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[bookmark: _uqx40wug3phw]1. Introduction 
Bayische Motoren Werke AG (BMW) is a giant motor vehicle producer as well as motorcycle producer in the world,  which was established in 1916 in Munich, German (bmwgroup.com. 2025). The company started with aircraft engines and moved to motorcycles in the 1920s and finally to high-performance automobiles, which has earned it a reputation for excellence in engineering, innovation and luxury. BMW has a presence in more than 150 countries where sustainability, technological development, and customer-focused approaches are given a high priority (bmwgroup.com. 2025).
In this report, the international marketing strategies of BMW in two different markets will be analysed, Germany, the home country as well as a South America emerging market, Brazil. It analyses macro and micro-environmental forces affecting operations, assesses the performance of Segmentation, Targeting, and Positioning (STP) strategies, and compares the marketing mix (7Ps) modifications. Such aspects as marketing ethics, culture assessment based on Hofstede dimensions, and final performance indicators, such as sales, brand recognition, and social media presence, are also evaluated in the report. Future strategic development recommendations are offered, with the emphasis on the strategies that are specific to the economic, cultural, and technological background of a particular country.
[bookmark: _5f1pmc8qylyd]2. Brand overview 
Brand Overview: BMW in Germany
Germany is the mother country of the brand and the epic centre of production, and this reflects the identity of BMW as the German engineering excellence. The company has a number of large production sites in Munich, Regensburg, Leipzig and Dingolfing with over 80,000 employees within the country (BMW Group, 2024). Germany is a perfect location to the innovation-based operations of BMW due to its developed infrastructure, skilled workforce, and high-end automotive section. The number of mini cars sold for BMW in Germany in 2024 is around 250, 000(Carlier, 2025). Performance, sustainability, and technology are the three priorities of the company that are implemented with its BMW i electric vehicle lineup and its philosophy of Sheer Driving Pleasure.
[image: ]
Figure 1: Number of BMW mini cars sold in  Germany 
(Source: Carlier, 2025)
Brand Overview: BMW in Brazil
BMW first entered Brazil in 1995, mostly by imports and established a stronger footing in Brazil in 2014 by opening a manufacturing facility in Araquari in the state of Santa Catarina (bmwgroup.com. 2025). It was the first production plant of BMW in South America designed to overcome the import tariff and make it more competitive locally. Brazil is a promising growth market and it has a rising middle class and the rising need to own luxury cars. The Brazilian operations of the brand are a combination of local assembling and global quality standards with models such as the 3 series, X1 and X3 localised to the local preferences and road conditions. The marketing of BMW in Brazil focuses on aspiration, lifestyle and access to luxury, and it tends to create a connection with younger and wealthier consumers with emotional appeal and online interaction.
[bookmark: _nqz58ena0ki3]3. Comparison of the socio-cultural context of Germany and Brazil 
[bookmark: _pv48huu62fjb]3.1 Macro Environment Analysis
[bookmark: _ey39bvxwuyx1]3.1.1 PESTLE
PESTLE analysis evaluates external macro-environmental factors in the likes of political, economic, social, technological, legal, as well as environmental factors that may have an influence on organisational strategies, opportunities, risks, as well as overall business performance within a market ((Pelegrina, Stoeber and Fouto, 2023).
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Figure 2: PESTLE Analysis
(Source: medium.com. 2025)

Germany
	Factor
	Description
	Assessment

	Political
	Germany maintains a highly stable democracy with strong EU integration and government support for the automotive sector through subsidies for electric mobility and R&D (Nettekoven, 2023).
	Favourable

	Economic
	Germany has a robust economy with high GDP per capita (USD 48,562.101 in 2022) and strong purchasing power. However, high labour and energy costs increase operational expenses (ceicdata.com. 2025).
	Mostly Favourable

	Social
	Consumers value sustainability, technological sophistication, and brand prestige. 26% car buyers for Germany are preferring to buy electric cars and 23% car buyers choose plug-in hybrid cars (store.mintel.com. 2025). 
	Mixed

	Technological
	Germany is an innovation leader in automotive technology, AI, and electrification. BMW benefits from advanced supply chains and skilled engineers.
	Highly Favourable

	Legal
	EU emission and safety regulations are stringent, driving innovation but increasing compliance costs and product development expenditure.
	Moderately Unfavourable

