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INTRODUCTION
The swift shift towards sustainable mobility has led many well-known car manufacturers to rethink their long-term strategies. BMW, a global leader in luxury vehicles, is making substantial investments in electric vehicle innovation to adapt to this evolving landscape. The marketing poster I created showcases BMW's vision for a next-generation EV concept, featuring advanced charging technology, smart driving systems, and a sleek, futuristic design. 
Digitalization, the demand for personalized mobility experiences, and growing environmental concerns are all shaping how consumers behave in today’s fiercely competitive car market. The introduction of a new BMW EV sub-brand presents a fantastic opportunity to meet these needs and reinforce BMW's commitment to innovation. The poster captures this concept beautifully with its clean designs, modern typography, and product-centric visuals that reflect the brand's premium essence. By examining the market landscape and establishing a foundation for a strategic brand development plan, the following portfolio builds on this idea.
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The First Look of Car BMW Solaris

[bookmark: _Toc212893091][bookmark: _Toc214421383]Element 1: STDP Analysis 
1.1. [bookmark: _Toc214421384]Partitioning
BMW skillfully divides the electric vehicle market into distinct groups that share similar characteristics and needs through the process of segmentation. They focus on four main criteria—demographic, psychographic, behavioral, and geographic—to effectively categorize their brand.
1.2. [bookmark: _Toc214421385]Segmentation by Demographics
BMW E-Volve is all about targeting middle-class and upper-class professionals, typically aged between 25 and 55. This demographic is made up of individuals who not only have a keen interest in luxury mobility but also possess a strong spending power, are tech-savvy, and prioritize eco-friendly consumption. The brand effectively taps into a market of customers who can invest in high-end electric vehicles and truly value exceptional engineering—much like how your example assignment highlighted age and income segmentation for Cadbury's "Memories."
1.3. [bookmark: _Toc214421386]Psychographic Dividing
As electric vehicle (EV) buyers increasingly prioritize their values over mere functionality, understanding psychographic segmentation becomes essential. Take the BMW E-Volve, for instance; it targets "Future-Driven Innovators"—those who value luxury, sustainability, cutting-edge technology, digital convenience, and social prestige. These customers are all about high-end experiences and are often the first to embrace new tech. This approach mirrors the psychographic strategy highlighted in the example assignment, where emotional connections shaped the segmentation.
1.4. [bookmark: _Toc214421387]Segmenting Behavior
When it comes to segmenting behavior, the brand's ideal customers are those who truly appreciate top-notch performance, rapid charging, smart features, and reliability. These individuals take the time to thoroughly research electric vehicle features, battery longevity, and digital capabilities. They tend to gravitate towards premium brands that are eco-friendly and offer lasting value. Moreover, they show strong brand loyalty and are willing to invest more in vehicles that come equipped with advanced features like personalized infotainment systems and autonomous driving capabilities.
1.5. [bookmark: _Toc214421388]Geographic Segmentation
The BMW E-Volve is designed for bustling cities like London, Birmingham, Manchester, Berlin, and other major urban centers where government incentives, charging infrastructure, and eco-friendly policies are paving the way for electric vehicle adoption. The urban segmentation in your sample closely mirrors the focus on established, tech-savvy regions.
[image: ]
Figure- 1 Energy Monitor (2024) Global EV Adoption Chart. Available at:https://github.com/kishanpandya/public-images/
1.6. [bookmark: _Toc214421389]Targeting
After analyzing the segments, it’s clear that the ideal customers are premium consumers who care about sustainability and technology. These individuals, typically aged between 25 and 55, live in urban or semi-urban areas and are genuinely interested in modern mobility solutions and digital experiences. This market is made up of professionals like IT specialists, business owners, executives, and innovators who not only seek luxury but also prioritize eco-friendly products. They appreciate the prestige that comes with the BMW brand, all while having a strong interest in high-performance electric vehicles. For instance, Cadbury's "Memories" campaign was aimed at sentimental gift-givers looking for emotional connections. Similarly, the BMW E-Volve appeals to those who value cutting-edge innovation, status, and meaningful experiences over just a basic electric vehicle.
1.7. [bookmark: _Toc214421390]Distinctiveness
The BMW E-Volve distinguishes itself from rivals such as Tesla, Audi e-Tron, Mercedes EQ, and Polestar through differentiation.
· Differentiation in Technology
E-Volve brings together a unique blend of features like the integrated AI-DriveSense, which enhances driving and safety, the Eco-Smart Energy Recycle for optimizing energy use and recovering heat, and the Hyper-Charge+ that can juice up your battery from 0 to 80% in under 15 minutes. These innovations give E-Volve a significant advantage over traditional electric vehicles.
· Differentiation in Design
The brand showcases a sleek interior crafted from sustainable materials, paired with a futuristic, aerodynamic exterior. This aligns perfectly with the visual style of your poster, which highlights the BMW car adorned with blue energy accents and a modern, highly stylized silhouette.
· Differentiation in Experience
BMW ConnectSphere, a customized digital ecosystem that connects to wearables, smart homes, and smartphones, will be introduced by BMW E-Volve.  Immersion entertainment, biometric access, in-car AI assistants, and customized driver profiles are all part of it.




