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1. [bookmark: _Toc215961488][bookmark: _Toc216810149]Introduction
In the contemporary, highly globalised automobile market, efficient global marketing is required to sustain a competitive advantage in a variety of markets. In this report, the marketing approaches of BMW are the object of analysis involving two highly distinct countries, which include the UK, a highly developed, highly controlled one where a consumer oriented on performance, sustainability and advanced technology, and China, the largest international market characterized by high rates of economic growth, fund of technology and a consumer status orientated purchase behaviour. This report is a critical comparison of the strategic adaptations made by BMW in both countries using established marketing frameworks such as the PESTLE analysis, Segmentation-Targeting-Positioning (STP), and the extended marketing mix (7Ps).


2. [bookmark: _Toc215961489][bookmark: _Toc216810150]Company overview
Bayerische Motoren Werke AG (BMW) is a German luxury car company and motor manufacturer with a global brand name of high-performance cars, powerful engineering and brand equity (SE, 2025). BMW is a luxury carmaker that was founded in 1916 and has expanded to rival other luxury carmakers like Mercedes-Benz and Audi (BMW Group, 2024). 
[image: ]
[bookmark: _Toc216697028]Figure 1: BMW
The BMW Group has the BMW, MINI and Rolls-Royce brands, and a strategic emphasis on digital and electrification (Forbes, 2024). The Group produced approximately 2.45 million vehicles in 2024, but the total sales fell slightly because of the headwind in the major markets such as China and Germany (Investing, 2025). Battery electric and plug-in hybrids constituted approximately 24.2% of all deliveries in the same year, with fully electric BMW models increasing by 13.5% globally (Electrive, 2025).
[bookmark: _Toc215961490][bookmark: _Toc216810151]2.1 BMW Operation in the UK
The UK is a large European market for BMW, with a mature automotive consumer market that is highly conscious of luxury cars and has a growing interest in premium electric car (EV) vehicles (Butler, 2025). In 2024, deliveries in Europe and the UK in particular were resilient, with year-on-year growth recorded in several of the markets, like the UK, where the dispatches in the first half of the year increased (Addyng, 2024). The market of high-end cars in the UK is very competitive. High-performance and quality cars with prestige brands are sought by customers who can afford them. BMW markets its electric models in the UK to help the nation shift to electric cars and comply with more stringent emission regulations. UK laws, including future emissions restrictions and EV subsidies, assist the luxury manufacturers in accelerating electrification (Carsite, 2025). UK retailers and advertisers emphasise customer experience, online interaction and brand legacy to draw in insightful buyers. Europe sold nearly 948,500 BMWs in 2024, and the UK sold nearly 168,800 in 2024, indicating the significance of the market (Bruegel, 2025).
[bookmark: _Toc215961491][bookmark: _Toc216810152]2.2 BMW Operation in China
China is the single biggest market in the world that is served by BMW, comprising almost 29.2% of group sales in 2024 (Statista, 2024). 
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[bookmark: _Toc216697029]Figure 2: BMW’s worldwide automobile sales in FY 2024, by regions (Statista, 2024)
Although demand has slowed, China is important due to the high number of consumers and the rapid rate of electrification (Forbes, 2024). Over two decades, BMW has been investing in China, and it has had factories in cities such as Shenyang, such as Dadong and Tiexi factories, and collaborated with Great Wall Motor to manufacture electric MINI cars in China (Creemers, 2022). It also has the largest research and development centre outside Germany in China, where it creates digital services, autonomous technology, and EV features that meet local preferences. BMW sold circa 714,530 vehicles in China in 2024, remaining a leader in some of the luxury categories with a 2025 plan on models to consolidate the competitive stance (Padeanu, 2025).


3. [bookmark: _Toc215961492][bookmark: _Toc216810153]Comparison of the Socio-economic context of the UK and China
The macro environment is examined using a PESTLE framework, which focuses on broad outside forces influencing an organisation or industry. It assists companies in identifying prospects and threats and directs strategic planning, which could be market entry or new product development (Are, 2025). 
