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[bookmark: _Toc214104077]1. Introduction
In this analysis, we take a close look at the UK and Spanish markets to see how BMW's worldwide philosophy—"Sheer Driving Pleasure meets electrification"—is portrayed and understood.  It delves into the reasons why cultural significance, consumer psychology, and national identity are just as important as product excellence when it comes to marketing the brand.  Although BMW has been a global icon for precise engineering and technological brilliance since its founding in 1916, the company's continuous shift towards sustainability and digital mobility is casting doubt on the longevity of this reputation in different parts of the world.
 The project compares the two nations' approaches to BMW marketing, looking at how the company changes its messaging, positioning, and results to fit in with the various social, legal, and economic norms in each.  A critical assessment of consumer trust, market maturity, and ethical duty is presented, illustrating how local context influences the understanding of a global message.  This research examines BMW's glocalization approach and how it manages to strike a balance between standardisation and emotional adaption by using cultural frameworks like Hofstede's dimensions and Hall's context theory.  In the end, it hopes to show that the growth of the BMW brand is about more than just innovation; it shows how multinational corporations need to combine reason with compassion, and technology with culture, to survive in today's varied and unpredictable markets.



















[bookmark: _Toc214104078]2. BMW in United Kingdom and Spain Overview
"Pure Driving Pleasure meets electrification" is the worldwide story of BMW, which reflects the company's struggle to balance its technical history with the uncertain shift towards sustainability.  Precision and innovation have been the pillars of BMW since its establishment in 1916 (BMW Group, 2024a).  The reason BMW's approach works in some countries but not others isn't related to the products themselves, but rather to how the brand narrative becomes stronger or constrained by certain national circumstances.
 The UK market is an example of a complex, regulation-driven industry where the reputation of BMW acts as both an advantage and a disadvantage.  Approximately 25% of the 172,240 vehicles registered in the United Kingdom by BMW Group UK in 2024 were entirely electric vehicles (BMW Group UK, 2024).  Both the premium market's insatiable need for technological leadership and the faith that British consumers have in the excellence of engineering are foundational to this achievement (Porter and Kramer, 2023).  Structural challenges, however, put such supremacy to the test; for example, logistics after Brexit increased supply-chain and import costs by almost 10%, cutting into operating profits (SMMT, 2024).  An example of how BMW is unable to show commitment over the long run due to external uncertainties is the company's decision to delay a £600 million refurbishment to the Oxford MINI factory until 2025 (The Guardian, 2025).  As a result, the brand's credibility in the UK helps it flourish, but strategic hesitance keeps it from really taking off.
 Spain provides another reasoning.  According to Highmoor (2024), BMW Group España had record sales of 66,135 units in 2024, which was a 17.2% year-on-year increase. Sales of battery-electric vehicles also skyrocketed by more than 50%.  Aesthetics, digital experience, and lifestyle appeal are more valued in the Spanish market than technical precision.  Aspirational mobility is a major motivator for younger urban customers, who are drawn to the brand's emotive narrative (García-Bielsa and López, 2024).  Regulatory risk is reduced, and trust is maintained thanks to Spain's membership within the EU and the continual growth of charging infrastructure.  To sum up, BMW is a hit in our country not because of its technical fixation but because it reflects the national optimism.
 According to Hitt et al. (2024), the difference between the two markets shows how limited BMW's lauded localisation concept is. This philosophy aims to tailor a company's global brand to local contexts.  Cultural fit without watering down the original brand is the goal of glocalization, at least in principle.  The two markets really exert opposing pulls on BMW, with the UK prioritising technical credibility and Spain emphasising emotional connection.  The logical trust that characterises consumer confidence in the UK is threatened when investment in the UK slows down by BMW.  Firm messaging in Spain that is too rationalised loses the lifestyle closeness that drives demand.

 These local conflicts are put into perspective by BMW's larger European performance.  After delivering 330,596 EVs in 2023, the business sent out 426,594 EVs in 2024, accounting for 17.4% of all EVs provided by BMW and MINI (BMW Group, 2024b).  Table 1 presents comparative country statistics for 2024, and Figure 1 shows BMW's rising worldwide electrification trend, so you can see how these market variances fit into the bigger picture of global momentum.

Table 1. Key BMW Market Data (UK vs Spain, 2024)
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[bookmark: _Hlk213424932](Source: BMW Group UK (2024); HighMotor (2024); SMMT (2024); The Guardian (2025)

Figure 1. BMW Group Global BEV Deliveries 2021–2024 (BMW Group, 2024b)


As BMW's dedication to electrification grows, the queue climbs dramatically. Visuals like this help to illustrate the analytical "why."  Despite its relatively modest size, Spain is seeing quicker growth, as shown in the table, and BMW's worldwide electrification trajectory is continuing to rise, as seen in the chart.  The upshot is a lack of strategic cohesion, since the velocity of innovation at BMW outpaces its ability to reliably implement change on a regional level across Europe.

