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1.AI Use Acknowledgement
I acknowledge the use of AI tools between 01 July 2026 and 09 August 2026 to support the research, proofreading, paraphrasing and preparation of my Strategic Management assignment on BMW Motorrad (BMW Group) and the proposed UK manufacturing facility.

The following AI tools were used:

1. QuillBot (https://quillbot.com/)
Used to improve sentence structure, paraphrase selected text, and enhance academic writing while keeping the original meaning.

Example prompts:
• Paraphrase this paragraph in an academic style.
• Improve the clarity and flow of this section.
2. ChatGPT (OpenAI) (https://chatgpt.com/)
Used to explain strategic management theories, help organise the report, create graphics and chart ideas, develop framework layouts (PESTEL, VRIO, SWOT, Balanced Scorecard), and support the reflection section.

Example prompts:
• Create a PESTEL analysis for BMW Motorrad in the UK.
• Design a Balanced Scorecard with KPIs.
• Create a SWOT matrix and implementation timeline.
3. Grammarly (https://www.grammarly.com/)
Used to check grammar, spelling, punctuation, clarity and Harvard referencing consistency.

Example prompts:
• Check this text for grammar and clarity.
• Review Harvard referencing and citation formatting.
Declaration
I confirm that I have not presented AI-generated text as my own work. I used these AI tools only to support my research, proofreading, visual materials and academic writing. The final analysis, discussion, recommendations and conclusions are my own work.
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2.INTRODUCTION.

Due to the current fierce competition among companies worldwide, firms are obliged to keep abreast of technological developments, changing customer needs and sustainability issues. Through strategic management, firms determine their internal resources, potentialities and the external environment, adjust their strategies and achieve a sustainable competitive advantage (Johnson, Scholes and Whittington, 2020; Grant, 2022). For global companies, choosing a location of production is vital as it determines operational efficiency and availability of supply chain solutions (Porter, 1985; Barney, 1991).
BMW Motorrad, which produces motorcycles, is one of the leading high-end motorcycle manufacturers in the world. The first BMW motorcycle was produced in 1923, and since then the company has gained a great reputation in terms of engineering, innovation and high-quality products (BMW Group, 2024). However, despite a successful position in the UK motorcycle market, BMW produces its motorcycles mainly in Germany and elsewhere before delivering them to the UK (BMW Group, 2024).
A consultancy report analyses whether establishing BMW Motorrad manufacturing operations in the UK is viable. The UK has been chosen because of the availability of skilled engineers, advanced high-tech production process and government assistance with innovations and sustainable development (Department for Business and Trade, 2024; Society of Motor Manufacturers and Traders (SMMT), 2025). The analysis utilizes strategic management frameworks including PESTEL, Porter’s Five Forces framework, VRIO, SWOT analysis, CSR model, Balanced Scorecard, Ansoff Matrix and SAFe frameworks.
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3.Organization context and overview.

3.1. Organizational summary.
BMW Motorrad is the motorcycle branch of BMW Group - one of the global key companies about premium motor vehicle and motorcycle creation. The headquarters of BMW Group - the company that incorporates the brands BMW, MINI, and Rolls-Royce - is in Munich, Germany (BMW Group, 2024). BMW Motorrad, being a key segment of the business, concentrates on the development and production of premium motorcycles. At the same time, this unit of the group participates in executing the sustainable mobility of the company through innovation and advanced engineering (BMW Group, 2024; Johnson, Scholes and Whittington, 2020). 
BMW Motorrad delivers a great variety of product versions, including Adventure, Touring, Sport, Heritage, and Urban Mobility motorcycles and many accessories related to the products, as well as post-sale service (Kotler and Keller,2022). Being a part of BMW Group, the division has access to joint research and development, financial resources, as well as global supply chain capabilities and strategic proposals on opening a factory in the UK (Barney, 1991; Grant 2022). 
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3.2.Historical perspective.
Through more than a century of advancement, engineering perfection and high-end motorbike manufacturing, BMW Motorrad has been able to create its advantage over competitors. BMW entered the sector in 1923 with BMW R32, which featured the boxer engine and drive system, effectually creating the brand’s image as a reliable and efficient one (BMW Group, 2024; Porter, 1985).  The importance of BMW Motorrad’s engineering capacity is emphasized by the resources from Barney who believes that the characteristics of value and complexity of replication are primary for competitive advantage. (Johnson, Scholes and Whittington, 2020).
In the 70s-80s of the 20th century, the company has secured its position in the international markets through the implementation of innovations such as motorcycle ABS and BMW R80 G/S, recognized as the first modem motorcycle for adventure tourism. Nowadays, the company pays attention to the development of digital solutions for the riders and electric mobility through models such as BMW CE 04 (BMW Group, 2024; Grant, 2022).
At present times, BMW Motorrad ranks among the best-known manufacturers in the premium motorcycle market; it enjoys high level of customer trust and the technological know-how of producing high-quality motorbikes. (Grant, 2022)
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3.3. Mission and vision.
BMW Motorrad does not publish a separate mission and vision statement but operates under BMW Group’s purpose of "shaping the future of mobility" through premium, sustainable and innovative mobility solutions (BMW Group, 2024). This strategic direction focuses on technological leadership, digital transformation and sustainability, while allowing BMW Motorrad to benefit from shared research and development, financial resources and global expertise (BMW Group, 2024; Johnson, Scholes and Whittington, 2020).
BMW Motorrad’s vision is reflected in its investment in electrification, connected mobility and advanced engineering through products such as the BMW CE 04 and R 1300 GS, demonstrating its commitment to innovation, safety and sustainability (BMW Group, 2024; Porter and Kramer, 2011). According to Kotler and Keller (2022), organisations that continuously innovate are better positioned to achieve long-term competitive advantage.
The proposed UK manufacturing facility aligns with BMW Motorrad’s strategic objectives by improving supply chain efficiency, supporting sustainable production and strengthening collaboration with the UK’s advanced engineering sector (Department for Business and Trade, 2024; Grant, 2022). Overall, the company’s focus on innovation, premium quality and sustainability provides a strong strategic foundation for future international expansion.
3.4 Business model

