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Introduction

This report presents an analysis on BMW a leader brand in the automobile industry and will evaluate the challenges of their internal and external business environments. 	BMW is a German corporation, famous for the production of automobiles and motorcycles. It was founded in 1916 and its headquarters are in Bavaria, Germany.  From this report, we will learn many of the critical factors that have led to BMW corporation’s success. In doing so we will use the PESTLE and SWOT analysis along with the Porter’s Five Forces framework.
Literature Review
Many corporations take out SWOT analysis when they are at a tactical preparation phase so that they can recognize and review assets both internally and externally, examining their tendencies and designs that may have both a positive or negative impact to business. The digital era brings on many changes that can happen in the company’s plans including company guidelines. “The limitations may be complex issues associated with either organizational or business structure in which Swot analysis may fail. It may not prioritize the issues neither provide alternate solutions and at times may confuse the managers with a lot of information and data generated employing SWOT analysis”. (Jackson, 2021)  
The ”SWOT analysis is characterized in a framework for identifying and analyzing the internal and external factors that have an impact on the viability of a project, product, place or person entity” (Tambe, 2015)
Based on a mix of strengths, weaknesses, opportunities, and threats analyses, the SWOT analysis can be used effectively to produce alternative options for a business (Wang, 2007)
Using the SWOT analysis with the political, economic, sociological, technological, environmental, and legal (PESTLE) framework, and Porter’s five forces model results in a powerful combination that produces more precise results and can lead to powerful strategic decisions (Adem, et al., 2018)
The PESTLE analysis is a instrument used to gain a macro picture of the business environment. PESTLE stands for Political, Economic, Social, Technological, Legal and Environmental factors.
It allows a company to create an idea of the aspects that might affect a new company or industry. Some factors will be more important to different types of businesses, and a PESTLE analysis will help identity risk factors for the SWOT analysis. (Sydney, 2021)
Porter’s Five Forces Framework was developed in 1979 by Michael Porter and its one of the most popular business strategy tools. “The five forces are: the threat of new entrants; the bargaining power of buyers, the bargaining power of suppliers; the threat of substitute products or services and the rivalry among existing competitors”. (Porter, et al., 1989)
According to Porter, ‘’ whatever their collective strength, the corporate strategist’s goal is to find position in the industry where his or her company can best defend itself against these forces or can influence them in its favor. The collective strength of the forces may be painfully apparent to all the antagonists; but to cope with them the strategist must delve below the surface’’ (Porter, et al., 1989)

Competitive Analysis of BMW 
1. Detailed SWOT analysis of BMW.
SWOT analysis is a planning instrument that tries to identify the Strengths, Weaknesses, Opportunities and Threats. According to Billy Bauer, the managing director of Royce Leather, “pairing external threats with internal weaknesses can highlight the most serious issues a company faces. Once you've identified your risks, you can then decide whether it is most appropriate to eliminate the internal weakness by assigning company resources to fix the problems, or to reduce the external threat by abandoning the threatened area of business and meeting it after strengthening your business” (Schooley , 2021)
1.1. Strengths
The biggest of BMW’s strengths is its great attention on Research and Development that ultimately leads to high quality goods. BMW depends heavily on high-tech development for its products. For the quarterly statement to 30 September 2021, BMW presented that the figures for the Research and Development expenses were of 4,37 billion. (BMW, 2021). The company focuses on creating better technologies for electric vehicles and automated driving software and technology. Along with its high-quality products this is what finally gives the Group a boost in its market position and sales figure.

Another strength for BMW is its diverse portfolio and the fact that it caters to a large selection of customers because of the range of cars and motorcycles it has under its belt.

Being a geographically diversified market helps BMW in its expansion and it keeps the risks at a low base. BMW has a very strong stand in its home country Germany, Europe, USA and Asia. (BMW, 2021)

Another strength is its strong brand. BMW sponsorships of Global Sport Events leads to more brand awareness. Being associated with events like Australian Motorcycle Grand Prix or BMW Golf club provides the brand with incredible goodwill and brand awareness.
1.2. BMW Weaknesses.
BMW is a corporation that is strongly supported by the sales of Luxury cars. They have a limited brand portfolio, and this leaves a whole market untapped. BMW does not have an automotive brand that is intended for the low income or even mid income customers. In times of recession, this can be one of BMW’s biggest issues because it means they have a huge untapped market.
1.3. Opportunities. 
BMW as a company that invests heavily in Research and Development has great opportunities in the market of electric vehicles and this can lead to bigger sales.  Considering there is a strong growth in the global automotive industry they have an opportunity to boost sales for its products.
1.4. Threats
Even though they do have a strong portfolio when it comes to luxury vehicles, one of their weaknesses is the strong competition they have from brands like Mercedes, Bentley or even Audi.  
There are more and more regulations Environmental and Governmental. All these means increased costs and decreased profits.