	Environmental
	Strong environmental consciousness and green initiatives promote electric mobility, aligning with BMW’s sustainability strategy (Qaid, Hossain and Sultana, 2024).
	Favourable
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Figure 3: Strong GDP growth of Germany
(Source: ceicdata.com. 2025)
Brazil
	Factor
	Description
	Assessment

	Political
	Recent improvements in political stability and pro-industry initiatives such as the “Rota 2030” program encourage local manufacturing and fuel efficiency (Pelegrina, Stoeber and Fouto, 2023).
	Favourable

	Economic
	Brazil is Latin America’s largest economy with a growing middle class, but inflation, import tariffs, and currency volatility hinder profitability.
	Mixed

	Social
	Luxury cars symbolize success among affluent Brazilians, but high inequality and limited credit access restrict market size (Dowbor, 2023).
	Mixed

	Technological
	The technological ecosystem is still developing, with limited automotive R&D capacity; reliance on imported technology remains high (Gupta et al., 2022).
	Unfavourable

	Legal
	Complex tax structures, bureaucratic hurdles, and inconsistent enforcement of business laws increase operational difficulties for foreign firms.
	Unfavourable

	Environmental
	Growing awareness of sustainability and widespread use of biofuels align with BMW’s hybrid and electric initiatives.
	Favourable
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Figure 4: Real GDP growth forecasting by Brazil 
(Source: credendo.com.2024)
[bookmark: _gyms8br962bk]3.1.2 Hofstede Cultural Dimensions
Hofstede’s cultural dimensions theory explains the way national cultural values shape behaviours, communication, as well as workplace practices through measurable dimensions like power distance along with individualism.
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Figure 5: Hofstede Cultural Dimensions
(Source: Bruin, 2024)
The cultural dimensions created by Hofstede provide a powerful approach to the study of the impact of the national culture on consumer behaviour and management practices in multinational firms such as BMW. The comparison between Brazil and Germany shows that there are significant differences in culture which influences the marketing, communication and organisational strategy.
The Power Distance (69) is high in Brazil, which implies a toleration of hierarchy and authority. Aspirational advertising tends to be successful because consumers tend to associate a premium brand such as BMW with success and social status (theculturefactor.com, 2025). On the other hand, low Power Distance (35) in Germany signifies equality and empowerment thus marketing there is more to do with developing quality, performance, and technological excellence other than status appeal (theculturefactor.com, 2025).
In Germany (79), individualism is much higher as compared to Brazil (36). German customers are more focused on self-expression and personal success that matches the message of BMW of Sheer Driving Pleasure (theculturefactor.com, 2025). In the meantime, Brazil has a collectivist culture; it values groups and families therefore BMW bases campaigns on shared experiences and emotional narration.
Germany (66) has better performance orientation in terms of Motivation towards Achievement and Success than Brazil (49), indicating that German buyers are more oriented to precision and innovation, and Brazilian buyers are more oriented to lifestyle and social image (theculturefactor.com, 2025). High in both countries, but stronger in Brazil (76), Uncertainty Avoidance is a factor that makes the consumer trusting and loyal brands, which BMW can capitalise on in terms of reputation of safety and durability (theculturefactor.com, 2025). Lastly, the Long-Term Orientation in Germany (57) is higher than in Brazil (28), and this fact suggests that German consumers are sustainability-oriented and technologically oriented, whereas Brazilians are more short-term and price-sensitive.
Advantages:
· A clear and comparable system of understanding cross-cultural variations (theculturefactor.com, 2025).
· The way firms can adjust to the marketing and management approach (Dowbor, 2023). 
· It gives review of the cross-cultural leadership changes required (Qaid, Hossain and Sultana, 2024) .
· Numeric description of the elements for managerial overview (Kukkamalla, Bikfalvi and Arbussa, 2021).  
Disadvantages: 
· It may simplify cultural diversity excessively, presumes a uniformity within a nation (Qaid, Hossain and Sultana, 2024).
· It may be insensitive to changes in society or subcultural differences (Dowbor, 2023). 
· Hofstede’s model oversimplifies national cultures by treating them as uniform and static (Kukkamalla, Bikfalvi and Arbussa, 2021). 
· It is based on outdated data and may not reflect modern cultural diversity or organisational differences (Dowbor, 2023).
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Figure 6: Hofstede Cultural Dimensions
(Source: theculturefactor.com, 2025) 
[bookmark: _rl7skjd1g09x]3.2 Microenvironment Analysis
The Company
BMW is a centralised organisation in Germany; decision making is centred at the Munich headquarters of the organisation thus making it consistent worldwide in its brand image, innovativeness and quality (Kukkamalla, Bikfalvi and Arbussa, 2021). The Brazilian model is more decentralised and the local management has room to manoeuvre according to the local economic dynamics, importation policies and consumer fashions. This twin strategy has a balance between international control and local responsiveness.
Organisational Structure
The organised efficiency oriented corporate culture in Germany promotes accuracy and performance in line with its superior R&D centres. Flexibility and agility are part of the local Brazil operations since there is a high rate of economic cycles and bureaucracy.
Suppliers
