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Element 1: Company selection and development of Segmentation, Targeting, Differentiation, and Positioning (STDP) for the new brand concept
The chosen brand is BMW, a globally known leader in high-performance and luxury automobiles. The proposed new sub-brand is G-Drive, which will offer cars using renewable energy, along with using AI to make unique features (Muslemani et al. 2021). The concept behind G-Drive is to redefine luxury that can be conceived as the pinnacle of intelligent, sustainable, and accessible luxury. A circular economy model will be strictly used in every component of the car, starting from the renewable energy-driven manufacturing process to its end-of-life recycling (Sun et al. 2022). The G-Drive vehicle will offer more than transportation, with a seamlessly connected digital hub, using an AI assistant and predictive maintenance. Hence, selling these cars at an affordable price point can democratise sustainable luxury to attract high-value customers. 
	Elements 
	The UK market (Developed European market) 

	Segmentation (Key variables)
	Driving and performance experience: Strong emphasis on the heritage of “Responsible and Intelligent ownership” (Dezhi et al. 2022).
Electrification: Exponential growth in SDVs across all segments. 

	Targeting and Demographic (Key segments) 
	Affluent young professionals: Career-oriented individuals aged between 25 and 40 seeking authentic circularity in their cars (El Islami and Wandebori, 2025).
Performance enthusiasts: Consumers who value powerful car handling, engines, and sustainable features.
Early EV adopters: A target for the growing SDV segment with AI integration. 

	Positioning (Brand value and image) 
	Premium segment leaders: The position of G-Drive as a direct and strong competitor to companies like Audi and Mercedes-Benz, capturing the top spots of premium EVs at an affordable price.
The Ultimate Driving Machine: In an aggressively centred position with performance, driving dynamics, and emotional connection to the cars (Dezhi et al. 2022). 


Table 1: STDP of G-Drive
(Source: Influenced by Dezhi et al. 2022; El Islami and Wandebori, 2025)
Market appeal: G-Drive resonating with customers
G-Drive will be strategically positioned to capitalise on four key emerging trends in the automotive sector, in line with changing consumer behaviour. 
a) The demand for authentic sustainable products 
G-Drive will go beyond simple “electric” features, with circular-economy development and 100% carbon-neutral operations. This addresses authenticity as modern consumers seek, and it will differentiate this sub-brand of BMW from its competitors (Piromalis and Kantaros, 2022). It will directly appeal to the ethical and environmentally aware buyer who values the company's commitments to full life-cycle transparency and renewable energy. 
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Figure 1: Number of electric cars sold in the UK 
(Source: Road Genius, 2024)
Figure 1 shows that a total of 75,000 electric vehicles (EVs) were sold in the UK in 2019, which became 455,200 in 2023 (Road Genius, 2024). It shows the rising demand for EVs, where BMW needs to compete with its top competitors, like Tesla, Kia, Nissan, Audi, and others. 
b) The rise of software-defined and connected vehicles
The automotive industry of the UK is rapidly shifting to Software-Defined Vehicles (SDVs) with AI connectivity. G-Drive will provide a personal AI assistant and a digital ecosystem with features like personalised recommendations, predictive risk identification, and smart-home connectivity tap (Zhang et al. 2022). 
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Figure 2: Number of EVs registered in the UK in 2023
(Source: Road Genius, 2024) 
Figure 2 demonstrates that the Hybrid Electric Vehicles (HEVs) are dominating the market with approximately 1,726,371 registrations in 2023 (Road Genius, 2024). It is followed by Battery Electric Vehicles (BEVs), Plug-in Hybrid Electric Vehicles (PHEVs), and others, which justifies SDVs resonating with current customers. 
c) A shift in meaningful luxury
The definition of luxury is changing in the luxury consumer base as more young people are participating. Technology, transparency, and purpose are the current emerging trends of luxury automobiles (Dezhi et al. 2022). Hence, G-Drive will be appealing to such a consumer base using an affordable pricing strategy to tap into the younger consumer base. 
d) Desire for investment value and longevity 
Circular economy is an emerging trend that inherently promotes reusability, longevity, and a high residual value. Thus, G-Drive will offer modular parts with the "design of circularity", meaning the vehicles will be more cost-effective (El Islami and Wandebori, 2025). This will align with the consumer trend of product value for futuristic designs. 