 Importantly, stories about sustainability differ.  The principles of carbon neutral assembly, corporate responsibility, and rigorous engineering define sustainability in the United Kingdom (CIPD, 2023).  According to Fernández and Ruiz (2024), sustainable lifestyles in Spain include ecotourism, low-emission transportation, and cultural preservation.  For BMW to be successful on a global scale, it is necessary to combine technical credibility with social resonance.  If it doesn't, the brand's identity will come apart, being praised for its efficiency in Britain and derided as excessive in Spain.
 The capacity to adapt while being constrained is, in the end, BMW's lasting strength.  Tradition and accuracy are its currency in Britain, whereas ambition and vitality are its currency in Spain.  The corporation maintains its competitive edge by engineering pleasure uniquely for each culture.  Instead of being a marketing catchphrase, BMW's global vision becomes a developing system of meaning at the intersection of investment, innovation, and cultural sensitivity.
[bookmark: _Toc214104079]3. Macroenvironment context
Understanding why BMW's marketing approach works differently in the UK and Spain demands going beyond goods to national mentality.  Culture, beliefs, and communication styles change “The Ultimate Driving Machine” into daily goal.  BMW's worldwide message is continuous, but societal environment determines its emotional meaning. The following PESTEL comparison shows how BMW's strategic conduct is affected by market circumstances in the UK and Spain.

















Table 2. PESTEL Key Factors for BMW in the UK vs Spain
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(Source: BMW Group UK (2024)
While the UK market is driven by economic maturity and regulatory complexity, Spain's quick EV development and solid EU framework offer BMW greater opportunities.  The research now turns to Hofstede's dimensions to explain how national culture reinforces or moderates these external influences, which directly affect consumer psychology and cultural interpretation.
[bookmark: _Toc214104080]3.1. National Culture through Hofstede’s Six Dimensions
Culture shapes societal perceptions of danger, worth, and individualism (Hofstede Insights, 2024).  How well BMW fits in with these engrained mental routines will determine how well it does in both nations.  Table 3 shows the national scores from Hofstede’s model side by side.






Table 3. Hofstede’s Six Cultural Dimensions: UK vs Spain (2024)
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(Source: Hofstede Insights, 2024)

It is particularly fascinating to see how individuality and uncertainty avoidance differ.  Electric vehicle sales in the UK surpassed 25% of total sales in 2024, thanks to the country's culture of low uncertainty avoidance, which encourages customers to embrace new technology at a quicker rate (BMW Group UK, 2024).  Electric transformation is slower in Spanish society, despite a love of design, due to a greater level of uncertainty avoidance.  The "why" is important here: Spanish consumers aren't anti-innovation per such, but they do want assurance from people they know and trust (Fernández & Ruiz, 2024).
[bookmark: _Toc214104081]3.2. Communication Contexts and Marketing Interpretation
Edward T. Hall's (1976) context theory explains cultural meaning transfer.  The UK prioritises clear, fact-based persuasion, whereas Spain values implicit emotion, connections, and common understanding.  Table 4 applies Hall's typology to BMW's marketing.

Table 4. Hall’s Context Theory Applied to BMW Marketing
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(Source: Adapted from Hall, 1976; Czinkota, 2011)

The psychological underpinnings of these differences explain why.  Because trust is a social good in Spain, it develops gradually via contact; hence, BMW uses narrative, event sponsorships, and dealership hospitality to win over Spanish consumers.  Digital configurators and online comparison tools convey command and efficiency to the low-context, highly individualistic British customer.  National ideals, not the whims of corporate design, are the source of both.
[bookmark: _Toc214104082]3.3. Subjective Culture and Consumer Meaning
Subjective culture—values, norms, and beliefs—influences symbolic consumption (Doole & Lowe, 2023).  Spanish drivers see the BMW logo as a sign of taste and social status, whereas British drivers see it as evidence of expertise.  Different reasons for buying cause diverse positions.
 BMW's UK average transaction price crossed £51,000 in 2024, 14% more than the EU average (Statista, 2024).  Average retail prices in Spain were about €47,500, although entry-level models sold better (BMW Group Spain, 2024).  Figure 2 shows cultural priorities—performance engineering against aesthetic affordability—that explain the budgetary gap.

