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[bookmark: _Toc224446725]Section 1 
[bookmark: _Toc224446726]Organisational Context and Overview
[bookmark: _Toc224446727]Historical Development, Mission, and Business Model
Bayerische Motoren Werke, which was founded in 1916, began its operations as an aircraft engine manufacturer before venturing into motorcycles and automobiles to become BMW. This technical underpinning developed a perception of accuracy and performance. This has helped BMW maintain a competitive advantage in the high-end automobile market. Even though the industry is now moving towards electrification and digitalization, the tradition of engineering quality is still considered to be the basis of the strategic positioning of BMW (BMW Group, 2024).
The mission statement of the company focuses on providing high-quality mobility products and sheer driving pleasure (BMW Group, 2024). The environmental vision provides sustainability, whereby the BMW Group aims at decreasing the lifecycle CO₂ emissions per vehicle by 40 percent in 2030 (BMW Group Sustainability Report, 2025). BMW has a premium pricing model, assisted by an international production network based in Europe, Asia, and the Americas. It has diversified revenues with BMW, Mini, and Rolls-Royce brands, financial and after-sales services. In the automotive segment, BMW posted an EBIT margin of 6.3% in 2024 (Reuters, 2024). EVs recorded 17.4 percent of the total deliveries, reflecting a structural shift in the revenue mix (BMW Group, 2024).
[bookmark: _Toc224446728]Industry Position and Competitive Environment
BMW holds a dominant role in the global auto industry of the premium segment, as it competes head-to-head with Mercedes-Benz Group, Audi, and Volkswagen Group, with disruptive competition posed by Tesla. BMW has been relatively stronger in electrification as compared to Mercedes-Benz and Audi, as it sold more EVs than both put together in 2024 (Electrek, 2025). 
The sector is marked by stiff competition, fast technological change, and mounting sustainability demands. The luxury identity, engineering excellence, and brand heritage distinguish premium incumbents like BMW, Mercedes-Benz, and Audi. Nevertheless, such disruptive entrants as Tesla and BYD transform the industry standards.
The market presence is also healthy in the high-end market segment as BMW competes, yet the level for competition highlights its need to ensure that it shapes the balance between tradition and transformation. The key to staying competitive is maintaining sustainability and digitalization as part of its premiums and have innovation and heritage as complementary features of the BMW brand. Such a two-pronged approach will help BMW to avoid being disrupted by the industry and strengthen its position as a leader on the market of high-end automobiles (Panmore Institute, 2025; Paul Tan in Automotive News, 2024).
[bookmark: _Toc224446729] Strategic Environment Analysis
[bookmark: _Toc224446730]External Environment
The international automotive market is in deep structural changes, which are forced by the electrification, increased regulation, digitalization, and sustainability. In the case of BMW, these external forces come with compliance forces as well as strategic opportunities, which redefine competitive dynamics and increase the barriers to differentiated sustainability (BMW Group, 2024; Reuters, 2024; Bloomberg, 2025).
[bookmark: _Toc224446731]PESTEL Analysis
Political and Legal Factors
The political climate of the automotive industry is dominated by regulatory intervention. The fleet’s limits on emissions in the European Union and other Green Deal requirements force the manufacturers to quicken electrification. BMW has set a target of 40 percent reduction in CO₂ emissions in the lifecycle of each vehicle (BMW Group Sustainability Report, 2025). Simultaneously, the US Inflation Reduction Act provides incentives to domestic EV production, which affects the decision of BMW to invest globally. The trade tension between the EU, US and China, such as the tariffs on Chinese EV imports, raises the complexity and strategic ambiguity of the supply chains (Bloomberg, 2025; Reuters, 2024). There are additional legal requirements and time limitations to new technology implementation due to compliance with data privacy (GDPR) and autonomous vehicle laws.