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[bookmark: _Toc216697030]Figure 3: PESTEL Analysis (Are, 2025)
[bookmark: _Toc215961493][bookmark: _Toc216810154]Political factors
United Kingdom: The policy environment in the UK, following Brexit, has generated trade polarity and new industrial activities that directly affect the automotive industry. A legally binding net-zero target to be met in 2050 and a gradual prohibition of new car sales of petrol and diesel cars by 2030 have been established by the government (Bekker, 2025). These regulations drive electrification and offer incentives to EV infrastructure and domestic green production. New electric-car grant in 2025 and company-car taxation are influencing company-car manufacturing strategy and supply chains, and pricing (Chambers, 2025). Such foreseeable regulation pressures imply that BMW will need to change its local marketing and product planning to emphasise EVs more.
China: The political climate of China is associated with operational industrial policy and Chinese directives in strategic sectors like new-energy vehicles (NEVs). Beijing relies on subsidies, dual-credit policies and domestic preferences to increase EV purchases and assist local champions (BRAND MINDS, 2021). Simultaneously, it exerts greater control over foreign companies via joint-venture regulations, information-security guidelines and industrial-planning restrictions. Though the government supports electrification, the repositioning of subsidy programs and increased scrutiny provide both opportunities and regulatory burden to the joint ventures and local operations of BMW (BMW Group, 2025).
[bookmark: _Toc215961494][bookmark: _Toc216810155]Economic factors
[bookmark: _Toc215961495]United Kingdom: The UK is a mature and high-income market whose consumer purchasing power of high-end goods is relatively stable. Demand for luxury cars can be affected by inflation, exchange-rate variability, and intermittent economic downturns (Briefing, 2021). The automobile industry continues to contribute significantly to the production of jobs and exports, yet the growth of vehicle registrations is very small compared to the emerging markets. The UK market incentives, as well as firm car tax regimes, also influence the fleet and premium-car demand (Callahan, 2022).
China: China is the largest new-vehicle market in terms of volume in the world and is also vital to BMW's world sales (Finnerty, 2025). Blistering urbanisation, growing upper-middle-income incomes, and the electric vehicle sales boom have boosted premium vehicles demand, and recent macroeconomic tailwinds and declining property markets have diminished luxury expenditures (Chau, Zhang and Tang, 2022). China has massive sales potential, though it also entails high local competition and domestic price pressure among local EV manufacturers.
[bookmark: _Toc216810156]Socio-cultural factors
United Kingdom: The UK customers tend to appreciate individualism, innovation, and real-life, sustainability-focused premium positioning (Du et al., 2024). The British high-end consumers value the engineering heritage, ownership history, and environmental friendliness. Such tastes guide BMW towards driving dynamics and electrified product lines (Cook, 2023). Low uncertainty avoidance and moderate long-term orientation foster the adoption of new technologies in cases supported by brand trust.
China: Chinese consumers are more status-conscious and more long-term oriented in investment and saving behaviour. Buying choices are often influenced by status, technology add-ons and face (China Daily, 2024). The dynamic digital acceptance of the WeChat and Douyin platforms makes experiential KOL-driven marketing particularly effective. Localised services and on-demand digital ownership experiences are also appreciated by the consumers, and therefore, the marketing of BMW in China should preempt prestige, digital convenience, and products that are familiar to locals in China (Clearly Cultural, 2025).
Hofstede’s Cultural Dimension Analysis: 
Cultural Dimensions Analysis by Hofstede is a theory of national cultural variations. It determines six dimensions, which are Power Distance, Individualism vs. Collectivism, Masculinity vs. Femininity, Uncertainty Avoidance, Long-Term vs. Short-Term Orientation, and Indulgence vs. Restraint (Masoud et al., 2025). The model assists companies and individuals in cross-cultural interactions through a comparison of societal values in such aspects as hierarchy, self-interest, competition, risk, tradition and gratification (Herring, 2023). 
United Kingdom: The United Kingdom has a high individualism (76), low Power distance (35), low uncertainty avoidance (35), moderately high Indulgence (69), and moderate Long-term Orientation (60) (Cook, 2023). Such cultural signs imply that marketing techniques ought to preempt individual selection, invention, competitive benefit, and lifestyle advantages-messages that resonate with the stance of BMW and the driving delight and self-identification (BRAND MINDS, 2021).
