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Introduction 
In production and sale of cars and motorcycles worldwide, one leading and famous company is BMW Group (Bayerische Motoren Werke AG). It is standing in market as 12th largest automaker in the world and it is considered as one of the largest luxury car automakers. Reports have revealed that over 2.279 million cars are producing by company. Husqvarna, Motorrad, Rolls-Royce, Mini and BMW are five different brands based on which cars and motorcycles are selling by BMW. France, Great Britain, Germany, the U.S., and China are major markets for BMW. 
PESTLE Analysis 
POLITICAL FACTORS 
It is one of the leading German brands and one positive political aspect regarding BMW is that it has no conflict between Chinese government and former Trump administration. But one thing that has identified is that it has made stock market fragile. This is the reason that decline is occurring in stock price of the automobile. Attraction of investors has become difficult for the company and taxes have been increased on import of Aluminum and Steel by both US government and European Union. Strict laws could be resulted because of political corruption, political regulations, and government policies which are some important political factors. 
There are two different ways based on which BMW will be impacted because of unstable political environment. Reduction of purchasing power of customers is first way and second is that investment of company will become risky when decline in sale will occur (Liang and Fu, 2021). 
ECONOMICAL FACTORS 
Profitability, valuation, growth, and performance could be impacted by global economy. In past few years valuable level of growth has showed by BMW because it has become very difficult to make prediction of profit and loss ratio when there is fluctuation in economic conditions. For instance, global economic recession that has suddenly occurred and caused because of pandemic of covid-19 in 2020. Net income and annual revenues of the company have been declined because of shutdown and lockdown of businesses and this decline has noted as 34.64% and 1.48% in both Net income and annual revenues. In addition to it, profitability of company could be impacted because of high tariff.
SOCIAL FACTORS AFECTING BMW
It could see that different lifestyles are followed by people around the world and they speak different languages that is indication of different cultures around the world. This is the reason that different kinds of strategies of marketing would have to be used by BMW for meeting needs of people in different markets and cultures. Marketing that is based on offering similar kinds of products would not work for all customers. There are different countries where the operations are conducting by BMW and needs of customers in these markets are diverse because of social and cultural factors. Deep research and development are performed by company before process of launching product in market (Valentini and Kruckeberg, 2018). 
TECHNOLOGICAL FACTORS 
In recent years it has identified that competition is increasing in automotive industry and for Thai adaption of latest form of technology has become very important for the companies to keep sustainable position in markets. Being a luxury brand, it has seen that valuable level of reputation has gained by the company that is indication that use of information technology is playing significant role in success of company. For example, BMW has added new features of internet, Bluetooth, and Wi-Fi in its vehicles for giving additional services to customers. 
LEGAL FACTORS 
The patent and copyright laws are following by company with greater level of focus such as there are certain laws regarding the Wi-Fi technology and Bluetooth that is focusing effectively by company. Proper understanding of laws regarding copyright and patent laws is important for company. About 100 BMW customers complained about the car's disappointment. Among the 30 customers who documented a claim against the organization for a similar issue in 2017. The brand reviewed more than 300,000 vehicles in 2018 to fix engine disappointment issues. Vehicle return audits lead to increased expenses  (Feng, 2021.
ENVIRONMENTAL FACTORS 
Two most important concerns of customers in modern time include fewer carbon emissions and clean energy. These issues have been addressed properly by BMW because various hybrid cars have been launched by company in market. This option of hybrid cars is considered as sustainable mode of transportation. Carbon footprint based on 42% in Europe has been declared by BMW. BMW i3 is one example of Electric models that has launched by company for ensuring steps of company to reduce Carbon emission. 
SWOT Analysis
Strengths
1. High-Quality Products: One key strength of SMW is that it has maintained a balance between high-end luxury, performance, and durability. For providing state-of-the-art cars, each of the cars of company is perfectly engineered
2. Experience in Green Technology: BMW has great experience in green technology that is one another strength regarding hybrid and full-electric technology.
3. Global Operations: It has started operations in more than 140 countries around the world which has given more opportunities to company (Du, 2021) . 
Weaknesses
1. Negative Publicity: Subsidies from the German government have been requested by BMW to support in handling the impact of Covid-19 pandemic and in this prospect more than $1.7bn in dividends have been paid by executives. This is weakness because it could be resulted into loss of loyalty of customers.
2. Controversial Recalls: Whenever companies recall cars then it is noted that decline has occurred in reputation of automakers. In the U.S. it has seen that 357,000 older models have been recalled by BMW and 1.4 million cars at global level. 
3. Several Lawsuits: Several lawsuits have been faced by company which is another main weak area in company (Zhili, Boqiang and Chunxu, 2019). 
Opportunities
1. Provide Flexible Options: The consumer market is taking over by Gen-Z and Millennials and flexible transportation is demanding by them. It is great opportunity for BMW.
2. Focus on Emerging Markets:  There is potential of 3 to 4 million new cars in sub-Saharan Africa that could be considered as good opportunity by BMW.
