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1. [bookmark: _Toc215961488][bookmark: _Toc216992300]Introduction
[bookmark: _Hlk216956188]BMW holds a leading status as one of the world's automobile manufacturers of high-end vehicles, characterised by sophisticated engineering, ornate design, and solid worldwide brand recognition (Ayaan Kartik, 2025). BMW, as a multinational enterprise, is aligned to different national environments, thus maintaining its competitiveness in both mature and emerging markets. This report compares and contrasts the UK and India as two countries with opposing economic, cultural, and regulatory environments in terms of marketing by BMW. Although the UK is an example of a developed and highly competitive and electrification trends automotive market, India is an emerging market with increasing incomes and aspirational consumer behaviour. The report evaluates how BMW tailors its strategy in each country and measures the success of these strategies by the analysis of socio-cultural and macro-environmental conditions, STP methods, and the 7P marketing mix.

2. [bookmark: _Toc215961489][bookmark: _Toc216992301]Company overview
Bayerische Motoren Werke AG (BMW Group) is a major international manufacturer of luxury automobiles and motorcycles, possessing the brands BMW, MINI and Rolls-Royce (BMW, 2025). 
[image: BMW Logo Evolution: History and Symbolism]
[bookmark: _Toc216198032]Figure 1: BMW
[bookmark: _Toc216195194][bookmark: _Toc216195225]Source: (BMW, 2025)
The company combines engineering-led product development with luxury-level branding, which makes it compete in the higher levels of the worldwide motor market (Fayaz Contractor, 2025). BMW Group reported in 2024 that it is still strategic in electrification and digitalisation, although it still maintains the decisive performance and traditional combustion engine segments (Business Data Provider, 2025). This repositioning is realised in the world by new product architectures and specific investments aimed at maintaining long-term competitiveness. 
[bookmark: _Toc215961490][bookmark: _Toc216992302]2.1 Operations and significance in the United Kingdom
The UK forms part of the most significant Western market of the BMW Group. BMW Group UK recorded an overall registration of 172,240 units in 2024 between both marques (BMW and MINI) and registered 125,265 units in 2024, assigned to the BMW brand, alone 12%, growth over one year, and controlling retail market share of 22.6% in the UK (MTD CNC, 2025). BMW Group has invested heavily in the manufacturing and supplier base of the United Kingdom, and by 2019, the total capital inflows had been in the range of hundreds of millions up to billions of pounds, thus strengthening local vehicle production, research and development, and supply chain resilience (Horatiu Boeriu, 2025). 
[bookmark: _Toc215961491][bookmark: _Toc216992303]2.2 Operations and significance in India 
In 2024, BMW Group India recorded the greatest seasonal car deliveries, releasing 15721 vehicles, when counting BMW and Mini brands, a year-on-year growth of 11%, and 8301 BMW Motorrad motorcycle units (HT Auto Desk, 2025). The high-end car market, such as luxury-class cars and SUVs, saw high growth, and fully electric vehicles brought specific performance indicators (Press Trust of India, 2025). Indian operations extended its network of dealers and services in parallel with funding schemes and ownership incentives aimed at being able to reach more affluent and aspirational purchasers. The performance is indicative of India becoming a relatively fast-growing high-end market for BMW, though its absolute base is lower than in the UK (Rivan RS, 2025).
The first three concurrent imperatives of BMW product strategy now lie in diversifying the electrified model line-up, both battery electric vehicles (BEV) and plug-in hybrids, maintaining the core internal combustion and performance model line-up, including M models and large luxury sedans and S-AIVs, and a new, more efficient structure using electrons under the banner of Neue Klasse (NE Connected, 2025). The Neue Klasse and aligned capital investments will focus on providing increased driving range, faster charging, and lower lifecycle emissions, which will develop the BMW product roadmap into the mid-2020s (Press Club, 2025). Technology and product programmes are localised to local market needs, regulations and infrastructure limitations.


