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Executive Summary
This study has analysed strategic management of BMW, a German-based automotive manufacturer that enables the business firm to transition challenges into potential opportunities and set up eco-friendly success in a complicated international ambience. The product market strategy of BMW has reflected flexibility, although sharper separation in electrification and digital characteristics is required to confirm leadership in the long run. It is also seen that BMW is increasing funding in AI-led manufacturing and digital services, which focus on forming new revenue streams, crossing beyond conventional vehicle sales. BMW’s objectives are connected to tighten customer trust, based on customised digital offerings, using subscription models, including mobility services. It also aims to keep up potential leadership in exclusive customer domains, while expanding markets in the emerging economy. The study has shown that BMW continues to position itself as a potential leader in addressing the future of mobility, while being strongly dedicated to electrification, digitalisation and adaptable manufacturing methods. This research has recommended that BMW must set up immersive storytelling campaigns, aiming to link the firm’s motorsport legitimacy with its ensuing future in electrification.
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[bookmark: _Toc223724289][bookmark: _Toc227784636]Introduction
Strategic management is considered to be the art of presenting a firm’s long-term vision and incorporating each operation towards attaining it. Strategic management is essential because it suits firms to accomplish change, outpace rivals and remain applicable in fast-changing automotive markets. By following strategic management, the organisation avoids wasted efforts and confirms resources are leveraged effectively by establishing clear emphases. The benefits of strategic management are stronger flexibility against volatility, sharper creativity and developed cooperation across teams at the firm (Grewatsch et al., 2023). It also increases decision-making for the firm by setting up preferences in data and foresight. 
This report will provide a strategy formulation plan for the chosen firm, BMW in the automotive sector. There will be a highlight of the background of BMW and its operating sector. The strategic intent of BMW will also be selected, including the firm’s ongoing performance. Strategic management is crucial to the modern automative industry, as it is one with a dynamic scene and rapid shift from all competitors towards the three key areas of sustainability, digitalisation and most notably electrification, which is BMW’s focus. With this in mind, it is important to consider that BMW must be able to anticipate all changes from any factor relating to these, which is why the external environment of BMW will be evaluated using the PESTLE analysis and internal environmental audit of the firm will be conducted using SWOT and BCG matrix. This study will also analyse strategic preferences for business firms in the BMW markets, and a new strategic plan will be designed for the brand.
[bookmark: _Toc227784637]Background of the firm
The selected brand for the study, Bayerische Motoren Werke AG, which is widely considered as BMW, is a German multinational organisation that develops, produces and sells exclusive automobiles and motorcycles. BMW was founded in 1916 in Munich, Germany and its founders were Franz Joseph Popp, Karl Rapp, including Camillo Castiglioni (Bmwakron, 2020). The organisational management of BMW primarily concentrated on developing aircraft engines, before it transitioned into automotive manufacturing. At present, BMW operates in the automotive and motorcycle industry, which deals in electric vehicles and performance motorcycles under various firms like BMW, MINI, also including Rolls-Royce. Currently, BMW has been operating in more than 140 countries worldwide and its international presence surrounds Europe, North America, Asia and other regions. BMW is extensively popular for its engineering smoothness, creative product design and robust priority on sustainability, especially, based on its expanding electric vehicle portfolio. 
Additionally, BMW’s services go beyond vehicle manufacturing, which inserts economic services, mobility solutions, as well as digital creativities that increase consumer experience. BMW operates in the exclusive automotive industry, where it competes against Mercedes-Benz, Audi and Tesla Inc (Häberle, 2023). The brand keeps up a reputation for smooth performance, luxury, including state-of-the-art technology. 
[bookmark: _Toc227784638]Strategic Intent
Vision 
The vision of BMW is to be the most effective and eco-friendly exclusive vehicle producer in the automotive sector. This demonstrates a dedication not only connected to recreation, and luxury, along with performance, but also to ecological accountability and long-term leadership potential in mobility solutions. 
Mission 
BMW’s mission is to cater to exclusive items and proactive services for individual mobility solutions that unify creativity, emotional appeal and forefront technology (Panmore, 2025). Its mission prioritises generating vehicles and interactive insights that go across transportation, and motivates consumers, through vehicle design, smoothens its performance and digital amalgamation. 
Objectives 
· To expand the electric vehicle base for BMW, with the Neue Klasse channel, which leads its future development.
· To amalgamate AI, connectivity and software-made characteristics, in order to increase consumer experience.
· To attain carbon-neutral manufacturing and advocate circular financial customs by the end of 2030. 
[bookmark: _Toc223724292][bookmark: _Toc227784639]The company’s current performance
The current performance of BMW shows both potential strength in its exclusive market positioning and challenges in embracing faster industrial evolutions. As depicted by Just-auto (2025), in 2024, BMW reportedly declared that it generated 123.59 billion GBP as its revenue. This method shows that the organisation appears to be one of the biggest luxury vehicle creators internationally, although there is a slight fall from the previous year. This figure vividly shows BMW’s capability to retain profitability, even in a disruptive market. BMW provided 2.45 million vehicles across the globe in 2024, which confirms its robust demand across Europe, not only in Germany. China, the US and India are core operational markets of BMW. China, being an eastern country in Asia appears to be the biggest single market for BMW for a long-term. It accounts for about a third of net vehicle sales of BMW worldwide. This layout reflects both opportunities and risks for the automotive industry, including BMW, owing to current geopolitical tensions and financial disruptions. 
As opposed to the former, Li (2025) reflected that the current electric vehicle strategy of BMW is advancing, although sales of its i-series models declined or disinterested by more than 25% in 2024. A decline of interest in electric vehicles from an established brand such as BMW is significant, as it suggests they may be struggling to differentiate themselves. This statistical data portrays customer needs for newer EV rivals. With consideration of such established competitors, and paired with overreliance on the Chinese market, BMW opens possibility for strategic risk through challenges such as geopolitical tensions or new regulations. Subsequently, the introduction of the Neue Klasse Platform of BMW is aspired to tighten its EV base from 2025 onwards. Besides, from operational perspectives, BMW keeps up a workforce of more than 159,000 staff, which reinforces its international production and R&D footprint (Bmwgroup, 2026). 
[bookmark: _Toc223724293][bookmark: _Toc227784640][bookmark: _Toc223724294]Strategy Analysis and the company’s competitive environment
[bookmark: _Toc227784641]External Environmental Audit using PESTEL
	Factors 
	Description 
	Impact on BMW

