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Title: The impact of Digital Marketing on Luxury Brand Images Evidence from BMW 
[bookmark: _Toc229182412]Abstract 
This report provides a comprehensive overview of key concepts related to brand marketing, consumer engagement, and research evaluation. It explores important areas such as brand awareness, marketing exposure, channels of brand engagement, and the perception of innovation and sustainability.
 The study also examines modern marketing approaches including hybrid strategies in the automotive sector, localized messaging with global reach, sustainability narratives, and CEO branding with its associated risks and governance. In addition, it highlights ethical and regulatory considerations that guide responsible marketing practices. The report further discusses research design evaluation, challenges faced during the process, lessons learned, and personal growth achieved through the study. Overall, the work aims to present a structured understanding of how marketing strategies and responsible business practices contribute to building strong, sustainable, and globally competitive brands.
Particularly in the luxury car industry, the quick development of digital technologies has drastically changed contemporary marketing tactics. In order to engage customers, build brand awareness, and preserve their competitive positioning in extremely dynamic global markets, luxury brands are depending more and more on digital marketing platforms. 
However, in highly accessible digital environments, luxury brands also struggle to maintain exclusivity and premium positioning. Using BMW as a case study, this dissertation critically investigates how digital marketing affects the perception of luxury brands. 
50 respondents who were familiar with BMW's digital marketing initiatives were given a survey questionnaire as part of the study's quantitative research methodology. Thematic interpretation and descriptive statistical analysis were used to analyse the data. The study looked into how consumer engagement, digital storytelling, online advertising, influencer marketing, and social media marketing affected BMW's reputation as a luxury brand.
 
The results show that BMW's brand awareness, customer engagement, innovation perception, and overall luxury image are all positively impacted by digital marketing. Social media sites like YouTube and Instagram were found to be especially successful in influencing consumer attitudes and emotional involvement. However, the results also show that if digital exposure is not controlled strategically, it may diminish exclusivity and symbolic luxury value.

By investigating luxury car branding in digital settings—an area that is still comparatively unexplored in comparison to the fashion and retail luxury sectors—the dissertation adds to the body of existing literature. According to the study's findings, digital marketing has emerged as a crucial strategic tool for luxury car companies, but its success hinges on striking a careful balance between exclusivity and visibility.
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[bookmark: _Toc229182413]GLOSSARY
	Term
	Definition

	Brand Equity
	The value a brand adds to a product or service through customer perception and recognition

	Digital Marketing
	The use of online platforms and technologies to promote products and services

	Luxury Branding
	Marketing strategies focused on exclusivity, prestige, and premium consumer experiences

	Consumer Engagement
	The emotional and behavioural interaction between consumers and brands

	Influencer Marketing
	Marketing strategy using individuals with social media influence to promote products













[bookmark: _Toc229182414]Chapter 1: Introduction
[bookmark: _Toc229182415]1.1 Background of the Study

The swift growth of digital technology has drastically changed the global business landscape, changing how companies interact with customers and establish their brands. Digital platforms like social media, search engines, websites, mobile applications, and online video content are progressively supplementing or replacing traditional marketing channels like television, print media, and outdoor advertising. For businesses looking to stay competitive in a market that is becoming more interconnected, digital marketing has emerged as a key strategic instrument. Chaffey and Ellis-Chadwick (2019) claim that digital marketing helps businesses better target particular demographics, track results in real time, and improve consumer engagement through tailored messaging.

The change is especially noteworthy in the luxury goods industry, where consumer behavior is greatly influenced by brand image. Rather than just practical advantages, luxury brands are characterized by exclusivity, prestige, heritage, emotional value, and higher quality (Kapferer and Bastien, 2017). Luxury goods are bought by consumers for social prestige, symbolic meaning, and identity expression in addition to practicality. Thus, it is crucial for luxury companies to maintain a powerful and appealing brand image.
For luxury businesses, however, the emergence of digital marketing offers both possibilities and difficulties. Digital platforms, on the one hand, let luxury companies access younger, tech-savvy customers and increase their presence internationally. However, the exclusivity that has historically been associated with luxury branding may be threatened by the open and widely accessible nature of digital communication (Okonkwo, 2010). Therefore, while implementing digital strategies, luxury organizations need to carefully balance exclusivity and accessibility.
Digitalization has also significantly changed the automotive business, especially the premium segment. When buying a car, consumers increasingly primarily rely on internet resources, such as reviews, social media posts, and digital ads (Kotler and Keller, 2016). Because of this change, brand perception is increasingly formed prior to any actual product engagement.

In order to stay competitive, BMW, one of the top producers of premium cars worldwide, has aggressively embraced digital change. To engage modern consumers, the corporation uses online advertising, influencer partnerships, digital storytelling, and social media marketing. The question of whether these digital tactics improve or detract from BMW's luxury brand image in the eyes of customers is still crucial.

[bookmark: _Toc229182416]1.2 Background of the Company (BMW)
[image: ]
Founded in 1916, BMW (Bayerische Motoren Werke AG) is a worldwide corporation with its headquarters located in Munich, Germany. BMW first concentrated on producing airplane engines before branching out into motorcycle and car manufacturing in 1923 and 1928, respectively. The business has developed over the years into one of the most prominent luxury car companies in the world, renowned for its emphasis on driving experience, performance, engineering prowess, and innovation.
BMW competes in the premium car market alongside companies like Mercedes-Benz, Audi, Lexus, and Tesla and has operations in more than 140 countries. The BMW 1 Series, 3 Series, 5 Series, 7 Series, X Series SUVs, M performance cars, and the BMW i electric vehicle line comprise the company's product line. The BMW Group's ownership of Rolls-Royce and MINI further solidifies its standing in the premium and ultra-luxury segments.
BMW's long-standing tagline, "The Ultimate Driving Machine," supports the company's brand identity, which has historically been based on performance and driving enjoyment. Strong brand identity is crucial for preserving competitive advantage in luxury industries since it affects perceived value and consumer loyalty, claims Keller (2013).
BMW has made large investments in sustainability and digital transformation in recent years. In response to governmental pressure and environmental concerns, the business launched electric and hybrid cars, including the BMW i4 and iX. BMW has improved its digital marketing skills concurrently through online configurators, virtual showrooms, social media campaigns, and customized digital advertising tactics.
BMW aggressively shares brand stories, product debuts, motorsport accomplishments, and sustainability initiatives on social media sites including Instagram, YouTube, Facebook, LinkedIn, and X (previously Twitter). These channels enable BMW to uphold its premium brand identity while continuing to interact with audiences throughout the world.
[bookmark: _Toc229182417]1.3 Research Problem
Digital marketing has many benefits, but how it affects the image of luxury brands is still a complicated matter. While luxury branding is predicated on exclusivity, scarcity, and controlled communication, digital platforms are made for mass communication, high accessibility, and ongoing involvement (Kapferer and Bastien, 2017). For luxury brands like BMW, this might be problematic.

The primary issue is whether BMW's luxury brand image is strengthened or weakened by increasing digital involvement. Digital marketing has the potential to increase consumer interaction and brand exposure, but if it is not handled wisely, it may also lower perceptions of exclusivity. Although digital marketing and brand equity have been studied independently in the literature, little of it focuses on luxury car brands and how digital strategies affect brand perception in this industry.
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As a result, there is a visible study gap about how BMW's luxury brand image is impacted by digital marketing from the standpoint of consumers.

[bookmark: _Toc229182418]1.4 Research Aim and Objectives

· Research Aim:
To analyse the impact of digital marketing strategies on the luxury brand image of BMW in the UK automotive sector.

· Research Objectives:

1. To learn more about BMW's digital marketing strategies.
2. To assess how customers view the luxury brand image of BMW.
3. To examine the connection between brand perception and digital marketing engagement.
4. To determine the difficulties luxury businesses, encounter in preserving their exclusivity in online spaces.
5. To offer suggestions for enhancing digital marketing techniques while maintaining luxury positioning.
[image: ]

[bookmark: _Toc229182419]1.5 Research Questions
1. How does digital marketing influence consumer perception of luxury brands?
2. What digital marketing strategies are used by BMW?
3. Does social media engagement enhance or dilute BMW’s luxury brand image?
4. What factors influence consumer perception of BMW in digital environments?
5. How can BMW maintain exclusivity while leveraging digital marketing?
[bookmark: _Toc229182420]1.6 Research Hypothesis:
These theoretical foundations have led to the development of the following theories:
H1: BMW's luxury brand image is greatly enhanced by digital marketing.
H2: Consumer impression of BMW's brand status is significantly impacted by social media marketing.
H3: BMW's perceived quality and customer trust are greatly increased via online advertising.
Primary data gathered through questionnaires and analysed using descriptive statistical techniques will be used to examine these predictions. The findings will contribute to a better understanding of digital change in the luxury vehicle industry and assist assess whether digital marketing enhances or detracts from BMW's luxury brand image.

[bookmark: _Toc229182421]1.7 Relevance of the Study:
This study's applicability stems from its capacity to handle a modern and quickly developing field of marketing, namely the influence of digital marketing on luxury brand perception in the automotive sector. Understanding how these tools affect consumer perceptions has become crucial for both academic study and corporate practice as organizations move more and more toward digital platforms. In the luxury market, where brand impression is crucial to consumer decision-making, digital revolution has drastically altered how brands interact with their consumers (Chaffey and Ellis-Chadwick, 2019).
From an academic standpoint, this study adds to the small corpus of work that particularly addresses the relationship between luxury car branding and internet marketing. There is relatively little research on how digital methods affect luxury automakers like BMW, despite the fact that previous studies have thoroughly examined digital marketing in general consumer markets, fashion, and retail industries. According to luxury branding theory, preserving brand value requires exclusivity, tradition, and controlled communication (Kapferer and Bastien, 2017). However, transparency, accessibility, and mass participation are encouraged by digital marketing, which raises a significant theoretical conflict that needs more research. Therefore, by examining how these competing dynamics function within the framework of BMW, this study helps close this gap.
The study's conclusions are applicable to BMW and other high-end automakers from a management and practical standpoint. Luxury automakers are under pressure to draw in younger, tech-savvy customers while retaining their premium standing in the current competitive landscape. In order to achieve this balance, digital marketing is essential, but how it is used determines how effective it is. Strong brand equity is developed by deliberate and consistent communication that strengthens favorable brand connections, according to Keller (2013). Thus, managers may create more successful campaigns that increase brand value without eroding exclusivity by knowing how consumers see digital marketing initiatives.

