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[bookmark: _Toc92108981]Introduction 
Consumers have returned to dealerships-based showrooms as pandemic-related prohibitions have relaxed in certain places. Prior to actually purchasing an automobile, several customers would still like to engage with a salesperson and to see, handle, ride it, and test-drive the vehicle. For the time being, several channels, both real and digital, operate alongside each other, complimenting yet vying with each other. Despite this expansion, the sector suffered a setback as a consequence of the COVID-19 epidemic. The impact of the epidemic and ensuing lockdown here on the automobile industry, as well as how it is changing and heading ahead.
[bookmark: _Toc92108982]Discussion 
[bookmark: _Toc92108983]Company Description and Overview
Bayerische Motoren Werke AG aka BMW is a global automobile firm located in Germany, that specialises there in development, factory production, and propagation of automobiles. BMW being the German automobile manufacturing giant of luxury cars and motorcycles, offers a wide range of variety models to the consumers; however, at a premium price. The corporation was founded in 1916 and now has operations in different countries all across the globe (BMW 2021). BMW has a commercial and corporate strategic plan that could be described as product differentiation because the corporation focuses on digitization and design in specific. The corporation offers dependable, efficient, and luxury automobiles that set them apart from the competition and are highly valued by clients all around the world. According to the company's mission statement, BMW is the world's leading producer of luxury goods and services for personal transportation. Furthermore, the business's statement of vision claims that the business is focused on efficient dynamics automobiles which would examine tomorrow's driving pleasures with modern tech. Nevertheless, as a result of the COVID-19's worldwide distribution, BMW's earnings before taxes have reduced dramatically (BMW 2021). It's impossible to establish an accurate projection for the approaching fiscal year because of the existing uncertainties in the global business environment and its potential global developments caused by the coronavirus.
[bookmark: _Toc92108984]I. Major forces shaping the global business environment 
[bookmark: _Toc92108985]Automobile Industry 
Automobile industry disruptions would cost billions of dollars, and recovery would take years. Organizations that rethink their processes, on the other hand, would thrive in the new normal. That was before the COVID-19 problem, the auto sector faced huge challenges such as electromobility, driverless automobiles, computerized manufacturing, and crowdsourcing. Considering travel severely hampered by the epidemic, as well as global manufacturing layoffs, plummeting vehicle sales, and significant unemployment, it's perfectly reasonable to ask whatever the automotive industry's "new normal" would seem the same as. The very first signs of this automobile revolution have emerged in recent years, with the most significant industry still to follow.
[bookmark: _Toc92108986]Emerging Trends after COVID-19 Pandemic
These are some of the contemporary rising trends that seem to be the rise of lean product development strategies and supply chain diversification. The Covid problem has emphasized the automotive industry in terms of increased reliance on Chinese manufacturers for hardware, particularly in the Electric vehicle market (Tracker 2020). Automobile manufacturers should assess recycled and repurposed components for future product development as businesses reassess their distribution networks. Automobile manufacturers may also reduce and streamline the variety of customizations, variations, and engines and transmissions available. Developing nations Such as Mexico and India would benefit from supply chain diversification (Rachev et al. 2019). Nevertheless, in the foreseeable, Brexit as well as other restrictive fiscal plans will favour insourcing over outsourcing. 
