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Proposal
[bookmark: _Hlk158407002][bookmark: _Hlk158409867]The study will analyse how BMW and Honda motor corporation market their vehicles in the United Kingdom automobile industry. The aim of the study is to outline how the two companies use their marketing strategy in the United Kingdom for example BMW cars have had an increase in its sales through its marketing strategy using 4p’s product, price, place, and promotion which has helped the brand increase its sales in the U.K. market while Honda motor corporation use its marketing strategy based on customer satisfaction, quality, environmental sustainability, and innovation by prioritizing the principles Honda motor corporation has been building a loyal customer base. 
The possible implications of the research are to outline why BMW’s strategy is working better than Honda motor corporations’ strategy in the United Kingdom’s automobile market with its customers. 
CHAPTER 1: Introduction
1.1 Background of the research 
The goal of the research is to analyse the United Kingdom’s auto vehicle market of BMW and Honda car marketing strategies for the reason off declining in sales of Honda motor vehicles and the increase in demand for German BMW motor vehicles. According to (Jones,1983) the UK automobile marketplace 1978‐80. The publication used the Study to outline transforming affluences of the four major British automobile producers BL, Ford, Vauxhall, and Talbot to show how the way of political and economic factors can emergence increased competition from imported automobiles.The article draws methods used by Western Europeans and the Japanese manufactures to establish themselves in the UK market to successively increase their share of the market. It highlights the weaknesses of UK manufacturers for having limited size of UK plants, partaking a tendency for model overlaps and problems within the industrial. Explores the nature of competition in the UK market and the effectiveness of advertising. Concludes that UK manufacturers need to launch products perceived as modern, value for money and reliable if they are to combat the ever‐increasing threat from foreign competitors.
UK automotive industry has history dating back to the 19th century which has iconic brands as Rolls Royce and Bentley established in the 20th century the industry has experienced growth with major manufactures for example Austin and Morris, Land Rover. The United Kingdom remains an automotive hub for companies like Jaguar Land Rover, Nissan, and others contributing to the industry’s progression. For example, BMW owns the Mini car brand which was owned by the iconic Rover Group which BMW purchased in 1994 the modern Mini car models produced by BMW have become popular with the United Kingdom for their compact size and with stylish designs and the classic Mini heritage from the early 1960s.
Honda has a rich history in the United Kingdon it began selling motorcycles in 1965 and in 1973 the first Honda civic MK1 model was introduced to the UK market which was the first car that princess Lady Dina owned in the 1970’s and in 1985 Honda opened its first manufacturing plant in Swindon, England but closed its manufacturing plant in 2021 making it an end of car production in the UK. Presently Honda continues to sell motorcycles and automobiles in the UK through its network of dealerships and remains an important player in the automotive industry. According to (Zerpoli, 2013) Over the past decades the development of a car has become a complex activity involving skills and resources from a variety of industries and actors and requiring the accomplishment of tight regulatory norms and market needs. The head of marketing at Honda UK is, Simon Thompson he says that technological advances in diesel engines, which no longer "clat and clack" for Honda customers according to new environmental campaigns have made a substantial difference in way the company markets its vehicles. He believes diesel is not the engine of the future. It is the current solution, but hydrogen-powered and hybrid cars - both of which Honda manufactures- are the way forward (Marketing Week, 2005). Technological, and market forces have led incumbent firms to radically change the organization of their innovative activities, shifting from a closed vertically innovation model to a distributed one. The aim of this study is to review the main challenges carmakers are currently facing and the organizational and strategic solutions adopted to perform innovative and development activities within vertically fragmented networks. The chapter casts light on the organizational and strategic challenges of downstream development activities, then it also tries to overview the strategic role of up-front research activities, namely the research activities leading to patenting. The main changes brought by the distributed innovation model on new product development activities are discussed, focusing on the principles guiding outsourcing decisions and the governance mechanisms carmakers use to manage networks of external suppliers. The study, then, reviews the role of patenting in the industry as a means for carmakers to appropriate value from innovation in vertically fragmented networks. Finally, it discusses the changes on the organization of innovation activities that the emergence of the electric car-standard may imply for carmakers’ innovation strategy. For example, Toyota is also a Japanese brand of car company in the UK, it has been very innovative, focused on its customer’s it is a well-organized company. All though Toyota outlined as being the third largest car manufacturer in the world, their market share in the UK does not give the impression of being profitable (T Nkomo,2019). It is for the customer’s loyalty to the continental manufacturer that has kept it going in the UK. The circumstances for Toyota’s marketing objective could be underpinned by the intention of achieving a larger market share. Toyota believes in the relentless pursuit of excellence in every operation, for example from production to customer service so Toyota’s marketing objective is mirrored by the philosophy of providing the best customer experience along with the relationship marketing. Toyota believes in that a strategic marketing objective should always followed (Jobber, 2006) strategic marketing objective is to build sales by expanding the market for the product. It is not only enough to have a marketing objective but also the maintenance and implementation of the marketing objective yields sweet fruit for the company. Toyota strategically moved towards product branding from the corporate branding concept and Lexus is the outcome of this strategy. Toyota responded to the micro and macro stimuli earlier than anyone else and obviously it does not necessarily mean that companies only respond to the various incentives they could create the taste for new product which is evidential in case of hi-tech product. The brand objective will be to create product as well as brand awareness so that customers will become familiar with generic product benefits (Jobber, 2006).
1.2 Historical research in marketing theory and research about marketing
[bookmark: _Hlk161091159]It began to be published before World War II in the early 1930s (Witkowski, 2005). The post-World War II period it viewed drastic changes in marketing knowledge the situation was reflected with wide criticism of business knowledge therefore outlining if it was relevance of its research methods. In that period There were some perceptions that marketing research was someway less academic, seen as being less credible than it should be. It was criticised for being too descriptive (Kassarjian & Goodstein, 2010). For example, the 1950s and 1960s seen the behavioural ‘revolution’ in science, with the further turning towards the hypothetico-deductive methodology, that period there was extensive aspiration to confirm that marketing research was relevant to experts. That progressed to the marginalisation of history (Savitt, 1980). Attention being concentrating not just now, but on, the future, and the predicted ideals that support much more scholarship but did not sit comfortably with historically accustomed research methods. However, during the beginning of the 1980s, several dedicated conferences and study’s drove a dramatic growth in the interest in marketing history. Especially significant in supporting the conference on historical analysis and research in marketing which has been held every other year since 1983 was notably significant in supporting historical research for example highlighting branding strategies, market trends, technological advancements, and consumer preferences. Generally marketing typically involves several steps or stages first market research can involve gathering data and insights about the target audiences outlining competitors and market trends to understand customers preferences and needs involves promoting and selling products or services through various stages and channels to reach potential customers and product development that meet the preferences of the target market. Using various models for example 4p model which was founded by Edmund Jerome McCarthy (February 20, 1928 – December 3, 2015) he was an American marketing professor and author. He proposed the concept of the 4 Ps marketing mix in his 1960 book Basic Marketing: A Managerial Approach, which has been one of the top textbooks in marketing. According to the Oxford Dictionary of Marketing, McCarthy was a pivotal figure in the development of marketing thinking. For example used to position in the target market the concept the marketing mix 4p product, price, place, and promotion used for monitoring and tracking the performance of the marketing activities and gathering feedback from customers adapting to changes in the market to drive a company’s revenue it can include in creating compelling messaging for example seen as an Automotive industry marketing techniques has a wide range of conventional methods used for example traditional advertising, social media campaigns, digital marketing, events. The marketing process in the automobile industry characteristically involves market research, product development branding, advertising, distribution, and after-sales service. It starts with understanding consumer needs and preferences then designing and producing vehicles to meet those needs for example branding and advertising help to create awareness and desire for the products, while distribution ensures they reach the target market effectively after sales service guarantees customer loyalty and satisfied consumers. Digital marketing has become a crucial factor for the automobile industry including online advertising and using social medial to engage with the customers and influencer to partnership with the brand. 
[bookmark: _Hlk159360530]1.3 Research significance
The aim of the research is to analyse the marketing aspect of BMW automotive industry vs Honda motor corporation how it is working in the United Kingdom showing how both companies are using marketing strategies. Outlining why BMW has become more successful    than Honda cars in the United Kingdom. For example, BMW offers a range of models targeting different market segments from compact cars to high-performance sports cars and luxury SUVs appealing to diverse customers. BMW invests high in digital marketing channels, including online advertising and social media to interactive websites to engage with consumers and highlighting the BMW brand values to its customers. BMW emphasizes its commitment to sustainability through initiatives like electric hybrid vehicles as well as environmentally friendly manufacturing process. Overall designed to create a strong brand identity for its target audience. Honda motor corporation marketing strategy differs from BMW for example both are automobile company’s but target to different segmentation of customers.     
[bookmark: _Hlk159360630][bookmark: _Hlk158835941][bookmark: _Hlk162303561]1.4 Research questions 
1. [bookmark: _Hlk164548130][bookmark: _Hlk162729118]How is the competition between Honda and BMW in UK market?
2. [bookmark: _Hlk162385788]What are the distinguishing factors which impact the market size of BMW and Honda in UK and how do these companies establish their pricing?
3. [bookmark: _Hlk164327744][bookmark: _Hlk159360746]What are the strategies for market growth for the above-mentioned companies? 
1.5 Research objectives
The research objectives are to outline why customer in the UK prefer German cars to Honda cars showing how both company’s market their vehicles in the United Kingdom automobile industry for example how BMW and Honda cars sold in the UK. Researching why Honda car sales have declined and Honda has closed its assembly plant in Swindon UK according to (Suzuki, 2020) For example Japan has been increased its economic power it has experienced trade conflicts with the European Societies. While the EU partners and domestics groups criticized the British government, trade unions and public opinion in the s UK. Japan’ became a primary entry to the European single market in 1973 to mitigate export duties and to ease the trade conflicts that were faced in the UK. Brexit, therefore, poses a serious risk and requires Japan to urgently reconsider and redefine its relations with Britain. 
To analyse the marketing of BMW cars using the 4p model framework and to also analyse Honda using the 4p model the 4p model is the product, price, place, and promotion they are used by marketers to achieve their marketing objectives. 
1.6 Problem statement
The aim of the study is to outline how the two companies use their marketing strategy in the United Kingdom for example BMW cars have had an increase in its sales through its marketing strategy using 4p’s product, price, place, and promotion which has helped the brand increase its sales in the U.K. market while Honda motor corporation use its marketing strategy based on customer satisfaction, quality, environmental sustainability, and innovation by prioritizing the principles Honda motor corporation has been building a loyal customer base but has had to close the Swindon car assembly factory plant in the UK.   
1.7 Dissertation summary 
The dissertation study has 5 chapters the first chapter 1 provides an overview of the research context, outlining the significance and relevance of studying the marketing strategies of Honda and BMW in the UK automotive sector. By exploring the evolving dynamics, market trends, and competitive forces shaping the industry, this chapter sets the stage for detailed examination of the marketing approaches adopted by these two brands. Chapter 2 delves into a comprehensive literature review, synthesizing existing scholarship on automotive marketing strategies, brand management, and context. Through a critical analysis of relevant theories and empirical studies, this chapter identifies key frameworks and insights that inform the comparative analysis of Honda and BMW’s marketing strategies. Chapter 3 outlines the research methodology employed in this study, elucidating the approach taken to gather and analysis data on Honda and BMW’s marketing strategies in the UK market. From the selection of research methods to data collection techniques and analytical frameworks, this chapter ensures the rigor and validity of the comparative analysis conducted in subsequent chapters. Chapter 4 presents the empirical findings and results of the comparative analysis, offering insights into the marketing strategies employed by Honda and BMW in the UK market. Through an examination of branding initiatives, adverting campaigns, digital marketing efforts, and consumer engagement strategies, this chapter illuminates the distinct approaches taken by these two automakers to capture and retain market share in the UK automotive sector. Chapter 5 synthesizes the findings presented in chapter 4, offering a comparative discussion of the effectiveness, strengths, and weakness of Honda and BMW’s marketing strategies. By contextualizing the findings within the broader landscape of the UK automobile industry, this chapter provides valuable insights for marketing practitioners, industry stakeholders, and policymakers, and identifies avenues for future research in automotive marketing for Honda and BMW within the UK Context. Is therefore the introduction focusing on the background of the research focusing on the history of the automotive industry in the UK with a brief explanation of marketing techniques and significance of the research and outlining the research questions, showing the research objectives and the problem statement. 
Chapter 2: Literature review 
2.1 Introduction 
[bookmark: _Hlk160396459]Chapter 2 will be a literature review with significance of marketing in the automotive industry starting with a summary of marketing theories the importance of marketing to gain a competitive advantage marketing in the UK automotive industry, showing how marketing works in the UK automotive industry, challenges faced in the UK automotive industry and the importance of marketing for BMW and how it is used, the importance of marketing for Honda and how it is used at the company lastly the impact of marketing in the UK automobile industry. significance of marketing in the automotive industry.
2.2 Marketing theory 
The development and the evolution of marketing from the beginning as a concept it has been around for centuries for example it started to take shape during the industry revolution in the 18th and the 19th centuries. Initially it waws about distributing goods from producers to consumers it has evolved over time to include market research, advertising branding and various promotional strategies to understand and satisfy the needs of the customer wants. Mass production and the increase in competition during the industry revolution more sophisticated methods used to differentiate products or service. For example, there are marketing models used by marketers to gain an understanding and used to study various aspects of their strategies some common marketing models that are used are (Grönroos, 1982).
1.SWOT Analysis model evaluates a company’s internal strengths, weakness as well as external opportunities and threats in the market. Understanding the business environment is central to a strategic planning process. Among the most important tools to facilitate such understanding is the SWOT analysis (Hill & Westbrook, 1997). It helps organizations to gain a better insight of their internal and external business environment when making strategic plans and decisions by analysing and positioning an organization’s resources and environment in four regions: Strengths, Weaknesses, Opportunities and Threats. SWOT analysis has been praised for its simplicity and has been in continued use since the 1960s. However, in practice it cannot offer an efficient result and sometimes may lead to a wrong business decision (Coman & Ronen, 2009).
[bookmark: _Hlk163515196]2. The STP process is well-established and incorporates three points: segmentation, targeting, and positioning (Kotler, 1997) STP Segmentation, targeting, positioning this model helps marketers to identify and prioritize different market segments to choose the most attractive ones and to develop an aligning strategy to differentiate their product or service. Most notably, STP can help marketers prevent direct competition by differentiating their marketing mix (Schiffman et al, 2010). However, while the STP process is known as a central principle of marketing technique, it can be difficult to execute in daily practice (Crittenden et al, 2002). Dibb & Simkin, 2009 (Venter et al, 2015). For example, according to Geographic, demographic and psychographic phenomena is the foundation base of segmentation (Kotler et al, 2013).