BMW Motorrad’s business model is based on a premium differentiation strategy, creating value through technological innovation, engineering excellence and a strong brand reputation rather than competing on price (Porter, 1985; Grant, 2022). As part of BMW Group, the company benefits from shared research and development, financial strength and global manufacturing expertise, enhancing its competitive position (BMW Group, 2024).
The company offers a wide range of premium motorcycles, including the GS Adventure, S Series and CE electric models, while generating additional revenue through accessories, maintenance services and financial products (Kotler and Keller, 2022; Osterwalder and Pigneur, 2010). BMW Motorrad’s combination of manufacturing expertise, innovation capability and customer loyalty creates a sustainable competitive advantage that is difficult for competitors to replicate (Barney, 1991).
Establishing a UK manufacturing facility would strengthen this business model by improving supply chain efficiency, supporting sustainable production and enhancing responsiveness to the UK market (Department for Business and Trade, 2024; Porter and Kramer, 2011)
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3.5 Industry, key competitors and market position
	The global motorcycle industry is highly competitive, driven by technological innovation, sustainability and changing customer expectations. BMW Motorrad competes in the premium motorcycle segment, where success depends on product quality, innovation and brand reputation rather than low-cost production (Porter, 1985; Grant, 2022).
The company has strengthened its market position through products such as the GS Adventure and CE electric models, demonstrating its ability to respond to changing market trends and customer demands (BMW Group, 2024; Johnson, Scholes and Whittington, 2020). BMW Motorrad competes with premium brands including Triumph, Ducati, Harley-Davidson, Honda and KTM, requiring continuous investment in innovation and customer experience (Grant, 2022; Kotler and Keller, 2022).
Overall, BMW Motorrad’s strong brand reputation and engineering expertise provide a solid foundation for expanding manufacturing operations in the UK.
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4.External and internal analysis.

4.1 PESTEL analysis

The PESTEL framework evaluates the external factors that influence an organisation’s strategic decisions by analysing Political, Economic, Social, Technological, Environmental and Legal influences (Johnson, Scholes and Whittington, 2020). It helps organisations identify external opportunities and threats that may affect long-term performance (Aguilar, 1967; Fahey and Narayanan, 1986).
For BMW Motorrad, establishing a manufacturing facility in the United Kingdom requires careful assessment of the external environment. The UK offers advantages such as advanced manufacturing capabilities, a skilled engineering workforce and government support for innovation. However, challenges including Brexit, economic uncertainty and increasing sustainability and regulatory requirements must also be considered (Department for Business and Trade, 2024). Therefore, the PESTEL framework provides an effective basis for evaluating the strategic suitability of the UK as a manufacturing location.
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Political factors.