BMW in Germany has had long term relationships with high-tech and quality-conscious suppliers and this assures efficiency and innovation in the production network (bmwgroup.com. 2025). Supplier relationships in Brazil are currently in their infancy, local sourcing assists in the reduction of tariffs and logistics expenses but there is still inconsistency in supply quality and technological capability.
Customers
German consumers focus on excellence of engineering, sustainability and innovativeness and like electric or hybrid cars of the i-series of BMW. Brazilian customers, on the other hand, equate BMW to prestige and status as they are more concerned with design and brand image over technology (Nunes, 2024). BMW fulfils the two markets with tailor-made product portfolios and differentiated communication strategy.
Distributors
The German distribution network of BMW has been well-integrated and digitised, which depends on physical dealerships and on-line sale platforms. In Brazil, the network is smaller and relies on the authorised dealers and service centres greatly to develop the trust and ensure the brand experience consistency.
Competitors
Other important competitors in Germany are Audi, Mercedes-Benz and Porsche whose main competition is based on performance and technology (Häberle, 2023). In Brazil, rivals such as Audi, Volvo and Lexus are focused more on price and aspirational value. In Brazil, the strategy of localisation of BMW helps the company to have a competitive advantage whereas in Germany it maintains the competitive advantage based on innovation and leadership in engineering.
Public and Social Forces
The German society is keen on sustainability and ethical business activities and BMW is under pressure to ensure that its production is eco-friendly. Brazilian society is more image-driven which is fuelled by the increasing middle-class desires allowing BMW to capitalize on emotional brands.
Economic and Technological Forces
The innovation of BMW is favoured by the stable economy and developed infrastructure in Germany (Franke et al., 2023). The high level of economic volatility and weak technological foundation gives Brazil some challenges and opportunities to grow using local assembly.
Environmental Analysis
BMW has different environmental conditions in Germany and Brazil. Motivating environmental policies and sustainable consumer expectations in Germany have increased the push of BMW to move toward electric mobility, the use of renewable energy, and carbon-neutral manufacturing (Franke et al., 2023). This transition is further justified by government incentives on electric vehicles. Environmental awareness is growing in Brazil, and the focus is on the use of biofuels and the lack of emissions, but the facilities related to electric vehicles are scarce. The local BMW plant in Araquari is connected to the green practices but is challenged by the inconsistent application of the environmental standards. 
[bookmark: _h68khp7ghz4u]3.3 Similarities and Dissimilarities
Political
Similarities: Both Germany along with Brazil support automotive-sector growth through government initiatives and promotes efficiency and industry development (Wuori, 2023).
Dissimilarities: Germany offers stronger political stability along with EU-backed electric-mobility incentives. On the other hand, Brazil faces more bureaucratic complexity and fluctuating policy enforcement.
Economic
Similarities: Both have strong automotive demand as well as significant market size (Wuori, 2023).
Dissimilarities: Germany has higher purchasing power and stable currency, while Brazil struggles with inflation, tariffs, and volatility.
Social
Similarities: Consumers in both nations has been observed to be valuing premium brands and aspire towards mobility advancement (Franke et al., 2023).
Dissimilarities: Germany focus on sustainability and technology. On the other hand, Brazil’s luxury demand is more status-driven due to social inequality.
Technological
Similarities: Both countries are adopting electrification and digital mobility trends.
Dissimilarities: Germany has advanced R&D and engineering capabilities, while Brazil relies on imported technology with slower innovation capacity (Wuori, 2023).
Legal
Similarities: Both markets enforce automotive safety along with environmental standards.
Dissimilarities: Germany’s regulations are structured and consistent but Brazil’s legal landscape is characterised by tax complexity and inconsistent legal enforcement create operational barriers (Kukkamalla, Bikfalvi and Arbussa, 2021).
Environmental
Similarities: Growing interest in green mobility supports hybrid and electric adoption (Kukkamalla, Bikfalvi and Arbussa, 2021).
Dissimilarities: Germany strongly prioritises sustainability through strict environmental policies. Moreover,  Brazil focuses more on biofuels and gradual transition to electrification.
[bookmark: _p9zaj495glvx]4. Comparison of Brand’s STP strategies in Germany and Brazil 
[bookmark: _kj1zqmrcm9h8]4.1 STP Analysis of Germany
In Germany, BMW segmentation strategy targets an extremely differentiated market with consumers and the primary segmentation variables being demographic, psychographic, and behavioural variables. BMW is geared towards high-end professionals aged 30-60 with high disposable incomes who are sensitive to the in the brand targets those who perceive automobiles as its manifestation of self-image, performance, and technological excellence. innovativeness, quality, and prestige (Tang, 2023). Psychographically, Segmentation is made based on behavioural factors such as brand loyalty, lifestyle and environmental awareness which fit with the high sustainability culture in Germany.
The German market of BMW aligns with VALS types such as Innovators requiring premium innovation, Achievers value prestige as well as performance, Experiencers are associated with technology and driving pleasure, and Thinkers focuses sustainability along with rational choices. The German market of BMW is targeted in the premium market and is concentrated. It is mainly focused on the upper-middle and high-income consumers, such as business executives and technologically minded professionals that expect high performance, high safety standards, and sustainability (Kukkamalla, Bikfalvi and Arbussa, 2021). 