[bookmark: _Toc229182422]1.8 Theoretical Framework
In order to understand the connection between digital marketing and luxury brand image in the context of BMW, the study's theoretical framework was constructed using important branding and marketing ideas. These theories offer a methodical framework for examining consumer attitudes and comprehending how digital communication affects brand value.
1. The Brand Equity Model by Aaker (1991)
· According to this concept, brand awareness, perceived quality, brand associations, and brand loyalty are the four primary factors that contribute to brand value.
· Digital marketing initiatives like social media campaigns and internet advertising contribute to raising brand recognition for BMW.
· Perceived quality and brand associations are strengthened by positive digital experiences and consistent marketing.
· Long-term brand loyalty is influenced by consumer interaction on digital media.
· Thus, this approach is employed to evaluate the impact of digital marketing on BMW's total brand equity.

2. Kapferer’s Luxury Brand Identity Model (2017)
· According to this concept, exclusivity, heritage, rarity, individuality, and symbolic significance are the foundations of luxury brands.
· To maintain their premium positioning, luxury brands need to keep their communication under control.
· Digital marketing for BMW needs to strike a balance between exclusivity and accessibility.
· While targeted marketing can increase brand desirability, excessive exposure may erode the image of luxury.
· This model is crucial for determining if BMW's premium image is threatened or supported by its digital marketing.


3. Consumer Decision-Making Theory (Kotler and Keller, 2016)
· This theory describes how customers identify problems, look for information, weigh their options, decide what to buy, and act afterward.
· The majority of information search and evaluation processes take place online in the digital age.
· Customers are influenced by BMW's digital marketing at several points during this decision-making process.
· Before making a purchase, opinions are shaped by social media posts, ads, and online reviews.
· This hypothesis aids in the analysis of how consumer behavior toward BMW is impacted by digital marketing.

4. Relationship Marketing Theory
· This idea emphasizes the development of enduring connections between consumers and brands via engagement, communication, and trust.
· BMW is able to be in constant contact with its customers through online platforms and customized content thanks to digital marketing.
· Brand loyalty and recurring business are the results of strong customer relationships.
· This idea explains BMW's use of digital channels to keep customers interested after they make a purchase.

5. Digital Marketing Communication Theory
· This idea focuses on how brands engage people, spread messages, and shape perceptions using digital media.
· It emphasizes how crucial platform choice, engagement, and content quality are.
· BMW communicates its brand values through visual material, influencer marketing, and narrative.
· This idea aids in assessing how BMW's online brand image is shaped by digital communication.

[bookmark: _Toc229182423]1.9 Dissertation Structure
To maintain clarity and consistency throughout the study, the dissertation is organized into six major chapters, each of which logically and methodically addresses a certain aspect of the research.
Chapter 1: Introduction –The research backdrop, firm setting, research problem, reason, aim and objectives, research questions, study significance, and the theoretical framework supporting the research are all summarized in this chapter. By defining the backdrop of digital marketing and its impact on BMW's luxury brand image, it lays the groundwork for the entire dissertation.
Chapter 2: Literature Review –The academic research on digital marketing, luxury branding, consumer behaviour, and brand equity is critically reviewed in this chapter. Additionally, it examines important theories that are pertinent to the study, like brand equity and luxury brand identity, and it points out research gaps that this dissertation seeks to fill.
Chapter 3: Research Methodology – The study's methodology and research   design are described in this chapter. In order to guarantee the validity and dependability of the study findings, it incorporates the research philosophy, approach, data gathering procedures, sampling strategy, ethical issues, and data analysis methodologies.
Chapter 4: Data Analysis and Findings –The results of the primary research, which were gathered via questionnaires, are presented in this chapter. Tables, charts, and graphs are used to illustrate the data, and then the results are first interpreted in light of the goals of the study.
Chapter 5: Discussion – This chapter examines the results critically in light of the theoretical framework and literature review. It analyses the findings' ramifications for BMW's digital marketing strategy and luxury brand positioning, as well as whether the results confirm or refute previous research.
Chapter 6: Conclusion and Recommendations – The last chapter summarizes the main conclusions of the study, addresses the research questions, draws attention to the study's shortcomings, and offers BMW useful advice as well as ideas for additional research in the field of luxury branding and digital marketing.








[bookmark: _Toc229182424]Chapter2: Literature Review
[bookmark: _Toc229182425]
2.1 Introduction
The academic literature on digital marketing, luxury branding, consumer perception, and brand image is critically reviewed in this chapter. This chapter's goal is to provide a theoretical and conceptual framework for examining how digital marketing affects BMW's luxury brand image. The review assesses the opportunities and difficulties that digital platforms present for luxury brands by drawing on important marketing theories, empirical research, and industry insights.

Digital marketing concepts, luxury brand attributes, brand image and equity, consumer behaviour in digital environments, and the function of social media are among the chapter's main sections. It ends by pointing out gaps in the body of knowledge that support the necessity of this study.

[bookmark: _Toc229182426]2.2 The Digital Marketing Concept

Digital marketing is the practice of promoting products and engaging customers through digital channels like social media, search engines, websites, and mobile applications. Chaffey and Ellis-Chadwick (2019) claim that digital marketing enables businesses to interact with clients directly, customise content, and track results instantly.
The idea of Marketing 4.0, which emphasises customer engagement and connectivity, is closely related to the development of digital marketing (Kotler, Kartajaya, and Setiawan, 2017). Customers actively engage in brand communication in this setting through social media interactions, reviews, and comments.
Nevertheless, there are drawbacks to digital marketing despite its benefits. According to Wedel and Kannan (2016), the abundance of online content can cause information overload, which lowers customer engagement and attention. This problem is especially important for luxury brands because too much visibility can reduce brand exclusivity.

[bookmark: _Toc229182427]2.3 Characteristics of Luxury Brands

Exclusiveness, superior quality, legacy, and symbolic significance are characteristics that characterise luxury brands. According to Kapferer and Bastien (2017), luxury brands stand for status, identity, and emotional appeal in addition to being products.
Controlled communication is a crucial aspect of luxury branding. According to Kapferer (2012), perceived value is increased by restricting access and preserving scarcity. In the digital age, where communication is open and widely available, this presents a problem.
Strong brands preserve a consistent identity and emotional ties with consumers, according to Keller (2013). Brand perception can be harmed by inconsistent messaging, particularly on digital platforms. Luxury brands in the automotive industry, like BMW, rely significantly on upholding a premium image linked to performance, innovation, and prestige.

[bookmark: _Toc229182428]2.4 Brand Image and Brand Equity
Consumer perceptions and associations of a brand are referred to as its brand image. According to Keller (1993), a brand's image is a collection of ideas that are retained in the minds of consumers and have an impact on their actions and choices.
The concept of brand equity was first presented by Aaker (1991) and has four primary components:

Perceived quality and brand awareness
Associations between brands
Brand fidelity

Digital marketing has a significant impact on these elements. For instance, brand awareness is increased by social media, and perceived quality is influenced by online reviews.
There are opposing viewpoints, though. While Okonkwo (2010) contends that excessive digital exposure can reduce the value of luxury brands, Keller (2001) contends that integrated marketing communication increases brand equity. Therefore, how digital marketing is strategically managed will determine how it affects brand equity.



[bookmark: _Toc229182429]2.5 Luxury Branding and Digital Marketing
There has been much discussion about the connection between luxury branding and digital marketing. To maintain exclusivity, luxury brands have historically steered clear of digital platforms. However, brands have been compelled to implement digital strategies due to shifting consumer behaviour.
According to Tuten and Solomon (2017), social media enables luxury brands to interact and establish connections with younger audiences. In particular, digital storytelling facilitates the development of emotional bonds with customers.
However, Kapferer and Bastien (2017) contend that because digital marketing encourages mass accessibility, it goes against the fundamental ideas of luxury. Because of this paradox, luxury brands have to strike a balance between exclusivity and visibility.
According to recent research, having a digital presence is now required. Luxury buyers anticipate premium experiences in addition to brands being active on the internet. Thus, preserving exclusivity while utilising digital platforms is a challenge.

[bookmark: _Toc229182430]2.6 Social Media's Impact on Brand Perception
Social media has developed into a potent instrument for influencing consumer perception of brands. Tuten and Solomon (2017) claim that social media increases engagement and transparency by facilitating direct communication between brands and customers.
Platforms like YouTube and Instagram are used by luxury brands for brand communication and visual storytelling. However, because brands have little control over public opinion, user-generated content poses risks.
In order to guarantee consistency across channels, Schultz, Tannenbaum, and Lauterborn (1993) stress the significance of integrated marketing communication. Social media messaging that is inconsistent can harm a brand's reputation.
BMW uses social media to share information about innovation, performance, and lifestyle. Excessive promotion may lessen perceived exclusivity even though it increases brand engagement.
[bookmark: _Toc229182431]2.7 Consumer Behaviour in Digital Environments
Consumer behaviour has changed as a result of digitalisation. According to Kotler and Keller (2016), consumers now primarily rely on internet research when making decisions about what to buy.

The contemporary consumer journey consists of:

Internet-based investigation
Participation on social media
Examine the evaluation
Digital communication with brands
Due to this change, brand perception frequently develops prior to any actual product interaction.
Personalised experiences are made possible by data-driven marketing, which raises customer satisfaction, according to Wedel and Kannan (2016). However, excessive targeting and privacy concerns could erode trust.
Brand symbolism and emotional value continue to be important considerations for luxury buyers. As a result, digital marketing needs to appeal to both emotional and logical aspects.