Political stability and government policy are important factors influencing foreign direct investment decisions because they reduce uncertainty and support long-term business growth (Dunning, 1998). The UK offers a stable legal system, strong intellectual property protection and government support for advanced manufacturing, making it an attractive location for investment (World Bank, 2024).
Government initiatives such as the Advanced Manufacturing Sector Plan encourage innovation, local supply chains and industrial investment, creating opportunities for BMW Motorrad to establish a manufacturing facility (Department for Business and Trade, 2024). However, Brexit has increased customs procedures and supply chain complexity, making local production more attractive by reducing dependence on cross-border logistics (European Commission, 2024).
The UK’s commitment to achieving Net Zero by 2050 also supports BMW Motorrad’s sustainability objectives through the adoption of renewable energy and low-carbon manufacturing technologies (Department for Energy Security and Net Zero, 2024). Overall, political factors provide a favourable environment for UK expansion, although effective risk and stakeholder management will remain essential (Johnson, Scholes and Whittington, 2020).
Economic factors
Economic conditions influence manufacturing investment by affecting production costs, consumer demand and profitability (Grant, 2022). As a premium motorcycle manufacturer, BMW Motorrad’s performance depends on consumer purchasing power and economic stability (Kotler and Keller, 2022).
The UK is an attractive market due to its strong motorcycle culture, demand for premium products and established customer base, particularly through the GS Adventure range (BMW Group, 2024; SMMT, 2025). However, inflation, rising energy costs and higher interest rates may increase investment and operating expenses (Office for National Statistics, 2025).
Despite these challenges, a UK manufacturing facility could reduce transport costs, improve supply chain efficiency and minimise exposure to currency fluctuations. In addition, the UK’s strong automotive sector provides access to a highly skilled engineering workforce, supporting BMW Motorrad’s long-term manufacturing and growth objectives (Grant, 2022; SMMT, 2025).
Social factors
Social factors influence BMW Motorrad’s strategy as changing lifestyles and consumer preferences increase demand for premium motorcycles and riding experiences (Johnson, Scholes and Whittington, 2020). In the UK, a strong motorcycle culture and demand for adventure motorcycles support BMW Motorrad’s positioning, particularly through the GS Adventure range (BMW Group, 2024; Grant, 2022).
Growing environmental awareness has also increased interest in sustainable mobility, encouraging BMW Motorrad’s investment in electric models such as the BMW CE 04 (BMW Group, 2024; Porter and Kramer, 2011). In addition, the UK’s skilled engineering workforce supports premium manufacturing, although attracting younger riders through innovation and digital engagement remains an important challenge (SMMT, 2025; McKinsey & Company, 2024).
Overall, social trends create favourable conditions for BMW Motorrad’s proposed UK manufacturing expansion.
Technological factors
Technological innovation is a key source of competitive advantage in the motorcycle industry, with manufacturers increasingly investing in automation, digitalisation and sustainable production (Grant, 2022). BMW Motorrad strengthens its premium positioning through advanced technologies, including Industry 4.0, connected mobility and electric models such as the CE 04 (Porter, 1985; BMW Group, 2024).
The UK’s strong engineering and research capabilities provide opportunities for innovation and collaboration, although implementing advanced technologies requires significant investment and a highly skilled workforce (Department for Business and Trade, 2024; Johnson, Scholes and Whittington, 2020).
Overall, technological factors support BMW Motorrad’s UK manufacturing proposal by improving efficiency, innovation and sustainability.
Environmental factors

Environmental sustainability is increasingly important as manufacturers face stricter regulations and growing customer expectations. Integrating sustainable practices can improve environmental performance while strengthening competitive advantage (Porter and Kramer, 2011).
BMW Group is committed to reducing carbon emissions, increasing renewable energy use and promoting circular economy principles (BMW Group, 2024). A UK manufacturing facility could support these objectives through low-carbon production and sustainable supply chain practices. The UK’s Net Zero 2050 strategy further encourages environmentally responsible manufacturing (Department for Energy Security and Net Zero, 2024).
Overall, environmental factors support BMW Motorrad’s UK expansion by enhancing sustainability, strengthening brand reputation and improving long-term competitiveness.
Legal factors

Legal regulations have a greater influence on BMW Motorrad's establishing of manufacturing operations in the UK. BMW Motorrad is obliged to follow employment laws, product safety, environmental laws, data protection laws, and laws regulating vehicle registration according to Johnson, Scholes, and Whittington (2020).
The UK offers a stable legal environment characterized by strong intellectual property rights and established regulatory systems to encourage foreign investments (World Bank, 2024). Nevertheless, BMW must tackle the challenges related to environmental compliance, emission standards, and trade regulations as influenced by Brexit, including customs processes and certifications (European Commission, 2024).
In general, the UK legal environment creates a solid platform for investments.

