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[bookmark: _heading=h.s76lrlgi8uxk]1. Introduction 
Technological innovation, international competition, and changing consumer expectations are some of the factors that have made the global business environment more dynamic over time. In this regard, multinational corporations are required to demonstrate strategic agility when entering new geographic markets. Vietnam is a significant country that falls under the category of emerging markets in Asia and, thus, has become quite attractive as a result of increasing disposable income, fast urbanisation, and rising demand for luxury mobility solutions (Vinh et al., 2024). Accordingly, it opens up the space for the sale of premium cars in the country. BMW is a global luxury car brand that is most commonly associated with the highest quality of engineering, excellent performance, and innovation in the field of electric vehicles (EVs). Although the company enjoys a high level of market penetration in Europe, North America, and China, the ASEAN region remains a relatively untapped market with significant potential for the future. 
Vietnam, in particular, is a place that offers a very attractive prospect. This report is about the development of a strategy that is academically rigorous and based on evidence for BMW's expansion in the Vietnamese market. The study uses sophisticated strategic management frameworks such as PESTLE, Porter's Five Forces, VRIO, and competitor evaluation to identify the entry mode and justify it. Theories and models are integrated in the subsequent sections. Entry mode and competitive positioning are the main strategy elements. The competitive strategies of the Ansoff Matrix, supported by specific functional strategies, will be used here. Besides that, the report suggests a balanced scorecard as a performance appraisal tool to be able to guarantee continuous strategic consistency. The BMW needs to develop strategic leverage and an adaptive, locally aligned strategy to capitalise on the current Vietnamese premium vehicle market growth. 
[bookmark: _heading=h.vgtvucpyug3j]2. Selection of Organisation and Target Market 
[bookmark: _heading=h.xvx38gl1lzrm]2.1 Overview of The Organisation 
BMW Group, founded in 1916, is a German multinational automotive manufacturer that offers premium and luxury vehicles (BMW Group, 2025). Besides cars, the group deals in motorcycles and mobility solutions. The company has three brands, such as BMW, MINI, and Rolls-Royce, which are produced in several plants across Europe, Asia, and the Americas (BMW Group, 2024). The automaker has been consistently ranked as one of the most valuable automotive brands in the world, which is facilitated by its legacy of innovation, high-quality engineering, and environmental friendliness. The company's worldwide plan focuses on the use of electric vehicles, digital transformation, and creating a customer-centric approach for the local efficiency of operations to enter Vietnam. BMW's most substantial growth has been in mature markets, for example, the USA, Germany, and China. Besides, the car market has been highly saturated in the developed nations (Li, 2025). Consequently, the ASEAN countries have a lot bigger market potential, and considering the economic uncertainty in Europe, the company is focusing more on the new growth markets. Therefore, several South Asian countries have become a vast reservoir of consumer base and demand for luxury goods.
2.2 Rationale for selecting Vietnam 
As Vietnam moves towards becoming an upper-middle-income country, the country is witnessing a rapidly growing luxury car market, especially among the younger customers. The Vietnam luxury car market size was worth around 1.9 billion U.S. dollars in 2024. The market is forecasted to hit 2.1 billion USD by 2033, with an annual growth rate of 1.15% from 2025-2033  (IMARC Group, 2025). 
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Figure 1: Vietnam Luxury Car Market Report by Vehicle Type
Source: (IMARC Group, 2025)
According to the IMARC Group, the increasing wealth and disposable income levels, shifting consumer preferences, fast urbanisation and traffic congestion, better infrastructure, arrival of international brands, support of government policies, and the expanding availability of financing are all leading to the market growth. Vietnam’s current generation has been composed of middle-class consumers who have seen their purchasing power increase and who will have been influenced in their choice of an electric vehicle by the government's push in the sector through tax reduction and infrastructure development (Ha et al., 2023). Although a brand like Mercedes-Benz dominates the scene, BMW has the chance to increase its share if it can engage with the wealthy, tech-savvy urban consumers, for whom the brand's focus on digital experiences, intelligent mobility and performance is really attractive, by means of efficient marketing.