The BMW strategy in Germany is focused on the Sheer Driving Pleasure and German engineering superiority. The company also markets itself as a brand of high endurance, accuracy, and high-tech superiority, which is reinforced by top design, performance, and technological superiority. The integration of driving dynamics and innovative approaches, in particular, electrification and digital connectivity, distinguishes BMW among its market rivals like Mercedes-Benz and Audi (as per Appendix-2). 
[image: ]
Figure 7: Positioning map of BMW in Germany
(Source: self-created)
[bookmark: _50080rxa63jh]4.2 STP Analysis of Brazil
The segmentation strategy used by BMW in Brazil is more responsive to an emerging and economically diversified market. It is at the level of demographics where it focuses on high-income and upper-middle-income customers in the age group of 25-55 years, who are usually located in large urban areas like the city of Sao Paulo, Rio de Janeiro and Brasilia. Psychographically, the segmentation will be on aspirational customers who identify ownership of BMW as prestige, modern, and success. BMW Brazil aligns with Achievers, Strivers, and Experiencers by aligning with valuing status, aspiration, technology, as well as sporty driving suited to the growing premium market of Brazil. Globally, behaviourally, it targets customers who hold exclusivity, post-sale services, including maintenance and leasing services.
The targeting process used by BMW in Brazil is the niche and aspirational approach. Because of the income variation in Brazil, the brand has been focusing on the smaller though expanding group of consumers with financial ability. It appeals to emotions and lifestyle positioning to make the brand seem like an accessible luxury instead of being pure exclusivity. The marketing of BMW in Brazil also includes the use of social media campaigns, influencer partnering, and experiences-based marketing to reach younger status-oriented professionals. Also, by opening the Araquari production unit, BMW can aim at the production of locally produced cars at affordable prices, which increases their accessibility.
Positioning wise, the image of BMW in Brazil is that of a luxurious but aspiring brand, which symbolises self-achievement and ascending status. It is not necessarily about assembling accuracy but rather about emotional gratification of being an owner of a global high-quality brand (Weiss et al., 2021). 
[image: ]
Figure 8: Positioning map of BMW in Brazil
(Source: self-created)
[bookmark: _bbzg8qynoe3x]4.3 Similarities and Dissimilarities
The STPs of BMW in Germany and Brazil have similarities in that they aim at high-end and wealthy customers who respect quality, brand and driving experience. Psychographic and behavioural orientation in the market-like lifestyle, brand loyalty, and status desire are key elements of market segmentation in both markets (Cabaguing et al., 2023). It also has a robust differentiation strategy with the brand being portrayed as a luxury automaker offering Sheer Driving Pleasure and using aspirational messages to increase the perceived value.
There are, however, notable differences. In Germany, the focus on innovation, sustainability and technology is underlined, and the target market is environmentally working professionals and corporate customers. Engineering excellence and performance are presented in the positioning (Bezerra, 2022). Segmentation in Brazil is more geared towards aspirational, lifestyle and social recognition with younger and wealthier urban consumers as the target. The position is towards the high-end of the market as a representation of success and not technical excellence. So, both strategies are based on premium brand identity but are localised to cultural and economic environments to ensure that market resonance is optimised.
[bookmark: _sq6uadin64go]5. Comparison of Marketing Mix Strategies in Germany and Brazil 
[bookmark: _up1yyuwq4mld]5.1 Marketing Mix evaluation for Germany
1. Product
Germany BMW has a broad selection of high-end models, such as the 3 Series, 5 Series, X Series, and fully electric BMW i models. It has products that are customised to meet the high consumer expectations of high level of performance, engineering precision and sustainability. The high-tech solutions like self-driving, artificial intelligence with infotainment, and carbon-neutral manufacturing are important to the technologically advanced German consumers (Michel-Schneider, 2024). BMW does not rest on the success of its products and designs but continuously innovates to ensure it remains the top car brand in the luxury car segment with product differentiation focusing on driving pleasure as well as going green.
[image: ]
Figure 9: Models of new BMW cars in Germany
(Source: bmw-munichmotors.in. 2025)
2. Price
Germany has a premium pricing strategy, which is in accordance with the luxury positioning of BMW. The target customers have high disposable incomes, which allows price flexibility and the price strategy is based on value which means that advanced technology, safety and sustainability are some of the features that can justify a high cost (Meyner and Garcia Junior, 2025). Deals are minimal, and finance plans are made to keep exclusive, as well as long-term loyalty.
3. Place(Distribution/Market Entry)
BMW has a direct distribution channel, which consists of licenced dealerships in key cities and areas. Sales platforms such as online are used as the complement to the physical showrooms to enable consumers to customize their vehicles online (Michel-Schneider, 2024). Germany is the motherland of BMW; therefore, all the production, research and development, and supply chain processes are more domestic with centralised control to guarantee a uniform quality and brand experience.