4.3 Resource-Based View and VRIO

Introduction

Internal analysis is needed to find out if BMW Motorrad has achieved the resources and capabilities necessary to get sustainable competitive advantage which becomes possible with RBV concept. The concept of RBV states that superior performance is achieved by an organization when it develops resources that are valuable, rare, costly to imitate and organized (Barney, 1991). RBV, moreover, differs from external approaches since such academic approaches mainly centre on the competition in the industry. In contrast, RBV emphasizes that internal capabilities can become the basis of long-term strategic success (Grant, 2022).
VRIO framework serves to assess the ability of BMW Motorrad to perform in the UK. The analysis is based on the VRIO model which judges whether there are any competitive advantages generated by the organization’s resources through the analysis of four properties, namely Value, Rarity, Imitability and Organization (Barney, 1991). Thus, the analysis shows whether BMW Motorrad has the necessary strategic capabilities allowing for international manufacturing expansion.
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Brand Reputation and Innovation Capability
BMW Motorrad’s strongest strategic assets are its premium brand reputation and long history of engineering excellence. Over more than 100 years, the company has developed strong customer loyalty, technological leadership and global brand recognition, making these resources difficult for competitors to imitate (BMW Group, 2024; Aaker, 1996). Continuous investment in research and development, including connected technologies, rider assistance systems and electric mobility, further strengthens BMW Motorrad’s competitive position (Grant, 2022).
Manufacturing Expertise and Financial Resources
As part of BMW Group, BMW Motorrad benefits from significant financial resources, advanced manufacturing expertise and global supply chain capabilities (BMW Group, 2024). While financial strength provides competitive parity because major competitors also possess substantial resources, the company’s accumulated manufacturing knowledge and operational experience represent valuable organisational capabilities that support long-term competitiveness (Grant, 2022; Barney, 1991).
Human Capital and Customer Relationships
BMW Motorrad’s skilled workforce and global dealer network are additional strategic resources. Engineering expertise, organisational knowledge and long-term customer relationships contribute to product quality, innovation and customer loyalty, while the established dealer network supports strong after-sales service and brand engagement (Aaker, 1996; Grant, 2022). A UK manufacturing facility could further strengthen these capabilities through collaboration with British universities, suppliers and engineering institutions.
VRIO Strategic Implications
The VRIO analysis indicates that BMW Motorrad possesses several resources capable of creating sustainable competitive advantage, particularly its brand reputation, innovation capability, manufacturing expertise and customer relationships. These strengths provide a solid foundation for establishing a manufacturing facility in the United Kingdom. However, successful implementation will also depend on effective investment planning, workforce development and operational management (Johnson, Scholes and Whittington, 2020).
4.4 SWOT Synthesis and Strategic Issues
SWOT analysis provides a strategic framework for integrating internal capabilities and external environmental factors to identify an organisation’s strategic position (Johnson, Scholes and Whittington, 2020). While the VRIO framework evaluates BMW Motorrad’s internal resources and capabilities, and PESTEL and Porter’s Five Forces examine external influences, SWOT analysis combines these perspectives to identify the strategic implications of establishing a manufacturing facility in the United Kingdom.
For BMW Motorrad, SWOT analysis demonstrates that the organisation possesses significant strengths, including strong brand equity, technological capability and manufacturing expertise. However, the proposed UK expansion also presents challenges relating to investment costs, operational complexity and competitive pressures. Understanding these factors is essential for developing an appropriate implementation strategy.
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4.3.1 Strengths
BMW Motorrad’s strongest competitive advantage is its premium brand reputation, built on over 100 years of engineering excellence and innovation (BMW Group, 2024). According to Barney (1991), valuable and difficult-to-imitate resources create sustainable competitive advantage. BMW Motorrad’s brand, technological expertise and customer loyalty are key intangible assets that competitors cannot easily replicate.
The company also benefits from continuous innovation, including motorcycle ABS, connected mobility and electric motorcycle technologies, as well as the financial and manufacturing support of BMW Group (Grant, 2022). These capabilities provide a strong foundation for establishing a UK manufacturing facility while maintaining BMW Motorrad’s premium quality and competitive position.
4.3.2 Weaknesses
Despite its strengths, BMW Motorrad faces several weaknesses. Premium motorcycle production involves high manufacturing costs due to advanced engineering, high-quality materials and complex production processes (Grant, 2022). Establishing a manufacturing facility in the UK would also require significant investment in infrastructure, technology and workforce development, increasing financial risk.
In addition, BMW Motorrad has limited manufacturing experience in the UK compared with competitors such as Triumph, meaning it would need to develop strong relationships with local suppliers and ensure effective knowledge transfer to maintain its premium quality standards.
4.3.3 Opportunities

The proposed UK manufacturing facility offers BMW Motorrad several strategic opportunities. Local production could improve supply chain resilience and reduce dependence on international logistics and trade disruptions (Grant, 2022). The UK’s skilled engineering workforce and advanced manufacturing sector also provide opportunities for collaboration with universities, technology companies and local suppliers, supporting innovation and operational efficiency (Department for Business and Trade, 2024). Furthermore, investment in sustainable manufacturing using renewable energy and low-carbon technologies would strengthen BMW Motorrad’s environmental reputation and support BMW Group’s long-term sustainability strategy (Porter and Kramer, 2011).

4.3.4 Threats

The high-end motorcycle market is highly competitive, making it vulnerable to external threats. Competitors like Triumph, Ducati, Honda and KTM pay great attention to innovations, product development and customer experience and put pressure on BMW Motorrad in differentiating their products (Porter, 2008).
The threat of economic uncertainty is also worth mentioning. Inflation, new rates and low customer confidence create risks in the industry since motorcycles are not an essential item (Office for National Statistics, 2025).
 	Rise of technology advancement raises risks for the industry. Electric vehicles, battery technologies and digitalisation create new challenges for the industry, and companies that won’t be fast enough to change their operating model can lose competitiveness (Grant, 2022).