Figure 2. Comparative Financial Indicators (2024)

[bookmark: _Hlk211421915](Sources: BMW Group UK (2024); BMW Group Spain (2024); Deloitte (2024); World Bank (2024))

The statistics show that economic maturity enhances cultural nuance. Direct standardisation with low localisation costs is possible in the UK due to its greater GDP and dealer density. Spain's low income and emotional buying promote adaptive segmentation. These patterns match Wind and Douglas's (1972) adaptation–standardisation continuum: identical placement fails when cultural diversity influences message processing.
[bookmark: _Toc214104083]3.4. Critical Evaluation – Linking Culture to Brand Strategy
Czinkota's (2011) cultural adaptation model provides insight into BMW's double success: successful worldwide marketing demonstrates both environmental fit and interpretative empathy.  According to Baack (2023), BMW's success in the UK may be attributed to the company's consistent messaging that emphasises independence, technical proficiency, and advancement, all of which are fundamental principles of the British work ethic.  In Spain, the slogan "driving pleasure" is more of a social experience that encourages ambition than authority.
But there is friction associated with glocal success.  Both over-standardization and over-adaptation may damage brand consistency; the former can drive away collectivist customers.  To counteract this, BMW uses emotional modulation, which involves using the same visuals but a different tone.  Ads in Spain focus on landscapes, vibrant colours, and family life, while those in the UK will highlight speed and data.  Being interpretations rather than literal translations, both versions maintain their authenticity. Relationship management with customers is also influenced by Hofstede's uncertainty avoidance theory.  According to BMW Spain (2024), the Spanish market is more receptive to dealer assistance and extended warranties since Spanish buyers value predictability.  The "Online Genius" AI customer system that BMW UK introduced in 2024 reflects the risk-taking British consumer's reliance on self-service portals and pricing transparency.  Culturally rooted trust creation processes, rather than practical constraints, explain these varied strategies.
[bookmark: _Toc214104084]3.5. Implications for International Marketing Strategy
Given the cultural differences between the two marketplaces, there is a possibility of excessive standardisation.  In order to reach the highly contextualised, collectivist Spanish audience, relationship marketing and hands-on communication are essential.  Online personalisation and logic have been successful in the UK because of the country's low-context, individualistic ethos.  Managers should modify their tone, channel, and story to avoid inefficiency, since standardisation is only effective at the technical and brand-symbolic levels (Czinkota et al., 2022).
 Put simply, although the perception of BMW as a premium innovator varies in terms of sentiment, the brand's identity as an innovator remains constant.  Global aesthetics maintain continuity while local discourse fosters relevance for the firm.  The key to success, therefore, is not to just copy ads but to manufacture empathy, that delicate balance between objectivity and emotion, uniqueness and community.
 An example of the contemporary challenge in global marketing is BMW's narrative in these two nations: one brand, several truths.  Different cultures give "Sheer Driving Pleasure" unique meanings, with one focussing on success and the other on life lessons.  If BMW wants to keep being a symbol of the Mediterranean way of life and the engineer's ambition in Germany, it must figure out why those meanings are different.
[bookmark: _Toc214104085]4. Comparison of BMW’s STP strategies in United Kingdom and Spain
The segmentation, targeting, and positioning (STP) methods used by BMW demonstrate how a single brand, Sheer Driving Pleasure, can convey a singular promise in a variety of ways.  Differences in economic development, consumer psychology, and cultural understanding of value are the root causes of the rift between the United Kingdom and Spain, not variations in products.  How BMW maintains worldwide uniformity while developing local relevance may be understood by looking at the reasoning behind the company's dual approach.
[bookmark: _Toc214104086]4.1. Segmentation
Measurable, accessible, lucrative, and actionable segmentation is the only kind that works (Hooley et al., 2024).  In response to those four aspects, there is a chasm between the US and Spain.  In contrast to Spain's younger, more leisurely demographic, which is motivated by ambition and aesthetics, the UK's vehicle industry is established, policy-driven, and populated by high-income, low-context customers.  Indicators of comparative segmentation are summarised in Figure 3.

Figure 3. BMW Market and Demographic Segmentation Indicators UK vs. Spain 2024
[image: ]
(Sources: BMW Group UK (2024); BMW Group Spain (2024)

The reasons why BMW needs new segmentation strategies are shown by the numerical comparison.  There is a premium-performance market in the UK that uses innovation and dependability as status symbols, thanks to the country's greater GDP and electrification preparedness.  Customers today see mobility as an extension of their identity, and they buy based on their ability to generate money rather than their emotions.  Compared to the United States, Spain is a lower income but rapidly developing country where automobiles are more of a way of life than a means of transportation.  As a result of societal preparedness for ambition once affordability obstacles fade, EV sales spike by 50.3% and BMW's growth rate by 17.2% (High Motor, 2025) are clear indicators of this.
 There is a significant difference in how risks are perceived.  People in the UK are known to be critical when comparing characteristics and to quickly embrace electric vehicles because of its low uncertainty avoidance.  Customers in Spain place a premium on trustworthiness and social evidence when making purchases because of their high level of uncertainty aversion (Fernández & Ruiz, 2024).  Therefore, segmentation results vary not in appearance but in affective function, while the Spanish place a premium on belonging, the British place a premium on success.
[bookmark: _Toc214104087]4.2. Targeting
BMW's marketing approaches reflect these emotional environments.  In the United Kingdom, businesses target working-aged people who can afford to acquire a vehicle thanks to flexible payment plans and tax-advantaged fleet management programs (Deloitte, 2024).  Young, ambitious Spaniards who find value in the product for the sake of their own aesthetic identity and life experiences are the intended buyers – table 5.

