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[bookmark: _Toc224922138]EXECUTIVE SUMM\ARY 
The report includes a brief introduction of strategic management and sustainability. The report mentions that BMW is a leading manufacturer in automotive industry. The report includes a brief overview of the company, strategic intent that is the company’s mission, vision and objective along with the analysis of company’s current performance. The report include the external environmental audit (PESTLE analysis) and internal environmental audit (SWOT analysis and VRIO analysis) of the company. In PESTLE analysis report include political, economic, social, technological, legal and environmental factors affecting the company. In SWOT analysis report consists of strength and weakness of the company and opportunities and threats for the company.  Further, the report also includes strategic formulation meaning what are the strategic choices for businesses in the company and it also proposes a new strategy for BMW. The report also includes the conclusion and recommendations for the company to perform better and achieve success. 
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[bookmark: _Toc224922139]INTRODUCTION
Strategic management is planning and maintenance of all important services of an organisation needed to complete its goals. It is important to give direction to the company, make it stand out in competitors, utilise resources properly and have better outputs to achieve long term aims and maintain a sustainable competitive nature in market. It helps company to make proactive decision which result in low risk optimization, increases financial implementation (investopedia.com, 2026).
BMW is a known as a global manufacturer in cars and motorcycles and provides premium financial and mobility operations. The company’s operations are divided into 3 main segments: automotive, motorcycles and financial services (bmwgroup.com, 2026). 
The report will include brief of the company, its mission, vision, objective and company’s current performance. The report also includes PESTLE analysis, SWOT and VRIO analysis of BMW identifying its strength and weakness. The report will also consists of strategic choices for business and also purpose on new strategy for business. The report will also include new recommendations for company’s growth.
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[bookmark: _Toc224922141]Overview of the Company
BMW Group (Bayerische Motoran WErke AG) was founded in 1916 and is located in Munich. The BMW group provides premium cars and motorcycles and a place for BMW, MINI, Rolls Royce and BMW Motorrad brands. The company has 30 production sites to manufacture cars and motorcycles.  Major manufacturing sites are located in Germany, USA, China and India. The company operates in automotive and motor vehicle sector.  The main products of BMW consists of electric (iX, i7, iX1), petrol (X7, 3 Series) hybrid vehicles (XM). The services include BMW ConnectedDrive, special transport units made of high resistant materials and financial teasing. The company focuses on creating services as per the needs of today’s and tomorrow’s customers ensuring personalised experience. In October 2024, the brand BMW was ranked globally in top 10 leading brands across sectors (statista.com, 2026). The only two of its competitors, Toyota and Mercedes were ranked up in the list. Initially company’s main focus was on to build aircraft engines which later on shifted to manufacturing motorcycles and then on car. The company’s turning point was when it faced bankruptcy in 1950s but do not give up and launched 700 series and the new class (1500 model) in 1960s and saved the company and proved its sportiness and premiumness. 
[bookmark: _Toc224922142]Strategic Intent 
Strategic Intent is the process that include mission, vision and objective of the company and inspire individuals to have a clear and one goal limiting the gap between today’s abilities and tomorrow’s success. The mission of the company is to make people experience new innovative products along with interacting with customers personally. The main components are moving people and evoking emotions (panmore.com, 2026). The mission’s first part states moving people which the company fulfil by providing luxury cars and other vehicles that people use to move from one place to another. The second part puts focus on costumer‘s emotions which can affect the decision of their purchase and finally the profits of the company. The vision of the company is to become most successful and premium manufacturer in the automotive industry. It visionised itself as top established brand in providing luxury products and services. The company wants to set new standards for future innovations, which are sustainable and digitalised.  The 4 main parts of BMW vision are to be most successful, most sustainable, premium manufacturer and individually mobile.  The objective of the company is to lead in the industry through sustainable product development reducing manufacturing of carbon vehicles and making more profits through electrical vehicles and digital technologies (Yang, Huang,  and Lin, 2022).  It aims to achieve net zero climate impact by 2050 in its entire value chain of supply and production. 
[bookmark: _Toc224922143]The current company’s performance
The company is innovating new products to maintain its position in market. In the Annual Conference held on 12th March 2026 in Munich, the company presented good financial outputs. The company has started its innovation in battery electric vehicles with models like BMW iX3 and BMW i3. The purpose of the company is to expand its manufacturing more in battery electric vehicle by the end of 2026 (bmwgroup.com, 2026). As the company manufactures multiple products, this has been a major factor for company’s growth. The company’s portfolio consists of international combustion engines (ICE), plug in hybrids, battery electric vehicles and hydrogen cell for future manufacturing. The company have diversified production meeting and consumer demands both today and tomorrow. The company now delivers new models that can cover 370km range in 10 minutes. The company faces reduction in sale according to its expectation but china remains its largest market. Many owners and reviewers have feedback that 6 series GT is very comfortable for long run. The model currently exist as a comfortable and luxurious product among the company’s portfolio. The company also follows the approach of less carbon emissions. Despite facing certain taxes the company manages to maintain a stable group EBT margin of 7.7%. The BMW look forward for the following developments in 2026. The company is looking forward for automotive market to grow in a stable manner (Papadimitriou, and Duysinx, 2022). The BMW X5 is considered as one of the best luxury SUVs in consumer reports. 
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External Environmental Audit
PESTLE
Political Factors – BMW has its market presence in many countries and thus any changes in government or trade tariff rule has affected the company. The company has many factories and all has to follow respective local rules to function (Talikine, 2025). In many countries there are high tax on polluting cars, thus the company has to focus on greener technologies.
Economic Factors – The countries with increasing economy experience high demands of BMW cars but in countries that faces economic down turns, the customer prefer to buy basic needs rather than owning a luxury cars. Thus sales in such countries get affected. 
Social Factors – There are different cultures in different countries and the company needs to align with these local culture to promote its product. As people are very much active on social platforms thus company also have to stay updated in order to engage with people. 
Technological Factors- Previously the company manufactured traditional cars but due to rapid development in technology the company has to make major investment in R&D to stay ahead in market (Mittal, Garg, and Pareek, 2024). Also BMW is working with autonomous technologies to make its driving experience smarter and safer. 
Legal Factors- BMW faces challenge due to strict environmental rules. BMW has to make sure that its vehicles meet new standards. Also the company has to make sure that its product follow consumer protection laws and its cars meet safety rules. 
Environmental Factors- According to these factors, BMW has to manufacture more eco-friendly and EVs (electric vehicles) to reduce energy consumption and wastage. The company face a sudden shift from traditional cars to EVs (electric vehicles). 
Internal Environmental Audit
SWOT
Strength: BMW has reputed image in market and is known for its luxury driving experiences. Its main strength is wide product range and its market presence of 30 manufacturing units and assembly facilities in 140 countries (marketing91.com, 2026). The company’s alliance with Brilliance Auto Group has strengthen its position in Chinese automobile market.   
Weakness: BMW has faced the problem of 79,670 malfunction vehicles. This has directly affected the brand image, customer trust and financial performance. BMW has done low collaboration than its competitors thus faces a limitation in technology and diversified markets.
Opportunities: BMW has opportunity to expand its market and earn more profits. As BMW has focus on small vehicles, the increase in fuel demand have led to customer buying small vehicles. So this situation can act as an opportunity for the company. As GEN-Z and millennials are focusing on flexible transportation the company can expand its presence in car –sharing, rental and subscription markets.
Threats: BMW faces high competition from competitors like Mercedes-Benz, Audi and Lexus that continuously adapt new technologies and design to attract consumers (Li, 2025). There is a certain increase in cost of raw materials and labour which directly increases the manufacturing cost of the car. 
VRIO
	Resource/ Capability
	Valuable 
	Rare
	Costly to Imitate
	Organised 
	Competitive Implication

