying, purchasing, and marketing of BMW cars in India and China has been affected likewise. I estimated the data by the end of the last quarter of the financial year on March 31, 2023, the income from BMW has been recorded as "Rs 138.90 Cr" and the net profit by the end of the last quarter of the financial year on March 31, 2023, has been recorded as "Rs 16.29 Cr". I agreed to a great extent with all the provided data, analysis, calculations, marketing strategies, and planning and supported the study as the theories were fact-based.
[bookmark: _Toc143344022]Conclusion
BMW is a worldwide well-known automobile company that deals with regal and royal cars of high and premium quality. China is a well populated as well as a well-educated country where having a luxurious car is more than a need, precisely it is a dream which mostly everyone can afford. In India, the scenario is quite different as India is highly populated yet a country is yet under development or can be termed as a developing country. The population of India is a contribution of the migrants from the other countries. Moreover, being a developing country, having a BMW is not even an affordable dream for the people of this country. People who belong to the corporate classes can only have this affordability (Sebastian, 2021). The success stories of both countries are different as both countries have achieved this success by following different business strategies. India’s growth is dependent on enterprises and small-scale manufacturing, whereas China’s growth is dependent on large-scale manufacturing. In India, the private’s capital is way more influential than that of China. This private’s capital stands for foreign investments, from where the growth has been catalyzed.  There are many strategical similarities also that these two countries have. Such similarities are their religious and philosophical ideas. The religious and philosophical ideas of these two countries match a lot with each other. 
The traditional medicines and their beliefs in them match the ideologies of both countries. Both countries have the same taste in music that is based on the pentatonic scales. And in the ancient era, many visitors and explorers from China visited India and created history (De Graaff, 2020). Based on all such facts and similarities, the making, designing, producing, manufacturing, selling, buying, purchasing, and marketing of BMW cars in India and China has been affected likewise. Especially the X5 model and its different series of cars are essential.  
China is a core market for the development of sales of BMW with over “791,000” vehicles has been recorded to be delivered in the year 2022. China has served as the biggest single market for BMW, where the sales generation has tripled over the years. Chinese markets have the relevance of enormous BMW remains, especially for electric vehicles. This data has been recorded from the statement of the Chinese spokesperson to Xinhua (Podrug, 2021). India has won the market of BMW where the average price of the car starts at “Rs 43.50 lakhs”, recorded as the cheapest model that comes with the Gran Coupe of 2 series. The XM series is recorded as the most expensive one to date in India as per the launching records. The price for XM series cars ranges from “Rs 2.60 Cr” Some 20 new models are already in the markets of India and the upcoming project is aiming to launch about 8 new models in this series following the trends of the modern era. The joy of electronic driving can be experienced almost about 100 percent with the cars of BMW as claimed by the designers and manufacturers. As this model has been equipped with a surround-view camera that is 3D and 360 degrees and wheels of 20 inches. Other features include audio of Harman Kardon, air-conditioning of dual-zone, and a drive recorder. 
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