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[bookmark: _Toc92570760]1. Introduction
COVID-19 has left deep-rooted impressions on almost every business sector worldwide. The global automotive industry is no exception to that. Companies had to find ways to deal with decreased sales and maintain profitability to ensure sustainable business practices. This report analyses the pandemic's impact on the automobile industry and how BMW figured out different tactics to deal with incoming challenges. Furthermore, data from credible sources are analysed to determine BMW's actions against the pandemic and how fruitful they are. Finally, Porter's value chain model is used to assess these issues, and some recommendations are made.
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The pandemic introduced a new phase of life for consumers and businesses worldwide. An economic fallout disrupted the whole supply chain and altered the business methodology. According to Pauwels et al. (2018), the automotive industry was sluggish even before the pandemic. So, the pandemic did not let the automotive sector come out unscathed.
Closure of manufacturing plants, supply chain disruption, and declining demand has severely affected the automotive industry. Almost 78 million motorised vehicles were produced in the world in 2020, which was down more than 16% compared to the previous year, as Belhadi et al. (2021) mentioned. The auto manufacturers were distressed due to long-lasting lockdowns that restricted sales in many countries. Most of the auto producers stopped funnelling capital to R&D to maintain core functions and potentially get back on their feet, according to Yan et al. (2020). Many people worldwide lost their jobs due to the pandemic, and they wanted to save more instead of making significant transactions like vehicle purchases. Such a trend further decreased the demand for automobiles. Automobile consumers generally purchase their cars from brick-and-mortar stores. Due to lockdown protocols, consumers could not visit and did not wholly trust online purchases initially.
The UK's automobile industry suffered notably during the pandemic. COVID-19 and Brexit put the sector in a troubling position. Moreover, the trend towards purchasing electric vehicles added nuance of shifting attention. According to SMMT (2022), the Car production rate dropped almost 34% in 2020 compared to 2019 in the UK. Due to the pandemic situation, many professional job holders in the UK have entirely switched to remote working environment. Such actions have made many people unsure whether to purchase personal vehicles or not.
Furthermore, 8 out of 10 cars produced in the UK are exported. The top three exported destinations for UK cars are EU, USA, and China. Due to the pandemic, demand in these destinations also declined, and the automobile industry in the UK became almost stagnant. It was reported that 10,000 jobs were lost in the automobile industry by carmakers and suppliers, according to ACEA (2022). Sales plummeted terribly during 2020, both in the domestic and export markets. Many countries closed their borders to ensure the safety of people, which created additional supply chain problems for car producers in the UK as the industry is mainly based on the export market. However, the industry started to recover from the blows in 2021 as purchasing behaviour of consumers also changed with the situation. 
BMW Group has always been at the forefront of protecting its employees' interests. During the pandemic, BMW took necessary measures to ensure the safety of its consumers and employees. At the same time, the company was adamant about safeguarding its liquidity and securing its long-term accomplishments. Due to the closure of BMW outlets worldwide, sales declined by around 21% during the first three months of 2020, according to Taylor (2020). The pandemic disrupted the global supply chain brutally, which tanked BMW's deliveries due to dealerships and manufacturing plants shutdowns. BMW also reported its first quarterly loss of $787 million since the financial crisis in 2009. However, BMW saw growth in its electric vehicles and started producing iX3 electric cars in China in 2020. They will be sold to Chinese customers for the first time. BMW firmly believes that the sales will begin rising once the pandemic passes down despite the loss. 
[bookmark: _Toc92570762]3. BMW's Response to COVID-19 
COVID-19 left a devastating blow to the world economy and dragged it into a recession. According to Leggett (2020), the automobile industry suffered terribly during the initial stage of the pandemic as sales plummeted worldwide. However, BMW's response to the pandemic has been remarkable, and despite losses in 2020, the company has turned around in 2021 and made a steady profit.
At the end of 2020, the market started to normalise again as industries reopened after a long-stagnant period of shutdowns. The pandemic introduced lockdowns in different phases and discouraged physical contact with other people as it increased the risk of transmission of the COVID-19 virus. Automobile customers generally prefer purchasing their vehicles by visiting brick and mortar stores. Due to the pandemic, people showed reluctance to visit car dealerships. Direct contact with customers from the beginning phase of sales was omitted. So, new needs developed for safer in-person experience and contactless alternatives.

According to BMW group (2020), BMW took note of these changing circumstances and quickly shifted their gears to facilitate customers with a digitalised and comfortable experience in the car buying journey of every individual. BMW streamlined the whole process by incorporating digital measures to future-proof the business. Hence, while people stayed home to practice social distancing, BMW still managed to engage employees, dealers, and customers – which is a leading priority for every automobile company under the current circumstances.
BMW found it very challenging to engage the whole team at the beginning of the crisis. However, Carey (2021) mentioned that BMW arranged a lot of video conferencing and continuous exchange of meetings while arranging seminars to teach employees how to work in a remote environment. As a result, the company established communication without worrying about safety protocols. BMW pushed their online marketing and online sales. The company used its rich data to strengthen relationships, providing personalised content, offer, and promotions to customers. BMW established a total virtual tour of their cars explicitly tailored to cater to the needs of each customer. When the customer was ready to move to an in-person experience, proper safety protocols were ensured to maintain the health regulations of both employees and customers.