3. The 4P model contains the Product component, Place, Price, and Promotion, popularized by Jerome McCarthy (1968), are still looking for the most popular ones up to this era and as the basis for all marketing lines even though they have been refined to 7P proposed by Booms and Bitner (1981). 4P Product, price, place, promotion this classic marketing mix model outlines the key elements of a marketing strategy focusing on price product for example what you offer price how much you charge place where you sell your product and promotion how the product or service are marketed. The 4P model is confronting some criticism regarding its usefulness in contemporary commercial marketing (Brownlie and Saren 1992) and that there is a vulnerability of social marketing assuming dated approaches (Hastings, 2003).
[image: ]Fig. 1. 4p marketing mix (2023) 




4.Ansoff matrix in 1987, H. Igor Ansoff developed an interactive computer program for strategic management that was designed to integrate the analytic power of a computer with the experiential new method of learning for senior management. The computer program, ANSPLAN-A, was focused to serve a developing need in strategy consulting to focus on the shifting trends of firms from the dependence on an external consultant to an internally developed strategic analysis capability which now would include the input from, line managers who were responsible for the implementation of the strategy that they used. According to (Ansoff, 1986) Ansoff matrix model helps business to identify growth strategies by analysing whether to focus on existing products or new products in present or to focus on new markets. 

[image: ]Fig. 2. Ansoff matrix (2021) 
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5. [image: A diagram of a company]fig. 3. porters diamond model (2021) 

