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EXECUTIVE SUMMARY

In order to maintain the stability and attain sustainability in the international market, an organization is required to analyze itself in every possible way which may include external and internal factors that affect the progress of an organization. Furthermore, in order to gain more market share and dominancy in the global market, certain strategies are required to be considered and applied. The external as well as internal factors affecting on the company from both the countries i.e. UK and Pakistan are discussed in this report. The company that is selected to be analyzed is BMW, a multinational German company known for the production of luxurious automobiles. There are several theoretical frameworks and tools by the help of which the different factors are analyzed. These tools includes the PESTEL analysis framework for externally effecting factors i.e. Political, Economic, Social, Technological, Environmental and Legal, Porter’s five forces for industrial analysis, SWOT analysis for determining the strengths, weaknesses, opportunities and threats faced by the company in both the countries. 
However, marketing mix of the company and the market entry methods are also given in this report in context of both the companies which includes how company analyzes its competitors and market first before entering a new market or introducing a new product in the existing market. Marketing mix is one of those frameworks which have a combination of aspects that can be controlled by the actions of the company in order to influence its customers. Finally, STP model is also used which makes the process of marketing easy for the company. Thus, by the application of several models, the overall situation of the company is analyzed in every possible way which shows both the weakness and strengths of the company. In the end of this report, recommendations are also provided with the proper consideration of the situation.
INTRODUCTION
Organizations that desire to grow in a global marketplace and earn high market share to prosper across the world require managing their activities in a strategic manner. In order to grow, it is important to analyze the current conditions of the market so that new methods and tactics can be evaluated, adapted and applied for better effects (Cateora, 2007). As the marketing world is experienced to be drastically growing through various means and channels, it produced a massive wave of knowledge about all the markets across the entire world. It is the desire of diversification that makes the organization take several steps and apply different marketing strategies so that different marketplaces can be dominated by their brand. In this report, BMW (Bayerische Motoren Werke AG) i.e. known as one of the leading company of automobiles is focused for comparison of the brand between two countries. The marketing strategies and marketing analyzing tools are applied in order to identify the similarities and differences among both the countries. The two selected countries for comparison are Pakistan and UK. These countries are selected due to having quite different market structures and market conditions from each other which makes it easy to evaluate the condition and position of the brand in both the countries and how BMW applied the marketing strategies.

In this report, several models are used for market analysis which includes the PESTEL framework for the determination and evaluation of the external factors, SWOT framework to evaluate the internal factors, Porter’s five forces for the industry analysis with respect to both the countries and Marketing mix which includes the seven P’s of marketing. BMW, a multinational German company that currently operates to produce luxurious automobiles as well as motorcycles (Johnson, 2005).UK has GDP per capita income $42500 whereas Pakistan has GDP per capita income of about $5100 which makes an individual to earn about 8.3 times more money in the UK than in Pakistan. The BMW automobiles have reached both the markets of the UK and Pakistan. In UK, BMW is not considered as a high luxurious car as the way it is in Pakistan. In Pakistan, only a minority is capable of purchasing BMW automobiles however in UK an average population can buy automobiles of BMW. Furthermore, having less market share in Pakistan by BMW is also due to the reason of unemployment as in Pakistan the rate of unemployment is about 6.7% and in United Kingdom, the rate of unemployment is approximately 5.1% (Ayaz, 2018).
HISTORY OF THE COMPANY IN PAKISTAN 

In January 2004, a group known Dewan Group of automobiles gained rights to the BMW as known as Bavarian Motor works in Pakistan. BMW was not assembled in Pakistan at first, but only imported. As BMW owns Mini brands and Rolls-Royce, it made its dealer in Pakistan i.e. the Dewan Motors. The main reason of popularity of the brand was due to its introduction of both used and new cars in the country which made the customers capable of buying either used or new imported cars according to their affordability. BMW Pakistan is basically on a road to success and on growth path. The competition faced by BMW in Pakistan is by Mercedes and Audi (Butt et al., 2018).
HISTORY OF THE COMPANY IN UNITED KINGDOM

In the BMW group, the United Kingdom plays an important role. In the whole world, the United Kingdom is the only place considered where there are all three of the brands of BMW. These three brands include, BMW, Rolls-Royce motor cars and MINI. These all brands are represented by the manufacturing operations. In the UK, the BMW group employs about a number of 8000 people. However, in addition to this, the company 14000 people in its 147 of resilient retailer network which represents MINI and BMW brands. Furthermore, the BMW group has invested a huge amount of money in the UK operations. About 2 million GBP have been invested since 2000 (BMW, 2018).