4. Promotion
Promotional plans are aimed at brand heritage, technological leadership, and performance on the drive. BMW employs a combination of conventional advertising, electronic promotions, sponsorships (sporting activities) and experiential marketing. Sustainability communication, especially of the electric cars, is promoted to match with the German consumer values (Meyner and Garcia Junior, 2025). Engagement is done through social media platforms, which focus on innovation and lifestyle stories.
5. People
BMW Germany spends a lot of money and resources in the training of its workforce and customer service excellence. They should be highly trained sales and service staff to provide customized experience, build trust and build brand loyalty.
6. Process
The workflow is optimised, and there are high-quality standards with digital tools to manufacture, manage orders, and interact with the customer (Meyner and Garcia Junior, 2025). Efficiency is the improvement of the timelines in product delivery and customer satisfaction.
7. Physical Evidence
BMW is quite luxurious in dealerships and service centres with their modern architecture, quality facilities and interactive show rooms. The premium positioning of the brand is supported by digital interfaces to customize the vehicles and provide after-sales services.
[bookmark: _pnujb5iziswp]5.2 Marketing Mix evaluation for Brazil
1. Product
In Brazil, BMW sells a limited number of models, such as the 3 Series, X1, X3, and the locally produced X5 and X3 under the Araquari plant (Schvartz et al., 2024). The products are localised to suit local tastes, such as considering the road conditions, climate, and fuel type (including ethanol compatibility). Instead of focusing on technological sophistication, emphasis is made on design, comfort, and status appeal.
2. Price
The pricing strategy used by BMW in Brazil is premium-aspirational pricing. Previously, importation tariffs increased the prices of vehicles, and the local assembly has enabled lower pricing (Costa et al., 2021). Leasing and financing plans allow cars to be available to a rising affluent urban demographic and stay exclusive and aspirational.
3. Place (Distribution/Market Entry)
The entry of BMW in Brazil was through imports and local production. In the beginning, vehicles were imported in Germany on a basis of testing the demand and then the Araquari assembly plant was opened in 2014 to minimise tariffs and logistical expenses (Schvartz et al., 2024). Distribution will be based on authorised dealerships through direct channels that are only found in the mega cities and through digital sales and service centres to sustain brand experience.
4. Promotion
In Brazil, promotional policies pay too much attention to lifestyle and social status. Through social media, influencers and experience, marketing campaigns are used to establish emotional connection (as per Appendix-1). Aspirational and status-driven messaging are more important than sustainability and technology. Urban and trendy consumers are usually targeted through sponsorships and collaborations.
5. People
Local sales and service employees are trained to the global standards of BMW but they have to adapt to the culture in order to handle customer expectations where the level of emphasis on personal relationships and service experience is high.


