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[bookmark: _Toc238377582]Executive Summary
This business development proposal is an evaluation of BYD’s long term growth and success in European electric vehicle (EV) market. The analysis reveal that European market has huge potential EV. It is characterized by a growing share of EV in automotive market. Moreover, the public demand for high-tech and low-cost vehicles and Government’s policies to promote decarbonisation processes have caused this expansion of EV market (International Energy Agency, 2025; European Commission, 2024). Europe’s automotive market is governed by strong competition, trade restrictions, regulatory complexity, consumer trust and localisation requirements. BYD has to have a well-defined and effective strategic growth plan in order to establish a hold in this market.
The analysis of BYD’s capabilities indicates that company has solid base for expansion in the international market. BYD follows a vertical business model with unique manufacturing scale, research and development capabilities. This model offers competitiveness in terms of cost efficiency, innovation and supply chain control (BYD Company Limited, 2025; Ding and Wang, 2023). In 2024, BYD sold 4.27 million new EVs with overseas sales totalling 417,204 units, which are 71.68% higher than the previous year (BYD Company Limited, 2025). The situation is different for BYD in European market, which is dominated by established manufacturers who have an edge over their competitors due to strong dealership network and long-term customer relationships. The analysis in this business development proposal reveals some key areas for BYD that need attention in development of localisation network, brand credibility and operational resilience. 
The proposed strategies address these challenges in an integrated way. The strategy involves market localisation, value-based positioning, dealership, digital channel expansion and strategic partnership and customer-retention. Operational aspects involve more reliance on European manufacturing and regional sourcing to reduce exposure to tariffs. The Hungarian investment of around €4 billion which will produce 300,000 units per year is expected to be a key part of the expansion strategy. Human capital development aspect would be the recruitment of local staff, development of technical skills, digital skills and regional leadership through partnership with relevant institutions. 
As of 2024, the company's revenue is around RMB777.1 billion while the net profit is around RMB40.25 billion (BYD Company Limited, 2025). The proposed financial strategy is subject to tariffs, inflation, price competition and ups and down of demand and investment. In order to mitigate these risks, investment is recommended to be invested in phases under continuous financial monitoring.
The proposal concluded that BYD has intensive resources, market opportunity and strategic capabilities to ensure sustainable expansion in European EV market. BYD has to utilize its current technological edge and effective cost strategies in the local European market to develop a trustful relationship with the customers, resilience in operation and sustainable profits. The suggest strategy is economical and strategically coherent with flexible implementation adaption to the market, regulatory and competitive conditions.
[bookmark: _Toc236012248][bookmark: _Toc238377583]Company Description
[bookmark: _Toc236012249][bookmark: _Toc238377584]Introduction to BYD
Based in Shenzhen, China, BYD company limited started operations in 1995. The company primarily manufactured rechargeable batteries for consumer electronics. IN 2003 company decided to adopt diversification strategy moving into automotive sector by acquiring the Xi’an Quichuan Automobile company. The strategy was adopted to take advantage of the worldwide shift to sustainable transportation (Zhang and Luo, 2022). This diversification plan led to BYD becoming world’s leading electric vehicle manufactures.
BYD’s success is derived by its vertically integrated business model, which means company has full control over key components of its products. Batteries, semiconductor and complete manufacturing process is controlled by the company itself. Company has been able to achieve high operational efficiency, supply-chain resilience and competitiveness in an evolving global EV market (Ding and Wang, 2023). The company is continuously invested high resources in R&D, which has allowed it to attain global technological leadership position in the innovation of batteries, most notably its proprietary Blade Battery Technology (IEA, 2024).
BYD is currently establishing a strong global presence with growing market share and localisation plans in Asia, Europe, North America, Latin America and Oceania (Bloomberg NEF, 2024). These plans forma solid basis for expansion into even highly competitive such as Europe.
[bookmark: _Toc238625874]Table ‎1.1: BYD Company Limited Key Statistics (2024–2025) (BYD, 2025; BYD, 2026)
	Year Founded
	Founded in February 1995.

	Headquarters
	Located in Pingshan District, Shenzhen, Guangdong, China.

	Founder
	Founded by Wang Chuan Fu and Lu Xiangyang.

	Number of Employees
	869,622 employees (As of Dec 31, 2025).

	Global EV / NEV Sales
	4,550,036 units (2025 New Energy Vehicles). 
Of which battery-electric (BEV): 2,254,714 units.

