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[bookmark: _Toc213920262]Introduction
BMW's worldwide presence in South Africa and the UK shows how important it is for strategic learning to be in sync with institutional and cultural realities for global growth to be successful.  Transforming technical expertise into long-term competitiveness, BMW went from making aircraft engines to becoming a world leader in mobility, building on a heritage of precision and ambition.  Internationalisation based on knowledge, not haste, protects long-term value, as shown in its development across two different markets: one established and regulated and another growing and opportunity driven.  Based on the learning-commitment logic of the Uppsala model, BMW's consistent growth demonstrates that investment is best guided by experience rather than speculation for international expansion.  In the UK, BMW can showcase its innovative spirit via electrification and compliance-led ethics because to the country's sophisticated infrastructure, dependable government, and digital transformation.  The opposite is true in South Africa, where cultural collectivism and economic instability need adaptive localisation to maintain credibility and significance.  The worldwide character of BMW is defined by the conflict between robustness and adaptability; the brand represents German engineering while also considering local significance.  During this investigation, it take a look at BMW's marketing strategies in two different settings to see how the company's balancing act between standardisation and adaption impacts its commercial success and ethical reputation. It also looks at how these strategies show how performance, responsibility, and sustainable luxury are changing over time.

















[bookmark: _Toc213920263]1. Brand and country overview
Instead of automobiles, BMW's legacy is ambition.  Munich-based BMW was founded in 1916 by aviation pioneers Karl Rapp and Gustav Otto, whose technological perfection shaped BMW's engineering philosophy.  The 1923 R32 motorbike and 2013 i3 demonstrate BMW's power in continual innovation, combining German craftsmanship with strategic insight.  BMW carefully extended its innovation culture before internationalisation, preserving quality and building worldwide renown.  According to Table 1 below, BMW has grown steadily and adaptably throughout the last century.

Table 1. BMW history
[image: A list of information about the bmw company
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(Created by Author, Source: BMW Group, 2025)

BMW's globalisation reflects its rise from a modest aircraft engine firm to a mobility behemoth.   The company's milestones were determined in response to economic or technological development.   BMW's 1920s relocation and post-war revival illustrate its desire to re-establish where industry can develop.   The 1972 South African subsidiary and 2000 MINI Plant in Oxford demonstrate resource efficiency in expanding markets and brand heritage in existing ones.   BMW selected both host markets for strategic resilience—political, cultural, and consumer climates that matched its learning capabilities.   Image 1 shows BMW's "Uppsala model" of patience: commitment followed knowledge. In "United Kingdom and South Africa", culture, politics, and desire continue to shape BMW's global narrative (BMW Group, 2025).
Figure 1. Uppsala Model: Basic Mechanism of Internationalization 
(Johanson and Vahlne, 1977)
[image: Uppsala Model: Basic Mechanism of Internationalization—State and Change Aspects. Source: Johanson and Vahlne (1977). ]

BMW's strategy for global expansion matches the Uppsala University's belief that companies should grow internationally when more information is available, since this will reduce uncertainty and allow for more concrete commitments.  Before committing to a wholly owned subsidiary structure, the firm tested the waters in the UK via a low-risk export and CKD manufacturing mode, where it might assess regulatory stability and market demand.  After learning through experience that local supplier networks, institutional stability, and political relationships could support long-term operations, BMW selected a fully owned FDI manufacturing entry approach in South Africa. This decision was based on a thorough evaluation of the opportunities and risks involved.  These choices show that BMW expanded internationally for reasons other than expanding its geographic footprint; rather, each local market provided unique learning-commitment cycles that influenced the company's strategic self-assurance.  South Africa offered their workforce, government incentives, and the potential to scale up manufacturing, whereas the United Kingdom offered incremental growth conditions.  According to Johanson and Vahlne (2009) these the two forms demonstrate, taken together, how increasing commitment and relationship understanding shaped BMW's global expansion (Appendix 1).
[bookmark: _Toc213920264]2. Comparison of the macroenvironment context of United Kingdom and South Africa
BMW has gradually gained insight about each market's macroenvironment, and the UK and South Africa's different economic, political, and social dynamics show how well the brand's knowledge translates into sustainable advantage.
[bookmark: _Toc213920265]2.1. Britain's and South Africa's equivalent stages of development
Based on an analysis of GDP, income, inflation, and unemployment rates in the UK and South Africa from 2020 to 2024, Figure 2 shows the comparative macroeconomic trends that BMW used in their market study.  While economic indicators in South Africa continue to be unpredictable owing to inflationary pressures and labour market volatility, those in the UK show a trend of consistent improvement and structural resilience over these years.  Premium car demand is highly correlated with discretionary income and job security; hence such macroeconomic differences are crucial to BMW's worldwide marketing approach.  This is a mature market where BMW can put its emphasis on digital innovation and sustainability, thanks to the constant increase of the UK's GDP from 2,697 to 3,664 billion USD and the lowering unemployment rate to 4.11%.  Alternatively, BMW is compelled to customise its price and financing offerings since South Africa's high unemployment rate (33.17%) and variable inflation rate (7.92% in 2022 to 4.36% in 2024) limit buying power (ONS, 2024; Statista, 2024a; Statista, 2024b; Macrotrends, 2024; Trading Economics, 2024). 