Choosing this set of audience will be justified for G-Drive as this demographic is gradually entering its prime earning and spending times. It makes them ideal for an “affordable luxury” car that has the inherent value of technology and sustainability (Muslemani et al. 2021). G-Drive can also influence social natives by building an emotional connection with the target audience, rather than offering mere transportation. 
Differentiation from competitors 
In terms of sustainability, competitors of BMW offer “Green EVs” but lack transparent circularity that will be addressed by G-Drive with 100% carbon neutrality and circular economy (Sun et al. 2022). Besides, competitors still use traditional car designs in their EVs with non-modular parts, and G-Drive will utilise sustainable interiors that are easily separable and can be upgraded to differentiate the products and services. 
Desired positioning
G-Drive will position itself to the connected conscious young, ethical, and affluent drivers by offering an AI-integrated ecosystem unlike conventional luxury. The car will position itself as the epitome of accessible, intelligent, and responsible luxury to create a better future (Piromalis and Kantaros, 2022). Key highlights from the positioning include the following:
Target audience: Early EV adopters 
The chosen target market is of early EV adopters because as per PwC report there has been a growing number of EV registration in UK indicating rising number of EV consumers. The report comprised of a survey were in 70% people showed interest in buying an EV indicating the potential market. 
Product category: Sustainable luxury and EV sub-brand of BMW. 
Key benefits: Transparent circular manufacturing and an integrated AI ecosystem. 
Key differentiator: Accessible luxury, focused on intelligence and responsibility, beyond legacy. 
Element 2: Marketing Mix with 4Ps
The marketing mix for G-Drive can be designed to synergise the core strategies of the brand, involving intelligent, responsible luxury, and accessibility. Each of these components is essential to be tailored to connect with the conscious audience and differentiate the brand (Karim et al. 2021). The major focus of this differentiation will rely on technological integration and sustainability. 
a) Product
The core product will be a range of compact and mid-size luxury EV models, such as sporty sedans or crossovers, having non-BMW-resembling and distinctive designs. The product designs will align with the target of the younger generation by offering them aesthetically distinct models (Elfadel et al. 2024). Sustainability will be one of the core elements that will be applied in G-Drive. Based on this the sustainable principles will be applied in the product by utilising a 100% circular economic procedure. in order to promote sustainable products all the car models will include full lifecycle transparency and minimal usage of virgin materials, which will be powered by renewable energy (Hanifah et al. 2022). Based on these features of the product the demand of the ethical segment can be fulfilled with this pioneering innovation. Majority of the car models will reply on high-performance M models and a diverse range of PHEV and BEV, reflecting consumer interests (Sze Yeoh et al. 2022). 
On another note, AI integration is a key component of G-Drive by adding features of an Intelligent Personal AI Assistant that can learn user habits. This feature will be present in all the high end as well as medium range model of the product and it will be able to identify the impending driving risks and manage energy usage (Tay et al. 2025). For instance, charging of these EVs can be optimised based on renewable grid availability that can connect with users' smart homes. Features associated with long-distance driving, handling, and speed is fundamental. It will fulfil the requirements of the digital natives for a hyper-personalised, connected, and proactive digital ecosystem. Another important element of the G-Drive product will be its interior and design using sustainably sourced and renewable materials (Niazi et al. 2021). Recycled aluminium or bio-based textiles can be used for modular interior parts to support the strategy of longevity positioning and accessible luxury, aligning with the circular economy. 
b) Price
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Figure 3: Steps of the value-based pricing strategy
(Source: Influenced by Arifin and Awaluddin, 2023)
Using a value-based skimming strategy will be beneficial as a core pricing strategy for G-Driven, as it will strive to make affordable EVs. It will position this sub-brand below the core BMW EVs, yet premium compared to the mass-market, such as the 3/Y entry-level Model of Tesla (Arifin and Awaluddin, 2023). The strategic alignment in this context involves achieving accessible luxury positioning by creating a high perceived value. Another effective pricing strategy will involve the Total Cost of Ownership (TCO) due to reduced maintenance needs, electric power, and the modular design (Idris, 2021). Thus, this strategy will appear as a pragmatic nature of the brand to transform purchase into a reasonably long-term investment. 
