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Executive summary 
Consumer behaviour has an influence on marketing strategies and thus BMW need measure it to stay ahead of competitors.  They should measure customer satisfaction levels to monitor the perception of the product and improve the marketing strategy from its data. Google analytics will track behaviour and show how the website is being used and which advertising is gaining the most users on the website, this is made possible by the use of cookies. Moreover, dealerships can use sensors to monitor customers behaviour and find the popular modes within an area and target future marketing strategies effectively. BMW can use the internet of things to trace behaviours across multiple devices. Additionally, GPS can be used to track how the cars are being used, however GDPR requires this data to be anonymised but behaviour patterns can still be discovered by using demographics which couldhelp target future marketing strategies. BMW can analyse this data through a TTest which shows if there is a statistical difference between two groups, allowing behaviour trends to be discovered. Text mining allows conversations with customers to be analysed and common topics to be found and embedded into the marketing strategy thus making it highly effective.
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1 Introduction 
Understanding consumer behaviour is critical as it will give BMW an edge over their competitors. This report will investigate the best current and future metrics that BMW should use.  Customer satisfaction will allow BMW to see how their product is perceived and find out what they are competitors are doing better thus improving future marketing strategy. Moreover, Google analytics tracks behaviour on the website and provides useful data such as which channel is bringing in the most traffic. This is made possible by cookies which tracks consumers behaviours across the web. Furthermore, sensors can be used to monitor instore behaviour and the data can be used to determine which model is popular within an area, thus making future marketing strategies be highly targeted.  The Internet of things (IOT) is the future metric in which BMW can track consumers across multiple devices to gain invaluable behavioural insights. BMW could also use the cars GPS data to track how their products however due to GDPR this data cannot identify individuals. Data can be analysed by a T Test which will show if there is a significant difference between groups, this combined with analysing recorded conversations with customers will be useful as it will identify key trends that can be used to help inform marketing strategies.
2 Metrics 
A metric that is deployed to measure customer behaviour is through satisfaction levels , and “The possible dimension to measure customer satisfaction could be quality, price, trust relationship, [and] complaints” (Khadk and  Maharjan,2017) This data is collected through surveys that are designed to undercover how consumers react  to different aspects of the service to  better  understand  their behaviour. BMW can use surveys to collect information about the reliability and customer service to inform future marketing strategies can use this information to  highlight the strengths of the product and implement changes on the aspects associated with negative behaviour.  
Additionally, when  BMW are gathering information about how consumers perceive their brand they need to “ask questions concerning not only the research company but also the competitors’ company.” (Cao, 2012) As this will allow BMW to develop a better understanding of the customers behaviour across the automotive industry. Thus, making future marketing strategies that fit the needs of the market and gain a competitive edge over their customers. 

However, surveys are only representational of the behaviour of consumers if it is a large sample. Additionally, if BMW make the survey optional the result will be bias because customers with a negative experience are more likely to complain, this data could lead to poor decision-making. To mitigate this, BMW should make this a compulsory part of the sales process to aid in the impartiality to make future marketing strategies are efficient as possible.  (Gibbons,2019)
Moreover, when BMW is researching into consumer’s behaviour they have to only collect information that helps their analysis as sated by McDonalds (2021) “GDPR requires you to legally justify the processing of the personal data you collect.” BMW need to make sure their survey questions conform to this rule which still provoking recipients to share information of their mindset. A tactic that should be used to mitigate this is to ask open quantitative questions that could uncover information that would otherwise but unattainable. However, there should be structured qualitative questions to statistically analyse.
One way that you research into consumer behaviour is by analysing how your website is being accessed as stated by Clifton (2012),“Google Analytics enables you to track and compare all your visitors—from nonpaid organic search, paid ads (pay per click, banners), social media, referrals, email newsletters, affiliate campaigns” The information can help to understand the consumer’s behaviour by showing which aspect of the marketing strategy is bringing than most traffic to the website, thus informing which channel future marketing strategies use to be as effective as possible. 
Moreover, “Analyzing website traffic provides insight into the number of visitors, their geolocation, visitor locations, time spent on websites and other parameters.”( Bekavac and Praničević,2015)  This research method shows the behaviour of customers and if there’s a patten that leads to a conversion. Moreover, this can indicate a particular region buys more of a certain model. This data can help to target marketing strategies by informing which specific model of car is best to post content about according to the location of the specific dealerships thus reacting to needs of the customers thus linking the geographical behaviour to the brand. 
3 Research technologies 
Google analytics works by using cookies which tracks behaviours across the web as explained by Catherine Al (2013)“cookies allow online marketers and third-party advertisers to track consumers’ browsing behaviours across websites.”  By collecting this data it means BMW can develop a deeper understanding of consumers interest and habits, for example whether they go on competitors or insurance websites before making a purchase.  This can inform future marketing strategies to target specific aspects of the product that will resonate with the customer thus increasing the chances of a sale. 
