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The term ‘International Marketing’ refers to the marketing procedures when a particular company or business organization operates the business and marketing processes internationally or outside the native country of the business organization (Hadaś-Dyduch, 2015). With growing urbanization, the modes of business operations have changed to a great extent. The marketing processes have crossed the international boundaries and have changed a lot over the decades. The American Market Association defines the term international marking as the planning and implementing marketing processes of a particular product performed at the international or global level. The different marketing processes involve the promotion of the price, product quality, product features, product description in terms of after purchase services etc. the basic aim of promotion of the products is to present the particular product or service to the customers in an appealing way to make it an international organization. International marketing will help the product to become an internal commodity. International marketing of the products is also based on presenting the products in the market for the promotion in a way which aims to satisfy the needs and requirements of the consumers (Xu, 2010). The products also must be aligned towards having features which are unique in their own way and must also be according the current market demands and trends internationally. The following report aims to discuss the BMW 5 sales in the countries like China and United States. Market segmentation is also analyzed in the current report. Market targeting strategies are also discussed in the following report so that the business organizations can focus on a certain segment of the market to present their product. Referring to the given case study, the company needs to opt for different marketing strategies to sell and present their product in the two different countries such as US and China. Since the target markets of the products are different hence their marketing strategies must also be different and market oriented. For instance the purchasing requirements of the people of US are different from that of China. Their expectations from a car vary significantly so the marketing policies must also be according to their separate requirements (Turner, Turner &Jiliang, 2016). 
One of the most famous automobile companies in the world is the BMW which is a German based company. Since 1912, it has been focused to manufacture automobile engines, motorcycles and luxury automobiles and even aircraft engines; however aircraft automobiles could be continued after 1918. Then they have prioritized their production towards motorcycle manufacturing which has contributed them to secure a stable market position in the automobile manufacturing sector. The company also focused to enter the business of luxury vehicle production, which again contributed in the overall progress of the company (Kenneth Shaw, 2015). The company has branches in different countries such as Canada, Brazil, Japan, Egypt, Mexico, South Africa and many other outlets across the globe. The production units of the company is located across fourteen different countries resulting in about total thirty production units or manufacturing factories. Since its birth, the company has never failed to satisfy their customers with their cars and thus have become a trusted automobile brand to many consumers across the globe. For many people the first preference for the purpose of car purchase is BMW. The company has successfully succeeded many reliable customers thus making them a leading automobile manufacturing company. The company has successfully beat many other automobile manufacturers and grabbed a distinct market position. As already mentioned, the company is based on Germany however it operates business globally (Singh, 2017). Therefore they have adapted to different marketing strategies which will be effective in targe3ting specific sectors or segments of consumers in the market of different countries. 
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(Mirolyubova&Schislyaeva, 2014)
Figure: Sales of BMW Automobiles globally
From the given figure it can be observed that the sales figure of BMW cars in US is three times than that of in China. Out of the total number of 1,341,048 BMW automobiles sold in the world in a certain year, the percentage of cars sold in China was significantly low as 7% while that in US it was 21% (Rosa Anna Grifa, 2017). There are various factors which contribute to such changes in the sales figure and need vivid analysis through effective comparisons. The comparisons reveal that the marketing strategies which are effective in US are not same efficient to target potential consumers in China.
Relationship between China and United States of America
The market relationship between USA and China are significantly good. According to some of the world leaders, the relationship between the two countries is stable and they are also termed as the strategic partners. Both the countries share a bilateral relationship. Comparison of the GDPs of the countries reveals that the economy of US is at the leading position in the world while China ranks the second (Kotler, Kotler & Kotler, 2008). The countries have continued to maintain a good and healthy relationship in terms of their trading policies however the path was never devoid of thorns. Different conflicts such as the Korean War and the Vietnam War were significant challenges in the path of maintaining healthy relationship between China and USA. Presently the relationship between the countries is back to smooth and flawless with the negotiating policies such as the trading policies, economic policies, safety and security policies and also their political interests. USA gets a maximum foreign credit from China making the relationship more positive.
