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[bookmark: _Toc231440646]Abstract 
This report offers an overview of the essential concepts of brand marketing, consumer engagement, and research evaluation. It covers several key topics including brand awareness, brand exposure, the channels that engage consumers with a brand, and the perception of innovation and sustainability.
 Furthermore, the modern marketing strategies, such as hybrid marketing of car companies, local marketing – global communication, sustainability stories and CEO marketing with its challenges and governance are discussed. Furthermore, it emphasizes the ethical and regulatory aspects, which form the foundation for responsible marketing. The report also addresses issues of research design assessment, difficulties encountered in the research process, lessons emerged and personal development through the research. The overall objective of the work is to provide a structured knowledge on the role of marketing strategies and responsible business practices in shaping the development of strong brands, which are sustainable and globally competitive.
Particularly in the luxury car industry, the quick development of digital technologies has drastically changed contemporary marketing tactics. Luxury brands are increasingly relying on digital marketing channels to reach their customers, create awareness of their brand and maintain their competitive edge in highly dynamic world markets. 
But luxury brands are challenged on keeping the premium positioning and exclusivity in highly accessible digital environments. This dissertation focuses on the BMW brand to explore the impact of digital marketing on luxury brands in a critical manner. 
50 respondents who were familiar with BMW's digital marketing initiatives were given a survey questionnaire as part of the study's quantitative research methodology. Thematic interpretation and descriptive statistical analysis were used to analyse the data. The study examined the impact of consumer engagement, digital storytelling, online advertising, influencer marketing, and social media marketing on BMW's reputation as a luxury brand.
The findings indicate that digital marketing positively affects BMW's brand awareness, customer engagement, and the perception of innovation by the customer and its overall luxury image. Social media sites like YouTube and Instagram were found to be especially successful in influencing consumer attitudes and emotional involvement. Yet the findings also reveal that digital exposure, if not managed strategically, can have a negative impact on the exclusivity and symbolic luxury value.
By investigating luxury car branding in digital settings, an area that is still comparatively unexplored in comparison to the fashion and retail luxury sectors, the dissertation adds to the body of existing literature. According to the study's findings, digital marketing has emerged as a crucial strategic tool for luxury car companies, but its success hinges on striking a careful balance between exclusivity and visibility.


[bookmark: _Toc231440647]GLOSSARY
	Term
	Definition

	Brand Equity
	The value a brand adds to a product or service through customer perception and recognition

	Digital Marketing
	The use of online platforms and technologies to promote products and services

	Luxury Branding
	Marketing strategies focused on exclusivity, prestige, and premium consumer experiences

	Consumer Engagement
	The emotional and behavioural interaction between consumers and brands

	Influencer Marketing
	Marketing strategy using individuals with social media influence to promote products






[bookmark: _Toc231383867][bookmark: _Toc231440648]Chapter 1: Introduction
[bookmark: _Toc231383868][bookmark: _Toc231440649]1.1 Background of the Study
Digital technology is evolving at a rapid pace and impacting the way businesses communicate with consumers, the way they compete and the way they build brand meaning. Social media, search engines, websites, mobile apps and online video have not only become a complement to television, print media and outdoor advertising but are increasingly becoming their replacements. Digital marketing is thus no longer just a communications tool but a strategic capability that allows for personalised communication with consumers, real-time measurement and evaluation of performance, and targeted messaging for the organisation at present (Chaffey and Ellis-Chadwick, 2019).
This transition, particularly in the luxury segment, is critical as brand perception directly impacts consumer perception and buying patterns. Luxury brands are not only appreciated for their functional value, but also for their exclusivity, prestige, heritage and emotional value and superior quality (Kapferer and Bastien, 2017). Some of the symbolic meanings that consumers may seek include status, expression of identity and aspirations, which lead to the consumption of luxury brands. Therefore, luxury companies need to strongly safeguard their brand image as the loss of exclusiveness or prestige can lead to a loss of desirability.
Digital marketing poses risks, but also opportunities, for luxury brands. It enables the luxury companies to connect with younger, technologically savvy audiences and to convey stories around brands worldwide. Digital communication, however, is accessible, interactive and widely shared and may be in conflict with the controlled communication which is the norm when dealing with luxury branding (Okonkwo, 2010). The central question is therefore how luxury brands can use digital marketing while preserving exclusivity, symbolic value and premium positioning.
Digitalisation has also transformed the automotive sector, especially the premium sector. Online reviews, social media, advertising, brand websites and digital content are becoming a more important factor consumers consider before even physically interacting with a vehicle (Kotler and Keller, 2016). This can mean that judgements of luxury, quality and innovation can be made prior to a showroom visit or test drive. As a top premium automotive brand, BMW leverages social media marketing, online advertising, digital storytelling, influencer activity and connected digital services. The question is whether these activities help build BMW's reputation as a luxury brand or detract from it.
[bookmark: _Toc231383869][bookmark: _Toc231440650]1.2 Background of the Company (BMW)
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Source: BMW Group (n.d.b)
BMW, formally Bayerische Motoren Werke AG, is a German luxury car maker headquartered in Munich, Germany. The company’s history dates back to 1916, when Bayerische Flugzeug-Werke AG was established, while the BMW name developed from Rapp Motorenwerke, which in 1917 became Bayerische Motoren Werke GmbH. Although BMW branched out into automobiles and motorcycles, its initial operations were associated with aircraft-engine manufacturing. It released its first motorcycle, the BMW R 32, in 1923, and BMW became an automobile manufacturer in 1928 with the acquisition of Fahrzeugfabrik Eisenach (BMW Group, n.d.a; Meiners, 2016).
BMW has since developed into one of the world’s leading premium mobility companies. BMW Group identifies itself as a leading manufacturer of premium cars and motorcycles and operates through a global sales and production network. The BMW Group has a brand portfolio comprising BMW, MINI, Rolls-Royce and BMW Motorrad, allowing the group to compete across premium, luxury and ultra-luxury mobility categories (BMW Group, n.d.b; BMW Group, n.d.c). This portfolio is relevant because BMW’s brand image is based on product quality and associations with lifestyle, innovation, performance and exclusivity.
BMW's brand has always been associated with driving pleasure, engineering quality and premium positioning. From a branding perspective, these types of associations are important because strong brand meanings create customer-based brand equity, perceived value and consumer loyalty (Keller, 2013). Thus, BMW's digital marketing efforts need to maintain functional credibility while simultaneously maintaining symbolic luxury value.
For some years now, BMW has focused on sustainability, electrification and digitalisation. According to the BMW Group Report 2024, the BMW Group delivered 426,536 all-electric vehicles, had 33 production sites in 16 countries and over nine million BMW vehicles capable of remote software upgrades in 2024 (BMW Group, 2024a). BMW’s sustainability communication also supports its premium positioning by linking luxury mobility with environmental responsibility and long-term corporate sustainability goals (BMW Group, 2024b). These developments have significance as BMW’s luxury perception is increasingly conveyed via digital channels, connected services, online brand experiences and sustainability-focused messaging.
[bookmark: _Toc231383870][bookmark: _Toc231440651]1.3 Research Problem
Digital marketing provides benefits such as visibility, engagement and customer interaction, but its impact on luxury brand image remains complex. The combination of luxury branding which is about exclusivity, rarity and controlled messages clashes with digital platforms, which are about accessibility, interaction and constant exposure (Kapferer and Bastien, 2017). This poses a dilemma for BMW. Digital marketing can raise awareness and strengthen perceptions of innovation, but at the same time, excessive or uncontrolled communication can have a negative impact and weaken perceptions of exclusivity and symbolic luxury value.
While digital marketing and brand equity have received significant attention, there has been less focus on luxury automotive brands and how digital marketing can impact consumer perceptions in this industry. Though there is a lot of luxury research on fashion and retail, luxury cars involve higher financial commitment, lower purchase frequency, more technical assessment and greater importance of physical experience. This dissertation examines whether BMW's digital marketing enhances or undermines the brand image from the consumer perspective.
[bookmark: _Toc231383871][bookmark: _Toc231440652]1.4 Research Aim and Objectives
Research Aim:
The aim of this study is to analyse the impact of digital marketing strategies on the luxury brand image of BMW in the UK automotive sector.
Research Objectives:
1. To examine BMW’s key digital marketing strategies within the luxury automotive sector.
2. To assess consumer perceptions of BMW’s luxury brand image.
3. To evaluate the relationship between digital marketing engagement and consumer brand perception.
4. To find out which are the problems that digital marketing poses for the BMW in sustaining its exclusivity in online environments.
5. To suggest ways of improving BMW's digital marketing efforts without compromising on the brand's luxury status.
[bookmark: _Toc231383872][bookmark: _Toc231440653]1.5 Research Questions
1. How does digital marketing impact the customers' perception of BMW's luxury brand image?
2. What digital marketing channels do consumers see the most when it comes to BMW's brand communication?
3. Does social media engagement strengthen or weaken consumer perceptions of BMW’s luxury brand image?
4. What digital factors most influence consumer perceptions of BMW in online environments?
5. What strategies can BMW employ to maintain their exclusivity and premium positioning in digital marketing?
[bookmark: _Toc231383873][bookmark: _Toc231440654]1.6 Relevance of the Study:
The relevance of this study is that it deals with the question of how luxury car brands can stay visible on digital channels but still retain their exclusivity. As organisations are more and more reliant on digital platforms, it is important to understand the impact of these tools on consumer perception for academic research and management practice (Chaffey and Ellis-Chadwick, 2019).
The study contributes to the limited research in luxury automotive branding using digital marketing. Past research has examined the consequences of digital marketing in the consumer domain and in the luxury fashion domain, but few studies have examined the effects of digital marketing on brands like BMW. This is important as the theory of luxury brands revolves around heritage, prestige and controlled communication (Kapferer and Bastien, 2017) while digital marketing is about openness, interaction and mass participation. The study of BMW, in particular, allows this dissertation to explore the interplay of these conflicting forces in a high-end auto context.
This research, in practice, could be beneficial for BMW, and other luxury auto manufacturers, in reaching younger, digitally minded consumers in a way that does not detract from their brand. Keller (2013) says communication should be consistent to reinforce positive brand associations to build strong brand equity. Managers can use this understanding of consumer responses to digital marketing to develop digital marketing campaigns that will help build awareness and engagement, exclusivity, trust and perceived quality.
[bookmark: _Toc231440655]1.7 Theoretical Framework
This study is guided by the theories of branding, luxury marketing and consumer behaviour, relationship marketing and digital communication. These theories can be used to analyse elements such as brand awareness, perceived quality, emotional involvement, trust and exclusiveness in regard to BMW's digital marketing.
Aaker's Brand Equity Model is a framework to explain brand value (Aaker, 1991), which is based on four major components: brand awareness, brand quality, brand association, and brand loyalty. From a BMW standpoint, digital marketing can help enhance the brand value by providing visibility and reinforcing the brand's performance and innovation. But Aaker's model does not fully account for the symbolic luxury value and thus, the model should be combined with the luxury branding theory.
The luxury branding perspective of Kapferer is significant because luxury brands are based on rarity, tradition, symbolism and controlled communication (Kapferer and Bastien, 2017). Based on this theory, the digital visibility of BMW can be evaluated to determine its impact on sustaining the premium brand image or if it leads to overexposure. It's particularly relevant for social media, exclusivity and premium positioning.
The theory of consumer decision-making can be applied as consumers research information and compare options, read reviews and form perceptions before buying products (Kotler and Keller, 2016). This helps to determine the effect of BMW's online advertising, social media, websites and reviews on evaluation. The theory of relationship marketing brings in engagement, trust and long-term relationships. BMW can communicate with consumers in a continuous fashion via digital channels, but it has to be in line with the brand, as bad targeting can hurt the brand. Lastly, digital marketing communication theory can be applied to examine the platform selection, message congruity, content quality and interactivity. Overall, the framework recognizes that in order to support BMW's luxury branding, a balance between visibility, engagement and exclusivity in digital marketing is required.
[bookmark: _Toc231383874][bookmark: _Toc231440656][bookmark: _Toc231383875]1.8 Dissertation Structure
To maintain clarity and consistency throughout the study, the dissertation is organized into six major chapters, each of which logically and methodically addresses a certain aspect of the research.
· Chapter 1: Introduction – This chapter includes the research background, BMW context, research problem, aim and objectives, research questions, study relevance and theoretical framework. It provides a base to consider the impact of digital marketing in BMW as a luxury brand.
· Chapter 2: Literature Review – This chapter is a critical review of the literature in the following areas: digital marketing, luxury branding, brand equity, consumer behaviour, social media and influencer marketing. It brings together and contrasts relevant academic discussions and points out the research gap in the field of BMW and luxury automotive brands.
· Chapter 3: Research Methodology – This chapter covers the research design, the research philosophy, the research approach, data collection, sampling strategy, data analysis process, reliability, validity and ethical considerations of the study.
· Chapter 4: Data Analysis and Findings – This chapter covers the findings of the questionnaire which were presented in tables, charts and descriptive analysis. The findings are analysed based on the research goals and questions.
· Chapter 5: Discussion – This chapter critically discusses the findings in relation to the literature review and theoretical framework with emphasis on BMW's digital marketing, consumer perception and luxury positioning.
· Chapter 6: Conclusion and Recommendations – This chapter concludes with a summary of findings, answers to the research questions, limitations, recommendations for BMW and future research.