· Differentiation Based on Emotions and Values
The BMW E-Volve bills itself as "luxury performance with sustainable intelligence," whereas Mercedes emphasizes comfort and Tesla concentrates on technology.  Owning a car that is socially conscious, environmentally conscious, and technologically sophisticated has emotional significance.
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[bookmark: _Toc214421391]Element 2: Marketing Mix Strategy (4Ps) for BMW E-Volve
The foundation for executing the brand strategy outlined in the STDP study lies in the marketing mix. The 4Ps framework—Product, Price, Place, and Promotion—helps us figure out how the new electric car will create value, attract the right audience, and maintain a competitive advantage in the premium EV market, especially since BMW E-Volve is all about product excellence. Altogether, the 4Ps align with the brand's strategic aim of offering forward-thinking consumers smart, luxurious, and sustainable transportation options.
[bookmark: _Toc214421392]2.1. Strategy for Products
The BMW E-Volve is an upscale electric car concept that beautifully merges digital innovation, performance, and sustainability. The product strategy is built on three essential pillars: the core product, the actual product, and the enhanced experience.
· Main Product
The standout feature of the BMW E-Volve is its intelligent performance paired with luxurious, sustainable mobility. Customers are investing in a mobility experience that fuses high-end engineering with a commitment to environmental responsibility, rather than just purchasing an electric vehicle. BMW’s commitment to "future-ready mobility" shines through in the EV innovations showcased in your poster, such as the cutting-edge exterior design, AI-driven driving features, and sustainable engineering components.
· Actual Product
· The Hyper-Charge+ Battery System: tackles a major concern for customers, allowing for long-distance travel with the ability to charge from 0% to 80% in under 15 minutes—talk about convenience!
· AI-DriveSense Technology: which is like having a co-pilot. It provides automated lane assistance, adapts to your driving style, sends predictive safety alerts, and even offers personalized driving modes.
· The Eco-Smart Energy: System is all about efficiency, featuring regenerative braking and heat-recovery technology to make every drive greener.
· design and build quality: expect an aerodynamic body, striking LED light signatures, a panoramic interactive dashboard, and an eco-friendly interior made from recycled fibers and plant-based leather.
· Personalisation: with custom driving behavior presets, biometric user profiles, a fully customizable digital cockpit, and a range of color schemes to choose from.
· BMW ConnectSphere: a seamless digital ecosystem that connects your car with AI assistant features, smartphones, and smart homes for a truly integrated experience.
· New version
The ownership experience gets a significant boost with the enhanced product
· Help with home charging installation 
· The BMW E-Volve smartphone app, offering charging insights and remote diagnostics 
· Options to extend the battery warranty along with a three-year service package 
· Exclusive access to "BMW Future Mobility Events" for members only 
· Tailored onboarding and dedicated digital support
This added value not only strengthens consumer loyalty but also aligns perfectly with the high standards associated with BMW's brand reputation.
[bookmark: _Toc214421393]2.2. Pricing Strategy
To align with BMW's reputation for luxury and the advanced technology of the BMW E-Volve, a premium pricing strategy will be implemented. This approach is influenced by three key factors: perceived value, the competitive landscape, and the cost structure.
· High-end Value Pricing
The target audience consists of wealthy, tech-savvy individuals, where factors like quality, brand prestige, and innovative features take precedence over low pricing. The price must reflect innovation, sustainable engineering, and a unique status. The luxurious design and state-of-the-art technologies justify a higher price compared to mass-market electric vehicles.