	Revenue
	RMB 803,964,958,000 (approx. USD 116.1billion) for FY 2025.

	Number of Countries/
Markets Served
	Operates across six continents and over a hundred countries as of 2025

	Manufacturing Locations
	· China: Shenzhen, Xi'an, Changsha, Changzhou, Fuzhou, Hefei, Jinan, and Zhengzhou 

· Uzbekistan

· Thailand



[bookmark: _Toc236012250][bookmark: _Toc238377585]Products and Services
BYD's product / service portfolio is not just about making electric vehicles (EV), but it is a smart business model that guarantees their long-term competitiveness in the global market of clean energy. The company spans several interwoven fields, allowing it to create value all along the electrification value chain and diminish reliance on a single revenue stream (BYD, 2024).
It's home to a line of all types of passengers EVs, spanning from compact, urban cars to sport utility vehicles (SUVs) perfect for families, executive sedans and premium electric vehicles. The diversification of products will allow BYD to expand the customer base and adjust their product portfolio based on the needs of different regions in the market, which will help to strengthen their market position. This diversification helps to reduce their commercial risk and boost the company's competitiveness in already established and new EV markets.
Battery is still the key factor of BYD's competitiveness. The company is one of the largest lithium-ion battery manufacturers in the world and has developed its own Blade Battery, which is safer, longer-lasting and cost-effective (IEA, 2024). Vertical integration allows the company to retain control on the critical supply chains, which means that it does not rely on external suppliers and can withstand shocks and stress more effectively.
Besides the car industry, BYD is also producing in the field of residential, commercial and utility-scale energy storage products. This diversification allows the organisation to tap into the increasing demand for renewable energy integration and initiatives towards wider decarbonisation efforts (Bloomberg NEF, 2024). So, EVs, batteries and energy-storage are Supplementary Technologies and will be the way forward with Innovation, Synergies and Strategic Development for BYD in the long term.
[image: ]
[bookmark: _Toc238625870]Figure ‎1‑1: BYD Integrated Business Ecosystem (BYD, 2024; BYD Company Limited, 2025)
BYD's product variety enhances its capacity to adapt to market needs and build on its technological expertise across various fields. It is an integrated ecosystem that enables revenue diversification as well as the company's ability to gain sustainable competitive advantage in an increasingly dynamic global mobility market.
[bookmark: _Toc238377586]The Mission, Vision and Strategic Direction.
BYD's corporate values are based on sustainable mobility solutions and clean-energy solutions and technology innovation to improve quality of life (BYD, 2024). Underpinning this, the company's vision is to become a global leader in electrification and speed the transition towards a low carbon future, by developing better vehicle and energy technologies (IEA, 2024). The statements provide strategic guidance and direction on the long-term development and international expansion activities on the organisation.
Sustainability has been integrated into BYD's strategic thinking and is a business objective and competitive edge. The company's investments in electric vehicles (eVs), batteries, and energy-storage solutions aim to help drive global decarbonisation efforts and benefit from the increasing demand for sustainable products (European Commission, 2024; Bloomberg NEF, 2024). Sustainability programmes therefore have a direct impact on positioning in the market and on value creation in the long-term.
BYD's overseas development strategy counts on technology innovation, localization and international brand established. The company has been actively working to reduce its reliance on exports by strengthening its manufacturing operations and local collaborations to make its business more responsive to the local market and mitigate export risk (McKinsey & Company, 2024). In particular this statement is true for Europe where all three pillars, namely Regulation, Consumer expectation and Competition, are trending towards local solutions.
[bookmark: _Toc238625875]Table ‎1.2: BYD International Expansion & European Strategy Milestones (2020–2025) (BYD Company Limited, 2023, 2024, 2025; Reuters, 2025; S&P Global Mobility, 2025)
	Year
	Strategic Event

	2020
	Introduced BYD's cost-efficient Blade Battery while testing European market potential (BYD Company Limited, 2023).

	2021
	Established a scalable EV platform for efficient production and future European models (BYD Company Limited, 2024).

	2022
	Accelerated European market entry through dealer partnerships and stronger brand visibility (BYD Company Limited, 2023).

	2023
	Strengthened European production while reducing exposure to EU import tariffs (S&P Global Mobility, 2025).

	2024
	Increased brand awareness and improved export efficiency through coordination integration (BYD Company Limited, 2025).