[bookmark: _Toc231440657]Chapter 2: Literature Review
[bookmark: _Toc231440658]2.1 Introduction
This chapter exemplifies and examines the literature of digital marketing, luxury brand image, consumer engagement and premium positioning in the automotive industry. It is not just about summarising past research but about examining the extent to which the current body of knowledge can explain the relationship between digital marketing and the luxury brand image of BMW. That is crucial because there is a strategic tension for luxury brands with digital marketing. Digital platforms expand reach, visibility, participation, data collection and customer interaction, whereas luxury branding requires prestige, symbolic value, selectivity and controlled communication. What is important, then, is not that BMW should use digital marketing, but that its digital marketing serves to enhance or dilute the notions of exclusivity, innovation, trust and premium quality.
This review addresses two interconnected debates. First, digital marketing research indicates that social media, online advertising, influencer marketing and electronic word of mouth enable brands to interact with consumers in a way that can help them form relationships. Appel et al. (2020) claim that social media is no longer merely a communication platform but a wider digital space where consumers, brands, influencers and communities are communicating with one another and creating brand meanings. Second, luxury and premium-brand research indicates that visibility can be hazardous by making a brand seem too easy to access, too commercial or too plain. This is especially true for BMW, as luxury car manufacturers are not the same as luxury fashion brands. Cars involve higher financial risk, technical assessment, showroom experience, performance expectations and long-term ownership considerations. Hence, the results of research based on general social media or fashion can only be transferred to BMW if they are critical adapted.
The chapter is organized around 9 themes: digital marketing and brand communication, luxury branding and exclusivity, digital luxury brand experience, customer-based brand image, social media engagement and electronic word-of-mouth, social media influencer marketing, digital marketing in premium automotive brands, BMW digital brand positioning and research gap. These themes serve as a theoretical foundation for analysing the extent to which BMW’s digital marketing contributes to or undermines the company's luxury reputation.
[bookmark: _Toc231440659]2.2 Digital Marketing and Brand Communication
Digital marketing is now a key part of brand communication due to the ability of organisations to engage with consumers via social media, their website, search engines, digital advertising, online video, mobile devices and user-generated content. In the past, marketing communication was primarily unidirectional, where brands dominated the message by using TV, print or outdoor advertising. The difference with digital is that consumers can respond, comment, share, review and reinterpret a brand message. It implies that a brand's meaning is not solely the company's; it's also influenced by consumers, influencers and online communities.
As described by Appel et al. (2020), social networks have evolved into a complex system where individuals interact, produce content, and consume information and influence each other. This is significant since brands are increasingly evaluated based not just on their official campaigns, but on the conversations that surround them. Digital marketing can raise awareness and make the brand more visible to younger and digitally active consumers for BMW. But, visibility does not always provide enhanced luxury positioning. BMW's content can be ubiquitous for a consumer, yet not convey a sense of exclusivity, quality or innovation.
This presents a major problem for higher-priced car brands. Digital marketing often measured with: Reach, Impressions, View, Like and Engagement. But luxury brand image is not only about exposure. A high-reach strategy could be commercially successful but strategically weak because it makes BMW look too promotional and mass-market. Alternatively, a more targeted campaign will penetrate the market less effectively but have more impact on performance, technology and prestige. So, rather than looking at the number of times BMW shows up digitally, their digital marketing should be judged by the quality of the brand associations they create.
Digital marketing can also contribute to relationship-building. Online platforms enable brands to engage with consumers, tell the stories of their products, communicate sustainability commitments and explain technological advancements. This is especially useful in the car industry, as before a consumer visits a dealership, they research vehicles, often for quite a long time. Digital communication is thus able to set expectations in advance of physical contact with the vehicle. But it also means that substandard, inadequate, or uninteresting or generic digital content will hurt perception even prior to experiencing the product first-hand.
[bookmark: _Toc231440660]2.3 Luxury Branding, Exclusivity and Symbolic Value
Luxury branding is not just about being high-priced or high quality. It also involves prestige, aspiration, emotional value and symbolic meaning. The luxury goods might be desirable for consumers because they communicate status, taste, achievement, identity and belonging. Among cars, luxury is also associated with engineering skill, driving experience, design, safety and innovation and pride of ownership. This for BMW means luxury image is created both by tangible and intangible elements.
The difficulty is compounded in the digital space where luxury has traditionally been dependent on selectivity. Luxury brands often establish value by controlling access, keeping a distance and portraying their brands as special and not ordinary. Digital platforms, however, are built for rapidity, transparency, engagement and mass audience. The question is if the symbolic distance that is helpful for the luxury positioning is jeopardized by excessive or inadequately managed visibility, and if BMW's relevance is threatened by its lack of visibility in digital media.
According to Pellegrino, Abe and Shannon (2022), social media influences conspicuous, impulsive and materialistic consumption. Their research is not actually about BMW but is applicable because there are many luxury brands that work in symbolic and aspirational consumption. Digital platforms can be the ultimate place to make premium brands appealing by showcasing lifestyles that are perfect, but they can also make consumption seem superficial or status driven. The question for BMW is whether digital marketing will decrease the brand to just lifestyle glamour. It should also convey engineering quality, sustainability, innovation and experience of ownership.
The traditional argument of exclusivity is not to be applied too rigorously, however. There is no contradiction between being in the digital world and having luxury value. If the content is carefully curated, esthetically pleasing, authentic and aligned with the brand, a premium brand can be used to continue their exclusivity on digital platforms. BMW may be able to reinforce the luxury brand image with a cinematic YouTube campaign demonstrating engineering development or electric mobility, or design craftsmanship. Conversely, repetitive ads, like discount ads, or inappropriate influencer ads can detract from the premium impression. So, it is not digital marketing per se, but the quality and control of digital brand experience.
[bookmark: _Toc231440661]2.4 Digital Luxury Brand Experience
In the luxury car segment, brand experience plays a particularly important role since consumers don't just consider online content to evaluate a car. They also take into account aspects such as physical design, driving performance, showroom ambience, interior materials, aftersales service, and technological features. While these physical experiences cannot be replaced by digital marketing, it can mold how consumers think of them prior to direct contact. This makes the digital experience a conduit from the online perception of the brand to the brand reality in the physical world.
BMW's digital touchpoints can range from Instagram posts and YouTube videos to Google ads, website configurators, online reviews and even influencers' content and official sustainability communication. Every touchpoint will either enhance or detract from the brand. For instance, a well-designed website configurator can convey innovation and personalisation, making a poorly designed online experience erode the sense of high quality. So can content on social media create emotional connections – provided it is congruent with the BMW brand image of prestige and performance.
So, the quality of the digital experience is important because consumers might be interacting with the brand at many touchpoints. Appel et al. (2020) believe that more and more, the various phases of consumer decision making are being impacted by social media. It requires, therefore, that BMW must control all the digital journey, not just specific posts or ads. A BMW Instagram reel may lead to a BMW YouTube review, which then leads to comparing BMW features on the website, which then leads to reading BMW owner comments, which then leads to a BMW dealership. When these touchpoints don't convey a unified message, the brand image is undermined.
Digital experience should thus be integrated, selective and premium, for a luxury automotive brand. It should articulate ambition and at the same time give credible information. BMW's digital communications should not only be good-looking; they need to showcase performance, technology, ecological concerns and brand legacy. This balance is crucial as consumers of high value products may not only have an emotional want, but also a rational evaluation.
[bookmark: _Toc231440662]2.5 Customer-Based Brand Image and Brand Meaning
Brand image is everything that consumers perceive and the connection those perceptions make in their mind with a brand. In the case of BMW, these associations may include luxury, performance, innovation, German engineering, driving pleasure, sustainability, reliability and prestige. These associations can be nurtured with digital marketing by consistently conveying specific messages and experiences. But the image of a brand is not built by official communication alone. It is also influenced by online reviews, social media comments, influencers' stories and consumer-made content.
Colladon, Grippa and Segneri (2021) demonstrate that online brand importance can be addressed by looking at digital conversation patterns, such as the visibility of brands, as well as the relationship between brand associations. While they are studying fashion brands, the implication of their work may also be applied at BMW: Not only the frequency with which a brand is present on the Internet is important for the digital brand value but also the meanings that are associated with it. So, a high visibility BMW campaign is not necessarily effective. It needs to form linkages that are synonymous with luxury, innovation and quality.
This is particularly significant, as consumers may understand the messages being sent online in various ways to that of the brands. BMW is talking electrification and innovation, but the consumer may read the content as just another ad if it isn't somehow related to premium value. Likewise, a campaign can be made to look young and approachable, but some consumers might think that this diminishes the sense of exclusivity. Thus, digital brand image is partially in the control of BMW and partially co-created by consumers.
Therefore, the strength and quality of the consumer perception should be used as a measurement of BMW's digital marketing. What matters is whether the digital content contributes to attaching BMW to luxury and innovation or if it simply raises the general awareness. In the world of luxury automobiles, awareness isn't enough. Brand image should be positive as well as unique, and in line with the premium positioning.
[bookmark: _Toc231440663]2.6 Social Media Engagement and Electronic Word-of-Mouth
Social media is a huge component of digital marketing because it gives consumers the opportunity to communicate with brands, other consumers and influencers. It is a view shared by Appel et al. (2020) that social media has become culturally relevant because people produce, consume and share information in networked environments. This means that not only is what BMW posts important to their brand image, but what consumers and reviewers say about BMW online is also important.
Electronic word-of-mouth is particularly important in the automotive sector. Cars are a high involvement purchase and consumers typically research reviews, ownership experiences, comparison videos and expert opinions before they make any decisions. Positive eWOM can reinforce trust, particularly if it involves a consumer talking about good performance, comfort, design or technology of their BMW, for BMW. However, if consumers find themselves talking about bad service, high maintenance fees or dissatisfaction with the digital devices, it can have a negative impact on confidence.
Social media engagement should also be interpreted carefully. The fact that many likes or views have been received does not imply that the brand image has improved. A post can get attention due to the fact it is fun, controversial or stunning, but not convey top quality value. This is significant because it is essential that luxury brands don't mistake popularity for prestige. BMW's social media should therefore not only be planned for engagement, but also for premium meanings.
According to Pellegrino, Abe and Shannon (2022), the intensity of social media use can lead to negative consumption habits, such as conspicuous and impulsive purchasing. This is relevant for BMW, which is known to be a brand that commonly markets luxury items but can also be called out for exploiting the very same aspiration for superficial status consumption by means of their digital communication. BMW thus has to centre digital content around what is truly valuable: engineering, innovation, sustainability, safety, design and driving experience. This means the brand can inhabit social media without taking the luxury down to mere show, or materialism.
[bookmark: _Toc231440664]2.7 Influencer Marketing and Brand Congruence
Influencers can build trust, social proof and engagement, making influencer marketing a major component of digital communication. But, luxury brands, not all of them are made for influencer marketing. Credibility, expertise, authenticity, entertainment value, as well as product fit are the key factors to consider when assessing the effectiveness of an influencer. Ao et al. (2023), in a meta-analysis of 62 studies, found that influencer characteristics such as credibility, trustworthiness, expertise, attractiveness, informativeness, entertainment value and product congruence are associated with customer engagement and purchase intention.
This directly applies to BMW. If that's the case, an influencer with a huge audience but whose image isn't really connected with BMW's positioning may not be suitable. If the fit isn't right, it can feel like BMW is saying that they've gotten into the act, that they are commercial, or detached from their high-quality image. An influencer with a clear passion for and knowledge of the automotive industry, design, engineering, sustainability or high-end lifestyle could, by contrast, enhance brand perception. Thus, the focus for BMW should be on the congruence between brand and influencer and not exclusively on the number of followers.
However, Ilieva et al. (2024) also highlights that social media marketing is associated with brand visibility, customer engagement, and sales growth, but that customer attitudes towards influencers are influenced by perceived convenience, source credibility, and attitudes towards the products. This means that influencers can only be useful as long as they are trustworthy, and the message passed on is accepted. This translates to the BMW brand as content that is clear, trustworthy and aligned with the high-quality values of the brand.
Influencer marketing also comes with risks. When customers perceive sponsored content to be unrealistic or too salesy, trust can go down. For luxury brands this is even more important as prestige is dependent on authenticity and controlled meaning. So, BMW should strive to establish fewer but more effective influencer partnerships, targeting more credible voices in the automotive reviewing, design, technology, sustainability and premium mobility space. This would provide an exclusive solution but also let the brand be visible to digitally active people.
[bookmark: _Toc231440665]2.8 Digital Marketing in Premium and Luxury Automotive Brands
In many ways, luxury automotive branding is unique from other types of luxury branding since cars are costly, highly technical, and not bought often. When consumers assess these products, they usually consider practical attributes like performance, range, safety, reliability, technology, servicing and ownership costs, and emotional attributes like prestige and identity. This distinguishes BMW from luxury fashion brands, which, perhaps, have more frequent purchase decisions, and might be more closely tied to style and seasonality and social display.
This means that digital marketing for BMW needs to be both aspirational and evidence based. Lifestyle imagery may attract attention, but premium automotive consumers also need credible information about engineering, electric mobility, software, safety and design. BMW needs to convey both symbolic value and functional value in their digital marketing. For instance, Instagram could provide a good visual and also YouTube can supply longer story-telling content for performance and innovation. Websites and configurators can help with rational evaluation by providing detailed product information.
Online communication has become even more critical for the automotive industry with the transition towards electrification and digitalisation. BMW Group (2024a) states that the company is focusing on strategic areas such as e-mobility, digitalisation, automated production and future mobility. Amongst the highlights on the official report are targets to further promote the proportion of fully electric vehicles in deliveries and its digitalisation efforts in production and mobility. This is relevant as the luxury image of a BMW is no longer solely defined by its technical performance but by innovations, software, sustainability and future-oriented mobility.
But sustainability and digital innovation have to be communicated properly. Environmental claims that are vague and promotional can make consumers wary. Next to responsibility, circularity is also a key theme of BMW Group's sustainability communication, as is future mobility (BMW Group, 2024b). In terms of digital marketing, the takeaway is that sustainability communications should be backed up with facts and connect to value. BMW needs to demonstrate how its electrification, circular economy and software updates enhance and complement its luxury brand presence, and not merely market itself as a sustainability brand.
[bookmark: _Toc231440666]2.9 BMW and Digital Brand Positioning
BMW is a good example to study the digital marketing and luxury brand image issue, as the brand exists between premium accessibility and luxury aspiration. It is well known but it must continue to safeguard performance, innovation and prestige associations. This achieves a strategic equilibrium. Digital marketing is essential for BMW to stay visible to younger, more digitally active consumers, but the company can't risk messages that will turn the brand into something common or commonplace.
BMW's digital positioning can therefore be viewed as a multi-channel brand-management challenge. Instagram and YouTube can assist with visual aspiration, websites and online reviews can assist with information search, influencer marketing can assist with credibility and sustainability communication can assist with luxury in the future. But these channels have to function in unison. If one platform is preaching performance, another one is preaching lifestyle, and the other one is preaching sustainability then, there is no correlation, the brand image can get blurred.
BMW's best digital presence is likely to be one that weaves four meanings into its brand: luxury, innovation, performance and responsibility. Luxury is synonymous with prestige and quality. Innovation acts as a signal of electric mobility, digital functionality and cutting-edge production. Performance is true to its driving roots. Responsibility is connected with sustainability and the long-term mobility transformation that the brand is dedicated to. A consistent communication of these meanings can enhance BMW's high-end image through digital marketing. Digital marketing can increase visibility but, if not communicated consistently, be ineffective in building premium associations.
[bookmark: _Toc231440667]2.10 Synthesis and Research Gap
From the literature, it can be observed that digital marketing can make brand communication stronger in the way that it can create more visibility, engagement, interactivity and consumer participation. Consumers and brands now live in what is described as an open access social media environment, where information becomes shared, discussed and reinterpreted (Appel et al., 2020). Additionally, research on influencers indicates that trust and credibility, along with the match between the product and the content, can impact engagement and purchase intentions (Ao et al., 2023; Ilieva et al., 2024). Social media can however, lead to superficial or conspicuous consumption and luxury brands have to handle their communication in a digital space carefully (Pellegrino, Abe and Shannon, 2022).
Whether luxury brand image is reinforced or undermined by digital marketing is therefore key question. Digital platforms can help BMW to reach consumers to communicate innovation and awareness building. However, they can also present risks, if they diminish the exclusivity, expose to too much or don't communicate premium meaning. This tension is especially critical, as luxury brands of automobiles are distinct from fashion brands and general goods brands. Cars are more expensive, run more technically, are owned longer and have a greater physical product experience. Consequently, the results of other luxury or social media research cannot be simply applied to BMW.
This gives rise to the research gap that this study seeks to address. While there are many sources of free and open access literature and information available on social media and influencer marketing, consumer engagement and digital communication, there is little evidence of how these issues impact consumer perceptions of luxury automotive brands like BMW. Thus, this dissertation explores the question of whether BMW's digital marketing positively influences the image of the luxury brand in terms of visibility, communication of engagement and innovation, or whether it poses risks of a negative impact on the luxury brand image in terms of loss of exclusivity and the premium positioning. The review reinforces the main argument which is that digital marketing for luxury brands can be positive or negative. It's dependent upon the quality of the digital brand experience, its consistency, its credibility, and its exclusivity.
[bookmark: _Toc231440668]Chapter 3: Research Methodology
[bookmark: _Toc231440669]3.1 Introduction
This chapter explains the research methodology adopted to analyse the impact of digital marketing on the luxury brand image of BMW. The purpose of this chapter is to describe and justify research process, philosophy, approach, research strategy, data collection, sampling strategy, data analysis, reliability, validity, ethical consideration and research limitation. The methodology is important as it clearly shows that the methods selected are suitable to answer the research aim and research questions.
This study explores the perception of consumers towards BMW's digital marketing efforts, such as social media marketing, online advertising, influencers and digital brand communication. The central point is whether these activities reinforce the luxury brand visibility, engagement and innovation for BMW, or whether they pose a risk by eroding the exclusivity and luxury positioning by the company. Hence, all methodological choices were made to gather evidence pertaining to consumer perceptions of BMW's digital presence and to interpret the findings in the light of the literature pertaining to digital marketing, brand equity and luxury branding.
This chapter also acknowledges that the research is exploratory. The study does not make any attempt to make statistically generalisable statements on all BMW customers or the entire UK luxury automotive market. Instead, it tries to discover the patterns of perception of the respondents surveyed and critically interpret it. This is fitting as the dissertation deals with perception-based and context dependent topics such as consumer attitudes, brand image and digital engagement.
[bookmark: _Toc231440670]3.2 Research Philosophy
Research philosophy is the assumptions used to guide the development and understanding of knowledge within a study (Saunders, Lewis & Thornhill, 2019). The research philosophy of this dissertation is positivist. Positivism is suitable if the researcher wants to gather measured data, find patterns and analyze the responses structured and objective. Positivism is appropriate for this study as it looks at perception of the consumer through a questionnaire.
A positivist approach was chosen, as the study relies on quantifiable data gathered from respondents to study patterns of the perception of BMW's digital marketing. The structured survey questions enable the responses to be the same for all respondents and it is possible to compare responses and analyse frequencies, percentages and distributions. While perceptions of luxury and brand image are subjective, the structured questionnaire helps to turn that perception into measurable data.
This also helps to ensure neutrality and consistency in the research process. The researcher took no action to affect the responses of the participants, and the same questions were asked of all participants. But the positivist's philosophy is used with care, given that the sample is relatively small and convenience sampling. So, the results are regarded as exploratory and not fully generalisable.
[bookmark: _Toc231440671]3.3 Research Approach
This study is based on deductive research approach. A deductive approach starts with a theory and investigates whether the theory will hold true for a specific research situation using empirical evidence (Saunders, Lewis and Thornhill, 2019). It's appropriate for the current research as it is based on existing theories like Aaker's Brand Equity Model and Kapferer's luxury branding philosophy.
Brand value is of importance according to Aaker's theory (Aaker, 1991) where brand awareness, perceived quality, brand association as well as brand loyalty play a crucial role. According to Kapferer and Bastien (2017) luxury perspective, the point of luxury branding is the exclusion, symbolic value and controlled communication that are necessary to keep the luxury status. These theories were used to frame the research questions and the themes of the questionnaire. For instance, digital marketing can boost brand awareness but could also have a negative effect on the exclusivity of BMW if it is perceived as being too accessible.
Hence, the deduction method is applicable since the study is guided by the theory which has been previously developed and then to investigate the digital marketing and consumer perception of BMW. The research does not seek to develop a completely new theory, but to test and interpret if the theories that exist around digital marketing, brand equity and luxury branding are reflected in the answers from the participants.
[bookmark: _Toc231440672]3.4 Research Strategy
The research strategy used in this Dissertation is a survey strategy. A research strategy is the broad plan of how the problem can be addressed and how the research aim is related to the data collection and analysis (Bryman and Bell, 2015). A survey was suitable as the study needed the same type of responses from more than one respondent regarding their awareness of BMW, their digital marketing exposure to BMW and their perception about BMW's luxury brand image.
Survey was chosen because it enables the data to be gathered from a group of respondents in a limited time frame and efficiently. It is also appropriate for the analysis of attitudes, opinions and perceptions that are at the core of this dissertation. The structured questionnaire helped the researcher to systematically ask the same questions to all the participants and compare the results.
An alternative method could be interviews that could give deeper qualitative insights, but it would have reduced the number of respondents and it would have been more difficult to compare. The survey approach was deemed more suitable given the goal of capturing overarching trends of perception and not the individual stories. However, the qualitative perspective of the respondents was gained from the open-ended question regarding the enhancements required for BMW's digital marketing.
[bookmark: _Toc231440673]3.5 Data Collection Methods
In this study, primary and secondary data was used. The data were collected using an online questionnaire designed on Google Forms. The questionnaire consisted of multiple-choice and statements on the Likert scale along with one open-ended question. The questions sought to clarify the respondents' knowledge of BMW, their involvement with BMW's digital communication, the digital platforms they had encountered BMW content on and their attitude to BMW's luxury, innovation, trust and exclusivity and premium quality.
The survey was sent via Instagram, WhatsApp and email over a 2-week period. These channels were fitting due to the study being on digital marketing and consumer perceptions in a digital context. 50 valid responses were obtained. Google forms were used because it was easy to share the questionnaire and easily collect responses. The data were then exported and organised for analysis.