PESTEL ANALYSIS

The PESTEL framework is chosen specifically because in international marketing, market analysis is required to be carried out which includes the analysis of the external factors that have an effect upon the company including the political, economic, social, technological, environmental and legal (Pitt and Koufopoulos, 2012). The PESTEL framework is a strategic tool that enables the researcher to carry out market analysis in an effective manner, although it does not provide any solutions, but evaluation of the factors affecting helps in formulating the solutions later on (Gamble et al., 2013).
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1. POLITICAL FACTORS
Political factors are those externally affecting factors on the organization which mainly includes legal regulations, governmental by-laws and security measures that are articulated by the government of the country or region the organization operates in (Yüksel, 2012). In this case, these laws affect the performance of the automobile industry. The main political factor affecting on the BMW automotive company are the environmental restrictions and the norms that includes facilitation of a pollution free environment which is highly unfavorable. According to the BMW group (2018) the company is focused on minimizing the negative impact of fuels on the environment and manages to control this factor by reducing the resource consumption and lowering the levels of emissions. Another political factor includes, taxes and duties that impacts success and policies of the company. The BMW company efforts for a closed-loop resource management centered on recycling and waste prevention which is highly favorable. 

2. ECONOMIC FACTORS 
Economic factors are those which are related to the economic growth on a global scale, exchange rates fluctuation and current business conditions in the industry (Afuah, 2004). According to the autofacts (2004) BMW had economic impact which includes excess in the cars capacity which consecutively gave rise to the high revenue generation in the market as well as new product designing. So, there was high withheld of revenue observed although there was less demand than supply. 
The fluctuation in rate of economy of UK and Pakistan also affects the economy of the company which is unfavorable in both the countries. Furthermore, the economic downturn of the US also had an impact upon the company. However, due to Brexit, many economic issues were faced by the company. But due to dominance in the global market, there was no extreme loss. Thus, the reduction that is caused in the euro exchange rates tends to affect the European automotive market hence affecting BMW. The economic conditions on a global scale also affect BMW highly because of having high market share in the global market.    
3. SOCIAL FACTORS
Social factors are also referred as the socio cultural factor which includes the changes in the demographics on a global scale which does not include the buying pattern. It also includes the changes that are observed in the culture and how these changes and adaptations, lifestyles tend to affect upon the organization (Hill, 2017). Changes in the perception and perspectives of the customer affects hugely on the BMW. Also, the buying pattern fluctuation of the customers also affects the market stability of BMW.
CULTURE: HOFSTEDE MODEL COMPARISON GRAPH

The six dimensions by Hofstede aim in showing the differences between the cultures of the countries. In the graph represented below, the cultural comparison is quite obvious between the countries. Power distance deals with the fact that the individuals in the society are not considered being equal who is observed to be higher in Pakistan (Blue) and lower in United Kingdom (Purple). However, individualism deals with the level of interdependence which is practiced by the society among its members (Hofstede, 2016). This dimension is observed to be really high in United Kingdom and quite low in Pakistan. This shows that Pakistan is a collectivistic society (Song, 2017). Masculinity dimension shows that if there is a high score, the society must be observed as being driven by achievement, competition and success. It can be seen in the graph below that Pakistan has a score of 50 which means that the country has not much preference of men and women. Comparatively, UK has higher score than Pakistan in masculinity. On the other hand, the uncertainty avoidance is known as a level of being threatened by an unexpected event of situation which is observed to be higher in Pakistan and quite the half in UK. As for long term orientation, it means connecting with the past and maintaining links to survive the challenges that may be faced in present and future (Hofstede, 2016). Both the countries are observed to have equal scores. Indulgence is said to be a dimension which shows the level at which people aim to control their impulses and desires Pakistan in this case is considered to be a very restrained society thus representing a score of 0. However, UK represents the score of 69 in indulgence. 
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Figure: The cultural dimensions of Hofstede comparison between two countries Pakistan and United Kingdom. The Blue is representing Pakistan and Purple representing United Kingdom.