5. Comprehensive Organisational View
5.1 CSR, Stakeholders and the Triple Bottom Line
Corporate Social Responsibility (CSR) is a key strategic consideration as organisations are increasingly expected to balance economic, social and environmental objectives (Carroll, 1991; Porter and Kramer, 2011). For BMW Motorrad, establishing a UK manufacturing facility provides an opportunity to strengthen sustainability and stakeholder value. Using the Triple Bottom Line (TBL) framework, this section evaluates the project across the dimensions of People, Planet and Profit (Elkington, 1997).
5.1.1 Stakeholder Management
Effective stakeholder management helps organisations create long-term value by balancing the interests of customers, employees, suppliers, communities and investors (Freeman, 1984). A UK manufacturing facility could strengthen BMW Motorrad’s reputation through sustainable production, skilled job creation and responsible supplier relationships, supporting both customer loyalty and regional economic development (Kotler and Keller, 2022; Porter and Kramer, 2011).
5.1.2 Triple Bottom Line (People, Planet and Profit)
The proposed facility supports the Planet dimension by using renewable energy, efficient production systems and sustainable supply chains, aligning with BMW Group’s environmental strategy (BMW Group, 2024). The People dimension focuses on creating skilled employment, apprenticeships and partnerships with UK universities while maintaining high standards of employee wellbeing (Department for Business and Trade, 2024). The Profit dimension is supported through improved supply chain resilience, reduced transport costs and increased operational efficiency, while maintaining BMW Motorrad’s premium positioning (Grant, 2022; Porter, 1985).
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5.2 Balanced Scorecard and Control
The Balanced Scorecard (BSC) translates strategic objectives into measurable performance indicators across four perspectives: Financial, Customer, Internal Processes, and Learning and Growth (Kaplan and Norton, 1992). For BMW Motorrad, this framework would ensure that the UK manufacturing facility achieves not only financial success but also operational excellence, customer satisfaction and sustainable growth (Kaplan and Norton, 1996).
5.2.1 Financial Perspective
The financial objective is to achieve long-term profitability through efficient production, cost control and improved supply chain performance. Key performance indicators (KPIs) include return on investment, production costs and revenue growth (Grant, 2022).
5.2.2 Customer Perspective
Customer satisfaction is essential for maintaining BMW Motorrad’s premium brand. Local production could improve delivery times, product availability and customer loyalty. Relevant KPIs include customer satisfaction, repeat purchases, warranty claims and brand perception (Kotler and Keller, 2022; Aaker, 1996).
5.2.3 Internal Business Process Perspective
Operational excellence should focus on quality, sustainability and manufacturing efficiency through Industry 4.0 technologies such as automation and data analytics (Schwab, 2016). KPIs include production efficiency, product quality, energy consumption and carbon emissions.
5.2.4 Learning and Growth Perspective
Long-term success depends on investing in employee skills, innovation and knowledge development. BMW Motorrad should support workforce capability through training, apprenticeships and partnerships with UK universities. KPIs include employee training hours, staff retention and innovation projects (Department for Business and Trade, 2024).
5.2.5 Strategic Control
The Balanced Scorecard provides a structured system for monitoring implementation by linking operational performance with strategic objectives. Regular performance reviews will enable BMW Motorrad to identify performance gaps and ensure that the UK manufacturing facility contributes to sustainable competitive advantage (Kaplan and Norton, 1996).
6. Strategic Choices and Implementation
6.1 Options, Generic Strategy and Ansoff Logic
Strategic choice involves selecting the most appropriate strategy based on an organisation’s resources, market conditions and long-term objectives (Johnson, Scholes and Whittington, 2020). Following the PESTEL, Porter’s Five Forces, VRIO and SWOT analyses, BMW Motorrad demonstrates strong internal capabilities but faces increasing competition and supply chain challenges. Three strategic options were evaluated to determine the most suitable approach for expanding into the UK.
Option 1: Maintain Current Manufacturing Model
BMW Motorrad could continue producing motorcycles in its existing international facilities and import them into the UK. This option requires no major capital investment and benefits from established production expertise (BMW Group, 2024). However, it maintains dependence on international supply chains, increasing exposure to transportation costs, currency fluctuations and geopolitical uncertainty.
Option 2: Outsource UK Production
Outsourcing production to a UK manufacturer could reduce investment costs and provide faster market access (Williamson, 1985). However, this option may reduce BMW Motorrad’s control over quality, engineering standards and brand reputation, creating risks for a premium manufacturer (Barney, 1991).
Option 3: Establish a UK Manufacturing Facility
The preferred option is to establish a dedicated BMW Motorrad manufacturing facility in the UK. Although this requires significant investment, it would improve supply chain resilience, strengthen relationships with local suppliers and support BMW Group’s sustainability and innovation objectives (BMW Group, 2024). The VRIO analysis also indicates that BMW Motorrad possesses the financial resources, engineering expertise and brand strength needed to implement this strategy successfully.
6.2 SAFe Evaluation 
The SAFe framework evaluates strategic options based on Suitability, Acceptability and Feasibility, helping organisations determine whether a strategy is appropriate and achievable (Johnson, Scholes and Whittington, 2020). Based on the previous strategic analysis, the proposed BMW Motorrad manufacturing facility in the UK is assessed using this framework.
6.2.1 Suitability
The proposed strategy is highly suitable because it addresses key opportunities and challenges identified in the PESTEL and SWOT analyses. Establishing a UK manufacturing facility would improve supply chain resilience, reduce dependence on international logistics and support BMW Group’s sustainability objectives through advanced manufacturing and renewable technologies (Grant, 2022; BMW Group, 2024). The strategy also aligns with BMW Motorrad’s premium differentiation approach by focusing on innovation, quality and sustainable production rather than cost leadership (Porter, 1985).
6.2.2 Acceptability
The strategy offers long-term benefits for key stakeholders, including improved market responsiveness, stronger brand reputation and local economic development (Johnson, Scholes and Whittington, 2020). Although the project requires significant capital investment, shareholders could benefit from greater operational resilience, while employees and local communities would gain from new jobs and skills development (Department for Business and Trade, 2024). Maintaining BMW’s premium quality standards will be essential to ensure continued customer confidence.
6.2.3 Feasibility
The VRIO analysis indicates that BMW Motorrad has the resources required to implement the strategy successfully, including financial strength, engineering expertise and manufacturing experience (BMW Group, 2024). The UK’s skilled workforce, advanced automotive sector and research capabilities further support implementation (Society of Motor Manufacturers and Traders, 2025). However, success will depend on effective workforce development, supplier integration and careful project management.
6.3 Recommended Operating Model and Business Case 
Based on the previous strategic analysis, the recommended strategy is for BMW Motorrad to establish a dedicated manufacturing facility in the United Kingdom. The facility should operate as a premium, technology-driven and sustainable manufacturing hub, supporting BMW Motorrad’s differentiation strategy rather than competing on low-cost production (Johnson, Scholes and Whittington, 2020).
6.3.1 Recommended Operating Model