	2025
	Expanded the product portfolio and strengthened tariff-free access to European markets (Reuters, 2025).



In this context, Europe is a key market, given its ambitious electrification goals, robust regulatory backing and increasing demand for sustainable mobility solutions. Thus, sustainable growth in Europe is an essential part of BYD's international vision and strategy for competitiveness.
[bookmark: _Toc238377587]Competitive Advantages
The Resource-Based View (RBV) is an appropriate model to understand BYD's competitive position in the global Electric Vehicle (EV) market, because the model suggests that valuable, rare, hard-to-imitate and organizationally embedded resources and capabilities are the source of sustainable competitive advantage. (Barney, 1991). Many of BYD's strategic assets have answered these requirements and have contributed to the company's rise to become another blockbuster EV manufacturer.
The vertically integrated business model is a key factor in providing competitive advantage to BYD. This contrasts with many of the competitors that delegate their supply chain to third parties, with BYD retaining control over the critical aspects of the value chain, such as battery production, semiconductor manufacturing and vehicle assembly (Ding and Wang, 2023). This integration boosts operational efficiency, enhances supply-chain resilience, and aids in cost control, especially in times of market volatility and supply-chain disruptions (McKinsey & Company, 2024).
Another essential attribute is its own Blade Battery technology. By offering superior safety, durability, and cost-effectiveness, the Blade Battery enables BYD to stand out and appeal to a broader audience without compromising on price (IEA, 2024). Furthermore, the company's economies of scale and extensive manufacturing experience enable it to manufacture low-cost EVs without compromising on profitability.
Additionally, BYD's research and development (R&D) efforts continue to improve its competitiveness. The company's innovation-based techniques will be vital to improving the performance of batteries, that of vehicles, and intelligent mobility solutions, all of which are crucial to its ability to adapt to market trends and consumer needs (Li et al., 2023).
[bookmark: _Toc238625876]Table ‎1.3: RBV Analysis of BYD's Strategic Resources
	Resource/Capability
	Valuable
	Rare
	Difficult to Imitate
	Strategic Significance

	Blade Battery Technology
	✓
	✓
	✓
	Product differentiation and safety leadership

	Vertical Integration
	✓
	✓
	Moderate
	Cost efficiency and supply-chain resilience

	Manufacturing Scale
	✓
	Moderate
	Moderate
	Supports affordability and global expansion

	R&D Capability
	✓
	Moderate
	Moderate
	Continuous innovation and adaptability

	Brand and Market Presence
	✓
	Moderate
	Moderate
	Supports international growth



Together, these resources offer adequate support for sustainable development. But it will be not just about technological and operational capabilities that will determine the competitive advantage of BYD in Europe, but also on localisation efforts and adapting to regulatory and competitive pressures.
[bookmark: _Toc238377588]Current Position in Europe
Europe has emerged as a key market in the region for BYD's global expansion plans with its well-established electric vehicle (EV) market, favourable regulatory policies, and strong emphasis on decarbonisation. Initially, the company used vehicle exports and joint ventures with local distributors to enter the European market and reduce the risk of investment and enhance the understanding of the regional market needs (BYD, 2024).
Today, BYD has expanded its commercial reach to various European markets, and its dealership network has also become stronger, ensuring market access and customer support. This growth is driven by the understanding that merely offering products is not enough – distribution, after-sales service and customer interaction now play a key role in establishing competitiveness in Europe (McKinsey & Company, 2024).
One crucial step in BYD's European strategy is the localization. However, the local plans indicate that the company has long-term plans for the region, as it opened a manufacturing plant in Hungary and plans to expand in Turkey (Reuters, 2024). These investments will be required to improve the responsiveness of the value chain, reduce logistics costs and improve the supply of products to meet the market demand in Europe.
Despite being in the midst of entering the continent's market, BYD is still at the beginning of becoming a big competitor. The company has strong technological and production capabilities, but the potential to build up the brand credibility, confidence of customers, and integration into the local markets will be critical to achieve sustainable growth. Thus, Europe will be an important market for growth as well as a key trial of BYD's internationalisation plan.
[bookmark: _Toc236012254][bookmark: _Toc238377589]Aim and Objectives
This Business Development Proposal is designed to create a comprehensive business strategy and plan that will help BYD reach a sustainable long-term growth and become more competitive in the European electric vehicle (EV) market. The aim also reflects the increased significance of Europe to BYD's international expansion strategy and the need to tackle the competitive, operational and regulatory challenges to maintain a market development.
To reach this goal, the following objectives have been set:
1. To examine BYD's status in the European EV market in terms of market share, operational capacity and competitiveness.
2. To assess the external business environment of BYD in the European market, including market trends, regulatory developments and competitive dynamics.
3. To analyse Internal strengths and weaknesses of BYD by studying its resources, capabilities and strategic assets which have an impact on competitive performance.
4. To assess opportunities and barriers to sustainable growth such as localisation requirements, consumer expectations and market challenges.
5. To formulate realistic strategic proposals that will improve the long-term competitiveness of BYD, facilitate sustainable growth and improve market positioning in Europe.
When considered together, these goals offer a framework for assessing BYD's growth prospects and the strategic steps that could contribute to their sustainable competitive edge in the dynamic landscape of European EV markets.
[bookmark: _Toc236012255][bookmark: _Toc238377590]Market Research and Validation
[bookmark: _Toc236012256][bookmark: _Toc238377591]European EV Market Overview
Europe's is one of the most important markets for the EV industry, as the region is home to both regulatory support and technological advancements, along with a long-term commitment to decarbonise the European automotive industry. Europe has become the second largest EV market in the world after China, with sales of EVs rising to three million and more in 2024 and making up a significant share of global EV demand (IEA, 2025). This makes the area an attractive destination for further investment by existing automotive companies and newcomers looking for longer-term investment opportunities.
There have been various structural factors that have contributed to market expansion. The European Commission's (2024) goal of becoming climate neutral by 2050 and the planned phase-out of new internal combustion engine vehicle sales by 2035 have hastened the transition towards electrification. In the meantime, the region has seen the uptake of EVs bolstered by Government incentives, technological advances in battery technology, and consumer awareness of environmental concerns (Bloomberg NEF, 2024).

