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BMW is a luxurious leading manufacturer in the automotive industry. The discussion will be focusing on the environmental marketing analysis of BMW. There will be a significant analysis of both internal as well as external environment of the company to understand its impacts. There will also be a proper explanation given relating to the role of marketing in the organisation on the basis of environments. The discussion will also include significant elaboration through recommendations which allow practical attempts that can be useful for the company in future. 
[bookmark: _Toc134021340]External Analysis (PESTLE)
PESTLE Analysis 

	Factors 
	Influences 

	Political factor (unfavorable) 


	BMW can be found affected by politics which impacts its marketing strategy. It can be seen that political instability is one of the major aspects which influences BMW. It can be seen that there are two separate ways of political instability which affect BMW. One of the ways is the changing pattern of consumers' behaviour towards the products of BMW (Ashrafi et al., 2020). The major concern of this pattern is specifically found in Brazil, Russia as well as China. Another political instability can be found in the different countries where BMW operates. Some of these countries have an unstable political environment which leads to frequent changes in regulations affecting the strategies of the company. This strike was an unfavourable condition for the company. 


	Economic factor (unfavorable) 

	It can be seen that the ongoing conflict in Ukraine has had a drastic impact on the overall global economy and that affected BMW as a company (Chung, 2020). The crisis not only affected the revenue through disrupted trade but also brought uncertainty. It is the general understanding that Ukraine is an integral part of providing a source of raw materials for the automotive industry including steel and iron ore. It has severely disrupted the supply chain as well as caused price hikes for these materials, increasing the overall production cost of the company (De Canio et al., 2021). Consumers can be found more cautious to buy BMW vehicles in economic difficulty. It is an unfavourable impact on the company. 


	Social factor (favorable) 
	The cultural differences are diverse depending on the country and for which the automobile industry adjusts its marketing strategy. It can be seen that BMW has manufacturing companies throughout the world including South America, China as well as Austria. The selection of the plants in these locations is done considering heavy research and development (Fatima et al., 2021). This covers the social landscape to understand the consumer and their buying behaviour. The mobile application of BMW provided easy booking services as well as the ability to track their maintenance history. The loyalty of the consumer and the company's reputation influences the kind of customer service BMW is committed to. This is a favourable condition for the company. 


	Technological factor (favorable) 

	Technology has a major influence on the manufacturing process of BMW vehicles. It is the application of 3D printing, automation as well as robotics that makes it possible for BMW to keep the high-quality demands in a cost-effective manner (Gazzola et al., 2020). The suitability of technology is highly based on the experience of customers which is why autonomous driving technology is installed. The heavy investment in digital connectivity has also integrated advanced technology in BMW vehicles such as the BMW Intelligent Personal Assistant allowing control of different functions and including voice commands. It attracts the customer since they have an interest towards companies with a strong culture of innovation. It is favourable as an effect since more accuracy with the customers is met. 


	Legal factor (unfavorable) 
	It can be seen that as a global organisation, BMW has the obligation to follow the regulations of International Trade Law. This overall regulates the import and export of products between countries. It can be found the regulation is impacting the ability to conduct proper business as well as the significant access to new markets (Giacomarra et al., 2020). Tariff and trade barrier of the regulation influences the cost of goods with higher tax that leaves the company to raise product cost in the foreign market. One of the effects can be found with agreements with WTO or World Trade Organisation which complexes BMW's operations and consume much of their valuable time. It is unfavourable due to reluctance in buying behaviour can be found in customers. 


	Environmental factor  (favorable) 
	The international reputation of BMW is also the result of the various standards it fulfils. It can be seen that after the conference of the Paris Agreement, BMW has shiftily adapted to the strict regulations of the governments. The Paris Agreement has emphasized the adoption of electric vehicles as a specific transition to emit carbon emissions which influenced the business pattern of the company. The demand has established potential consumers and is a step towards environmental awareness (Kabeyi, 2019). There are specific investments in electric vehicle technology launched through various models like the BMW i3 and BMW i8 proving a massive enhancement. UNFCCC or United Nations Framework Convention on Climate Change has also been properly complied with by the company which upholds its brand value. It creates a favourable condition for BMW which has a direct effect on its outlook as a sustainable manufacturer. 



Porter's five forces
	Components 
	Explanation 

	The threat of new entrants (low) 

	The automotive industry can be considered as very highly capital-intensive which needs a significant amount of investment to enter the market. This makes it a barrier for new companies. An established company like BMW is difficult to penetrate because of its investment and brand value. This is why the threat is low. 

	Bargaining power of suppliers (moderate) 
	The bargaining power of suppliers remains moderate since BMW includes a variety of suppliers to meet its components as well as parts. There is only a balanced proportion which can be difficult to negotiate due to availability issues from the global economic crisis. 

	Bargaining power of buyers (high) 

	The bargaining power remains high since customers have too many options to not select luxurious cars from BMW and pick reliable features from a different renowned company. This may affect the overall potential to build customer loyalty on different levels. 