Secondary data was also utilized to help support and contextualise the primary data. These were BMW Group publications, official BMW digital communication documents, and academic publications on digital marketing, luxury brands, consumer behaviour and brand equity. The secondary data did not replace the primary data but helped to compare the perceptions of the respondents with the positioning of BMW concerning premium mobility, sustainability, digitalisation and innovation as stated by the company.
[bookmark: _Toc231440674]3.6 Sampling Strategy
Sampling is the process that is used to choose individuals from a larger population for research purposes (Bryman and Bell, 2015). The study aimed to target UK consumers aged 18+, with a varying degree of knowledge of BMW and exposure to BMW's marketing, in particular their digital marketing. Not only BMW owners were targeted in the study because luxury brand image can be influenced by those who are not yet customers – people who want to buy a BMW and people who have been exposed to the brand online.
This study adopted the non-probability convenience sampling. The respondents were determined by accessibility, willingness to participate and relevance to the topic. Because of limited time frames in this dissertation's research and its exploratory nature, this sampling method was practical. The total respondents were 50 who completed the survey, which was sufficient for the purposes of descriptive analysis and identification of general perception patterns.
But the sampling method's shortcomings are recognized. The sample is not comprehensive of the broader luxury automotive market in the UK. Furthermore, the target group was aimed at consumers who had a bit of knowledge of BMW, but the final sample contained consumers with varying degrees of knowledge. This was preserved as the study sought to find out both educated and uneducated views on BMW's digital visibility. However, results are carefully interpreted at brand level as respondents with low brand familiarity may be making general judgements about the brand based on general digital impressions rather than detailed brand knowledge.
[bookmark: _Toc231440675]3.7 Data Analysis Techniques
Descriptive statistical techniques were used to analyse the survey data collected. The purpose of the study was to summarise and interpret the consumer perceptions, and descriptive analysis was therefore appropriate as there were no attempts to establish more complex causal relationships between the variables. The answers were downloaded from Google Forms and sorted in MS Excel. The questions were examined and analysed in terms of frequencies, percentages and response distributions.
The analysis was based on several key areas: demographic profile, familiarity with BMW, visibility of BMW in digital channels, frequency of being exposed to BMW in digital channels, perceptions of BMW's digital marketing, perceptions of BMW as a luxury brand, consumers' behaviour towards digital platforms and suggested improvements. The results of Likert-scale questions were analysed in terms of agreement and disagreement. This was useful for determining if the respondents had a positive, negative or neutral attitude towards BMW's digital marketing.
The findings were presented in a clear manner by using charts and figures. These tools facilitated the visualization and interpretation of the results in terms of response patterns. But charts were not the only basis for the analysis. The findings were also discussed in the context of research questions and the theoretical framework. For instance, in cases where there was a high degree of exposure to BMW's digital marketing but mixed opinion on its luxury impact, it was considered as an indication that visibility is not enough to reinforce brand image.
The open-ended responses were analysed thematically, with a process of grouping similar suggestions. These themes were rich visual content, enhanced narrative, website experience and a focus on innovation. This provided some limited qualitative depth to the quantitative results and helped in developing the recommendations.
[bookmark: _Toc231440676]3.8 Reliability and Validity
To enhance the credibility of the study, reliability and validity were considered. Validity is the validity of the measures; reliability is the reliability of the research process (Saunders, Lewis and Thornhill, 2019). A structured questionnaire was used to enhance the reliability. The same questions were asked of all the respondents in the same way, which facilitated the comparison of the responses.
The closed-ended and Likert scale questions also lent to reliability as they could be coded and analysed in a consistent manner. Data was organised using Microsoft Excel to minimize any data inconsistencies in the analysis. Validity was supported by aligning the questionnaire with the research aim, objectives and literature review. The themes encompassed in the questions were those that directly related to the study, such as digital exposure, social media engagement, luxury image, innovation, trust, exclusivity and premium quality.
However, there are still some drawbacks. Memory, personal interpretation or social desirability may influence self-reported data. The small convenience sample also restricts the external validity. As a result, the results are reported as explorative and not statistically generalised.
[bookmark: _Toc231440677]3.9 Ethical Considerations
Ethical issues were a concern as it was a study of human subjects. The respondents were told the reason for the study and that they were not required to complete the questionnaire. Participants were not forced to take part and could choose not to continue if they wished.
The anonymity and confidentiality were maintained throughout the research. No personal details (names, addresses, contact details etc.) were requested in the questionnaire. Data were utilized for academic purposes only and kept in password protected files. The study was conducted within the framework of the ethical standards of the university and GDPR. To enhance transparency, the questionnaire, participant information and consent statement should be attached to the appendices of the final dissertation.
[bookmark: _Toc231440678]3.10 Research Limitations
This study has several limitations. The number of respondents in this sample was restricted to 50, limiting the generalisability of findings. Second, convenience sampling might have created a bias as respondents were not randomly selected. Third, not every respondent was well-versed about BMW, and this could impact on some brand-specific perceptions.
Fourth, the study was based on self-reported data, which might be subject to personal bias or incorrect recall. Fifth, data collection lasted for two weeks; this may have restricted the range of answers. Lastly, it is a descriptive statistics study, which implies that they are not able to claim a direct link between digital marketing and BMW's luxury brand image.
With these drawbacks, the methodology was suitable for the exploratory nature of the dissertation. The well-defined sampling explanation, theoretical analysis, and ethical measures supported the structured questionnaire, ensuring a solid foundation for analyzing respondents' perceptions regarding BMW's digital marketing and its impact on luxury brand image. 