6. Process
The local sourcing and assembly are examples of the operations processes being adjusted to the local production and supply issues (Costa et al., 2021). BMW incorporates international standards and is flexible enough to manoeuvre through complex regulatory and economic conditions in Brazil.
7. Physical Evidence
The dealerships and showrooms are made to reflect the luxury and exclusivity, but catered to the regional preferences, to represent the urban Brazilian preferences. Service centres contribute to brand loyalty and the use of digital solutions to create customisation of vehicles helps to supplement physical facilities and improves consumer experience (Costa et al., 2021).
Advantages and Disadvantages of Direct Distribution
Direct distribution gives BMW the opportunity to market products to consumers which are company-owned dealerships and online platforms, which offers a number of benefits. To start with, it provides absolute brand image control, pricing, and customer experience, which are essential with a luxury brand, where perception is the driver of value. Second, it allows developing closer customer relationships by individualisation of services, feedback, and after sales, which leads to loyalty. Third, it enables an effective incorporation of digital and physical sales channels that will enable a smooth experience of vehicle customisation and order (Milusheva, 2022).
Nevertheless, there are also drawbacks to direct distribution. It needs a lot of capital requirements in infrastructure, staff, and logistical expenses, which adds to the cost of operations. It also has the disadvantage of reducing market access, particularly in geographically spread areas over intermediated ones.
[bookmark: _awa704csvl6s]5.3 Similarities and Dissimilarities
In Germany and Brazil, the marketing mix of BMW still has the same aspects that support its worldwide luxury brand image. The brand in both markets focuses on high-end products, aspirational positioning, and high-quality customer experience with high-end dealerships, highly skilled staff members, and high-end products (Bella et al., 2024). Such strategies as digital integration, experience marketing, and personalised services are widespread, guaranteeing high levels of engagement and loyalty.
Nevertheless, there are critical differences because of the maturity of the market, economic factors, and culture. Germany has a marketing mix that focuses on innovation, sustainability, and technological advances whereby centralised production and high pricing are indicative of a mature, high-income market (Salamzadeh et al., 2022). In Brazil, it is more about lifestyle value, social status and domestic flexibility. The local assembly lowers the cost and the flexible financing increases accessibility. The promotional messages are focused on aspiration and emotions as opposed to technological leadership. 
[bookmark: _jphg0yikhwg]6. Evaluation of the performance of marketing strategies 
[bookmark: _gg1wyogceot3]6.1 Effectiveness of marketing strategies in Germany
The marketing approaches that BMW has implemented in Germany have been very successful in strengthening its status as an award-winning car company. The company has a good level of brand recognition and brand loyalty as it has concentrated on technological innovation, sustainability and excellence in engineering (Niedermeier, Emberger‐Klein  and Menrad, 2021). The product strategy with its focus on electric vehicles (BMW i series) and safety as a key focus is online with the German market, which is concerned with environmentally responsible products and can appreciate the advantages of the safety-related features. The pricing strategies ensure that the brand is positioned as luxury and the high-quality dealerships and service centres will increase customer satisfaction.
The digital and experiential marketing campaigns are very successful in Germany, as BMW excels in the engagement process in such platforms as Instagram, YouTube, and LinkedIn. The annual sales statistics show that the premium segments have been gradually increasing, with BMW being the best performer in the top three luxury car brands together with Audi and Mercedes-Benz (Eggers and Eggers, 2022). The level of brand awareness is close to universal and online and offline integrations have enhanced customer acquisition and retention.
[bookmark: _dw09msfx52ob]6.2 Effectiveness of marketing strategies in Brazil
The marketing mixes that have been implemented by BMW in Brazil have been averagely successful in both sense of opportunities and limitations of an emerging market. BMW has been able to localise its production, minimise tariffs and provide more competitive prices through the Araquari assembly plant and this will enable it to access a wider market. The range of products is based on the local tastes and oriented to design, comfort, and social prestige (Bisetto and Dias, 2025). The promotional strategies aim at aspirational message, lifestyle branding and social media campaigns, which appeals greatly to younger and more affluent urban consumers.
In spite of these achievements, Brazil is not able to exploit the full market due to its economic volatility, high taxation and poor technological infrastructure. The quantity of luxury cars sold is lower than in Germany and the brand recognition is achieved only in the upper-middle and high-income organisations (Franke et al., 2023). The BMW dealership network and infrastructure of its services are growing but have regional constraints. However, the aspirational marketing strategy and localised manufacturing have enhanced market presence and social media is increasing at a steady pace.
[bookmark: _slbmzfe80gf7]6.3 Similarities and Dissimilarities
The two markets have the commonalities of BMW focus on premium brand positioning, customer experience, and experiential marketing. Brand perception and brand loyalty is boosted through the use of social media campaigns, personalised services, and well-designed showrooms in Germany and Brazil (Battiston, 2025). The aspirationalism of BMW ownership also becomes evident in both countries, with the focus being different.
The major variations are catalysed by market maturity and the cultural setting. In Germany, their approaches are innovation- and technology-based and are aimed at environmentally conscious and performance-directed consumers, which will lead to increased market penetration and sales volumes (Salamzadeh et al., 2022). The strategies are aspiration and lifestyle based in Brazil, which target urban up-market consumers, and the growth is limited by the economic conditions and regional distribution restrictions. 