Figure 2. Comparative macroeconomic trends in United Kingdom and South Africa
[image: A screenshot of a graph
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(Created by Author, Source: BMW Group, 2025)

Due to GDP growth, income levels, and inflation, consumer confidence differs greatly across the two markets.  Pegan (2020) observes that foreign marketing effects depend on country-of-origin value—economic strength boosts confidence, whereas instability decreases it.  The UK's macroeconomic stability boosts BMW's brand appeal, whereas inflation in South Africa diminishes the symbolic connection between German engineering and aspirational ownership.  These complex dynamics show how macroeconomic influences impact affordability and brand positioning.  As trade frameworks promote automobile interchange, both markets are intertwined, leading to economic system and trade agreement discussions.
[bookmark: _Toc213920266]2.2. Economic system and members of a trade agreement
South Africa and the UK show how economic systems affect trade integration.  The UK's free-market, services-based economy fosters global openness and competition, which benefits BMW's investment and high-value exports. While  in South Africa's mixed economy, socioeconomic disparities and structural unemployment reduce consumer buying power, hence trade liberalisation has different advantages (see table 2) (GOV.UK, 2024; World Bank, 2024).

Table 2: Economic Systems and Trade Agreements in United Kingdom and South Africa
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(Created by author, Source: GOV.UK, 2024; World Bank, 2024)

The Comprehensive and Progressive Trade Agreement (CPTPP) and other bilateral frameworks increase UK economic resilience, reducing trade barriers, improving logistics, and stabilising policy, BMW will benefit from this agreement.   SACU and AfCFTA membership foster regional cooperation, but it also spotlights South Africa's commodities exports and uneven rules, which raise corporate risk.   BMW must alter its supply and marketing strategy to use the UK's trade flexibility and lower South Africa's bureaucracy, for the reason that regional agreements affect open-market systems.   Aligning market entry with institutional stability creates competitive positioning, according to Hooley et al. (2024), which connects into the political and legal background.
[bookmark: _Toc213920267]2.3. Political and Legal environment in UK and South Africa
[bookmark: _Hlk212551999]The constitutional monarchy of the UK, led by King Charles III, is a stable parliamentary democracy with equal authority for the Crown and elected government.   According to GOV.UK (2024) and BBC News (2024), BMW depends on this predictability for legal reliability and easy compliance in its UK operations, which boosts investor confidence and regulatory uniformity.   In contrast, South Africa's coalition-led Government of National Unity under President Cyril Ramaphosa is a dynamic democratic system with ideological disagreements.   This structure promotes variety but makes policies unpredictable and company rules difficult to enforce (ACCORD, 2024).   The rule of law, judicial independence, and accountability are shared by both nations, laying the groundwork for fair trade.   These links between political and legal areas show how stable governance affects BMW's long-term market risk and strategy.  Table 3 compares UK common law precision and South Africa hybrid legal flexibility to highlight how legal traditions impact BMW's regulatory clarity, market adaptability, and institutional risk.

Table 3. Comparison of Legal Systems in the UK and South Africa
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(Created by author, Source: ACCORD, 2024)

The UK's legislative sovereignty-based common law system promotes legal clarity and uniformity.  This benefits BMW's operations, which need unambiguous contract enforcement and reliable regulation.   South Africa's mixed system of civil, common, and customary law may delay foreign business decisions.  Inclusion is shown by this system.   Investors trust both nations' judicial independence and constitutionalism despite their different legal systems.   Cross-border risk management at BMW relies on system harmony for adaptation and security.   Connecting this method to national culture (Hofstede), Ezeani and Onodera (2023) indicate stable institutions maintain economic trust, and Singh (2024) illustrates that harmonised legal norms enable global brand integration.
[bookmark: _Toc213920268]2.4. Hofstede’s Cultural Dimensions
A culture of independence and strategic planning, the UK's high individualism and long-term focus support BMW's precision-driven innovation.   Figure 3 indicates that South Africa's collectivist and short-term thinking support loyalty and adaptability, therefore BMW should balance relationship-led management with efficiency.

Figure 3. Hofstede’s Cultural Dimensions – United Kingdom vs. South Africa
[image: ]
(Created by author, Source: Hofstede Insights, 2025)
People in both countries are motivated and want to be consumers because of the common masculinity and hedonism aspects.  (Hofstede Insights, 2025; The Culture Factor, 2025) Hofstede's approach emphasises that recognising and appreciating these cultural differences lessens tensions across borders and increases unity on a global scale.
[bookmark: _Toc213920269]2.5. Elements of subjective culture
As demonstrated in table 4 below (Minkov, 2018), subjective culture captures the "software of the mind," demonstrating how values, conventions, and beliefs influence human meaning. Buyers in the UK associate opulence with achieving one's goals because of liberal pragmatism and the value placed on individual achievement.  