According to Business today (2021), digitalisation was the critical reason behind BMW's quick recovery against the pandemic. The company already had a deeply rooted digital infrastructure that helped it gain a firm footing in a declining sales environment. The company enhanced its remote service offerings and streamlined the whole online experience for customers.
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Sustainability defines the way towards the future. According to Yuan, Liu and Zuo (2015), the modern industrialised West has shifted its economies from consumerist viewpoints. Consumers worldwide are now more cautious of their purchase decisions and address how these decisions impact their surroundings. Businesses changed dramatically due to the pandemic's effect worldwide. The automobile industry was shaken to its grounds, but companies like BMW quickly adapted to the changing business environment. BMW's sustainability practice had made it resilient over the initial struggles due to the pandemic.
As discussed in the previous section, COVID-19 introduced long lockdown protocols globally that disrupted the global supply chain. Local stores were also closed for a long time. Companies prepared themselves to survive the initial wave of the pandemic. The automobile industry's struggle to survive remained fruitful for some companies, but many encountered significant losses.
The pandemic's repercussions were immense and unprecedented. Automobile companies were utterly shut off during the initial lockdown phases, and many employees were laid off, as Szymkowski (2020) mentioned. Countries closed their borders, and export-based car industries like the UK suffered terribly during this period. People started to save more instead of purchasing vehicles. To survive, the majority of the companies stopped funnelling capital to R&D departments and maintained liquidity to continue the company's core functions. Production became limited as demand declined rapidly. OEMs came up with different tactics to fight against such odds. Even though lockdowns gutted the sales of diesel-powered automobiles, battery-powered ones saw a 23% spike in sales, according to Gorner and Paoli (2021). So, consumers were leaning towards Electric Vehicles more. Currently, all major car manufacturers have plans for making EVs.
The industry's success factors were mainly based of focusing on online sales. One of the significant megatrends globally is technological breakthroughs and rapid digitalisation of all sectors. As the industry navigated this crisis, leading car manufacturers like BMW gained an advantage by reimagining their organisational structure and operations. 

A few key takeaways from the pandemic for the industry were:
· Focusing primarily on digital channels
· Moving to a recurring revenue stream process
· Deploying assets in an optimised manner
· Adopting zero-based budgeting
· Creating a resilient supply chain system
The critical factor for the survival and success of the automobile industry despite the pandemic's blows was providing an entirely digitalised service for customers that ensured health safety measures for everyone involved in the process. The following chart shows the trend of online customers in different countries during the pandemic.
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Source: (Hofstätter et al., 2020)
BMW went back on a profitable track in 2021 by adopting the discussed measures in 2021. Porter's value chain model discusses five primary activities that break down a company's total value chain and how it might become competitive in the industry, as mentioned by Hooley (2020). The five factors include inbound logistics, operations, outbound logistics, marketing and sales, and service. During COVID, the following factors had governing effects on the industry:
Operations: Operations discuss procedures for converting raw materials into a finished product ready to be used by consumers. The automobile industry's operations were severely hampered due to the pandemic as the production rate almost fell to zero. BMW suffered the same fate at the initial stage of the pandemic.
Outbound Logistics: It considers the distribution of final products to customers. Almost all BMW brick and mortar stores were closed due to lockdown protocols. However, BMW's excellent online services put them ahead of the competition by enabling online sales.
Marketing and Sales: BMW made themselves ready to convert entirely into a digital workforce. Hence, its marketing and sales tactics were based on its robust digital platforms that helped them gain an advantage over other players in the business. According to Chinadaily (2022), BMW sales rose 7.4% in China during 2020 compared to 2019, mostly offsetting declines in other parts of the world. Despite worldwide lockdown protocols, the company ended up with a free cash flow of 3.4 billion Euros, up from 2.6 billion Euros in 2019.
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BMW's approach to fighting against the pandemic had a fruitful outcome. However, to remain sustainable and get an edge in the highly competitive automobile industry, BMW must ensure their planning coincides with future trends in this sector. After analysing the whole automobile market and its trends, some recommendations are made for BMW in the following section:
· BMW is already focusing on releasing electronic vehicles. The company plans to deliver 25% of all BMWs as electronic vehicles by 2025. BMW should concentrate on its current strategy as electronic vehicles are the future.
· BMW can build a fully automated self-driving car technology that uses proprietary algorithms and efficient driving methods. Experts predict that one in ten vehicles will be fully automated by 2030. So, BMW's approach should be predefined in this sector.
· Technological breakthroughs will be critical in the future for this industry. BMW should adopt any new trend or technology that shows promise in this sector. 
· BMW should make its business sustainable. The company should reduce its CO2 emissions across the entire value chain for a greener and safer environment for everyone.
[bookmark: _Toc92570765]6. Conclusions
The pandemic has taught many valuable lessons to businesses around the world. Even in such difficult periods, the automobile industry showed resilience and turned the tide. BMW is an outstanding example of such activity. Their planning and cautious moves made it easier to recover quickly despite making initial losses during the pandemic. This report tried to analyse the overall impact COVID-19 had over the automobile industry and how BMW's robust digital platforms helped it gain a competitive edge over other OEMs.
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