[bookmark: _Toc92108987]Product Life Cycle
	With the emergence of the global pandemic i.e., the COVID-19, the EVs of BMW have been affected the most as the launch of its BMW 7series and the BMW iX series had to be postponed. 
[image: A typical product life cycle (PLC). | Download Scientific Diagram]
Figure 1: PLC of BMW Group
Step 1: Idea Generation (Introduction): BMW is anticipated to be a fascinating premium car brand of the 21st century.
Step 2: Opportunity Evaluation (Growth): The organisation had selected what it is interested in investing in as a business proposition. The two core elements of investments are finance, which can come from within the business or from outside financiers, and the money and resources of a group of people. 
Step 3: Planning (Maturity): BMW established a strategy to capitalise on its potential after deciding on it. The approach began as a simple variety of hypotheses, but as the organization progressed, it evolved into something more complex. 
Step 4: Saturation: Since there had been enough fascinating prospects as well as a strategy, the brand moved via the procedures of creating the appropriate organisational structure and then formally establishing the company as a legal entity.
Step 5: Decline After Optimum Growth: Following its growth, maturity and saturation, BMW will concentrate on product development, revenue generation, and long-term sustainability.  The emphasis shifts from planning to execution.
[bookmark: _Toc92108988]II. Relevant Business Model
[bookmark: _Toc92108989]Macro Environmental Analysis
PESTEL Analysis 
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Figure 1: PESTLE Analysis
COVID influenced worldwide trade for a variety of reasons. As COVID spreads over the world, many countries are seeing how reliant their manufacturing industries including automobile industry are on others'. Nations have altered macroeconomic elements in order to deal with the virus's devastating consequences. Hence, BMW is the subject of a pestle analysis in this segment of the report.
Political Factors — People are encouraged to take public transit rather than driving their own cars by federal government officials. In the wake of the COVID epidemic, nations with more autocratic government structures have had an impact on worldwide BMW commerce. The goverment’s auditing procedures have become complicated and time-consuming. 
Economic Factors — In the current scenarios, the prices of crude oil have been on a hike leading to threat for BMW. Since the emergence of COVID, the market volatility for BMW has worsened due to a lack of workers and poor market performance.
Social Factors — As with the global COVID outbreak, there has been widespread panic across society and community members (inclusive of the target consumers of the brand). This fear manifests itself in a variety of ways, exacerbating the disruption of BMW's supply lines.
Technological Factors — The implementation of the platooning tech and road chain technology is one significant technological factor impacting the brand. However, the introduction of EVs, that is, electric cars, in the nation can give a push to company’s sales. 
Environmental Factors — BMW has been influenced by future architecture, seasonal changes that attract people from all over the world, the environmental impact of electric vehicles, greenhouse emissions, and their proportions, etc (Williams 2021). 
Legal Factors — There are regulations on emission that the firm can be charged upon due to heavy-duty on production (Emvin et al. 2020). 
Porter’s 5 Force Analysis 
[image: Porter&#39;s five forces analysis - Wikipedia]
Figure 2: Porter's 5 Forces