3. [bookmark: _Toc215961492][bookmark: _Toc216992304]Comparison of the Socio-economic context of the UK and India
The macro-environment comprises outside forces and trends, political, economic, social, technological, legal and environmental, which frame market opportunities and restrictions to firms in a nation (Baack, 2018). PESTLE analysis considers these forces in six categories, and with this, managers can compare the national settings and modify the marketing strategy.
[bookmark: _Toc215965703][bookmark: _Toc216195195][bookmark: _Toc216195226][image: ]
[bookmark: _Toc216198033]Figure 2: PESTEL Analysis
Source: (Baack, 2018)
[bookmark: _Toc216992305]3.1 PESTEL Analysis
	PESTEL Factors
	UK
	India

	Political factors
	The UK is a well-established parliamentary nation where policy formulation is predictable, albeit following recent changes on Brexit, the regulatory situation is still developing (Singh, 2025). Trade, standards and customs arrangements are areas where active policy refinements are conducted. The UK government has shown their long-term desire to meet the net-zero targets and low-emission transport policies that support incentives and other regulations to favour electric vehicles (EVS) and even more stringent policies on new vehicles (IMF, 2024). Such priorities provide a friendly context to high-quality car makers who invest in electrification and low-emission technologies such as BMW.
	India is a reliable federal democracy, presence of an active industrial policy centred on increasing manufacturing, including the Make in India programme, localisation and increasing domestic value chains (IMF, 2024). GST, import duties and state-based registration/tax regimes have a significant influence on the pricing and demand of vehicles. States and national policies on electrification, including tax incentives for EVs, FAME subsidies, and state EV plans, promote the adoption of EVs, but the implementation and incentives vary by state, creating an up-and-down political and regulatory playing field among car makers (TIMESOFINDIA.COM, 2025). Hence, the political environment is favourable for BMW.


	Economic factors
	The UK is a high-income developed economy with good purchasing power in high-end segments but with a small growth potential in the short to medium run. IMF projects the GDP growth of approximately 1.3% in 2025 and inflation rising to 3.8%, lately (ET Brand Equity, 2025). This background makes the continued high demand for high-end cars, which is favourable for BMW. However, customer confidence and the cost of credit continue to play a central role. Demand for premium-plus and electrified models is being driven by higher living standards and company mobility budgets, which may suppress the demand (Brien and Harari, 2024). This is challenging for BMW.
	India is a high-growth emerging market with a much higher GDP growth rate of 5%-6%, as the IMF forecasts a growth rate significantly higher than developed economies (The World Bank, 2025). It is growing its middle and upper classes, as well as undergoing a surging urbanisation. The luxury and premium vehicle is a growing market due to strong growth and rising disposable incomes. But this per-capita income is much lower than in the UK, and consumers are more price sensitive (Fayaz Contractor, 2025). This factors make economic situation of India favourable for BMW. 


	Socio-cultural factors
	Consumers in the UK are becoming more attentive to environmental performance, technology and experiential ownership, including digital service and subscription offers (ETAuto Desk and ET Auto, 2025). Although brand heritage and driving dynamics remain important to premium consumers, sustainability and connectivity have become critical factors in buying behaviour (ONS, 2021). Urbanisation, city living and increased environmental awareness have put more premium model types in strong demand. Thus, social trends are favourable for BMW.
	In India, sociocultural inspirers focus on status, dreams, and conspicuous consumption at the high end of the market. A nice car indicates career and social status, and SUVs and flagship sedans are status symbols of security as well (Ken Research, 2023). At the same time, a younger urban generation is becoming more open to technology and EV stores, particularly in Tier-1 cities. Funding, auto dealership background, and brand reputation still have a major impact on purchases. Hence, social metrices in India are favourable for BMW.

	Technological factors
	The UK has good digital technology, well-established urban charging systems, and extensive adoption of connected-car capabilities. EV charging, broadband, and vehicle-finance investment related to digital sales channels and connected are available and premium brands can leverage (Padeanu, 2024). According to industry data, the number of EVs, and battery electric vehicles in particular, has been steadily increasing over the past years.
	India is becoming digital at an impressive pace- the widespread use of mobile internet and digital payments is underway, as well as investing in EV infrastructure (PTI, 2024). Nevertheless, charging systems are still nonuniform and concentrated mostly in metros. EV and local battery production are increasing. EV sales are dominated by two- and three-wheelers, and four-wheeler adoption is on an incremental low base (TIMESOFINDIA.COM, 2025). High-end brands will also face increased use of technology, after-sales, and charging, and have to invest in dealer training and infrastructure partnering.