	Political 
	The German government strongly reinforces automotive creativity, by using subsidies for electric vehicles and establishing charging stations to spread EVs across the country. 
Cross-border cooperation is motivated by EU level guidelines, which tightens the role of Germany as an epicentre for advanced mobility resolutions. 
	Positive 

	Economic 
	The German automotive sector plans 216 billion GBP funding in research and development, along with new drive methods by the end of 2028, which presents dedication to long-term market competitiveness of the industry (VDA, 2022).
In contrast, DW (2025) mentioned that although increased financial development in Germany, 51,500 jobs were fired in the first half of 2025, which shows financial barriers and restructuring compulsions. 
	Mixed

	Social 
	German customers growingly prioritise sustainability, which pushes increased demand for electric vehicles. 
The German automotive sector appears to be a major employer to address community development. 
	Positive 

	Technological 
	Germany’s innovation stance is tightened by heavy funding in AI-led producing and autonomous driving (Strasser et al., 2025). 
The automotive industry’s strategic alliance with tech companies elevates digitalisation, which increases connected vehicle ecosystems. 
	Positive 

	Legal 
	Increased product levels and international loyalty are confirmed by robust EU security and carbon emission rules (Olasehinde-Williams and Akadiri, 2025).
Financial barriers for automotive producers are enhanced by compliance expenses with changing EU carbon regulations. 
	Mixed

	Environmental 
	Sustainability goals in the automotive industry in Germany are widely supported by industrial dedication to carbon-neutral manufacturing and circular financial customs. 
Environmental trade-offs are shown by increasing criticism over resource-oriented battery manufacturing.  
	Mixed



Overall, by reviewing this PESTLE analysis, the factors of main concern and importance for BMW are technological and environmental and should be the key navigators for their strategic planning. Furthermore, BMW should also consistently keep up with regulatory requirements, especially considering their expanded operation in 140 countries. Ultimately, if hoping to uphold their competitiveness against rivals, BMW should keep a balance between innovation and cost.
[bookmark: _Toc223724295][bookmark: _Toc227784642]Internal Environmental Audit using SWOT and BCG
[bookmark: _Toc223724296]Internal audit of BMW, implementing SWOT analysis
	Strengths
BMW’s amalgamation of design studios with engineering centres permits faster conversion of concept cars into production-prepared models. 
The organisation’s cultural heritage in performance leading sustains to differentiate its vehicles in the premium vehicle domain, even though electrification redresses customer aspirations. 
	Weaknesses 
The fragmented digital ecosystem of BMW across various models, forms inconsistency in customer insight, in comparison to flawless competitors.
Rapid adoption of direct sales platforms for BMW is restricted by its reliance on vehicle dealerships. 