[bookmark: _Toc231440679]Chapter 4: Data Analysis
[bookmark: _Toc231440680]4.1 Introduction
This chapter discusses and analyzes the main data obtained from the questionnaire survey. The aim is to investigate the perceptions of the respondents about BMW's digital marketing and the link between such perception and BMW's luxury brand image. There are 50 survey responses used for the analysis. Due to the varying levels of familiarity with BMW and the exposure to BMW's digital marketing, the results should be viewed as exploratory and not representative of all UK luxury automotive consumers or BMW customers.
The chapter provides descriptive statistics such as percentages, frequencies and charts. The analysis will be based on demographics, brand familiarity, digital visibility, exposure frequency, perceptions of BMW's digital marketing, luxury brand image, consumer behaviour and suggested improvements. The results are discussed in the light of the research questions, however, not as evidence of causal relationships because the study uses a small convenience sample.
In general, Chapter 4 demonstrates that BMW has a clear digital footprint among respondents, especially through Instagram, YouTube and Google Ads. However, the impacts are not entirely positive. There are some mixed and neutral answers which demonstrate that visibility in the digital space does not necessarily reflect an enhancement of the luxury perception of BMW.
[bookmark: _Toc231440681]4.2 Demographic Analysis
[bookmark: _Toc231440682]4.2.1 Age Distribution

