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[bookmark: _Toc511833337]Introduction

The topic of international marketing has been chosen for the project which is related to the car industry which is to research the business strategies of these BMW cars. Worldwide, BMW is one of the leading premium car manufacturers and this report will look at the current business strategies they has adopted in order to expand their business around the world (Edward, 1988). There are a lot of examples in the market that can simply explain the strategy that how a business can grow with their product along with providing competition successfully in the market. In this report, the marketing and pricing strategies of BMW group will be explained and also this report will look at the growing competition in this automobile industry with the other major competitors of this group.
[bookmark: _Toc511833338]Basic information and current business strategy of BMW group

BMW is a renowned German company which is the leading car manufacturer and seller around the world. This group is also known as the parent company of BMW MINI and Rolls Royce car brands. There are more than 1 million employees in more than 40 countries.
The business strategy of this group is based on having powerful brand image around the world and also at the same time, this strategy forms the foundation of the success of this group (Henseler, Ringle, et al, 2009). They believe in maintain core values which include technology, innovation, performance, quality, reliability, exclusivity and customer satisfaction. The success of any international marketing company is generally based on the effective marketing and advertising strategy that company adopts. This group is expanding itself in emerging the markets like China, Brazil and India. Another growing market for BMW group is the Indian market as India is a developing country and the taste of the consumers is inclined towards western fashion.

[bookmark: _Toc511833339]Importance of adopting international marketing approach

International marketing is a modern concept which means the application of the marketing principles on a global level and also it means that the marketing mix decisions are to be taken not according to the single country but for the strategy which will be based on different countries (Edward, 1988). These will not only help developing the marketing strategy there are of this group, but also it would help to create a competitive pressure on the other brands whoever is available to be a competition for this group.