[bookmark: _Toc229182432]2.8 Internet advertising and influencer marketing

Influencer marketing has grown in importance as a digital marketing tactic. Influencers can reach specific audiences and increase a brand's credibility.
Influencer selection is crucial for luxury brands, though. Brand perception may suffer if influencer image and brand identity are not in sync.
In a similar vein, internet advertising raises brand awareness but may result in overexposure. According to Fill and Turnbull (2016), excessive advertising can make luxury brands seem less exclusive.
BMW maintains its premium image through digital campaigns and influencer partnerships. Keeping these tactics consistent with luxury values is essential to their success.

[bookmark: _Toc229182433]


2.9 Digital Marketing's Difficulties for Luxury Brands

For luxury brands, digital marketing poses a number of difficulties, such as:

Loss of exclusivity as a result of widespread accessibility
Overexposure and diminished brand worth
Inability to manage content created by users
Maintaining premium positioning is difficult.

According to Okonkwo (2010), in order to preserve exclusivity, luxury brands should use specific digital tactics. This emphasises how crucial strategic planning is to digital marketing.

[bookmark: _Toc229182434]2.10 Research Gap
Despite the substantial amount of research on brand equity and digital marketing, there are glaring gaps in the body of knowledge.

First off, rather than luxury car brands, the majority of studies concentrate on general consumer markets. Second, there hasn't been much research done on BMW's digital marketing tactics and how they affect brand perception.

Additionally, current research frequently examines luxury branding and digital marketing independently without thoroughly examining how they interact.

Therefore, by examining how digital marketing affects BMW's luxury brand image from a consumer perspective, this study seeks to close these gaps.

[bookmark: _Toc229182435]2.11 Conclusion
The literature on digital marketing, luxury branding, brand image, and consumer behaviour has all been critically examined in this chapter. The results show that luxury brands are affected by digital marketing in both positive and negative ways.
Although it increases brand awareness and engagement, if not handled carefully, it could jeopardise exclusivity. The review emphasises how crucial it is to strike a balance between prestige and accessibility.
This study, which will further investigate the influence of digital marketing on BMW's luxury brand image, is necessary due to the identified research gap.
The literature on digital marketing, luxury branding, social media engagement, influencer marketing, and consumer behaviour was critically examined in this chapter. 
The analysis showed that while digital marketing offers luxury brands significant opportunities, it also poses difficulties in terms of exclusivity and symbolic prestige.
Significant research gaps about luxury car branding in digital settings were also noted in the chapter. 

The research approach used for this study is described in the next chapter.
[bookmark: _Toc229182436]Chapter 3: Research Methodology
[bookmark: _Toc229182437]3.1 Introduction
This chapter describes the study approach used to examine how digital marketing affects BMW's luxury brand image. This chapter's objectives are to describe the research process, support the methodologies selected, and show the study's scholarly integrity. The reliability, validity, and alignment of the results with the study objectives are guaranteed by a methodology that is well-defined and structured. The research philosophy, research approach, research strategy, data collection methods, sample strategy, data analysis techniques, ethical issues, and study limits are all covered in this chapter.
The purpose of this study is to investigate how BMW's luxury brand image is impacted by digital marketing. Understanding how customers see BMW's digital marketing initiatives, such as social media, online advertising, and digital interaction, is the main goal of the study. The core study topics deal with how brand image is impacted by digital marketing, which channels work best, and if BMW can maintain exclusivity while growing its online presence. This chapter's methodological choices are all in line with these research goals.

[bookmark: _Toc229182438]3.2 Research Philosophy
The thoughts and assumptions regarding the creation and comprehension of knowledge are referred to as research philosophy (Saunders, Lewis, and Thornhill, 2019). The positivist research philosophy used in this study is predicated on the idea that reality is objective and quantifiable through observable evidence.
Because the study intends to investigate the connection between digital marketing and brand image utilizing measurable data gathered from respondents, positivism is suited for this research. The researcher can collect quantifiable data that can be statistically analyzed by using structured questionnaires. This method guarantees neutrality, lessens researcher prejudice, and improves the findings' dependability. A positivist mindset is thought to be appropriate because the study's main goal is to find patterns and connections between variables.

[bookmark: _Toc229182439]3.3 Research Approach
The research approach outlines how theory and facts are used to produce knowledge. Research can use either an inductive or deductive method, according to Saunders et al. (2019). The logical method used in this study entails formulating hypotheses based on accepted theories and testing them with empirical evidence.
Because the study is founded on well-known ideas like Kapferer's Luxury Brand Theory and Aaker's Brand Equity Model, the deductive approach is applicable. The research hypotheses are based on these theories, which contend that marketing initiatives affect consumers' perceptions of brands. The deductive approach is appropriate for accomplishing the research goals since the study uses data gathered from respondents to examine these theoretical hypotheses.

[bookmark: _Toc229182440]3.4 Research Strategy
The general plan utilized to address the research questions is referred to as the research strategy (Bryman and Bell, 2015). This study used a survey research approach, which entails employing a structured questionnaire to gather data from a sample of people.
The survey approach is suitable since it enables the researcher to successfully gather information from several respondents and conduct a quantitative analysis of their opinions. It is especially helpful for comprehending the attitudes, beliefs, and actions of consumers. The purpose of this study's survey is to collect opinions about BMW's digital marketing and how it affects brand perception.

[bookmark: _Toc229182441]3.5 Data Collection Methods
In order to make sure thorough analysis, this study makes use of both primary and secondary data.
An online survey made with Google Forms was used to collect primary data. The questionnaire included multiple-choice questions and Likert scale questions designed to measure respondents’ perceptions of BMW’s digital marketing activities. Social media sites like Instagram, WhatsApp, and email were used to share the survey. A total of fifty replies were gathered during the course of the two-week data collection period. Online surveys made it possible to collect data effectively and guaranteed participant accessibility.

[bookmark: _Toc229182442]3.6 Sampling Strategy
The process of choosing individuals from a population is known as sampling (Bryman and Bell, 2015). Participants in this study are chosen based on their availability and desire to participate using a non-probability convenience sampling technique.
People who are familiar with BMW or other premium car brands and are at least 18 years old make up the target demographic. Fifty people in all took part in the survey. This sample size is frequently employed in academic research with constrained time and resources and is suitable for descriptive statistical analysis.
Convenience sampling is appropriate for this study because of practical limitations, even though it may reduce generalizability. The sample offers enough information to spot trends and patterns in customer perceptions.

[bookmark: _Toc229182443]3.7 Data Analysis Techniques
Descriptive statistical techniques were used to analyse the information gathered from the questionnaire. These consist of percentages, frequency distribution, and graphical displays like pie and bar charts.
The main tool for data analysis was Microsoft Excel. Effective data organization, visualization, and interpretation are made possible by Excel. The results are presented more clearly and it is simpler to spot trends and patterns when charts and graphs are used.
Because descriptive analysis concentrates on summarizing respondents' impressions rather than examining intricate statistical links, it is suitable for this study.
[bookmark: _Toc229182444]3.8 Reliability and Validity
Descriptive statistical techniques were used to analyse the information gathered from the questionnaire. These consist of percentages, frequency distribution, and graphical displays like pie and bar charts.
The main tool for data analysis was Microsoft Excel. Effective data organization, visualization, and interpretation are made possible by Excel. The results are presented more clearly and it is simpler to spot trends and patterns when charts and graphs are used.
Because descriptive analysis concentrates on summarizing respondents' impressions rather than examining detailed statistical links, it is suitable for this study.

[bookmark: _Toc229182445]3.9 Ethical Considerations
To ensure that the research is carried out ethically, ethical issues are crucial. Before filling out the questionnaire, participants in this study were made aware of the goal of the investigation. Respondents were free to stop participating at any time, and participation was entirely optional.
Anonymity and secrecy were guaranteed since no personally identifiable information was gathered. Only scholarly uses were made of the data, which was safely kept in password-protected files. The study conforms to both university ethics rules and GDPR regulations.

[bookmark: _Toc229182446]3.10 Research Limitations
There are a number of limitations to this study that should be noted. First, the results may not be as broadly applicable as they may be due to the sample size of 50 respondents. Second, because participants may not accurately reflect the larger population, convenience sampling may induce bias.
Furthermore, the study uses self-reported data, which could be impacted by subjective interpretation or respondent bias. Additionally, the data collection period was restricted to two weeks due to time restrictions, which might have had an impact on the variety of responses.
[bookmark: _Toc229182447]Despite these drawbacks, systematic data collection and detailed analysis were used to guarantee validity and dependability.


















Chapter 4: Data analysis
[bookmark: _Toc229182448]4.1 Introduction
The primary data gathered from the questionnaire survey is thoroughly analysed and interpreted in this chapter. This chapter aims to investigate how consumer perceptions of BMW's luxury brand image are influenced by digital marketing initiatives. Responses from fifty participants who were familiar with BMW and had been exposed to the company's digital marketing initiatives via various online channels served as the basis for the analysis. 

This section's goal is to analyse and discuss survey data pertaining to BMW's marketing strategy, its effectiveness, and consumers' perceptions of its brand. The survey's questions about consumer behaviour, social media influence, BMW marketing, and brand image all provide useful insights into how consumers interact with the business.

Descriptive statistics, such as percentages, frequency distributions, charts, and comparative interpretation, are used to analyse the results. Additionally, the chapter connects the results to the goals and theories set forth in previous chapters. Social media interaction, online advertising, influencer marketing, consumer trust, perceived innovation, and luxury positioning are all given special consideration.

The analysis shows how luxury branding can be both strengthened and challenged by digital marketing. Although most respondents acknowledged BMW as a cutting-edge and high-end brand, issues with overexposure and loss of exclusivity were also noted.
[bookmark: _Toc229182449]4.2 Demographic Analysis
[bookmark: _Toc229182450]4.2.1 Age Distribution
The findings show that the majority of responders were younger, especially those in the 18–24 and 25–34 age ranges. This implies that younger consumers are more likely to interact with automotive brands online and are more active participants in digital environments. The results support the claims made by Kotler et al. (2017) that younger consumers rely significantly on digital platforms for entertainment, product information, and brand interaction. 