Economic Factors
The demand for luxury cars is influenced by macroeconomic volatility. The consumer purchasing power was limited by inflation and an increase in interest rates in 2024, but the high-end segment proved to be resilient. Even with the declining deliveries, BMW registered an Automotive EBIT margin of 6.3% (BMW Group, 2024; Reuters, 2024). The fluctuations in currency, especially the movements between the euro and the dollar, affect the level of profitability because of global production. The revenue diversification, which involves the financial services, partly shields the company against cyclical risks (Bloomberg, 2025). These economic aspects speak volumes in terms of efficiency in the operation and high positioning.
Social Factors
The trend of consumers is moving to sustainability, connectivity, and flexibility of mobility. Research shows that more than two out of five European customers value the issue of environmental impact as one of the factors when buying products (Bloomberg, 2025). The younger generation is becoming more concerned with shared mobility and a digital environment than with conventional ownership (Automotive News Europe, 2025). BMW needs to strike the balance between driving performance and digital innovation and sustainability to remain relevant between generations.
Technological Factors
The force of technology disruption is a conclusive competitive force. Further battery chemistry development and solid-state battery chemistry will offer more rapid charging and increased energy density. BMW is also working on next-generation battery technologies, and the prototypes are going to come before 2030 (BMW Group, 2024). Software-defined vehicles and autonomous driving redefine the limits, and the Tesla over-the-air is an update sets the industry standards along with the built-in digital ecosystem (Electrek, 2025). In the 7 Series, BMW is launching Level 3 autonomous systems, but software perception is in the same state as the rivals (Reuters, 2024).
Environmental Factors
It has become strategic sustainability. Emissions related to the production and manufacturing of batteries and supply chains are the key concerns. BMW dedicates resources to sustainable extraction and recycling of cobalt and lithium (BMW Group Sustainability Report, 2025; Bloomberg, 2025).
All these external forces affect the strategic choices of BMW, investing in electrification, digitalization, and sustainability and preserving the differentiation as a premium car manufacturer.
[bookmark: _Toc224446732] Critical Success Factors and Strategic Challenges
Critical Success Factors (CSFs)
1. Regulatory Compliance: By complying with the EU fleet CO₂ regulations and international climate targets, the company will follow the law and maintain brand integrity (BMW Group Sustainability Report, 2025).
2. Technological Leadership: Innovations in electrification, software integration, and autonomous systems are the main methods to meet the needs of consumers to high-performance and connected cars (Electrek, 2025).
3. Reactivity to the market: The need to change to maintain sustainability-conscious and digitally savvy populations can retain brand loyalty and highly differentiate premiums (Automotive News Europe, 2025).
4. Resilience of Operations and Supply Chains: Effective global manufacturing and steady supply chains of battery materials are the basis of long-term operational sustainability (BMW Group, 2024; Bloomberg, 2025).
Strategic Challenges
1. Fierce Rivalry: The software ecosystem and Chinese EV makers such as BYD are competing with Tesla based on cost competitiveness and digital image (Bloomberg, 2025).
2. Supply Chain Vulnerabilities: BMW is vulnerable to price volatility and geopolitics that can be caused by reliance on lithium, cobalt, and nickel (Reuters, 2024).
3. Regulatory Divergence and Economic Uncertainty: Regional differences, inflation, and fluctuations of currency, all make global strategic choices difficult.
4. Striking a balance between transformation and heritage: Electrification, digitalization, and sustainability solutions must be combined without weakening the BMW premium (Panmore Institute, 2025).
[bookmark: _Toc224435944][bookmark: _Toc224438283][bookmark: _Toc224440399]Table 1: BMW Group 2024 Key Performance Indicators 
	Performance Indicator
	2024 Data Point
	Strategic Impact