	Environmental Factors
	The regulators are pushing toward reduced emissions, and consumers are concerned about the air quality. These influences increase the demand for battery-electric vehicles (BEVs) and high-end low-emission models (Pathak, 2025). Lifecycle emission, battery re-use, and green sourcing are now also an increased concern among regulators and consumers.
	The emphasis on cleaner transportation has been enhanced by urban pollution. The total benefits of EVs to the environment, however, rely on the electricity mix and the lifecycle concern, as the grid may be carbon-laden, and there is a shortage of infrastructure (Upstox, 2025). The congestion and shortage of resources in cities also affect the vehicle selection, which is smaller and efficient than large SUVs.

	Legal Factors
	Manufacturers and dealers have to comply with safety and emission standards, rules on product liability and consumer protection. Evident laws about EV incentives and vehicle requirements facilitate organisation (PTI, 2025).
	The complex tax structures, including the central GST and state taxes or registration duties and import duty, influence the pricing and market entry strategies. The changing standards of safety and emission, including Bharat Stage and other safety standards, affect the prices, as well (Reuters, 2023). Localisation regulations, safety standards, and various state regulations complicate legal operations.


[bookmark: _Toc216992306]3.1.1 Similarities and differences in PESTEL conditions
Both the United Kingdom and India reward electrification and digital services, but they are different in terms of size, income and culture. The UK is a developed, bureau-driven EV market with technology-sensitive and ecologically conscious consumers (SMMT, 2025). The Indian market is an emerging, goal-oriented, aspiration-driven market, with the influence of status signalling on marketing and product design and price sensitivity and unbalanced infrastructure (Saptak Bardhan, 2025). In pricing, distribution, and communication, marketers need to balance both global product structures and strong local adaptation.
[bookmark: _Toc216992307]3.2 Hofstede’s Cultural Dimension Analysis
The Cultural Dimension Analysis by Hofstede is a model of analysing national cultures using six dimensions (Alqarni, 2022). It enables foreign companies and communicators to evaluate their society and how it affects their behaviour, decision-making, and work relations.
[image: ]
[bookmark: _Toc216198034]Figure 3: Hofstede’s Cultural Dimensions comparison
[bookmark: _Toc215965704][bookmark: _Toc216195196][bookmark: _Toc216195227]Source: (The Culture Factor, 2025)
UK: The UK scores highly on Individualism (76) and Indulgence (69). Long-term Orientation is medium-range (60). The Power Distance and Uncertainty Avoidance are low, with 35 each (The Culture Factor, 2025). These characteristics imply that consumers treasure options, individual accomplishment, immediate pleasure and are adaptable (Market, 2025). Marketing emphasising innovation, personalisation, and experience of ownership will appeal.
India: The Power Distance in India is very high, 77; Individualism is low, 24; Masculinity moderate, 56; Indulgence low, 26. Consumers are likely to embrace hierarchy, importance on group identity and status (Mordor Intelligence, 2025). Ads centred on prestige, hierarchy and social acceptance work. These averages are confirmed by the Hofstede bar chart, explaining why luxury SUVs and flagship models of vehicles can work in India.
[bookmark: _Toc216992308]3.2.1 Advantages and disadvantages of Hofstede’s model
Hofstede provides a convenient shorthand of cultural differences, which allows marketers to adjust messages and positioning (Morningstar, 2025). But it may be simplistic, national averages obscure regional differences, it can prove inactive in rapidly moving cultures, and alone can serve to perpetuate stereotyping. Thus, it must be accompanied by recent market research and segmentation information (Stopher, 2025). 