Because BMW increasingly targets younger luxury consumers through social media campaigns, influencer partnerships, and digital storytelling, the predominance of younger respondents is significant. Online communities' visual content, interactive experiences, and social proof are very appealing to younger audiences.


The pie chart indicates a high concentration of younger people, with the largest portion of the population falling within the 18–24 age range. The second-largest group is the 25–34 age group, indicating that young adults account for a sizable share of the total. While the 45–54 and 55+ groups are relatively smaller, suggesting fewer senior participants, the 35–44 group makes up a moderate share. In general, the distribution is strongly skewed toward younger age groups, with participation progressively declining with increasing age.
[bookmark: _Toc229182451]4.2.2 Annual Income (Before Tax)

The respondents' income distribution across four wage groups is shown in the pie chart. Low-income earners make up the largest segment, as evidenced by the largest percentage, 34%, earning less than $20,000. 26% of the population earns between 40,000 and 59,999, with the 20,000–39,999 group coming in second at 24%. People who make 60,000 or more make up the smallest group, accounting for 16%. Overall, the graph indicates that the bulk of respondents are in the lower to middle income range, with a comparatively smaller percentage being higher earners.
 According to the survey results, a sizable percentage of participants fell into the low- and middle-income categories. Despite BMW's positioning as a high-end luxury brand, the results indicate that even customers who might not buy BMW cars now actively interact with the brand on the internet. 
This illustrates how luxury branding is aspirational. According to Kapferer and Bastien (2017), luxury brands draw aspirational audiences who respect the brand's prestige and symbolic value in addition to current customers.
Therefore, by boosting visibility and emotional attachment among broader audiences, digital marketing helps BMW establish enduring relationships with potential customers.
[bookmark: _Toc229182452]4.2.3. Are you familiar with BMW?

The "yes" and "no" categories' replies are contrasted in the bar graph. With a score of almost 62, the "yes" responses are significantly higher than the "no" responses, which are at about 42. This suggests greater agreement, approval, or participation in the subject being measured, as the majority of respondents provided a favourable response. The general tendency obviously supports "yes," even though a sizable portion chose "no."
According to the survey's findings, most participants were familiar with BMW. Strong brand awareness and worldwide brand recognition are indicated by this. 
There are a number of reasons for BMW's high awareness levels, including:
• Uniform worldwide branding 
• A robust presence on social media • Prominent advertising campaigns 
• Participation in motorsports 
• Influencer partnerships 
• The positioning of luxury 
Because consumers are more likely to trust and buy brands they are familiar with, brand awareness is a significant part of brand equity, according to Aaker (1991). 
The results show that BMW has effectively made a name for itself as one of the most identifiable luxury car brands in the world.

[bookmark: _Toc229182453]4.2.4. Where have you seen BMW’s digital marketing?


Based on 50 responses, the graph shows the platforms where respondents have seen BMW's digital marketing initiatives. About 40 respondents reported seeing BMW ads on Instagram, making it the most popular platform. With over 34 responses, YouTube came in second, followed by Google Ads with roughly 27. Influencers and websites/reviews each received about 20 replies, indicating a moderate level of customer interaction through these channels. Just a small percentage of respondents said they were unaware of BMW's online advertising. Overall, the results indicate that BMW can effectively reach and engage customers through digital marketing campaigns and activities on social media platforms, particularly YouTube and Instagram.

According to the survey's findings, respondents found BMW's digital marketing campaigns most successfully on YouTube and Instagram. 

Instagram became the primary digital communication platform for BMW. This is mostly due to Instagram's strong visual component, which makes it ideal for luxury branding. BMW makes use of the platform to highlight: 
• Excellent car photography 
• Motion picture advertisements 
• Branding that is focused on lifestyle 
• Influencer partnerships 

Campaigns for sustainability: 

• Motorsport highlights Because visual storytelling increases emotional attachment and aspirational value, luxury brands greatly benefit from visually driven platforms. 

YouTube 
The second most influential platform was found to be YouTube. YouTube is used by BMW for: 
• Launch events for vehicles 
• Documentaries about brands 
• Reviews of products 
• Innovation exhibits 
• Campaigns for electric vehicles 
• Extended narrative

BMW is able to offer more thorough explanations of technology, performance, and innovation on YouTube without sacrificing high visual quality. 
Online Reviews and Google Advertising
Consumer awareness was also significantly influenced by Google advertising and automotive review websites. 

This indicates that consumers today research luxury cars online before forming opinions about them. Trust and purchase intentions are significantly influenced by digital recommendations, search engine visibility, and online reviews. 
The results corroborate the claim made by Kotler and Keller (2016) that contemporary consumer decision-making is dominated by digital channels.


[bookmark: _Toc229182454]4.2.5. How often do you see BMW online?

The frequency with which respondents interact with BMW's digital marketing content is depicted in the pie chart. The results show that the largest group of respondents—32%—interact with BMW's digital marketing frequently. Furthermore, 28% said they occasionally interact with the content, and 20% said they do so infrequently. Just 12% of respondents said they frequently connect with BMW's digital marketing activities, while 8% said they never do. Overall, the findings imply that BMW's digital marketing tactics are successful in drawing in customers and keeping them engaged, despite the fact that different responder groups' levels of involvement fluctuate across various online digital platforms.
The findings indicate that respondents engage with BMW's web content to varied degrees. A sizable percentage of respondents said they either regularly or infrequently interacted with BMW content. 
This illustrates how successful BMW's ongoing digital communication strategy is.
BMW keeps people interested by: 
Regular updates to the content 
• Interactive advertising 
• Influencer partnerships 
• Announcements of products 
• Motorsport-related activities 
• Communication about sustainability 
• Content created by users 
Regular exposure improves customer familiarity and strengthens brand memory. 
However, luxury brands may also face difficulties as a result of excessive exposure. When luxury brands become overly visible on mass digital channels, they run the risk of losing their exclusivity, according to Okonkwo (2010). 
BMW must thus carefully strike a balance between luxury positioning and engagement frequency.

[bookmark: _Toc229182455]4.2.6. Please indicate your level of agreement with the following statesmen’s:


The chart indicates mixed perceptions of BMW’s digital marketing among 50 respondents per statement. For brand image, 34% strongly disagree, 12% disagree, 18% neutral, 24% agree and 12% strongly agree. Innovation perception shows 4% strongly disagree, 40% disagree, 30% neutral, 18% agree and 8% strongly agree. Social media interest records 22% strongly disagree, 14% disagree, 36% neutral, 14% agree and 14% strongly agree. Influencer impact shows 8% strongly disagree, 26% disagree, 28% neutral, 28% agree and 10% strongly agree. Online ads data is not provided in the chart, limiting full comparison. Overall sentiment remains mixed across statements.
[bookmark: _Toc229182456]4.2.7. Please rate your perception of BMW as a luxury brand:


The survey's findings strongly imply that participants still view BMW as a high-end and distinguished brand. 
Customers connected BMW to:
• Superior quality 
• High-end prices 
• The performance 
• Inventiveness 
• Prestige 
• Exclusiveness 
This suggests that BMW has mostly been successful in preserving its luxury positioning in spite of intensive digital marketing efforts. 
Kapferer and Bastien (2017) assert that luxury brands need to maintain their emotional appeal and symbolic value. 
BMW accomplishes this by: 
• High-quality visual content 
• Complex communication 
• Uniform branding 
Limited-edition models 
• Exquisite narrative 
Some respondents, however, thought that exclusivity was diminished by digital marketing. 
This result emphasises the main difficulty luxury brands encounter in digital spaces.
[bookmark: _Toc229182457]4.2.8. Consumer behaviour towards digital platforms:


The results show that when consumers engage with automotive brands, they rely more and more on digital platforms. 
Digital platforms were utilised by respondents for:
• Research on products 
• Comparing features 
• Evaluation of prices 
• Examining reviews 
• Social affirmation 
• Interaction with brands 
This illustrates how consumer behaviour has changed in the digital age. 
Consumer perceptions are influenced by digital platforms prior to any actual interaction with the vehicle. 
As a result, BMW's internet presence is crucial in determining: • Have faith 
• Intention to buy 
• Emotional involvement 
• Perception of the brand 
Kotler and Keller's (2016) Consumer Decision-Making Theory is supported by these results.







[bookmark: _Toc229182458]4.2.9. Overall, how does digital marketing affect BMW’s luxury image?

Overall, the results show that BMW's luxury image is generally positively impacted by digital marketing.
Digital marketing helps with:
• Increased recognition of the brand
• Increased interaction with customers
• Improved perception of innovation
• Enhanced visibility on a global scale
• Increased effectiveness of communication
But the study also identifies possible hazards:

• Excessive exposure
• A decrease in exclusivity
• Saturation of content
• A decline in status
Thus, keeping a strategic balance between accessibility and exclusivity is essential to BMW's long-term success.
The results show that digital marketing is crucial for contemporary luxury brands, but it needs to be handled carefully to maintain premium positioning.
[bookmark: _Toc229182459]4.2.10. What improvements would you suggest for BMW’s digital marketing to better maintain its luxury image?

Maintain minimalistic and elegant design across platforms
Car collab
Optimize websites speed without compromising design quality
Just keep it up
Car coverage
Back seat screen
Try to cover everything on marketing
Models of light
Try to be luxurious car
Mac wheels
Focus on storytelling to refine customer journeys
Use high end cinematic video content
Modification
Something new
[bookmark: _Toc229182460]Chapter 5: Discussion
[bookmark: _Toc229182461]Introduction
The research findings are critically examined in this chapter in light of the theoretical framework and literature review. The chapter assesses whether the results validate current theories about luxury branding, digital marketing, consumer behaviour, and brand equity. 
The findings' effects on BMW's marketing plan and long-term brand positioning are also discussed.