4. TECHNOLOGICAL FACTORS
Technological factors affect in a way by which technology tends to increase its progression and adaptation in the environment with the passage of time (Wheelen et al., 2017). BMW aims to gain more access to technology in order to gain more competitive advantage. New and more sophisticated designs are being introduced by other companies which imposes an impact upon BMW. The company strives to bring innovation in order to manager the effect of this factor.
5. ENVIRONMENTAL FACTORS
The environmental factor includes the changes occurring in the environment which includes increase in pollution or global warming or waste disposal which mainly affects the organizational activities and progress (Hunger and Wheelen, 2003). The change in perceptions of the customers affects the progress of the company as well such as in UK, more eco-friendly cars are preferred but in Pakistan, the brand is considered as luxury and only a minority is capable of purchasing it so the car being ecofriendly is the least concern.
6. LEGAL FACTORS
The legal aspects formulated by each of the government to protect the rights and maintain law. In context of business, the most affecting legal factors include the consumer law, copyright law, employment law and health and safety law (Hill and Jones, 2011). Legal factors affecting BMW company includes environmental measures as well as preventive measures which ensure more go-green vehicles and fuel efficient automobiles. However, the strict norms of the different countries tend to affect the company in a different manner. It is assured by the BMW Company that the automobiles in both Pakistan and UK are energy efficient and obeys the strict norms of pollution.  
ADVANTAGES
According to CIPD (2018) PESTLE is easy framework. Furthermore, it helps an understanding of the extensive business environment. Besides, in PESTLE Strategic and external thinking is also encourages. Moreover, it allows an organization to foresee future threats to the business and take appropriate action to evade or lessen their impact. In addition to, it helps the organization in spotting the business opportunities and fully utilizing them.

DISADVANTAGES
In order to make it effective, on a regular basis this process needs to be undertaken. Moreover, the pace of transform makes it ever harder to anticipate developments that might affect the company in the future. Furthermore, the statistics used might be based on conjecture that consequently proves to be baseless. (CIPD, 2018)
To conclude these forces can affect the sale of BWM significantly like changes in taxation might affect the prices and political changes in any country can also affect the way of business. BMW needs to be very vigilant and take appropriate action in case of any changes occurs.
PORTER’S FIVE FORCES
The framework of the Porter’s five forces is basically used to determine the market condition. These forces basically determines the barriers i.e. either the barriers are high or low. These five forces includes the threat of the new entrants in the market, threat of substitution, high industry competition, bargaining power of the buyers and finally the bargaining power of the suppliers (Dobbs, 2014). This framework is specifically chosen so that the industrial analysis can be done i.e. to determine the threats that might be fatal for the progress of the company. Furthermore, by the help of this model, it is also determined which are the areas that require most focus by the company in both the countries.
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1. THREAT OF NEW ENTRANTS

BMW faces no such threat of entrants in both the markets of UK as well as Pakistan. Being a luxury brand and having high stability and sustainability with innovative designs, it is extremely hard for a new player to enter market and gain high market share.In Pakistan; it is quite hard for any automobile company to introduce any luxurious cars which can compete with BMW’s brands as it is the best company in the global market. In context of UK, there is quite tough competition in the marketplace and if any player wants to enter the automobile industry, they require a lot of capital, funding, investment, high capital for marketing and advertising and a set of highly skilled technicians. 
2. THREAT OF SUBSTITUTES

There is threat of substitutes i.e. the barrier of threat of substitution is quite high. This is due to the power brand image of the company and quality of the products is similar to the other brands which include Toyota, Mercedes as well as GM. BMW has quite a high and strong brand image in the whole world and is recognized because of its reputation in the global market. In Pakistan, it is considered as a luxury brand that only a few populations can afford which makes it harder for other brands to substitute. However, in UK, the barrier of substitution is low which makes it easier for the brand to get substituted.
3. COMPETITIVE RIVALRY

There is a high competition of BMW with the Asian market. Due to the similarity in the products being offered by the different brands, the barrier of competition in the market to gain high market share is quite high. In history, the company used to create aero plane engines until 1945. So its luxury brand threat of substitute can expected to be aircraft companies. In Pakistan, the market share is mainly distributed among Honda and Toyota as they introduce car models and motorcycles that are affordable for both the upper class and middle class whereas only a few people are observed in different cities of Pakistan to be driving BMW. In UK, tough competition is faced by BMW but it is managed by the new innovative designs and classic engines that are introduced by the company (Jussani et al., 2015). The main rival of the company in both Pakistan and UK includes Mercedes, Audi and Porsche.
4. BARGAINING POWER OF SUPPLIERS

