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Introduction
BMW this acronym so strong in our days, 3 letters who reflects trust, agility, aggressivity, and perfect image about a car about a brand who make history and who reinvented itself day by day and got over a lot of challenges in time. 
It is an acerb competition to work for this important company this name really means something globally and slowly slowly once it got extended in different continents more people and more culture was able to rich one of the dream jobs into this company.  
But as we say about this enormous expansion to get successful need to hire also reliable people specially into the key positions leadership who can organize and maintain stability based on their choices about how all the process of labour will be execute and times about it. 
Today company have over 150 000 employees in over 110 countries and over 5000 youths who aspire to work in the close future for the company and they are considered new talents who will help to grow this brand each day.
BMW have more than 12 000 suppliers across the globe where a lot of them are auto house by themselves, but BMW tries to collaborate with them and to maintain a high standard in process of operations. (BMW group, Employees, no date). 
Automotive industry it is having a 3 big areas worldwide sectors: USA, Northeast Asia, Western Europe these major areas archive in total 80% of total sales and almost 90% of total output. 
According to book PESTEL-Analysis of BMW (2015): Germany is one of the biggest producing markets in the world with companies like Volkswagen, BMW, Daimler, with one of the biggest rates of export rates ever in 2021 had 190 billion euro. 

As I mention everything starts with the head of the company and the implemented policy, and one of the main parts of the company is marketing and who will be a decisional factor as an executive marketing director. 




Stages of the marketing process
Marketing it was over defined and understood in many ways, but all these versions are having one based to make a product who will keep customer happy and fulfil his needs. 
In UK marketing is defined as process who identify, anticipate and satisfy customer requirements and wants profitability. (module definition)
We define marketing as the process by which companies engage customers, build strong customer relationship, and create customer value in order to capture value from customer in return. (T. Kotler, G. Armstrong, C. Harris, H. He, 2019)
In order to improve BMW experience for customers as we mention earlier management company need to adapt to new market challenges, so they adopt consider some future recommendations like followings:
1. Embrace digital transformation and invest in digital marketing strategies including social media market research helps identify customer needs, preferences and behaviour. 
2. Personalised customer experience: utilize marketing campaigns and offers based on individual preferences market segmentation helps identify target customer segments and marketing strategies and meet their specific needs.
3. Sustainability: highlight commitment to sustainability and innovation in marketing campaign here also we talk about targeting where we can growth the potential, profitability and compatibility. 
4. Focus on electrical vehicles: as growing interest in electrical vehicles, are lined up in marketing efforts and position the brand to became leader on the market. 
5. Augmented reality: provide customers experiences to allow see cars in real world environments.
6. Collaboration and partnership: strategic partnership with other brands or organization aligned with BMW, promotion also involves communication with new partners who can help company to growth through different marketing channels and tactics. 
7. Community engagement: having communication with community events globally and organizing online forums. 
8. Continuous innovation: trying to maintain industry trend and to make possible to be in consumer preferences this step involves design, development, managing product, pricing strategies that creates value for customers and drive demand.  (BMW group, Strategy, no date).
As we speak about the marketing company in each marketing company 4 stages are vital to be followed:
1. Situational analysis 
2. Objectives 
3. Implementation 
4. Control 
Situational analysis its foundation of marketing plan for companies and each company starts with this.
Some stages of marketing need to understand when you conduct an external analysis for understanding the competition terrain and identify the opportunities and threats in the industry, so we can start with few and vital steps in our analysis.
External analysis also involves factors outside the company that could impact performance and market position. 
As we conduct this external analysis, we should also consider some key aspects about the company like followings:
1. Industry analysis where we need to have a closer view about the industry and about tending and projections also to consider some major factors like technological advancement and economic conditions, to identify the major competitors and new entrants market trends were company need to get more focused on the analysing trends in auto industry like electrical cars and autonomous driving vehicles.
2. Competitive landscape as we speak, each other big companies are developing new technologies so to maintain the trend its vital to know more about all companies that BMW is in competition with and to find out about their future strategies, using Porter five forces framework we can analyse the competitive forces shaping BMW industry. Evaluate the bargains power of buyers, threats of new entrants, threat of substitute and intensity of rivalry, this analysis will identify also the strong and the areas where BMW can face new challenges.
3. Economic factors everyday world is changing and balance of power some areas growth and some areas are got inflation depending on each area worldwide and consumer shift patterns and economic conditions BMW should act on sales.
4. Regulatory environment BMW it’s a worldwide company but every country and each area from globe have different rules about auto market like vehicle emission, safety standards, manufacturing process which BMW needs to be aware of and to be able to predict in advance how regulatory future changes can impact company and her future operation and strategy.
5. Technological advancements any other companies from the industry are making improvements in new and BMW need to keep up with its new technology like electrical propulsion, artificial intelligence. As we see how these new vehicles are reshaping the industry and influencing the customer we can identify opportunities to integrate new ways of manufacturing like cutting edge to facilitate a fast way to a finished and better product and services  
6. Social and cultural factors it’s not easy to be a global producer and because of this company need to adapt and understand each cultural shift from each country as it may impact customer perception about the brand.
