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[bookmark: _Toc224894591]Executive Summary 
The current automotive industry is competitive from both low cost and premium brands. A majority of strategies implemented by competitors focus on transitioning from the traditional diesel and petroleum models to electric vehicles. Such models can either be new or used cars. Moreover, the models occur across variants such as full electric, battery electric, and plug-in-hybrid cars. Despite the government push to have all manufacturers and importers of cars to transition from the current models to EV by 2035, a majority of competitors formulate strategic moves enabling them to attract more customers. A majority of makers now consider using radical innovations, incremental innovations, and technology supported materials to remain competitive. 
This report focused on the case of BMW (UK) Ltd to understand the external markets and internal environment. The findings showed the market remain competitive, strong supplier power, and buyer power. Additionally, the rate of new entrants remains moderate with enter new entrant expected to secure high capital outcome, strengthen supplier network, and meet government regulations. BMW relies heavily on imported cars from international markets where BMW Group has manufacturing facilities. Such a move has led the company to experience high direct cost of sales cutting into profit margins. The report recommends that management uses regionalization strategy, cost efficiency strategy, and differentiation through digital transformation. 

[bookmark: _Toc224894592]Introduction
Research on strategic management begin with understanding the meaning of a strategy. According to Rothaermel (2024), a strategy refers to sets of goal-directed and integrated activities to help a company create sustainable competitive advantage against its peers. In this case, a good strategy must help a company in attaining superior performance that a managers can sustain over a long period against competing firms (Hill, Schilling, and Jones, 2020). Such a strategy stems out of strategic management process that focuses on assessment of competitive capability of industry, the guiding framework to respond to the challenge of competition, and a set of actions to implement the guiding framework (Whittington et al., 2019). Therefore, strategic management allows management the opportunity to analyse markets where they operate, design strategies, and ensure that they execute unique activities that help them attain long-term objectives (Rothaermel, 2018). The contemporary dynamic market operated by BMW (UK) Limited, implies that strategic management helps managers in charge of different departments and functions to navigate uncertainty, create sustainable competitive advantage, and continue to overcome disruptive electric vehicle (EV) innovations. 
The report formulates a strategic plan to help shape the current strategy of BMW (UK) Ltd and positions it as one of the leading manufacturer and distributor of premium cars in the market. Besides, the report analyses both the external and internal markets to draw insights from secondary information from industry reports and academic sources. The report uses Porter’s Five Forces model and SWOT model. The final section presents both a strategic plan and recommendations to create and sustain its competitive advantage against other premium car makers. 

[bookmark: _Toc224894593]BMW (UK) Limited Background
 	The BMW (UK) Ltd operates as a strategic business unit subsidiary of BMW Group. It has three registered locations located at Summit One, Summit Avenue, Famborough, Hampshire, and GU14 0FB (BMW UK, 2024). BMW operates in the UK market by importing, storing, distributing, selling, repairing, and maintaining automotive products manufactured through BMW Group. While management imports most of premium cars from German, US, China, South Africa, Mexico, and South Africa. However, it also manufacturers some brands such as MINI vehicles, engines and components. 
	The company serves different categories of customers – corporate customers, government, direct and indirect, and franchised retailers of BMW Motorrad, MINI, and BMW (BMW UK, 2024). Currently, BMW operates through franchised retailer network across the UK market referred to as the Retailer Network. The network comprises of the company and continued partnership with dealers within the network. BMW engages with stakeholders such as the National Franchise Board. 
BMW manages different categories of cars and aftersales services. Management uses strong networks of dealership spread across the UK market to implement its strategy to allow products reach to customers (BMW UK, 2024). Moreover, unlike other competing companies, BMW uses a long-term strategy to break through innovations to operate in a dynamic market where other premium manufacturing companies are also targeting a share of the same customers. 
[bookmark: _Toc224894594]Strategic Intent
[bookmark: _Toc224894595]Vision
BMW (UK) Ltd uses its strategy to define its purpose. For example, BMW wants to become a world leader as the manufacturer and provider premium electric vehicle products and services that meets the mobility of its target groups (BMW UK, 2024). 
[bookmark: _Toc224894596]Mission
The company also uses the mission statement in order to explain to its employees and stakeholders what BMW does. Through its mission, BMW state the type of business it focuses on, what the company is likely to lose if it did not exist and how it makes the difference in a market where other competitors are also striving to attract customers with similar needs (BMW UK, 2024). BMW (UK) Ltd mission is to import, store, distribute, and sale a variety of premium new and used electric, plug-in hybrid cars (PHEV), and battery electric cars to customers (BMW, 2025). Moreover, its mission is to offer innovative services such as charging stations, finance and insurance, service & workshop, and parts & accessories. Employees and management understand the company exists to operate in the automotive premium markets. Without it, customers would miss out of a variety of innovative premium cars. 
[bookmark: _Toc224894597]Objectives
BMW (UK) Ltd seeks to achieve above mission by attaching the following objectives
a. Transition to 100% importation of full electric, battery electric, and plug-in hybrid cars in 2030 
b. Increase MBW registration by more than 20% by 2030 within the premium segments and motorcycle division 
c. Atain a market share of more than 25% by 2030 within the premium market segment
d. Attain higher fuel efficiency and reduction of emissions to the atmosphere by the year 2023 through active management of all product portfolio. Continue with the electrification of all model range to reduce fleet emissions while achieving strategic ambition to achieve its targets 
[bookmark: _Toc224894598]BMW (UK) Limited Current Performance 
 BMW recorded a slight increase in the number of BMW cars manufactured from other countries and imported to be sold in the UK by 12%. However, the units of MINI cars manufactured and sold in the UK, declined slightly by 1.3%. Besides, BMW maintained average market share of 8.4% in a market dominated by other automakers. On the contrast, the number of motorcycles declined by a margin of 1.9%. 