	Automotive EBIT Margin
	6.3% 
	Financial resilience despite inflation.

	Annual Group Revenue
	€155.5 Billion 
	Provides capital for R&D and acquisitions.

	R&D Expenditure
	€9.1 Billion 
	Focus on electrification and autonomy.

	BEV Unit Sales
	426,594 units 
	Successful transition to electric mobility.

	BEV Sales Growth
	+13.5% YoY 
	Outperforming key premium rivals.

	Brand Value
	>$40 billion 
	Core source of premium differentiation.

	Carbon Target
	40% CO2 reduction 
	Compliance with EU Green Deal.


(Source BMW Group, 2024; Reuters, 2024; Interbrand, 2024; and BitAuto Global, 2025)
These CSFs and challenges can be identified individually, and through this BMW will be able to strategically allocate resources as it navigates through an increasingly complex external environment.
[bookmark: _Toc224446733]Internal Environment
Although competitive conditions are influenced by external factors, the long-term competitive advantage of BMW lies on the internal capacity. The Resource-Based View (RBV) maintains that long-term value creation is a result of valuable, rare, inimitable, and well-organised resources and capabilities (Barney, 1991). The ability of BMW to survive and its strategic positioning is because of a complex of both tangible assets and intangible resources alongside human capital and organisational capabilities.
[bookmark: _Toc224446734]Tangible Resources
BMW has a world-wide manufacturing network with its locations in Germany, China, the United States, South Africa, and others, which is diversified geographically, flexibly operated, and close to major markets (BMW Group, 2024). This network will allow scaled manufacturing of internal combustion, hybrid, and electric cars, and will ensure quick adjustment to changes in demand.
Technological investment is supported by financial resources. In 2024, BMW generated revenues of €155.5 billion, with a spend of European 8.5 billion to be spent on research and development, where the company focuses on electrification, software, and driving robotics (BMW Group, 2024). High financial support enables strategic acquisitions, alliances, and extensive projects of innovation, which keep it at par with established and new competitors.
Precision engineering and high-quality production are facilitated by physical assets, such as high-tech manufacturing plants and supply chain systems. These are physical resources on which operational effectiveness, implementation of innovations, and high-quality product delivery is based.
[bookmark: _Toc224446735]Intangible Resources
The brand equity of BMW is an important asset that is non-physical. Being among the top 15 most valuable international brands in the world in 2024 and having a brand worth over 40 billion dollars, BMW is a symbol of luxury, performance, and engineering perfection (Interbrand, 2024). This reputation makes it possible to have pricing power, customer loyalty and international recognition.
The technological knowledge is entrenched in decades of engineering innovation, specifically in performance dynamics, safety and battery development. BMW is a patent holder of battery systems, autonomous vehicle parts, and vehicle software, which offer differentiation and competitive advantage (BMW Group, 2025).
Adaptability is also supported by organisational culture. An engineering-oriented culture of excellence, sustainability and continuous improvement allows knowledge sharing, innovation as well as coordination of strategic initiatives in worldwide operations.
[bookmark: _Toc224446736]Human Capital
BMW hires more than 150,000 people in the global economy, and there is specialized engineering teams focused on electrification, digitalisation, and autonomous systems (BMW Group, 2024). Human capital is a source of dynamism and an innovation generator. Sustainability goals, ongoing education efforts and joint research and development projects by organisations are supported by leadership dedication to the ideas and make organisations more agile and resilient.
Cross-functional teams combine designs, production and digital technologies, which allow quick reaction to technological and market changes. The fact that the employees have expertise in battery chemistry, software development and related mobility adds strength to BMW in innovating and remain at the premium quality levels.
[bookmark: _Toc224446737]VRIO Analysis and Strategy Capabilities
The implementation of the VRIO framework will point toward the resources that can yield sustained competitive advantage:
· Brand Reputation: Valuable, rare and impossible to copy because of its recognition on a global scale and history. The organisational support is a guarantee of long-term benefit (Interbrand, 2024).
· Engineering Knowledge: Precious and unique, it is not easy to be duplicated by a competitor because of the stored knowledge. Investment in R&D makes organisational capabilities match innovation objectives (BMW Group, 2024).
· Financial and Production Capacity: Worthwhile but not uncommon to high-quality car manufacturers, providing short-term benefits and not long-lasting distinction.