Porters diamond model
Developed by Michael porter, it is a framework used to examine the competitive advantage of nations. It consists of four interconnected conditions for example factors conditions, demand conditions, related and supporting industries, and firm strategy, structure, and rivalry. These factors interact to shape a nations competitive advantage in certain industries.
Factor Conditions: Refer to the nation’s factors of production, such as skilled, labour, infrastructure, natural resources, and capital. The quality, quantity, cost, and availability of these factors influence a nations competitiveness in specific industries.
Demand conditions: The factor relates to the size and nature of domestic demand for products and the services for example sophisticated and demanding consumers can stimulate innovation and drive companies to improve their products and processes. 
Related and supporting industries: Industries and suppliers that are both related and supportive to the focal industry can enhance its competitiveness. The presence of strong local supplies, competitors, and complementary industries can create advantages through efficiency, innovation, and collaboration.
Firm strategy, Structure, and Rivalry: the conditions of domestic competition shape how companies are created, organized, and managed within a nation. Intense competition can drive companies to innovate, improve efficiency, and seek competitive advantages, enhancing the competitiveness of industry. These factors interact with each other and can create a mutually strengthening system that enhances a nation’s competitive advantage in various industries across different sectors it is not limited to specific industry. It provides a framework for analysing the competitive advantage of nations in any industry. However, it is used in industry where competition can be intense for example manufacturing, technology, and automotive industry these are just a few examples. 
These are a few examples and there are many more marketing models tailored to different industries and to diverse objectives and market dynamics.
2.3 Importance of marketing
Importance of marketing creates visibility and awareness marketing helps business to create visibility and awareness about their products or services according to (Moorman, 1999)   while marketing advances in increasing importance for example a set of procedures that all functions participate in positioning, a serious issue that can arise is the specific area that can contribute to the marketing functions. Specifically, what role should the marketing function play, if any, in a firm that is market oriented. Reflecting this concern, the Marketing Science Institute's 1996–1998 research priorities included investigations into “Marketing as a function identified as (big M) in relation to marketing as a means and a vision.
2.4 Relationship marketing   
Relationship marketing theory and implementation it can be known to form and establish an approach to enhance long-term association with customers and stakeholders alike (Koiranen, 1995). Some main assumptions are that all parties will be able to meet their objectives through the relationship process. Another key aspect is that the calculated implication can vary depending on the stage of the relationship for example establishing, preserving to enhancing that the organization must concentrate on different issues depending on the certain stage of development related concept is customer relationship management (CRM) the process is defined as to identify customers creates customer knowledge builds customer relationships and shapes customers perception of the organization and its solutions (Srivastava & Fahey, 1999).     
2.5 Marketing in the UK automotive industry
In the factor of car marketing in the UK, digital platforms play an important role for example noted by industry analytics (James, 2023).Brands often capitalize on social media, search engine advertising, and targeted email campaigns to connect with potential buyers (Jones et al, 2022).Moreover, traditional channels such as television commercials and print ads in automotive magazines remain relevant in reaching a broad audience (Brown, 2021). Exceptional events, where consumers can test drive vehicles, have also been proven effective in engaging customers directly (Johnson & Clark, 2020). 
According to, (Candelo, 2019) “the automotive industry, revised marketing principles and innovative marketing strategies are needed to address more effectively the unprecedented challenges posed by the modern digital revolution. The starting point for these proposals is a thorough analysis of the evolution of marketing in the industry across three ages of technological innovations the mechanical, the electronic, and the digital. The main objectives are first, to illustrate how study of the past can help carmakers as they move forward into the unknown, and second, to identify the main choices that they will face. The central premise is that unusual times call for unusual strategies.” By digging the past to predict future developments regarding competition and marketing strategies within the car industry.”
2.6 How marketing works in the UK automotive industry 
Many circumstances can influence the behaviour of both private and fleet customers of automobiles in the UK. These include situational factors such as the economic and regulatory environments, vehicle performance and applications that are included and the use of fuel/road infrastructure (Lane and Potter, 2007). Additionally in the UK, automotive industry will partnership with influencers and celebrities, superstars to utilize to enhance brand visibility and resonate with UK, demographics (Garcia, 2019). This multi-channel approach is recognized to be important for success in the competitive UK car market (Roberts, 2018). 
2.7 Marketing challenges faced in the UK automotive industry
Several challenges confront the UK, automotive industry in its marketing activities for example one challenge is the shifting consumer preferences towards electric and hybrid vehicles driven by environmental concerns and government incentives (Hudson, 1995). Furthermore, increasing competition from foreign automakers, principally in the premium and electric vehicle segments, strengthens the pressure on UK brands to differentiate themselves effectively (Garcia, 2020). 
The importance of branding is recognised as one of the key aspects for firms in fiercely competitive markets. For example, investment in brands has been found to contribute to the realization of having positional advantages and consequently working for brands (Matear et al, 2004). Several studies have focused on creating frameworks to understand the key components of brand perceptions, (Keller 1993). It is well documented that consumers' perceptions of brands consist of brand awareness and brand image (Keller, 1998) “Successful brands must offer superior value to consumers and differentiate an offering from those of competitors” (Fill, 2002).
2.8 Importance of marketing for BMW and how it is promoted in the UK. 
Marketing plays an important crucial role for BMW in the UK, for several reasons primarily brand awareness with its effective marketing campaigns help, maintain and increase brand awareness which is used to ensure that BMW remains top for consumers in the UK, which can lead to higher sales and customer loyalty (Quinn & Dibb, 2010). Competitive advantage in an aggressive automotive market marketing allows BMW to differentiate itself from rivals by highlighting unique features for instance technology and BMW brand values. They are using product promotion marketing activities such as advertising events and sponsorships to help promote BMW’s latest car models which can show features of new innovations and latest technologies to potential, buyers initial driving sales and interests in its motor vehicles. Customer engagement marketing provides opportunities for BMW to engage with customers through various channels for example social media, public events, social media influencers and customer feedback to develop relationship with its customers and building brand loyalty. Market research, marketing efforts to generate valuable date and insights about consumer preferences analysing market trends and its competitors enabling BMW to make informed decisions to adapt its strategies to meet changes in the demanding market. Overall, marketing can play a pivotal role in BMW’s success according to Marketing London, (1996) survey Mercedes-Benz and BMW were ranked the top 2 brands in the in the UK, market in the form of enhancing brand visibility to drive its sales. 
2.9 Importance of marketing for Honda Motor Corporation and how it is implemented in the UK 
The importance of marketing for Honda in the UK, lies in its ability to establish in its ability to establish brand presence for example to increase its market share and to drive its sales. According to a report by (Statista, 2021) Honda has consistently been among the leading car brands in the UK, market, with a market share of around 3.5% in recent years (“Leading car brands in the UK, in 2021, by new car registrations”). Effective marketing strategies for example targeted advertising campaigns and sponsorships also digital marketing initiatives can play a crucial role for Honda in the UK, in maintain and enhancing the market position for Honda motor corporation. Honda’s marketing efforts in the UK, are geared towards creating brand awareness and to foster a positive brand image among its consumers. In the form of leveraging various marketing channels using traditional media, social media, and experimental marketing events Honda reaches wide audiences to engage with potential customers at different points in their purchasing journey. For instance, Honda has sponsorship with such partners as British Touring Car Championship (BTCC) allowing to highlight Honda vehicles in a high-profile motorsport setting entailing to reinforcing its name for performance and being reliable. Additionally, Honda’s digital marketing initiatives such as interactive website features and social media campaigns enable the brand to connect with technical savvy consumers and to communicate the benefits of its vehicles effectively. For example, the Honda brand commitment to sustainability and innovation is highlighted in its marketing campaigns which can resonate with environmentally conscious consumers and position Honda as a forward-thinking automotive company (Marketing Week, 2002). In conclusion marketing can play a fundamental role in Honda’s success in the UK, market by driving brand awareness to foster consumers to engage and drive sales by implementing strategic and innovative marketing initiatives Honda is maintaining its competitive edge to continue to thrive in the dynamic automotive industry in the UK, market. Honda UK marketing spends its advertising budget on finding and converting a social media audience outlining a tightly focused marketing content to connect with the right people for Honda UK sales (Honda UK, 2023).
2.10 Impact of marketing in the UK automotive industry 
Marketing plays a significant role in shaping the UK automotive industry by influencing consumer behaviour brand perception and market dynamics (Kumar & Reinartz, 2018). For example, strategic marketing planning can affect automobile industry it can increase brand awareness and hep to drive sales and maintain a competitive advantage in a crowded marketplace (Lobb, 2017). Digital marketing has emerged as a crucial tool for automakers to engage with consumers using social media, online advertising, and targeted campaigns (Scharf, 2019). Additional, marketing campaigns that emphasize environmental sustainability and technological innovation have become increasingly important which can reflect on consumer demands for eco-friendly vehicles and vehicles that have advanced features (Beach, 2020). Overall marketing strategies that are effective play a key role in shaping the success and growth of the UK, automobile industry. 
2.11 How do Honda and BMW establish their pricing 
Therefore, automobile pricing is established to influence the survival prospects of a model, there is a common appreciation among researchers, consumer advocate groups, trade publications and manufacturers themselves that other non-performance attributes embodied in automobile pricing (Requena et al, 2009). Physical attributes, safety features, or equipment, influence vehicle prices. Secondly, how does this influence differ between CVs and AFVs? And third, constructing quality adjusted hedonic price indices to find out what are the drivers of the rising car prices, the quality adjusted hedonic price indices are at the forefront of the political debate and on the agenda of many researchers, as pointed out by e.g., (Reis and Silva, 2006). Japanese car manufacturers provoked intense world competition, which created serious doubts about the economic sustainability of an industry mostly dominated until the 1970s by European and North American multinational companies. However, the use of traditional tariff barriers was no longer viable under the general agreement on tariffs and trade (GATT), leading to the rise of ‘new trade protectionism’ In Britain’s case, the effects of multilateral trade, (Walker, 2017).
2.12 Conceptual marketing framework in the UK automobile industry
It could include elements such as customer segmentation, brand positioning, product development, distribution channels, and promotional strategies. According to (Kotler & Armstrong,2018), customer segmentation allows companies to identify and target specific consumer groups based on demographics, psychographics, and behaviour. Brand positing, such as suggested by (Keller,2018) it can involve creating a unique image and create a value proposition for the brand in the minds of consumers. Product development, as discussed by (Hollensen,2019) which focusses on creating offerings that meet the needs and desires of target segments while distribution channels as highlighted by (Jobber & Chadwick,2019), determine how products reach consumers effectively. Last of all promotional strategies such as outlined by (Fill,2016), they can involve communication tactics to raise awareness and to persuade consumers to purchase while integrating these elements into a cohesive framework can help auto companies effectively to navigate the competitive UK, auto market. To explore how the automotive industry influence purchasing decisions for customers and how brand perceptions can be seen in the marketplace also if they are effective of traditional marketing channels that could provide valuable insights for automotive marketers to navigate an increasing digital and sustainable landscape (Holland et al, 2019). 
2.13 Research gap and Contribution 
[bookmark: _Hlk162215324]In the UK automotive industry there exists gaps that are missing in the literature for instance limited or not enough evidence to investigate the influence of the market size. There are distinguishing factors to investigate the research gap in the UK, automotive marketing which lies in understanding the pricing with the market size, market growth with pricing how we should use pricing to provide strategies for market growth impact of emerging technologies for example electric vehicles (EVs) and autonomous driving vehicles on consumer behaviour and marketing strategies (Chintagunta,2020). This study document is an attempt to address these gaps. The study emphases on public organisational and scholarly literature by developing a conceptual framework that provides broad based secondary knowledge. Addressing these gaps in automotive research could lead to advancements in technology, (Subramoniam, R,2009) policy development, and industry practices, contributing to more sustainable manufacturing in automotive manufacturing process. In research of the UK automotive industry there are gaps on not enough research on automobile pricing based on demographics, psychographics. It is important to understand this research has identified gaps in the literature that there is shortage of literature certain research questions. researched completely in the automotive industry. The gaps in the literature could be addressed in further research studies in the future.  
CHAPTER 3: Research methodology 
3.1 Introduction 
This is the third chapter which is the research methodology it will start with designing research model research onion methodology explanation outline the philosophy followed with a diagram of the research onion. Followed with what each layer is used for with a brief example. Then supported with research philosophies and assumptions research design is it justified for the study to explore approaches, showing why the author used the research approach, for the study. Data collection methods what are they and why did the author choose the method followed with an ethical consideration lastly conclusion of the chapter.
[bookmark: _Hlk162555582]3.2 Research Onion as a Model of Designing Research Methodology
Methodology is a general research strategy which delineates the way how research should be undertaken. It includes a system of believes and philosophical assumptions which shape the understanding of the research questions and underpin the choice of research methods. Research methodology is an integral part of a dissertation or thesis which helps to ensure the consistency between chosen tools, techniques, and underlying philosophy. One of the ways of research methodology construction is based on theoretical concept of “research onion” (Figure 1), proposed by Saunders et al. (2016). Each layer builds on the one before it, helping you to design a robust research project from start to finish.
[image: ]

