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Executive summary – The assignment is an evaluation and analysis of the famous marketing tool of prof Michael Porter – Value Chain Analysis. The company selected for the study is automotive brand BMW. The objective of the assignment is to explain the main components of the value chain in the context of BMW.  Special focus is on the electric car division. The assignment begins with the introduction and purpose. Next is the details of BMW growth and BMW UK. The next mention is about the electric car division. This is followed by the definition of Value Chain and each of its components. Next, the same is explained concerning BMW. Then come conclusion and references.
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[bookmark: _Toc48808544]Introduction – 
The value chain analysis developed by Prof Michael Porter of Harvard University is a powerful marketing tool used by firms worldwide. This was developed in the 1980s and since then has consistently been accepted as a performance growth metric. It is defined as a series of activities performed by the company so as to give value enhancement to its customers. This addition of value put the firm in a place of competitive advantage. As a tool both big and small firm use these in varying degrees. In the present time of globalisation, this has become even more important since more and more factors is influencing the growth of a company with technology always standing as one of the central pillars. As one of the largest brand names in the world, BMW has to constantly strive for achieving the mentioned competitive advantage. It scales of operations is spread across the world. Each region and its market have different dynamics. Thereby company has to apply this theory in tandem with that particular market. This will have to be an ongoing exercise in BMW, and the company will have to aim at consistently maintaining its market position through timely usage of the value chain model (Gunjal, B., 2019).  
[bookmark: _Toc48808545]About BMW - 
The BMW brand hardly needs any introduction. It was and remained a household name across the world for their range of high-end luxury cars. It has a presence in almost every part of the world with a substantial market share and consumer base in the premium car segment. As a brand, BMW has developed customer faith and trust for generations.  The product range of BMW is focussed on luxury cars as the flagship level and also electric and racing cars, family cars, motorcycles. Starting in 1916, BMW has now crossed more than a century of consistent performance and quality level growth. Among the well-known brands are BMW Mini, Rolls Royce, BMW Motorrad for two-wheelers.   As of now, BMW stands among the top auto manufacturer in the world. The gross turnover of the company is approximately € 99 Billion. It has an employee base of about 1, 52,000 people in different technical, specialised and soft skill roles. The company is known for its focus on high-end research and development on multifaceted aspects of automobile engineering. Technical perfection has always been the hallmark of BMW brand (BMW Group, 2020). 
BMW is currently headquartered out of Munich, Germany. The country-specific subsidiary companies are located in all major markets like USA, China, India, Brazil, South Africa, Mexico. They have localised manufacturing facilities.  In the year 1980, BMW division in the UK was operationalised. The parent company is BMW UK Ltd.  Its headquarters is in Farnborough. The manufacturing facilities are in Crowley Oxford.  Goodwood Sussex, metal pressing unit in Swindon for the metal pressing unit, Birmingham for engine plant. The distribution network consists of company showrooms, franchisee owners, loan and finance processing partners. UK is one of the core markets for BMW globally. Almost 9000 people are directly employed with the company in various functions and roles, and about 15.000 people are employed indirectly.  
BMW electric cars:  
This division is known as BMWi, and it was started in 2011 on Battery Electric Vehicles (BEV) models.  The first models released were the i3 electric cars followed by the i8 plug-in model. The i3 is a zero-emission vehicle powered by lithium-ion batteries.  Production of these models started in the year 2013 and deliveries took place in the same year. In many of the BMW hybrid vehicles, the technology of the electric cars has been embedded through the 2016 introduction of the iperformance model. Some of the leading electric car models released by the company include the - X3,  X5, X1 models, iPerformnace series – 330e, 530e, 740e, the Mini Countryman model. The main markets for electric cars are UK, USA, Norway, Germany. By the end of 2019, BMW has touched the milestone of 5 lac unit sales for its electric vehicles. Even in the Corona hit 2020, the i3 model electric vehicle has reached about 1.6 lac sales by the mid of the year. This feature-packed model is a daily use car (BMW electric: Munich's present and future EVs in detail, 2020). 
[bookmark: _Toc48808546]Michel Porters value chain model –
As the very name says, it is all about giving better value to the customer. There are a series of activities that have to be done for the same. The core strength of this model lies in its approach. It revolves around a model where all the activities and process are directed towards the customer as the pivotal point (Grigorescu, 2015). The departments and another functional category of the company will be utilised for this purpose, rather than the other way round. Ultimately activities are linked to systems, and the results show the costs incurred and the profits derived. It will accordingly give the direction which the business has to embrace. In other words, it makes it possible for the policy planners or strategists within an entity to understand the loss-making scenarios and the profit-making avenues. Decisions can be taken accordingly (Porter and Kramer, 2019). 
Value Chain Analysis consists of primary activities and support activities. The former has a direct impact on production, sales, maintenance, maintenance and support related directly to products or services of the firm. The support activities give the back-up to the primary ones, and it is taken as the basis for every company. It can also be that a particular support activity gives backs up multiple primary activities (Zamora, 2016). 
Primary activities: 
Inbound logistics- It involves storage and sticks keeping of all the raw materials required for the company to make its products. This starts with receiving the raw materials until its usage for final products. The supplier relation is significant to add value in this activity.
Production – It is the combination of activities that lead to turn the raw materials and other inputs into a semi-finished or final product. It also involves floor, shop or assembly line production and related activities. Here value is created through proper operations. 
Outbound logistics – All those activities that are related to talking the finished products to its final point of destination or customer usage comes here. This includes distribution, warehouses, transport. A good supply chain adds value here. 