· EV and Software Technology: Eva capable of being competitive now. BMW is quite robust in its battery technologies and digital systems, but Tesla reduces the scarcity through the software ecosystem (Electrek, 2025). Future benefit may be increased by discoveries in solid-state batteries and linked car platforms.
[bookmark: _Toc224446738]Weaknesses and Capabilities internally
BMW has its advantages, but the company has gaps in its capabilities: software integration is not as good as Tesla, which prevents the competitive positioning in digital ecosystems (Electrek, 2025). The reliance of the supply chain on essential battery materials creates price volatility and the risk of geopolitical influence to the firm (Reuters, 2024). The inability to control parallel internal combustion, hybrid, and EV platforms leads to a complexity in operation as compared to single-focus EV manufacturers.
These vulnerabilities show the necessity to invest strategically in the development of software and digital ecosystems and resilience in the management of supply chains.
[bookmark: _Toc224446739]Strategic Implications
The remaining competitive advantage that BMW has had is based more on intangible resources namely brand equity, engineering culture, and human capital. Scale and financial potential in the form of tangible resources, and the prospective stance in an electrified and software-powered mobility is defined by technological investments.
These internal strengths can be used to build on differentiation and counter the weak points in digital capability and supply chain resilience to achieve strategic success. The approach to making sustainability part of the premium identity, reinforcing software and EV technology, and continuing with operational excellence will allow BMW to transform external pressures into opportunities, which provides the company with long-term strength and competitiveness (BMW Group, 2024; Bloomberg, 2025).
[bookmark: _Toc224446740] CSR and Sustainability Objectives
BMW has entrenched corporate social responsibility (CSR) and sustainability as part of its long-term strategic agenda. By 2050, the firm plans to go carbon neutral in its entire value chain (BMW Group Sustainability Report, 2025). This in-line with EU Green Deal priorities and responsiveness to the international climate requirements.
The circular economy is one of the key pillars of BMW sustainability strategy. The company is putting millions into closed-loop recycling of aluminium, battery and other essential parts, decreasing resource reliance and cutting supply chain emissions (Bloomberg, 2025). BMW has also undergone ethical sourcing procedures concerning cobalt and lithium. These initiatives support the standards of ESG, reduce the risks to the reputation associated with the mining of resources (Reuters, 2024).
CSR is a part of the BMW strategy. Growth of EV manufacturing capacity, introduction of renewable energy in the manufacturing plants, and sustainable mobility services are examples that depict how practical sustainability and strategic growth can be aligned. Such measures do not only lower environmental effects but also strengthen competitive differentiation of BMW within the premium segment.
However, there are still problems. The rivals, especially Tesla, use the idea of sustainability as a more aggressive tool, which may influence the consumer opinion. Also, the consumer distrust in the sincerity of environmental pledges of automakers persists, which creates a need to be reported transparently and have quantifiable impact indicators.
In general, the CSR and sustainability efforts of BMW go beyond mere compliance with regulations, which are strategic, built-in mechanisms to increase brand equity, contribute to innovation, and help the company to stand up long-term. With the focus on the alignment between environmental responsibility and premium identity and market expectations, the BMW can apply as the leader of low-carbon, sustainable mobility amid the regulatory, technological, and social pressure (BMW Group, 2025; Bloomberg, 2025; Reuters, 2024).
[bookmark: _Toc224446741] Comprehensive and Holistic View of BMW
[bookmark: _Toc224446742]Financial Perspective
The financial goals of BMW are to remain profitable, while investing in electrification and sustainable mobility. In 2024, the Group has had revenues of 155.5 billion Euro, R&D spending of 9.1 billion Euro (BMW Group, 2024; BitAuto Global, 2025). The EBIT margin in the automotive industry was 6.3 which is lower than 8-10% standard, yet it remains healthy in the face of inflation. The crucial KPIs are EBIT margin, the increase in revenues, the sale of BEVs (368,475 units, +13.5% YoY), as well as financial indicators associated with sustainability, i.e., cost reduction because of the implementation of the circular economy. The process of Neue Klasse EV production scaling, solid-state battery R&D, and lean production are initiatives to achieve profitability and sustainability. Risk of high level of R&D intensity and supply of batteries remains a challenge.
[bookmark: _Toc224440343][bookmark: _Toc224440384]Figure 1: 2024 Global Sales Performance Comparison