The research onion consists of six main layers:
[bookmark: _Hlk165297536]1. Research philosophy this is the first layer for example, like the core of the onion, it’s the fundamental beliefs about how knowledge is gained for example,  are you more inclined towards qualitive research meaning understanding experiences and feelings or quantitative research which include numbers and statistics that forms a basis of the research by delineation of ontology nature of reality, epistemology nature, sources of knowledge or facts and axiology values, beliefs and ethics of the research. (Nweke & Orji, 2009). From a historical point of view there may be distinguished two classical or conventional. Positivism promotes a scientific and evidence-based approach to understanding the world, emphasizing observation, experimentation, and objectivity it has influenced numerous studies for example natural science, social sciences, and philosophy of science. Critical realism, offers a nuanced understanding of reality that goes beyond simple empiricism, recognizing the complexities of social life and the importance of theoretical frameworks in interpreting empirical evidence. The situation encourages a critical engagement with social issues and a commitment to social change. interpretivism can offer a nuanced approach to studying social reality, focusing on meanings and interpretations that individuals assign to their experiences. It provides insights into the subjective aspects of human behaviour and society that emphasizes objectivity and empirical evidence (Molis, 2008). post-modernism is a philosophical and cultural movement that emerged in mid to late 20th century it challenges traditional modes of thinking and offers a critical perspective on power, knowledge, and representation. It has had a significant impact on various fields, philosophy, literature, art, architecture, and cultural studies, shaping, debates about identity, globalization, and nature of reality. Pragmatism is a philosophical perspective that emphasis the rational consequences of beliefs, theories, and actions. Pragmatist and critical realist, positions of scientific research philosophy (Mingers, 2006). 
[bookmark: _Hlk162129052][bookmark: _Hlk162643129][bookmark: _Hlk162647594]Research Philosophies and Assumptions The concept of research philosophies which can refer to the principles that can guide your approach to research in common research philosophies include positivism, interpretivism and critical realism. In qualitative educational research, theories are critical in research design and discussions (Ryan, 2018). Subjectivism asserts that reality is our own perceptions, experiences, and feelings. Finally, theory explains how we give meaning to explain or understand the results of research. It is a method of representing the world, truth, or knowledge (Howell, 2013). Consequently, the discussions of theories remain a challenge for doctoral students or junior scholars. In Richard Swedberg’s (2012) article, theorizing in sociology and social science have turned to the context of the discovery, he emphasized the importance of creativity and originality of theorizing through naming, conceptualizing, using analogies, metaphors, and types. Qualitative Data Both nominal and descriptive non-numerical data which cannot be shown as numbers are known as qualitative data in words or sentences format. This type of data answers to "how and why" questions in a research study and mostly covers data regarding feelings, perceptions, and emotions using unstructured approaches such as interviews for data collection. Researchers use different methods such as using audiotapes, sketches, notes, and photographs to gather these data. Although qualitative data can be suitable to achieve further information to explore and determine new effects and consequences of programs on the research, and finally enhance the quality of quantitative results, its implementation is dependent on spending a considerable amount of cost and time and the results may not be generalizable (Saunders et al, 2016). It means the findings of case studies can be used just for the same issues as the general patterns for different studies. Qualitative methods encompass three main categories including observations, document reviews, and in-depth interviews although there are fewer common ways to gather qualitative data the methods of data collection will be discussed future in the study.
2. Approach to theory development the second layer think of this as a method to use to tackle your investigate question is it going to observe people in their natural environment is it qualitative research or is the data going to be collected through surveys and questionnaires. It can be implied by the research philosophy on previous level and usually include reasoning. The research starts with an existing theory, then rising a question or hypothesis and data collection to confirm or reject the hypothesis; induction the research starts with observation and data collection, moving to description and analysis to form a theory; abduction observation of an empirical phenomena is followed by the research which comes up with a best guess or conclusion based on available evidence. Deductive approach is applied for existing theory testing, while inductive approach is commonly used in developing a theory or in fields with little research on the topic. Abductive approach usually starts with a surprising fact and is moving between induction and deduction to find the most likely explanation. Induction approach refers to a method of reasoning where one makes a generalization based on specific observations or instances. This process involves identifying patterns and predictions about future events however it is limited to certain limitations for example assuming future events will resemble to past events it is sole based on past observations. 
3. Methodological choice the third layer is about how the is going to be collected for example are you going to interview people one-on-one or are you going to send out surveys to a large group of people to gather date. This determines the use of quantitative and qualitative methods or various mixtures of both. Quantitative philosophy, often associated with positivism, emphasizes the use of empirical data and mathematical or statistical analysis to understand phenomena. It assumes that reality can be objectively measured and observed and can seek to uncover universal laws or patterns through systematic observation and experimentation. Quantitative research is what can be measured for generalizability and often prioritize impartial and replicability in their studies this approach is prevalent in fields such as psychology, economics, sociology, and natural sciences, where numerical data and statistics analysis are commonly used to test hypotheses and make predictions. Quantitative data will be incorporated into this research study to analyse what is the competition between Honda and BMW in the UK market and what are the distinguishing facts that impact the market size of both companies and how these companies establish pricing. Outlining what are the strategies for market growth for both companies using quantitative data. 
4. Strategy the fourth layer to collect and examine data these are specific decisions you make within your chosen strategy. Data collection methods for instance, researchers select specific techniques for gathering data if you are doing interviews that are structed using a list of questions or unstructured questions that are more free-flowing conversations, experiment, survey, archival research, case study, ethnography, action research, grounded theory, narrative inquiry.
5. Time horizons this is the fifth layer which defines the time frame for the research for example are you looking at something over a long period or are you focusing on a specific point in time for example cross-sectional involving collection of data at a specific point of time; longitudinal collection of data repeatedly over a long period of time to compare data.
6. Techniques and procedures for the last layer include data collection and analysis the use of primary/ secondary data, choosing sample groups, developing questionnaire content, preparing interviews, etc. How you analyse your data are you going to look similarities in your answers to your questions or are you going to crunch numbers using statistical software to get a quantitative analysis on your research data. 
The research onion is a tool which helps to organize the research and develop research design following the layers of the research onion step by step. However, the research onion model was primarily designed for business studies, therefore it would be incorrect to adapt this model “as is” for researching the future. The analysis of literature on futures studies methodology has revealed that futures studies is a specific research field as it deals with phenomena which are not actualized yet, thus it underpins specific ontological and epistemological assumptions which lead to choose of strategies, techniques, and methods different from ones used in business studies. Adapting the research onion model for futures studies to adapt the research onion model it is crucial to analyse.
[bookmark: _Hlk162129180]3.3 Research Design 
[bookmark: _Hlk162643455][bookmark: _Hlk164322556]The research design refers to the plan or structure that guides a research project (Johnson & Christensen, 2014). It outlines the methodology, procedures, and techniques that will be used to collect and analyse data to answer research questions or test hypotheses a well-designed research study typically includes considerations such as the research objectives, research questions, data collection methods, sampling techniques, data analysis procedures, and ethical considerations (Creswell & Creswell, 2017). The choice of research design depends on several factors including the nature of the research problem, the research questions, available resources questions, available resources, and practical constraints. Common research designs include experimental, correlational, descriptive, and qualitative designs, each with its own strengths and limitations apply. By adopting a comparative analysis approach and utilizing secondary data sources, this research aims to provide valuable insights into the marketing practices of BMW and Honda. The research that will be used for the study is secondary data research providing a comprehensive framework to deliver a valuable understandings of the above mentioned automotive brands outlining the marketing practices to answer the following questions for example, what is the competition between Honda and BMW in UK marketplace, what are the distinguishing factors which impact the market size of BMW and Honda in, the UK how do these companies establish their pricing what are the strategies for market growth for Honda and BMW.     