[bookmark: _Toc231396123]Figure 2: Age Distribution of Respondents (%)
Source: Author’s survey data, 2026 (n = 50).
As shown in Figure 2, the largest age group was 18–24 (42%). The 25–34 and 35–44 categories each represented 16%, while 45–54 accounted for 12% and 55+ accounted for 14%. The sample is highly skewed towards younger respondents, but not perfectly as the 55+ category is slightly larger than the 45-54 category.
This age pattern has to be considered when interpreting the results. Younger respondents are more likely to encounter brands on social media, online video, searches and mobile. Hence their answers are applicable to research on digital marketing. But such results could more accurately represent younger digital users than a broader clientele of older luxury car buyers. The age profile corroborates Kotler et al. (2017) who assert that younger consumers are more engaged in digital spaces.
[bookmark: _Toc231440683]4.2.2 Annual Income Before Tax

[bookmark: _Toc231396124]Figure 3: Annual Income Distribution of Respondents (%)
Source: Author’s survey data, 2026 (n = 50).
The distribution of respondents' annual income is shown in figure 3. The largest income group was below 20,000, accounting for 34% of the sample. This was followed by 40,000–59,999 at 26%, 20,000–39,999 at 24%, and 60,000 and above at 16%. This data indicates that lower and middle-income respondents are in higher numbers than high income respondents in the sample.
This is a significant point, as BMW is a luxury car manufacturer but digital marketing can reach individuals who may not currently be BMW consumers. Income profile indicates that some of the respondents may be aspirational audiences rather than current BMW customers. This reinforces the concept that luxury brands can be able to attract audiences who may not be current customers, but who appreciate symbolic prestige (Kapferer and Bastien, 2017). However, the results should not be treated as reflecting only active luxury car buyers. Instead, they reflect broader consumer views of BMW in the digital realm.
[bookmark: _Toc231440684]4.2.3 Familiarity with BMW

[bookmark: _Toc231396125]Figure 4: Respondents’ Familiarity with BMW (%)
Source: Author’s survey data, 2026 (n = 50).
As illustrated in Figure 4, 60% of the respondents were familiar with BMW and 40% were not. This suggests moderate familiarity with BMW within the sample, and thus gives an important consideration for interpretation. Some of the findings later in the document may not only reflect informed BMW customers, as a substantial number were not familiar with BMW.
BMW was recognised by many respondents, however, the 40% “No” response prevents any claim that the whole sample had established brand awareness. This is important because brand awareness is an integral component of brand equity (Aaker, 1991). Respondents familiar with BMW may interpret its digital marketing differently from those with limited prior knowledge. Hence this is considered as partial brand recognition.
[bookmark: _Toc231440685]4.2.4 Digital Channels Where Respondents Saw BMW Marketing

[bookmark: _Toc231396126]Figure 5: Digital Channels Where Respondents Saw BMW Marketing
Source: Author’s survey data, 2026 (n = 50; multiple responses permitted).
Figure 5 shows where the respondents had seen BMW's digital marketing. The most visible channel was Instagram with 40 respondents, YouTube with 34 and Google Ads with 28. Influencers had 20 responses and Websites/Reviews had 20 responses, with only 4 respondents selected Not seen. Since more than one answer was permitted, the total is more than 50.
BMW is most visible digitally on platforms that are visual and search based. Instagram and YouTube seem significant, as they offer opportunities for brands to communicate via images and videos, and through lifestyle and product stories. However, the chart measures visibility, not effectiveness. Seeing BMW content does not necessarily mean respondents were persuaded, engaged or more likely to buy. Consumers also use information-based touchpoints as part of their automotive decision-making process, as shown by Google Ads and Websites/Reviews, which aligns with Kotler and Keller's (2016) perspective that consumers seek information through digital channels during their decision-making process.
[bookmark: _Toc231440686]4.2.5 Frequency of Exposure to BMW’s Digital Marketing

[bookmark: _Toc231396127]Figure 6: Frequency of Exposure to BMW’s Digital Marketing (%)
Source: Author’s survey data, 2026 (n = 50).
Respondents were asked about the frequency of their viewing of BMW's digital marketing in Figure 6. The largest was the 32% who reported seeing BMW digital content very often. 28% said they sometimes saw it, 12% said they saw it often, 20% said that they saw it rarely, and 8% said they never saw it. This means 72% saw BMW’s digital marketing at least sometimes and 92% having some exposure to BMW's digital marketing, if rare exposure is included.
This discovery validates the BMW's presence online in the sample. However, visibility doesn't necessarily equate to effective visibility. Frequent exposure can be helpful in recognition/familiarity, but can also be dangerous if too accessible and/or too often for luxury brands. It is relevant for luxury positioning as it involves controlled visibility and symbolic value (Okonkwo, 2010). Clearly from that data we can see that BMW's digital marketing has reach, however, the quality, selectivity and premium tone of that reach is also important.
[bookmark: _Toc231440687]4.2.6 Agreement with Statements on BMW’s Digital Marketing

[bookmark: _Toc231396128]Figure 7: Agreement with Statements on BMW’s Digital Marketing
Source: Author’s survey data, 2026 (n = 50).
The results in Figure 7 reveal mixed responses to the statements on BMW's digital marketing. 18 agreed or strongly agreed that BMW's digital marketing enhances its brand image, while 23 disagreed or strongly disagreed. This means that digital marketing is not always linked to positive luxury perception for all of the respondents, in the case of BMW.
Also, the numbers were mixed when asked about BMW’s perceived innovativeness online, with 13 positive and 22 negative responses. For social media influence, 18 responses were neutral and 14 were positive. Influencer marketing produced more balanced responses, tallying 19 positive and 17 negative comments. Online advertising received cautious but limited support from the 19 positive responses and 13 negative responses received to online ads, with 18 neutral responses.
BMW's digital marketing is unevenly effective in various areas. Although respondents did not reject digital marketing entirely, there is also no strong affirmation that it enhances the brand image, perception of innovation and trust. There were many neutral responses, indicating a lack of clarity. However, BMW's digital marketing can have an effect on perceptions, and this depends on the quality of the content and the platform selected and how it is compatible with BMW's high-end image.
[bookmark: _Toc231440688]4.2.7 Perceptions of BMW as a Luxury Brand

[bookmark: _Toc231396129]Figure 8: Perceptions of BMW as a Luxury Brand
Source: Author’s survey data, 2026 (n = 50).
Figure 8 shows respondents’ perceptions of BMW as a luxury brand. 19 persons agreed or strongly agreed that BMW is a symbol of luxury and prestige, while 18 disagreed or strongly disagreed, and 13 were neutral. It suggests that the luxury position of BMW is accepted by many respondents, however not accepted by everyone.
19 answered positive, 17 negative and 14 were neutral for online exclusive. This shows a split attitude both towards the question of whether BMW is exclusive online. 21 people responded negatively, while 11 responded positively and 18 responded neutrally to the statement, Digital marketing makes BMW feel less exclusive. This is a negative statement, and there is some concern of a reduction in exclusivity, but this is not the primary concern. The statement “Digital content provided by BMW is premium quality” however, got 20 positive, 22 negative and 8 neutral responses. It proves that the respondents were not fully convincing of the premium quality of digital content that BMW brings across. To sum up, although BMW is still a luxury brand, this relationship is not the same everywhere in the digital realm.
[bookmark: _Toc231440689]4.2.8 Consumer Behaviour Towards Digital Platforms

[bookmark: _Toc231396130]Figure 9: Consumer Behaviour Towards Digital Platforms
Source: Author’s survey data, 2026 (n = 50).
Figure 9 illustrates the behaviour of the respondents in relation to brands and cars in Digital environments. When considering a car, 15 respondents agreed or strongly agreed that they do online research, 21 disagreed or strongly disagreed, and 14 were neutral. This indicates that online searching is important for some, but not for all in the sample.
When it comes to the statement that social media influences opinions of brands, 14 respondents agreed or strongly agreed, 23 disagreed or strongly disagreed. This indicates that the impact of social media was not much on the respondents. The online reviews were also somewhat mixed, with 15 positive reviews, 21 negative reviews, and 14 neutral reviews. These results partially corroborate Kotler and Keller's (2016) stance that digital information can affect the consumer decision-making process, but also indicate that digital information does not impact all consumers in the same way. Digital platforms are important for BMW, but they cannot compensate for offline experience, product quality or an established brand reputation.
[bookmark: _Toc231440690]4.2.9 Overall Effect of Digital Marketing on BMW’s Luxury Image

[bookmark: _Toc231396131]Figure 10: Overall Effect of Digital Marketing on BMW’s Luxury Image (%)
Source: Author’s survey data, 2026 (n = 50).
Figure 10 reveals the general impression of the impact of digital marketing on the image of luxury of BMW. 54% of respondents reported the digital marketing makes BMW appear more luxurious or very more luxurious. By contrast, 26% thought it harmed or strongly harmed the image and 20% were neutral.
This finding is more positive than previous statement-based findings. This indicates that the respondents may have a more positive perception of BMW's digital marketing as a whole, but are more inclined to criticize specific digital marketing measures like the quality of the digital content or social media marketing. The findings corroborate the notion that digital marketing can have positive impacts on the luxury brand image of BMW; nonetheless, there is no consistent impact. The negative and neutral responses indicate that a significant proportion of respondents are still not convinced. Thus, BMW needs to find a balance between its digital presence and its exclusivity and premium positioning.
[bookmark: _Toc231440691]4.2.10 Suggested Improvements for BMW’s Digital Marketing
The open answers were categorized under three themes: premium visual presentation, quality and innovation in digital experience. Some of the replies mentioned that BMW should keep design simple and elegant across platforms, improve cinematic video content and storytelling. These answers show that respondents are looking for luxury brands to convey their messages in a visual artistry and with an emotional level, not just regular promo messages.
Other responses were directed at more tangible enhancements, such as website performance and more vehicle coverage. This implies that luxury digital marketing is also related to convenience and availability of trustworthy information. Collaboration, modification and new features were also mentioned in some of the responses, suggesting that respondents also associate BMW's luxury image with innovation. In sum, the open-ended findings indicate that BMW should focus on elegant design and high-quality storytelling/digital experiences.
[bookmark: _Toc231440692]4.3 Secondary Data Analysis of BMW’s Digital Marketing
Survey results were put in context utilizing secondary data. BMW Group's official communication focuses on the company's premium mobility, innovation, electrification and digital car customer experience (BMW Group, 2024a). This is in line with some of the survey results, particularly the visibility of BMW's digital marketing and the overall positive judgement in Figure 10.
The survey results, however, also reveal differences in the way respondents interpret BMW's digital messages. Figures 7 and 8 illustrate mixed feelings about brand image, innovation, online exclusivity and premium content quality. Hence, secondary data cannot be used as merely an endorsement of the survey results. Rather, it shows a disconnect between BMW's target positioning and the positioning perception of some of the respondents. This further highlights the importance of BMW making sure that visibility online is not a hindrance to innovation and accessibility but does not compromise the sense of exclusivity, prestige and luxury value.