Data source:( (Barontini, 2025)
[bookmark: _Toc224446743]Customer Perspective
The customer goals include brand loyalty, EV adoption, online experience, and sustainability perception. BMW was named the best overall brand, and i4 and Mini Cooper SE were the top EV models in the Consumer Reports 2024 (BMWBLOG, 2024; Cars.com, 2024). Such KPIs are brand equity (>40 billion), EV adoption rates, customer satisfaction, and sustainability perception scores. The plans entail the extension of premium EV services, improvement of connected services, and integration of the CSR into marketing and product communications. There is also the challenge of generational divergence with the younger consumers being more concerned about electrification, whereas older generations become more concerned with performance heritage. To maintain loyalty and facilitate the premium and environmentally responsible brand image of BMW, it is important to align product and service offerings with these expectations.
[bookmark: _Toc224440344][bookmark: _Toc224440385]Figure 2: BMW BEV share of total deliveries, 2019–2024

(Source: Padeanu, 2025)
[bookmark: _Toc224446744]Internal Business Processes Perspective
The internal processes of BMW are concerned with operational efficiencies, sustainable chains of supply, and innovation cycles. Closed-loop recycling of aluminium and batteries under the framework of a circular economy would lower the emissions in the lifecycle and resource dependence (BMW Group, 2024; Automotive Logistics, 2024). The efforts include lean manufacturing, digitalised manufacturing systems, and battery supply chain verticalization. There is historical complexity of working with combustion and hybrid and EV platforms at the same time. The operations ensure that the CSR goals become part of operations so that the sustainability permeates into process innovation and products development.
[bookmark: _Toc224446745]Learning and Growth Perspective
The learning and growth goals touch upon the capability of innovation, digital transformation, and human capital development. In 2024, the level of investment in R&D was 9.1 billion in favour of electrification, autonomy, and the creation of digital ecosystems (BitAuto Global, 2025). BMW has 150,000+ employees, and the constant training increases flexibility in environmental conservation (BMW Group, 2024). KPIs are the intensity of R&D, number of patents, EV and autonomy, participation of employees in training, and the sustainability of the organization internally. Some of these initiatives are the implementation of AI on predictive maintenance, collaboration on digital services, and the creation of an organization with a culture of innovation. The human capital, innovation, and CSR goals must be aligned to realize the long-term competitiveness.
[bookmark: _Toc224446746]Synthesis
The Balanced Scorecard shows that BMW has financial resilience, customer loyalty, sustainable internal processes and innovation culture. The concept of CSR and sustainability is incorporated throughout the operations, product development, and brand strategy. However, the issue of profitability, the lack of software and digital capabilities, and the complexity of production are still paramount issues. The ability to concentrate strategically on streamlining operations, improving digital ecosystems and using CSR as a competitive advantage will make BMW balanced between heritage and the expectations of customers (BMW Group, 2024; Bloomberg, 2025).
[bookmark: _Toc224446747] Strategic Choices and Implementation
[bookmark: _Toc224446748]Business-Level Strategy
On the business level, BMW still follows the approach of differentiation basing on the company premium brand image, engineering achievements and performance heritage. This is in line with what the external environment has to say: the regulatory forces, the desire among consumers to have sustainable mobility, and the technological disruption (Section 2.1) are putting pressure on BMW to electrify and digitalise without losing its brand prestige. In 2024, BMW sold 426,594 BEV, which was a 13.5 percent increase over the year, compared to the sales of Mercedes-Benz and Audi (BMW Group, 2024). This shows how differentiation will be translated successfully into sustainable mobility solutions.
Other involving strategies like cost leadership are inappropriate considering the premium positioning of BMW. The scale of EV production and supply chain optimisation (improvement of efficiencies) contribute to profitability but cannot substitute differentiation. Rather, the additional differentiation approach at BMW incorporates sustainability, digital environments, and performance at the same time. Neue Klasse EV, which will be introduced in 2025, is a bright example of such solution, which will combine the opportunities of the latest digital model with driving characteristics (BMW Group, 2024).
Such risks comprise disjointed performance perception and electrification. Premium identity may be compromised when the EVs are perceived by consumers as a means of compliance. It is thus essential to carefully do brand communication, product design and marketing.
[bookmark: _Toc224446749]Corporate-Level Strategy
Diversification and globalisation at the corporate stage take place in BMW under the influence of internal strengths (VRIO insights, Section 2.2) and external prospects (PESTEL analysis, Section 2.1). Through the brand portfolio BMW, Mini, Rolls-Royce, BMW Motorrad and financial services, there is resilience as it offers a variety of markets and products. Digitization, software ecosystems, and battery technologies are all becoming increasingly important to compete with the integrated software model of Tesla and Chinese electric vehicle producers like BYD (Bloomberg, 2025).
BMW has a global presence in Europe, China, the US and South Africa. China is also strategically located, as it is the largest EV market in the world. The BMW in 2024, enhanced its CATL alliance and local capacity production to improve its competitive stance in the Asia-Pacific region (Umbrex Consulting, 2024).
Strategic advice: further move into digital services and battery supply chains and concentrate on high-end identity. The risk of supply chain can be addressed by prioritising high-growth EV markets and vertical integration of key battery resources (Reuters, 2024). The key problem is how to strike the balance between diversification and focus lest brand equity is diluted.
[bookmark: _Toc224446750]Change Management and Strategic Implementation
BMW has been able to achieve a substantial organisational change through electrification, sustainability, and digitalisation. In 2024, sales by BEV accounted 17.4% of the total sales and lifecycle CO 2 reduction programs aim to reduce the per-vehicle CO 2 by 40 percent by 2030 (BMW Group, 2024). These initiatives indicate good CSR strategy fit, transforming external forces into competitive strength.
Nonetheless, digitalisation is a gap in ability. The software-based ecosystem of Tesla depicts the standard of connectivity and over-the-air updates in the industry. The investment in hardware and performance by BMW of €9.1 billion in 2024 was mainly the focus, and there was no significant development done on software ecosystems (BMW Group, 2024). The complexity of the legacy production- combustion, hybrid and EV production- makes transformation even slower.
Applying the Change Model created by Lewin, BMW can be regarded as partially successful: breaking legacy combustion culture, electrifying and becoming sustainable, with difficulties in refreezing digital and software capacities. These strategic success elements are strengthening software integration, simplifying production architectures, and ensuring independence about battery supply chains.
The business- and corporate-level strategy of BMW is based on such critical internal strengths (brand, engineering, financial capacity) and external opportunities (regulatory incentives, market growth). Although it has a high level of electrification and sustainability, it is lagging in digital transformation. These capability gaps must also be closed to retain differentiation, be able to retain premium identity, and ensure long-term competitiveness in a fast-moving automotive environment.
[bookmark: _Toc224446751] Strategic Evaluation and Recommendations
[bookmark: _Toc224446752]SWOT Analysis
[bookmark: _Toc224435945][bookmark: _Toc224438284][bookmark: _Toc224440400]Table 2: Overview of BMW’s SWOT Analysis
	Strengths
	Weaknesses