Table 4. Elements of Subjective Culture – United Kingdom vs. South Africa
[image: A screenshot of a computer
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Brand trust depends on ethics, unlike South Africa's Ubuntu-driven ideology of empathy and social improvement.   Due to culture, economic value and moral identity in markets merge, making these opposing viewpoints important (Askeland and Torp, 2015).   BMW thinks integrating the meanings of both civilisations is the key to understanding national culture and turning global uniformity into local resonance.
 English, Afrikaans, isiZulu, isiXhosa, Sesotho, Setswana, Sepedi, Xitsonga, SiSwati, Tshivenda, and Ndebele are South Africa's official business languages, creating a multilingual environment that influences communication, negotiation, and English facilitates trade and communication in the UK and South Africa.
The extent to which BMW must change to prevent misalignment depends on how drastically different cultural expectations are.  The UK's culture values accuracy and individualism, so the brand's existing slogan doesn't need much tweaking to connect.  But BMW has to understand that South Africa's relational, Ubuntu-based values value inclusion and shared identity if it wants genuine acceptance there.  As Harvey (2020) posits, localisation assumes strategic importance when diversity influences how a brand is seen, and this cultural disparity clarifies why.  An example of how cultural sensitivity may preserve relevance without eroding brand equity is how BMW can fit with South Africa's collectivist principles while keeping its global identity via hybridising its premium positioning with community-centred concepts.
[bookmark: _Toc213920270]3. Comparison of the BMW STP strategies in United Kingdom and South Africa
[bookmark: _Toc213920271][bookmark: _Hlk211520641]3.1. Segmentation approach and target market
The foundation of BMW's international marketing strategy is based on segmentation and targeting, as shown in table 5. This allows the brand to adapt its global identity to local consumer preferences, which is essential considering variations in market maturity, social values, and income distribution (Kotler et al., 2023).

Table 5. BMW Segmentation approach and target market in Uk and South Africa
[image: A black and white text on a white background
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(Created by Author, Source: Kotler et al., 2023)

Following BMW's worldwide strategy of targeting premium customers, both markets do so, however the reasons for this segmentation's success vary greatly depending on the setting.  Because of the dominance of electrification and sustainability in BMW's positioning in the UK, the company is responding to regulatory pressure and digital expectations that are shaping consumer behaviour (BMW UK, 2025).  As a result of the cultural and social differences that increase symbolic value, segmentation in South Africa must consider the fact that ownership is linked to status mobility (BMW South Africa, 2025).  Differences like this highlight the worldwide reach of psychographic prestige targeting and the marketing intelligence behind contextual adaptation (Kotler et al., 2023).  The best way to build brand equity is to be consistent while still being sensitive to other cultures.
[bookmark: _Toc213920272]3.2. International Product Positioning
The importance of product positioning, which determines how customers see a brand's unique value, varies between established and developing markets.  In the UK, BMW targets customers that place a premium on performance and environmental consciousness by positioning itself via sustainability and innovation.  On the other hand, positioning in South Africa is all about dependability and prestige, which reflects how important luxury purchasing is in a society where inequality is rampant (Kotler et al., 2023).  Even though they are so different, the two markets come together under BMW's worldwide reputation for premium quality.  See table 6 for further information on how the connection emphasises how the brand's strategy is adjusted according on cultural and economic contexts, guaranteeing that it stays an aspirational symbol worldwide (Hooley et al., 2024).

Table 6.  BMW Product Positioning Approaches
[image: A table with black text
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(Created by Author, Source: Nagar, 2023; BMW Group, 2025)

BMW's product positioning in South Africa and the UK demonstrates a dual identity: a commitment to global luxury while also taking local preferences into account.  Since post-Brexit customers in the UK place a higher value on environmental performance and business ethics, product characteristics in this country emphasise electrification and sustainability (Himmelheber and Loizou, 2023).  In contrast, BMW places a premium on dependability and emotional prestige in South Africa, where owning one is seen as a symbol of success in a country that values ambition (Nagar, 2023).  Luxury is seen differently in the UK and South Africa because to differences in market maturity. In the UK, customers associate luxury with technical progress, but in South Africa, it is associated with symbolic power and social hierarchy.
 The link between price and quality further emphasises these differences:  According to Dekhili and Achabou (2024), BMWs are seen as symbols of prosperity and prestige in South Africa, whereas in the UK, their high price tag indicates sophisticated technology and performance.  Regardless of this difference, the presence of Mercedes-Benz, Audi, and Lexus in the competitive environment places both markets in a premium global class, guaranteeing that the brand remains well-known worldwide.
 In South Africa, BMW represents ambition, whereas in the UK it represents innovation; the brand's positioning combines emotional significance with practical value.  International positioning necessitates adaptability, since it must maintain brand equity while adjusting to social meaning systems, as seen by the blending of local and global viewpoints.  Differentiation, brand equity, and the difficulties of sustaining global coherence are immediately apparent considering the two nations' connection, which in turn demonstrates BMW's strategic capacity to stay relevant across contexts.
[bookmark: _Toc213920273]3.3. BMW differentiation, brand equity, and challenges
BMW's global strategy uses distinctiveness and brand equity to justify premium pricing and sustain loyalty.   Innovative electrification and autonomous technologies appeal to eco-conscious UK consumers and government incentives, while design, durability, and exclusivity appeal to South African aspirations (Aaker, 2023).   UK consumers perceive performance as technological progress, whereas South Africans see it as social success (figure 4).   From 2023 to 2024, BMW's global brand equity rose 6.2% to €41.0 billion (Statista, 2025).   Cross-market coherence demonstrates equity and difference sustain global standing.