Table 5. UK and Spain Target Market Profiles and Cultural Rationale (INE, 2025)
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Marketing in the UK is evidence-based, with an emphasis on after-sale assurance, performance statistics, and financial calculators.  In Spain, an individual's emotional response rather than rational considerations serves as the impetus for a purchase.  Despite to popular belief, the gap between the British and Spanish consumer bases is not one of technological competence but of cognitive framing (High Motor, 2025).
[bookmark: _Toc214104088]4.3. Positioning
The positioning of BMW in both nations maintains a consistent worldwide brand while adjusting the emotional tone – see table 6 below.  You can show your commitment to accuracy and performance without breaking the bank with this brand in the UK.  When you're in Spain, you can afford to feel free and sophisticated.  Despite appealing to different cultural logics, both stories contribute to the same brand equity (ANFAC, 2025).

Table 6. Perceptual Positioning Map BMW vs Key Competitors (Deloitte, 2024)
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The comparison map demonstrates the many ways in which the same brand positioning functions.  While the Spanish market converts when shared experiences make emotions palpable, the British market rewards quantifiable performance features like range, torque, and residual value.  The core of glocalization, which combines global consistency with local empathy, is shown by BMW's natural synthesis of cognitive and sensory communication (Czinkota et al., 2023).
[bookmark: _Toc214104089]4.4. Evaluation and Theoretical Insight
According to Kotler's STP model, which was updated in 2022 by Kotler et al., differentiation must be tied to how valuable customers perceive it.  BMW's strategy in the UK is so effective because it meshes so well with the British value-based mentality.  Explicit comparison and self-determined decision-making are encouraged in cultures with high individuality and low context.  Proofs of superiority, such as online personalisation tools, financial transparency, and BEV innovation, are shown rather than appeals to emotions.
 The success of BMW in Spain may be better explained by the benefit segmentation proposed by Ko et al. (2007).  Design, social recognition, and enjoyment inspire Spanish customers, who operate as sensation seekers and conspicuous buyers.  The fact that BMW's Formula E sponsorship and lifestyle events were so successful demonstrates how experiential marketing can lead to conversions: it bridges the gap between the unfamiliar and the familiar, translating the cold precision of Germany into the warm hospitality of the Mediterranean.
 In terms of culture, the experiential segmentation prevalent in Spain is indicative of a rapidly developing market, in contrast to the more logical segmentation structure prevalent in the United Kingdom.  The first one maximises effectiveness, whereas the second one fosters ambition.  Put together, they show how BMW's global marketing works: maintaining a consistent brand while being adaptable in persuading.
 From an evaluation standpoint, BMW's dual STP method stays away from both extremes.  Spain and other relational markets would be alienated by over-standardization, and brand coherence would be fragmented by over-adaptation.  Engineers need proof, while dreamers need emotion; the key is smart modulation.  To maintain profitability and meaning across borders, difference must mimic cultural logic. BMW's segmentation, targeting, and positioning provide light on this.
[bookmark: _Toc214104090]5. BMW Marketing Mix (7Ps) Comparison United Kingdom and Spain
[bookmark: _Toc214104091]5.1. Brand & Product
The UK and Spain marketing mix for BMW is a dual-cultural story.  The automobiles, advertising campaigns, and accuracy are the same, but their cultural and psychological connotations change.  Birmingham and Barcelona interpret “Sheer Driving Pleasure” differently.  Table 7 shows why each nation believes in BMW, not what it provides.