[bookmark: _Toc229182462]5.1.1 BMW’s marketing strategy
Focuses its marketing strategy on positioning the brand as a symbol of excellence in customer service, performance, luxury, and innovation. To reach affluent and performance-driven customers, the company employs a combination of digital marketing, experiential campaigns, emotional branding, and captivating brand storytelling. BMW's tagline, "The Ultimate Driving Machine," emphasises superior engineering, enjoyable driving, and technological advancement. The company also invests heavily in influencer relationships, sponsorships, social media, and customised customer interactions to boost brand loyalty. BMW has expanded its strategy in recent years to include sustainability and electric mobility by showcasing its electric vehicle lineup and eco-friendly initiatives. This has helped the brand maintain its premium market image while appealing to modern, eco-conscious consumers.

uses a sophisticated and customer-focused marketing strategy that combines luxury branding, innovation, emotional appeal, and digital engagement to maintain its position as one of the world's leading premium car manufacturers. In order to create a strong emotional connection with clients, the company's marketing strategies place a strong emphasis on quality, performance, exclusivity, and technological excellence. 

BMW primarily serves wealthy customers, professionals, company owners, and auto enthusiasts who value comfort, performance, and prestige. The business segments its market according to behavioural, psychographic, geographic, and demographic traits. Different product lines, like the BMW X Series, M Series, i Series, and luxury sedans, target different customer groups with varying lifestyle preferences and income levels.


One of the main elements of BMW's marketing strategy is its powerful brand positioning. The business positions itself as a premium luxury automobile brand that provides outstanding innovation and thrilling driving. Its well-known tagline, "The Ultimate Driving Machine," promotes the ideas of superior engineering, superior performance, and happy customers. BMW's advertisements often emphasise emotions, lifestyle, freedom, and excitement rather than just technical features. 

BMW makes extensive use of digital marketing and social media to engage with audiences worldwide. On social media platforms like Facebook, Instagram, YouTube, and X, the company displays new car releases, advertising campaigns, customer experiences, and technological innovations. BMW connects with younger, tech-savvy consumers through influencer partnerships, virtual showrooms, online configurators, and interactive content.
Additionally, the company can strengthen its relationships with customers by using personalised online marketing.

Another important component of BMW's strategy is experiential marketing. To increase consumer engagement and brand loyalty, the company hosts driving events, auto shows, test-drive programs, motorsport sponsorships, and unique customer experiences. The brand's sporty and high-performance image is enhanced by BMW's involvement in motorsports, particularly through its M performance division.

By promoting cutting-edge technologies like autonomous driving, connected car systems, artificial intelligence, and electric mobility, BMW also makes significant investments in innovation-based marketing. The company presents itself as an innovative and ecologically conscious brand through its BMW i Series. In order to comply with global environmental trends and draw in environmentally conscious customers, sustainability campaigns and eco-friendly initiatives are becoming more and more important.

The company's luxury positioning is supported by its premium pricing strategy. In order to convey exclusivity, superior quality, and status, BMW cars are more expensive than many of their rivals. In order to sustain long-term client relationships, BMW also guarantees excellent after-sales service, customer support, financing options, and loyalty programs. 

BMW maintains a consistent global brand identity while tailoring its marketing campaigns to local cultures, consumer preferences, and regional market demands. BMW is able to maintain its competitiveness in various international markets by striking a balance between local adaptation and global branding.

In order to sustain a solid reputation throughout the world and accomplish long-term business growth, BMW's marketing strategy effectively blends luxury, innovation, emotional branding, customer engagement, and sustainability.

[bookmark: _Toc229182463]5.1.2 Marketing Style Engagement

Adopts an interactive and customer-centered marketing style engagement approach that focuses on building strong emotional relationships with consumers and enhancing brand loyalty. The company uses a combination of digital communication, experiential marketing, personalized services, and social media interaction to engage customers at different stages of the buying journey. BMW’s marketing style is designed not only to promote vehicles but also to create a premium lifestyle experience associated with the brand.
One of the key aspects of BMW’s marketing engagement is emotional branding. The company creates advertisements and campaigns that emphasize excitement, freedom, luxury, and driving pleasure. Rather than focusing solely on technical specifications, BMW connects with consumers emotionally by highlighting experiences and lifestyles that reflect status, success, and individuality. This emotional connection helps strengthen customer attachment to the brand.
Digital engagement plays a major role in BMW’s marketing style. The company actively uses social media platforms such as Instagram, Facebook, YouTube, LinkedIn, and X to communicate with customers worldwide. Through these platforms, BMW shares promotional videos, product launches, customer stories, behind-the-scenes content, and live events. Interactive campaigns, online polls, virtual reality experiences, and personalized advertisements encourage customers to actively participate and engage with the brand.
BMW also uses experiential marketing to increase customer involvement. The company organizes test-drive events, luxury exhibitions, motorsport events, auto shows, and exclusive customer experiences where consumers can directly interact with BMW vehicles and technologies. These experiences allow customers to feel the performance, comfort, and innovation of the brand, creating a stronger connection and increasing purchase intention.
Personalization is another important feature of BMW’s engagement strategy. The company uses customer data and digital technologies to offer customized recommendations, personalized emails, vehicle configuration options, and tailored services. Customers can design vehicles according to their preferences through online configurators, which improves customer satisfaction and engagement.
BMW further strengthens engagement through influencer marketing and brand collaborations. Partnerships with celebrities, athletes, digital influencers, and luxury lifestyle brands help BMW reach younger and trend-conscious audiences. These collaborations increase brand visibility and enhance BMW’s modern and premium image.
Customer relationship management also contributes significantly to BMW’s marketing engagement. The company maintains communication with customers through loyalty programs, after-sales support, maintenance services, mobile applications, and connected car technologies. Features such as the BMW ConnectedDrive system enhance convenience and create continuous interaction between the customer and the brand.
In recent years, BMW has increasingly focused on sustainability engagement by promoting electric vehicles, green initiatives, and environmentally responsible manufacturing practices. Campaigns related to the BMW i Series encourage environmentally conscious consumers to engage with the brand’s vision for future mobility.
Overall, BMW’s marketing style engagement strategy effectively combines emotional appeal, digital interaction, customer experiences, personalization, and innovation to create strong relationships with customers and maintain a competitive advantage in the global automotive market.