With the reforms of Vietnam in terms of economic growth and consumer power, the country has witnessed a major growth in real GDP per capita, which has almost quadrupled since 1986 (Yaprak and Şahinöz, 2025). Such a development has led to the emergence of a sizable middle class as well as the increase of disposable income, especially among the younger demographics. The increase of disposable income subsequently leads to a rise in demand for premium goods. The statement is particularly valid for urban centres where a young and aspirational population is getting more and more capable of buying luxury items, among which are premium vehicles.
Vietnam's luxury car market is vibrant. The likes of Mercedes-Benz, Lexus, and Audi are recording high volumes of sales (Small, 2023). The premium segment will probably maintain the trend of 1.15% yearly growth for the next few years. Moreover, the younger demographic in Vietnam, which is a young population with a large youth demographic, is actively seeking premium brands and new technologies. In addition, the government is moving towards a green transformation, which is in perfect harmony with BMW's "i-series" electric vehicles, thus giving a strategic advantage in a market that is becoming more and more eco-friendly.
[bookmark: _heading=h.mdd7k9tl4rl3]2.2 Target Market and its Analysis 
Demographic segment of customers 
In Vietnam, BMW is mainly aiming at rich and liberal-minded city dwellers, the group of people comprising well-established professionals and business owners aged 27 and above who look for a mix of luxury, performance, and status in their lives (Le, Posada and Yang, 2022). The market in Vietnam is expanding because of Vietnam's economic growth, increasing urbanisation and a young and tech-savvy demographic that highly appreciates brand prestige and sophisticated features. According to BMW's study, the company has to meet the demands of different sub-segments of this affluent group, from those looking for high-tech functionality to those wanting performance and style.
Psychographic segment of customers 
Psychographically speaking, the perfect customer segment should be those who crave and value luxury, glory, and a brand that mirrors their achievement and social rank (Liu, Lu and Qi, 2021). BMW cars come with the latest and top-notch technology that provides an extraordinary experience, aside from just a means of transport. Regarding the consumption pattern, the increasing urbanisation has been the main factor that has pushed up the demand for luxury products as a means of showing off one's social status.
Behavioural segment of customers
Vietnamese customers are, by nature, thorough researchers, detail comparers and tends to prioritise after-sales services (Ngo et al., 2025). When it comes to brand awareness, they are affectionate to brands that not only constantly satisfy their needs but are also trendy globally. The younger generation of Vietnam is adept with digital channels for research and purchasing.
Market Analysis of Vietnam 
Vietnam's developing economy has led to the emergence of a new class of high-net-worth individuals and a sizeable upper-middle-class population. As a result, a significant proportion of people are relocating to cities like Hanoi and Ho Chi Minh City. As of 2024, the percentage of people residing in cities in Vietnam was 38.5% of the overall population (Nguyen, 2024). The proportion of urban dwellers in the nation has been increasing continuously every year for several years. There, urban Vietnamese people get exposed to international trends and a higher concentration of wealth, which in turn is driving the demand for luxury goods and premium cars. Besides that, a large and rapidly growing group of internet-savvy consumers mainly use online platforms for product research and purchasing decisions. Luxury brands have responded to this trend by providing digital showrooms and online tools.
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Figure 2: Share of the urban population in Vietnam 2018-2024
Source: (Nguyen, 2024)
Vietnam is a very favorable market in the introduction of the luxury electric vehicle considering there are strong government measures to promote the use of electric vehicles (EVs). It is an already wealthy market, which is slowly turning into an environmentally friendly one (Lan, 2023). Moreover, a huge and increasingly expanding number of the populace that is well equipped in internet proficiency relies on web-based mediums to conduct research and make their buying choices. Luxury brands have been rapid in adjusting to the reality, providing online showrooms and other tools (Hyun et al., 2024). The government is also putting in place measures that will make the use of EVs more attractive, thereby creating a conducive environment for the arrival of luxury electric vehicles in a market that is not only affluent but also increasingly conscious of sustainability.
[bookmark: _heading=h.py21gl7kp1h9]3. Comprehensive Strategic Analysis 
For conducting strategic analysis, used such as PESTEL, Porter’s Five Forces, Comparative analysis and VRIO analysis, to properly assess competitive factors for BMW to enter into Vietnam market.
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Figure: Gross domestic product (GDP) in Vietnam 1987-2030
Source: (O’Neil, 2025)
[bookmark: _heading=h.bt2gmelyodd]3.1 PESTEL Analysis 
	PESTEL 
	Description 
	Opportunities/Threats 