Marketing and sales -  It comprises of the activities that will ensure proper marker recognition of the finished goods and services. This includes brand management and customer relationships. The value comes in having uniqueness towards the customer.
Services – Once the product or service is given, it should be maintained as per customer expectations by backing it up with the right service level activities.
Support activities: 
Firm infrastructure – It should help to carry out all the operational activities as mentioned above. The activities such as administration, accounts, line management are some examples. 
Human resource management – Develop the human capital within the firm so that the desired level of support to all the business activities is fulfilled as per requirements. 
Technology – The organisation has to make effective use of technology at all levels to develop its products and services. It will be internally and externally. 
Procurement – In simple terms in its purchase management. Its focus as a support activity is control cost and also ensure good relationships from supplier to customer.  
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These activities will be focussed more towards the electric car division and value creation in the same. 
Primary activities at BMW:  
Inbound logistics – The company has almost ten thousand plus big and small global suppliers across the globe. The most extensive supplier base is in its parent country of Germany, which accounts for 38% of total supplies. Western Europe accounts for almost 17% and the USA, about 15% of supplies. The electric cars are mostly centred in these markets. The UK has about several hundred suppliers. These are stocked in adequate quantities, especially for the I3 electric vehicles. As one of the fast-growing electric cars market of BMW, the i3 BEV has consistently crossed ten thousand plus sales in the UK since 2018. Customers can buy genuine spare parts with authorised service dealers or BMV online. Shortages are rare due to efficient supplier network both in the UK and across EU (Genuine BMW Parts | Servicing and Repairs | BMW UK, 2020).  
Production – BMW i3 and i8 (now discontinued) has always been a high priority zone in the UK, Germany and Norway especially. These three are bog market for its BEV models. In 2019, BMW UK announced that it would start production of Mini Countryman models in its Cowley plant in year-end and retail deliveries to be ready by March 2020. This efficient planning is the result of a well-connected supplier chain system and optimal utilisation of its machinery in the Cowley manufacturing plant. The components will be taken from different countries, and the metal pressing will be done at Swindon unit. This seamless planning is set to give value to BMW in the UK market (Electric Mini production to boost UK car industry, 2020). 
Outbound logistics – BMW has a running network of the franchisee and own shown rooms across the UK to facilitate customer purchase of Electric cars, non-electric and Hybrid models. The showroom locator is on the website of the company through which customers can quickly come to know of their nearest. Although not among the highest, the company still has a good number of franchisee showrooms spread out. Global logistics group DHL is one of the key supply chain partners of BMW outside Germany.  All these ensure that customers are ready and nearby access for test drives and model inspections (Size of car dealership networks in the UK 2014-2017 | Statista, 2020). 
Marketing and sales:  As one of the most admired brands in the world, marketing and branding is a principal value add of BMW. Its slogan is “sheer driving pleasure”. It has always given a consistent thrust to brand balding. With the internet now driving things, the company uses digital techniques and social media for brand building.  The latest campaign is focused on the Plugin Hybrid Electric Vehicles (PHEV). It aims at encouraging those users who are not ready to shift entirely to an electric model but have great fans of BMW vehicles. This ad is made for the UK market by creative agency FCB Inferno (BMW "Discover the BMW Plug-in Hybrid range" by FCB Inferno, 2020).  
Support activities at BMW: 
Firm Infrastructure – The company has two business divisions. One is that of automobiles and second of two-wheelers. The CEO is responsible for the growth and overall operations, and the board has a chairman for corporate governance. Similar to all global corporation, there are divisions like finance, purchase, legal, services, human resources. It is taken care of by the respective divisional heads. The electric cars a product division comes that comes under automobiles. Running CEO is Oliver Zipse. 
Human resource management -  the automobile industry is very much competitive, and it can maintain its market share through a skilled workforce. BMW has a total of about one and a half lac employees, and the automotive sector alone has around one lac twenty-five thousand human resources. It has been several times ranked as the best place to work, including in the 2018 year. The brand also has a low human resources attrition rate of 2.78% and one of the most diverse workforces in the world. The BMWi division has many specialised roles. 
Technology – It is the central pillar on which BMW has grown right from day one. Its global image is built on the core attention given to technology-based research and development. Within UK and Europe, there has been investment to the of almost € 2 billion for R&D and of the release of new models. The growth in the i3, i8 Electric models and hybrid cars is proof that BMW is one of the largest spenders in innovation-based automobile engineering. The iperformance model has given seamless EV technology integration in the BMW petrol cars. The company is now testing the i4 electric cars for its proposed 2021 with some power-packed features like 530 horsepower and 373 miles of range (BMW reveals i4 electric car in testing, promises nearly 400 miles of range, 2020).  
Procurement – Being an automobile manufacturer with a global list of component suppliers, this support function has a vital role in BMW. Dr.-Ing heads the division. Andreas Wendt. The company has long term relations with many raw material and component suppliers. There are almost ten thousand such suppliers from small vendors to global giants like Bosch. The purchase and supply chain takes care of both quality and cost control. It is one of the key divisions in BMW's success story.  
[bookmark: _Toc48808548]Conclusion – 
There is no doubt about the fact that BMW has maintained its position in the automobile market since the days of its first launch more than a hundred years back. Value Chain Analysis of Porter is a useful tool for this global brand to generate competitive advantage. It also helps to understand its weak points in the market. For example, it EV division is making good sales, but it is still behind many other brands. Similarly, it has to increase the franchisee dealer network in the UK.
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