[bookmark: _w2wpu1p3dzuj]7.Evaluation of marketing ethics practice 
[bookmark: _7oaknlof3e0i]7.1 Ethical marketing practices of Germany
The marketing ethics at BMW in Germany is mostly conforming to the legal and societal ethics, which are high regarding the way corporations should be responsible, protective, and sustainable towards consumers. The firm has adhered to consumer protection law such as stringent provisions concerning product safety, warranty, and transparency in advertisements (Widijowati and Denysenko, 2023). Through promotional campaigns, performance, safety features, and emissions of the vehicle are correctly portrayed and upheld to ethical advertising practices and does not mislead information. Germany is also critical in terms of data privacy and protection. BMW adheres to the General Data Protection Regulation (GDPR), which means that the data of customers gathered using online applications, services, and apps is safe, is appropriately utilised, and has the goal of targeted marketing (Porsche, 2025). The customers have clear consent choices and marketing communications observe opt-out choices, which ensures ethical standards in online interaction.
The ethics of BMW are also supported by its concern with environmental ethics. Electric and hybrid advertising campaigns emphasise sustainability and less emissions, which allows transparency in environmental promotion as well as encouraging socially responsible consumption (George  and George, 2023). Aspirational messaging and high-end branding might be promoting consumerism indirectly, which would be incompatible with the environmental sustainability agenda. 
[bookmark: _jbnexcii0bvs]8. Recommendation & Conclusion 
[bookmark: _i9zxske78ow7]8.1 Recommendation
Germany
Increase Electric and Hybrid Vehicle Selling: BMW ought to improve its pacing of developing and marketing of its electric (i-series) and hybrid cars to go in line with the environmentally conscious and technologically advanced customers of Germany. 
Intensify Digital and Experiential Marketing: The more investment in AI-assisted personalised marketing, virtual configurators, and an online showroom will enhance customer engagement and retention (LI, 2024). BMW can also use the augmented reality (AR) experiences and the interactive events to support the message of the sheer driving pleasure.
Pay attention to Advanced Technology Integration: Intensifying research and advertisement of autonomous driving, related services, and intelligent vehicle attributes will make BMW more innovative in its leadership (Eggers and Eggers, 2022). Such technological benefits can be distinguished in the marketing campaigns by clearly communicating the benefits to the consumers to help the brand stand out of the competition with other brands such as Audi and Mercedes-Benz.
Sustainability and Ethical Branding: BMW ought to proceed with its advertisement of carbon-neutral manufacturing, recyclable substances, and energy-competitive procedures to sustain ethical norms and environmental accountability, which is of a great importance to German shoppers.
Brazil
Enhance Localised Manufacturing and Adaptation to the Brazilian environment: Building more capacity at the Araquari factory and adapting the vehicles to the Brazilian roads and climate will decrease the costs, shorten the delivery time, and make the cars more competitive with the imported luxury cars (de Medeiros and Trebat, 2025).
Target Emerging Affluent Consumers: BMW needs to focus more on marketing to younger status-oriented, urban professionals. Brand awareness and aspirational appeal will be reinforced through the use of social media campaigns, influencer relationships, and experiential events with a lifestyle focus.
Grow Dealership and Service Networks: The establishment of more authorised dealerships and service centres in major cities outside of the state of Rio de Janeiro and São Paulo will ensure more accessibility, build trust in the customers and encourage long-term loyalty (Bitencourt et al., 2023). 
Balanced Financing and Leasing Services: Providing competitive financing schemes, leasing and customised payment schemes will bring the high-end models closer to a growing high-income middle-income market without undermining the aspirational positioning of the brand.
[bookmark: _mcgvh4cmbj9e]8.2 Conclusion
The international marketing strategies used by BMW reflect a very good balance between the globalisation of the brand and the localisation of the markets. In Germany, the company uses its advantages of the home market such as high consumption power, advanced technology structure and consumers who are environmentally conscious. The decision to focus on innovation, sustainability, engineering excellence, and a high-value position has been very successful to be supported by powerful digital contacts, ex-post campaigns and a vast dealership and service network. Germany has a generally favourable macro and microenvironment that has helped BMW to continue to lead in the automobile luxury brands.
BMW has managed to fit in a new market in Brazil with local assembly in the Araquari facility, aspirational and lifestyle-oriented marketing, and the offering of specific models to suit the local market. Although economic instability, excessive taxation and limited infrastructure make the business very difficult, focused measures on pricing promotion, and distribution have enhanced its market share among the wealthy and urban population.
In general, the performance of BMW demonstrates the competence of the STP strategy, the marketing mix adherence, and ethical practices in various cultural, economic, and technological environments. BMW can maintain its growth long-term by remaining innovative in Germany and increasing accessibility and local relevance in Brazil, building brand loyalty and strengthening the role of the brand as the leading luxury car producer in the world.
[bookmark: _8ier2q8ahi7a]
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Séo Paulo - Today, the BMW Group and UNICEF announced their partnership under the
slogan entitled "BRIDGE. Educating young people for tomorrow, today” in Brazil. The
programme, which will be rolled out across the States of Amazonas, Maranhdo and Séo
Paulo, aims to reach 3,000 students through in-person workshops and more than
30,000 young people through the digital platform 1MiO (One Million Opportunities).
Committed to social development and the future of new generations, the BMW Group
established a global partnership with UNICEF back in 2023.