4. [bookmark: _Toc215961499][bookmark: _Toc216992309]STP analysis
Segmentation, Targeting and Positioning (STP) is a strategic marketing model that divides a market into individual customer segments, selects the most promising segments, and develops a powerful position on each (Baack, 2018). 
4.1 [bookmark: _Toc215961500][bookmark: _Toc216992310]Segmentation 
Segmentation involves the methodical subordination of an overall market into recognisable, easier to manage segments exhibiting similar characteristics, needs, or behavioural patterns, including demographic, geographic, psychographic, and behavioural variables, leading to the ability to understand the complex world of potential consumption more subtly and allowing the outlining of distinct consumer types (Ko et al., 2007).
UK
BMW in the UK specifically segments customers based on product requirement and lifestyle. The segments consist of performance/enthusiast buyers, value dynamic driving, such as M models; environmentally conscious buyers, value electric or low-emission cars, such as iX, i4, i7; family and executive buyers, value space and comfort, such as 3 Series, 5 Series, X5; and corporate/fleet buyers, value total cost of ownership and brand prestige (ONS, 2021). The level of geographic segmentation does not matter, and both urban and suburban premium buyers have similar technological and service demands.
India 
BMW separates the Indian market into socioeconomic status, aspiration, and vehicle segmentation. The segments are ultra-wealthy buyers, flagship luxury and status such as 7 Series, XM, X7; affluent aspirants and successful workers who desire to show off status and confidence, preferring SUVs and long wheelbase sedans, such as 5 Series LWB, X3, X5); early EV adopters in Tier-1 cities who want a show-off, such as iX, i4; and younger and upwardly mobile purchasers who want brand status with compact premium SUVs (Trading Economics, 2025). Urban concentration is a key driver of demand, and consumption is mostly concentrated in the metropolitan and Tier-1 cities.
4.2 [bookmark: _Toc216992311]Targeting
Targeting entails the active evaluation of the segments identified and selective prioritisation of the segments with the most attractive commercial opportunities thus channelling marketing resources to a specific target market in the quest to achieve optimum profitability and strategic alignment to the value proposition of the particular organisation (Mathur, 2008).
UK
In the UK, BMW uses multi-segment targeting, with a wide span between compact luxury (1 Series) to flagship luxury (7 Series) and an entire EV line-up to satisfy a wide range of buyers. The company prioritises particularly high-income professionals, tech-savvy early adopters of EVs, and corporate fleets (Tenterms, 2025). This strategy has clearly paid off in the number of 125,265 UK registrations, 22.6 % share, and some 26.9 % of these 2024 registrations being BEVs, showing an irritation in the EV-focused niche (Statista, 2024).
India 
BMW India targets high net worth individuals, corporate leaders, business owners and a growing number of aspirational consumers that can access luxury through financing and subscription systems (Upstox, 2025). The brand also focuses simultaneously on the urban electric-vehicle adopters by boosting charging infrastructure and advertising models of electric vehicles. The result of this approach was 15,721 units sold in 2024, 11% higher, with 2,507 of them in the luxury category, thus exhibiting successful market penetration in the flagship and aspirational markets (Tushar Kelshikar, 2025).
4.3 [bookmark: _Toc216992312]Positioning
Positioning involves the development of a unique and attractive conceptual image or identity of a good or service into the thought constructs of the chosen target market segment, making it stand out among competing offerings and creating a clear, desirable perception that meets consumer expectations, usually realised through the use of tailored communication plans and value propositions that are salient (Rahman, 2021).
UK 
BMW positions itself in the UK as a luxury brand that combines driving fun, engineering perfection, and electrification leadership. Marketing messages sell Sheer Driving Pleasure, now modified with efficiency, connectivity and sustainability (Panthry, 2011). These messages are aimed at UK consumers who care about performance and environmental features.
India 
BMW poses as the pinnacle of modern luxury and social belonging in the Indian market, combining worldwide engineering and domesticized service and certifiable financing. Communications are characterised as focusing on prestige, exclusivity, and premium features, with marketing also making accessibility in the form of BMW financial services and dealership experiences tailored to convert aspiration demand (World, 2024).
Perceptual Map of BMW in the UK
[image: ]
[bookmark: _Toc216198035]Figure 4: Perceptual Map
[bookmark: _Toc215965705][bookmark: _Toc216195197][bookmark: _Toc216195228]Source: (Hoppenburg, 2021)
The perceptual map of the United Kingdom positions price or price premium on the vertical axis and innovation or sustainability versus traditional performance on the horizontal axis. BMW has a high price and a moderate line, which performs at a high level and gradually gains sustainability certification (Hoppenburg, 2021). The competitors can be arranged in the following way, as Mercedes-Benz is at the same price level but is characterised more by luxury and modernity; Audi is closer to BMW in terms of technology and comfort; Tesla is at the extreme end of innovation and sustainability, but is different in terms of performance (Edinata et al., 2023). 
4.4 [bookmark: _Toc215961502][bookmark: _Toc216992313]Comparative evaluation
The most important comparative points are summarised in the following table.
	Area of comparison
	UK
	India

	Primary segmentation basis 
	BMW targets the main markets by product need and lifestyle, focusing on performance enthusiasts, adopters of electric vehicles, family or executive purchasers, and corporate fleets in a wide upscale audience (Rahman, 2021).
	In India, BMW markets primarily by socioeconomic status and aspiration, categorising ultra-luxury buyers, wealthy buyers of long-wheelbase SUVs, early-adopter buyers of electric vehicles in metropolitan regions, and younger aspirational buyers.