The recommended model is a BMW-owned manufacturing facility supported by partnerships with UK suppliers, universities and technology providers. This approach provides greater control over quality, innovation and sustainability while complementing BMW Motorrad’s existing global production network.
The operating model should focus on five key areas:
· Advanced Manufacturing: Use Industry 4.0 technologies, including automation, robotics and artificial intelligence, to improve production efficiency and product quality (Schwab, 2016).
· Sustainable Production: Integrate renewable energy, energy-efficient systems and circular economy principles to support BMW Group’s sustainability objectives (BMW Group, 2024; Porter and Kramer, 2011).
· Local Supply Chain: Develop partnerships with UK suppliers to improve supply chain resilience while maintaining global supplier relationships where appropriate (Grant, 2022).
· Skilled Workforce: Invest in apprenticeships, employee training and collaboration with UK universities to develop advanced manufacturing skills (Department for Business and Trade, 2024).
· Innovation Hub: Promote research partnerships in areas such as electric motorcycles, battery technology and connected mobility to strengthen BMW Motorrad’s long-term innovation capability (Grant, 2022).
6.4 Implementation Roadmap, Risks and Governance 
Successful strategy implementation requires effective planning, governance and risk management to translate strategic objectives into operational outcomes (Johnson, Scholes and Whittington, 2020). For BMW Motorrad, establishing a UK manufacturing facility should follow a phased implementation approach, reduce financial risk while support sustainable growth and operational efficiency (Grant, 2022).
6.4.1 Implementation Roadmap
The proposed implementation consists of five phases:
· Phase 1 – Planning and Feasibility (2027): Select the manufacturing location, secure regulatory approvals, evaluate investment requirements and identify strategic suppliers.
· Phase 2 – Facility Development (2028–2029): Construct the manufacturing facility and install Industry 4.0 technologies, renewable energy systems and digital production equipment in line with BMW Group’s sustainability standards (BMW Group, 2024).
· Phase 3 – Workforce and Supply Chain Development (2029–2030): Recruit skilled employees, establish apprenticeship programmes and develop partnerships with UK suppliers and universities to support advanced manufacturing (Department for Business and Trade, 2024).
· Phase 4 – Pilot Production (2030): Test manufacturing processes, evaluate product quality and optimise operations before commercial production begins.
· Phase 5 – Full Production and Continuous Improvement (2031 onwards): Commence full-scale production while continuously monitoring performance, improving efficiency and supporting sustainability through ongoing innovation (Kaizen Institute, 2024).
7.Conclusion 
This consultancy report evaluated the strategic feasibility of establishing a BMW Motorrad manufacturing facility in the United Kingdom. The analysis showed that BMW Motorrad has strong internal capabilities, including a premium brand, engineering expertise and innovation, which provide a solid basis for sustainable competitive advantage (Barney, 1991; Grant, 2022).
The external analysis identified opportunities such as government support for advanced manufacturing, access to skilled labour and increasing demand for sustainable production, while recognising challenges including economic uncertainty and regulatory requirements (Porter, 1985; Porter, 2008). The VRIO, CSR and Balanced Scorecard analyses further demonstrated that BMW Motorrad has the resources and strategic capability to support successful expansion (Carroll, 1991; Kaplan and Norton, 1996).
Overall, the report recommends establishing a UK manufacturing facility to strengthen supply chain resilience, support sustainable production and reinforce BMW Motorrad’s long-term competitive advantage.
8. Personal Reflection Using Gibbs’ Reflective Cycle
This strategic management consultancy report on BMW Motorrad’s proposed UK manufacturing facility allowed me to apply strategic theories to a real business scenario. Using Gibbs’ Reflective Cycle (1988), I reflect on how this project developed my strategic thinking, research skills and understanding of business decision-making.
8.1 Description
The assignment required evaluating the feasibility of establishing a BMW Motorrad manufacturing facility in the UK using strategic frameworks such as PESTEL, Porter’s Five Forces, VRIO, SWOT, CSR, the Balanced Scorecard, Ansoff Matrix and SAFe. I researched BMW Motorrad’s external environment, internal capabilities and strategic position before developing recommendations supported by academic literature and company reports.
8.2 Feelings
At the beginning, I found the assignment challenging because it required integrating several strategic frameworks into one consultancy report. However, as my research progressed, I became more confident in linking theory with practical business decisions. Using AI tools helped me organise ideas and improve the report structure, while I remained responsible for reviewing and evaluating all content.
8.3 Evaluation
Overall, this project improved my understanding of strategic management and strengthened my research, critical thinking and academic writing skills. One challenge was managing a large amount of information while maintaining a balance between description and critical analysis. This experience highlighted the importance of careful planning and evidence-based decision-making.
8.4 Analysis
The assignment showed how strategic frameworks complement one another when evaluating complex business decisions. I gained a deeper understanding of how external factors, organisational resources and stakeholder expectations influence strategic choices. I also recognised that successful organisations must balance financial performance with sustainability and long-term value creation.
8.5 Conclusion
This project increased my confidence in applying strategic management theories to real business situations. It demonstrated that effective strategy requires analysing both internal capabilities and external opportunities before making long-term investment decisions.
8.6 Action Plan
In future assignments, I will begin research earlier, improve my organisation of academic sources and continue developing my critical analysis skills. I will also continue using AI responsibly as a learning support tool while ensuring that my own judgement, academic integrity and independent thinking remain central to my work.
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Table 3.1 BMW Motorrad Organizational Summary