[bookmark: _Toc229182464]5.1.3 How often do you follow BMW on social media platforms?
maintains a strong presence across various social media platforms to engage customers, promote products, and strengthen brand awareness. Social media platforms such as Instagram, Facebook, YouTube, LinkedIn, and X are regularly used by BMW to share updates about new vehicle launches, technological innovations, promotional campaigns, motorsport activities, and sustainability initiatives.
The frequency with which consumers follow BMW on social media varies depending on their level of interest, brand loyalty, and engagement with automotive content. Highly engaged customers and automobile enthusiasts tend to follow BMW frequently to stay updated on new models, luxury trends, and performance features. Some users interact with BMW’s content daily or weekly through likes, comments, shares, and video views, especially during major product launches and marketing campaigns.
Moderately engaged followers may check BMW’s social media pages occasionally, particularly when considering a vehicle purchase or seeking information about pricing, features, and customer reviews. Casual followers, on the other hand, may only engage during special events, advertisements, or promotional offers.
BMW’s consistent posting strategy, visually appealing content, interactive campaigns, influencer partnerships, and customer-centered communication encourage regular audience engagement. Features such as live-streamed launch events, virtual showrooms, short promotional videos, and personalized digital experiences help maintain consumer interest and increase social media interaction.
Overall, BMW’s active and innovative social media presence plays an important role in maintaining customer engagement, strengthening brand loyalty, and influencing consumer purchasing decisions in the competitive automotive market.
[bookmark: _Toc229182465]5.1.4 Volkswagen’s messaging in terms of reliability and trust
focuses its marketing and communication strategies on building reliability, trust, quality, and long-term customer confidence. The company positions itself as a dependable automobile brand that offers safe, durable, and technologically advanced vehicles suitable for everyday use. Volkswagen’s messaging emphasizes engineering excellence, customer satisfaction, and practical innovation, helping the brand maintain a strong reputation in the global automotive industry.
One of the major themes in Volkswagen’s communication is reliability. The company promotes its vehicles as dependable, efficient, and built with high engineering standards. Advertising campaigns often highlight durability, fuel efficiency, safety features, and consistent vehicle performance. By focusing on these aspects, Volkswagen aims to reassure consumers that its vehicles provide long-term value and dependable transportation.
Trust is another important component of Volkswagen’s messaging strategy. The company emphasizes transparency, customer care, and quality assurance through warranties, after-sales services, and customer support programs. Volkswagen also uses customer testimonials, safety certifications, and quality awards to strengthen consumer confidence and reinforce the perception of trustworthiness.
Volkswagen’s marketing style is generally simple, practical, and customer-oriented. Unlike some luxury automobile brands that focus heavily on exclusivity and status, Volkswagen communicates accessibility, comfort, family-oriented values, and everyday usability. This approach allows the company to appeal to a broad customer base, including middle-income families, professionals, and practical car buyers.
The company also highlights safety and technological innovation in its messaging. Features such as driver assistance systems, advanced infotainment technologies, electric mobility solutions, and environmentally friendly engineering are frequently promoted to demonstrate Volkswagen’s commitment to modern and responsible transportation. Through its electric vehicle initiatives and sustainability campaigns, Volkswagen seeks to rebuild and strengthen public trust while adapting to changing consumer expectations.
Digital marketing and social media platforms also support Volkswagen’s trust-building efforts. The company uses online campaigns, educational content, customer engagement programs, and interactive communication to maintain strong relationships with consumers. Consistent communication across global markets helps reinforce Volkswagen’s image as a reliable and customer-focused automobile manufacturer.
Overall, Volkswagen’s messaging strategy effectively combines reliability, safety, practicality, innovation, and customer trust to maintain a positive brand image and strengthen long-term relationships with consumers worldwide.
[bookmark: _Toc229182466]5.1.5 Volkswagen’s environmental and sustainability initiatives
has implemented several environmental and sustainability initiatives to support cleaner mobility, reduce carbon emissions, and promote responsible business practices. The company’s sustainability strategy focuses on climate protection, electric mobility, renewable energy, resource conservation, and environmentally responsible manufacturing. Volkswagen aims to position itself as a leading contributor to sustainable transportation and align its operations with global environmental goals such as the Paris Climate Agreement.
One of Volkswagen’s major sustainability initiatives is its transition toward electric mobility. Through its electric vehicle lineup, especially the ID. series, the company promotes low-emission transportation and reduced dependence on fossil fuels. Volkswagen has invested heavily in battery-electric vehicle production, charging infrastructure, and battery technology development to accelerate the adoption of electric vehicles worldwide. The company considers e-mobility a key component in achieving long-term decarbonization goals.
Volkswagen has also committed to achieving net carbon neutrality by 2050. As part of this commitment, the company plans to significantly reduce greenhouse gas emissions across its production facilities, supply chain, and vehicle lifecycle. Volkswagen aims for its global production sites to become net carbon-neutral by 2040 and plans to source 100% carbon-neutral electricity for all facilities by 2030. European production sites already operate using renewable electricity sources.
Another important initiative is the “Zero Impact Factory” program, which focuses on reducing the environmental impact of manufacturing operations. The company works to minimize energy consumption, water usage, waste generation, and harmful emissions during vehicle production. Volkswagen has reported significant reductions in CO₂ emissions, waste, and water consumption per vehicle produced over recent years.
Volkswagen also supports sustainable energy and charging solutions. Through subsidiaries and partnerships such as Electrify America and Elli, the company is expanding electric vehicle charging networks and encouraging the use of renewable energy for vehicle charging. This initiative helps improve the practicality and sustainability of electric mobility for consumers.
In addition, Volkswagen promotes circular economy practices by improving battery recycling, reducing raw material usage, and encouraging sustainable supply chain management. The company emphasizes ethical sourcing, responsible production methods, and environmentally friendly technologies throughout its operations.
Volkswagen’s sustainability efforts are also communicated through digital campaigns, environmental reports, and public commitments to climate action. Although the company has faced criticism and challenges regarding environmental transparency in the past, it continues to strengthen its sustainability image through investments in clean technologies and long-term environmental goals.
Overall, Volkswagen’s environmental and sustainability initiatives demonstrate the company’s commitment to reducing environmental impact, promoting electric mobility, supporting renewable energy, and contributing to a more sustainable future for the automotive industry.
[bookmark: _Toc229182467]5.1.6 Volkswagen’s marketing strategy
follows a customer-oriented and value-driven marketing strategy that focuses on reliability, affordability, innovation, sustainability, and global brand recognition. The company aims to position itself as a trusted automobile manufacturer that provides high-quality vehicles suitable for a wide range of consumers. Volkswagen’s marketing strategy combines traditional advertising, digital marketing, emotional branding, and sustainability-focused communication to strengthen customer relationships and maintain competitiveness in the global automotive industry.
One of the key elements of Volkswagen’s marketing strategy is market segmentation and targeting. The company targets middle-income consumers, families, professionals, and practical car buyers who seek comfort, safety, fuel efficiency, and long-term value. Volkswagen offers a diverse product portfolio, including hatchbacks, sedans, SUVs, and electric vehicles, allowing the company to serve different customer segments across global markets.
Volkswagen positions its brand around quality, trust, practicality, and German engineering excellence. Its marketing messages often emphasize durability, safety, innovation, and everyday usability rather than luxury alone. The company promotes itself as a reliable and accessible automobile brand that balances performance with affordability. This positioning helps Volkswagen attract a broad consumer base while maintaining a strong global identity.
Digital marketing plays a major role in Volkswagen’s promotional strategy. The company actively uses social media platforms, websites, online advertising, and video marketing to connect with customers worldwide. Platforms such as Instagram, Facebook, YouTube, LinkedIn, and X are used to showcase vehicle launches, promotional campaigns, customer stories, and sustainability initiatives. Interactive content, virtual showrooms, and online vehicle configurators improve customer engagement and enhance the online purchasing experience.
Volkswagen also focuses on emotional branding and storytelling in its advertising campaigns. Many campaigns highlight family values, safety, freedom, adventure, and everyday driving experiences to create emotional connections with consumers. By promoting relatable and practical lifestyles, Volkswagen strengthens customer trust and brand loyalty.
Sustainability has become an increasingly important part of Volkswagen’s marketing strategy. Through campaigns promoting the ID. electric vehicle series and environmentally friendly technologies, the company positions itself as a forward-looking and environmentally responsible brand. Volkswagen communicates its commitment to reducing carbon emissions, supporting electric mobility, and investing in renewable energy to appeal to environmentally conscious consumers.
The company also uses experiential marketing techniques such as auto exhibitions, test-drive events, sponsorships, and product launch events to enhance customer interaction. These experiences allow potential customers to directly engage with Volkswagen vehicles and technologies, increasing consumer confidence and purchase intention.
Volkswagen maintains strong customer relationship management through after-sales services, maintenance support, financing programs, warranties, and loyalty initiatives. Personalized communication and customer support contribute to long-term customer satisfaction and repeat purchases.
Globally, Volkswagen adapts its marketing campaigns according to local cultures, consumer preferences, and market conditions while maintaining a consistent brand image. This balance between global standardization and local adaptation helps the company remain competitive in different international markets.
[bookmark: _Toc229182468]5.1.7 BMW’s influencers
uses influencer marketing as a key part of its digital and brand communication strategy to strengthen awareness, attract younger audiences, and reinforce its premium and innovative brand image. BMW collaborates with a wide range of influencers, including automotive reviewers, lifestyle creators, fashion personalities, musicians, athletes, and social media celebrities, to promote its vehicles and brand values.
One major aspect of BMW’s influencer strategy is the use of brand ambassadors and co-creation campaigns. The company partners with well-known personalities who align with BMW’s luxury, performance, and innovation identity. For example, BMW has worked with global figures such as Steve Aoki and Luka Sabbat in campaigns that promote electric mobility and modern lifestyle branding. These collaborations help BMW reach large, diverse audiences through the influencers’ combined social media reach.
BMW also uses social media influencers in targeted marketing campaigns for specific models, such as the BMW M series and BMW i electric vehicles. These influencers create content like driving experiences, reviews, lifestyle photos, and short-form videos that showcase the cars in real-world settings. This approach helps make the brand more relatable and engaging, especially for younger audiences who rely heavily on digital content for purchasing decisions.
Another important strategy is authenticity-based influencer marketing. BMW often allows influencers to create content in their own style rather than strictly scripted advertising. This makes campaigns feel more natural and trustworthy, increasing audience engagement. Influencers share personal experiences with BMW vehicles, highlighting performance, design, comfort, and technology features in a lifestyle context rather than traditional advertising formats.
BMW also collaborates with fashion and lifestyle brands through influencer-driven partnerships, such as co-branded campaigns and exclusive product launches. These collaborations help position BMW not just as a car manufacturer but as a luxury lifestyle brand. Influencers in these campaigns often showcase BMW vehicles alongside fashion, travel, and premium lifestyle content, reinforcing the brand’s aspirational image.
Additionally, BMW leverages micro-influencers and niche automotive content creators who have smaller but highly engaged audiences. These influencers are often seen as more trustworthy within specific communities, such as car enthusiasts, tech reviewers, or luxury lifestyle followers. Their reviews and content contribute to building credibility and detailed product awareness.
Overall, BMW’s influencer strategy combines celebrity partnerships, digital creators, automotive experts, and lifestyle influencers to build brand awareness, enhance credibility, and strengthen emotional connections with consumers. This modern marketing approach helps BMW maintain its premium image while staying relevant in the fast-changing digital and social media landscape.
[bookmark: _Toc229182469]5.2 Consumer Engagement and Digital Marketing 
One of the study's main conclusions is that BMW's digital marketing greatly enhances consumer engagement and emotional connection with the company.
The results showed that the majority of respondents actively interact with BMW's social media content and think the company's digital campaigns are eye-catching, creative, and emotionally compelling. 
The conclusions made by Kim and Ko (2012) that social media marketing has a positive impact on customer relationships, brand awareness, and consumer loyalty within luxury industries are strongly supported by this finding. 
Similarly, Hudson et al. (2016) contend that through fostering ongoing communication and experiential engagement, social media interactions improve the emotional bonds between customers and luxury brands.
Customers' emotional attachment seems to be strengthened by BMW's use of lifestyle-oriented branding, excellent visuals, and cinematic storytelling. 
The results also support Batat's (2019) experiential marketing theory, which contends that emotional experiences are more important to contemporary luxury buyers than purely functional product features.
Therefore, by establishing aspirational lifestyle associations, BMW's digital communication goes beyond conventional product promotion. 

Additionally, the results show that BMW's most successful digital channels are YouTube and Instagram. This illustrates how crucial visual communication is becoming to luxury branding. 

According to Godey et al. (2016), visual social media platforms greatly increase luxury consumer engagement because aesthetics, symbolism, and emotional aspiration have a significant impact on luxury purchasing behaviour.

Thus, the results show that BMW effectively incorporates luxury branding concepts into contemporary digital settings. 
Nevertheless, the results also show that long-term brand loyalty cannot be ensured by digital engagement alone.
According to some respondents, constant exposure to digital ads may eventually lessen excitement and originality. 
This result is consistent with the worries expressed by Kapferer and Bastien (2017), who contend that excessive visibility could erode symbolic exclusivity and luxury mystique. 
Therefore, luxury brands must carefully control communication intensity to maintain prestige, even though digital engagement improves accessibility and consumer interaction.

[bookmark: _Toc229182470]5.3 Communication about Sustainability and Digital Marketing
 
Sustainability communication is the subject of another significant discovery. BMW was closely linked by respondents to innovation, sustainability, and future mobility. 
This indicates that attitudes about environmental responsibility are greatly influenced by digital marketing. Younger customers seem to respond especially well to BMW's promotion of electric cars and sustainable mobility initiatives.
These results support Marr's (2022) claim that consumers today expect businesses to show leadership in sustainability and technological innovation. 
Environmental concerns and the development of electric vehicles are causing significant changes in the automotive industry.

As a result, BMW uses digital marketing for both business and strategic reputation management. The results indicate that BMW's contemporary luxury identity is reinforced by sustainability communication. But when it comes to sustainability claims, consumers are becoming more demanding. Customers may view a company's sustainability messaging as greenwashing if it is overstated without enough supporting data. 