China: The Chinese cultural profile is described as focused on Power Distance ( 80), and lower levels of Individualism (43), Uncertainty Avoidance (30), Long-Term Orientation (77), and Indulgence (24) (Ho-him, 2025). In the case of BMW, it means that customers can be motivated by prestige, endorsements of authority and relationship sales, long-term value stories, and a message about status and technological leadership. Therefore, premium status, elite experiences, and long-term quality should be emphasised in marketing (Think Insights, 2022). 
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[bookmark: _Toc216697031]Figure 4: Hofstede’s Cultural Dimensions comparison (The Culture Factor, 2025)
Advantages and disadvantages of Hofstede’s model: The Hofstede framework is a concise, comparative system that helps marketers adapt communication patterns, messaging, and sales methods to national cultures (Frow, 2022). The high-level segmentation and positioning decisions are specific to its use. However, the use of Hofstede presents the problem of excess generalisation and disregard of within-country diversity, regional side-breaking, demographic change, and behavioural change, which happens rapidly, particularly in rapidly changing markets like urban China (Masoud et al., 2025). Hofstede must therefore be used as a guide and not as a mandate in localised research and trial-and-error marketing initiatives (The Culture Factor, 2025).
[bookmark: _Toc215961496][bookmark: _Toc216810157]Technological factors
[bookmark: _Toc215961497]United Kingdom: United Kingdom trends demonstrate a strong interest in digital and charging infrastructure development, facilitated by huge investment in interconnected services by OEMs, over shows and connection with networks (Hawksford, 2025). Nevertheless, there is unequal coverage of charging in public. There is a policy mandate to meet 2030 targets, along with industrial incentives providing motivation to manufacturers and dealers to provide a digital sales channel and home-charging options (Horatiu Boeriu, 2025).
China: Digital ecosystems, mobile payment and vehicle connectivity dominate the market in China. The quick deployment of charging systems and superapp connections to WeChat and Alipay allows car manufacturers to provide a highly localised digital customer experience (IEA, 2025). The local technological framework and in-car digital services are major competitive battlefields.
[bookmark: _Toc216810158]Environmental Factors
[bookmark: _Toc215961498]United Kingdom: These business agendas by the United Kingdom of net-zero and a thriving air-quality mean increased regulation and reputation pressure on automakers to decarbonise products and supply chains (IISS, 2019). The incentives of EV adoption and city low-emission zones create the marketing discourses, which predetermine sustainability and lifecycle emissions.
China: The carbon-peak and carbon-neutrality objectives of China, along with urban subsidies for new electric models, stimulate demand for greener products. However, the ecological footprint of the supply chain and local scrap cycles remains threatening to the reputation of a brand (James Roberts, 2025).
[bookmark: _Toc216810159]Legal Factors
United Kingdom: The UK has stringent consumer, advertising, competition and personal data protections under UK GDPR and the Data Protection Act 2018 (OECD, 2024). Such regulations influence customer-relationship management, marketing, and after-sales services.
China: The PIPL and data-security framework (DSL) in China establish certain limitations on data flows, telematics in cars, and cloud computing. Original equipment manufacturers need to reorganise their processes and localise certain operations (Partington, 2025). Compliance is thus a fundamental business and marketing issue.
Similarities and Differences: Both markets promote electrification, digitalisation, where EVs and related services are at the centre of the global strategy of BMW. The UK is an established, regulation-intensive market in which consumers are concerned with sustainability and brand heritage (Reid, 2025). China, on the other hand, is a big, status-oriented market, and its digital ecosystems and strong local competition and data and investment regulations are more complicated (Rhodium Group, 2024). Such variations compel BMW to have global brand continuity and adjust product, price, channel, and communication strategies to the specific country.


4. [bookmark: _Toc215961499][bookmark: _Toc216810160]STP analysis
Segmentation, Targeting, and Positioning (STP) breaks a national market into substantial segments of the market the brand will serve and applies a clear market position to form its product, price, place, and positioning decisions (World, 2025). This section uses STP to BMW to explain how the brand segments both markets.