	Strong global brand equity (>$40 billion)
	Slower software ecosystem compared with Tesla

	Strong engineering and innovation capability 
	Dependence on battery raw materials 

	Global manufacturing network 
	Complex production platforms (ICE + EV + hybrid)

	High R&D investment
	Developing digital ecosystem 

	Opportunities
	Threats

	Growing global EV market
	Intense competition from Tesla and BYD

	Expansion in China EV market
	Strict EU emission regulations

	Circular economic initiatives
	Battery material price volatility

	Increasing demand for sustainable mobility
	Rapid technological disruption


(Source BMW Group, 2024; Reuters, 2024)
Strengths
The company has several strengths, such as good brand equity valued at more than $40 billion, and it is always ranked among the top 15 global brands (Interbrand, 2024). It is also financially resilient, having a revenue of 155.5 billion Euros in 2024 and an EBIT margin of 6.3% (BMW Group, 2024). The resilience to regional disruptions is facilitated by the engineering heritage and the high-end status of BMW as a brand (BMW Group, 2024).
Weaknesses
The fact that Tesla is leading in terms of over-the-air update and digital integration underscores the speed at which BMW is adopting software-defined vehicles (Reuters, 2024). BMW faces volatility and geopolitical risks due to supply chain dependency on the geopolitically sensitive raw materials like lithium and cobalt (Bloomberg, 2025). The complexity of legacies in production in dealing with combustion, hybrid, and EV platforms at the same time causes inefficiencies when contrasted with pure-play EV companies (BMW Group, 2024).
Opportunities
The possibilities consist in expediting the electrification. BEVs shipments increased by 13.5 % compared to 2023 (BMW Group, 2024). China is the largest EV market in the world, and its expansion provides a major growth opportunity (Umbrex Consulting, 2024). BMW has created a recycling strategy called Secondary First, which makes its branding more sustainable and eliminates dependence on resources (Automotive Logistics, 2024).
Threats
The threats are strong competition against Tesla, Mercedes-Benz, Audi and Chinese competitors such as BYD. Strict regulatory forces, especially the EU fleet CO 2 regulations, are forcing a fast electrification (BMW Group Sustainability Report, 2025). The volatility of commodity prices in battery supply chains is also a problem that affects profitability (Bloomberg, 2025).
Altogether, the strengths associated with brand equity and engineering in BMW are sources of resilience, whereas the weaknesses in the sphere of software and supply chain autonomy should be resolved to seize the opportunities and counter the threats to the full extent.
[bookmark: _Toc224446753]Recommendations
BMW needs to be more aggressive in its investments in software-defined cars, connected ecosystems, and over-the-air updates. This is in line with the differentiation strategy developed by Porter that focuses on creating value that is not cost competition. The success of Tesla shows that digital ecosystems have become the centre of consumer expectations. BMW can maintain its differentiation through the integration of software innovation in its high-end brand and close the capability gap (Reuters, 2024).
· Enhance Supply Chain Independence Vertical integration of battery manufacture and recycling is the necessary measure to mitigate the risk of dependence. Resource-Based View (RBV) emphasizes the fact that rare and valuable are resources that offer sustainable competitive advantage (Barney, 1991). BMW can reduce the volatility risks in the globe of raw materials and improve resiliency by acquiring proprietary battery technologies and recycling systems (Bloomberg, 2025; Automotive Logistics, 2024).
· Market Development in China and emerging EV Markets BMW must focus on expanding in China, India, and the Southeast Asia which are growing faster in EV adoption. The Matrix by Ansoff recognizes the market development as an effective growth strategy if the existing products are launched in new markets. Localised partnerships in production minimise the risks of tariffs and enhance competitiveness (Umbrex Consulting, 2024).
· Phase Out Hybrids and Reallocate Resources to BEVs and Digital Services Hybrids are on the decrease in their significance as the regulatory environment grows tougher. BCG Matrix would classify hybrids as dogs, which should be divested. Investments should be shifted towards BEVs that are the stars in high-growth markets, and digital services that are the question marks with huge potential (InsideEVs, 2025).
· Improve Sustainability Branding BMW needs to capitalize more on its circular economy efforts during marketing. Polls indicate that more than 60% of European clients consider the environmental effects when making purchase decisions (Bloomberg, 2025). By introducing sustainability as a core part of the high-end brand, BMW will be able to boost customer retention and regulatory adherence at the same time.