[bookmark: _Toc511833340]PEST analysis on international marketing strategy

Whether a group is considering entering the foreign market or willing to launch a new product, on that time, there are several factors which should be understand and take account by the business owners (Henseler, Ringle, et al, 2009). One of the best ways of examining any decision, conducting a PEST analysis is important. In this PEST analysis, there are political, economic, social and technological analysis has been provided and this will help them to get a better understanding of expanding their business worldwide.
Political factors
There are a lot of external environmental factors which can affect the business and also it is common for managers to assess each of these factors closely as the aim is always to take better decisions which would help the company to expand their business at a better level. Along with this political requirements, the companies also study environmental, legal, ethical and demographical factors (Jain, 2001). Several aspects of government policies are there which can affect the business. Each and every business requires to follow the law and the managers must find the best way to know how upcoming legislations can affect their activities. The political environment can leave a strong impact on the business organizations in many ways and it could add a risk factor as well which could eventually lead to a major loss.
Changes in the government policy can make up the political factors and also the change can be economic, legal, and social or it could be a mix of these factors (Edward, 1988). Increase or decrease in tax can be an example of a political element and the government can increase taxes for some companies and can also lower it for others. Whatever the decision will be that will have a direct effect on the businesses. In order to deal with such situation, the business owners must always have to be up to dated with the political factors.
Certain factors are there which create inter-linkages in many ways and these are listed below.
- Political decisions affect the economic environment of the business.
- It influences the country’s socio-cultural environment.
- Politicians can influence the rate of emergence of new technologies.
- Even politicians can influence acceptance of new technologies.
For such reason, the political environment is perhaps among the least predictable elements in the business industry (Henseler, Ringle, et al, 2009). A cyclical political environment gets developed as democratic governments which have to pursue re-election in every few years. This external element of business includes the effects of pressure groups which tend to change government policies. Political systems vary on different areas and also the country’s population democratically elects open government system. Corruption is a barrier to economic development for many countries and some brands are there which survive and grow by offering bribes to the government officials. The success and growth of these companies are never based on the value they offer to their consumers at all (Jain, 2001). The list of political factors which are affecting business strategies are described below.
- Bureaucracy.
- Corruption level.
- Freedom of the press.
- Tariffs.
- Education law.
- Anti-trust law.
- Employment law.
- Data protection law.
- Environmental law.
- Health and safety law.
Apart from this above mentioned list, there are a lot more factors which directly leave a strong impact on the business. Even the political situation of a country affects its economic settings along with the business performance of the organizations (Cateora, 2007). For instance, there is a major difference in democratic and republican policies as these factors influence on the factors like taxes and government spending which gradually and eventually affect on the economic level of that organization. Because of these reasons, there is a lack of political stability in a country that effects business operations which is especially true for the companies which generally operate internationally. Based on this reason, an aggressive takeover can overthrow a government and this could simply lead to riots, looting and general, disorder in the environment.
Buying political risk insurance is a way of managing political risks and companies that have the international operations use such insurance which helps reducing their risk exposure. There are also some indices which give a brief idea of the risk exposure in certain countries (Jain, 1989). The stability of a political system can affect the appeal of a particular local market and also governments view business organizations as a critical vehicle for social reforms and these are the reason of observing political environment. Even governments pass legislations which impact the relationship between the organization and its customers, suppliers and other companies which is another important reason of observing the political environment which helps to grow the organization in a proper way.
Economical factors
Understanding the way in which the economical factors affect the business is foremost essential as it helps making smart decisions and guiding the company to greater heights. Even this begins with understanding the role of environmental and external factors. Environmental analysis is the term which has been given to the process of looking at all of the different external factors that affect a business (Cateora, 2007). Just like the most other parts of business analysis, this is one of the useful for executives of any company whoever is willing to beat their competitors and increase the revenue stream at the same time as these aspects are important to grow the organization. Economic factors are generally connected with the goods, services, and money. These variables are referring to the financial state of the economy on a greater level and it never differs between the local and global companies. There are some economic factors which generally leave impacts on the business organizations and these are listed below.
- Interest rates.
- Exchange rates.
- Recession.
- Inflation.
- Taxes.
- Demand or supply.
Economical factors also affect the business anthropology as it targets a wealthy market, so they can afford taking a unique pricing approach which will be tailored for that specific economy. The rise in global development and worldwide increase in GDP means that the target market which they have set is gradually growing and also on the other hand, this global development can help increasing labour and material costs in less economically developed countries especially the countries where their products have been manufactured (Quelch, Klein, et al, 1996). The economical factors are also affecting on the United Kingdom as the United Kingdom boasts one of the highest GDPs in the world and trailing behind only Germany within Europe and the United Kingdom has a constantly increasing amount of foreign direct investment for their international marketing strategy. For that reason, the area is still feeling the effects of the 2008/2009 economic recession.
It can be said, that the economic factors are one of the many environmental, external factors which can directly affect on the business organizations. However, they relate to the economy on a greater scale and they also have a profound effect on the inner-workings of any and every company (Craig, Douglas, et al, 2005). For instance, there are interest rates, exchange rates, and taxes included in that list and these can be seen in almost every single organization as this never differs with the size of organization.
Social factors
With this factor, a business is able to analyze the socio-economic environment of the business market through the elements which include customer demographics, cultural limitations, lifestyle attitude, and education and with these elements, a business organization can understand the way of customer requirements are shaped and the general element that bring them to market for purchasing the product. The society is changing in a rapid way and also the tastes and fashion sense of people are great examples of this continuous change (Knight, 1996). Even the growing popularity of social media is also there to be part of this social change and social networking sites like Facebook has become one of the most popular among people whether young or old.