[bookmark: _Toc231440693]Chapter 5: Discussion
[bookmark: _Toc231440694]5.1 Introduction
This chapter discusses the findings from Chapter 4, in relation to the literature review, theoretical framework and research aim. This study was conducted to examine the effect of digital marketing strategies on the luxury brand image of BMW in the UK automotive industry. This chapter provides an interpretation of the survey results, unlike Chapter 4 which presented the survey results descriptively, and addresses how these findings relate to BMW's digital visibility, consumer perception, luxury positioning and brand exclusivity. The discussion is structured in relation to the research questions and includes a comparison of the empirical findings to the academic literature.
The chapter specifically addresses Aaker's Brand Equity Model, Kapferer's Luxury Branding Theory, Kotler and Keller’s Consumer Decision-Making Theory and relationship marketing theory. These frameworks come in handy because visibility and reach are not the only metrics to consider when measuring BMW's digital marketing. It also needs to be assessed based on brand awareness, brand quality, symbolic brand prestige, consumer trust and consumer exclusivity. Therefore, it is concluded that the digital marketing is strategically important for BMW, but its influence on luxury image is not uniform and it relies on the extent of attention paid to digital communication.
[bookmark: _Toc231440695]5.2 Overview of Key Findings
The results reveal that within the sample, BMW has visible digital reach, particularly via Instagram and YouTube, as well as by using Google Ads. Instagram was the top channel followed by YouTube and Google Ads, indicating that BMW's digital marketing is most prominent in visual and video content and search advertising. This is consistent with the literature on digital marketing, which argues that contemporary brand communication increasingly takes place through interactive digital channels rather than through traditional one-way media (Chaffey and Ellis-Chadwick, 2019).
However, the results also indicate that BMW's brand familiarity was not universal. 60% of those surveyed knew BMW, 40% did not. It is a crucial limitation because consumer attitudes towards digital marketing may differ in the case of consumers having prior knowledge of the brand and those having weaker prior knowledge. Exposure was also high but varied in intensity: 72% saw BMW’s digital marketing at least sometimes, while 92% had some exposure if counting the “rarely” response. This does confirm digital visibility, but not necessarily persuasion or engagement.
Overall, the assessment was positive, with 54% agreeing that digital marketing positively or strongly positively affects BMW's luxury image. But mixed findings at the level of statements. The respondents didn't always appear positive when it came to how BMW's digital marketing positively impacts the brand image, perception of innovation and trust. So, the main discovery isn't that BMW's digital marketing efforts are just good or bad. Instead, the evidence suggests the potential of digital marketing, and that its impact is conditional and variable, and execution dependent.
[bookmark: _Toc231440696]5.3 BMW’s Digital Marketing Visibility and Channel Engagement
Results from Figure 5 and Figure 6 indicate that, in the sample, BMW has strong digital visibility. Instagram was the most prominent platform with 40 respondents reporting seeing BMW's digital marketing activity on this platform. YouTube came in second with 34 responses and Google Ads was third with 28 responses. There were 20 responses to Influencers and Websites/Reviews, with only 4 respondents selecting “Not seen”. These findings indicate that BMW's digital marketing is pervasive, especially on the channels that are significant for visual content, product narratives and search visibility.
This supports Kotler and Keller’s (2016) argument of the impact of digital channels in the information search and evaluation phases of consumer decisions. When it comes to cars, consumers often encounter a brand before entering a showroom or test drive a car. Instagram and YouTube are particularly important to BMW, as luxury automotive branding depends strongly on visual appeal, design, performance cues and lifestyle symbolism. Whereas text-based advertising might not be as effective, BMW can portray emotion, innovation and aspiration through video- and image-based platforms.
Figure 6 supports this interpretation. BMW had high exposure frequency, with 72% reporting exposure at least sometimes and a 92% "at least rare" exposure rate. However, luxury brands need to be careful about the amount of exposure and the audiences they reach. Okonkwo (2010) suggests that the sense of ubiquity that can be caused by excessive digital accessibility can erode luxury value. The results thus indicate that while BMW has gained visibility, there is a need for controlled, high-quality and selective communication, as visibility alone is insufficient.
[bookmark: _Toc231440697]5.4 Digital Marketing and BMW’s Brand Image
The connection between BMW's digital marketing and brand image is more complex as the overall effect may at first appear. 54% of respondents saw that digital marketing improves or significantly improves BMW's luxury image, 26% saw that digital marketing weakens or strongly weakens the image and 20% had a neutral opinion as shown in Figure 10. Overall, this indicates that for many of the respondents, digital marketing has a positive influence on BMW's luxury image. However, Figure 7 offers a more critical outlook as the responses to a number of the statements were not always positive.
When it comes to the effect of BMW's digital marketing on the brand image, 18 respondents agreed or strongly agreed, whereas 23 disagreed or strongly disagreed. This challenges any simple claim that digital marketing will make luxury brands look better. Likewise, there were 13 positive and 22 negative responses to the innovation statement. This is especially crucial since BMW has made innovation, electrification and digitalisation a major part of their public agenda. The results indicate that the brand's communication of its innovation identity is not necessarily being communicated clearly through digital marketing to all of the respondents.
The online advertising trust result was slightly more positive but still limited. Online ads produced 19 positive responses: 13 negative responses and 18 neutral responses. This suggests that online advertising might be playing a part in supporting trust, whilst at the same time the high neutral response represents the uncertainty. Respondents can identify BMW advertisements without necessarily considering them to be an effective way of building trust.
Aaker’s Brand Equity Model can help to explain this. Brand equity is not only awareness; it also includes perceived quality, associations and loyalty. (Aaker, 1991). The results have shown that while BMW's digital marketing contributes to awareness and visibility, it does not necessarily enhance other aspects of brand equity. This is a distinction that is key to the dissertation. While digital marketing can make BMW more visible, visibility does not necessarily produce greater brand associations, perceived quality or loyalty. Keller (2013) also suggests that brand equity is affected by consistent and favourable brand meanings. The mixed results indicate that BMW's digital marketing is not being ineffective, but it is having uneven effects across different areas. To reinforce the luxury brand perception, BMW needs more effective communication of the value, technical credibility and exclusivity in digital communication.
[bookmark: _Toc231440698]5.5 Luxury Image, Exclusivity and Premium Positioning
The findings on BMW’s luxury image reveal that there is a recognition but not a total agreement on the same. As seen in figure 8, the statement read: “BMW represents luxury and prestige”, gained 19 answers of agree or strongly agree and 18 answers of disagree or strongly disagree and 13 neutral responses. This is a fairly even outcome. It indicates that BMW's luxury positioning is perceived by many, but not all respondents. This is relevant because the luxury brand is not only defined by brand awareness but also by robust and ongoing prestige associations.
The findings on online exclusivity were also divided. For “BMW maintains exclusivity online”, 19 respondents gave positive responses, 17 gave negative responses and 14 were neutral. This shows that BMW's digital presence isn't clearly conveying exclusivity to all of the respondents. The findings partially validate the claim of Kapferer and Bastien (2017) that luxury brands must be rare, symbolically important, and have a controlled communication. When consumers feel a digital content is commonplace or too frequent and/or promotional, the premium connotations of the brand may become diluted.
Careful interpretation is needed with negative statement “digital marketing makes BMW feel less exclusive”. 21 respondents disagreed or strongly disagreed, 11 agreed or strongly agreed, and 18 were neutral. Hence, disagreement implies that many respondents did not feel that digital marketing diminishes the sense of exclusivity of BMW. Thus, there is some concern about decreased exclusivity, but it is not primary. This is a good discovery as it contradicts the most extreme form of the traditional luxury argument that digital visibility always leads to a fall in luxury status. For BMW, it's not as if digital marketing would inherently be bad.
The premium quality result is not as good, though. 20 respondents agreed that BMW digital content is a sign of premium quality, 22 disagreed and 8 were neutral. It indicates that BMW's digital content is not necessarily seen as high quality. It's not just about whether or not BMW is online, but about whether or not its content is online luxurious enough. This reinforces the notion that luxury digital marketing is about selective, elegant and visually refined and controlled. BMW still carries luxury connotations, but they need to be reinforced more consistently across digital touchpoints.
[bookmark: _Toc231440699]5.6 Consumer Behaviour in Digital Environments
A more conservative perspective of the digital consumer behaviour is shown in Figure 9. 15 respondents agreed or strongly agreed that they would engage in online research before considering purchasing a car, 21 disagreed or strongly disagreed, and 14 were neutral. This suggests that for some respondent’s online research is important but was not the main trend throughout the sample. However, there were only 14 respondents who agreed or strongly agreed that social media influences, while 23 disagreed or strongly disagreed. The online review was also mixed with 15 positive and 21 negatives, plus 14 neutral responses.
These findings partially validate Kotler and Keller's (2016) claim that digital information has an impact on the decision-making process of consumers. This is a theory that still holds true as digital platforms clearly are part of the modern consumer journey. However, the discovery indicates that they are not without their own effect, particularly in the luxury automotive arena. This is significant as cars are not like many other luxury items. A luxury vehicle involves high financial commitment, technical evaluation, practical assessment and physical experience. Consumers can, therefore, use digital content to gain insight and do an initial assessment, but still need test drives, showroom experience, reputation and product performance and financial factors to make more informed assessments.
This finding also challenges overly optimistic views of social media marketing. Tuten and Solomon (2017) have stressed the importance of social media in engagement and relevance to the brand; however, the social media survey results indicated that it was not a strong influence for all of the participants. BMW can't expect that social media awareness will ensure perception. While digital platforms are important, they should complement and enhance a more luxurious experience, not replace product credibility and offline brand experience.
[bookmark: _Toc231440700]5.7 Sustainability, Innovation and Digital Transformation
BMW's official communication frames the company around the themes of premium mobility, electrification, and innovation and digital customer experience (BMW Group, 2024a). This is also reflected in BMW's sustainability communication, which places premium mobility in the context of environmental responsibility and long-term corporate objectives (BMW Group, 2024b). These strategic priorities are relevant as the modern luxury is becoming more and more related with technology, responsibility and future-facing innovation.
The survey results, however, indicate that BMW’s intended positioning is not perceived consistently by all respondents. As seen in Figure 7, 22 respondents disagreed or strongly disagreed that BMW has a more innovative online presence, while 13 agreed or strongly agreed. It indicates that there is a disconnect between the statements BMW makes and what consumers understand. It is not that BMW is not innovative, it is that its digital marketing is not effective in conveying innovation to everyone in the sample.
Sustainability is also an important subject to address. The survey was not designed to measure the perception of the respondents towards BMW's sustainability communication; therefore it would be wrong to state that the respondents strongly associated BMW with sustainability. On the contrary, secondary data reveal that sustainability and electrification are part of BMW's corporate positioning. So, the message is that sustainability is a luxury positioning only if it is backed up by facts and is credible. The digital transformation of BMW is thus a valuable brand asset, which needs to be communicated to consumers with clear brand messages to bridge the gap between innovation and premium quality, responsibility and desirability.
[bookmark: _Toc231440701]5.8 Literary/Theoretical Contribution
This study makes a contribution to the literature because it is about luxury automotive branding and not luxury fashion or just general digital marketing. Most of the literature surveyed on luxury and digital engagement is focused in fashion, retail and/or social media settings. However, BMW is not the same as luxury cars are expensive, relatively infrequently purchased, technically complex and highly dependent on physical experience. Hence, the results of fashion luxury cannot be directly applied to BMW as the matter has to be tested through empirical research.
The results indicate that Aaker's (1991) Brand Equity Model is both confirmed and challenged. They believe in the model because digital marketing seems to help the brand awareness and visibility. But they question any perception that awareness equals better perceived quality or loyalty. The disparate results in the area of brand image, trust and premium content quality suggest that there is more to brand than exposure.
The study also further elaborates the luxury branding argument of Kapferer and Bastien (2017). While the luxury perception is important, the results indicate that digital visibility does not necessarily result in the death of luxury perception. Not all respondents were in agreement that digital marketing had the effect of making BMW less exclusive. Yet the lack of agreement on premium digital content means that luxury communications is still in need of control and refinement.
Finally, the results partially support Kotler and Keller's (2016) theory of consumer decision making. There was an influence of digital channels in the process of awareness and evaluation but this was not true for all of the sample. The study thus provides exploratory evidence on the main tension between digital accessibility and luxury exclusivity in automotive branding.
[bookmark: _Toc231440702]5.9 Managerial Implications for BMW
The results suggest that BMW shouldn't rely solely on digital marketing visibility and frequency of exposure when gauging the effectiveness of a campaign. While Instagram and YouTube clearly play a role, Chapter 4 reveals that visibility does not necessarily lead to luxury perception. BMW needs to look at digital marketing, therefore, not just reach but also in terms of premium quality, trust, innovation communication and exclusivity.
The findings also indicate that digital advertising needs to be more about quality than quantity. Online ads generated some positive reactions in terms of trust, as well as a large number of neutral reactions, so advertising should include clear evidence of quality, innovation and performance. It is also important to carefully manage influencer partnerships. The literature demonstrates that the effectiveness of influencers in relation to congruence, disclosure and visual fit (Lim and Zhang, 2022; Bertaglia et al., 2024; Elwood, Gasparin and Rozza, 2021). For BMW, this will mean influencers will have to be a reflection of the brand's high performance and innovation.
Luxury expectations must also be fulfilled by website and digital experiences. In open-ended responses, minimalist design, cinematic content, storytelling, website speed and wider vehicle coverage were all highlighted. This indicates that digital luxury is expected to be both elegant and seamless. Exclusivity should be used, not mass accessibility, and that is what should be done through digital marketing by BMW. That's the task for the manager – to make BMW stand out without making it commonplace.
[bookmark: _Toc231440703]5.10 Chapter Summary
This chapter has been used to discuss the findings in the light of the literature review and theoretical framework. BMW is found to be highly visible online, notably on Instagram and YouTube and Google Ads. But reactions by consumers were varied. Digital marketing was liked overall with some inconsistent findings regarding brand image, innovation, social media influence and premium content and consumer behaviour.
The question is about balancing between visibility and exclusivity. BMW's digital marketing can help to improve luxury brand image as long as it is managed well, looks high-end, is credible and fits the symbolic value of the brand. The final conclusions, answers to the research questions, limitations and recommendations for BMW are provided in chapter 6.