4.1 [bookmark: _Toc215961500][bookmark: _Toc216810161]STP strategies in the UK
Segmentation: BMW in the UK uses conventional customer segmentation. Demographically, it focuses on wealthy professionals between the ages of 30 and 60. Psychographically, it targets its early adopters, driving enthusiasts, those with a keen eye on engineering and a brand heritage, and sustainability-conscious early adopters (Waldersee, 2025). The segments, in terms of behaviour, are performance seekers, corporate fleet buyers and tech-savvy consumers, who cherish connected services. Geographic segmentation is comparatively small since the UK market is small, though urban customers in London and other cities are more interested in EVs due to charging access and Low Emission Zones (Vaz, 2024). BMW products such as 3, 5, 7 series and X SUVs and i-series EVs encompass these segments. BMW Group UK market performance in 2024 indicates that the company was the market leader in the premium market with high EV growth and the ability to segment towards both performance and electrification customers (Usercentrics, 2025).
Targeting: BMW focuses on high-income individuals and company fleet purchasers who value driving dynamic, engineering quality and, more so, electrification. The company aggressively markets EV customers in the UK by training dealers, EV test-drives and marketing sustainable luxury and performance (Trading Economics, 2024). BMW Group UK registration data indicate an increasing number of BEVs, which confirms this approach to targeting. The brand also has distinct products such as MINI and Rolls Royce to strike adjacent style markets (Tian, Wang and Zhu, 2024).
Positioning: Positioning of BMW in the UK combines the heritage of Sheer Driving Pleasure with modern-day sustainability and high technology. Messages that will attract both conventional driving clients and ecologically aware luxury customers focus on engineering, performance and a growing electric line-up of cars (SE, 2025). The UK advertising statistics and brand tracking indicate that BMW remains very conspicuous and positively perceived in relation to competitors.
4.2 [bookmark: _Toc215961501][bookmark: _Toc216810162]STP analysis in China
Segmentation: In China, BMW segmentation has been based on technology appetite and status. The main categories comprise high-income, status purchasers in tier-1 and tier-2 urban areas, tech-focused younger workers who value connectivity and in-car digital functions, and a group of NEV buyers who are rapidly increasing and not only demand green credentials and government subsidies (Statista, 2024). The urban concentration is intensive with highly concentrated sales in Beijing, Shanghai, Guangzhou and the key capitals of provinces where the strongest premium demand and charging infrastructure can be found (Reuters Staff, 2024). The segmentation of local tastes and family/chauffeur usage is visible in the localised model mix, which BMW adopted in China as long-wheelbase models, China-specific trims, and locally manufactured EVs through BMW Brilliance (Kang, 2025). 
Targeting: In China, BMW targets consumers who prioritise status, technology, and local relevance. It collaborates with BMW Brilliance to manufacture low-cost, country-specific brands among the wealthy population of the country (Dudarenok, 2023). Digital marketing via WeChat, Douyin, and Xiaohongshu, celebrity and KOL endorsement, allows BMW to reach younger and richer crowds. The brand also enhances chauffeur and rear comfort in long-wheelbase models to suit the local taste (Graser, 2018). These attempts are seen through new product launches and continuity in local R&D.
Positioning: BMW positions itself in China as the pinnacle of high status, high technology, and reliability. The brand emphasises domestic quality, tailor-made EVs, and high-quality online services that are connected with Chinese super-apps (Digital Crew, 2020). Social media-specific campaigns are designed, often with local celebrities or KOLs supporting the prestige and cultural appeal. This approach differentiates BMW among established German competitors and fast-growing local NEV manufacturers (Chris Overall, 2024).
Perceptual Map of BMW in the UK
[image: ]
[bookmark: _Toc216697032]Figure 5: Perceptual Map (Awware, 2022)
BMW in the premium car market of the UK sits in the upper-right quadrant, which associates high performance with a luxury image (Awware, 2022). BMW is perceived to offer better engineering, dynamic handling, and low-tech features in-car, and retains a status of prestige as compared to mass-market and technology-based competitors. BMW is seen as more performance-based and driver-centric than Mercedes-Benz (YouGov, 2024). Innovative brands such as Tesla are regarded as both technology-innovative and not expensive in luxury. 
4.3 [bookmark: _Toc215961502][bookmark: _Toc216810163]Comparative evaluation
The table below provides a comparative evaluation of BMW’s STP strategies in the UK and China.