Culture and language
The USA is the culmination of different cultural backgrounds and thus reflects a mixed culture situation in which people from different cultures contribute in the process of making the overall culture of the nation (Gillies, 2018). The cultural diversity is reflected in the different cultural art forms of USA such as their musical interests, fashion sense, their rich knowledge of acting reflected in the drama and theatre and also the different dance forms. The population ratio of United States of America and China reveal that about 320 million of American are equivalent to 1 billion of Chinese. In USA they do not believe in having a single official language and hence there are many official languages practiced throughout the nation such as the French, Chinese, German, Spanish and lastly US English. The Hollywood industry is part of the United States of America which states their rich interest and influence in the acting and fashion world. The Hollywood in the Los Angeles is considered to be the most prominent and promising field of culture and have a strong influence over the latest fashion trends. People across the globe are influenced and look up to imitating and following their fashion trends. The media all over the world is focused at the Hollywood gossip maki9ng the USA very popular in the whole world (Zia & Kumar, 2016). The car manufacturing industry BMW has also used the fame of the Hollywood as a part of their promotion through involving Hollywood celebrities in their automobile endorsements as a part of Brand Management. Through effective promotion by the Hollywood celebrities, the company has become more popular among the common people.
China has a large population accommodated in the large country. Hence it is obvious that the culture of China is also influenced by different cultural backgrounds (Wahyudi, 2013). The population of the country is as huge as a billion. The country hosts fifty six minority groups. Hence there various cultural traditional and social customs practiced in the country which reflects their rich cultural background. The rich cultural Chinese background is reflected in their food. Chinese food is famous all over the world especially because of their authentic style of cooking and the authentic flavors which reflect their originality. The religion followed in China is mostly Buddhism but Christianity is also followed by many people. Their unique style of authentic clothing and their customs reflected in their marriages and other religious customs are unique in their own way. There are different communities living in the country which makes it again a culmination of different unique cultures (Tan, 2013). This also takes to the inference that the economic condition in China is unique in the way that because of the diversity in their population, the market also represents different segments. The needs and demands of the different market segmants are different therefore in order to establish successful marketing in China, the business organizations must adopt different marketing strategies to focus on different market segments so that they can fulfill the expectations of the different customers effectively. There are seven different official languages practiced in China which makes them unique of their own. The Communist party prevailing in China is an atheist party and hence they believe and influence people to believe in the existence of God as the supreme power. In order to have successful, promotion and marketing in China, the management of the BMW automobile company must align their promotional strategies according to the diversified culture, needs and expectations of the people in China (Clotfelter, 2012). The people must also focus in establishing successful communication with the natives by promoting their brand in their different official language. The company may also align their promotional strategies according to the different cultural festivals practiced in China by giving special discount offers and policies during the festival seasons. For example during the spring festival exclusive marketing strategies and offers can be customized and offered to the customers to increase their sales figure significantly.
PEST analysis of two different countries
Political factors: the role of the political factor of the country is very significant in framing the business policies and marketing of any organization. If the government policies are lenier and the trading policies which are formed are according or in the favour of trading in the country, then the business organizations will be benefitted highly by them (Aykin, 2009). In case the business and trading policies are extremely strict in the country, then the business operations and trading in the country becomes very difficult for the business organizations. These will also the overall economic growth of the country.
The government of USA is very progressive towards encouraging them business organizations to run their business (Hadaś-Dyduch, 2015). The trading and business policies set by the government are aligned towards helping the business organizations to help them in practicing and operating their business. However due to excess level of corruption in the nation, the business companies fail to operate their business properly. Another important political factor in USA which hinders they progress of business organizations is their higher rates of bribery in every government sector. This to run the business successfully the business organizations are requires to pay bribery in every step of the process thus leading to significant losses of the business organization. On the other hand, the political stability in China is prone to fluctuate often thus incurring to difficulties of the people to run their business smoothly in the nation. This is because with changing political environment the business policies are also prone to effective changes which might not run in the favor of the business organizations. The rates of the taxes and trade tariffs are also a subject of significant changes leading to obstruction in the business policies of the organizations (Witte, 2009). The rate of interest in China is significantly high than that of USA which makes the business organizations to profit more from the business operations. Free trading agreement also enables then business organizations to practice trade free of cost with different neighboring countries like India, Maldives, Columbia etc. thus the overall trading performance of the nation is high incurring higher profits of the business organizations trading in the China. Another important factor in the regulation of business in both the countries is that they have fixed prices of commodities and the business organizations operating business in these countries have to comply with their business policies and price regulations. However the market prices which are fixed by the companies are according to the market in which the business is based on so that the performing business organizations can have better profit margins (Xu, 2010). The affordability of the consumers is also kept in mind.