The supply chain management of the BMW is quite good which is because of the long term relationships with the suppliers. The bargaining power of the suppliers of BMW is observed to be high. This is because in the automobile industry the suppliers mainly offer the price tags for the supplies.In Pakistan, the automotive industry has less luxury automotive parts suppliers and mainly the cars of BMW are imported. It makes the bargaining power of the suppliers high. However, in the UK, the bargaining power of suppliers is moderate. This is because there are fewer amounts of suppliers in the industry as when it comes to provide supplies for the luxury cars, the companies use real leather and real wood in order to maintain the quality.
5. BARGAINING POWER OF BUYERS

As the BMW automobiles are said to be in an exclusive product range which makes the bargaining power of the buyers high. This is due to the decisions of the customers which they make while buying the car from the brand or not. In Pakistan, the bargaining power of the customers is high as the luxury brand is affordable to a few people, and they can be influenced by designs and rates by other brands. Thus, the bargaining power of the customers is high in this country. However, in UK, the bargaining power of the customers is also high as only those people but from the brand who are brand loyal and potential customers of the brand. Other customers easily switch from one brand to the other. The reasons for switching from brand to brand may be due to experience other cars and to check their reliability, rates as well as designs and models. 
ADVANTAGES 

According to Johnson et al. (2008) after porter’s five forces analysis, an organization is in position to state about industry attractiveness and profitability. 
DISADVANTAGES

Framework of Porters five forces is a static model, which does not comprise competitive environment consistent changes. (Karagiannopoulos, 2005)

To conclude, Threat of substitute, competitive rivalry, bargaining power of buyer is high consequently, buyers can switch to other rivals and substitute. it is highly important that BMW needs to focus on the technological changes in the automobile industry in order to dominate the market as other rival are focusing on new technology like connecting mobile Apps, technology of teen drivers, Adaptive cruise control, automotive emergency braking etc. Because of technology advancement Honda accord 2018 won auto tech award of best main stream brand and Audi Q5 2018 won best luxury brand (Kelly blue book, 2018). 

ANSOFF MATRIX 

Ansoff matrix is an important and vital marketing tool for the business in order to do its market planning and to help the business determine its product as well as market growth strategy (Dawse, 2018). The Ansoff matrix is based on the market and product growth and suggests that an organizations’ attempt taken for growth is highly dependent upon the marketing of the existing and new products. The output of the growth matrix is said to be a series of growth strategies that give direction to a business.
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MARKET PENETRATION

The strategy utilized by BMW is to keep on growing and expanding. In case of UK, the company has been expanding since 2000 but in case of Pakistan, the company still requires to grow and penetrate the market even more. The target that BMW aims to achieve is to intensify the market as much as possible so that growth can be fully exploited. In Pakistan, the company is currently trying to penetrate the market. 

PRODUCT DEVELOPMENT

Currently BMW has three brands including MINI, BMW and Rolls-Royce. The product development strategy of the company is basically linked with the diversification strategy. In the years of 2003-2004 the company aimed to introduce new models in its existing markets and named it as product and market offensive. As the demand for high end luxury cars is continued to be growing, the company keeps on availing this opportunity. All three brands are available in the UK but in Pakistan, only one or two brands can be imported. 

MARKET DEVELOPMENT

This is the strategy in which the company aims to sell those products that already exists into the new market. BMW has always aimed for global dominancy for the company and its products has been able to reach Europe, Asia, Japan and Emerging China.

DIVERSIFICATION

This is the strategy that is recommended to be utilized by the company. BMW group aims to design more creative models. The company approaches to develop new products that do not exist currently and introduce new capabilities. Furthermore, the company basically diversified itself by the help of introducing one series smaller cars and afterwards aimed to introduce sports cars.

MARKETING MIX
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1. PRICE

The pricing strategy of the BMW is premium.  The productions of the company are extremely reliable. For prices, the company utilizes the product line pricing strategy by the help of which the company offer different prices for different products.  
2. PLACE

BMW has sales representatives in 150 countries and 6000 dealerships across the globe and the existing global dealerships of BMW are around 3310, 140 Rolls Royce and 1550 MINI. In the graph given below, Germany, USA and China represents the largest of automobile markets of BMW.
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3. PROMOTION

The promotional strategies used by BMW in both the countries include usage of different channels including TV adverts, billboards, online ads and print ads. This strategy helps the business to create continuous awareness of the brand.