	Area of comparison
	UK
	China

	Primary segments targeted 
	BMW primarily serves wealthy individual consumers and corporate fleet clients who enjoy driving performance, high-quality, and more eco-friendly mobility, particularly electric vehicles (Waldersee, 2025).
	BMW targets upper incomes, style-conscious urbanites and younger, tech-conscious office workers in tier-1 and tier-2 cities that appreciate prestige, hi-tech capabilities, and electric performance (Xinhua, 2025).

	Core targeting tactics 
	BMW has a dealership-based experiential marketing approach, including test drives, online configurators, and corporate leasing schemes to attract high-end clients and support long-term brand acceptance (Trading Economics, 2024).
	Its brand is based on localised manufacturing, models that use China to make them, competitive financing, and high-intensity online marketing on platforms like WeChat and Douyin, which are often anchored by key-opinion-leader marketing (Yougov, 2024).

	Positioning emphasis 
	BMW is positioned as an upscale and sporty brand that integrates sheer driving pleasure with high technology, and growing sustainability and electrification (SE, 2025).
	BMW is projected as a high-end global luxury brand promise of long-term value, technological brilliance, and localized premium experiences at the Chinese consumer expectation (Tian, Wang and Zhu, 2024).





5. [bookmark: _Toc215961503][bookmark: _Toc216810164]Marketing Mix 
This section compares the marketing decisions of BMW in the United Kingdom and China based on the 7Ps, how the company is blending product lines, pricing, distribution and messages to respond to local market needs, government regulations and market competition.
Product classification: 
The core BMW product lies in exclusive passenger cars and their associated mobility package, which, according to the criteria of marketing, are defined as speciality products that are being bought by buyers based not on pricing sensibility but brand prestige, performance, and technology (BMW Group, 2024). The other complementary sub-brands, such as MINI, Rolls-Royce, and after-sales services, as well as features that are digitally delivered, including ConnectedDrive, BMW Charging, are also included in the portfolio (Frow, 2022).
Product depth
The depth of models is various, as many different types of engines, types of trim, wheelbase, powertrain (ICE, PHEV, BEV), and equipment packages make up a dizzying number of SKUs that fit the local consumer market and local tax systems (BMW Group, 2024). As an example, a longer-wheelbase 5 Series and trims customised exclusively to China demonstrate a more rigorous SKU customisation in China than in the UK (Ho-him, 2025).
Product width: 
At the international level, BMW has a wide product line that covers compact models (1/2 Series), core sedans (3/5/7 Series), and SUVs (X family), performance models (M models), and electrified models (i3 legacy, i4, iX, iX1, iX3), and lifestyle products and financial services (LBB Editorial, 2022). BMW has deployed the majority of its worldwide families in both the UK and China, but has diversified the model mix and feature set to meet the local taste (Padeanu, 2025a).
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[bookmark: _Toc216697033]Figure 6: BMW Car Models
Product dimensions: 
Core products: Mobility is at the centre of its core product, and it is presented in the form of safe, performance and premium cars that provide a high-quality driving experience and a comfortable feeling (World, 2025). 
Packaging: Physical attributes, including exterior design, interior quality, and long-wheelbase options, and digital features, including in-car software or China-specific apps and services, are all covered under packaging (Padeanu, 2025b). 
Auxiliary features: The auxiliary offerings cover warranties, BMW Financial Services, subscription plans, connected services, and dealer experience packages, which include personal delivery and VIP events (Addyng, 2024). Digital packaging has become more important than ever with the recent emphasis on Neue Klasse roadmap products, which are software-defined.
[bookmark: _Toc215961504][bookmark: _Toc216810165]Marketing mix comparison
Although BMW has a consistent premium brand image, the company varies the seven Ps of product, price, place, promotion, people, process, and physical evidence to fit the UK and China markets, considering the local policy, consumer motives, and competitive strategies (Dudarenok, 2025).
Product
In the UK, BMW represents a well-balanced approach to the use of ICE, PHEV, and BEVs, which will speed up the introduction of BEVs. Marketing focuses on momentum, technology of tradition and the shift to electrification and is consistent with the 2030 petrol/diesel phase-out. BMW Group UK has noted high BEV market share in 2024, with the i4 and iX in model launches trailed by dealer experience centres (Bruegel, 2025). 