[bookmark: _Toc231440704]Chapter 6: Conclusion and Recommendations
[bookmark: _Toc231440705]6.1 Introduction
This chapter outlines the main findings of the dissertation and illustrates how these findings respond to the overall research goal. This study has focused on the impact of digital marketing on the luxury brand image of BMW in UK car industry. The chapter answers the research questions, provides practical recommendations for BMW, outlines the academic contribution of the study, acknowledges the limitations of the research and suggests directions for future research. The conclusion is derived from the main survey results and secondary evidence from BMW's official statements. Given that the study was conducted on a small convenience sample and descriptive analysis was used, the conclusions are exploratory and not statistically generalisable. Nonetheless, they offer valuable insights into consumers' perception of BMW's digital marketing and the protection of luxury positioning in the digital space.
The chapter also brings together the primary tension that has arisen throughout the dissertation: that digital marketing can lead to greater visibility, engagement and awareness of consumers, but the visibility must not detract from any sense of exclusivity, prestige or symbolism that accompanies the luxury brand. So, the last thing is that digital marketing is not necessarily good or bad. Rather, it states that the impact of digital marketing relies on the high quality, regular and high-end delivery of the digital brand experience.
[bookmark: _Toc231440706]6.2 Summary of Major Findings
The study revealed that BMW's digital marketing was very prominent within the sample, with a particular focus on Instagram, YouTube and Google Ads. Instagram was the most visible channel, followed by YouTube, Google Ads and moderately visible influencers and websites/reviews. This means that BMW's digital marketing is most prominent on media platforms that can show how to tell a story and connect with people through visuals and search. The findings align with the role that digital channels play in consumers' information search and brand evaluation (Kotler and Keller, 2016).

However, not everyone knew BMW, and there was a moderate level of knowledge. 40% of the respondents were not familiar with BMW and 60% were familiar. This is important as it demonstrates that prior to evaluating the brand's digital marketing, all participants were not necessarily very familiar with the brand. Conclusions should thus be interpreted with care and used as exploratory. Overall exposure was quite high, with 72% saying at least some exposure, and 92% saying at least rare exposure, to BMW's digital marketing.
Overall, the results were positive with 54% of the respondents saying that digital marketing has a positive or very positive impact on the luxury image of BMW. But the line-by-line results were more mixed. Not all respondents felt that BMW's digital marketing enhanced its brand image, innovation perception or trust. It means that the luxury brand DNA is still alive and well – but not everywhere in digital communication. So, the results indicate that digital marketing poses opportunities and risks. It can create awareness and visibility, but it can also create concerns about exclusivity, quality and consistency of the brand meaning in the content. This is in line with the broader luxury brand paradox mentioned by Kapferer and Bastien (2017) and Okonkwo (2010).
[bookmark: _Toc231440707]6.3 Answers to the Research Questions
RQ1: How does digital marketing affect consumers' perception of the luxury of BMW's brand?
In summary, the effects of digital marketing on BMW's luxury brand image are both positive and negative. 54% of participants said that digital marketing has a positive or very positive effect on the luxury image of BMW, as presented in Figure 10. But answers to specific statements in Figure 7 were more split, especially for the attributes brand image, innovation and trust. Thus, while digital marketing is seen to help BMW's visibility and overall luxury image, it does not necessarily enhance all facets of brand perception. This is in line with the viewpoint of Aaker (1991) that brand equity is greater than brand awareness. Digital marketing for BMW should not only drive brand exposure, but it needs to ensure perceived quality, unique association and premium trust.
With regard to BMW brand communication, what is the biggest vehicle that consumers can see in terms of digital marketing?
Instagram, YouTube and Google Ads were the most prominent digital marketing platforms. Instagram was selected by 40 respondents, YouTube by 34 respondents and Google Ads by 28 respondents. Influencers and websites/reviews were moderately visible with 20 responses each. This indicates that visual, video based and search related platforms were the platforms with the strongest association with BMW's digital communication. The results indicate that BMW's digital footprint is strongest in the areas where products can be designed, lifestyle pictures can be posted, performance claims can be communicated, and brand stories can be told visually.
RQ3: Does the use of social media bring about or destroy the luxury image of BMW?
The findings show that social media can have a positive effect on BMW's visibility and brand awareness, however, this does not mean that it can always improve the luxury perception. There were mixed reactions when it came to whether social media influences their decision to view premium digital content. Some of the respondents said that Digital marketing has a positive impact on the BMW's image, others were neutral or not convinced. Some were concerned with the potential loss of exclusivity, but this was not the prevailing view. This indicates that social media can be good for BMW, but just when it's well-controlled, quality and, of course, in line with the company's luxury profile.
RQ4: What are the most important digital factors for consumers in relation to BMW in the digital environment?
The most frequently reported digital factors that influenced were visual platforms, online advertising, reviews, social media exposure and perceived digital content quality. But there was a variation in the level of influence that was given by the respondents. There were also indications that selection of the BMW was affected by its on-line presence, with others seemingly less impacted by social media or reviews. This means that digital platforms are significant, but they have a differential impact on consumers. Therefore, for a premium automotive brand like BMW, digital communication means a mix of emotion and facts on performance, innovation and quality.
RQ5: What are the possibilities for BMW to remain premium and exclusive via digital marketing?
Raised by higher standards of quality, selection and appearance, by consistent communication with its brand, BMW can maintain its premium positioning by applying this to digital communication. Digital marketing should be about more than just mass visibility. It must rather reaffirm the image of BMW as a brand of innovation, performance, quality, exclusivity and sustainability. The results indicate that BMW should compromise between accessibility and prestige. Digital content should be more than ordinary, it must be engaging and yet it must be modern and still, luxury.
[bookmark: _Toc231440708]6.4 Recommendations for BMW
Firstly, BMW should make its digital storytelling better, both in terms of quality and how premium it is. Some suggested that BMW; should adopt more minimalistic design, be more cinematic in content and be more engaging in their story line. Thus, BMW must ensure that their visuals are of high quality and the messages of performance, innovation and luxury identity are conveyed in emotionally charged stories and high quality video videos. This will make digital content more aspirational than normal. For instance, YouTube could host longer narratives about engineering, electric mobility and design, or Instagram could showcase carefully curated images and lifestyles of products.
Second, BMW should make itself more consistent when it comes to digital. The same premium identity is going to be communicated throughout Instagram, YouTube, websites, Google Ads and influencer posts. Inconsistent messages can weaken brand associations and consistent messages can enhance brand equity (Keller, 2013). This implies that all of BMW's tone, visuals, language and themes need to be aligned to the same meaning: driving pleasure, premium quality, innovation, responsibility and exclusivity.
Thirdly, BMW needs to utilize influencers with care. The influencers must convey the luxury, innovativeness and performance image of BMW. According to the literature, attributes that can affect the effectiveness of the influencers are the source-product congruence, disclosure and visual fit (Elwood, Gasparin and Rozza, 2021; Bertaglia et al., 2024; Lim and Zhang, 2022). So, BMW should not be looking for partnerships that will create headlines in the short term, and dilute prestige in the long term. Choosing influencers should be based on the influencers themselves representing the brand's values, not just on their size.
Fourth: BMW ought to improve the use of digital tools for the clients. The speed of the site, navigation, information about the vehicles and online configuring features should symbolize luxury. A substandard online experience can fail to live up to a high-end brand's offline experience. Many consumers have their initial interactions with BMW online before they enter a dealership, so the online experience should be viewed as an extension of showroom interaction.
Fifth, there needs to be a balance between visibility and exclusivity for BMW. It should not be about mass marketing promotion like that, but controlled promotion, exclusive digital launches, limited-access experiences and premium forms of content. That would give BMW a means to remain visible in the digital sphere while preserving the symbolic value that a luxury automotive brand should have.
Finally, BMW need to be more transparent conveying innovation and sustainability. The priorities of BMW Group (2024a, 2024b) are electrification, remote software upgrades and sustainability, but these should be backed up with facts rather than general statements. Digital marketing must demonstrate how innovation and sustainability support premium mobility – not as one-off marketing messages.
[bookmark: _Toc231440709]6.5 Academic Contribution
This dissertation makes a contribution to the knowledge related to digital marketing in luxury automobiles branding. In the past, most studies have been performed about luxury fashion, retail or general social media marketing, this study will be conducted on BMW as an example of luxury automotive brands. The results indicate that the effect of digital marketing on luxury image cannot be understood in a general positive or negative sense. Digital marketing can raise awareness and visibility; however, it does not raise the sense of quality, trust or exclusivity.
The study thus offers exploratory evidence to the luxury branding theory vs. digital marketing theory debates. While this lends weight to the importance of maintaining symbolic value for brands, it also acknowledges that digital visibility doesn't have to detract from the luxury experience. It's helpful as luxury automotive brands aren't like fashion brands. They are judged based on status and lifestyle as well as performance, technology, financial commitment and long-term brand trust, and safety.
The study additionally makes a contribution by demonstrating that digital marketing ought to be measured not only from a perspective of exposure, but also from a perspective of brand meaning. BMW, in this case, had visibility, but mixed innovation, trust, and premium content quality results. This distinction reinforces the knowledge about the operation of digital communication in luxury automotive contexts.
[bookmark: _Toc231440710]6.6 Limitations of the Study
The study has a number of limitations. Firstly, there were only 50 respondents, which did not provide the findings very in-depth and representative. Second, convenience sampling methods restrict generalisability as respondents might not be a representative sample of the UK luxury automotive consumer market. Third, not all respondents knew BMW, impacting the interpretation of brand specific findings. Fourth, the data were self-reported, and thus may be subject to personal bias, memory failure or to social desirability. Fifth, the study employed descriptive analysis which cannot claim that there is a direct link between digital marketing and luxury brand image. Last but not least, the limited data collection window could have limited the variety of answers.
While these are not necessarily flaws in the study, they do require us to use caution when interpreting the results. The findings offer good exploratory insight but cannot be regarded as definitive proof of the perception of consumers in relation to BMW's digital marketing.
[bookmark: _Toc231440711]6.7 Reflection on the Research Process
This study gave me a deeper knowledge of impact of digital marketing on luxury brand image and also gave me an insight on the difficulties of rigorous study of consumer perception. The primary survey data combined with secondary data from BMW's official communications was a strength of the study. The questionnaire proved to be valuable in terms of brand awareness, platform visibility, frequency of exposure and perception of exclusivity of the brand and overall luxury image. This enabled us to determine that many of the respondents were aware of BMW's digital marketing and found it positively received, although not persuasive in all cases.