[bookmark: _Toc224446754]Section 2
[bookmark: _Toc224446755]Reflective Account Using Gibbs’ Reflective Cycle
1. [bookmark: _Toc224446756]Introduction
Reflective practice allows individuals to critically examine their learning experiences and identify areas for improvement. In higher education, reflection helps students develop deeper understanding by linking theoretical knowledge with practical application (Gibbs, 1988). This reflective account evaluates the process I followed while researching, analysing, and preparing Section 1 of my strategic management report. The assignment required a critical analysis of an organisation’s strategic management practices, focusing on its internal and external environments, competitive positioning, and resource capabilities.
For this assignment, I independently selected BMW as the organisation to analyse. The automotive industry is highly competitive and undergoing rapid transformation due to technological innovation, electrification, and increasing sustainability pressures. As a result, BMW provided an interesting case for analysing how organisations attempt to maintain and sustain competitive advantage in volatile global markets. This reflection follows Gibbs’ Reflective Cycle, which consists of six stages: description, feelings, evaluation, analysis, conclusion, and action plan.
2. [bookmark: _Toc224446757]Description
The assignment required conducting a strategic analysis of an organisation using strategic management theories and frameworks studied during the module. After reviewing the task instructions, I decided to analyse BMW because it is a globally recognised automotive manufacturer and operates in a highly competitive industry. The company is currently experiencing significant strategic transformation due to increasing competition from electric vehicle manufacturers and growing environmental regulations.
The research process began with gathering background information about BMW, including its organisational history, business model, mission, and market position within the global automotive industry. I used multiple sources, including BMW’s annual reports, academic journal articles, and industry publications. These sources helped provide insight into BMW’s strategic priorities and its efforts to transition towards electric mobility and sustainable manufacturing.
After collecting relevant information, I applied several strategic management frameworks to analyse BMW’s internal and external environments. For the external environment, I used the PESTEL framework to examine political, economic, social, technological, environmental, and legal factors influencing the organisation. This helped identify the key external pressures affecting BMW’s strategic decisions, including regulatory requirements for emission reductions and the rapid growth of electric vehicles.
To evaluate the organisation’s internal environment, I applied the Resource-Based View (RBV) and the VRIO framework to assess BMW’s resources, capabilities, and core competencies. This analysis focused on areas such as BMW’s brand reputation, engineering expertise, research and development investment, and global manufacturing network.
Additional frameworks such as the Balanced Scorecard, SWOT analysis, Ansoff’s Matrix, and the BCG Matrix were used to evaluate the organisation’s strategic performance and potential strategic options. These frameworks helped structure the analysis and provided a comprehensive evaluation of BMW’s strategic management practices.
3. [bookmark: _Toc224446758]Feelings
At the beginning of the assignment, I felt somewhat uncertain about selecting the most appropriate organisation to analyse. Because the assignment required a detailed strategic evaluation, it was important to choose an organisation with sufficient publicly available information. After considering several organisations, I selected BMW because of its strong global presence and the availability of credible information about its strategic initiatives.
Initially, I felt slightly overwhelmed by the number of strategic frameworks that needed to be applied in the report. Strategic management analysis often requires integrating multiple theories and models, which can make it challenging to maintain a clear and logical structure.
However, as I progressed through the research phase, I became more confident in my ability to apply these frameworks. The availability of detailed financial data, industry reports, and academic literature made it easier to analyse BMW’s strategic environment. By the time I began writing the report, I felt more comfortable connecting theoretical concepts with real-world examples.
Overall, the process became increasingly engaging as I developed a better understanding of how organisations respond to competitive pressures and environmental changes.