3.4 Research Approaches 
The research onion, proposed by Saunders et al. (2012) provides a thorough framework for understanding the various stages of the research process. Secondary data analysis, a common research method, can be contextualized within this framework when studying topics such as Honda and BMW in the automotive industry. At the outer layer of the research onion, research established philosophical assumptions about the nature of reality and knowledge (Saunders et al, 2012). Moving inwards, to the next layer the research approach that is used is deductive using secondary data to analyse the research questions related to Honda and BMW’s market performance, consumer preferences and technological innovations. The research will assess secondary data on both companies considering changes in the automotive industry over time. Next considering the time horizon is crucial ensuring the relevance and currency of the data being analysed considering changes in the automotive industry over time. Finally, data analysis techniques will be applied to interpret the collected data using key words for example BMW marketing philosophy in the UK advertising strategy, Honda UK, marketing technique and how do these companies establish their pricing. How is the competition between Honda and BMW in UK market. What are the distinguishing factors which impact the market size of BMW and Honda in UK. How do these companies establish their pricing. What are the strategies for market growth for the above-mentioned companies.   
3.5 Data Collection Methods 
[bookmark: _Hlk165233833][bookmark: _Hlk165233820]The process of data collection is very essential in the field of research. It is a basic tool of good research. For example, if the data collected is unbiased, it will be extremely useful. The medical, social, political, and economic scenarios can be very easily seen through this process. There are two types of data, primary and secondary. The most common methods of primary data collection are observation methods, interviews, questionnaires, and database. The sources of secondary data include the previously published books, magazines, journals, etc, and unpublished biographies, and autobiographies, etc. The method of data collection is chosen as per the aim of the research and its suitability for that research that is to be conducted and is less time consuming for example in finding participants to answer questions (Mazhar, 2021). Before selecting a data collection method, the type of data that is required for the study should be determined (Kabir, 2016). Data can refer to facts, statistics, or information collected and examined for reference, analysis, or interpretation. It can be in various forms such as numbers, text, images, audio, video, and it is used extensively in fields like science, business, technology, and everyday decision-making process. Data collection methods can vary depending on the data being collected some common data collection methods are surveys administering standardized questions to gather responses, conducting interviews that are structured or semi-structured or unstructured to gather data asking the right questions (Halperin & Heath, 2017). Quantitative data observations systematically observing and recording behaviours ,events, or phenomena experiments in controlled settings to observe outcomes or effects, secondary data analysis analysing existing data sources such as databases or literature reviews, focus groups facilitating group discussions, analyse case study’s in depth to understand phenomena sensor data collection using sensors or devices to collect real time data, social media analysis extracting and analysing data from social media platforms to understand trends and opinions or behaviours. Ethnography immersing oneself in a particular culture or social setting to observe and to document behaviours and interactions and research objectives. Qualitative Data Both nominal and descriptive non-numerical data which cannot be shown as numbers are known as qualitative data in words or sentences format. This type of data answers to "how and why" questions in a research study and mostly covers data regarding feelings, perceptions, and emotions using unstructured approaches such as interviews for data collection. Researchers use different methods such as using audiotapes, sketches, notes, and photographs to gather these data. Although qualitative data can be suitable to achieve further information to explore and determine new effects and consequences of programs on the research, and finally enhance the quality of quantitative results, its implementation is dependent on spending a considerable amount of cost and time and the results may not be generalizable. It means the findings of case studies can be used just for the same issues as the general patterns for different studies including observations, document analysis. 
3.6 Methods of data collection for the study
The study will use secondary data sources of secondary data from scholarly articles journals books and online sources for example online databases sometimes the author can use information that is already stored in a database, so that the author must find the data (Brakewood and Poldrack, 2013). Databases are simply organised lists of data the list or example analysing existing data sources such as government records databases, literature reviews online journals and articles. This method was chosen for the reason it is less time consuming compared to primary data and secondary data is publicly available or can be obtained through various sources effortlessly from online sources for example online books, journals, company websites and government statistics. Using validated findings from primary research for example from scholarly databases, published studies. The secondary data the study will examine is consumer behaviour, preferences, and the impact of various digital marketing channels such as social media, search engine marketing and online advertising on purchasing decisions within the UK automotive industry (Brown & Wilson, 2019). Secondary analysis refers to the use of existing research data to find answer to a question that was different from the original work (Szabo & Strang, 1997).  
3.7 Ethical Considerations 
When conducting secondary research, which involves analysing existing data or literature, its crucial to judge ethical considerations related to how the data was accessed and used for this study and to cite sources some ethical consideration to consider are to use citations and to attribute all sources to avoid plagiarism and to give credit to original authors this should help to maintain academic integrity and acknowledge the contribution of others. To ensure that the sources that are used are reliable, creditable for example by using journals, reputable databases, and trusted sources to minimize the risk of misinformation or biased data. Respecting copyright laws and to obtain permission to use copyrighted materials, if necessary, for example planning to reproduce and to adapt figures, tables from existing date follow guidelines and give proper acknowledgement to the copyright holders. For example, respecting the confidentiality and privacy of individuals or organizations data or information you use to examine and use for the secondary research. Consistent secondary data and secondary sources used must contain reliable data covering as much of the targeted findings as possible. The use of these sources by multiple official organizations and it itself can increases data reliability (Daas et al, 2012). 
3.8 Conclusion
This chapter has demonstrated research onion and its various layers as a model of designing research methodology and the research philosophies and assumptions how they are justified and what is the research designed for this study showing how it is in line with this thesis. In conclusion, the utilization of research onion model has provided a structured framework for the examination and evaluation of the methodology employed in this dissertation. By peeling through each layer of the onion, from the philosophical approach to the time horizon, we have gained valuable insights into methodological decisions and their implications. findings. 
Firstly, the philosophical approach, grounded in this study is qualitative research design, ensuring alignment with the underlying entomological and ontological assumptions. This foundation layer influenced the formulation of research questions, the selection of data collection methods, and interpretation of findings. 
Secondly, the chosen research strategy, is qualitative analysis it was carefully selected to address the research objectives effectively. Its suitability was addressed considering the study’s context, constraints, and desired outcomes. Throughout the research process, adjustments were made to the strategy to enhance its alignment with the evolving needs of the study.
Thirdly, the research choices encompassed a range of methods and techniques, including qualitative research using secondary data collection method. Each method was selected based on its appropriateness for capturing the desired data and generating meaningful insights Despite encountering challenges such as limited data, time consuming, proactive measures have been taken to mitigate their impact and uphold the rigor and validity of the research.
Finally, time horizon of the study has played a crucial role in shaping the research trajectory and outcomes. The temporal constraints imposed certain limitations on data collection and analysis, necessitating careful planning and prioritization of tasks. However, these limitations were acknowledged and managed transparently to maintain the integrity of the research findings. 
The adoption of the research onion model has facilitated a thorough examination of the research methodology, highlighting its strengths, limitations, and contributions to the broader scholarly discourse. By peeling back, the layers of the onion, we have gained a deeper understanding of the methodological decisions and their implications for the interpretation and generalizability of the findings. Moving forward, the insights gleaned from this methodological refection will inform future research endeavours and contributes to the ongoing advancement of knowledge in the field. 
CHAPTER 4: findings and results     
4.1 Summary of research 
In this chapter, the aim is to present the results of this study which is aimed at investigating How is the competition between Honda and BMW in UK market, what are the distinguishing factors which impact the market size of BMW and Honda in UK, how do these companies establish their pricing What are the strategies for market growth for the above-mentioned companies. The chapter will begin by providing an overview of the methods employed in data collection and analysis following this the study will offer a summary of the key findings, highlighting significant patterns and trends that emerged from the analysis. The chapter is organized into 4 sections, each focusing on a different aspect of the research question. Finally, the study will conclude with a discussion of the implications of these findings for the broader field of marketing in the automobile industry with this groundwork laid, for the study lets now delve into the detailed findings. 
4.2 Presentation of Findings 
Table with small discussion 
In this segment we want to dive into the findings of this research. The findings presented in table 1 provide insights into the marketing strategies employed by BMW and Honda in the UK market. Which are based on the literature review the table shows the Author, the date of the article, and the article title followed with key words and themes. In the table there are several themes which are extracted from a comprehensive review of the literature the table also consists of the major themes, or key words associated with this thesis from the relevant articles.
	Index
	Authors
	Year
	Title
	Key themes or keywords