Economic factors: the Gross Domestic Product of USA is much stable and higher than China which makes them a better stable economy. The economic transactions going in the country are not interfered by the government in any condition.
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(Turner, Turner &Jiliang, 2016)
Figure: USA and China’s GDP.
The data presented in the above figure depicts that the GDP of USA is much progressive than that of China. However the current prevailing market practices reveal that the GDP of China is likely to progress and cross the GDP growth rate of USA by the end of the year 2025. Hence the authority of the BMW organization must put efforts to grab this opportunity to increase their business and sakes in china. Open market economic policy in china will also favor the growth of business organizations by free international market trading in China by BMW (Kenneth Shaw, 2015). Less taxes and tariff rates also encourage the business organizations to practice trade in the country. Another important factor is the cost of labors in USA is pretty high as compared to the minimum wages of the labor in China. So the business organizations can perform their business effectively in the country with low cost of production in China however the impact of fluctuating political condition in China is very negative on the business organizations. Financial stability in both the countries are equal therefore the business organizations can operate their business efficiently in both the countries however there are certain market conditions which must be kept in mind while performing the business operations such as the economic inflations or deflations (Singh, 2017).
Socio-cultural factors: the socio-cultural factors such as the educational background of a nation leaves a great impact on the trading policies. The people of the USA are likely to more educated and are associated with multinational companies for the purpose of business operations however the people in China are also educated but majority of the population is dependent on farming. The per capita income of USA is higher than that of China. The lifestyle of the people in USA is more luxurious than the Chinese people. Thus the sales figure of BMW in USA is higher than that of China due to the above facts. They trend to live more luxuriously thus the sales of the luxurious automobiles of BMW is higher in USA than in China (Mirolyubova&Schislyaeva, 2014). The price of the products does not matter to the people of America until the quality they are paying for is worth it. It also lead us to the inference that the purchasing power of the people of USA is much higher than that of China. In order to overcome such problems the Chinese government has taken initiatives such as policies to increase the minimum wages of the citizens, and increasing employment rate of the country. USA and China welcome trading companies to operate business so that there is cultural diversification in the process along with economic progress in the nation. 
Technological factors: technological advancing is very progressive in USA and the nation is switched to technology based designing, manufacturing to even packaging in the manufacturing units. The usage of manual input is significantly low in USA and thus their usage of technology is very high. Research institutes in the nation are based on technological developments leading to increased success (Rosa Anna Grifa, 2017). The BMW factories are also based on technological tools in order to incorporate latest technological advancements in the manufactured car thus making them, unique from the other car manufacturing brands. China on the other hand is also progressing significantly in the application of advanced technology and the usage of internet in their factories.
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Segments
There is a great difference between the ways the markets function in China compared to the USA markets. Also the spending power of the people are completely different in the two countries. However, due to the recent advancement this gap has decreased and the growing lifestyle of the people in China has also depicted that the spending power of people in China has also increased. In view of this information the market is segmented based on the spending power of the customers. As the spending power is also different of customers of cities compared to people of villages and smaller cities, the marketing is segmented and more attention is paid towards the maximum pollution for better gains. However, the people of USA are usually from the same economic background irrespective of their place, so the marketing campaigns target all the consumers and not just major cities. The segmentation is US markets are based on the level of occupation, their age, gender instead. (Rugman and Collinson, 2009). 
Behaviour
The Chinese population is known for their low profile lifestyle. They do not showoff about their achievements, social status, finances or designation. Instead they are meant to be appreciating and praising the achievement of others and hence, are usually very friendly. When a Chinese firm succeeds the company gives entire credit to the management and not just the top decision makers. They are meant to pass the credit to the lower employees and shy away from the benefit for the top management. Contrary to this, the people of US would like to show their achievements and performance and take credit where it is due. This is also done to motivate others and maintain a competitive spirit within the work place. However, the operations of both US and China are very similar and appreciate good performances and persona feats. People from both the countries appreciate a family life, positive atmosphere in workplace, spend time with friends and relatives (Bian and Forsythe, 2012).
Perception and attitude
The US population choose a brand based on innovative degree implied by the company. Contrary to this the Chinese people are more focused on the celebrities associated with the brand. Chinese do not trust the business and have their trust on people instead. The Chinese like quality of products and trust on the better ones based on review. If the quality is good they are loyal, if the quality is bad they switch. They are usually aware of their brands. They read about their products through social media. (Rugman and Collinson, 2009). 