	Political 
	Vietnam's government has progressively liberalised its market since the late 80s and has implemented policies regarding foreign investment, trade agreements, political stability, and the country's relations with Germany (Marslev and Staritz, 2023). The government of Vietnam is gradually removing obstacles foreign investors will face in the market, yet the possibility of interference from the government and the enforcement of strict provisions still remains. In addition, the difficulties in controlling labour costs within the European political framework have led BMW to move its production to more cost-effective areas such as the US, China, and other ASEAN countries (Yeung, 2024). This was a move made in response to the rigid labour policies in Germany, where BMW’s main operations were located.
	Opportunity 

	Econony 
	After the AESAN economic downturn in 1998, Vietnam has been bouncing back quite fast due to decreasing stock prices and weakening car sales in most markets. The US Market experienced a very steep fall, thus causing a chain of events that led to a drop in the profits of big companies like GM, Ford and the rest (Grieco et al., 2024). Vietnam is a shining example of timely development after the establishment of Đổi Mới in 1986, to opened Vietnam's economy to the rest of the world. Since this period, Vietnam has transitioned from one of the poorest countries to a middle-income economy (O’Neil, 2025). The real GDP per capita has increased from less than $700 in 1986 to nearly $4,500 in 2023, while the proportion of the population living on less than $3.65/day has been reduced from 14 per cent in 2010 to less than 4 per cent in 2023. GDP during 2024 expanded by 7.1 per cent (World Bank, 2025). The growth rate is predicted to fall to 5.8 per cent in 2025 due to the increase in trade policy uncertainty and then to get back to around 6.1 per cent in 2026. Hence, people in Vietnam are in a position to spend resources on luxury or premium products such as vehicles. 
	Opportunity 

	Social 
	The Vietnamese society is mostly homogeneous, and Vietnamese culture was quite focused on a liberal mindset despite the fact that communism has been a long-term policy. The youth population is also significant in Vietnam also has a good preference towards Western lifestyles and culture (Tram, 2024). Designers, brands and emotional relationships were more and more appreciated by consumers. After that, the Vietnamese social orientation was mainly on the characteristic of being a hard-working person, which has helped the country to speed up its progress over time. As a result, the Vietnamese society now consists of the rich, middle-class and working-class people (Trichur, 2025). With the increasing income among the Vietnamese people, there is an increasing demand for luxury products, such as vehicles, but also for a wider range of products.
	Opportunity

	Technology
	Vietnam has been making significant progress in technology as its government has made generous investments. Vietnam's big investments in digital infrastructure, which include widespread 4G/5G networks and EV charging stations, are laying the perfect groundwork for sophisticated mobility solutions (Nguyen, 2023). This move is aimed at facilitating the easy spread of digital mobility technologies and connected vehicles in the country. With its focus on fully integrated vehicle connectivity and the all-inclusive My BMW App ecosystem, BMW is in a great position to take advantage of Vietnam's fast-changing, digitally-enabled automotive market to provide locally sophisticated, tech-savvy drivers with seamless experiences.
	Opportunity 

	Enviroment 
	The legal environment in Vietnam is a challenging one for businesses, especially in the case of the automotive sector, which is highly regulated in terms of emissions, safety and import duties (Pham et al., 2025). Moreover, foreign companies are limited in the percentage of shares they can own in the local market, but creating partnerships is not only an effective way but also a widely used one to get around these legal provisions and still be able to do business in the country.
	Threats

	Legal 
	The changing environmental regulations, especially those related to emission standards and the encouragement of EVs, will have an impact on the products and the way they are produced. The concern of the public and the government for environmental sustainability might have an effect on the need for various types of vehicles and propel the adoption of eco-friendly business practices, for instance, local assembly and supply chain management (Li and Qamruzzaman, 2023).
	Threats 



Through the PESTEL analysis, it is found that BMW has significant opportunities across PEST factors which is contributed by Vietnam’s Đổi Mới policy and can become one of the rising country in the ASEAN region due to having a manufacturing sector as a major backbone, which contributed the rise of technological growth and disposable income which simulatanous gave rise of high income group in the country. In terms of Legal and Environmental factors, strict rules and regulations may force the company to initiate radical changes such as transition to petrol-driven vehicles to EVs.  
[bookmark: _heading=h.r0q24c4erm7a]3.2 Porter’s Five Forces Analysis 
	Porter’s Five Forces
	Description 
	Risk 