‘ Category H Description ‘
‘Parent Company HBMW Group ‘
‘Founded H1923 ‘
‘Headquarters HMunich, Germany ‘
‘Business Unit HPremium motorcycles and urban mobility ‘
Core Products ,:’ldov;r:(t;::;ouring, Sport, Roadster, Heritage, M and Electric
[Global Presence ”More than 140 countries through BMW Group ‘
Strategic Deliver premium, innovative and sustainable motorcycle
Objective mobility

Source: Adapted from BMW Group (2024).
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Figure 3.2 BMW Motorrad Historical Timeline
‘YearH Strategic Milestone H Strategic Importance ‘
Launch of the BMW Entry into the motorcycle market and introduction of
1923 :
R32 the boxer engine.
‘1980HBMW R80 G/S HCreated the modern adventure motorcycle segment. ‘
1988 Motorcycle ABS Reinforced BMW's leadership in rider safety and
introduced technological innovation.
2013 Connectefj Rige Enhanced digital connectivity and rider experience.
technologies
2021 BMW CE 04 electric Strengthened BMW Motorrad's position in sustainable
scooter urban mobility.
2024 Launch of the BMW R | Demonstrated continued leadership in the premium
1300 GS adventure motorcycle market.
Source: Adapted from BMW Group (2024). 9
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Figure 3.4 BMW Motorrad Business Model Framework
Business Model inati
‘ Elsmant H BMW Motorrad Application ‘
\Value Proposition Premium motorcycles based on innovation, engineering
lexcellence, safety and performance
/Customer IAdventure riders, touring customers, performance riders,
'Segments urban mobility users
Key Resources Brand reputation, engineering expertise, R&D capability,
iglobal network
Key Activities Motorcycle design, manufactunr.\g, innovation, digital
development and customer service
Key Partners iSuppliers, technology providers, dealerships, research
institutions
[Channals HBMW Motorrad dealerships, online platforms, service centers \
/Customer Premium ownership experience, after-sales service, loyalty
IRelationships programmed
Motorcycle sales, accessories, services, finance and digital
Revenue Streams :
solutions
Cost Structure !Vlanufac(urmg, R&D, supply chain, marketing and technology
investment
9
Source: Adapted from Osterwalder and Pigneur (2010); BMW Group (2024).
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wTable 3.5 Key Competitors in the Premium Motorcycle Industry

Country of
Origin

Main Competitive
Advantage
Engineering excellence,
technology, premium quality

bompany Strategic Position

Premium innovation

BMW Motorrad Germany leader

Triumph United Heritage, design and Premium heritage

Motorcycles Kingdom emotional brand connection positioning

Ducati Italy Perforn?ance, racmg ngh-Performance
reputation and design premium segment