· Benchmarking Competitively
The Tesla Model Y and S are definitely on the cutting edge of technology, but they don’t quite hit the mark when it comes to luxury. The Mercedes EQS leans heavily into luxury, but its software innovation seems to lag behind. The Audi e-Tron boasts a strong design, yet it suffers from longer charging times. Polestar offers a mid-range performance that emphasizes minimalism and sustainability. In this landscape, the BMW E-Volve stands out by blending performance, sustainability, and intelligence, which justifies its higher price point.

· Recommended Price Range:
entry Model: £62,000–£68,000 
High-End Model: £75,000–£82,000 
Performance Model: £90,000+ 
These prices align with the premium EV market and suggest a sense of exclusivity. To make these models more accessible, options like leasing, subscription packages, and financing could be introduced.
· Justification of Premium Pricing
Premium pricing strengthens the differentiation strategy highlighted in Element 1 and increases perceived value. It guarantees that consumers view the product as a long-term investment in sustainable luxury and intelligent transportation rather than just a car.
[bookmark: _Toc214421394]2.3.  Place (Distribution Strategy)
The Place strategy outlines the physical and digital channels that BMW E-Volve will use to reach customers. Customers anticipate easy access, convenience, and multi-channel experiences as the EV industry expands.
· Network of BMW Dealers
BMW's main way of getting cars to customers is still through its extensive global dealership network. However, a select few E-Volve locations within these dealerships are set to provide an exceptional experience that includes
· Interactive digital displays 
· Virtual reality driving simulations 
·  Showcases of eco-friendly material
· Dedicated EV experts
This approach offers a unique experience that goes beyond the usual car buying process, reinforcing BMW's premium brand image.
· Direct-to-consumer (D2C) online platform
More and more EV buyers are opting to shop online. To cater to this trend, BMW will offer
· A seamless online reservation and setup process 
·  Live chat support from knowledgeable EV consultants 
· Transparent financing and trade-in options 
·  Tracking for digital deliveries
This model captures the ease of use that brands like Tesla offer, all while keeping that luxurious service vibe that BMW is known for.
· Experience Centers That Pop Up
The E-Volve concept car will make its debut in bustling urban spots like shopping centers and business districts, allowing consumers to interact with its digital features. This approach helps the company connect better with younger, city-dwelling customers.
· Strategic Alliances
Collaborating with charging infrastructure providers like BP Pulse and Ionity Getting installation support from residential energy companies Showcasing at sustainability events and tech expos.
This strategy ensures that BMW E-Volve is accessible, well-supported, and present in the areas where potential EV customers are most engaged.
[bookmark: _Toc214421395]2.4. Promotion Strategy
To effectively communicate the brand's value proposition—luxury performance powered by sustainable intelligence—promotion plays a vital role. The goals are to raise awareness, shape opinions, and encourage engagement, particularly among younger, professional audiences.

· Online advertising
Targeted ads on platforms like LinkedIn, YouTube, Instagram, and TikTok Short films that highlight eco-friendly materials, AI-driven modes, and Hyper-Charge+ Collaborations with influencers who advocate for sustainability and tech reviews Users can "place the E-Volve in their driveway" using interactive augmented reality filters.  A digital-first approach resonates with tech-savvy consumers.
· The "E-Volve Your Drive" storytelling campaign
In this emotive advertisement, the car is portrayed not just as a mode of transport but as a symbol of future mobility. The narrative focuses on creativity, accountability, and personal growth.
· Immersion Activities
Exclusive launch parties tailored for our high-end clients Explore vibrant festivals in major cities Discover AI and eco-friendly technologies at BMW E-Volve Tech Week Customers can dive into innovation through engaging experiential marketing.
· Sustainability Messaging and Public Relations
Our credibility will be strengthened through press releases, interviews with BMW engineers, and in-depth sustainability studies. We’ll highlight our commitment to environmental consciousness by focusing on our low-impact practices and the use of sustainable materials.
· In-Store Promotion
At BMW stores, we’ll offer personalized consultations, detailed product walkthroughs, and digital displays that highlight our charging technologies.
The marketing mix for BMW's E-Volve is all about premium value, cutting-edge technology, and sustainable performance. Their product strategy focuses on innovation and luxury, while the pricing strategy emphasizes exclusivity. The distribution strategy makes sure that their offerings are accessible through modern channels, and the promotional strategy aims to create both emotional and technological connections with consumers. When you put all these elements together, they form a strong and competitive brand strategy that's perfectly aligned with the future of the electric vehicle market.
‌
[image: 4Ps Of Marketing Mix: The Best Guide To Show You How To ...]
Figur-2 Google.com. (2024). Google Image Result. [online] Available at: https://www.google.com/imgres?imgurl=https%3A%2F%2Fheidicohen.com%2Fwp-content%2Fuploads%2F4Ps_of_the_Marketing_ [Accessed 19 Nov. 2025].