7. Global marketing dynamic if we talk about a big company, we talk about supply chain about international sales and we talk about currency fluctuations in each country where it activates, we will analyse global market trend and regional differences, economic conditions and regulatory, identify key growth and market opportunities for expansion. Also, we will consider factors like urbanistic factors and cultural influences.
8. Supplier relationships all companies need to have reliable suppliers because it’s one of the keys in deliver in time for customers.
9. Environmental sustainability it’s a very big debate in all countries about the environment protection and each big producer need to arrange and present a friendly environment plan for the company and to emphasise with the customers believes. Everything will be based on emission standards, safety regulations, and government support for electrical vehicles. 
By conducting an external analysis, company can gain valuable into the competition areas, market dynamics and industry trends. This information will help company in taking much accurate strategic decision and leading to success inside the industry. 

Porters five forces
Porters five forces model it’s an analytical tool that analyse five competitive forces that help marketers and business managers to look at the balance of power in a market that is in between various organization on a global level and also help in determining an industry weakness and strengths. 
This framework was introduced by Mchael.E.Porter from Harvard Business School in 1979 and became very fast a very important method for business strategy. (Perera R., 2020).
Analysing this method any business and any companies can have a real data of industry and competition in this industry and to develop own strategy according to this data.
Porter book Competitive strategy, was in attention of management literature Miller and Frisen 1986, were Porter claims that a competitive strategy is the basic search for a good competitive place into the industry. Previous he explains about Volkswagen company who failed and withdrawal from north America market with a product who was attacked the market with luxury car in favour of Mercedes and BMW based on a failed strategy who been created on a poor research market. (Eldring J, 2008)
These 5 forces are split into a framework and based on followings:
1. Barriers to entry 
2. Buyer Power
3. Supplier Power 
4. Threat of Substitutes 
5. Competitive Rivalry 
If to have a look into details each of these 5 parts of framework we can explain each of this below:
1. Barriers to entry can include:
1.1. Economies of scale where large companies may benefit from cost advantages due of their size making difficult for new entrants and here, we can talk about our company BMW produces a large volume of vehicles allowing to spread fixed costs over a greater number of units reducing the average cost per unit. 
1.2. Product differentiation companies may have strong brand recognition and customer loyalty making it harder for new arrivals on the market to reach customers. Over the years BMW was made some strategies for this differentiation like brand image, design and styling, performance and driving experience customization options.
1.3. Capital requirements means that all big companies need to have a budget to invest to make it competitive which some of the small companies are limited into. BMW have a high number of manufacturing facilities and high budget in research and development. 
1.4. Access to distribution channels it’s known that big brands already have an established distribution network where usually new arrivals on the market will be hard to get as a lot of companies ask for exclusivity. As we presented BMW have exclusivity areas into auto house and other big stores for selling and present their product.
1.5. Government regulations all countries or world areas and unions have different regulation and taxes which are much easier to be paid by big companies. As we mention in definition BMW being one of the big companies on the market have a huge budget and it’s affordable to act in any corner of the world indifferent of the taxes and costs where small competitors have difficulties to get into high costs areas 
1.6. Switching costs where big companies can offer promotion and small companies, they find much hard to get into the market. Over the barrier of entry high barriers limited the threat of new competition and offer stability of existing company.
2. Buyer Power is referring to influence on customers on pricing and terms and is depending on several factors:
2.1. Number of buyers there just few big companies who can purchase large fleet and power over automakers like BMW and this is because of the volume of users. 
2.2. Switching costs if for BMW customers have already invest in programs like accessories, maintenance or loyalty programs will be less likely to switch to a different brand. 
2.3. Product differentiation like BMW on the market can create a value perception where customer can hardly to match a competitor.
2.4. Price sensitivity BMW can create a price economic condition and changes in customer preferences who can impact buyer power. 
2.5. Availability of substitutes the availability of alternative products can impact buyer power for BMW existence of big competitors on the market can influence bargain power. 
Overall BMW enjoys the reputation to a successful brand but anytime new economic environment, competition and shifting consumer preferences can influence its position on the market.
3. Supplier power it’s refers to influence that suppliers have it on prices, services, quality and availability of goods and services and its spread in number of suppliers where BMW relies on vast network of suppliers for various components and materials used in manufacturing process.
3.1. Differentiation of inputs it refers to suppliers who can provide unique and specialized materials were BMW relies on them to maintain productivity. 
3.2. Switching costs, this unique supplier it’s difficult to be replaced due to the factors like specialized equipment and expertise or long-term contract. 
3.3. Supplier concentration depending on each area of the globe if BMW wants to get into a dominant market by another supplier need to negotiate his place on the market and the number of units that it will put on that market.
3.4. Importance of inputs this importance of specific inputs to BMW production can dictate the terms if they are limited or limited substitutes. 