In China, BMW markets its cars in a different way, including long-wheelbase sedans and China-specific EVs manufactured under Brilliance (BBA). It combines the local digital capabilities and voice assistants (Creemers, 2022). Localisation of production increases local content and facilitates quicker product cycles that are responsive to the Chinese market. By 2024, China's shipments were over 700,000 vehicles, with an obvious emphasis on BEV expansion despite recent weaknesses in the market (Carsite, 2025).
Price 
The pricing of BMW in the UK is based on its high-end positioning and the influence of company-car taxes, including Benefit-in-Kind taxes, which apply to corporate leasing and pricing messages (Butler, 2025). Consequently, BMW facilitates finance deals and corporate offers with list prices. EV incentives are lower than in earlier years, meaning that the emphasis is on the total cost-of-ownership instead (Electrive, 2025).
In China, BMW competes with local brands of NEV, which tend to set lower prices than European competitors. BMW employs local pricing, attractive financing, trade-in promotions, and joint-venture price advantages to remain competitive and maintain positioning on premium trims (Dieselnet, 2016). Its demand is also driven through frequent promotions and subscription models.
Place 
BMW has balanced franchised dealerships, certified pre-owned stores, and an expanding online direct-to-consumer channel in the UK, allowing clients to build cars, finance, and obtain cars without physical contact. BMW UK has emphasised its investments in omnichannel retail (Forbes, 2024). Urban experience centres and regional dealerships continue to be important in terms of test drives and service. 
Distribution in China is very digital and omnichannel. BMW retails via the BBA dealer network, brand flagships in tier-1 cities and official T-mall or JD accessory chain (Leggett, 2025. Superapps like WeChat Mini Programmes and Douyin shops are integrated with sales. Local partners deal with last-mile delivery and after-sales services, and joint-venture plants reduce supply chains (Padeanu, 2025).
Market Entry: BMW first penetrated the UK by exporting and subsequently by creating manufacturing and assembly plants, including the Oxford MINI, and a well-established dealer network (SE, 2025). It runs in the UK as a direct market country with wholly owned sales and marketing. The brand has been strengthened by the historical production and its network of dealers.
In China, BMW uses a long-term joint venture, BMW Brilliance Automotive (BBA), to address regulatory needs and localisation of production, R&D, and supply chains (Are, 2025). The JV allows local production, fast response to the market and custom products. BMW has renewed the JV agreement until 2040, which indicates strategic dedication (Bekker, 2025). The model also enables adherence to local data and investment regulations.
Promotion 
UK advertising emphasises brand legacy, pleasure-engineering, and green technology by using televisions, online marketing, experiential activities, motorsport association, and targeted CRM with very rich customers and fleet managers (BMW Group, 2025). BMW UK embraces BEV incentives and dealer EV programmes as well.
In China, promotional campaigns involve exploiting temporally resonant campaigns, such as the Lunar New Year, and cooperating with key opinion leaders, viral content on platforms like Douyin, and strategic platform choices, which help to quickly reach the target audience and convert it into profits (Briefing, 2021). BMW China also utilises short video and live streaming, along with campaigns led by local artists, to attract younger buyers and then convert that online interest into a visit to the showrooms (Callahan, 2022).
People
The UK people strategy of BMW is based on the trained dealership sales teams, training of service staff in electrification, and corporate account managers to support fleet sales (Cook, 2023). BMW spends a lot of money on training its dealers to provide a standardised high-end customer experience.
In the Chinese market, sales staff often take the role of relationship managers and are assisted by digital sales assistants and key opinion leaders (Chau et al., 2022). BMW then uses some local teams and collaborates with domestic agencies to provide customers with culturally suitable services at flagship stores and dealer points of contact.
Process 
In both markets, this brand embraces lean digital buying platforms, online configurators, and matters with built-in after-sales. Nonetheless, in China, in-app service booking, payments, and livestream commerce services show more transaction-focused and fast interactions than the more appointment-based dealer experiences in the United Kingdom (Du et al., 2024). OTA software provisioning and subscription services are the new elements of processes in both countries.