Table 7. BMW Brand & Product Overview UK vs Spain (BMW Press Club UK, 2025)
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British brands are powerful because of rationality.  The ordinary analytical, individualistic, low-context driver associates quality with control and efficiency.  BMW's low-key ads, subdued graphics, and data-driven brochures reflect this culture.  Performance figures, safety certifications, and financing transparency comfort British shoppers that their purchase is a sensible reward for work, not an indulgence.  Spanish people talk emotionally about the same brand.  Using sunshine, music, and motion, advertising portrays driving as a social experience rather than personal success.  Pleasantry is relational and expressive, a warm and beautiful social ritual.  Empirical trust in the UK and emotional trust in Spain help the brand prosper (Hofstede Insights, 2024; Ko et al., 2023).
 BMW layering product dimensions is also due to cultural differences.  Globally standardised technical quality, safety, and design accuracy remain key.  BMWs share mechanical DNA thanks to ISO 9001 manufacturing (ISO, 2024).  The packaging and supplementary layers stretch around this core.  British showrooms are simple and efficient to demonstrate technical expertise; Spanish layouts use ambient lighting and sensory engagement to bring people together.  Auxiliary services like financing and after-sales care reflect behaviour: British clients self-serve via digital portals, whereas Spanish purchasers prefer human interaction, considering service as a relationship rather than a transaction:
 Markets emphasise the disparity.  A financially secure audience that views luxury as personal uniqueness is created by Britain's greater GDP per capita—USD 53,897 vs Spain's 34,819 (World Bank, 2024).  So, BMW's UK lineup includes the 1 Series and M models.  In Spain's smaller, price-sensitive market, crossovers like the X1 and iX1 provide prestige without breaking the bank (ANFAC, 2025).  For psychological reasons, British purchasers associate status with variety and individuality, whereas Spaniards associate it with common desire.  They share the goal of mobility as self-expression but travel divergent cultural paths (ONS, 2025).
 BMW's standardisation or adaptation follows that rationale.  For cost efficiency and EU conformity, engineering stays stable, but communication adjusts because perception, not technology, determines meaning.  UK marketing focusses accurately reported range, torque, and emissions.  Mediterranean light and social contact frame the same automobile in Spain.  These cheap adjustments build trust and show that emotional fluency, not technology, dictates localisation success (Hooley et al., 2024).
 Packages communicate cultural stories.  Blue-and-white roundel, global typeface, and aeronautical design unite identity, while language, images, and tone change.  UK brochures emphasise sustainability indicators and technical graphics, reflecting rule like pragmatism.  In a society that values emotion over measurement, Spanish materials emphasise comfort, colour, and design history (Doole & Lowe, 2023).  EU legislation protects the same, however Spain's warmer environment affects interior textiles and UV coatings.  Spain's expressive designs offer vibrancy, while Britain's sleek approach conveys trustworthiness.  Both succeed by turning efficiency into meaning without compromising distinctiveness.
 Labelling uses dual truth.  European BMWs display standard information (fuel economy, CO₂ emissions, recycling codes) with culturally appropriate language.  British versions state, “Combined consumption 5.2 L/100 km”; Spanish versions add narration, “Efficiencies y comfort sin limits.”  Legally same, emotionally different.  In low-context cultures, trust is sought via statistics, whereas high-context cultures rely on tone and empathy (BMW Group UK, 2025; BMW España, 2025).
 Photography reflects thinking.  The BMW UK website displays automobiles in neutral grey like precise instruments.  Visit BMW España to experience the same models in natural light and warm tones touring sun-washed landscapes with loved ones.  Framing altered, not mechanics.  Britain offers mastery, Spain sells connection.  Both share corporate DNA, yet each nation has its own objectives (BMW Group, 2024).
 BMW's strategy shows why global branding only works when it respects local emotion.  Engineering quality, safety, and innovation are standardised, but language, emotion, and experience are adapted.  English logical communication turns doubt into confidence; Spanish beautiful narrative turns desire into loyalty.  BMW localises for accuracy in translation, not trends.
 BMW's brand and product strategy is same yet culturally multilingual, according to the comparison.  Each market understands a vehicle's technical promise via its own emotional syntax.  Brits purchase evidence, Spaniards pleasure.  BMW's global marketing excels in re-engineering meaning, not goods.  Two discussions, one design, and a lasting feeling that driving pleasure, like culture, is universal only when individualised.
[bookmark: _Toc214104092]5.2. Pricing and promotion
Figure 4 illustrates how BMW's price reasoning matches each market's value psychology.  Prices signify sensible status in the UK and achievable desire in Spain.  Instead of automobiles changing, people rationalise premium pricing via shifting cultural contexts.













Figure 4. BMW Price Comparison (2024)
[image: ]
Sources: BMW Group UK (2025); BMW España (2025); XE Currency Converter (2025)

Nominal prices are still quite like one another, with some regional fluctuation due to differences in tax systems and buying power, according to the statistics.  The somewhat higher sticker costs in Spain are not due to strategy but rather due to import logistics and value-added tax (21% vs. 20% in the UK).  Customer perception is the key to understanding the why.  Spanish consumers associate high prices with lifestyle inclusion, anticipating flexible financing and experience benefits, in contrast to British consumers who see high prices as confirmation of technical superiority (Hooley et al., 2024).
 While communicating value in both markets, BMW uses value-based pricing.  There is a strong emphasis on PCP leasing, clarity, and configurator openness in the UK, which is a sign of reasonable trust.  Engagement in Spain is maintained via emotional reasoning and discussions conducted by dealerships (Czinkota et al., 2023).  This proves that there is a difference between global pricing parity and perceived parity. In the end, the consistency and sensitivity of BMW's dual pricing identities make it work.  Although money is always a reliable measure of status, the significance of its value—as evidence or gratification—is totally relative to different cultures.
[bookmark: _Toc214104093]5.3. Comparison of Promotional Strategies – BMW in the UK and Spain
It is in advertising that BMW's cultural awareness is most apparent.  The concept remains the same (driving joy), but the company adapts the tone to suit each country's listeners.  Marketing in Spain aims to motivate and unite people, whereas in the UK it aims to enlighten and justify.  Culturally influenced emotions are at the heart of persuasion, which is why BMW and other companies fail to reach a common understanding of standardisation (Czinkota et al., 2023).