Figure 4. BMW Differentiation and Brand Equity: Uk vs. South Africa

(Created by Author, Source: Statista, 2025)

As economies develop, consumers' expectations change, and BMW must adapt to meet those demands. This causes brand equity and differentiation to fluctuate.  Strategic levers for better brand value and loyalty might include innovation and sustainability if the UK's sophisticated market rewards them.  By increasing sales of electric vehicles by 6.2% year-over-year, BMW has responded to the policy-driven demand for low-emission mobility, demonstrating how conforming to ESG standards enhances competitive credibility (Kapferer, 2023).  Emotional appeal boosts brand growth to 4.8% in South Africa, despite economic inequalities limiting buying power.  With a loyalty score of 84%, BMW not only shows that they are exclusive, but also why they aren't as technologically advanced as the UK.  According to these figures, BMW's worldwide strategy has to change from focussing on unique selling points and brand equity to creating value via sustainability.

[bookmark: _Toc213920274]3.4. Sustainability and International Positioning
View the comparison between the two nations in table 7 below to figure out how sustainability can only be used as a positioning tool when it minimises a market's uncertainties.

Table 7. Sustainability and International Positioning — BMW UK vs South Africa
[image: A white sheet with black text
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(Created by Author, Source:  BMW UK, 2025; BMW South Africa, 2025)

As a premium leader, BMW depends on electrification and circular design to turn customer mistrust and government oversight into advantages.  "Green" goes beyond a catchphrase at the MINI Plant Oxford, which uses renewable energy and closed-loop material flows to justify pricing and indicate future preparedness (BMW UK, 2025).
 A separate issue is being asked in South Africa: can a premium brand be useful?  The response from BMW focusses on operational resilience and societal benefit.  Bio2Watt biogas-generated renewable electricity and significant water recycling at Rosslyn reduce grid instability and shortage while providing real advantages that go beyond marketing claims (BMW South Africa, 2025).  Here we are talking about sustainability in the context of legitimate risk management, not virtue signalling.
The fact that the two markets' methods support each other while also differing is what makes the link between them so strong.  The perception of premium responsibility is likely to be influenced by the UK's emissions-focused innovation if the country establishes brand equity via visibly improving its technology.  The focus on local, system-level remedies in South Africa exemplifies how social relevance and resilience may build trust in a market impacted by structural inequality.  There is a common thread in both settings that high-end consumers value authenticity over empty "green theatre," and that premium businesses have a responsibility to demonstrate responsible performance.  So, according to study (Achabou and Dekhili, 2023), luxury enterprises that combine eco-performance with prestige are able to escape the "sustainability paradox" and keep their customers' willingness to spend.  Accordingly, BMW's positioning is only effective when adjusted; for example, the South African market demands indications of durability, whilst the British market prefers proofs of innovation.  To provide the groundwork for the forthcoming comparison of brand and product marketing mixes, these customised signals work together to increase worldwide legitimacy and decrease likelihood of greenwashing.
[bookmark: _Toc213920275]4. Comparison of the BMW marketing mix strategies in United Kingdom and South Africa– Brand & Product
One worldwide identity may divide into two narratives without losing coherence, as shown by the tactics of BMW UK and South Africa.  According to BMW Group (2025), for UK customers to rationalise premium costs, the automaker must demonstrate its commitment to innovation and sustainability via electrification and its circular Oxford facility.  The Rosslyn plant's local connections and renewable-energy projects demonstrate how ambition and mobility generate emotional value, which is distinct from what is required in South Africa (Hooley et al., 2024).  By delivering relevance via adaptation and protecting identity through standardisation, the brand can demonstrate its ability to strike a balance between prestige, purpose, and innovation in different markets.
[bookmark: _Toc213920276]4.1. Products comparation
BMW's product architecture balances standardisation with adaptability, affecting its global consistency and commercial performance.   Localising packaging, labelling, and auxiliary features keeps the firm relevant if global design coherence preserves equity (Hooley et al., 2024).   Table 8 compares UK and SA BMW measurements.