Physical evidence 
BMW's physical representations feature showrooms, test-drive routes, service centres, and branded events. In the UK, the focus lies on fully-immersive showrooms and electric-vehicle centres, whereas in China, full-line brand stores in the centres of cities, as well as surrounding paintings of shopping holidays, provide concrete high clues and help to create local contact (Finnerty, 2025).
Advantages and Disadvantages of Marketing Mix 
 The marketing mix allows BMW to broaden its brand across countries and allows localisation at the level of products, involvement of the joint ventures' production process in China, and omnichannel selling in the United Kingdom, thus increasing relevance and responsiveness (Herring, 2023). Experiential and online promotion campaigns also strengthen brand equity and speed up the penetration of battery-electric cars. 
The added complexity of managing a diverse set of SKUs and the large network of dealerships swells the cost structures (Horatiu Boeriu, 2025). Local new-energy-vehicle entrants in China lead to aggressive competition that would squeeze margins and cause quick adaptations to price and feature offerings (IEA, 2025). At the same time, regulatory and tax reforms, including the United Kingdom rules regarding the company cars and Chinese data/protection rules, drive continuous adjustment and can undermine the effectiveness of standardised offers.


[bookmark: _Toc215961505]

6. [bookmark: _Toc216810166]Evaluation of marketing strategy in the UK and China
This part examines the effectiveness of marketing strategies of BMW in the United Kingdom and China by comparing the sales, market share, distribution, brand awareness and digital activities.
[bookmark: _Toc215961506][bookmark: _Toc216810167]6.1 The performance of BMW in the UK
The UK marketing strategy is quite effective for BMW, particularly in the high-end market. In the UK, the registrations of the top three premium car brands according to the BMW Group Annual Report 2024 include BMW, Mercedes-Benz, and Audi (Hall, 2025). According to SMMT, BMW is estimated to have about 10-12% of the UK market in the premium market, which reflects good brand loyalty and marketing to the high end of the market (SMMT, 2025). 
The electrification drive of BMW also showed good outcomes. In 2024, BMW was one of the largest sellers of premium EVs in the UK (Bekker, 2025). The UK BEV registrations rose annually, and models such as the i4 and iX performed well. BMW Group UK has more than 130 authorised dealers around the country, offering extensive physical presence and after-sales service all over (Investing, 2025). 
Brand awareness scores solidify the effectiveness of the strategy. YouGov BrandIndex UK continually places BMW at the top of the list in terms of brand consideration, perceived quality, and corporate reputation among high-end car buyers (YouGov, 2024). 
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[bookmark: _Toc216697034]Figure 7: BMW Brand awareness by YouGov Brand Index (YouGov, 2024)
Online interaction is high as well. The Instagram and YouTube pages of BMW UK have high engagement rates compared to competitors, with the help of experiential campaigning, EV-education, and sponsorships (Hootsuite Inc, 2025). Generally, the UK marketing of BMW supports its sustainability-based, performance-based, and premium positioning.
[bookmark: _Toc215961507][bookmark: _Toc216810168]6.2 The Performance of BMW in China
China is the most strategically critical market for BMW, but its performance is more ambivalent in terms of stiff competition. According to the BMW Group Annual Report 2024, China was recognised as contributing approximately 30% of total world sales with more than 700,000 vehicles sold despite slower macroeconomic growth (Co, 2025). According to CAAM and Statista data, BMW is ranked among the leading foreign premium brands in China, alongside Mercedes-Benz (Kang, 2025).
The BMW joint venture, BMW Brilliance Automotive (BBA), operates two huge production facilities in Shenyang. It also maintains over 600 dealerships in China that provide extensive penetration of BMW (Reuters Staff, 2024). BMW uses localised marketing approaches, including long-wheelbase models and China-related EVs, to remain relevant among status-seeking customers. 
BMW China has great execution with regard to digital engagement. Millions of people follow the brand on WeChat, Weibo, and Douyin (Think Insights, 2022). Key opinion leaders (KOLs) result in high views through and interaction rates. However, the expansion of its market share is strained by the presence of ambitious domestic EV brands such as BYD and NIO (Tian et al., 2024). This indicates that although BMW marketing is good, aggressive competition limits overall performance gains. 




[bookmark: _Toc215961509]

7. [bookmark: _Toc216810169]Ethical issues assessment
The section will consider the main ethical concerns associated with the marketing mix of BMW in the United Kingdom and China, covering sustainability claims, data use, fairness in prices, and responsible promotion.