	Opportunities 
A substitute path to sustainability beyond battery-only resolutions is catered to by BMW’s concentration on researching hydrogen fuel cell (Häberle, 2023). 
Customer loyalty can be deepened by BMW through its expansion of luxury lifestyle services connected to ownership. 
	Threats 
BMW falls behind in safety certifications by rapid autonomous creative cycles challenge. 
The profit margins for BMW is threatened and convenient EV rollout is delayed by increased battery material expenses. 



[image: ]This SWOT analysis indicates a clear strong branding quality from BMW and paired with their expert mechanics and developers provides them with strong base with which to take on evolving requests for EVs. The weaknesses and threats of less advanced fragmented digital ecosystem and battery may become more evident if not planned for effectively. 
Figure 3: BMW’s SWOT analysis 
(Source: Häberle, 2023)
[bookmark: _Toc223724297]Internal environmental analysis of BMW, using BCG
	Stars
The Neue Klasse EV scheme of BMW appears in the star class, which combines increased growth with robust market leadership potential.
BMW’s exclusive SUV lineup or X series grows to occupy demand in luxury vehicle domains with continuous international traction. 
	Cash Cows 
As documented by Frizziero et al., (2022), the 3 series sedan appears to be a consistent revenue generator for BMW, which continues profitability in mature automotive markets. 
Stable cash flow, based on leasing, insurance and mobility financing are catered to by the financial services arm. 

	Question Marks 
As opposed to the former, Bmwgroup (2026) depicted that BMW’s hydrogen fuel cell schemes carry potential; however, confront uncertain embrace, in comparison to battery electric vehicles. 
The subscription-oriented digital provisions in early steps, while customers are willing to pay additional, is still uncertain. 
	Dogs
BMW’s legacy models, such as the i3 and i8 have lost applicability, which restricts their future strategic role. 
Its transition towards direct EV sales embrace is slowed by BMW’s dealership-heavy framework.  




[bookmark: _Toc223724298][bookmark: _Toc227784643][bookmark: _Toc223724299]Strategy Formulation in the chosen organisation 
[bookmark: _Toc227784644]Strategic choices for BMW 
The product market strategy of BMW has continuously prioritised exclusive market separation, although its present direction presents a layered method. The organisation sustains robust customer demand in both SUVs and Sedans, and it experiments with niche market models that portray product design creativity. According to Bmwgroup (2026), the authority of BMW has also funded modular channels, which empower market adaptability across combustion, hybrid and electric types. This adaptability permits the organisation to control transformation challenges while keeping up profitability in legacy frameworks. 
In contrast, Li, (2025) denoted that the product portfolio witnesses various issues. Such as certain EVs are deficient in individuality, in comparison to competitors, as well as the overlap between MINI and BMW compact ranges poses challenges to internal competition. Tension is brought about between heritage-led performance frameworks and futuristic EV insights by BMW’s product preference. The organisation’s strength is in amalgamating conventional norms with creativity, although the pace of digital amalgamation within cars remains uncertain. 
[bookmark: _Toc223724300][bookmark: _Toc227784645]Proposing new strategy 
[bookmark: _Toc223724302]The management of BMW must embrace an individualistic experience EV strategy, while concentrating on product separation, based on sensory and lifestyle amalgamation. This refers to developing EVs with innovative identity markers, such as customised interior atmospheres and flawless digital ecosystems that go beyond leading. The organisation can place its EVs as interactive luxury experiences, compared to competing only on the organisational range or its operational speed (Panmore, 2025). The brand can also form vehicles that feel irreversible, by incorporating cultural cooperations, sustainability-led elements, including limited ownership perks in designing its vehicle models.
[bookmark: _Toc227784646]Conclusion 
Based on the overall evaluation, it is summarised that BMW’s internal and external audits bring out a company stabilising heritage with creativity, although confronting uneven development in electrification, digital amalgamation and product separation. It is also perceived that BMW operates excellently in luxurious automotive markets; however, it has weak EV identity and fragile structures claim sharper future-concentrated strategic plans. 
[bookmark: _Toc223724303][bookmark: _Toc227784647]Recommendation 
· BMW must introduce modular EV cabins that can transition from workplaces to leisure areas with interactive blueprints.
· Next, heritage-motivated EV models must be launched by BMW, which will amalgamate classic BMW design appearances with futuristic electronic engineering options. 
· Based on concepts of Frizziero et al., (2022), BMW should design interactive holographic scorecards, which can propose immersive steering, recreation and driver-supported experiences. 
· Region-specific limited editions for BMW must be formed, which can be customised to cultural aesthetics, in order to increase regional reverberance and exclusivity. 
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