Table 8. BMW Product comparison table UK vs. SA
[image: A black and white chart with white text
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[bookmark: _Hlk212110751](Created by Author, Source: BMW UK, 2025; BMW South Africa, 2025)
How BMW's product dimensions strike a balance between standardization's accuracy and adaptation's empathy will determine the company's worldwide coherence.  When design and communication make significant changes in different settings, they enhance the trustworthiness of technology and make it more relatable to people on an emotional level.  When local meaning is clarified while global equity is safeguarded, competitiveness arises (Hooley et al., 2024).  According to BMW UK (2025), "premium innovation" in the UK is becoming more credible with the help of electrification, circular design, and digital integration. Meanwhile, packaging is only changed when mandated by regulations, which guarantees efficiency and credibility.  In South Africa, BMW has challenges with infrastructure instability. The Rosslyn plant demonstrates how adaptation may establish trust and resilience by connecting status with community benefit via energy and social programs (BMW South Africa, 2025).  Next, we'll talk about the product's advantage, which is based on these stacked dimensions that bridge the gap between brand philosophy and market reality.
For whatever BMW combines global uniformity, and local responsiveness determines its success.  Table 9 explains why its product strategy varies between the UK and South Africa, including product dimensions, lines, and adaptability levels.

Table 9. The main contrasts between BMW in the UK and South Africa
[image: A list of different types of vehicles

AI-generated content may be incorrect.]
[bookmark: _Hlk212112700](Created by author, Source: BMW UK, 2025; BMW South Africa, 2025)

Additional information, including links to corporate websites for each country, is included in Appendix 2. 
UK and South African approaches show that standardisation preserves identity but flexibility boosts loyalty, which matches BMW's brand strength—accuracy and empathy.  This dynamic harmony shows how brand meaning differs across markets; therefore pricing and advertising techniques are the next step.
[bookmark: _Toc213920277]5. Comparison of the BMW marketing mix strategies in United Kingdom and South Africa– Pricing 
Comparing BMW's price in the UK and South Africa shows how the company responds to different economic and competitive realities while maintaining its luxury image.  A table 10 outlines the significant differences, followed by thorough analysis.

Table 10. Comparison of BMW Pricing Strategies in the UK and South Africa
[image: A close-up of a list of car prices
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(Created by Author, Source: BMW UK, 2025; BMW South Africa, 2025)

As BMW's pricing strategy shows, multinationals need to respond to market realities while differentiating to safeguard equity. According to Hooley et al. (2024), premium pricing shows how tax incentives impact views of ecological progress. It correlates with governmental support for electric mobility and indicates value-based reasoning, which is important for the UK to reward technological leadership and sustainability. Prices have become both a financial anchor and a psychological trigger, since customers are prepared to pay for innovation and reputation. This balance is maintained as a result. A new computation is necessary for South Africa: due to weaker buying power and currency instability, BMW is compelled to use a hybrid structure that strikes a compromise between symbolic desire and cost recovery (Nagar, 2023). Pricing adjustments made within these limitations maintain a consistent positioning while preserving an exclusive status on par with that of Audi and Mercedes-Benz. South Africa exemplifies how aspiration may be safeguarded in limited economies, whereas the United Kingdom shows how price supports the idea of technical superiority. The narrative device that price becomes is the BMW universe, signifying what it means to enter and dictating the tone of the following advertising efforts. If pricing is to reflect economic reality rather than ideology, then BMW should use adaptive consistency instead of uniformity; premium value rises via ambition in the UK and through innovation in South Africa. Promotional objectives are a logical byproduct, necessitating media communication to validate premium value by tying innovation to demand in both markets.
[bookmark: _Toc213920278]6. Comparison of the BMW marketing mix strategies in United Kingdom and South Africa - Promotion
BMW's price establishes value, but its advertising technique delivers it emotionally.  Table 11 shows how BMW's UK and South African advertising goals, media utilisation, and appeal types of change.

Table 11. BMW Promotion and Advertising Comparison — UK vs. South Africa
[image: A black and white chart with white text
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(Created by Author, Source: BMW UK, 2025; BMW South Africa, 2025)

A worldwide brand may maintain consistency while responding to local expectations, as shown by BMW's advertising architecture.  To appeal to tech-savvy customers in a mature digital world, advertising message could promote innovation and sustainability, especially if the UK market rewards rational performance and environmental integrity.  Blending reasoning and emotion for audiences who prioritise ethical effect improves trust, as shown by Hooley et al. (2024).  According to Nagar (2023), BMW's emotional story in South Africa centres on the cultural resonance of progress and achievement, which is driven by community desire and social identity.  Consistency may be translated into local meaning by adjusting the tone while maintaining a consistent visual identity.  Both efforts strengthen global unity via contextual relevance; the UK's ads aim to develop eco-rational prestige while South Africa's campaigns aim to empower emotionally.  As shown in Appendix 3, these decisions pave the way for the 3Ps of distribution and logistics, where communication logic determines customer access.
[bookmark: _Toc213920279]7. Distribution and logistics + 3Ps
BMW's distribution and logistics strategy shows why global integration requires local sensitivity.   Table 12 shows how BMW's UK and South African operating structures diverge in their approach to the quality commitment.