4. PEOPLE

The targeted people by BMW in Pakistan are the higher class. But the higher class percentage is low in Pakistan. However, the higher, upper and middle class is targeted in the UK considering the per capita income of the individuals. 

5. PRODUCT

The products by the company are highly reliable, premium, advanced and efficient. There are basically three brands that BMW group owns and sells its vehicles under that name i.e. the BMW, MINI and Rolls-Royce. 

6. PHYSICAL EVIDENCE

The BMW showrooms exist in the UK and provide high end facilities and reliable automobiles as well as an excellent customer service. However, in Pakistan the most famous is Dewan motors as it was the first automobile company to import BMW in Pakistan. But now there are several showrooms that have models of BMW. 

7. PROCESS

The manufacturing services exist mostly in the UK as there are all three brands and high market share in the UK automotive industry. In Pakistan, the manufacturing process is not done i.e. the BMW automobiles is not assembled in the country but only imported.

MARKET ENTRY METHODS

The market entry methods used by the BMW group include the analysis of the competitors and its production, strategies and prices. The demographics and socioeconomics of the country Analyzing and comparison between the competitors in regards of safety, comfort and quality and using market segmentation to target specific areas in specific countries. For example, for entering the automobile market of Brazil, the company analyzed that the main competitors are the automotive companies in Brazil which covers up to 60 percent of the market share. However, the strong competitor of BMW in Brazil was only Mercedes, which to the benefit of BMW stopped producing any A-class automobiles thus increasing the profit of BMW 50% annually (Keller, 2018). 

Currently, around the world BMW is operating his business through its more than 6000 dealerships. Simultaneously, company is trying to increase the number of authorized dealers. In the respective country logistics partners are the local players at point of sale who are helping in making the cars available to the consumers. (Hitish 2017) 

In Pakistan main dealer of BMW is Dewan motors and in U.K Marshall motor group, Lister, coopers. Park Lane London is the main dealers.

SEGMENTATION TARGETTING AND POSITIONING

This model is used to describe how the BMW group does customer segmentation, targeting and positioning.
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SEGMENTATION

The segments focused by the BMW group include demographics of customers, social classes, lifestyles, degree of loyalty and benefits pursued (Kushwaha and Sharma, 2016).   

TARGETTING

These segments are targeted for the people between the ages of 30-50 for the series introduced by the company and people between 25-40 years for the new updated models introduced by the company (Kushwaha and Sharma, 2016).  However, the lifestyles targeted by the company include Succeeder which includes: stability, strength and material comfort and aspirer which includes oriented and materialistic. In the behavioral segment, the loyalty degree targeted by the company is high and those who look for benefits such as status symbol and comfort.

POSITIONING

The kind of positioning used by BMW group is mono-segment type. In this kind of positioning, the company aims to appeal to segment of every single customer (Tsai et al., 2015). It can be described as; the BMW group basically has the expensive vehicles which are at a premium level making the company not having such budget and affordable vehicles to target individuals and those households which have a smaller budget.

PERPECTUAL MAP FOR BMW
In the perpetual map, the BMW is positioned in the classy/distinctive and sporty category amongst its rivals. However, in the other map with different segments the company is positioned in highly prestige and in high performance.
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SWOT ANALYSIS
SWOT analysis is known to be internal-external analysis because it deals with both the internal and external factors (Robson, 2015). This framework is selected in this report in order to analyze what are the internal-external factors which affects the progress and growth of the company in both the countries i.e. Pakistan and UK. Furthermore, the SWOT analysis is basically the determination of the strengths, weaknesses, opportunities and threats of the company. In this report, each internal and external factor is analyzed to see the overall situation of the company.
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1. STRENGTHS

Being a global brand, there are many strengths of the company which includes being a renowned company for years in the global market and famous for producing high range of exclusive and luxurious cars under three brands. Furthermore, the strong bonding and relationship with the suppliers is also considered to be great strengths as it sustains and protects the future status and position of the company. High position in branding in the UK and Pakistan are also considered as important strengths which can give rise to certain opportunities.
2. WEAKNESSES