	Threats of substitute products (moderate) 

	The threat of substitute products can be found moderate in the automotive industry since there are several luxurious brands with reputed backgrounds. The riding services like Uber and Lyft have started providing convenient services through electric cars as well as scooters. 

	The intensity of competitive rivalry  (high) 

	It can be seen that intensity of comparative rivalry is high in the automobile industry and BMW specifically have a bunch of innovative companies who are giving a constant challenge to the brand. Tesla and Mercedes-Benz are the top players in the industry who are improving services with their innovative steps for the future of the industry. 
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SWOT Analysis 
	Components 
	Explanation 

	Strengths
	One of the major strengths of BMW can be found in its strong brand value in the market. It can be seen that the brand value has relied on quality with heavy investments in research and development. It also Reliance on the distinctive design language which BMW apply to the vehicle to give a stylish as well as modern look with clean lines (Kiefer et al., 2019). Another important strength of BMW is the introduction of innovative technology in its business operations. The engagement of advanced performance, efficiency as well as safety in vehicles. It includes advanced technology including autonomous features in driving, electric and hybrid powertrains and high-end assistance systems. BMW also holds a strong financial position with a robust balance sheet as well as consistent profitability, boosting its strength. The organisation can be found with a strong credit rating as well as a cash position to make innovative investments.



	Weaknesses
	There is a significant weakness of BMW which is related to high production costs. It can be seen that the company is involved with introducing advanced technology which upholds its reputation in the automotive industry as a leading innovative manufacturer. The competition raised through global regulations and political conflicts like Ukraine War drives the production cost of certain regions higher than the revenues (Kretschmer and Khashabi, 2020). The company as a luxurious brand primarily focuses on a limited set of vehicles which also limits its ability to earn a profit, especially in the time of economic difficulties. It can also be seen that the company has been involved with certain levels of debt both short-term like borrowing as well as long-term like bonds or loans. The current debt stands at $88.94 which is a matter of concern. 


	Opportunities
	One of the major opportunities which BMW has is related to increasing the production of electric vehicles. It is the common understanding that demand for electric vehicles is growing throughout the world. The international legal authority has also emphasized the promotion of electric vehicles which may encourage the company to expand its electric vehicle lineup where it gets to meet both customer satisfaction as well as sustainability goals (Pandey et al., 2020). Automation vehicle technology is the major area to put the attention of the company. BMW has partnered with Intel as well as Mobileye for self-driving car technology which can increase the potential for new car ideas as well. The successful partnership with China holds the significant opportunity to expand the business in Asian countries including India which has the potential to be the key growth market for the automotive industry

	Threats
	BMW has already experienced a series of debts in recent years which has some of to be an enormous amount. It can be seen that application of technological advancement has been responsible for the majority of these debts. This means that BMW can face serious threats which are related to conflict arising from the production of electric vehicles with high-end technologies (Ramon-Jeronimo et al., 2019). There are also disruptions from the big competitors in the market like Tesla which may affect the customer base of BMW. It can be seen that the substitutes of technologies divide the opportunity to gather customers more effectively and cause major threats to the stability of profits.



PESTLE Analysis 
Advantages 
· It helps in analyzing cross functional skills and expertise.
· Allow to identify the implications of entering new market nationally as well as globally
Disadvantages
· Over simplification by the use for decision making is a major disadvantage for PESTEL model
· Quality external information is restricted sometime because of cost and time, which is also an disadvantage of this model. 
Determine the current segmentation, targeting and positioning strategies of the company
STP analysis
	Components 
	Explanation 

	Segmentation
	BMW segments its target audience based on their behaviour, lifestyle as well as demographics. It has a premium targeted audience who mostly value luxury, performance and quality of vehicles. The company meet these through SUVs and EV vehicles. 


	Targeting
	The target of the company can be found relatively narrow the individuals of high income. They are willing to pay the company for their superior performance in vehicles through design as well as technologies. 


	Positioning
	BMW can be found positioning with superior quality by emphasising its overall engineering expertise, high-quality materials and others. The heritage of the company is maintained to establish significant relationships with its targeted audience. 




Determine the current marketing mix strategies of the company 
 Marketing mix of BMW 
	Components 
	Explanation 

	Product
	BMW offers a collection of luxurious vehicles which includes SUVs Ed as well as sedans. The major focus is to provide innovative technology and better convective systems on vehicles. BMW offers customization as well through a selected range of options to customers. 

	Price
	BMW has a pricing strategy which significantly reflects its premium brand. The company put its vehicle on a premium pricing strategy based on its high-end technologies and the heritage of its luxurious background. 

	Promotion 

	BMW  emphasizes its reputation of quality through a variety of marketing channels including television and billboards or printing advertising. The company has made digital marketing channels like social media marketing to gain the attention of customers with innovative campaigns like its vehicles. 


	Place
	BMW has a global network of dealerships which offers convenient distribution to different continents like Europe and Asia. The company also allow online sales channels for making an easier way to include customers' buying experience. 