The strategy of sustainability narrative will be aligned with the financing or leasing element by offering a flexible and transparent leasing option (Gokhale et al. 2021). It will also address the sustainability goals, such as decreased lease payments for users who charge during high-renewable energy hours or off-peak hours managed by the in-car AI. It will heavily dependent on Personal Contract Purchase (PCP) and business fleet sales, which are essential for the UK car market. This strategy will also align with the sustainability narrative to deepen the brand-customer relationship. 
c) Place
This will aim to provide a digital-first experience with strategic physical hubs, as the distribution channels will focus on a seamless digital buying experience. However, G-Drive will maintain the essential luxury “touch and feel” experience with the element of primary channels (Sze Yeoh et al. 2022). For instance, a Direct-to-Consumer Digital platform will be used as an immersive and sophisticated online portal. It will allow customers to full customisation along with complete material and lifecycle transparency. This strategy will be appealing to the digital native audience who prefer online research and buying efficiency (Wongsunopparat and Tapanya, 2022). 
The physical presence will consider urban G-Drive Hubs, including small-footprint and high-design showrooms placed in high-foot-traffic areas in urban lifestyle centres. This strategy will address the crucial luxury experience and status display, while keeping a low distribution cost (Yang et al. 2024). Besides, the aftercare service will leverage existing BMW service networks with a dedicated G-Drive “Circular Service”. In this way, the reliability of the parent company can be leveraged while focusing on longevity and modularity. A dense and established independent network of franchised dealerships is used, supported by production sites (Gokhale et al. 2021). Digital tools, like booking test drives, online configuration, and access to after-sales support through My BMW App.
d) Promotion 
The core message during the promotion of G-Drive is "Luxury with a Conscience" as a campaign narrative that will focus on materials from the circular economy. It will also project an ethical supply chain, followed by a proactive and personalised intelligence with the AI Assistant (Karim et al. 2021). The strategic alignment in this context involves a Connected Conscience for the demand of the target audience. Digital and social media will be primarily used for video storytelling, and influencers with heavy usage of Instagram, YouTube, and TikTok to circulate high-production videos. For instance, AR filters can be used to showcase the AI-to-Smart-Home integration of the car and the sustainability journey (Elfadel et al. 2024). A combination of digital media, high-profile TV or print, and motorsport sponsorship will also be used (Yeoh et al. 2022).  It will help in engaging more digital-native younger audiences who mostly consume such content. Besides, PR and partnerships, along with experiential marketing, will be part of G-Drive promotion by hosting “Circular Design” workshops and AI-integration demos. Such strategies will assist in providing high-value and memorable experiences to the target audience by focusing on core differentiators of the products (Hanifah et al. 2022). 
Element 3: Marketing strategy pitch
 [image: ][image: ]
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Element 4: Reflection
My experience of developing a new brand concept and creating the marketing strategy is a combination of positive and negative elements. According to De Brito Silva et al. (2022), innovative business idea development requires a comprehensive exercise of market analysis, strategic thinking, and creative application. I have developed the idea of G-Drive after synthesising high-impact market trends, such as advanced AI, circular economy, and democratisation of luxury. Key skills that I have gained during this business development are strategic synthesis, concept cohesion, and identification of “why now?” (De Ruyter et al. 2022). For instance, the skill of concept cohesion has allowed me to ensure the brand components, starting from the name to the product features. Thus, I have been able to support the central narrative regarding Responsible Luxury, which was critical. 
On another note, during the pitch presentation, I have prioritised clarity, structure, and persuasion. I have gained insights on maintaining a sequential flow, such as introduction, market justification, segmentation, and 4Ps for an easy narrative (Syed et al. 2023). In addition, I have mainly focused on the big idea by emphasising the core pillars of the circular economy, AI, and accessibility. I believe that it will prevent the audience from getting lost in the presented details. However, I could have improved justification on data and trends by relying on the current market trends (Urdea and Constantin, 2021). Hence, it would have allowed me to explore external and credible data to analyse strategic decisions. 
During the integration of the marketing strategy of 4Ps, I have structured it according to the brand concept. I have tried to maintain a tight alignment of the marketing mix elements with the chosen positioning of the brand (Yang et al. 2024). For instance, product modularity supports low TCO and the focus of the places in urban “experience centres”. In the future, I would like to enhance my work with the usage of visual storytelling, especially during the pitch presentation. I have realised that the text-based strategies will require compelling visuals for better performance in the future (Sze Yeoh et al. 2022). For instance, I will include more graphical presentations or mock-up product shots related to the circular economy process. I think using visual dashboards will also enhance the presentation of the AI ecosystem to make the concepts more tangible (De Ruyter et al. 2022). As a result, I can reflect that I have tried to showcase my synthesis skills along with data presentation, which I need to polish more. 
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