[bookmark: _Toc481928022]Lifestyle

High lifestyles is followed by the US population. The income is high as people are well educated, hence they spend more money on their lifestyle to get most valuable products. They are more prone to brand especially females. Females spend a lot on brands to maintain or increase their standard in the society. BMW being a popular brand, is able to attract customers in the country by increasing their sales by 21% compared to the people in China where they follow varied lifestyle from low to high. In China, only some people has a high profile as their income is high and are attracted towards brand though the price is high, still they believe in living a lavish lifestyle, whereas on the other hand people with low income can only afford the products which are low in cost in the market. This shows that the people in China cannot afford branded or luxurious cars like BMW, hence the sales in China is comparatively low with USA (Bian and Forsythe, 2012).
Emotion
People in the USA are emotional and hence they are attached emotionally with the situation and circumstances. Even the purchasing decision is associated with their emotions. For eg, an advertisement with emotional topic will attract more customers than a normal one. On the other hand the people of China are not too emotional. According to them emotion doesn’t help you to make right decision. For them social status, family and children are more important. Unlike Americans, Chinese believe expressing emotions will not build any social or interpersonal connection. According to Chinese moral value is more significant than emotions. As they often themselves emotional due to problems, needs of inviduals which can impose life threats. Whereas the Americans work based on emotions, hence it’s easy to attract Americans by emotions or emotional advertisements compared to Chinese market (Moran et. al, 2014).
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Market in both China and the USA for BMW is very competitive. The company has several strategies to outperform their competitors, which helps them to maintain good shares in this operational markets. Porter’s 5 forces helps to analyses the competitive forces that influences the operations of the business. This section is very important as it shows the major difference between competitors in US as well as China. This section is about the porter's five forces of both the countries which depict the rate of sales as well as profitability.  
Porter’s five forces analysis
Bargaining power of the buyers: the customers in USA do not look for prices while spending on high quality products. This is because they have a high income and business profile mostly and thus prefer to spend their money on articles which are luxurious and are of high quality (Zia & Kumar, 2016). They don’t believe in living with the basic commodities because their preferences are distinctly different from that the people of China. In China, the majority of the population lives a basic life with the basic needs and requirements. Chinese people tend to spend on commodities which are extremely essential for them and hardly pay their hard earned money on luxurious articles such as the luxurious BMW cars. Thus it can be assessed that the bargaining power of the people of USA is significantly less than that the people of China. If the people of China do not find an affordable option of commodities in a specific brand they can shift y other affordable brands while in USA the loyalty of the consumers is very high and they tend to stick to the brand until they are satisfied with the quality of the product irrespective of the prove of the product.
Bargaining power of the suppliers: talking about the bargaining power of the suppliers of the luxurious cars in USA, the competition between them is extremely because there are numerous car dealers available in USA. The choices of the customers are numerous leading to lowering of the bargaining power of the suppliers. If they fail to meet the expectation s of the customers appropriately then the customers may switch other dealers. However in China the situation is pretty opposite (Wahyudi, 2013). The number of car suppliers is comparatively low than in USA which leads to less competition among the buyers thus leading to high bargaining power of the suppliers in China. When BMW does not satisfy the dealers, they can shift to other automobile companies for their business. Thus to keep the dealers the company has to ensure that the dealers are paid their remuneration on time.
Threat of new entrants: the business policies in USA comply with the business policies of the business organizations thus fostering the growth an development of the business organizations (Tan, 2013). Hence the emergence of new business organizations and companies is welcomed by the USA government so that threat to the new competition in the market of USA is huge. New car manufacturing companies can pose threat to the sales o BMW in USA easily. In case of the Chinese policies, the trading policies are not aligned to the development of new business organizations therefore the threat of emerging companies in this regard is very less to the BMW. 
Threat of substitute goods/alternatives: the threat of substitute goods infer to the fact that there are several companies in the market which release dupes of the products of the reputed brands. This is present in both USA and in China (Clotfelter, 2012). The people of USA prefer high quality products and thus do not prefer to buy dupes at any condition. So the threat of dupe brands to BMW in USA is very low because the loyalty of their customers is very high. In contrast the Chinese people are more aligned to buy cheaper and affordable products so that dupes of the products of high end brands will be preferred by the Chinese people. In this case the dupe companies can threat the sales of the BMW.