	1
	Newland, Francesc
	2004
	BMW reaches out to the affluent, young urbanites
	BMW is trying to attract new customers,
BMW promoting 

	2
	Hudson, R
	1995
	New production concepts and spatial restructuring
	The Japanese, the European market, and the automobile industry in the United Kingdom. 

	3
	Shameen, Assif
	2013
	Toyota and Honda will motor on 
	Honda pricing

	4
	Ellinghaus, U. 
	2007
	Bright ideas at BMW 
	BMW UK marketing

	5
	Shameen, A.
	2013
	Toyota, Honda will motor on
	Honda pricing advantage in foreign markets

	6
	Simms, C.D. & Trott, P. 
	2006
	The perceptions of the BMW mini brand:
	The importance of BMW developing the mini in the UK 

	7
	Tylee, J.
	2009
	How the power of dreams is still driving Honda
	Honda automobile marketing campaign
Honda advertising in the UK market 

	8
	Joshi, Rishi
	2009
	Into the headwind hero Honda defies the down-cycle in the auto sector with robust earnings growth and gains in market share

	Honda market growth

	9
	Huang, Kevin
	2009
	Honda
	Honda automotive marketing

	10
	Lovell, Caroline
	2008
	How important is pr to a campaign?
	Honda's UK marketing

	11
	Ronning, Jeffrey J Grant, Gregory l

	1999
	Global hybrid electric vehicle markets and missions
	Automobile divergent market views

	12
	Mcelhatton, Noelle  
	2005
	Honda

	Honda automobile marketing

	13
	Dwek, R
	1993
	BMW’s compact lowers pricing, marketing
	BMW marketing and pricing strategy

	14
	Trop, Jaclyn
	2015
	Honda dealers gear up for launches of key vehicles
	Honda market growth


	15
	Rechtin, Mark
	2010
	
Shrinking share? Honda exec stays the course
	Honda to gaining market share

	16
	Hart, Joanne
	2011
	Capital markets: issuer strategy BMW, BMW picks its moment
	BMW price strategy 

	17
	Dempsey, Karen
	1996
	The art of perception. (survey of perceived quality of brands)
	BMW perceived quality
BMW marketing survey UK
BMW branding

	18
	Honeywell, Tristan
	2008
	Not another Vectra

	UK automobile comparison
BMW perceived quality 

	19
	Lorenz, Andrew
	1996
	Cars on a collision course
	UK automobile unexpectedly sluggish market growth
European and Japanese automobile rivalry 

	20
	Pearce, Andrew
	2006
	A new grand design
	Honda competitors 
UK auto marketing 

	21
	Requena Silvente, Francisco 
Walker, James t.
	2009
	The survival of differentiated products an application to the UK automobile market, 1971-2002

	UK automobile pricing
UK automobile survival

	22
	Mandys, Filip
	2023
	Search for an affordable clean car: pricing of conventional and clean automobiles.

	Automobile pricing
Conventional vehicles
Affordable priced automobiles 

	23
	Walker, James T.
	2017
	Voluntary export restraints between Britain and Japan: the case of the UK car market (1971-2002)
	Automobile tariffs for Japanese cars

	24
	R Hudson
	1995
	The Japanese, the European market, and the automobile industry in the United Kingdom
	Japanese car production in UK
German car production in UK

	25
	Keith Cowling and John Cubbin
	1971
	Price, quality, and advertising competition: an econometric investigation of the United Kingdom car market
	Marketing UK automobile industry 
UK automobile pricing strategies

	26
	Saridakis, C. And Baltas, G. 
	2016
	Modelling price-related consequences of the brand origin cue: an empirical examination of the automobile market
	Automobile pricing 
Automobile marketing
Automobile brands 

	27
	Banerji, K. Sambharya, R.
	1996
	Vertical keiretsu and international market entry: the case of the Japanese automobile ancillary industry
	Dependencies between major Japanese automobile firms, 
Japanese automobile suppliers, firm-specific ownership advantages, profitability.

	28
	 Palmer, Kate, James E. Tate, Zia Wadud, and John Nellthorp. 
	2018
	Total cost of ownership and market share for hybrid and electric vehicles in the UK, us, and Japan
	Japanese automobile market share,
Economical choice of vehicle,
Cost of ownership.

	29
	West, D.C. Ford, J.B. and Ibrahim, E.
	2015
	Strategic marketing: creating competitive advantage
	Strategic marketing, 
Car industry, 
Marketing customization of the car industry. 

	30
	Papasolomou, Ioanna, and Philip J. Kitchen
	2011
	Cause related marketing: developing a tripartite approach with BMW
	BMW marketing strategy
Product quality, performance, and image

	31
	Jakrapan Anurit
Karin Newman
Bal Chansarkar
	1998
	Consumer behaviour of luxury automobiles:
A comparative study between Thai and UK customers’ perceptions
	Consumer behaviour 
UK customer perceptions
Luxury vehicles study

	32
	Hidiroğlu, D. 
	2021
	Factors effecting automotive companies’ exporting performance: factor analysis of ‘ford, Tofas and Honda’ between the years 2009 and 2019
	Automotive export, 
Honda market value, 
Return on assets,
Dividend payment rate, 
Honda automotive factors.


	33
	Rumelt, R.P.
	1996
	The many faces of Honda
	Honda product quality factors in the UK

	34
	Mintzberg, h., Pascale, R.T., Goold, m. And Rumelt, R.P.
	1996
	CMR forum: the “Honda effect” revisited
	Honda automobile factors UK 

	35
	Cousins, P.D. and Stanwix, E. 
	2001
	It is only a matter of confidence! A comparison of relationship management between Japanese‐ and UK non‐Japanese‐owned vehicle manufacturers
	Honda factors of trust, 
Customers loyalty, suppliers’ loyalty

	36
	Kawabe, N
	2004
	Honda. In the hybrid factory in Europe
	Honda market growth,
Honda UK

	37
	Akabane, J.
	2021
	Study of the global market portfolio of the big seven automakers
	Honda market growth,
Automobile marketing strategy

	38
	Tremblay, V.J. Tremblay, C.H. and Isariyawongse, K. 
	2013
	Cournot and Bertrand competition when advertising rotates demand: the case of Honda and scion
	Honda UK marketing, Honda marketing campaigns
 

	39
	Benjamin, C.
	1993
	Honda and the art of competitive manoeuvre
	Honda automotive market position  

	40
	Groos, A.
	2020
	The future of the UK car market
	UK automotive industry current state of the UK automotive industry, foreign car manufacturers in UK



	41
	Oliver, N., Holweg, M. and Carver, M. 
	2008
	A systems perspective on the death of a car company
	Honda merged with rover UK company, 
Honda poor product development processes,

	42
	Kiley, D.
	2004
	Driven: inside BMW, the most admired car company in the world.
	BMW history
BMW branding
BMW marketing

	43
	Gul, Muhammad Shafiq, Farzand Ali Jan, Qadar Baksh Baloch, Muhammad Faheem Jan, Muhammad Farooq Jan
	2012
	Brand image and brand loyalty
	Honda brand loyalty
Brand image

	[bookmark: _Hlk164980238]44
	Thumiger, B.
	2021
	 The valuation of Tesla and BMW in a disrupted industry:
	BMW industry
BMW pricing