Because of this advancement of technology, the younger generation prefers to use digital technology to shop from online and older people will perhaps stick with their traditional methods. This change of society is something that gets discussed often and these changing factors have a toll on the businesses as well (Craig, Douglas, et al, 2005). Basically, organizations do focus on these changes in depth and to execute this, they employ environmental analysis such as PEST analysis. In order to understand the impacts in a proper way, there are some factors which need to be study in details. Most of the companies analyze the population growth and age structure as they also show interest in consumer attitudes and lifestyle changes. There are some common factors which are mentioned below.
- Lifestyle.
- Buying habits.
- Educational level.
- Emphasis on safety.
- Religion and beliefs.
- Health consciousness.
- Sex distribution.
- Average disposable income level.
- Social classes.
- Family size and structure.
- Minorities.
Apart from the factors mentioned above, there are also some of the aspects that get focused on the forces within the society (Terpstra, Foley, et al, 2012). The social factors shape us as people and it affects on our behavior as well. Products often take advantage of the social factors and also population changes are also directly affecting organizations. The supply and demand of the goods in an economy can change with the structure of the population and also it indicates greater competition as the total consumers fall. Organizations require offering the products and the services which would help them aim benefits for them as this will help them grow the business with bringing some more profit for their business.
Analysis has shown that social factors impact on the beverage and luxury products greatly. The key behind this success can be that the beverage products are non-alcoholic beverages and also the luxury products like BMW cars are chosen specially for the brand as the brand is renowned for being international and this is something which can help making their status high in the society (Craig, Douglas, et al, 2005). The international business organizations have to focus on the requirements people have by recording their social appearances. There are a percentage of people who only use to purchase product which will help them making other people know about their social status. These techniques not only help the beverage and luxury branded products to increase their business but it leaves a strong impact on the digital market as well.
As the numbers of social media users are increasing day by day, this will also help to increase the business level of those international marketing organizations to build a strong strategy for their business by making the core values strong.
Technological factors
One of the most controversial factors is technological factor in the PEST analysis as it can either positively or negatively leaves impact on the introduction of a product or service into a marketplace. This factor includes the technological advancements, lifecycle of technologies, the role of the internet, and also the spending on technology research process which is generally done by the government. It can be unclear for the technological factors which can directly affect on the business organization unless they take a step back to look at the technology which gets used regularly (Craig, Douglas, et al, 2005). Printing on the T-shirt is also done by some technologically advanced machines and these machines are also available to buy for common people as well. For that reason, the business organizations have to be one step ahead of the technology they use as these products will be attracting people. Even the computer servers which are used to keep the websites up to date and this clear the factor of importance of technology in daily lives of people (Yüksel, 2012).
In a business organization, it is important to look after some of the factors which are directly affecting on the business and these are.
- The existence of 3D technology.
- Computer calculation speed or power.
- The ability of computers creating truly random numbers.
- Engine efficiency.
- Internet connectivity.
- Wireless charging.
- Automation.
- Security in cryptography.
The automation of many unskilled tasks can allow companies replacing the human production lines with machines as this process can reduce the costs for manufacturers, distributors, supermarkets, and many other different business organizations (Bivolaru, Andrei, et al, 2009). On the other side, the gradual increase of job automation may not be such a great thing for the organizations which have job search criteria. It is quite undoubtable that nowadays global internet connectivity has been on the rise and for this, larger market for many companies which use the internet connectivity might mean less interest in traditional communication even. This can be proved to be a negative consequence for some of the companies and also, telephone service providers will have to change their offerings for staying relevant.
Technology factors are one of the many external factors which can affect businesses for being an integral part of PEST analysis. Those organizations can also be defined as factors which can relate to the presence and development of technology based on the local or on the global scale (Jurevicius, 2013). Apart from all these, there are a lot of different examples of technological factors which are affecting directly on the businesses and are visible on the international marketing companies.
These are some of the most discussed and important factors which get used for the business organizations which belong to the international marketing. These factors leave their impact directly on the business organizations and those who have the skills to deal with such market complications on the level of international marketing, they can use some useful techniques to overcome with smart strategy which not only add some profit to their business but also help them expanding their business worldwide (Jurevicius, 2013). These kinds of techniques are generally used by almost all of the international market organizations to grow their business in different countries.
[bookmark: _Toc511833341]Learning Outcome 2
Identify and critically reflect on the contemporary ethical and practical approaches to develop, plan, implement, and manage successful marketing strategies within a global context.
Demonstrate fluency in crafting strategies from not only the elements of marketing strategy but also the context.
According to the project criteria, the assignment has chosen the ‘BMW Car’ as the leading international brand. It is not worthy to be mentioned that the mentioned company rather the brand has created a greater place in all across the world. 
Karl Benzin has designed the first automobile and that is BMW, it took place into the genre near about 1885 with the help of petrol engine. The first flourishment of this brand was coined in the Manheim Germany. 
It is noticed that all the business organizations require better marketing strategy in order to grow and make a strong place in the industry. The better implementation of the marketing strategies is the key of leading the company into the international market and industry. Marketing strategy of an organization is considered as the overall business strategy in order to accelerate the process and achieve a better place. It is noticed that marketing strategies, business strategies are of high value and closely connected (Johnson, 2016). BMW brand has poured its attention towards the process of making a great place in the industry and in the international market. It is noticed that to achieve a greater place in the market the strategy should be competitive. In order to maintain and accelerate the process the strategies carry out both offensive and defensive actions. The utmost advantage of this process is that it ensures the better position of the company and secures the return on the reversibility. The marketing strategy of the mentioned company can be best revealed through two basic queries such as ‘is it really effective for the long term competition’ and the rest one is ‘the contribution of these to avail the competitive benefit for a long period’. 
Strategic models:
It is earlier mentioned that BMW is a leading country and it has its own market on a lot of countries. There is a common fact among all the leading international business brands and that is all of them use specific strategic models and tools to analyze and evaluate the decisions, necessary to the organization. Generally, there are three models which are getting used in order to receiving better result and to achieve the business goals. These include- 
Ansoff Matrix- ansoff matrix is considered as one of the leading strategies available in today’s market. It was invented and introduced into the genre by Igor Ansoff in 1965. Generally, the main purpose of this model is to develop the strategic options for the business organizations. It has paved a great place among the market due to its complication free regime and ease of usage. Next mentioned facts are closely connected and accelerated by the mentioned model. 