	Target customer profile 
	The target market consists of high-income professionals, technology-chrome early adopters of electric cars, and corporate customers who attach importance to engineering quality, brand heritage, and sustainability.
	The target profile incorporates high-net-worth individuals, successful entrepreneurs and aspirational urban professionals in need of status, convenience and access to finance (Li, 2025).

	Positioning emphasis 
	BMW is considered a pioneer in propulsive dynamics and technological innovation, whose interest in electrification and sustainable luxury mobility is increasing (da Costa Morais, 2021). 
	BMW symbolises prestige and contemporary style, focusing on exclusivity, localised service, and affordability to attract a more significant market share (Song, 2018).



5. [bookmark: _Toc215961503][bookmark: _Toc216992314]Marketing Mix 
The marketing mix comparison is drawn against the fact that BMW is making product-based decisions, such as classification, width, depth, dimensions, and considering all seven Ps, both for the UK and India, with the latest performance figures and visible strategies (Smit and Bierman, 2017).
[bookmark: _Toc216992315]5.1 Product classification
BMW products are oriented in compact premiums, mainstream premium sedans, SUV/SAVs, flagships, performance M models and an ever-growing number of plug-in hybrids and battery-only electrification, a consistent classification that allows BMW to cater to both entry-level premium and ultra-luxury buyers (Dobrin, 2021). BMW markets its cars and motorbikes in the UK and India under the Motorrad brand, a the sub-brands vary by market to suit local demand.
Product depth
The depth strategy in both nations involves various engine and drivetrain packages, trims, and custom packages (Eicken, 2018). On the UK market, the depth is displayed in a vast range of powertrains, including diesel, where permissible, petrol, mild-hybrid, plug-in hybrid, and BEV versions, and a large range of trim options, including Sport, M Sport, Luxury and Individual (Czinkota, 2011). This level will cater to many different types of buyers, such as sensible urban commuters and power car lovers.
Product depth in India is also typified by long-wheelbase derivatives, more focus on chauffeur-packaged comfort, and country-specific accessories. BMW India provides depth with customised packages and finance-based choices, which enable interested buyers to afford ownership of a flagship and preserve the exclusivity of flagship buyers (Shiu et al., 2017).