	[bookmark: _Hlk164981123]45
	Simms, C.D. and Trott, P.
	2006
	The perceptions of the BMW Mini brand: the importance of historical associations and the development of a model. 
	BMW history
BMW branding
BMW vehicle development
BMW UK

	46
	Wright, C. and Egan, J. 
	2000
	De-marketing the car.
	UK automobile marketing car ownership and car use in the UK 
UK government Automobile policy  



	47
	Shalender, K., Singh, N., and Sushil
	2017
	AUTOFLEX: marketing flexibility measurement scale for automobile companies. 
	Product, Place, Promotion, Price
Automobile
Marketing
Competition  

	48
	Karmasin, H. 
	2010
	Ernest Dichter’s studies on automobile marketing
	Automobile marketing
European car brands

	49
	Falát, L. and Holubčík, M.
	2017
	The influence of marketing communication on financial situation of the company a case from automobile industry. 
	Automobile marketing
Importance of marketing
Marketing communication

	50
	Kridiawan, Y. and Wang, G
	2023
	 A systematic literature review on customer retention in the automobile or automotive industry
	UK customer retention in the UK automotive industry
Automobile marketing in UK



The findings of the competition between Honda and BMW in UK market.
Honda and BMW do not have any direct competition between both companies, but BMW has other competitors for example According to, (Wilson, 2018) longtime rivalry between Daimler and BMW. Both companies are sending a sharp message to technology giants in the auto industry by merging the services they offer. By combining at least, a dozen business lines into a 50-50 partnership, BMW Group and Daimler intend to become a mobility powerhouse. Both executives are "sending a strong signal to their new competitors," BMW CEO Harald Krueger said in a statement. Daimler CEO Dieter Zetsche went further, saying, "As pioneers in automotive engineering, we will not leave the task (BMW CEO Harald Krueger, 2018) he had said in an announcement. (Daimler CEO Dieter Zetsche, 2018) has stated that "As pioneers in automotive engineering, we will not leave the task of shaping future urban mobility to others. "Those competitors went unnamed, but companies such as Uber and Waymo, the self-driving unit of Google parent Alphabet, are clear targets. As consumers seek new transportation options, BMW and Daimler do not want to ground to these newer ventures. 
Findings of the distinguishing factors which impact the market size of BMW and Honda in the UK.
According to the literature reviewed several factors can influence the market size of BMW, economic conditions, the overall economic health of the markets where BMW operates can significantly impact consumer spending on luxury vehicles. Consumer preferences, shifting consumer preferences towards luxury vehicles, especially those with advanced technology and sustainability features, can affect BMW’s market size. Competitive landscapes, the actions, and offerings of competitors like Tesla can influence BMW’s market share and size. Regulatory environment, changes in emissions, regulations, safety standards, and tariffs can affect production costs and consumer demand for BMW vehicles. Technological advancements, BMW’s ability to introduce innovative features like electric vehicles technology can attract new customers and expand its market (Thumiger, 2021). Global trends, such as urbanization, environmental consciousness, and changing demographics, can impact the demand for BMW vehicles in various regions. Marketing and branding, effective marketing campaigns and brand image management can increase consumer awareness and preference for BMW, influencing market size. The findings can provide insights into BMW’s market performance and potentially displaying areas of growth or risk. (Simms et al, 2006).
Findings of Honda market size it is subject to a multitude of factors. Economic conditions play a pivotal role for example, with fluctuation in GDP growth, consumer confidence, and disposable income impacting the demand for Honda’s diverse product portfolio, spanning sedans, SUVs, motorcycles, and alternative fuel vehicles, allows it to cater to various consumer preferences and market segments, therefore influencing its market size. Competition from rivals like Toyota and BMW, Nissan, and Hyundai, as well as emerging, players such as Tesla, future shapes Honda’s market share and overall size. Regulatory changes, particularly in emissions standards, safety regulations, and fuel efficiency requirements, can significantly impact Honda’s production costs and consumer demand for its vehicles. Technology advancements, including Hybrid and electric motor systems, and connectivity options, play a crucial role in attracting consumers and expanding Honda’s market reach. Moreover, global trends such as urbanization, environmental consciousness, shifting consumer preferences towards sustainable transport options, also impact Honda’s market size in different regions. the brands reputation for reliability, fuel efficiency, and overall value for money future influences consumer perceptions and purchasing decisions, contributing to Honda’s market positioning and size within the automotive industry.                 
Honda and BMW pricing strategies the findings
[bookmark: _Hlk164506382]According to (Dwek,1993) "We're trying to position the brand as being affordable," says the BMW spokesperson. He is careful to add, though, that it "will never be cheap." According to, (Hart, 2011) Raoul van der Meeren, head of capital markets at BMW, explains: "We look at the market every day and we thought this would be a good opportunity for a deal before the summer break, especially for a benchmark deal." The literature suggests that BMW is working on becoming more affordable to penetrate new market segments from luxury high priced auto vehicles to more affordable priced vehicle. 
Findings of the strategies for market growth for the above-mentioned companies
To understand the key concepts for market growth the literature suggests that according to Precision Marketing, (2006)” Japanese car manufacturers Honda, Toyota, and Nissan are working towards a direct marketing challenge for example clutching up prospective buyers for a range of upmarket luxury models. In using magazine inserts and online advertising to gather information on projections, of the market growth. The automobile companies will attempt to persuade drivers that their new premium models can rival the quality and style of established high-class favourites such as Bentley, Mercedes-Benz, and BMW. Honda is to relaunch its classy Honda Legend model in the future, while Nissan is reported to planning to introduce its Infiniti marque to the UK, market. These two Japanese manufacturers, along with Toyota's luxury Lexus brand, will balance the market with Japanese automobiles and European rivals which have had considerable success in the US, and is looking to boost sales in the UK this year by one-third, to 15,000 vehicles”. Hondas promotional strategy for an entry segment model would be completely different from a premium segment model keeping in mind the target audience (Joshi and Rishi, 2009) Even as sales rise, Honda finds itself in a tricky position. It continues to toe the line between keeping margins up and incentives down, as market share remains flat, and it deals with the fallout from the recall of 5.4 million Honda and Acura vehicles for faulty Takata airbags (Trop and Jaclyn, 2015). A study by (McElhatton et al, 2005) analysed Honda’s marketing strategy, emphasizing its emphasis on affordability, reliability, and practicality. The authors highlighted Honda’s use of emotional branding techniques to establish a strong connection with consumers, partially through advertisements that evoke feelings of nostalgia and family values. Additionally, Honda’s focus on sustainability and innovation, as evident in their hybrid and electric vehicle offerings, has been recognised as a key driver of its marketing success. 
In contrast, BMW’s marketing strategy has been characterized by a focus on luxury, performance, and exclusively. Research by (Jakrapan, 1998) examined BMW’s use of aspirational branding to target affluent consumers seeking status and prestige. The study found that BMW’s marketing efforts often emphasize the brand’s heritage, engineering proves, and innovative technology to differentiate itself from competitors and appeal to its target demographic. Moreover, BMW’s strategic partnerships with high-end lifestyle brands and events have future reinforced its image as a luxury automobile leader. BMW has done such a respectable job of promoting its upmarket, luxury credentials for so many years that when it decided to enter the more mainstream hatchback market, it had a delicate and act accordingly (Newland and Francesc, 2004). The growth of the internet has affected BMW's marketing strategy for example consumers are not staying loyal to a brand since consumer have more alternative brands to choose (Ellinghaus, 2007). 
4.3 Analysis of Results
In conclusion, the findings suggests that Honda and BMW adopt unique marketing strategies that reflect their brand positing and target audience preferences. While Honda emphasizes affordability, reliability, and emotional branding, BMW focuses on luxury, performance, and aspirational branding. However, both companies recognize the importance of innovation, sustainability, and experiential marketing in driving brand loyalty and competitive advantage in the dynamic auto vehicle market. This study provides an overview of existing research on the marketing strategies of Honda and BMW, highlighting key findings and areas of interest for future studies.
4.4 Discussion of Results on factors which impact the marketing strategies of BMW and Honda in UK.
This section presents the findings of the study on Honda and BMW marketing strategies in the UK used qualitative findings delivered from an analysis of existing literature and journal research, strategies. The research methodology used qualitative approach, drawing insights from scholarly articles analysing expert researchers’ opinions in the field the methodological approach that is used to provide an overview of the methodology data collection involved a comprehensive review of relevant academic journals and industry publications, thematic analyse was employed to synthesize key insights from the literature to debate the results.
Honda’s Brand Image
Scholarly research corroborated the consumer perception of Honda as a brand synonymous with reliability and affordable automobile brand. Studies consistently highlighting Honda’s reputation for durable engineering and cost-effective ownership experience, resonating with consumers seeking dependable vehicle solutions.
BMW’s Brand Image
In contrast, journal articles undiscovered BMW’s positing as a luxury brand associated with prestige, performance, and technological innovations. Research findings emphasized BMW’s ability to cultivate an aspirational image, appealing to affluent consumers who value status and driving experience. The brand’s commitment to craftmanship and innovative design was consistently highlighted as a key differentiator in the luxury automotive market (Thumiger, 2021). 