Market access:
Generally, market penetration or access is executed into genre in order to sell the existing products in the existing market. Market access can be accepted as in the four ways (below mentioned)- 
· It is here to increase the share in the market
· It also helps the organization to raise the frequency of utilities
· It raises the frequency of usages
· And it also helps to increase the number of usage of quantity
On the other words, the market access or penetration ensures the increased in sales in order to present customer and does not enable any change in the large section or way. (Armstrong et al, 2015)
It is noticed that in order to defeat the mature market competition all the leading business brands prefer some regime. And it is also applicable to the mentioned company, BMW. All the business organizations should accelerate the below mentioned regimes-
· The promotional campaign
· Over pricing strategy to defeat the competitors who are not so active in the competitive market
Product development 
The main intention of ‘product development’ is to introduce new products into the existing market (McDonald and Wilson, 2016). It is also closely connected with the overall company improvement. Product development can be accelerate by the below mentioned four ways- 
· Product and feature improvement 
· Development of newly launched products
· Particular product design for particular market
· Development of new competitors 
Market development and diversification 
The sole intention of market development is to sell the old or existing products in to new markets. This process too can be accelerate by the below mentioned four ways-
· New markets in new geographical territory 
· New channels for distributorship 
· Innovative product packaging
· Better pricing policy to cover various customers
When it comes to the diversification then the intentions need to be mentioned –
Here the strategies are implemented to sell the new products in the new markets
Generally, it does not rely on the present condition of the organization as the model properly analyzes the condition and enables four possible routes. 
The marketing mix-It is another important method of strategy implementation in the business market. It was invented and introduced into the genre by Jerome Mccarthy in 1960. Market mix and the four P’s are the associated features (Nagle et al, 2016). A lot of business organizations and the marketers use this way in order to determine a product or brands. 
The four P’s are
The product- it is the first product among the four P’s. The product should be according to the customer’s expectation and it should work on a large scale of customers. 
The place- the second product of the four P’s is the place. The place is a very vital part as the organization should recognize the best place from where the customers feel easy to shop. The place may be high street, mail order or through any e-commerce or online shop. 
The price- it is noticed that customers prefer to pay as per the quality of the product. As per the quality of the product the company should determine the pricing. It is also noticed that customers prefer to pay little more if the product works according to their expectation level. Current market condition, consumer’s expectation should be carefully analyzed to pave a better place in the market. 
The promotion- it is noticed that promotion plays a great role in order to reach the brand and service to a large number of people. Advertising, sales, PR, personal selling- all these are related in this regime. And in this decade, the social networking sites are playing as the key communication and promotional tools for a brand. (Wilden and Gudergan, 2015)
The four P’s of BMW Car
Product- BMW group’s sole focus is on the production of luxury two-wheel and four wheel automobiles for the international market. Generally, these products get manufactured by the mentioned brand in order to fulfill specific needs of each segment. Few products offer high level of personalize service benefits and the rest products are of standard quality. 
The four wheeler products of this brand are of standard quality. Here the company shows a constant effort in order to lead the ‘Premium’ category by the customers. The products of this regime are Premium Sedans, SUVs and sports car. All of these products are considered as the best of style, performance and status symbol (Dixit and Skeath, 2015 ). Along with this, the company enables high safety and luxury measures to its products. Recently, the brand has paved place in the electric and hybrid motor vehicle segment with the introduction of BMW i8. 
Place- with the innovative product approach and standard service quality, the brand has paved its place in a lot of countries all across the world. It also has extended its manufacturing facilities to many cities. The first most facility was in Bavaria, Munich. With the positive responses and quality services and products, BMW has reached top a large number of people all across the world and no doubt this is a great thing for any kind of brand. The mentioned marketing mix policies of the BMW accelerate its reach to the dealers and premium car sellers all across the world. Presently BMW is offering its facilities in over ten countries. And with the help of all the branches, together the brand is producing 2430000 vehicles. With the recent setup, BMW is now available at many smaller countries as well. (Rugman and Verbeke, 2017)
Price- it is earlier mentioned that BMW brand is considered as the perfect symbol of style, performance and status. It is accelerating its brand and business with a premium category. The price range of the products of this brand is fixed with the comparison of its market rivals. Competitive brands in the market are Mini Cooper and Rolls-Royce is of the same price range and strategy. (Schlegelmilch, 2016)
Promotion- BMW is a leading brand and has paved a strong place all across the world. The company prefers to follow a strong advertising regime for its promotional purpose. It is noticed that the brand awareness is a key to get more and more customers. And it is also applicable to this brand. The brand prefers aggressive advertising through the media channels such as TV, online ads, billboards, print ads and so on. The brand is on a continuous promotion regime. 
[bookmark: _Toc511833342]BMW segmentation, targeting and positioning
In order to align the marketing efforts of the mentioned company, the segmentation, targeting and positioning needs to be specific. Due to the set of criteria of various people, the business organizations need to divide the population in different categories. The brand needs to set the products with different attractive features in order to attract the various categories. This procedure is known as segmentation, targeting and positioning-STP. It is noticed that a brand cannot satisfy all the sections of the categories as the companies have specific regulations and limitation (Hung, 2015). And that’s why the marketing process of segmentation, targeting and positioning is considered as the important features. The benefit of segmentation is it helps the process to divide the probable customers into different according to some basic factors such as age group, gender, social life and class. Segmentation is of four types: demographic, behavioral, and psycho-graphic. 
BMW segmentation- Generally, the mentioned brand follows the mono-segment type of positioning. Here the company pours focus on the single customer segment. Here it is clear that the brand is of expensive vehicle at a premium level. And there is no mention of budget vehicles in the portfolio of the company in order to target the people with comparatively small budget (Solberg, 2017). 
BMW Targeting- generally, this brand targets the people of age limitation 25 to 40. Actually, these people are considered as the most successful and growth oriented and productive. These people prefer to maintain a clear modern look. 
BMW Positioning- in the website of the BMW group a quotation is available and that is "the image that BMW Group has positioned itself in exclusivity, performance, quality, technologically advanced producer in the world. The markets BMW position themselves are very competitive". And from this quote, the positioning factor is clear in the assignment. 
The next table is of proper illustration of BMW segmentation, targeting and positioning:
	Type of segmentation
	Segmentation criteria
	BMW group target segment