In Brazil, the initiative focuses on empowering vulnerable youth aged 14 to 29 through in-
person workshops and online training centred on STEAM education (Science, Technology,
Engineering, Arts and Mathematics), as well as life project planning.

Developing life projects is a technique that helps adolescents prepare for adult life. Young
people define their personal and professional goals, considering their strengths,
weaknesses, experiences and opportunities within their environment. To support this
process, teachers, school administrators and members of the state education system will
also be involved and trained in life project development and ways to integrate STEAM
competencies and opportunities.

As aresult, students and teachers will develop the competencies needed to create
projects using essential STEAM-related skills, such as problem-solving and critical
analysis.
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For decades, car-making has been the jewel in Germany's industrial crown, a
powerful symbol of the country's famous post-war economic miracle. Its "Big Three”
brands, Volkswagen, Mercedes-Benz, and BMW, have long been praised for their
performance, innovation and precision engineering. But today, the German motor
industry is struggling. With the faltering economy a key factor in federal elections
this month, how can it get back on the road to recovery?

When you arrive by train in Wolfsburg, Lower Saxony, the first thing you see is the
Volkswagen factory. Its huge facade, emblazoned with a giant VW logo and flanked by
four tall chimneys, dominates one bank of the canal that runs through the city. The 6.5
sqkm (2.5 sq mile) complex sits adjacent to the Autostadt, a kind of theme park
devoted to the automobile and to VW, Europe's biggest carmaker. The Volkswagen
Arena, a sports stadium, is a short distance away.

Wolfsburg is Germany’s answer to mid-20th Century Detroit - not so much a city with
a car factory as a factory with a city that has grown up around it. Some 60,000 people
from across the region work in the plant, while the town itself has a population of
around 125,000. Locals say that even if you don't work in the factory yourself, it's
certain many of your friends will, along with half of your class from school.
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