Figure 1: Registration of brands 
[image: ]
Source: BMW, 2024

Figure 2 depicts percentage change of many financial statement items. In overall, the net income declined by a margin of 25%. Major factors contributing to lower income include higher costs – finance expenses for dividends at 65%, followed by income tax at 42%. Othe high expenses were recorded from the cost of sales which increased by 22% and administrative expenses also increased by more than an increase in revenues at 9%. While on the other hand, the company recorded an increase in sales revenues by 6% and finance income by 14%. 

Figure 2: Percentage change of key Financial Items
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[bookmark: _Toc224894599]Strategy Analysis 
[bookmark: _Toc224894600]Porters Five Forces
[bookmark: _Toc224894601]Threat of Entry
The premium market experiences strong threat of entry because any new entrant in the market must have large capital outlay, strong connection with distributors, and research and development. Moreover, new entrants must focus on transitioning to high expensive materials for battery electric, establishing charging stations. 
[bookmark: _Toc224894602]The Power of Suppliers
The market for premium cars experiences moderate power from suppliers of electric batteries, semiconductors, and automotive parts. BMW source its manufactured products from the BMW Group. The battery components and battery motors with a demand of 1.8 million e-motors, 330 GW e-motor, and over 3 kt magnets. Batteries also need components such as 60 kt Lithium (LCE).

Figure 3: Supply of components
[image: ]
Source: Advanced Propulsion Centre UK. 2025
[bookmark: _Toc224894603]The Power of Buyers
The buyers in the market for BMW (UK) Ltd includes the corporate customers, government, direct and indirect, and franchised retailers. The market experiences increasing demand from customers who want to transition from traditional diesel model to EV (Mandys, 20210). 
[bookmark: _Toc224894604]The Threat of Substitutes
The premium EV markets currently experience wider variety of substitutes for customers that want low-cost alternatives such as urban transport and mobility-as-a-service. Substitutes help lower cases dependance on ownership. This is a clear structural shift from owning cars to consideration of mobility solutions. Additionally, this now comes out as a major challenge to BMW traditional business model which are considered to emit more GHG (Kufeoglu and Hong, 2020). 
[bookmark: _Toc224894605]Rivalry Among Existing Competitors 
BMW (UK) market experiences strong rivalry from well established competitors focusing on premium cars. The rivals have better strategies making them access markets faster than BMW. Audi automotives use direct-to-customer model to reach out to buyers (Audi Reports, 20240. Tesla automotive produces a variety of low-cost products attracting high market share. Besides, competitors offer differentiated products such as used cars, after-sales services, financing options, and spare parts. Competitors with best models include Tesla and Audi with BMW ranking in third position. 

Figure 4: Best EV providers in the UK 
[image: Chart showing the most popular cars in the UK]
Source: Yurday (2026)

[bookmark: _Toc224894606]SWOT Analysis
[bookmark: _Toc224894607]Strengths
BMW experiences numerous strengths from internal capabilities. Currently, BMW specializes in importing a variety of fully electric cars, battery electric, and plug-in Hybrid enabling it to meet the ever-increasing market demand (BMW UK, 2025). Strong infrastructure such as home charging, public charging, and strong battery technology to support future demand. Strong brand image increases the chances of attracting more loyal customers who also buy financing and insurance instead of going to financial institutions. BMW now offers hire purchase arrangements, business contract hire, and different financing options making it the smart way for a majority of customers to meet their needs (BMW, 2025)
[bookmark: _Toc224894608]Weaknesses
BMW experiences challenges of lower net income. This stems from numerous sources. Major costs over the last two years included the dividends paid to shareholder, finance expenses from interest rates, warranty provision discounting, property leases, and other expenses (BMW UK, 2024). Importation exposes BMW to unavoidable high direct cost of sales which stems from multiple sources such as interna transfer pricing strategy which seem to affect a majority of its imported products. The company also pays up higher import duties for non-EU importation, compliance and regulations, storage and inventory holding at the warehouse before purchases, transit insurance costs, and currency exchange fluctuations. They have implications of reducing profit margin. 
[bookmark: _Toc224894609]Opportunities
The UK market experiences a steady increase in sales of EV (Mandys, 2021). The period between 2010 and 2023 saw a steady increase in such a demand reaching 455,200 sales in 2023. This trend is expected in the future following the government legislation to have all vehicles follow EV model (Benson et al., 2025). This is now a clear indicator for BMW to prepare for future demand. MBW can also benefit from future expected decline in import tariffs. 