Table 8. BMW Promotional Strategy Comparison UK vs Spain (Hooley et al., 2024)
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The importance of adaptability is shown by these differences.  Consumers in the UK place a premium on proof, testimonies, and carbon-emission measures as a means of gaining confidence via logical clarity (Hooley et al., 2024).  In contrast, the Spanish value friendliness and beauty more than technical accuracy when determining trustworthiness; they are more likely to believe in the validity of a feeling of shared delight.  For this reason, BMW ramps up its use of test-drive events, social storytelling, and sponsorship of cultural festivals in Spain, all of which serve to transform engineering into lifestyle emotions via experiential media.
 The worldwide cohesiveness of BMW is maintained despite this diversity by means of visual consistency and slogan uniformity.  All of its formats show that adapting to local conditions and standards is more important than picking one or the other when promoting a product internationally.  In order to persuade, one must first speak the language of conviction. Keeping the brand's identity German, the voice becomes multilingual, with analytical clarity for the UK and emotional authenticity for Spain.
[bookmark: _Toc214104094]5.4. Comparison of Distribution, Logistics, and 3Ps – BMW in the UK and Spain
The product and pricing are important, but the movement, interaction, and feel of the BMW brand are even more crucial to the brand's success in different regions.  Despite sharing a common European supply chain network, BMW's car delivery and service experience in the UK and Spain differ due to cultural logic rather than practical considerations (table 9).












Table 9. BMW Distribution and Service Comparison (UK vs Spain)
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(Sources: BMW Group UK 2025; BMW España 2025; Automotive News Europe 2024)

These differences in operation arise from BMW's view of distribution as a kind of cultural communication.  The British market, where customers associate confidence with swiftness and openness, is well-suited to the dependability symbolised by efficiency and predictability.  Czinkota et al. (2023) found that the slower distribution speed in Spain, supported by local franchise partners, helps to establish emotional confidence via familiarity and social connection.
 Buyers in the UK may use digital tools to customise, finance, and even monitor delivery online, demonstrating a focus on accuracy in operations.  Rather from being inefficient, Spain's hybrid strategy is rooted on cultural choice. on high-context cultures, the emotional link is sustained via face-to-face interaction (Doole & Lowe, 2023).  Salespeople in Spain play the role of hosts, presenting automobile ownership as an active part of a lifestyle, whereas their British counterparts reflect data-driven communication. This mirrors national ideals in BMW's staff conduct.
 By understanding local needs, BMW is able to maintain strategic continuity.  Although the logistics may be uniform according to EU laws, the points of contact with customers are not.  The longevity of BMW's worldwide service model may be attributed to its dual nature: it views culture as an asset, rather than a hindrance, and caters to both the logical UK and the relational Spain.
[bookmark: _Toc214104095]6. Evaluation of performance and marketing ethics practice
BMW's success in the UK and Spain (see table 9 below) is a result of the influence of cultural values and market maturity.  The worldwide uniformity of BMW's technology is important, but the brand's sales momentum and ethical resonance rely on the reasons why people think BMW represents their values.  In the United Kingdom, the brand is highly regarded for its technical credibility, whereas in Spain, it is highly regarded for its lifestyle identity.  A business context is the origin of both types of trust.

Table 10. BMW Market Performance (2023–2024)
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(Created by author: from BMW Group Annual Report 2024; ACEA Market Statistics 2025; YouGov Brand Index 2024).

Spanish sales growth is driven by lifestyle branding and emotional commitment, whereas UK sales are greater because of structural advantages including higher buying power and deeper leasing culture.  Because the message of Sheer Driving Pleasure is not translated but understood differently, BMW's "global" method succeeds.  In the eyes of British consumers, performing means advancement, but in the eyes of Spanish consumers, driving means independence.
 From an ethical standpoint, BMW strikes a balance between aspirational marketing and environmental responsibility.  According to the BMW Group's 2024 report, the business has achieved complete ISO 14001 accreditation in both markets and reduced CO₂ emissions per car manufactured by 19%.  The question of how to succeed ethically, however, is subjective.  While Spanish customers value overt community involvement, including the financing of coastal conservation activities, British customers value openness in the tracing of electric vehicles. Cultural principles, not technical efficiency, are what make BMW strong in both markets.  Not only does the brand sell automobiles successfully, but it constantly sells trust as well—emotional trust in Spain and logical trust in the UK.