[bookmark: _Toc134021342]Role of the Internal and external environment in Marketing
BMW is recognised as a reputed manufacturer in the automobile industry with a wide range of customer base. The marketing strategies of the organisation are effective which allows it to lead the industry. It can be seen that the environment also has major insurance based on which the company operates the marketing aspect (Suchek et al., 2021). The internal environment includes its overall capability and structure which impacts the marketing. It can be seen that BMW has a brand reputation as a premium luxury which highly influences its strategy to market products. The organisation emphasises the exclusivity as well as status which comes along with acquiring a BMW vehicle in its marketing effort. This is the reason why BMW M are getting sold at a faster rate. There is also a major influence on the internal environment through the application of various company resources (Tien et al., 2019). This allows to evaluate a significant understanding of the resource effectiveness and its overall availability. BMW can be found using its financial resources to highly invest in the research and development areas to enhance through marketing discussion for executing more features into the vehicles for achieving competitive advantages. It can also be seen that the external environment gives the global scenario to the company for creating effective marketing changes. The government as a major policymaker helps to create a set of standards which provide an obligation for the company to fulfil and take as a major element while preparing a marketing strategy (Yang and Lin, 2020). The social media platforms like Instagram and Facebook are used by the company to aware customers of adapting to electric vehicles, a responsible step towards sustainability. It also provides significant knowledge about the social trends that are currently existing in the market to make marketing decisions that align with customer behaviours. It is involved with introducing mobile application and digital assistant systems which influences the customer experience. The external environment also focuses on the competitors of the company which helps to plan marketing strategies that can effectively acquire competitive advantages. 
[bookmark: _Toc134021343]Recommendations for the future 
It can be seen that one of the major problems that BMW faces is related to political instability. The scope can be mitigated when an increasing number of joint ventures are used as significant strategies to market into the new region. The collaborating organisation must be a renowned one having a better understanding of the political structure of their country. This can reduce the complicated legal stress of BMW and make serious attention towards the innovation of new practices within its business model. It can also be seen that negotiation needs to be improved by alternating the suppliers for raw materials. Asia can be found to hold a significant percentage of iron ore that can be negotiated in a better pricing sense than other European countries (Zhang and Dong, 2020). It can be said that BMW may apply a hedging strategy for understanding the overall fluctuation of raw materials. This might help especially when uncertainty is highly found in the global economic environment. BMW can also apply to refinance its debts to take benefits of lower interest rates with favourable terms. It might focus on renegotiating the existing terms of debt agreements or may issue new debt securities. The company can sell some of its non-core assets as well as divest business units that are underperforming. Digital marketing expenses have to be increased to majorly focus on the growing trends to get ahead in the market when substitute products take a significant ratio of profitability. The going rate pricing strategy can be applied to acquire comparative advantages and secure a wide range of customer base. 
 Relate any two strategies from the Ansoff matrix for the recommendations.
Joint venture Strategy 
	Market penetration 

	It is majorly to focus on the existing market for selling existing products. BMW can get into partnerships with local SME businesses to spread brand awareness and take opportunities for attracting customers region to region under low legal burdens. This can be placed in Europe.

	Market development

	The company can select China as a new region customer segment to implement the joint venture where it can team up with local manufacturers to produce as well as sell vehicles to new markets with proper legal sense. The partners can take responsibility to manage iron ore.

	Product development 

	BMW could apply joint venture with its modified electric vehicles in Europe. It can participate in IT companies to take care of self-driving features and take a digital analysis of the regions to discuss with the company with more renewable choices. 


	Diversification
	BMW can apply the joint venture strategy to enter new Asian markets to acquire components at cheap rates and apply their new products to the same market. This can give the perfect understanding to be diverse and use the resources of Asian countries to apply in another foreign markets. 



 
 
Hedging strategy 
	Components 
	Explanation 

	Market penetration
	BMW can apply the hedging strategy in the existing Market by liquidating its unused or non-core components to make investments in research and development of the regions. 


	Market development

	BMW can pursue the hedging strategy to enter new markets where varieties of risk exposure are found especially the supply chain dynamics in China. 


	Product development

	BMW could apply the hedging strategy to customize its existing market with financial instruments as per industry specifications. 


	Diversification
	BMW needs to explore through hedging strategy by thinking beyond core automatic business and take the participation in making equipment in emerging industries like aviation. 




[bookmark: _Toc134021344]Conclusion 
From the above discussion, it can be concluded that both internal as well as external environment has a major significance to influence the business operations of BMW. There has been a proper explanation of the external environment of BMW with PESTLE Analysis which helped to acquire a critical understanding of the external factors affecting BMW. It also covered the internal environment of the company with SWOT Analysis. This help to understand the major activities within BMW. There is a brief explanation about the role of internal as well as external environments influencing the marketing of the company. It has also covered different types of recommendations which can be effective for the future of BMW.
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