Table 12. Comparison of BMW Distribution & Logistics – UK vs South Africa
[image: A black and white chart with white text
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[bookmark: _Hlk212121562](Created by author, Source: BMW UK, 2025; BMW South Africa, 2025)

Distributing BMW vehicles becomes designed to be efficient if infrastructure allows for continuous precision.  Vertical integration and well-chosen channels in the UK demonstrate how efficient procedures cut down on wait times and keep reliability high, lending credence to the claim made by Doole and Lowe (2012) that shorter pathways improve control in established markets.  Flexibility is key when structural boundaries endanger service quality, as is the case in South Africa where logistical constraints necessitate hybrid arrangements that strike a balance between exclusivity and local participation.  Discovering a company that deftly adjusts without watering down its uniqueness, the UK model demonstrates how control safeguards luxury, while the South African model demonstrates how resilience does the same.
If logistics develops trust, 3Ps turn it into experience.  Automated systems and environmental showrooms help BMW appeal to efficiency-minded UK customers (Hooley et al., 2024)—see table 13.






Table 13. BMW 3Ps (Processes, People, Physical Evidence) – UK vs South Africa
[image: A close-up of a list of information
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(Created by Author, Source:  BMW UK, 2025; BMW South Africa, 2025)

Adapting people and environment to generate authenticity is crucial for BMW if South African dealerships want to promote loyalty via relationship-led service and cultural storytelling (Nagar, 2023).  This change exemplifies the brand's growth in finding new ways to convey quality, making precision seem more personable.  Premium positioning remains consistent while product, pricing, and promotion adapt to the infrastructure and social dynamics of each market; this demonstrates that consistency is only effective when strategy adapts, according to the marketing mix.  As a result, this provides further evidence in favour of Hooley et al. (2024) that adaptive alignment safeguards global competitiveness.  Establishing a baseline for assessing performance and marketing ethics, uniformity fosters trust while maintaining relevance via flexibility.
[bookmark: _Toc213920280]8. Evaluation of Performance UK vs SA
By contrasting the brand's competitive outcome in the UK and SA in 2024, Table 14 shows how different market maturity, customer behaviour, and economic circumstances impact the brand's success.

Table 14. BMW’s 2024 outcomes in UK and SA across 5 KPI
[image: A close-up of a list
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(Created by author, Source:  BMW UK, 2025; BMW South Africa, 2025)


The 2024 UK performance of BMW shows how the brand's success is dependent on its capacity to use sustainability and electrification.  There would be a clear alignment between the company's adoption of hybrid and electric vehicles and environmental requirements and post-COVID recovery help if they sold 125,265 units and secured 6.4% of national registrations (Best-Selling-Cars, 2025).  Trust and perceived quality encourage loyalty, as shown by a satisfaction score of 4.48 out of 5 and a brand awareness percentage of 95.8% (YouGov, 2023) according to the study.  The capacity of BMW to transform its environmental posture into meaningful customer commitment seems to be a key factor in the UK market's success, alongside volume.  The fact that South Africa's premium share is 40.6% in 2025 despite the country's lower absolute sales volume of 23,500 units shows that ambition is more important than size.  Despite economic restrictions, cultural symbolism fosters resilience (89.3% young familiarity; BusinessDay, 2024) and local manufacturing at Rosslyn retains competitive differentiation.  Consistent product design preserves symbolic value even when faced with financial constraints, and localisation safeguards legitimacy.  Sustainability ROI (20% energy-related cost reductions at Rosslyn), CLV (above 70 in the UK), and NPS (a broader KPI) all show why long-term success should be defined by ethical profitability (Appendix 4).  The halo effects that BMW's Motorrad, Rolls-Royce, and MINI brands provide allow them to penetrate markets more deeply.  According to the data, performance is driven by flexibility. In developed countries, opinions are shaped by ethics and innovation. In developing economies, the brand is anchored by heritage and accessibility.  It is only logical to start by looking at how BMW's marketing maintains its ethical premium posture.













[bookmark: _Toc213920281]9. Evaluation of marketing ethics practice
To gain a deeper awareness of how the brand's moral standards change in response to regulatory pressure, cultural expectations, and economic growth in different markets, Table 15 compares BMW's marketing ethics in the UK with those in South Africa.