	Competitive Rivalry 
	Mercedes-Benz enjoys price leadership in the Vietnamese luxury car market, mainly due to a strong local assembly, while Lexus and Audi continue to generate stable demand. As the leading national EV brand of Vietnam, VinFast is gaining more and more advantages through a wider product lineup and a global footprint, thus posing a threat to traditional luxury brands with its emphasis on electric mobility (Nguyen and Pham, 2024).
	High 

	Threats of New Entrants 
	New electric vehicle (EV) players are deterred by the high initial investment requirements and solid brand loyalty in Vietnam. On the other hand, the improved sector could be the reason for BMW's entry to be supported by government subsidies for EV production and the country's ample labor force and mineral reserves. As the market expands and the whole EV ecosystem evolves, there are ways for new entrants, including already established brands like BMW, to penetrate despite the existing difficulties (Kim, Shrestha and Pranawengkapti, 2025).
	Medium

	Supplier’s Power
	BMW is globally sourced, but it is facing high costs in a new market with limited local supply and import duties. This dependence amplifies the costs of the overall suppliers and their vulnerability, especially in countries with poorly developed local industries for automotive components. To reduce dependence on international imports and possibly lower operational costs, a local supply chain is necessary for BMW's venture in the Vietnamese market (Nakajima et al.,  2023).
	Medium

	Buyer’s Power 
	Luxury consumers put their highest priority on extremely personalised experiences and perfect after-sales support. Their loyalty depends on receiving continuous premium service. Brands that fail to provide these customers with the utmost care will lose their business immediately in such a demanding segment. Customers expect flawless execution and anticipatory care. Therefore, brand switching is easy in case standards are not always met. In the case of BMW, the brand needs high maintenance and servicing a German vehicle is expensive (Pisano et al., 2023).
	High 

	Threat of Substitutes
	Motorcycles are the main means of transportation in Vietnam, especially in the non-luxury sectors (Linh, 2024). However, BMW's entry could be the solution to the growing premium sector where luxury brands are chosen for status and design, as in the case of Italian scooter brands. Although,
Motorcycles have a major share in the market; the rise of public transport and the growing environmental concerns about traffic congestion and pollution could lead to an indirect transition, thus opening up space for premium and eco-friendly alternatives.

	Medium 



Based on Porter’s analysis, BMW is required to innovate in the field of electric vehicles, provide better customer services for delivering premium customer experiences and maintain superior performance to remain in a competitive position.
[bookmark: _heading=h.rz8fej626y19]3.3 Competitor’s Analysis 
The Vietnamese luxury automotive market comprises a tightly knit group of longtime global players and one domestic company that is rapidly expanding. At present, Mercedes-Benz is in the most advantageous position, as it has been able to reap the benefits of an early market entry, a comprehensive local assembly, and an extensive dealership network that spans the major cities of Hanoi and Ho Chi Minh City (Small, 2023). Despite the high import duties in Vietnam on completely built-up (CBU) vehicles, Mercedes can keep relatively competitive prices because of its local production. Audi and Lexus are two brands that operate with minimal but steady presence in the market (Small, 2023). Their main target is wealthy customers who look for aesthetic appeal, dependability, and a high level of after-sales service. Even though these brands are contenders for the same segments as BMW, their infiltration of the market is low due to less number of product lines and higher price levels.
This has created a certain competitive dynamic around the brand from VinFast, the local electric vehicle manufacturer in Vietnam. Even if it does not compete directly in the luxury segment, VinFast has a significant influence on consumer preferences by making the electrification of the car fleet possible through lower prices, more intensive marketing, and strong support from the government for the electrification. The rapid expansion of BMW is what mainly changes its position in the EV market (Li, 2025). In essence, the German car brand is still a big player within an intensely competitive market, consisting of not only conventional luxury challengers but also a disruptive local EV brand, thus demanding strategic differentiation with the help of technology, brand experience, and better after-sales service.