As a result, BMW needs to make sure that corporate sustainability practices and digital communication are consistent.

[bookmark: _Toc229182471]5.4 Literary Contribution 
This dissertation makes several significant contributions to the body of existing literature.
First, compared to the luxury fashion industries, the automotive sector is still largely unexplored when it comes to digital luxury branding. This study broadens our understanding of this topic. 
Third, the study shows that consumer perceptions about the following are greatly influenced by digital marketing:
• Inventiveness Sustainability 
• Emotional involvement 
• The identity of the brand 
Thus, the results add to the current literature on luxury marketing from an academic and practical standpoint.
Second, the study draws attention to the strategic conflict between luxury exclusivity and digital accessibility. 
While prior research has often highlighted the benefits of digital marketing, this study shows that high visibility can also pose risks in terms of symbolic luxury value.

[bookmark: _Toc229182472]The research findings were critically examined in this chapter in light of the body of current literature and theoretical frameworks. 
The conversation showed that customer engagement, brand awareness, perception of innovation, and purchase consideration are all positively impacted by BMW's digital marketing. The results did, however, also highlight important strategic issues with over-accessibility and exclusivity in digital settings. 

5.5 Chapter Summary
The chapter emphasised how crucial it is to strike a balance between luxury prestige and digital visibility. 
The conclusion, recommendations, limitations, and future research directions are presented in the next chapter.
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Chapter 6: Conclusion
created a very successful digital marketing plan that solidifies its standing as one of the top luxury car brands in the world. To reach a broad and varied audience, the company combines emotional branding, cutting-edge digital platforms, social media interaction, influencer partnerships, and creative content strategies. BMW maintains strong customer interest and fortifies its brand identity through eye-catching advertising and narratives that emphasise performance, luxury, and innovation.

BMW's ability to blend cutting-edge digital tools with premium branding is one of its main advantages in digital marketing. The business engages consumers throughout the purchasing process through social media, online ads, virtual showrooms, and customised digital experiences. Interactive campaigns and influencer marketing also increase brand awareness, especially with younger, tech-savvy consumers. 

BMW's emphasis on sustainability and innovation is crucial to its digital communication. The company aligns its marketing with current global trends and customer expectations by promoting eco-friendly initiatives, smart mobility solutions, and electric vehicles. In an automotive market that is becoming more competitive and environmentally conscious, this helps BMW stay relevant.

All things considered, BMW's digital marketing approach is very effective at fostering a strong emotional bond with consumers, expanding its global reach, and fostering brand loyalty. Long-term competitiveness and continuous growth in the global automotive industry are guaranteed by its well-balanced approach of luxury branding, technological innovation, and digital engagement. 

exhibits a sophisticated and well-coordinated digital marketing strategy that has greatly aided in its worldwide brand leadership in the high-end car sector. The business successfully combines storytelling, digital technologies, and customer-focused communication to sustain high visibility and engagement in global markets.

BMW's consistent brand positioning across all digital platforms is a key component of its digital marketing strategy. BMW maintains a distinct identity that is focused on luxury, innovation, performance, and driving pleasure, whether via social media, online advertising, or its official website. Regardless of the digital channel they use, this consistency guarantees that consumers have a consistent brand experience. 

Additionally, BMW is a master at developing immersive and interactive digital experiences. Customers can actively participate in the brand experience instead of just passively consuming content thanks to features like online car configurators, virtual showrooms, live-streamed product launches, and captivating video campaigns. Customers' interest and purchase intent are strengthened by this degree of interaction.

BMW's effective use of data-driven marketing and personalisation is another important component of its success. BMW is able to provide personalised communication, tailored recommendations, and targeted ads by analysing consumer behaviour and preferences. This guarantees that marketing messages are pertinent to various audience segments and enhances customer engagement. 

Influencer partnerships and social media interaction are also key components of the company's digital marketing strategy. BMW increases its reach and establishes credibility with younger, tech-savvy customers by collaborating with influencers, automotive specialists, and lifestyle creators. This strategy preserves the premium image of the brand while increasing its relatability.

BMW's online presence is further reinforced by messaging about innovation and sustainability. BMW is able to attract environmentally conscious customers and stay up to date with global trends by promoting electric vehicles, smart mobility solutions, and eco-friendly initiatives. This promotes long-term strategic objectives and enhances brand perception. 

All things considered, BMW's digital marketing approach is very successful in fusing luxury branding, cutting-edge technology, consumer interaction, and communication that is sustainability-focused. It helps the business to stay competitive in the quickly changing automotive sector, maintain a strong worldwide presence, and create enduring client relationships.

[bookmark: _Toc229182474]6.1 Major Findings
[bookmark: _Toc229182475]6.1.1 Brand Awareness and Marketing Exposures
Brand Awareness
Brand awareness refers to how familiar customers are with a brand and how easily they can recognize or recall it. It reflects the strength of a brand in the minds of consumers.
There are two main levels:
· Brand Recognition: Customers can identify the brand when they see it (logo, packaging, slogan). 
· Brand Recall: Customers can remember the brand when thinking about a product category (e.g., thinking of a soft drink and recalling a specific brand). 
Importance of Brand Awareness:
· Builds trust and credibility 
· Influences purchasing decisions 
· Increases customer loyalty 
· Helps a brand stand out in competitive markets
Marketing Exposures
Marketing exposure refers to how often and through which channels consumers come into contact with a brand’s marketing messages.
These exposures can happen through:
· Digital media: social media ads, Google ads, influencer marketing 
· Traditional media: TV, radio, newspapers, billboards 
· Point of sale: in-store displays, packaging 
· Events and sponsorships: exhibitions, sports events, festivals 
Role of Marketing Exposure:
· Increases visibility of the brand 
· Reinforces brand memory through repetition 
· Helps create a positive brand image 
· Encourages customer engagement and conversions
[bookmark: _Toc229182476]6.1.2 Channels of Brand Engagement
Brand engagement channels are the platforms and touchpoints through which a brand interacts with its customers to build relationships, trust, and loyalty. These channels help customers connect with the brand beyond just buying products.

1. Digital Channels
These are the most widely used modern engagement platforms.
· Social Media: Platforms like Instagram, Facebook, YouTube, LinkedIn
→ Used for posts, reels, ads, and direct interaction with customers 
· Company Website: Provides product details, blogs, and customer support 
· Email Marketing: Newsletters, offers, and personalized communication 
· Mobile Apps: Loyalty programs, notifications, and easy shopping experience
2. Traditional Media Channels
These channels help reach a broad audience, especially offline consumers.
· Television Advertising 
· Radio Promotions 
· Print Media: Newspapers, magazines, brochures 
3. Offline and Physical Channels 

These involve direct, real-world interaction with customers.

• Retail Stores: Customer service, displays, and in-store experience 
• Events & Exhibitions: Trade shows, expos, and product launches
• Sponsorships: festivals, sporting events, and cultural initiatives 

4. Customer Service Channels 
Maintaining long-term engagement requires these. 
• Helplines and Call Centers 
• Live Chat Assistance 
• Chatbots on apps and websites 
• Post-purchase assistance 
5. Community Channels & Word of Mouth 
These depend on consumer-to-consumer communication. 
• Platform reviews and ratings 
• Suggestions from relatives and friends 
• Online forums and communities
[bookmark: _Toc229182477]6.1.3 Perception of Innovation and Sustainability
Innovation Perception 
Customers' perception of a brand's capacity to launch novel, innovative, and enhanced goods, services, or procedures is known as perception of innovation.

Innovative brands are those that: 
• Constantly rolls out new features or technologies
• Resolves client issues more effectively or quickly 
• Quickly adjusts to consumer demands and market trends 
• Makes use of innovative design and contemporary technology

Customers' perception of a brand's capacity to present fresh, innovative, and better solutions while upholding social and environmental responsibility is known as perception of innovation and sustainability. When a company consistently creates new features, technologies, or designs to improve consumer experience and adapt to shifting market demands, it is considered innovative. The brand's dedication to environmentally friendly methods, such as cutting waste, utilising renewable resources, and guaranteeing ethical production, is also reflected in sustainability. When taken as a whole, these impressions enhance the brand's reputation by fostering trust, drawing in contemporary, eco-aware customers, and establishing the company as responsible and progressive over time.

[bookmark: _Toc229182478]6.2 Future Discussion
[bookmark: _Toc229182479]6.1.1 Hybrid Marketing Strategies for Automakers
In order to better market cars and engage consumers, automakers employ hybrid marketing strategies, which combine traditional and digital marketing techniques. In addition to digital platforms like social media, websites, search engine marketing, virtual showrooms, and influencer campaigns, brands in the automotive industry also use television advertisements, print media, billboards, auto expos, and dealership promotions. Automakers are able to reach a larger audience, build brand awareness, and offer a smooth customer journey from awareness to purchase thanks to this integration. While offline channels foster trust through in-person interactions at showrooms and events, digital tools enable consumers to examine car features, compare models, and even take virtual test drives by blending both approaches, hybrid marketing ensures better customer engagement, higher lead generation, and improved sales conversion in a highly competitive automotive market.
[bookmark: _Toc229182480]6.2.2 Localized Messaging with Global Reach
The term "localised messaging with global reach" describes a marketing approach in which a company keeps its worldwide identity while modifying its communications to fit the language, culture, tastes, and requirements of various regional markets. By customising ads, product messaging, and campaigns to reflect regional customs, values, and consumer behaviour while maintaining the overall global brand image, this strategy enables businesses to engage local audiences more successfully. For instance, while maintaining a consistent core message and brand positioning across all countries, a global brand may employ various languages, cultural symbols, or region-specific offers in its advertisements. This tactic enables companies to successfully grow internationally without sacrificing local appeal, strengthen emotional ties with clients, and increase relevance in a variety of markets.