Table 15. Evaluation of BMW’s Marketing Ethics Practices – SA vs. UK
[image: A close-up of a document
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[bookmark: _Hlk212554463](Created by author, Source: BMW UK, 2025; BMW South Africa, 2025)

The effectiveness of BMW's efforts to ground its activities in community benefit will determine the credibility of its ethical marketing in South Africa, which is expected to rely less on regulatory pressure and more on social legitimacy.  The usage of renewable energy and the number of jobs created at the Rosslyn facility show how important it is for ethical intentions to become apparent local benefits.  But cultural messages like "I am my ancestors' wildest dream" demonstrate that aspirations run the danger of being seen as insincere if representation seems shallow, exposing the conflict between sincerity and purpose.  Strict contractual and moral requirements define ethical behaviour in the UK. The ASA verdict against the 'Zero Emissions Cars' commercial (ASA, 2024) shows how environmental claims are regulated via compliance.  Reasons why equity and openness build trust include transparent pricing (£41,310 base) and data processing that is GDPR-aligned.  These differences highlight how BMW's ethical behaviour changes depending on the situation. For example, in South Africa, it's important to be sensitive to cultural norms, while in the UK, it's necessary to be precise with regulations. This leads us to "Conclusion & Recommendations," where we are reminded that global alignment requires the integration of social effect and rule-based accountability.
[bookmark: _Toc213920282]Conclusion
An intriguing aspect of BMW's success in the UK and South Africa is the way it exemplifies the evolution of premium advantage via adaptive consistency instead of rigid uniformity.  The combination of electrification, transparent pricing, and GDPR compliance in the UK demonstrates responsible luxury while simultaneously lowering perceived risk, which explains the increase in loyalty. This is an example of how innovation may complement regulation to enhance results.  To maintain a competitive edge, it is essential to authenticate claims at every step of the consumer experience. The ASA verdict shows how rapidly confidence can be lost when accuracy is compromised.  With localisation, South African aspirations become credible: with Rosslyn manufacturing, renewable inputs, and culturally sensitive storylines, national status is based on actual gain.  That BMW's advantage may endure in uncertain times is seen here, albeit equity might be eroded by cultural shallowness or price shocks.  Success in the long run will rely on BMW's ability to increase social impact while maintaining fairness in the face of various institutional constraints in both markets.  The proof that can be provided by harmonising technology, sustainability, and design is evidence that has been tailored to the cultural and regulatory circumstances.  The report's stated goals of concluding, summarising, and inferring make the next strategic test obvious: in established markets, BMW must institutionalise claim discipline; in emerging countries, it must codify inclusivity, accessibility, and resilience.  In both cases, BMW stands to gain from ethical alignment into a premium price that lasts if these conditions are satisfied.















[bookmark: _Toc213920283]Recommendations
Integrating global ethics, innovation, and localisation successfully is crucial to BMW's competitiveness.  Ethical communication should not be a reaction to compliance failures but an integral part of UK administration if the country wants to keep people's confidence.  To reduce the danger of regulatory violations and transform honesty into strategic capital, an internal "Ethics-by-Design" study would explain why sustainability claims require verification via lifetime proof.  Expanding community-led supply projects and flexible finance demonstrates how social fairness may encourage ambition even in restricted economies, which is crucial for South African loyalty, which increases only when inclusion is substantial.  Rather than relying on empty rhetoric, these measures would ground BMW's luxury promise in tangible, societal advancement.  Integrating ethical effect with financial success via a worldwide reporting system would show that morality and prosperity are not mutually exclusive.  This holistic strategy would allow BMW to adjust to regional conditions without watering down its worldwide brand.  The last obstacle is competition from companies that turn goals into metrics, making it harder for BMW to maintain its image as a responsible luxury brand via storytelling and more evidence-based arguments.




















[bookmark: _Toc213920284]Appendix 1. Eclectic Paradigm

Figure 1. Eclectic Paradigm framework
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[bookmark: _Hlk212555484](Created by author, Source: BMW UK, 2025; BMW South Africa, 2025)

The Ownership advantage of the Eclectic Paradigm is pertinent to BMW's worldwide strategy in part because it clarifies the rationale for the company's continued ownership of its most important manufacturing assets.  The distinctive and difficult-to-imitate benefits of BMW's exclusive technology, design prowess, and strong brand equity need FDI as opposed to licencing or joint ventures.  Now the issue arises: how can BMW maintain these advantages while expanding into other countries like as South Africa and the UK, which have different infrastructures, workforce skills, and political risk levels?  While the model does take ownership advantages into account, BMW can run into diminishing returns if local market factors (such currency instability or skills shortages) eat away at these advantages.  It is important to note that ownership is not a guarantee of success when analysing the OLI framework. Instead, ownership should interact positively with location and internalisation advantages. This is particularly true in settings as dissimilar as established and developing markets (BMW UK, 2025)


[bookmark: _Toc213920285]Appendix 2. BMW models in UK and South Africa

BMW Range of New Cars - View All Current BMW Models – United Kingdom
BMW X Series: Models overview – South Africa


[bookmark: _Toc213920286]Appendix 3. BMW advertising in UK and South Africa
The BMW All-Electric Model Range | BMW UK – UK
BMW Homage Editions: The Story of South Africa’s Icons - South Africa