[image: ]
[bookmark: _Toc238625871]Figure ‎2‑1: European Annual Electric Vehicle (EV) Sales Volume Historical Analysis (2020-2025) & Projections to 2030 (IEA, 2025; ACEA, 2026, BloombergNEF, 2026)
Data Context and Methodology Notes
· Market Definition: Numbers refer to the number of passenger cars registered in the European Union (EU) and the EFTA (European Free Trade Association) countries and in the United Kingdom (UK) including battery electric vehicles (BEVs) and plug-in hybrid electric vehicles (PHEVs) (IEA, 2025).
· The expectation is that registrations of EV will increase in 2025 (ACEA, 2026), with the bases being the stricter EU CO₂ emissions regulations and the increased availability of affordable EV.
· Forecast for the period 2026–2030 is based on a steady market growth assumption driven by the reduction in subsidies in BloombergNEF's Economic Transition Scenario, and IEA's Stated Policies Scenario (STEPS) (BloombergNEF, 2026; IEA, 2026).
Whilst adoption rates differ from country to country, there are a number of markets which have emerged as important drivers of European EV growth. Norway continues to lead the world in EV adoption, and Germany, France, the Netherlands and Sweden have a combined strong share of the demand in the region (ACEA, 2025; Statista, 2025). They have a high degree of policy support, well-established charging infrastructure and moderate consumer acceptance.
The infrastructure developments have also helped increase the market attractiveness. Battery charging stations have been expanding in Europe, and public and private investments have been continuously adding to the network of charging stations, reducing the “range anxiety” and improving the convenience of EV use. Meanwhile, there is no uniformity in the maturity of the infrastructure: Northern and Western European countries boast more developed charging systems than the Southern and Eastern European markets (McKinsey & Company, 2024). In this dichotomy, there is potential for growth more toward the markets where infrastructure investments are still playing catch up.
Throughout the rest of the decade, EV adoption is projected to keep growing, driven by sustainability goals, technological advances, and supportive regulations, which are transforming the automotive industry (IEA, 2025; BloombergNEF, 2024). There is increased competition in the market, but the market growth is positive.
Overall, Europe has great conditions for LIIBs in EVs. The continuing electrification and supportive policy frameworks along with strong demand fundamentals can offer significant opportunities for manufacturers who can adapt to the local market and develop competitive products to meet consumer preferences.
[bookmark: _Toc236012257][bookmark: _Toc238377592]Consumer and Industry Trends
In the European electric vehicle (EV) market, consumer expectations and industry developments are becoming increasingly intertwined. With the growing adoption of electrification, the decision to buy also depends on the overall trends in technology, regulation and sustainability in the automotive industry. These advances are crucial in determining BYD's future potential for expansion in Europe.
One of the major factors that influence EV adoption is environmental awareness. In parallel, there is an increasing number of European end-users seeking mobility solutions that can be integrated with their pathway to decarbonisation and reduce carbon emissions, which is part of a much wider societal and regulatory drive towards decarbonisation (IEA, 2025). But not all buyers are swayed by sustainability. As EV adoption expands beyond the early adopters, consumers also take into account aspects like value, quality, reliability, and ownership experience (McKinsey & Company, 2024).
Affordability is an important factor in consumer purchasing. Cost of living and economic uncertainty has become an influence in EV interest, as consumers look for affordable EVs offering value (Statista, 2025). This trend provides opportunities for manufacturers such as BYD who take a vertical approach to the company, can produce at an affordable cost and therefore afford competitive pricing.
At the same time, consumers' expectations for technology have been ratcheted up. For today's EV buyers, consumer expectations for EV connectivity, intelligent features, software integration and digital user experience (Deloitte, 2025) have grown more important. In turn, the industry has been open to software-led mobility, investing heavily in the development of artificial intelligence, over-the-air updates, driver assistance and connected vehicle ecosystems (EY, 2024). Therefore, the technology skills are becoming an important factor in addition to the traditional Auto engineering skills to acquire a competitive advantage.
Market confidence also has been reinforced as a result of the proliferation of charging stations. The ongoing investment by governments and other private sector stakeholders in many European markets have contributed to decreasing range anxiety and the practicality of EV ownership (European Commission, 2025). Yet, infrastructure maturity is still at different levels, and this leads to varying adoption and market readiness. Therefore, the manufacturers need to adjust their strategies according to the different market situations in different countries in Europe, instead of assuming that Europe is a uniform market.
Moreover, consumers' trust plays a vital role for a successful long-term development. European brands still benefit from the reputation of quality, reliability and after-sales, but unique brands have a huge challenge to gain the trust and confidence of the customer (PwC, 2024). This is a challenge and a chance for BYD. The company possesses significant technological and manufacturing assets that will have to be converted into its customers' trust and reliability for sustainable growth.