4. [bookmark: _Toc224446759]Evaluation
Several aspects of the research and writing process were successful. One positive aspect was the effective use of strategic frameworks to organise the analysis. Frameworks such as PESTEL and VRIO provided structured approaches that made it easier to evaluate BMW’s strategic position.
Another positive aspect was the use of a variety of information sources. Using academic literature alongside company reports and industry publications allowed me to develop a well-rounded understanding of the organisation. Academic sources provided theoretical explanations of strategic management concepts, while industry reports provided practical insights into BMW’s strategic initiatives.
However, there were also some challenges during the assignment. One challenge was identifying the most relevant information from the large amount of available data about BMW and the automotive industry. Because the company operates globally, there is extensive information about its operations, which required careful selection of relevant material.
Another challenge involved ensuring that the analysis remained critical rather than descriptive. Strategic analysis requires evaluating how effective an organisation’s strategies are and identifying potential weaknesses or risks. At times, it was necessary to revise sections of the report to ensure that the discussion focused on critical analysis rather than simply describing BMW’s activities.
5. [bookmark: _Toc224446760]Analysis
Reflecting on this experience helped me understand the importance of applying theoretical frameworks when analysing business strategies. Strategic management models provide structured methods for evaluating organisational performance and competitive positioning.
For example, PESTEL analysis helped identify key external factors influencing BMW’s strategic decisions. Environmental regulations and technological developments in electric vehicles have significantly changed the competitive landscape of the automotive industry. These factors require companies such as BMW to invest heavily in innovation and sustainability initiatives.
The VRIO framework was particularly useful for analysing BMW’s internal capabilities. According to Barney (1991), organisations achieve sustainable competitive advantage when they possess resources that are valuable, rare, difficult to imitate, and effectively organised. Applying this framework helped identify BMW’s brand reputation, engineering capabilities, and research and development investment as key sources of competitive advantage.
Additionally, the Balanced Scorecard provided a broader perspective on organisational performance by evaluating both financial and non-financial performance indicators. Kaplan and Norton (1992) emphasise that organisations must consider multiple performance perspectives to ensure long-term strategic success.
Through applying these frameworks, I developed a deeper understanding of how organisations integrate internal capabilities and external environmental analysis when developing strategies to sustain competitive advantage.
6. [bookmark: _Toc224446761]Conclusion
This assignment provided a valuable opportunity to apply strategic management theories to a real-world organisation. Conducting a detailed analysis of BMW helped improve my understanding of how businesses evaluate their internal capabilities, respond to external pressures, and develop strategies to remain competitive in global markets.
The research process also strengthened my academic research skills and improved my ability to integrate theoretical concepts with practical examples. Although there were challenges related to information management and maintaining critical analysis, these challenges ultimately contributed to my learning experience.
Overall, the assignment enhanced my ability to conduct strategic analysis and apply strategic management frameworks in an academic context.
[bookmark: _Toc224446762]Action Plan
Based on this reflection, there are several steps I can take to improve my approach to future assignments. First, I plan to allocate more time to reviewing academic journal articles during the research stage to strengthen the theoretical foundations of my analysis.
Second, I aim to further develop my critical thinking skills by focusing more on evaluating strategic decisions rather than describing organisational activities. Practicing the application of strategic frameworks will help improve the depth of analysis in future reports.
Finally, I will improve my time management by creating a structured research plan at the beginning of future assignments. This will help ensure that sufficient time is available for both research and revision.
By implementing these improvements, I hope to continue developing my strategic analysis and academic writing skills.
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