The weaknesses of the company make the brand vulnerable. If the weaknesses are not analyzed and focused to be solved in a certain amount of time, they give rise to threats to the company. If these threats are identify by the competitors, the company risks losing its position which may affect upon the profitability. Model by Mercedes and Toyota offering lower cost products is the main threat of the company. Whereas, High competition from the Asian markets creates tension for the company being a global brand. High dependence upon the Europe and US market must be analyzed as it is risky to be dependent too much.
3. OPPORTUNITIES

The company basically requires to use its strengths and increase its strengths so that it can avail the opportunities that are in the way. By availing the different opportunities, BMW can gain certain benefits which might increase the sustainability of the company. The opportunities that can be utilized by the company includes advanced technology utilization for innovative new products, flexibility in terms of manufacturing and development, high chances of expansion in China and India and low interest rates. In Pakistan, the opportunities include introduction of used cars in affordable prices and producing less expensive cars to gain market share in the country.
4. THREATS

The threats that are faced by the BMW are basically the results of its internal weaknesses. If these threats are not managed by the company then it may cause certain issues which can affect the profitability of the company. Increase in the costs of the fuel and rising supply of raw materials and steel are the two main threats being faced by the company which may become severe in the future if no alternate plan is generated by BMW. Furthermore, introduction of new entrants in the marketplace is also a threat which can be faced by the company at present and in future. In Pakistan, although, it is not an easy task to make an entrance in such market which is dominated by the company such as BMW because the new entrant may require high technology, capital and investment. But due to new designs and technology, a new entrant may be able to gain market share which can affect the sales of the company as a whole. Strong competition in the UK can also be considered as a threat. 
The strengths that are possessed by the BMW group basically strengthen and give rise to the opportunities which can be availed by the company to flourish and attain higher market share. However, the weaknesses that exists in the company requires to be overcome as it gives rise to the threats that may harm the reputation, position and market share of the company. The threats of the BMW group include the increase in costs of fuels which may be manageable because now the company is focused on producing the electric cars. But the threat of new entrants in the market can be a little harmful for the company’s sales because the entrants can introduce cost effective automobiles with exceptional designs. Thus, the strengths and opportunities of the company can help in gaining high competitive advantage.
RECOMMENDATION

Further are the recommendations which are made by considering all the strengths and weaknesses of the company. After analyzing the internal and external factors of the company the recommendations are made which are expected to help the company grow beyond its limits and reach heights of desired success. In order to expand its market share across the globe the company must consider approaching emerging markets which would help in diversifying its products. The opportunity of expanding more in India i.e. the emerging automotive market and in China may help the company to spread across the world even more. As half of the world population is in China, planning to expand there would exploit the growth of the company’s products. Another recommendation is to introduce low cost products in Pakistan and physical expansion is Pakistan is also necessary in order to attain more market share in the country. New range of products in the existing markets i.e. in both UK and Pakistan is necessary to bring excitement and attain attention of the customers towards the brand. Continuous innovation is observed to keep the customers happy and excited towards the brand. Thus, by introducing new range of series of cars and motorcycles in Pakistan and UK would help the company to expand its growth and gain high sustainability. Another recommendation is to focus on the production of privet jets in order to expand the business more.
Furthermore, as the company is somehow threatened by the new entrants that are expected to introduce in the market, it is recommended that the company utilizes highly advanced technologies to which can produce efficient automobiles, more focus towards fuel efficient cars due to expected high price of fuels and more attention towards the electric cars can bring the company more profits. 
CONCLUSION

This is the era of efficient automobiles which requires the company to be more innovative in its operations and produce highly efficient creations which can impress the customers. Producing eco-friendly engines has been of great focus by BMW but enhancing this focus can generate more respect and attention towards the brand which can be beneficial for the company’s growing reputation. If the company expands in the emerging markets and apply the strategy of diversification it can lead the automotive industry. BMW is a famous and a brand that is greatly and widely cherished. High inner aptitude is possessed by the BMW and also the rising market in the South America, South East Asia, Eastern Europe and Russia has shown quite tremendous growth with every passing year. If the recommendations are taken into consideration and strategic actions are taken by BMW, it can sustain a much higher position in the future. Finally, the BMW has a powerful name in the automobile industry due to its reliability and innovation. As long as BMW maintains the demands of the customers, it can maintain its ground in the global market.
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