	Brand Reputation
	Yes
	Yes
	Yes
	Yes
	Sustainable advantage 

	R&D Innovation 
	Yes
	Yes
	Yes
	Yes
	Sustainable advantage

	Manufacturing Quality
	Yes
	Yes
	No
	Yes
	Temporary
advantage

	Product Portfolio
	Yes
	Yes
	No
	Yes
	Temporary
advantage

	Efficient Supply Chain
	Yes
	No
	No
	Yes
	Competitive Parity




It can be explained through VRIO model that BMW has a strong brand reputation and sustained competitive advantage. The continuous new innovations and high performance output made it costly to imitate. BMW focuses on high manufacturing quality but competitors are successful in market through small manufacturing units and thus company has temporary advantage (Salah, 2026). Although the company has diverse products that are rare and valuable but the competitors launch same products with similar price and thus products are not costly to imitate. 
[bookmark: _Toc224922145]Strategy Formulation
Aggressive Electrification- BMW is making a shift from easy production to manufacturing of electric battery vehicles. The Neue Klasse of BMW electric vehicle had launched in 2025. It has designed to make changes in the company’s modification structure more gasoline cars to battery electrical vehicles (EVs). 
Digitalisation of Sales and Marketing- BMW is offering its product on both medium on online as well as offline. Thus the company is trying to expand its service among various platforms to reach millions of people (Fey, 2023). 
Retail.Next Experience – BMW is applying this strategy so that the focus is not displaying cars but also to make the journey more comfortable and personalised for its customers. 
Sustainability and Circular Economy- BMW is aiming to lower down the carbon emission by 40% and also started manufacturing of eco-friendly products. This also involve usage of raw materials which are environmental friendly and produce less emissions which are harmful to the nature. 
Flexible Production Network- BMW utilises a production triangle strategy which means that company balances the manufacturing production across three regions –Europe, America and China and also help each other in time of crisis.  
High Profitability - BMW also focuses on quality or product rather than just focusing on number of quantity making sure the company achieves high profit margins.
New strategy for the company
Product Strategy: BMW can use the strategy that instead of just featuring AI for voiceover commands it can also use AI to change the mood of the driver (Zhou, Wang, and Yang, 2025). Like the car can have AI technology featuring customised, light and emotional driving environment. The Neue Klasse platform should not be used only for generating more efficient products but can also be used for upgrading hardware performance. The company can implement AI (artificial intelligence) technology and use “My BMW App” to create its own digital twin character of car and have a fun experience. 
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[bookmark: _Toc224922147]Conclusion
The report concluded that BMW is a leading automotive industry and is currently facing a shift from traditional car manufacturing company to digital electric vehicles (EVs) manufacturing company. The report concluded that according to SWOT and PESTLE analysis the company has a dominant position in automotive industry due to its strong brand name and financial outputs. To perform better the company has overcome certain issues like Electric vehicle (EV) innovations and internal high cost products. The report also explained that VRIO model analyses that BMW maintain a competitive advantage by its popular brand name, new engineering structures, high quality design and supply chain across different countries. The report also emphasised on new product strategy for company, which included shift towards digital and electric mobility. 
[bookmark: _Toc224922148]Recommendations
It can be recommended that BMW can enhance its manufacturing in electric vehicles (EVs) and can invest more in AI (artificial intelligence) technologies and digital platforms. It can also be recommended that company can focus more on sustainable and environmental friendly products. IT can be advisable that company can utilise existing drivetrain approach to meets the demands for EVs (electric vehicles) and hybrid models (Almansour, 2022).
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