	
	
	BMW
	MINI

	Geographic
	territory
	Domestic/international
	Domestic/international

	
	density
	Urban/rural
	urban

	Demographic
	Age 
	20-65
	20-45

	
	Gender 
	Males and females
	Males and females

	
	Income 
	High 
	High 

	
	Occupation 
	Professional 
	Professional 

	Behavioral 
	Loyalty 
	Hard core loyal/ soft core/ switchers
	Soft core loyal/ switchers 

	
	User status 
	
	

	Psychographic 
	Social class 
	Middle class Upper class
	Middle class



The table is in a board manner. It is getting noticed that each of the group (BMW) are of the chances to be subjected to further segmentation, targeting and positioning. 
The assignment criterion is about the different market strategy of the mentioned brand, BMW in the two countries- the United Kingdom and India. It is earlier mentioned that the brand has its branches all across the world. From the earlier section it is clear that all the business organizations have some common strategies but according to the location and criteria of the people, the organizations need to update of implement few strategies in order to make profit and pave a better place. 
	India 
	The United Kingdom

	· Here the brand needs to enhance the brand awareness for the better positioning and defeat the other brands. 
· Here the pricing gets affected by few factors. 
	· Here the brand needs to include both existing and new products in order to maintain the leading position and to remain the top among the competitors. 
· Here the brand can stick to one fixed pricing regime. 


Directional development- the directional development is of the recommendation through which the brand can gain a better place in the international market. In the future strategies it is clear that the brand is pouring focus on the maximum profit level. Here the brand should pour the attention on the service and product quality too. Both of these facts are closely related with the reputation and future profit making of the brand (Chu et al, 2017). The brand should also spend on research and development as a lot of factors can leave impact on the profit and business making regime of the brand. Along with this, in order to always lead the market getting aware of all the possible factors which can affect or enable advantages to the brand is important. 
[bookmark: _Toc511833343]Conclusion
After the long discussion, the assignment has reached its conclusion point. In the entire assignment it is clear that all the brands needs to analyze a lot of factors to defeat the competitors and to achieve a strong place in the international market. There are a lot of tools (mentioned in the assignment) available in the market in order to properly analyze the factors which can affect the business making regime of the mentioned brand. There are several tools rather model introduced by the great people and the models are getting used in the business purposes by the organizations and marketers to determine necessary facts of a product or brands. 
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