2. BMW PESTLE Analysis

2.1.  Political Factors for BMW
Introducing new regulations and new policies can be considered a political factor. Adapting to the carbon emission Regulation is one of them. BMW has strong amounts of funds revenues and brand awareness meaning that they can also impact guidelines for the good of the corporation. An article from The Guardian shows that “BMW lobbied to slow down European plans to increase fuel efficiency in cars by putting a stricter limit on carbon emissions”. (Vaughan, 2012)
2.2. Economic Factors 
Being one top listed for the most respectable company, now BMW regularly fights Toyota for the title.  Global economy influences BMW’s performance, valuation and profits. In the last 10 years the GDP fluctuated in Europe, and this make it difficult for BMW Group to ponder revenues and costs for the coming year.
Tariffs are also a very important factor for BMW. It’s possible to build a BMW automobile in a country where you don’t account for the tax, or you can build it in US and then sell it in Europe and the company stands a 10% tax.
2.3. Social Factors
BMW has production companies all over the world in China, South Africa and Austria. The location for these factories is based on heavy exploration and development.  Because each country is unique with its own culture, this means BMW must customize its products and advertising to fit to the people it sells to. They need to understand who their consumers are and to know why they buy. This information involves the incorporation of the social media. Only on Facebook, BMW has over 20 million fans. (BMW, 2021)
2.4. Technological Factors
BMW prides itself on innovation on mobility. Being that BMW its known for its luxury, the company cannot allow to miss out on these relaxation options because their customers are expecting them.  With so much competition in the automotive area, they have to be up to date with the latest luxury gadgets and also the latest concepts. Their cars can come, depending on the model, with automatic car parking or even with autonomous driving which is one of the biggest topics in the automotive area at this point.
2.5. Legal Factors
The legal factor is a bit more complicated because BMW activates in so many countries. BMW Group has to stand by a mass of laws concerning its vehicles and also rules regarding the integrated technology. These rules must comply with the regulations of each country in which the automotive are being manufactured and sold. It is a heavy process because any change to these laws no matter the location can pause or halt BMW’s performance and creation.
2.6. Environmental factors 
This is a time when consumers are more interested in their choices and the way they affect the environment, they care about the health of the planet. As a result BMW has invested heavily in the improvement and distribution of hybrid cars that use less fuel than the regular and on top of this they are also introducing more fully electric options to the public.  BMW group has also reduced its carbon footprint by reducing the C02 emissions of its European vehicles by 42%. Also, with the introduction of electric vehicles, the CO2 emissions have further dropped. The BMW i3 is fully electric with zero carbon emissions. While the hybrid models have C02 emission  that are as less as 45g/km. (BMW, 2021)

 3. Porter’s Five Forces Framework
 3.1. Threat of substitute products or services
The threat of substitute for cars overall as a method of transportation is high. We have different ways of transportation such as bicycles, motorcycles, subway, or other forms of public transportation. But even so in the luxury cars segment, this threat is an insignificant one, taken into consideration the fact that buying a luxury car is an attribute of a rich lifestyle. 
Luxury cars are purchased to fulfill a different need beyond safe transportation. People buy luxury cars as a means of self-satisfaction, to fulfill their need of accomplishment, and status. 
3.2. Rivalry among existing firms.
As seen in the image below, BMW faces a fierce opposition in the global market of luxury cars segment. Owning a luxury car means paying extra money for the perception of status, success and appreciation and in this way, the level of publicity, brand awareness and the effectiveness of the marketing strategy play a critical role. (Bolaji, 2020)

[image: ]

3.3 Bargaining power of BMW group suppliers
The suppliers play a substantial role in the making of the cars. The products delivery to the customers can be affected if there is a delay in the stock of the needed materials. Also, the cost of the providers has a high influence on the profit that the group makes.  BMW Group has over 13.000 contractors of different sizes and the significance of having trades with BMW is supreme for each one of them. Being in the segment of luxury cars, obviously BMW is highly disturbed with the superiority of the products they are making so the expense and excellence for the parts supplied are of great importance. (BMW, 2020)

3.4 Power of buyers
To capture the interest of a sizable market, BMW invest heavily in marketing techniques and advertising. Huge amounts of the budget are spared with the sole scope of influencing the customers. Considering that in this digital era, customers buy on the basis of positive reviews that are offered by users and specialists in different magazines and dedicated websites. From this we can deduct why BMW invests heavily in marketing catalogues and brochures in order to capture the audience and to provide more knowledge regarding the automobiles to their consumers. (DO, 2014)
3.5 Threats to New Entrants
There is intense competition between BMW and its rivals and to be able to compete in the luxury cars market is a difficult task. BMW Group requires a huge amount of funds to be diverted each year to the Research and Development sector, to maintain extremely competent and experienced engineers in order to remain the successful corporation they are. BMW needs to always ensure the best technicians, the best engineers and designers because they are the backbone for the success of the group by aiding the firm to introduce new designs, new cars and a whole new era of innovation in the automobile industry. (DO, 2014)

Conclusion

BMW is a very widespread brand, extravagant automobile producer that delivers high performance cars in the entire world. Even though the BMW Group is always in rivalry with other automobile producers, their interest with modernization and improvement allows them to stand out from their rivals. 
Despite the threats of expensive taxes, the group does not show signs of slowing down. They are investing more and more and, developing and investing in new technologies, green technologies for their customers that are eco-friendly. 
The three-analysis presented indicate that the BMW Group is able to maintain its strong position and its product awareness in the industry while keeping in mind all the significant factors and forces presented.
The fact that they allocate huge amounts of resources to research and development helps them to maintain their solid position in the luxury car market in an environment that can be classified as highly competitive. The new technologies they presented like electric and autonomous driving cars helps them to standout in the automobile industry and attracts more and more customers.
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