[bookmark: _heading=h.1jifvdnvx0xe]3.4 VRIO Analysis 
	Resources 
	Valuable 
	Rare 
	Inimitable 
	Organisation 
	Result 

	Brand Prestige 
	Yes
	Yes
	Yes
	Yes
	Sustained Advantage 

	EV Technology 
	Yes
	Yes
	Yes
	Yes
	Strong Advantage 

	Global Supply Chain 
	Yes
	No 
	Yes
	Yes
	Temporary Advantage 

	Digital Integration 
	Yes
	Yes
	No
	Yes
	Competitive Advantage 



BMW has a number of strategic resources that can help it maintain a competitive advantage for a long time in the Vietnamese market. Their global premium brand reputation is a very valuable, rare, and hard-to-imitate feature for competitors, which makes BMW have a strong differentiation in the luxury segment. The company's cutting-edge electric vehicle technology, especially for the i-series, is also a valuable and rare feature that is supported by a high R&D investment and that competitors cannot easily replicate. BMW's connected global supply chain also allows it to be more operationally efficient and to maintain quality consistency, thus giving it another capability that is difficult for competitors to imitate. These strengths are supported by an organisational structure that is able to leverage them effectively, thus enabling BMW to compete strongly in Vietnam.
[bookmark: _heading=h.r0agvjve9hkd]4. Strategic Development and Formulation
[bookmark: _heading=h.jara1kfl2otq]4.1 Market Penetration and Product Development Through Ansoff Matrix
Market Development and Product Development are the main aspects of the Ansoff Matrix Strategy of BMW. Market penetration is another company growth strategy, which allows an organization to grow in its industry through the application of different operational strategies. This is a strategy of offering the same products in Vietnam because its mother country is the UK. The company can use several approaches to implement this strategy in Vietnam, which includes dealerships and other agreements (Martin, 2023). The company aim is to expand the market share in current markets under which the company has already offered products. This also entails strategies, which include sales promotion, subsidies, and amplified competition with other businesses within this sector. The Ansoff Matrix model is used to strategically evaluate the growth opportunities of the company in Vietnam in the competitive market of the automotive industry. This is a potential to establish a long-term competitive edge to the company to achieve industry success. Above all, the firm should have a strategic expansion strategy when entering the market and developing its products (Swotandpestle.com, 2025). The matrix also elaborates that BMW should be able to know the automotive market in Vietnam to determine the market penetration and product development opportunities.
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Figure: Ansoff Matrix of BMW
(Source: Pereira, 2025)
To establish an international automotive company in Vietnam, the company established a partnership with THACO, a Vietnamese company, for local production and distribution. BMW has been present in the country since 1994; however, the company is not popular in the country (Hong, 2024). Following the Euro Auto Incident, the BMW Group partnered with THACO to assemble BMW vehicles in a new production facility in Chu Lai, Quang Nam Province, Vietnam. THACO now serves as the local manufacturer and distributor for the company. 
[bookmark: _heading=h.czh4ceef5yun]4.2 Entry Strategy 
Through the partnership with THACO, the company already produces locally developed vehicles. However, to sell products from the actual company, it needs to utilise the growth potential of its partner company. Local production and partnership are the most significant strategies for entry into a foreign market, and with THACO, it produces models, including the 3 Series, 5 Series, X3, and X5 (THACO Group, 2023). After its entry into a market, marketing and branding are the most significant options for growth. The company can grow in the country by focusing on the high-class customers with a luxurious lifestyle. It also involves leveraging digital platforms to engage with audiences through interactive social media campaigns and storytelling (Jain, 2025). Thus, it can maintain customer loyalty in the company. Aligning with global strategies is also crucial to attain a broader objective for the company. This includes strategies, such as sustainability, decarbonisation, circular economy, and CSR. 
Several entry mode strategies are used by foreign brands, including export, joint venture, licensing, strategic alliances, and more. BMW can primarily focus on exporting as it can export parts or even products to sell in the country. Indirect export refers to selling its products to an intermediary. The foreign distribution channels can also help in this regard, as they can focus on domestic manufacturing (Kuraś, 2023). For a company in the automotive industry, a Joint Venture is the most suitable form of entry mode for a foreign company. Therefore, a Joint Venture can significantly help the company to enter the automotive market of Vietnam and manage its operations. 