4.5 Marketing strategies for market growth for Honda and BMW. 
Honda’s Marketing Approach
Analysis of journal research revealed Honda’s strategic focus on affordability and reliability in its marketing communications. Scholarly articles highlighted Honda’s emphasis on promoting fuel efficiency and practicality as a key selling point, aligning with consumer preferences for cost-effective and environmentally conscious transportation solutions. 
BMW’s Marketing Approach
Articles in the journal’s researched to indicate that BMW’s marketing strategies revolved around creating emotional connections and aspirational narratives. Studies emphasized BMW’s use of experiential marketing techniques and storytelling to evoke consumers. The brand’s emphasis on lifestyle branding and heritage storytelling emerged as key drivers of consumer engagement and brand loyalty.
Comparative Analysis
Strengths and Weaknesses
A comparative analysis of Honda and BMW marketing strategies, informed by scholarly research, revealed distinct strengths and weakness for each brand. While Honda excelled in appealing to pragmatic consumers through its emphasis on affordability and reliability, BMW demonstrated prowess in leverage emotional branding and heritage storytelling to create aspirational value. However, both brands faced challenges in adopting to evolving consumer preferences and market dynamics, as highlighted in academic literature.
Conclusion 
In conclusion, the qualitative findings derived from a review of journal research provided valuable insights into the nuanced marketing strategies of Honda and BMW. The results underscore the importance of aligning marketing efforts with brand values and consumer perceptions to effective automotive market. According to (Anurit et al, 1998) Today’s marketplace reveals brand options continue increasing, where customers incline to switch from one brand to another that advances in improved benefits and functions, leading to a decline of loyal customers. 
CHAPTER 5 
5.1 Summary 
[bookmark: _Hlk164506397]In examining the findings of how the competition between Honda and BMW is in the UK. The findings suggest the strategies of Honda and BMW market growth in the UK automotive market. The key findings of the decline in sales of Honda vehicles and the increase in the demand for BMW cars in the UK is mostly due to Brexit uncertainty being seen by many as one factor (Bailey et al, 2018). Entailing to the market BMW CEO has said "We're trying to position the brand as being affordable," (Dwek, 1993). For example, introducing cheaper alternative models that are more affordable and not just relaying on luxury vehicles and changing the marketing process to follow with the move. 
5.2 Conclusion based on the research questions 
Conclusion on the competition between Honda and BMW in UK market. 
The competition between Honda and BMW in the UK market in the UK market is characterized by intense rivalry driven by factors such as brand reputation, product innovation, pricing strategies, and market segmentations. Despite Honda’s strong position in certain segments and BMW’s reputation for luxury and performance, both companies continuously adapt their strategies to gain market share and meet evolving consumer preferences. Moving forward, success will hinge on agility, customer-centric approaches, and sustainable innovation to maintain competitiveness in the dynamic automotive landscape of the UK. 
The Conclusion on the distinguishing factors which impact the market size of BMW and Honda in UK
In conclusion, of BMW’s market size it is influenced by a combination of factors including its strong brand reputation, continuous product innovation, economic conditions, regulatory environment, competition, and market trends. By strategically navigating these factors, BMW can maintain its position in the automotive industry and capitalize on growth opportunities, ensuring a sustained and expanding market presence in the luxury vehicle segment. 
Conclusion on how Honda and BMW establish their pricing
Honda’s pricing
Honda establish their pricing based on numerous factors such as production costs, competitor pricing, market demand, and perceived value of their vehicles. They aim to strive, a balance between affordability and profitability between while remaining competitive in the automotive market. 
BMW’s pricing
BMW’s pricing strategy is typically positioned at the higher end of the automotive market, reflecting the brand’s premium image and reputation for luxury, performance, and innovation. They factor in production costs, brand prestige, technological advancements, and the exclusivity of their vehicles when determining the prices. BMW often utilizes a skimming pricing strategy, initially setting higher prices for new models, and gradually lowering them as the product matures in the market. Additionally, they offer various customization options and packages, allowing customers to tailor their vehicles to their preference, which can influence pricing. Overall, BMW’s pricing strategy aims to maintain their premium positioning while delivering value to their discerning customer base. 
The strategies for market growth for Honda 
Expanding the market in the UK for Honda can involve diversification of its vehicles for example to introduce new models or to expand into electric vehicles to appeal to a broader range of customers. To launch innovative marketing campaigns targeting advertising campaigns within films and famous celebrities to increase brand awareness and the reliability of the vehicles to bring unique marketing to the Honda brand. To also expand the Honda dealer network to improve accessibility and customer service. Focusing on enhancing the overall customer service, warranties, and the after-sales support. Investing more in digital marketing channels and e-commerce platforms to reach a wider audience and to facilitate online sales. Highlighting Honda’s commitment to sustainability and eco-friendly technologies to appeal to environmentally conscious consumers. 
The strategies for market growth for BMW 
In conclusion, while Honda and BMW pursue different strategies and cater to distinct market segments, both companies exhibit strengths and face challenges in the UK automotive market. For example, product diversification introducing new models or variants to cater to different segments of the market, such as electric or hybrid vehicles to tap into the growing demand for eco-friendly options. Penetration of the market to increase market share by aggressive pricing strategies, promotional campaigns, and expanding dealership networks to reach more customers. Digital innovation to enhance the online buying experience, investing in digital marketing, and leveraging social media to engage with customers and to generate new leads. Customer experiences in focusing on delivering exceptional experiences, and after-sales support to build brand loyalty and advocacy. Partnerships and collaborations with forming planned partnerships with other brands, influencers, or innovate in product offerings. Sustainability initiatives to highlight BMW’s commitment to sustainability through manufacturing process and promoting electric vehicles. Market research and to gain insights in market trends, consumer behaviour, and competitor strategies to identify opportunities and to stay ahead of the competition.
5.3 Recommendations 
Recommendations for marketing strategies of Honda they can focus more on highlighting Honda’s commitment to sustainability and environmentally- friendly technology, for example their hybrid and electric vehicles, to appeal environmentally conscious consumers. The digital marketing campaigns to reach specific demographics, utilizing social media platforms, such as search engine advertising, and focus on influencer partnerships. Brand storytelling to share stories about Honda’s history, in its innovation of its hybrid technology and the reliability of its automotive engines for example’s legendary Honda K20, engine which is known for its reliability all around the globe (Ferreira, 2002). Honda can prioritize exceptional customer service and to support customers to be more satisfied and encourage repeat business even to merge with other Japanese car manufacture to produce high performance vehicles for example with Nissan, and produce a Honda civic type R, Nismo spec. Honda can introduce a luxury brand to the UK for example like Toyota Lexus, Honda can introduce the Acura brand that is in the US market.      
5.4 Limitation of Research 
One limitation of the study is the sample size and scope of the research. The study focused on a specific demographic within the UK market, which may limit the generalizability of the findings to other demographics or regions. Additionally, the sample size may not fully capture the diversity of consumer preferences and behaviours within the automobile market. Limited original data for the study in reliance on secondary sources, specifically journal articles, as the primary data source. While secondary sources provide valuable insights and existing knowledge on the topic, they may lack the depth and specificity of the original data collection methods such as surveys or interviews. This limitation could restrict the research in firsthand information on consumer behaviour, market trends, and industry dynamics within the UK automobile market. Secondary journal articles may vary in terms of quality, reliance, and bias. The selection of articles used could introduce bias of certain perspectives or viewpoints are overrepresented or underrepresented. Despite these limitations, secondary journal articles can still serve as being valuable sources of information and insights for research studies.    
5.5 Recommendation for Future Work
Future research could examine the effects of ongoing and proposed policy changes, such as emissions regulations or incentives for electric vehicle, on consumer behaviour and industry dynamics within the UK automotive marketing for Honda and BMW. In understanding the implications of policy shifts it is crucial for stakeholders in the industry to adopt to emerging technologies with rapid advancements of electric vehicles to research patterns and the impact of such vehicle marketing on the UK consumers. Market segmentation analysis to conduct detailed market segmentations to analysis insights in different consumer behaviour this knowledge could inform targeted marketing strategies and product development effects in the automobile industry. Investing in the impact of digitalization on various aspects of the automotive industry, including sales channels, customer interactions, and supply chain management, would bring an understanding on how digital technologies are reshaping the industry landscape which can inform strategic decisions on the marketing process for consumers perception and trust. Examining consumer perceptions of vehicle safety, reliability, and trust in the automobile brands it could influence factors in decisions in the UK marketing aspects. By addressing these recommendations future research can contribute to a deeper understanding of the dynamics and challenges facing the UK automotive marketing, supporting its sustainable growth and development.     
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