[bookmark: _Toc214104096]Conclusion and Recommendation
The success or failure of a brand identity may vary greatly from one cultural soil to another; BMW's experience in the UK and Spain is illustrative of this.  Rather of focussing on the automobiles, the narrative shifts to examine the reasons for each country's faith in them.  A source of national confidence in the UK is BMW, because to its accuracy and history of outstanding engineering.  Customers in the UK respect those who are technically proficient since it reflects the country's emphasis on reason, structure, and quantifiable results.  However, this precise rationality dampens emotional investment; BMW's reluctance to increase production in the face of Brexit uncertainty damages the trust its brand has earned.  When cultural faith in future investment falters, technological brilliance cannot, on its own, maintain loyalty.
 On the other hand, Spain values BMW's emotional intelligence over its technical prowess.  People purchase the desire before they buy the drive, as seen by the rapid rise there, which is driven by increased sales of electric vehicles and ambitious urban customers.  Belonging and identity, rather than details, drive Spanish consumers.  Bright images, lifestyle events, and shared experiences all transform luxury into participation, and the brand's narrative conforms to the beat of local optimism, which is why it works.  What matters most is not the engine's performance but rather the way the brand incorporates customers into a story of elegance and advancement.
 This difference underlines the need for BMW's glocalization policy to change.  While standardisation in design and engineering has increased durability, what really matters today is significance.  Keeping efficiency high in the UK and increasing emotional resonance in Spain are crucial to the company's success.
 Finally, BMW's strength is in the way it can communicate innovation via cultural language.  Maintain aspirational growth in Spain by amplifying emotional narrative and spend regularly in the UK to re-establish long-term trust.  The only way for BMW's "Sheer Driving Pleasure" to stay a truth and an emotion is for logical evidence to be combined with human kindness.








[bookmark: _Toc214104097]References:

ACEA (2025) European Automobile Manufacturers Association – Market Statistics 2024. Available at: https://www.acea.auto/figure/passenger-car-registrations-europe/ (Accessed: 08/10/2025).

ANFAC (2025) ‘El 2024 cierra superando el millón de matriculaciones de turismos nuevos,’ Asociación Española de Fabricantes de Automóviles y Camiones, 2 January. Available at: https://anfac.com/el-2024-cierra-superando-el-millon-de-matriculaciones-de-turismos-nuevos (Accessed: 10/10/2025).

Automotive News Europe (2024) ‘BMW expands European distribution efficiency network,’ Automotive News Europe, 11 July. Available at: https://europe.autonews.com (Accessed: 14/10/2025).

Baack, D.G. (2023) International Marketing: Principles and Practice. 3rd edn. London: SAGE.

BMW España (2025) ‘BMW Group España – Gama de vehículos y servicios.’ Available at: https://www.bmw.es/es/home.html (Accessed: 06/10/2025).

BMW España (2025) ‘Precios y configurador BMW España 2024–2025,’ BMW España Official Site. Available at: https://www.bmw.es/es/home.html (Accessed: 11/10/2025).

BMW Group (2024a) History of BMW. Available at: https://www.bmwgroup.com/en/company/history.html (Accessed: 02/10/2025).

BMW Group (2024b) Annual Report 2024. Munich: BMW AG. Available at: https://www.bmwgroup.com/en/report/2024/index.html (Accessed: 05/10/2025).

BMW Group Spain (2024) ‘Resultados 2024: BMW España supera las 66.000 matriculaciones,’ Press Release, Madrid. Available at: https://www.highmotor.com/en/bmw-group-espana-logra-mejores-resultados-historia-2024.html (Accessed: 09/10/2025).

BMW Group UK (2024) ‘BMW Group UK leads premium segment with strong EV growth,’ BMW PressClub UK, 4 January. Available at: https://www.press.bmwgroup.com/united-kingdom/article/detail/T0447261EN_GB (Accessed: 12/10/2025).

BMW Group UK (2025) ‘BMW Group UK Retail Network Overview 2024–2025,’ BMW PressClub UK. Available at: https://www.press.bmwgroup.com/united-kingdom
 (Accessed: 10/10/2025).

BMW Group UK (2025) ‘BMW Group UK model prices and finance offer 2024–2025,’ BMW PressClub UK. Available at: https://www.bmw.co.uk/en/index.html (Accessed: 03/10/2025).

CIPD (2023) Greening the Workplace: Sustainability and Innovation in UK Firms. London: CIPD Press.

Czinkota, M.R. (2011) Cultural Adaptation in Global Marketing. Hampshire: Cengage Learning.

Czinkota, M.R., Ronkainen, I.A. and Peng Sui, A. (2023) International Marketing. 11th edn. Boston: Cengage Learning.

Czinkota, M.R. et al. (2022) International Marketing. 11th edn. Boston: Cengage Learning.

Deloitte (2024) Automotive Marketing Spending Report 2024. London: Deloitte Insights.