[bookmark: _Toc216195198][bookmark: _Toc216195229][image: r/BMW - M Cars Comparison Chart [OC]]
[bookmark: _Toc216198036]Figure 5: Product depth of BMW cars
Source: (Shiu et al., 2017)
Product width: 
In the UK, BMW has various hatchbacks/compact premiums, such as 1 Series, and sedans including 3, 5, 7 Series and their electric versions, as well as SUVs from X1 to X7, and M performance versions, and an extensive BEV range, namely i4, i5, iX1, iX, i7, and so on (Reinhardt et al., 2017). The brand also features a complete BEV portfolio, i4, i5, iX1, iX, and i7. According to UK sales data 2024, BMW has recorded high volumes due to a significant uptake on electric models, with BEVs registering over a quarter of all BMWs (Fic et al., 2022). This represents a strategic drive towards electrification by BMW in the UK market.
[image: ]
[bookmark: _Toc216198037]Figure 6: Product width of BMW
Source: (Pathak, 2025)
The product range offered by BMW in India includes compacts, sedans, SUVs, and flagships, but it is dominated by SUVs/SAVs and long-wheelbase sedans with comfortable rear seats and status. BMW India sold predominantly SUVs in its sales mix of 2024 (Pathak, 2025). The company keeps releasing more and more electric models that target well-to-do urban consumers.
[bookmark: _Toc216992316]5.2 Product dimensions
Product dimensions of BMW include core vehicle, packaging and other supplementary features that form a premium ownership proposition.
Core products: Mobility is the central product proposition, which is delivered by premium engineering, safety, performance, and brand prestige (Henry, 2021). In the UK buyers are more concerned with driving dynamics and technology, but in India, the main value chain is highly linked with prestige and comfort in the rear seat.
Packaging: The packaging strategy at BMW involves the use of standardised trim nomenclature, bundling of technology, such as infotainment and driver-assist systems, and optional add-ons, such as M Sport, Luxury Line, and warranty/maintenance programmes (Anne and Windasari, 2023). Electric-vehicle (EV)-selected attributes in the packaging are increasingly commonplace in the United Kingdom, such as home-charging capability and services on demand, and less commonplace in India, such as long-wheel-base comfort, luxury and rear-seat facilities, and chauffeur-like features (Ayaan Kartik, 2025).
Auxiliary features: The auxiliary services include after-sales services, finance plans, certified pre-owned programmes, concierge services, and charging/maintenance services (BMW, 2025). BMW United Kingdom focuses on streamlined after-sales services to EVs and online services, while BMW India adopts full dealer-based customer care, attractive finance packages, and lifestyle activities to support brand experience.
[bookmark: _Toc215961504][bookmark: _Toc216992317]5.3 Marketing mix comparison
The following table outlines the operational application of the seven elements of the marketing mix as utilised by BMW in the United Kingdom and India.
	Areas
	UK
	India

	Product 
	In the United Kingdom, BMW offers a wide international range of products, with a heavy emphasis on battery-electric vehicles (BEVs) and plug-in hybrids paired with traditional petrol/diesel machines, giving customers a wide range of technical variety and a strong EV base (Business Data Provider, 2025).
	BMW provides the full selection of its models in India but gives specific priority to sport-utility vehicles, long-wheel-base sedans, and luxury-class vehicles, simultaneously developing EVs aimed at early-adopter urban buyers (Fayaz Contractor, 2025).

	Price 
	Pricing models in the United Kingdom reflect a superior positioning and the integration of tech features; the buyers expect financial rewards for engineering superiority, performance features, and EV functionality (Horatiu Boeriu, 2025).
	In India, prices are still on the more expensive side, but adjusted with variants and localisation, and finance schemes to widen access to consumers, and the final prices are influenced by tax and importation duties.

	Place 
	Proper retailer network and local manufacturing/supply connections aid BMW in experiencing rapid delivery and country-wide after-sales in the UK.
	BMW India is rapidly developing a dealer base, with hundreds of stores. It targets metros and Tier 1/Tier 2 cities, and makes significant investments in service capability (MTD CNC, 2025).

	
	Market entry mode
BMW conducts its operations in the UK via wholly owned subsidiaries and local manufacturing arrangements (BMW, 2025). This arrangement gives the company full control in terms of branding, quality standards, and distribution. In India, BMW operates a local assembly, which is CKD operations, through wholly owned subsidiary (Ayaan Kartik, 2025). This enables BMW to align to local rules and cost frames. The key benefit of wholly owned subsidiary structure is a high level of strategic and operational control that maintains the same premium brand position and customer experience (Anne and Windasari, 2023). Its principal drawback is the significant initial capital outlay and the market-specific economic, regulatory and demand risks in emerging markets, such as India.

	Promotion 
	UK promotional communication focuses on technology, electrification, driving dynamics and sustainability. It targets customers via digital, experiential and fleet (Press Club, 2025).
	Promotion in India emphasises prestige, lifestyle, exclusivity, financing offers and dealer experience. This approach is supported by events and luxury partnerships.

	People 
	UK retail and after-sales personnel emphasise technical capability in EVs and providing a digital-enabled high-value retail experience.
	India has invested much in dealer personnel training, concierge services, and relationship management to satisfy the service demands of affluent purchasers (Press Trust of India, 2025).

	Process 
	The processes of the UK are oriented toward online booking, distant servicing, and simplified EV home charge installation to align with customer demands (Rivan RS, 2025).
	Processes in India focused on individual buying experiences, versatile financing, and in-dealer tailor-made customisation to assist aspirational buying choices.