3.5. Forward integration suppliers who have their own product or competing with BMW may increase the bargain power. 
4. Threat of substitutes product or services can come from several sources.
4.1. Other luxury brands when customers may consider these brands when they took decision.
4.2. Non luxury brands when customers opt for non-luxury brands who offers comparable futures for less money. 
4.3. Alternative transportation options the increase of ridesharing the popularity of alternative to car ownership like electrical bikes and scooters, public transportation can put in danger company sales. This luxury motorbike, sport cars, and bikes might substitute the BMW luxury cars very easy and in very closer future. Even if it confronts with few obstacles BMW attack a segment of automotive very crawly who have brand loyalty and been able to keep it popular against the other luxury brands. 
4.4. Changing consumer preferences when shift in consumer preferences like autonomous vehicles, shared mobility could disrupt demands for luxury vehicles.
4.5. Technological advancements new developments like autonomous vehicles and new transportation solution can compete with traditional.
5. Competitive rivalry for BMW into the automotive industry is influenced by some factors like:
5.1. Intense competition with high rivals on a market where everyone introduces new models and continue to innovate day by day.
5.2. Product differentiation where each brand has different vehicles with different shape performance and technology and BMW one of the top brands always try to be ahead.
5.3. Pricing strategy it’s very difficult to maintain a good strategy where you need to have promotional discounts but at the same time to stay on profit.
5.4. Global presence BMW compete with different marks on different areas of the globe and need to adapt to customer preferences and regulation first.
5.5. Technological advancement BMW facing real new challenges especially in the electric autonomous sector where everyone tries to give a new shape of the industry.
5.6. Brand loyalty and reputation this company build its reputation over the years and invest a lot in customer satisfaction, and it keep going.
5.7. As we talk about efficiency in sales this is playing a crucial role in market communication and this segment of the market is often associate their success with the number of happy customers. Some numbers over the sales worldwide from 2015 showed that BMW group it’s generate more than 93-billion-euro revenue a very important increase since a previous year with over 14.6 per cent.
(Wall street prep, 2024), (Svend H., 2008).
Porter five forces framework offers some advantages and disadvantages.
Advantages like followings:
1. Comprehensive - analysis Porter five forces provides a structure base for analysing many aspects of industry competition and covers a large area of factors.
2. Easy to use - this model its some of the easiest to use and applied on a large range of industries and businesses.
3. Helps identify who holds the power in the industry - based on this information from the industry BMW can get informed and pursue strategic decisions. 
4. Help identify opportunities and threats - BMW can analyse competitive dynamic of industry and based on this new data can make new decision about the strategy.
(Study smarter, no date)
When we analyse competitive dynamic into any industry for BMW this means in: 
4.1. Strategic insight: Porter five forces can provide competitive dynamics of automotive industry by understanding of power of buyers and suppliers, the threat of the new entrants and substitute, and the intensity of rivalry among competitors, BMW can make strategic decision.
4.2. Competitive positioning analysing the forces from the industry in such way to be able to see where can have competitive advantages.
4.3. Industry benchmarking comparing the competitive across different segments of the automotive industry can help BMW benchmark its performance and identify areas for improvements.
4.4. Risk assessments this analysis can help BMW to assess the risk and opportunities associated with industry competition.
(Intuit mailchimp, no date)
Disadvantages for using Porter Five Forces are followings: 
1. Limited scope usually this method it is focusing on factors from the internal industry without consider external factors such as macroeconomic trends, regulatory changes, and technological advancement, who can also influence industry competition.
2. Static analysis a simple view for BMW a simple view may overlook complex interactions and dynamics within the automotive industry. It may miss the capture of competitive strategy, influence factors like brand reputation, product innovation and customer experience.
3. Can be subjective interpretation challenges analysis can get influenced by different factors in different occasions by persons who are in charge for analysis and alternate result or get an inaccurate result leading to inconsistencies in strategic decision.
4. Challenging for businesses with diversified product portfolio dynamic challenges of competition where is less effective and change over time because of some various factors such as technological advancement, regulatory changes and change customer preferences, this been said this porter five forces method cannot all the time reflect the dynamic nature of the industry competition. 
(Study smarter, no date)

Recommendation and Conclusion
Overall Portes five forces can provide valuable insights into industry competition, BMW should come with analytical tools and consider a range of factors to develop strong competitive strategies. 
Auto industry is experiencing big fluxion and disruption because of so many fast changes like futuristic advancements, electrical cars, driving systems. 
Also, costumer preferences are changing rapidly based on sustainability, digital experiences, shared mobility. Intense competition existing from traditional and new entrants, and this offer an exceptional experience for customer in order choices. 
Our external analysis showed a very big importance of agility, innovation and customer quality for BMW. It provides an exact view of external analysis for developing strategic action plans and key opportunities. 
BMW Group have a different product have a business strategy and every day it’s differentiate their product by design, performance, and very high level of features. Areas that BMW need to pay more attention and invest more money are portfolio diversification, where it’s still maintained only 3 brands BMW, MINI, ROLCE ROYCE and need to improve more its partnership with business who can promote more there brand, business outside automobile industry. (Business Research Methodology, 2016)
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