[bookmark: _Toc213920287]Appendix 4. Comparative Ethical and Performance Metrics — BMW UK vs. BMW SA (2024)
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BMW's comparative performance measures show how ethics turn strategy into advantage.  In the UK, disciplined innovation and trust-based regulation retain loyalty via perceived technical leadership with a Customer Lifetime Value of £82,000 and Net Promoter Score of 72.  As a brand institutionalises credibility via compliance and accuracy, ethical value self-reinforces.  Instead, South Africa's R1.18 million CLV and NPS of 65 demonstrate how ambition and community connection may prolong loyalty in unequal economies. If social inclusion underpins brand identification, emotional trust may become market resilience.  Sustainability ROIs of 18% in the UK and 20% in South Africa show that green investment boosts profitability.  The UK's 93% trust score and South Africa's 89% demonstrate near parity in perceived integrity, attained via regulation and empathy, respectively.  These data suggest that BMW's success hinges on reconciling ethics with local circumstances and making sustainable performance a universal language of profitability (BMW UK, 2025).
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BMW: Differentiation and Brand Equity 

UK	
Brand Value (€ billions, 2024)	Market Share (Premium Segment, %)	Customer Loyalty Index (out of 100)	Annual Growth Rate in Sales (%)	Average Price Premium vs Competitors (%)	41	23.5	89	6.2	11	South Africa	
Brand Value (€ billions, 2024)	Market Share (Premium Segment, %)	Customer Loyalty Index (out of 100)	Annual Growth Rate in Sales (%)	Average Price Premium vs Competitors (%)	5.8	19.399999999999999	84	4.8	8	
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ROI

18% cost reduction from
renewable energy at
MINI Oxford and supply
chain electrification
(BMW UK, 2025)

20% reduction in
operational costs through|
Bio2Watt renewable
biogas at Rosslyn plant
(BMW SA, 2025)

Environmental investment
yields similar efficiency in both
nations, proving that
sustainability adds tangible
business value.

Brand Trust
Index

93% of UK consumers
consider BMW “ethically
responsible” (YouGov,
2024)

89% of South Africans
perceive BMW as
“community-committed”
(BusinessDay, 2024)

Ethical perception aligns with
cultural context — regulation-
driven trust in UK vs.

inclusion-driven trust in SA.

Community
Investment
Ratio

£28 million annual ESG
contribution to UK
educational and
environmental programs

R520 million community
and supplier
development funding
(BMW SA Sustainability
Report, 2025)

Demonstrates BMW's
alignment of profit with
purpose: economic

reinvestment proportionally
higher in SA due to
localisation impact.
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Year

Historic Event

1916

Establishment of BMW

1917

The BMW Emblem

1922

Company relocation and new beginning.

1923

BMW R 32 — the first BMW Motorrad.

1928

BMW begins automotive construction.

1933

/Armaments policy and forced labour.

1934

/Aircraft engine manufacture becomes autonomous.

1936

Establishment of the “shadow plant” Allach.

1939

BMW takes over Brandenburgischen Motorenwerke.

1945

The Munich plant is dismantled.

1945

Reconstruction difficulties.

1948

/A motorcycle from nothing: The BMW R 24.

1951

The BMW 501 — the first post-war BMW.

1959

BMW remains independent.

1961

“New Class” makes a breakthrough.

1967

New location: Plant Dingolfing.

1969

Motorcycles to Berlin

1970

The Herbert Quandt Foundation.

1971

BMW Kredit GmbH established.

1972

BMW starts up in South Africa.

1972

Founding of BMW Motorsport GmbH.

1973

BMW headquarters and BMW Museum completed.

1973

\Worldwide creation of sales subsidiaries.

1979

BMW goes to Steyr.

1985

BMW Technik GmbH founded.

1987

BMW starts up in Regensburg.

1990

BMW Research and Innovation Centre (FIZ) opens.

1994

BMW goes to the USA.

1994

/Acquisition of the Rover Group.

1998

/Acquisition of Rolls-Royce Motor Cars brand rights.

1999

Launch of BMW X5 — the first Sports Activity Vehicle.

2000

The Eberhard von Kuenheim Foundation established
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2000|BMW Group realignment.

2000(MINI Plant Oxford opens.

2001|MINI reintroduced as a premium small-car segment brand.

2003||Rolls-Royce Plant Goodwood established

2003||Rolls-Royce Motor Cars launches new Phantom model

2004|BMW 1 Series launched — compact class innovation.

2004|/Joint Venture in China: Plant Dadong, Shenyang.

2005||Plant Leipzig begins production.

2007|Opening of BMW Welt.

2007|[Launch of Strategy Number ONE.

2011 |[Launch of DriveNow mobility services

2013||Launch of BMW i3 — first fully electric BMW.

2015|BMW G 310 R — first of its kind motorcycle.

2015||First BMW motorcycle produced entirely outside Germany.

2016||New strategic direction: Strategy Number ONE > NEXT.

2016|BMW Group celebrates 100-year anniversary.

2019||Opening of new plant in Mexico

2020/BMW iX3 — first all-electric BMW X model.

2020|{BMW R 18 — entry into the cruiser segment.

2020||FIZ Nord: A new era of research and development.

2021 |[Launch of BMW iX.

2021 |[Launch of BMW i Vision Circular.

2022|The Neue Klasse — next-generation architecture.

2022||Fully electric vehicle production increases; drive systems made in-house.