	Physical evidence 
	The brand touchpoints, UK showrooms, and test drives feature modern design, sustainability status, and integrated services (Stopher, 2025).
	Indian showrooms prioritise luxury ambience, chauffeur facilities and brand heritage. Physical evidence is improved by high-profile launches and lifestyle events (Singh, 2025).



[bookmark: _Toc216992318]5.4 Advantages and disadvantages of the Marketing mix
Altogether, the BMW 7Ps strategy had definite strengths and certain weaknesses in both cases of the UK and India. In terms of Product and Promotion, the UK enjoys high-level EV and sustainability-based communications (Rivan RS, 2025). In India, emphasis is on luxury and aspiration. Nonetheless, the difficulty of products and performance-based promotion may turn away price-sensitive consumers. Place and Price strategies are used to sustain the premium positioning in the UK and widen the access in India by funding and expanding dealers (Stopher, 2025). Nevertheless, the prices and taxes may restrict demand. Service quality and brand experience are enhanced by people, Process, and Physical evidence in the two markets, though inconsistent dealer service and high after-sales costs are major weaknesses.


6. [bookmark: _Toc215961505][bookmark: _Toc216992319]Evaluation of marketing strategy in the UK and India
[bookmark: _Toc215961506][bookmark: _Toc216992320]6.1 The performance of BMW in the UK
In the UK, BMW has been a premium, performance-oriented, and electrified-oriented brand, and the strategy worked well. The company sold 125,265 cars in 2024, and, including MINI, the total number is 172,240 (ET Brand Equity, 2025). That is approximately 22.6% of the premium market in the UK, and it is growing on an annual basis (IMF, 2024). Full-electric vehicles recorded approximately 26.9% of all new UK registrations, indicating that the brand EV momentum is registering with British high-end buyers (Gonsalves, 2025). 
[image: BMW car models ranked in the United Kingdom 2024| Statista]
[bookmark: _Toc216198038]Figure 7: BMW car models ranked in the UK 2024
Source: (Statista, 2024)
The strengths of the UK strategy are a consistent product range, such as large EV selections and classic performance models, a well-developed network of dealers and services, and marketing that manages to balance heritage with sustainability (Statista, 2024). 
However, risks remain. The UK macro environment and auto policy are unstable. BMW stalled a planned £600m upgrade of electric production of MINI in early 2025 to reflect industry uncertainty and possible supply-chain problems (Market, 2025). These delays may damage both local credibility and manufacturing messaging in the future. Furthermore, to continue momentum, premium EV adoption will rely more on the increased public charging infrastructure and affordability options (Morningstar, 2025).
[bookmark: _Toc215961507][bookmark: _Toc216992321]6.2 The Performance of BMW in India
BMW's strategy in India is on prestige, SUVs and long-wheelbase luxury, increased dealer coverage and flexible financing. BMW Group India made 15,721 car deliveries in 2024 and a 11% growth, and 8,301 motorrad deliveries (TIMESOFINDIA.COM, 2025). The drivers of growth were SUVs and luxury-class models (Mordor Intelligence, 2025). In 2024, BMW India also sold 1,249 all-electric BMW/MINI vehicles and increased the EV services and charging assistance (Padeanu, 2024). These findings show that the strategy balances exclusivity and accessibility by providing customised product versions and finance plans. 
[image: ]
[bookmark: _Toc216198039]Figure 8: Sales volume of BMW cars across India from 2011 to 2023
Source: (Statista, 2023)
The issues affecting the strategy of India include price sensitivity, complicated taxation, such as GST and state duties, and uneven EV infrastructure. EV volumes remain minute in comparison with established markets; thus, marketing BMW as a luxury EV leader is impactful until electricity and charging infrastructure are enhanced (Reuters, 2023). Quick expansion of the dealers imposes fixed costs and subjects the brand to regional demand fluctuations, necessitating demanding inventory and experience control (Gonsalves, 2025).
[bookmark: _Toc216992322]6.3 Customer Reviews
BMW customer reviews manifest both positive and negative criticism in different markets. Owners have praised BMW for performance, handling, and quality of manufacture, as the cars are responsive, well-crafted, and fun to drive (Padeanu, 2024). The quality interior, features and comfort, particularly on upgrade models and SUVs, are also pointed out by reviewers. In the UK, buyers tend to commend the electric and hybrid models of BMW because of their smoothness and hi-tech infotainment systems (Market, 2025). In India, owners value the luxury and brand position but cite increased costs of maintenance and service delays as a weakness.
[bookmark: _Toc215961509]