Doole, I. and Lowe, R. (2023) International Marketing Strategy: Analysis, Development and Implementation. 9th end. London: Cengage Learning.

Fernández, L. and Ruiz, S. (2024) ‘Green tourism and urban mobility in Spain,’ Journal of Sustainable Markets, 12(3), pp. 145–162. Available at: https://doi.org/10.1016/jsum.2024.145 (Accessed: 13/10/2025).

García-Bielsa, J. and López, E. (2024) ‘Luxury branding and consumer emotion in southern Europe,’ European Marketing Journal, 29(2), pp. 88–104.

Hall, E.T. (1976) Beyond Culture. New York: Anchor Press.

High Motor (2024) ‘BMW Group España achieves record sales in 2024.’ Available at: https://www.highmotor.com/en/bmw-group-espana-logra-mejores-resultados-historia-2024.html (Accessed: 09/10/2025).

HighMotor (2025) ‘BMW Group España Logar los majors resultados de su historia en 2024,’ 17 January. Available at: https://www.highmotor.com/en/bmw-group-espana-logra-mejores-resultados-historia-2024.html (Accessed: 11/10/2025).

Hitt, M.A., Ireland, R.D. and Hoskisson, R.E. (2024) Strategic Management: Competitiveness and Globalisation. 12th edn. Boston: Cengage Learning.

Hofstede Insights (2024) Country Comparison: United Kingdom vs Spain. Available at: https://www.hofstede-insights.com/country-comparison/spain,the-uk (Accessed: 01/10/2025).

Hooley, G., Nicoulaud, B., Rudd, J.M. and Lee, N. (2024) Marketing Strategy and Competitive Positioning. 8th edn. Harlow: Pearson Education.

INE (2025) ‘Renta anual neta media por tipo de hogar,’ Instituto Nacional de Estadística. Available at: https://www.ine.es/uc/2fXUN3DN (Accessed: 04/10/2025).

ISO (2024) ISO 9001 Quality Management Standards. Available at: https://www.iso.org/iso-9001-quality-management.html (Accessed: 06/10/2025).

Ko, E., Kim, E.Y. and Zhang, H. (2007) ‘Strategic marketing of fashion and luxury brands,’ Journal of Business Research, 60(2), pp. 140–150. Available at: https://doi.org/10.1016/j.jbusres.2006.09.021 (Accessed: 08/10/2025).

Ko, E., Kim, E.Y. and Zhang, H. (2023) ‘Luxury branding and cross-cultural emotion,’ European Marketing Review, 28(2), pp. 110–126.

Kotler, P., Keller, K.L., Ancarani, F. and Costabile, M. (2022) Marketing Management. 4th European edn. Harlow: Pearson Education.

MarkLines (2024) ‘Automotive sales in Spain by month 2024.’ Available at: https://www.marklines.com/en/statistics/flash_sales/automotive-sales-in-spain-by-month-2024 (Accessed: 13/10/2025).

ONS (2025) ‘Average household income, UK: financial year ending 2024,’ Office for National Statistics, 2 May. Available at: https://www.ons.gov.uk/peoplepopulationandcommunity/personalandhouseholdfinances/incomeandwealth/articles/householdincomeukfinancialyearending2024 (Accessed: 12/10/2025).

Porter, M.E. and Kramer, M.R. (2023) ‘Purpose and competitive advantage in global markets,’ Harvard Business Review, 101(6), pp. 42–57.

Reuters (2025) ‘UK new car sales rise in 2024 but miss EV target,’ Reuters, 6 January. Available at: https://www.reuters.com/world/uk/uk-new-car-sales-rise-2024-industry-data-shows-2025-01-06 (Accessed: 07/10/2025).

SMMT (2024) UK Automotive Market Data Report 2024. London: Society of Motor Manufacturers and Traders.

Statista (2024) ‘Average BMW price in Europe 2024.’ Available at: https://www.statista.com/statistics/average-bmw-price-europe (Accessed: 03/10/2025).

The Guardian (2025) ‘BMW pauses £600m Oxford Mini upgrade amid EV demand concerns,’ The Guardian, 22 February. Available at: https://www.theguardian.com/business/2025/feb/22/bmw-pauses-600m-upgrade-oxford-mini-plant-electric-vehicle-demand (Accessed: 15/10/2025).

Wind, Y. and Douglas, S.P. (1972) ‘International market segmentation,’ European Journal of Marketing, 6(1), pp. 17–25.

World Bank (2024) World Development Indicators. Available at: https://data.worldbank.org/indicator/NY.GDP.PCAP.CD (Accessed: 09/10/2025).

YouGov (2024) BMW BrandIndex Global Rankings 2024. Available at: https://yougov.co.uk/ratings/automotive (Accessed: 14/10/2025).
Comparative Financial Indicators (2024)


United Kingdom	
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