Figure 5: Steady increase in demand of sales of EV in the UK – 2010 - 2023
[image: ]
Source: (Road Genius. 2025)
Figure 6: Sale of battery electric vehicle in UK, Germany, and France
[image: ]
Source: (EVBoosters. 2025)

[bookmark: _Toc224894610]Threats
BMW experiences major threats from external factors that affects its strategy. Most of market-based factors increased direct cost of sales (Khan and Kalirajan, 2011). management lacks capability to control costs stemming from currency exchange rates. Currently, BMW imports its cars in euros (€) and sells in the UK using pounds (£). Weaknesses increases importation cost directly affecting inflation costs while cutting down its profit margins from every sale made. Additionally, the company has little control over administrative costs it pays through customs brokerage fees, compliance checks and documentation, as well as customs declaration. They are all on-value adding costs which cuts down on efficiency rates (Hill, Schilling, and Jones, 2020). Importation also requires that BMW adds up higher fees on logistics and transportation such as when shipping, port handling, and fuel and energy (Khan and Kalirajan, 2011). 
[bookmark: _Toc224894611]Strategy Formulation 
[bookmark: _Toc224894612]Adopt regionalization strategy
Currently, BMW (UK) Ltd relies heavily on imported products manufactured outside the UK market. The company exposes itself to numerous direct costs of sales indicated in the threats section. Management must now adopt the use of supply chain regionalization strategy. The goal is to reduce numerous direct costs of sales. Management needs to strengths both UK and EU importing as well as ensure improved distribution efficiencies. The move seeks to cut down on dependency on imports from distance countries like China, the US, and Germany. 
[bookmark: _Toc224894613]Cost Efficiency Strategy 
BMW (UK) SBU import model makes it experience higher transportation, logistics, administrative expenses, and exchange rates. Al these translates to lower profitability margins. Therefore, management should consider the use of cost efficiency as well as margin protection strategy (Hill, Schilling, and Jones, 2020). To do this, management needs to optimize on cost structures and value-based model of pricing. 
[bookmark: _Toc224894614]Differentiation strategy through digital transformation and premium EV
Strategy management should go beyond traditional product-based model of competition. Instead, management should now focus on high value differentiation (Whittington et al., 2019). BMW will get the opportunity to now offset most of the cost of sales which affects the cost directly (Ofgem, 2024). The strategy would now help the company to focus on high margin EV while enhancing the level of customer experience through digital transformation. Such a move would ensure the company transitions factor to the 2035 set dates for manufacturers and importers of traditional cars to shift their legacy models to EV models (Department for Transport. 2024). 
[bookmark: _Toc224894615]Conclusion and Recommendation 
[bookmark: _Toc224894616]Conclusion
Strategic management helps understand the market where a company operates and own internal position. Assessment of BMW (UK) automotive industry reveals competitive landscape, increased demand for EV vehicles. However, challenges remain inherent for BMW (UK) Ltd because of its focus on importation model. Major costs stem from logistics, currency fluctuations, documentations, and procurement costs.  
[bookmark: _Toc224894617]Recommendation
Strengthen supplier networks through franchising strategy. The move would ensure that the company maintains the rules-of-origin requirements while cutting down on dependance on importation from external markets. By creating regional distribution centers, management can now reduce delays and improve lead times. Integration of UK based manufacturing facilities could enhance the level of coordination. 
	Management should adopt the use of hedging currencies. This requires application of financial instruments when managing euro and pound fluctuation in exchange rates (Khan and Kalirajan, 2011). Management should also optimize management of inventory through forecasting to cut down on overstocking, warehousing costs, and tying up costs in inventory. 
Management should now prioritise high margins when importing cars. To do this, management can allocate more shares to UK inventory across premium EV models for purposes of earning more revenues while ensuring that it aligns all stocking trends. Management to consider expanding digital services through subscription, driver assistance, and predictive maintenance (Llopis-Albert, Rubio, and Valero, 2021). 
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