	Factors
	Degree of Force

	Threat of new entrants or new entry
	Low

	Threat of substitutes or substitution
	Medium

	Bargaining power of suppliers
	Medium

	Bargaining power of buyers or customers
	Medium

	Competitive rivalry or competition
	High


[bookmark: _Toc92108990]Micro Environmental Analysis
[bookmark: _Toc92108991]SWOT Analysis
Following is the SWOT analysis of BMW which will demonstrate the strong and weak sides of the firm: 
Strengths: 
Following the biggest strengths of BMW in the post-COVID era: 
1. BMW has a diversified and premium brands and product portfolio with a wide range of options for the consumers. Thus, the recovery from the covid impact would be faster for the brand (Azeroual et al. 2021)
2. Brand recognition and a well-known name
3. Innovation is fuelled by investments in Research and development (R&D) and technologies.
Weaknesses: 
A stretched supply chain is one the biggest weaknesses of BMW in the post-COVID era especially in autocratic economies. This might add on to the deficits of the firm.
Opportunities: 
Following the biggest opportunities of BMW in the post-COVID era: 
1. Taking advantage of growth opportunities in Asian and other growing regions.
2. Premium cars are a growing market.
3. Cars have an electric or hybrid component. Hence, BMW can aim to design newer models for the client base (Huin et al. 2021)
Threats: 
The biggest threat of BMW in the post-COVID era is cut-throat competition in the industry of EVs. Competitors such as Daimler (Grotendorst 2021), Scania, and newcomers such as Tesla (Kauerhof 2017) 
[bookmark: _Toc92108992]Porter’s Value Chain 
BMW’s value chain model is an empirical tool for identifying market activities that can create value and offer a company a competitive advantage. The following is a representation of the value chain analysis:
[image: ]
Inbound Logistics — BMW has a robust inbound logistics that includes collection and warehousing construction materials for electric automobiles, rechargeable batteries (Marcos et al. 2021), and photovoltaic panels. This will help the firm is faster recovery in post-COVID era. 
Operations — BMW and its sub-assemblies’ automobiles at facilities of Germany. The activities of the BMW can be divided into two categories i.e., Renewable energy processing and Automotive processing. With its significant integrated robotic integration in raw material processing appears to be key source of value creation for BMW. Such diversified operations will facilitate faster recovery for the brand. 
Outbound logistics — BMW's outbound logistics comprise the company's newly or upcoming EV-series, energy storage systems, and solar and wind power businesses. The electric cars of the BMW are supplied to the company's own stores and outlets in other nations all around world. Electric automobiles can also be ordered straight from the factory. So, this will a competitive edge to BMW in the post-pandemic context.
Marketing and Sales — BMW's marketing and distribution tactics, as well as the company's other commercial activities, are unconventional. The ability to attract widespread conventional media exposure is a critical resource for increasing client retention on a global scale.
Service — BMW has experienced a slew of high consumer support complaints in recent times. The transparency of its services, agility or reactivity of the employees and produce productive services are core fortes of BMW. 
[bookmark: _Toc92108993]III. Evaluation of the reasons of engaging in international trade
In terms of the broader car market, the only element which has remained constant is the change that has occurred over time. In recent years after being impacted by the global pandemic COVID-19, BMW manufactures around the world have noticed a slower rate of growth in developed markets. However, several rising markets in Asian economies have provided these businesses with significant development opportunities (Law 2017). BMW trades worldwide by examining a variety of choices in order to improve efficiency by concentrating on research and development. Another benefit that the company might gain from global trading is product diversification.
[bookmark: _Toc92108994]IV. Market Structure, Strategies, Major Features of Current International Economy
BMW is a manufacturer of automobiles. BMW operates in a monopolistic competition market due to its vast range of competitors (Pütz et al. 2019) and comparably modest degree of dominance it wields over the automobile sector. The COVID-19 has influenced and continues to influence how products are conceived, scheduled, manufactured, transported, utilised, and managed at the final stage of life in the automotive industry, as well as BMW's EV cars. Appraisal and organizational growth, on either side, are nevertheless important even when a company is yet in its early stages. This study focused on the effectiveness of management and development stages of the EVs by BMW. The brand’s approach is reflected in table following components that the opportunities, strategy or operating plan that would help the brand assess its sustainability amidst the current COVID scenarios: 
[image: ]
[bookmark: _Toc92108995]Competitive Advantages 
Luxury EVs produced by BMW premium brand are intended to assist us cut greenhouse gas emissions and remove pollutants from the environment (Savchenko and Gordienko 2021). Thus, this would aid the firm in reducing the transportation industry's dependence on fossil fuels and other resources. Followed by another advantage the BMW can reap is that development of premium EVs would necessitate extra energy generation to power the vehicles (Madić et al. 2021). There seem to be major inflows and outflows from the inception of the concept to the manufacturing, transmission, and sales of electric vehicles. 
[bookmark: _Toc92108996]Recommendation 
In the forthcoming years, mobility will become even more digitized, more linked, and particularly more electric (Park et al. 2018). The trends of connection, smart, electrification, core autonomous, and shared-mobility (ACES) would keep growing. As a result, BMW must place a larger emphasis on digital driving capabilities, as well as greater transparency in its manufacture. Despite fears that COVID-19 might cause them to be significantly reconstructed, that is. The legacy and digital dynamics can be seen in automobile production. BMW must focus on speedier supply chain expansion and value generation as soon as pandemic-related constraints in international and domestic regions are relaxed.
[bookmark: _Toc92108997]Conclusion
The expression "business environment" is just a colloquialism for "brand building." The macroeconomic variables, also recognised as PESTEL, Porter's 5 Forces, etc., seem to be primarily external in essence and must be cautiously comprehended and explored more by the automobile industry in order for this to continue to operate in an ethical and ecologically responsible manner. However, technology is also creating a competitive challenge in the era of social distancing. There's no refuting that the COVID-19 pandemic would be a tough business situation to deal with. Yet sustainability would be a problem for certain businesses. As a result, in order to survive in the global automobile market, developing its brand identity centred on ethics and supplying its products will prove to be profitable for BMW.
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