[bookmark: _heading=h.ni0z0xx8ieml]4.3 Sustainable Competitive Advantage 
Sustainable Competitive Advantage is a superiority of a business over its competitors and is the ability to stay on the top in a market. The competitive advantage will be sustainable when a firm adopts special technologies in its business. So, this approach defines the success of a business in the market in the long term (Damon, 2023). Some of the other strategies that BMW can consider to ensure the achievement of sustainable competitive advantage include a strong brand reputation, intellectual property, unique distribution channel, and enhanced customer service. The strategies may, however, complicate and be expensive to new entrants and market share grabbing by the existing competitors. This is the reason why a firm should develop a good brand image, and a positive word-of-mouth. In order to establish itself in the Vietnamese automotive sector, the company can adopt innovation and technology in order to realise success in research and development. Dedication to the electromobility will assist the company in increasing its products, whereby sustainable individual mobility will be prioritized. It also has the potential to conform to the international trend of electric and digitalised mobility (Das, 2024). In the process of its strategic shift to electrification, it is oriented at achieving sustainable products and raw materials, including lithium and cobalt batteries. The company should also establish a long term relationship between the suppliers to reliability and quality control. This will enable the firm to retain its performance and quality standards. BMW must also make efficiency move in Vietnam in prioritising its sourcing. Under the plan of the circular economy, the company will be able to devote itself to attaining sustainability and reusing and recycling materials. Given its emphasis on the customer service, the company will be able to offer after-sales services, such as special training and 24/7 support hotlines. This has the potential to make it loyal and satisfied to its customers within the automotive industry (JOSHI, 2025). The sustainable competitive advantage of BMW and THACO in the Vietnamese market is based on the synergy between the internal capabilities of these two companies as a global and local company respectively.
[bookmark: _heading=h.c7kutpdn5ljs]4.4 CSR and Ethical Strategy 
In a bid to succeed in employing strategies to control its operations in Vietnam, BMW must pay attention to sustainability, ethical behavior and social responsibility. On the one hand, BMW, on a global level, must pursue approaches of curtailing its emissions, responsible use of resources, and creating more environmentally friendly vehicles as part of production and development practices in Vietnam (Oxford Impact Lab, 2023). To reach a more advanced level of analysis on its approaches towards CSR and ethics, the company should be engaged in building a CSR framework. This entails plans, including the “Lean, Green, Digital Strategy.
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Figure: CSR Strategy of BMW
(Source: Oxford Impact Lab, 2023)
This company has major support for STEM education, and thus, it can use that advantage in Vietnam to develop a robust workforce in the future. BMW needs to engage in initiatives related to road safety and cultural activities globally to improve its social responsibility in Vietnam (Estanislao, 2025). It can also focus on community investment to focus on sustainable development goals, such as education, gender, and communities. 
The ethical strategy of the company is part of a global framework for sustainability, supply chains, and ethics. Environmental protection is known as the most significant ethical strategy used by BMW (BMW Group, 2023). It includes the usage of renewable energy, reducing CO2, and incorporating recycled materials into its models. It also includes the commitment to fair relationships with business partners, which is crucial for its partnership with THACO.
[bookmark: _heading=h.6t7x19fennm4]5. Performance Evaluation Framework
[bookmark: _heading=h.5eq617kcbvjn]5.1 Balanced Scorecard
The Balanced Scorecard (BSC) is a management framework that evaluates performance with its four key perspectives, and these are financial, customer, internal processes, and lastly learning and growth. The key functions of this framework may involve strategic alignment, performance measurement, communication, and prioritization (Balanced Scorecard Institute, 2024). It uses non-financial measures and connects objectives to daily operations. 
	Perspectives
	Strategic Objectives
	Key Performance Indicators (KPIs)