[bookmark: _Toc214421396]Element 3: Marketing Strategy Pitch for BMW 

Drivers today are looking for smart, sustainable, and personalized mobility options instead of just quick transportation in this rapidly evolving mobility landscape. BMW Solaris steps up to meet this demand. Solaris isn’t just another electric vehicle; it’s a forward-thinking mobility experience that fuses state-of-the-art AI technology with exceptional craftsmanship.
 Our concept addresses a growing challenge in the luxury EV market: customers often feel they have to choose between high-end luxury and advanced technology. Solaris changes that game. With its HyperCharge-X system, which can charge from 0 to 80% in just 12 minutes, AI-DriveSense that adapts to your driving style, and an eco-friendly interior crafted from recycled and plant-based materials, Solaris sets a new benchmark for responsible premium mobility.
With BMW ConnectSphere, Solaris brings drivers a blend of smart performance, eco-friendly design, and a personalized digital experience. Solaris is perfect for those who crave innovation while keeping their style intact, targeting forward-thinking professionals aged 25 to 55.
But Solaris is more than just a car; it embodies a commitment to the future of mobility, the planet, and the driver. This marks BMW's latest leap forward, transforming the luxury electric driving experience. Welcome to Solaris. The Future Hastened.
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Figure-3 Poster for above pitch (Self-Created Using Canva)
[bookmark: _Toc214421397]Element 4 – Reflection

Crafting the brand concept for BMW Solaris has been a truly enlightening journey that has deepened my understanding of strategic marketing and how theory plays out in the real world. One of the most eye-opening moments for me was discovering the interconnectedness of the STDP model. Initially, segmentation felt like just another categorization task, but as the project unfolded, it became clear that truly grasping customer motivations was essential for shaping the brand's identity.
 By pinpointing "future-driven innovators" as our main psychographic group, we were able to define Solaris's tone, design, and tech focus. This experience really underscored how segmentation can significantly influence differentiation and how a robust positioning strategy must align with the functional and emotional needs of the target market.
The importance of alignment in a marketing plan really came to life when we looked at the 4Ps. Every other element of the mix was influenced by Solaris' decision to adopt a premium pricing strategy. To justify this higher price, a cutting-edge AI ecosystem and a top-notch charging experience are essential for a product of the future. 
Similarly, Solaris reinforced its image as a high-end, sophisticated brand by utilizing limited distribution and creating immersive showrooms. This experiment clearly showed that every part of the marketing mix should work together to support the brand's story, rather than operate in isolation.
One of the key skills I picked up during this process was crafting an engaging story in a limited timeframe. Instead of just listing features, I learned to present Solaris as the perfect solution to a gap in the market—striking a balance between luxury and technology. The way we visually translated this strategy onto a poster highlighted just how important it is to keep messaging, design, and brand identity consistent.
I definitely want to make some improvements in a few areas for my upcoming projects. To get a better handle on pricing expectations and what features people find appealing, I plan to dive deeper into primary research. While I did use some secondary insights for this research, having more quantitative data would really bolster my approach. 
Additionally, I want to enhance my storytelling strategy by weaving in more scenario-based examples and user-focused narratives in the pitch. This would help to humanize the content and make the strategy more relatable. Lastly, since it took longer than I expected to polish the poster design, I need to work on my time management during the pitch preparation.
All things considered, this project improved my capacity to use marketing theory in an innovative, real-world setting. My ability to think strategically, communicate visually, and articulate a compelling brand narrative all improved as a result. My involvement with BMW Solaris has equipped me to tackle branding projects in the future with more assurance and originality.
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