Industry rivalry: the car and automobile manufacturing companies are present in huge numbers in USA as well as in China. The competitors of BMW in china are BYD, Beijing Automotive Group, Guangzhou Automobile, Chery, SAIC motors etc which may pose threat to the development of sales of BMW in China (Aykin, 2009). In USA too there are many automobile companies which give tough competition to BMW like Ford, Tesla, etc. in order to overcome the power of the rival competition the management of the company must formulate more strategies which are aligned towards the needs and expectations of the customers.
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Segmentation
Segmentation is the process of segregation of the market on the basis of their purchasing power, product requirements etc. market segmentation is very important for the BMW in order to fetch and estimate the customers who are likely to purchase BMW cars. Obtaining the potential customers is very important so that they can understand their mindset and buyer expectations from the cars. The market segmentation can be based on criteria like demography, geography, psychograph etc (Hadaś-Dyduch, 2015).
Geographic segmentation: geographic segmentation is important to segregate the people of China according to their geographic location, diversified cultures and buying powers. However in USA there is no requirement of geographic segregation.
Demographic segmentation: demography is based on the income of the people of the nation. The high income profiled people are segmented to a category who is supposed to be the potential customers of BMW. The number of high profile customers is significantly high in USA as compared to China.
Psychographic segmentation: the lifestyles and personality traits divide the market into different groups and according to the business of BMW, the customers who have higher life style requirements and values are the potential and target customers (Witte, 2009).
Behavioral segmentation: this helps in segregating the customers on the basis of their market responses to different products. The responses are based on the car preferences, purchase frequency, etc. focusing on the different need of the different customers segments will help BMW to manufacture cars thus satisfying the needs of the customers efficiently.
Targeting	
Female customers: female consumers are major targets of BMW because the female customers tend to get attracted to the stylish and lavishing cars offered by the company. Designer cars attract the female customers in USA as well as in China so they can target these customers easily (Xu, 2010). 
Businessmen: the businessmen across the globe including USA and China are interested to invest in luxurious and high end cars like that of BMW that matches their financial status and high class profile.
High income profile consumers: these customers are the basic target of BMW because these people have the tendency of buying high end and high quality automobiles. They have the financial status to afford the expensive cars in USA and in China (Turner, Turner &Jiliang, 2016).
7 P’s of marketing
In the process of marketing there are seven basic factors also known as the 7 P’s of marketing which can be effective for the successful marketing of BMW 5 series cars. The 7 P’s are discussed below:
Products: the quality of the products which the company offers to the consumers is very important. For instance the product description including the comfortable seats, air bags and the interior finishing and designing of the cars help the consumers to set their buying mindset and focus on the products they are interested to buy (Kenneth Shaw, 2015). 
Price: the price of the BMW cars are managed according to the markets of USA and China. The pricing strategy leads to attract the customers initially but after the company has gained enough popularity the company can raise the product prices according to their preferences. 
Placing: it is very important for BMW to be easily accessed by the customers. Due to this BMW has opened different showrooms in both the countries which make the customers easier to have test drives and decide which car to purchase (Singh, 2017).
Promotion: in order to be successful in a particular market the BMW authority needs to plan to arrange for promotional programs through distributing leaflets, advertisements in television and print media, hoardings and banners etc.
People: the people who are recruited in the showrooms and the factories must be highly reliable and expertise to deal to deal with the customers. In order to maintain the motivation of the people, they must be provided with high remuneration and other facilities (Mirolyubova&Schislyaeva, 2014).
Process:the process of manufacture and the process of promotion must be adequate by implementation of technology so that there are less chances of faulty systems and production in the whole process.
[bookmark: _Toc481928024]Physical evidence: the showrooms help in displaying the products to the customers and therefore the showroom must be designed to accordingly so that they are appealing to the customers. The purchasing intention of the customers is increased by the designed showrooms.
[bookmark: _Toc512865409]Analysis and conclusion
After complete analysis of the marketing processes of BMW in China and USA to increase the sales of the BMW 5 series car, it has been assessed that the sales can be increased in the countries by adopting some specific strategies in the process of marketing based on the location of business operation (Rosa Anna Grifa, 2017). The different factor analysis reveals that the factors must be considered while making the marketing strategies of the BMW car in USA and China.
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