3. Expand into Self-Driving Sector: The demand in the future for autonomous vehicles will immense that will give more chance of success to BMW (Kumar, Mathiyazhagan and Mathivathanan, 2020). 
Threats
1. Looming Global Recession: Non-essential expenses are eliminated by customers during period of economic difficulty. So current recession could be a threat to BMW.
2. Stringent Regulations: To combat emissions, certain level of stringent laws have been adopted by government that may enter BMW into trouble. 
Porter Five forces 
Several more forces are involved in affecting the competitive position of company. Michael E Porter had given this model of Porter Five Forces that help in getting understanding of key forces that can impact the competitive position of BMW. 
Bargaining power of suppliers:
In the automotive industry, this force is considered to be lower bargaining power such as larger size of BMW can reduce the power of supplier. There are more options are available for companies such as BMW and AUDI to purchase raw material so this factor has reduced the bargaining power of suppliers because the have fear of losing these big brands in automotive market. Dependence of small suppliers on large brand of automotive industry is another reason of low bargaining power (Kumar, Lamba and Raman, 2021).  
Bargaining power of customers:
Strict regulation regarding safety of customers, more focus on customer experience and high competition are some important factors due to which an increase has occurred in bargaining power of buyers in automotive industry. Brands in automotive industry have been enforced by these factors to give proper focus on experience of customers as well as safety of passenger. 
Threat of substitute products:
There is lower level of threat of substitute products in automotive industry. Walking for short distance, hover boards, electric skateboards, motor cycles, bicycle scooters, and trains are some of the substitute products in this industry. Lack of flexibility is one challenge in substitute such as trains because no adjustment could be made in time and routes (Chavez and Sharma, 2018). 
Threat of new entrants:
Various entry and exit barriers are existed and present in automotive industry that has resulted into lower threat of new entrants in this industry. Based on immense level of competition among the larger companies it is also seen that this threat is low. Sales and distribution network and global manufacturing need to be developed by new businesses that is not easy for new business. 
Intensity of rivalry among existing players:
In the luxury and premium brand, it has noted that different brands are working and they are running business at global level. This has resulted into certain level of higher competition such as main competitors in automotive industry include Tesla, Aston Martin, BMW, Mercedes-Benz, and Audi (Mathiyazhagan, Sudhakar and Bhalotia, 2018). 
Value chain of BMW 
Michael E Porter had introduced value chain model and activties that are involved and included in this model are discussed below:
Primary Activities:
Creation of products or services is process in which all activties that are needed are term as primary activties. 
 BMW inbound logistics:
More than 12,000 suppliers are associated with BMW at global level and numbers of assembly and products units and plants of BMW are 31 in total (Bharadwaj, 2018). 
BMW operations 
Headquarters has been established by BMW in Munich, Germany. There are more than 140 countries where operations are conducting by BMW. There are 15 countries where 31 production units have been established by company. 
Outbound logistics
 BMW Marketing and Sales
At global level a strong brand image has been maintained by BMW. Innovation and quality are two important aspects on which consistent focus has been given by company for developing high loyalty among customers and to build strong brand equity. 
Products and services:
Motorcycles and automobiles are included in product range that are offering by BMW. Cars under the Mini and Rolls-Royce brands are also owning by company. 
Support Activities:
There are some activties that are associated with primary activities are known as support activties because efficiency and effectiveness of primary activties are increased based on support activties. 
Technology:
A lot in technological innovation is investing by BMW being leading auto brand. 16 research and development centers have been established by company for this (Sindhu, 2020). 
HRM:
For maintaining competitive strength there is proper focus is given on HRM within BMW. Focus is given on hiring high skilled people and provide proper training to employees for increasing their skill set. 
Infrastructure:
Automobile and motorcycle are two main business segments into which BMW has been divided. Finance segment is also playing important role. 
Procurement:
BMW is depending on larger pool of suppliers for purchasing higher quality and standard raw material. Biggest source of raw material in case of BMW is considered as Germany because about 38% of sourcing is carrying by company from Germany. Purchasing and supply network has been established by company for taking care of procurement process and system. 
Competitive Advantage 
Following are key points on which the competitive advantage of BMW depends. 
1. Representation of status and achievement. Premium car categories are offering by BMW and this is the reason that due to attractive features that have been added in cars, BMW model can be interpreted as social status in a society and a sign of achievement.
2. Integration of effective features and design to models of the brand. Hofmeister kink, sophisticated style, attractive aesthetics, and rounded radiator grille are some of the important features based on which more attraction of customers has gain by BMW. 
3. Competitive post-sales service. Positive acclaim is receiving by BMW regarding high quality a superior after sale services that are providing by company to its customers (Suleimanov, 2018). 

Conclusion 
In premium segment of company, it is concluded that differentiation focus strategy should need to be continued by BMW. It will help the company in maintaining its brand identity and prestige because communication and engagement with customers will be involve in it. Market research is one significant area in which investment could be made by BMW for getting better understanding of behavior and preferences of customers. New types of partnerships and collaborations should need to be focused by company for developing effective structure of BMW. 
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