During the research process, however, some limitations were encountered. The number of samples was the most significant constraint. While 50 responses were adequate to carry out an exploratory descriptive analysis, the sample size and representativeness did not lend itself to the generalisation of findings to the entire UK luxury automotive market. Another was that 40% weren't familiar with BMW as this made interpretation more difficult. This necessitated care in reaching any conclusions and prevented the overstatement of facts.
It also gave me a critical thinking mind for evidence. Previous analyses might have assumed that digital visibility is necessarily good; but the results indicated that this is overly simplistic. At the MBA level, the data needs to be challenged, contradictions need to be identified, and findings need to be related back to the theory. The project helped to enhance my research judgement overall, in that a strong conclusion should be based on evidence and realistic. It also ensured that the recommendations were more feasible and that there was a linkage to the weaknesses that were identified in the findings.
[bookmark: _Toc231440712]6.8 Future Research
The sample should be bigger and more representative of the luxury car market in the UK, and further studies are needed. Considering some segments specifically would be useful, such as BMW owners, previous BMW buyers, potential BMW buyers or consumers looking for a luxury brand. This would give much more insight on the effect of digital marketing on purchase consideration as well as the overall brand perception.
The comparability study might also include a side-by-side analysis of BMW and Mercedes-Benz or other brands, such as Audi, Lexus or Tesla, to see if the results are specific to BMW or significant to the luxury car industry in general. Interviews could also be used for future research to gain more insight into consumer perceptions of exclusivity, innovation and trust. Finally, future studies could employ inferential statistics to analyze relationships between digital engagement, brand familiarity, perceived quality and luxury brand image by age group or income.oups.
[bookmark: _Toc231440713]6.9 Final Conclusion
BMW's importance in the digital marketing area is visibility, consumer awareness, storytelling, innovation communication & engagement. But digital marketing has to be done carefully and consistently in a luxury manner. The results reveal that while BMW's digital marketing is noticeable and mostly appreciated, it is not always convincing. So, BMW needs to further strengthen its digital positioning, and weigh accessibility and exclusivity carefully.
Digital marketing, in general, has the potential to enhance the luxury brand image of BMW, provided that it is used to reinforce premium quality, innovation, trust and symbolic value. But when digital marketing becomes too common, overdisclosed or non-uniform, it could be detrimental to luxury perception. BMW's digital strategy should thus not only be about being visible, but also about being visible in a way that safeguards and promotes the brand's high-quality image.
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Age Distribution of Respondents (%)

Column1	
18-24	25-34	35-44	45-54	55+	42	16	16	12	14	

Annual Income Distribution of Respondents (%)

Column1	
Below 20,000	20,000–39,999	40,000–59,999	60,000 and above	34	24	26	16	

Respondents’ Familiarity with BMW (%)

Column1	yes	no	60	40	Response Category


Percentage of Respondents (%) 



Digital Channels Where Respondents Saw BMW Marketing

Column2	Instagram	YouTube	Google Ads	Influencers	Websites/Reviews	Not seen	40	34	28	20	20	4	Column1	Instagram	YouTube	Google Ads	Influencers	Websites/Reviews	Not seen	Column3	Instagram	YouTube	Google Ads	Influencers	Websites/Reviews	Not seen	Digital Marketing Channel


Number of Respondents



Frequency of Exposure to BMW’s Digital Marketing (%)

Column1	
Very often	Often	Sometimes	Rarely	Never	32	12	28	20	8	

Agreement with Statements on BMW’s Digital Marketing

Strongly disagree	
BMW digital marketing improves its brand image	BMW appears more innovative online	Social media increases my interest in BMW	Influencers positively affect my perception	Online ads increase my trust in BMW	17	2	11	4	6	Disagree	
BMW digital marketing improves its brand image	BMW appears more innovative online	Social media increases my interest in BMW	Influencers positively affect my perception	Online ads increase my trust in BMW	6	20	7	13	7	Neutral	
BMW digital marketing improves its brand image	BMW appears more innovative online	Social media increases my interest in BMW	Influencers positively affect my perception	Online ads increase my trust in BMW	9	15	18	14	18	Agree	
BMW digital marketing improves its brand image	BMW appears more innovative online	Social media increases my interest in BMW	Influencers positively affect my perception	Online ads increase my trust in BMW	12	9	7	14	11	Strongly agree	
BMW digital marketing improves its brand image	BMW appears more innovative online	Social media increases my interest in BMW	Influencers positively affect my perception	Online ads increase my trust in BMW	6	4	7	5	8	Survey Statement


Number of Respondents




Perceptions of BMW as a Luxury Brand

strongly disagree	
BMW represents luxury and prestige	BMW maintains exclusivity online	Digital marketing makes BMW feel less exclusive	BMW digital content reflects premium quality	10	5	11	7	disagree	
BMW represents luxury and prestige	BMW maintains exclusivity online	Digital marketing makes BMW feel less exclusive	BMW digital content reflects premium quality	8	12	10	15	neutral	
BMW represents luxury and prestige	BMW maintains exclusivity online	Digital marketing makes BMW feel less exclusive	BMW digital content reflects premium quality	13	14	18	8	agree	
BMW represents luxury and prestige	BMW maintains exclusivity online	Digital marketing makes BMW feel less exclusive	BMW digital content reflects premium quality	8	15	7	14	strongly agree	
BMW represents luxury and prestige	BMW maintains exclusivity online	Digital marketing makes BMW feel less exclusive	BMW digital content reflects premium quality	11	4	4	6	Survey Statement


Number of Respondents




Consumer Behaviour Towards Digital Platforms

strongly disagree	
I rely on online research before considering a car	social media influences my opinion of brands	online reviews affect my perception	13	5	8	disagree	
I rely on online research before considering a car	social media influences my opinion of brands	online reviews affect my perception	8	18	13	neutral	
I rely on online research before considering a car	social media influences my opinion of brands	online reviews affect my perception	14	13	14	agree	
I rely on online research before considering a car	social media influences my opinion of brands	online reviews affect my perception	11	13	12	strongly agree	
I rely on online research before considering a car	social media influences my opinion of brands	online reviews affect my perception	4	1	3	Survey Statement


Number of Respondents




Overall Effect of Digital Marketing on BMW’s Luxury Image (%)

Column1	
Strongly enhances	Enhances	Neutral	Weakens	Strongly weakens	34	20	20	16	10	
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