7. [bookmark: _Toc216992323]Ethical issues assessment
This part assesses whether the marketing mix adopted by BMW in the UK and India is ethical based, in the sense that product, pricing, promotion and distribution practices in the two nations are concerned with ethics. 
Product-related Ethical Issues 
BMW positions itself as an eco-friendly and innovative brand in both countries, particularly in its electric and hybrid models. The ethical issue arises when the sustainability claims are more robust than the environmental impact (Saptak Bardhan, 2025). Globally, premium brands have been criticised for marketing EVs as zero-emission vehicles without considering the manufacturing emissions. Such claims will be perceived as incomplete in India, whose charging infrastructure is underdeveloped, and consumers may not be enjoying the full benefit of the environment (Trading Economics, 2025). 
Pricing and Accessibility Concerns 
In both markets, BMW adheres to premium prices, but the ethical context is varied. High import duties and luxury taxes in India are a very big concern, in that consumers may be paying very high mark-ups of prestige that are not disproportionate (Tushar Kelshikar, 2025). Critics claim that premium financing structures can motivate aspirational consumers to enter into big commitment loan obligations (World, 2024).
Promotional and Communication Ethics 
In both countries, BMW advertising targets performance, luxury, and style. Contemporary ethical issues arise in strong imagery and emotional messages that promote unrealistic ideas that link luxury consumption with prestige or wealth, particularly in socio-economically differentiated markets such as India (Edinata et al., 2023). 
Place and Distribution Ethics 
Although BMW upholds all-dealership standards, in India, ethical concerns can be present as service quality may vary by region (Li, 2025). Inequalities in access to authorised service centres may result in consumer experience and value disparities.
8. [bookmark: _Toc215961510][bookmark: _Toc216992324]Recommendation
In this section, recommendations have been made to improve its competitive advantage, ethical practices, and relate the brand more to the changing consumer demands and regulatory environments. 
Strengthen Sustainability, Transparency and Lifecycle Communication 
BMW must communicate further on the topic of zero-emission driving and give more tangible accounts on battery sourcing, recycling programmes, and lifecycle carbon footprints (da Costa Morais, 2021). This would enhance confidence amongst eco-conscious UK consumers and help adopt EVs in India, where environmental consciousness is increasing (Edinata et al., 2023). 
Develop more Localised Product Strategies 
BMW needs to expand its electric vehicle range in the UK, particularly in the affordable premium segment, to remain relevant to Tesla, Mercedes EQ, and Korean vehicles. BMW must localise further in India through locally assembling long-wheelbase sedans, midsize SUVs, and affordable electric vehicles, which would enable it to offer competitive prices (Pathak, 2025). 
Enhance Digital and Experiential Marketing 
To attract tech-savvy consumers in the UK, BMW needs to expand immersive virtual showrooms, AR test drives, and custom digital builds. In India, experiential campaigns, including BMW Experience Tours, can enhance involvement in the Tier 1 and new Tier 2 cities, building premium lifestyle identities (Anne and Windasari, 2023).
Expand After-Sales Quality and Dealer Training 
The quality of services across the world has to be consistent. BMW can enhance dealer training, install predictive maintenance solutions, and launch open service displays (CarLogos, 2022). In India, where inequality in services prevails, fortification of after-sales results will enhance brand loyalty considerably.
By enhancing sustainability transparency, expanding localisation efforts, augmenting digital engagement channels, improving pricing transparency, and enhancing after-sales service, BMW is able to significantly boost long-term global competitiveness and ethics-based brand reputation.
[bookmark: _Toc215961511]

9. [bookmark: _Toc216992325]Conclusion
The UK and Indian automotive markets and culture are economically favourable, mature and align with the roadmap of BMW in terms of international marketing. The brand modifies its STP and 7P towards being viewed as a more sustainable producer of various innovations and premium products. Premium and EV markets are most mature in the UK, and India is offering high growth rates as people are buying out of aspiration and as the popularity of SUVS continues to grow. However, matters of sustainability transparency, ethics in pricing and uniformity in the services offered in each market are more problems to solve.
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