Although cookies are an effective way to measure consumer behaviour, users can be apprehensive about what data their collect as indicated by Kulyk Al (2018), ”concerns were raised regarding the lack of transparency on how the data collected via cookie is used by the service provider.”  As a result of this BMW need to have a clear cookie policy so that customers feel conformable with using the website. Moreover, “whenever personal data is collected about a user, it has to be done with the consent of the user.”(Hu and Starty, 2019) This means BMW need to get content before they can access their data and build up a profile of them, or they would be fined for breaking GDPR rules.
Offline consumer behaviour can be measured by sensors within the retail environment as stated by Nakahara and Yada (2012) “The development of sensor networks has enabled detailed tracking of customer behaviour in stores.”  BMW can this data to examine which model is attracting the most attention, the time of day people shop and whether after running a marketing strategy the foot fall increases. This will help to determine if it was a successful campaign and which model is popular in the specific dealership.
A disadvantage of this is that “Excessive installation sensors and cameras can make customers feel worried about their privacy.”(Nayyar, 2019) BMW need to use instore tracking conservatively because it could deter customers away from the dealership and will also require a considerable of  finance. However ,if the implementation is subtle it could allow BMW to gain invaluable insights in the consumer’s behaviour without any negative social or financial impacts. 

A future metric the internet of things (IOT) which is connection multiple devices this include phones, smart speakers and cars that gathers vast amounts of real-time data about how the consumer is using the product. BMW can use this information to improve their understanding of the user behaviours as it will be across diverse platforms. The data will help to create highly targeted marketing strategies which will link customers to the product thus increase its effectiveness. (Spilotro,2017) 
However, the downside to the IOT vast amount of data is that it is susceptible to be hacked as stated by Le and Liaw, (2017) “The high volume and concentration of data makes a more appealing target for hackers.” This means that if this method of measuring behaviour was going to be implemented BMW need to make security a priority.  Moreover, issues with storing large amounts of data need to be address if this is going to the metrics of the future. 
BMW can collect data of consumer behaviour by tracking the location of the cars, this will be possible by using “Global Positioning System (GPS) [which] has the capability to track people anywhere at anytime.”(Yao Al,2015) The data will show how far cars are being driven, where they are going and how frequently they are being used.  This will allow BMW to develop marketing strategies that target relevant lifestyles of customers thus creating effective campaigns. 
However , this data can’t be associated to individuals as this would break GDPR laws as stated by Miller (2018), “If the data is anonymized such that it cannot be linked to a person, then the GDPR will not apply.”  This means that BMW are required to collect anonymised GPS data. However, this data can still contain gender, age, and social status, thus tracking location data should be used as it will show many consumer behaviour traits that would benefit future marketing strategies. For example, it could find that affluential customers who drive to their house in France should be marketed to with campaigns that focus on touring and therefore linking them to the brand.
4 Data output 
Consumer behaviour data can be analysed by using a statistical test called a T test. This test compares the means of two groups to discover if there is a statical difference between them. This could be used to determine if the behaviour between gender, age and social status is statistically significance, thus informing how future marketing campaigns should attract different audiences and gain more sales. (Hayes,2020)
A method to collect data about customers is by recording them and analysing their behaviour. BMW salesmen could wear microphones to record the interaction with the customer which can be analysed for traits. However, “under the DPA, individuals must be informed about the purpose of the recording.”(Aslan,2018)
A way to assess this quantitative data collected from conversations with consumers is by implying “text-mining tasks [which] include text categorization, text clustering, word association etc.”( Agnihotri Al, 2014) This would show up for there are any common concerns about range anxiety or reliability among BMW customers. Future marketing strategies would be able to use this information to assure customers about issues without them needing to ask thus building trust and selling more vehicles.
5 Conclusion 
Customer satisfaction surveys should be used to measure the behaviour towards BMW and its competitors, however GDPR  requires BMW to state their rationale for the information they are collecting about customers. Google analysis will help BMW investigate into how the website is being used and which campaign contributing most to the traffic. This is possible through the use of cookie which track users across the internet but BMW need to ask for consent to comply with GDPR. Moreover, sensors can track behaviour in a dealership and can inform marketing strategies about which model is popular in a specific area, thus allowing it to be highly targeted. In future BMW should use the IOT to gain a vast understanding about consumer behaviour, however this needs an investment in cyber security as vast quantities of data are susceptible to hackers. GPS data allows BMW to track where different types of customers drive thus informing how marketing strategies can target audiences. This data can be analysed with a T Test to determine if there is a statistically significance difference between two groups which can help develop strategies that better target audiences. Lastly, text mining can help BMW discover common trends in the conversations sales have with customers thus indicating what marketing content consumers need to result in a conversion.
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