[bookmark: _Toc229182481]6.2.3 The Sustainability Narrative
[bookmark: _Toc229182482]6.2.4 CEO Branding Risks and Governance
The term "sustainability narrative" describes how a company uses marketing and storytelling to convey its dedication to long-term social responsibility, ethical behaviour, and environmental preservation. By emphasising initiatives like cutting carbon emissions, utilising eco-friendly materials, encouraging recycling, and guaranteeing ethical sourcing and production, it aims to portray the brand as environmentally conscious. To increase consumer awareness and trust, this story is frequently disseminated through product labelling, corporate reports, social media posts, and ads. Strong sustainability narratives improve brand reputation, particularly among audiences who care about the environment, and help consumers understand the company's values beyond profit-making. Over time, it presents the brand as accountable, forward-thinking, and dedicated to improving the environment and society.

The process of enhancing a company's CEO's reputation and public image as a representative of the company is known as CEO branding. A strong CEO brand carries a number of risks, but it can also increase trust, draw in investors, and boost corporate credibility. If a CEO is overly dependent on their personal image, the company may become vulnerable if they are involved in scandals, make bad public remarks, or depart. Additionally, it might overshadow the company brand, creating an imbalance in perception and a reliance on one person. Governance plays a critical role in managing these risks by ensuring clear communication policies, ethical standards, crisis management frameworks, and accountability mechanisms. Strong corporate governance helps align the CEO’s personal branding with the company’s values and ensures that the organization remains stable and trustworthy regardless of leadership changes or reputational challenges.
[bookmark: _Toc229182483]6.2.5 Ethical and Regulatory Consideration
In marketing, ethical and regulatory considerations refer to the values and legal guidelines that direct how companies interact with consumers, communicate, and advertise in a fair, truthful, and responsible way. Avoiding deceptive claims, protecting consumer privacy, guaranteeing advertising transparency, and encouraging accurate information about goods and services are the main ethical concerns. Additionally, brands are expected to refrain from discriminatory messaging, manipulative tactics, and overstating the advantages of their products. Regulatory considerations include adhering to rules and regulations established by governmental and regulatory organisations, such as consumer protection laws, data protection regulations, and advertising standards. These frameworks guarantee fair business practices and safeguard the rights of consumers. In a competitive market, ethical and legal business practices work together to foster trust, uphold brand credibility, and guarantee long-term, sustainable business operations.

[bookmark: _Toc229182484]6.3 Reflective Report
[bookmark: _Toc229182485]6.3.1 Research Design Evaluation
The process of determining how well a research study has been organised and structured to guarantee that it successfully addresses the research problem is known as research design evaluation. It entails determining whether the selected research design—such as exploratory, descriptive, or causal—is suitable for the study's goals. Clear objectives, appropriate data collection methods, sampling strategies, data validity and reliability, and overall methodological consistency are all checked in a good evaluation. It also takes into account constraints that could affect the accuracy of results, like bias, time constraints, and resource availability. Researchers can ascertain the reliability, accuracy, and utility of the findings by assessing the research design, guaranteeing that the study offers significant and practical insights for making decisions.
[bookmark: _Toc229182486]6.3.2 Challenges and Lessons Learned
The difficulties encountered during a project or research process and the knowledge gained from overcoming them are referred to as challenges and lessons learned. Time and resource constraints, problems with data collection, respondent bias, inaccurate information, and trouble choosing a suitable research methodology are common obstacles. The advancement and calibre of work can frequently be impacted by outside variables like shifts in the market, technological constraints, or communication breakdowns among team members. However, by enhancing problem-solving abilities, decision-making capacity, and adaptability, these challenges offer worthwhile learning opportunities. The lessons learned frequently emphasise the significance of careful planning, precise goals, efficient communication, and adaptability in strategy. All things considered, this section aids in comprehending how challenges lead to improved research procedures and more effective project execution in the future.
[bookmark: _Toc229182487]6.3.3 Personal Growth and Reflection
The process of assessing one's own learning experience, skill development, and behavioural changes brought about by a project, study, or real-world experience is known as personal growth and reflection. It entails thinking critically about the lessons learned, the difficulties encountered, and the solutions found. Through this process, people can better understand their strengths and weaknesses, become more adept at solving problems, improve their communication and teamwork skills, and improve their time management and decision-making abilities. By assisting people in comprehending how their experiences contribute to their overall personal and professional development, reflection also promotes self-awareness. In the end, it promotes ongoing development and equips people to face obstacles in the future with greater assurance and effectiveness.

[bookmark: _Toc229182488]6.3.4 Final Thoughts

Concluding remarks provide a summary of the study, project, or analysis's main conclusions and overall understanding. This section considers how the goals were accomplished, the knowledge acquired, and the findings' applicability in a larger context. It also emphasises how crucial the work is to advancing understanding, judgement, or useful applications in the relevant field. Furthermore, it recognises the constraints encountered throughout the process and proposes that subsequent research can expand on these results to achieve even greater enhancement. Ultimately, by reiterating the key lessons learned and highlighting the importance of the entire endeavour in fostering personal, academic, or professional development, closing remarks offer a succinct conclusion.

[bookmark: _Toc229182489]6.4 Conclusion
The impact of digital marketing on BMW's luxury brand image within the automotive industry was critically examined in this dissertation. 
The results show that consumer perceptions, engagement, and brand awareness are greatly influenced by digital marketing.

BMW has effectively made use of: 

• Social media networks Influencer advertising digital narrative 
• Internet marketing 
• Interactive technologies to improve its reputation as a luxury brand worldwide. 

The study demonstrates that digital marketing has a favourable impact on: 

• Knowledge of the brand 
• Perception of innovation 
• Interaction with customers 
• Emotional bonding 
• Consideration for purchases 
Simultaneously, the study found significant hazards related to digital luxury branding.
Excessive visibility and over-commercialisation may reduce:
· Exclusivity
· Prestige
· Symbolic value
which are critical components of luxury branding.
The findings therefore highlight the importance of strategic balance.
BMW must remain digitally active while preserving:
· Sophistication
· Scarcity
· Premium positioning
· Emotional desirability
The dissertation also contributes academically by addressing an important research gap regarding luxury automotive branding in digital environments.
Most previous research focused on fashion and retail luxury brands.
This study specifically explored the automotive luxury sector and provided valuable insights into how consumers interpret BMW’s digital communication strategies.
The study further confirms the relevance of:
· Aaker’s Brand Equity Theory
· Kapferer’s Luxury Brand Identity Model
· Consumer Decision-Making Theory
· Relationship Marketing Theory
in explaining the relationship between digital marketing and luxury brand perception.
From a managerial perspective, the research provides practical recommendations for BMW and other luxury automotive brands.
Future competitiveness in the automotive industry will increasingly depend on:
· Digital innovation
· Customer experience
· Sustainability communication
· Emotional branding
· Personalisation
Luxury brands that successfully integrate these elements while maintaining exclusivity are likely to achieve long-term competitive advantage.
In conclusion, digital marketing has become an essential strategic tool for luxury automotive brands.
When managed effectively, it can strengthen luxury brand image, deepen customer relationships, and support long-term brand growth in increasingly digital global markets.
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Sales	
18-24	25-34	35-44	45-54	55+	42	16	16	12	14	

Sales	
below 20,00	20,000-39,999	40,000-59,999	60,000	34	24	26	16	

Column1	yes	no	60	40	Column2	yes	no	Series 3	yes	no	


Column2	instagram	youtube	google ads	influencers	websites/reviews	not seen	40	34	28	20	20	4	Column1	instagram	youtube	google ads	influencers	websites/reviews	not seen	Column3	instagram	youtube	google ads	influencers	websites/reviews	not seen	


Sales	
very often	often	sometimes	rarely	never	32	12	28	20	8	

strongly disagree	
BMW digital marekting improves its brand image	BMW appears more innovative online	social media increases my interest in BMW 	influencers positively affect my perception	online ads increase my turst in BMW	17	2	11	4	6	disagree	
BMW digital marekting improves its brand image	BMW appears more innovative online	social media increases my interest in BMW 	influencers positively affect my perception	online ads increase my turst in BMW	6	20	7	13	7	neutral	
BMW digital marekting improves its brand image	BMW appears more innovative online	social media increases my interest in BMW 	influencers positively affect my perception	online ads increase my turst in BMW	9	15	18	14	18	agree	
BMW digital marekting improves its brand image	BMW appears more innovative online	social media increases my interest in BMW 	influencers positively affect my perception	online ads increase my turst in BMW	12	9	7	14	11	strongly agree	
BMW digital marekting improves its brand image	BMW appears more innovative online	social media increases my interest in BMW 	influencers positively affect my perception	online ads increase my turst in BMW	6	4	7	5	



strongly disagree	
BMW represent luxury and prestige	BMW maintains exclusivity online	digital marketing makes BMW feel less exclusive	BMW digital content reflects preminum quality	10	5	11	7	disagree	
BMW represent luxury and prestige	BMW maintains exclusivity online	digital marketing makes BMW feel less exclusive	BMW digital content reflects preminum quality	8	12	10	15	neutral	
BMW represent luxury and prestige	BMW maintains exclusivity online	digital marketing makes BMW feel less exclusive	BMW digital content reflects preminum quality	13	14	18	8	agree	
BMW represent luxury and prestige	BMW maintains exclusivity online	digital marketing makes BMW feel less exclusive	BMW digital content reflects preminum quality	8	15	7	14	strongly agree	
BMW represent luxury and prestige	BMW maintains exclusivity online	digital marketing makes BMW feel less exclusive	BMW digital content reflects preminum quality	11	4	4	



strongly disagree	
I rely on online research before considering a car	social media influences my opinion of brands	online reviews affecty my perception	13	5	3.5	disagree	
I rely on online research before considering a car	social media influences my opinion of brands	online reviews affecty my perception	8	18	13	neutral	
I rely on online research before considering a car	social media influences my opinion of brands	online reviews affecty my perception	14	13	14	agree	
I rely on online research before considering a car	social media influences my opinion of brands	online reviews affecty my perception	11	13	12	strongly agree	
I rely on online research before considering a car	social media influences my opinion of brands	online reviews affecty my perception	4	1	3	


Sales	
strongly enchances	enchances	netural	weakens	strongly weakens	34	20	20	16	10	
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