Environmental and Sustainability Ethics 
BMW also promotes electrification and sustainability in the UK and China; it is associated with holding concerns about greenwashing. The firm records reduced lifecycle CO2 emissions and increased battery electric vehicle sales (Greenly, 2023). However, its future popularisation of high-emission performance vehicles can corrupt its environmental assertions. The standard of environmental statements required by UK advertising insists on clarity and an evidence-based nature, which increases reputational risk in case BMW exaggerates the level of influence (Norton Rose Fulbright, 2023). The fast development of EVs in China poses the threat of battery sourcing, recycling, and upstream environmental impacts. BMW addresses these risks through supplier codes of conduct and programmes to reduce its environmental impact through the circular economy, but with limited external monitoring (Shipley, 2023).
Data privacy and digital marketing ethics 
BMW prolifically employs connected car data and digital environments, with potential ethical issues arising in China. The Personal Information Protection Law (PIPL) of China and the Data Security Law regulate the collection and use of customer data by BMW via in-car systems and superapps (Reid, 2025). In the UK, BMW has to adhere to the UK GDPR, which enforces strict consent and disclosure conditions in CRM and targeted advertising.
Pricing and promotional ethics 
In both markets, premium pricing is ethically fair. Nevertheless, the competitive nature of the EV market in China compels unattractive discount pricing and financing terms that threaten to undermine transparency and consumer confidence (World, 2025). BMW considers its ethical risks with compliance schemes and ESG reporting, although constant attention is necessary due to the increased digitalisation and sustainability marketing (BMW Group, 2024).

8. [bookmark: _Toc215961510][bookmark: _Toc216810170]Recommendation
[bookmark: _Toc215961511]This section offers strategic recommendations to enhance the effectiveness of BMW in its international marketing, particularly in the UK and China.
Deepening electric-first and sustainability-led positioning 
BMW must invest in an electric-only storey to shed transitional rhetoric that continues to offer high-emission sports vehicles (World, 2025). In the UK, it needs to reinforce lifecycle sustainability claims, including production, use and recycling, to comply with tougher ASA regulations and fulfil environmentally conscious consumer needs. Local EV-manufacturing, battery recycling, and long-term carbon-neutral strategies should be prioritised in China, enabling BMW to compete on equal terms with local NEV brands (Transport and Environment, 2019).
Enhancing digital ecosystem localisation 
BMW needs to reshape specific market digital ecosystems rather than a global approach. Greater involvement with WeChat, Douyin, and in-car local applications in China would increase engagements and conversions, particularly among its younger premium consumers (Padeanu, 2025a). In the UK, developing a data-transparent CRM with subscription-based services would enhance the level of trust and long-term client participation and meet UK GDPR requirements (OECD, 2024).
Refining premium value communication under price pressure 
With the intensifying competition, especially in China, BMW needs to shift its messages to not just price and incentives, but the overall ownership value, which comes in the form of software updates, resale value and after-sales quality (Reid, 2025). In the UK, the corporate fleet marketing needs to use to its advantage the favourable EV tax breaks and ownership-cost comparisons in order to ensure that it does not lose its market share (Greenly, 2023).
Strengthening ethical and governance transparency 
BMW needs to market its ethical standards, as it has created data-privacy protection, responsible supply chain, marketing, and advertising. Effective ESG narration will protect brand equity and differentiate BMW as a responsible and premium brand in these two markets (BMW group, 2024).


9. [bookmark: _Toc216810171]Conclusion
. The report critically analyses the marketing of BMW in the United Kingdom and China, demonstrating how the world's premium brand responds to varied macroeconomic and cultural environments. The analysis demonstrates that BMW has been successful in localising STP strategies and marketing mix without altering its premier identity. BMW in the UK is focused on performance, sustainability and corporate fleet marketing, which is also matched to the mature consumer expectations and regulatory pressures. Joint-venture production, digital ecosystems and positioning based on status allow BMW to operate in the largest automotive market globally, localisation in China. However, rising competition and moral focus imply that BMW has to reinforce electric-first messages, digital openness and accountable marketing conduct in order to achieve long-term international competitiveness.
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