Harley- USA Lifestyle brand and customer Premium lifestyle

Davidson community segment

Honda Japan Scale, rellal?lllty af“’, Global volume leader
manufacturing efficiency

KTM Austria Performance and off-road Adventure and

Source: Adapted from BMW Group (2024); Grant (2022).
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Figure 4.1 PESTEL Framework Applied to BMW
Motorrad UK Manufacturing Expansion

Strategic Impact on BMW
Motorrad

Factor Key Issues

UK industrial strategy, Brexit, Opportunities for local

Political : manufacturing but trade
government investment support . .
uncertainty remains
. Inflation, exchange rates, labor Fotentlal cast pressu.res but
Economic improved supply chain
costs, consumer demand o
efficiency
Premium motorcycle demand,
" i Access to customers and
Social customer preferences, skilled . o
engineering talent
workforce
Industry 4.0, automation, Opportunity for advanced

Technological
echinotogica electrification, digitalization manufacturing leadership

Net Zero targets, sustainable Supports BMW sustainability
production, emissions reduction strategy

Employment law, environmental Requires compliance but
regulations, product standards  improves quality assurance

Environmental

Legal

Source: Adapted from Johnson, Scholes and Whittington (2020).
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Figure 4.3 VRIO Analysis Framework:
| BMW Motorrad
Resource/  Valusble oo Difficultto Organised  Competitive
Capability W) Imitate 1) (O) Implication
. Sustainable
(Global premium |, v v v competitive
brand reputation
advantage
Engincering and Sustainable
innovation v v v L/ competitive
capability advantage
BMW Group Competitive
inancial swcogth. |7 X X v parity
) Sustainable
Manufacturing -, v v v competitive
expertise
advantage
) Sustainable
Skilled workforee , , , mpetiive
and knowledge
advantage
Sustainable
(Global dealer v v v v competitive
network
advantage
) . Potential
I Iy
Sustainability v NOTCASINEY Medium v/ competitive
capabilities v
advantage
Source: Adapted from Barney (1991). o
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Figure 4.4 SWOT Analysis

Table Layout

.

Shading  Border

Styles

BMW

.Motorrad UK Manufacturing Expansion

Strengths
Strong global prehium brand reputation
More than 100 years of engineering
expertise
Advanced research and development
capability
Strong financial support from BMW Group

Established dealer network and customer
loyalty

Opportunities
Establish UK manufacturing capability

Growing demand for sustainable mobility
Access to UK engineering talent

Government support for advanced
manufacturing
Development of electric motorcycles

Weaknesses
High production and investment costs

Premium pricing limits mass-market appeal

Dependence on international supply chains

Limited UK motorcycle manufacturing
experience

Complex organisational coordination

Threats
Intense competition from premium
manufacturers
Economic uncertainty and inflation
Supply chain disruption
Rapid technological change

Changing customer preferences

Source: Developed from Barney (1991), Porter (1985), BMW Group (2024).

2 Focus

Q Search (Cmd + Ctrl + U)

O comments

%t

| )

£ kaiting

‘Z-8-E

Pen

* colour

Borders Border
Painter




image10.png
aoswe B QD C O B - Documents Q Search (Cmd + Ctrl + U)
Home Insert Draw Design Layout References Mallngs Review View Table Design Table Layout O Comments 7 Editing v

o — —— 200

Shading  Border s Pen  Borders Border
Sties APt * colour Paintr

Figure 5.1 Triple Bottom Line Framework
Applied to BMW Motorrad UK

Manufacturing

Tnple. Bottu.m Line BMW Motorrad Application Strategic Benefit

Dimension
s Employment creation, skills Builds stakeholder trust and
People (Social . .
e development, employee wellbeing, supports local economic
Responsibility) B
community engagement development

Planet Renewable energy, sustainable Supports BMW
(Environmental production, emissions reduction, sustainability goals and
Responsibility) circular economy regulatory compliance

Efficient manufacturing, supply
chain resilience, long-term
investment returns

Profit (Economic
Responsibility)

Creates sustainable
competitive advantage

Source: Adapted from Elkington (1997); BMW Group (2024). 2
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Figure 1. Consultancy Report Framework

Stage Strategic Framework Purpose
Organizational Understand BMW Motorrad and

Company Overview

Context the rationale for UK expansion

Assess macro-environmental
opportunities and threats

Evaluate strategic resources and

External Analysis PESTEL

Internal Analysis VRIO

capabilities
Strategic Position swot Ir\telgrate internal and external
findings
Organizational CSR & Balanced Assess sustainability and
Performance Scorecard strategic performance
Strategic Porter's Strategies, Five Recommend the most
Recommendation Forces, Ansoff & SAFe appropriate expansion strategy
Demonstrate practical
Implementation Gantt Chart & Risk Matrix implementation and risk
management

Figure 1. Consultancy framework adopted to evaluate the strategic feasibility of
establishing a BMW Motorrad manufacturing facility in the United Kingdom. Adapted o
from Johnson, Scholes and Whittington (2020).
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