	Financial
	This strategy helps the company to achieve financial targets and maintain profitability. 
	The KPIs of this objective include Profitability, Investment, and Growth. It achieves financial targets and even exceeds them. For example, in 2023, the profit of the company was 9.8% globally. By using technologies such as NEUE KLASSE it can make significant investments for R&D and capital expenditure. It can also maintain profitability and long-term growth. 

	Customer
	This strategy is used by BMW to retain a robust market position, with improved customer satisfaction and user experience. 
	The KPIs for this objective are Market Position, Customer Satisfaction, and User Experience. It can retain its top position in the global market through its products and innovative technologies across all vehicles. BMW can meet the needs of its customers and develop attractive products for the brand (InfluenceMap, 2025). Through an improved user experience, it can create a strong digital experience for the customers. 

	Internal Process
	This strategy is used by the company to improve its operational excellence through strategic executions, digitalisation, and electrification. 
	The KPIs of this objective include Operational Excellence, Strategic Execution, and Digitalisation and Electrification. With its operational excellence, it can focus on producing high-quality vehicles with technologies such as AI. Linking this balanced scorecard with the vehicles, it can manage its balance, budgeting, and other operations in the company. The NEUE KLASSE can be recognised as the most significant project for the company for its digitalisation and electrification. 

	Learning and Growth
	This strategy is used to help the company learn and grow using the factors. It can drive innovation and achieve organisational capabilities, while fostering a positive culture. 
	The KPIs of this objective are Innovation, R&D, Human Capital, and Organisational Capabilities. BMW can focus on achieving innovation through investment, research, and development. It can foster a positive and progressive culture with values, such as transparency and trust. The organisational capabilities help the company to support a long-term strategy that includes human capital, technology, governance, and other resources. 


Table: Balanced Scorecard of BMW
(Source: Self-created)
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Figure: Balanced Scorecard
(Source: The Strategy Institute, 2024)
[bookmark: _heading=h.59leg4s7d067]5.2 Triple Bottom Line (TBL)
The Triple Bottom Theory is the accounting model where three significant pillars are utilized, namely, People, Planet, and Profit. This model is used to measure the performance of a business in terms of its economics, environment, and society (Jonker, 2023). The company applies this framework in Vietnam to include sustainable strategies in its operations. Although the metrics that are applied to the Vietnam arm might not be publicly elaborated, the Group strategy can be seen to how the three pillars are implemented both at the global and the local level, such as its responsible sourcing program, decarbonization objectives, and community investments.
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Figure: Triple Bottom Line Theory
(Source: Gillis and Stedman, 2023)
People
The social aspect of the company is the people, and the company is considerate of employees according to human rights and diversified culture. This pillar is concerned with the social responsibility of a company and its effects on the stakeholders. This encompasses fair labor, community interactions, and provisions of the welfare of the employees and the consumers. BMW should pay attention to creativity and innovation of the employees and the development of business (Ismail, 2025). It must also choose fair labour laws to implement employees in a fair working environment and social standards. In its intent to establish a good economic prosperity, it must have a community to work with.
Planet
This pillar is concerned with the social responsibility of a company, the effect on the stakeholders and the environment. It entails quantifying and decreasing such aspects as carbon footprint, conservation of resources, and utilization of ethically sourced materials. By 2050, the company intends to reach net zero through the emission of CO 2 per vehicle, but the company plans to decrease this by 50 percent by 2030. It also desires to realize a higher degree of sales through electrification to attain a higher level of sales by the year 2030 (Toffel, Hill, and Mcelhaney, 2025). Recycled materials will help the company to prevent environmental damage and attain a circular economy.
Profit
Profit is the most significant and traditional pillar of the framework, focusing on the profitability, economic health, and revenue of the company. BMW needs to consider the ethical operations of itself to include responsible and financial, and employee management. With long-term value, the company can align its sustainability goals and focus on short-term profits for the time being (BMW, 2023). BMW needs to demonstrate its resilience by mitigating challenges and investing in future technologies, such as electromobility and digitalization. The financial performance of the company determines the social and environmental considerations of the company. It can also mitigate risks, including climate change and water shortages. 
[bookmark: _heading=h.i5hzrwo4zr9k]6. Conclusion 
This report has illustrated that Vietnam is a strategically very attractive market for BMW due to the growing middle- and upper-income segments, rapid EV transition and increasing demand for premium mobility solutions. A detailed strategic analysis using PESTLE, Porter's Five Forces, competitor assessment and VRIO has identified external opportunities as well as internal capabilities that can shape BMW's potential for market entry. The results indicate that BMW's brand equity, leading EV technologies and global operational capabilities are a strong basis for competitive advantage. However, there is a limited situation in local assembly and dealership presence. The recommended market entry plan is a joint-venture route, which is in harmony with both the market circumstances and BMW's long-term growth goals. The Balanced Scorecard model, in the end, provides a thorough tool for performance measurement, thus, financial, customer, operational, and learning results being under continuous review. The move to Vietnam, in sum, is both practically possible and strategically sound.
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