Overall, the prevailing consumer and industry trends point towards a need for more than just competitive pricing or technological innovation to achieve sustainable success in Europe. Manufacturers are required to provide all three of these—affordability, quality, digital capabilities and customer confidence—in tandem. While some of these requirements align with BYD's current capabilities, the company will need to modify several of these to meet the changing expectations of European consumers and advancements in the industry over the long term.
[bookmark: _Toc236012258][bookmark: _Toc238377593]Competitor Landscape
The electric vehicle (EV) market in Europe is highly competitive, with major automotive players, as well as technology-driven EV companies and new Chinese market players. Technological innovation, brand reputation, pricing strategy, manufacturing capability and customer experience are now all equally important to establishing a competitive advantage. Therefore, BYD's sustainable growth in Europe relies heavily on its ability to compete effectively with the companies that are well established in the market with extensive strategic resources (IEA, 2025).
Tesla is still one of the key players that is a major challenge to BYD's brand recognition, software capabilities and reputation in the EV sector. The company has a well-developed charging network and technological advantage, but some of its lead in the initial stages has been eroded due to the growing competition and price pressures (BloombergNEF, 2024; Reuters, 2025).
The extensive manufacturing presence, robust dealership network and European consumer knowledge of Volkswagen Group are a significant competitive advantage. Backed by decades of brand value and market presence, Volkswagen has a strong edge in customer trust and distribution network (JATO Dynamics, 2025), as well as localisation ability.
Quality car manufacturers, such as BMW and Mercedes-Benz, distinguish, don't offer cheap costs. They have a compelling competitive edge in terms of their brand value, engineering prowess and compelling customer affinity. Although they hold more power in the high-value market, their perceived quality, innovation and reliability is greater across the EV market (Statista 2025).
They have a solid standing in the mass-market sector thanks to their high presence in Europe, their existing supplier networks and competitive pricing. The challenge for inexperienced players wanting to rapidly enter the market is the existing knowledge and distribution networks (ACEA, 2025).
Chinese competitors also are expanding throughout Europe. Some of the success of MG is due to its value-oriented approach, whereas some companies, like NIO and XPeng, are aiming for technology-oriented positioning via connectivity, intelligent features and premium customer experiences (Reuters, 2025). The companies pose competition by offering many of the same growth opportunities as BYD.
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[bookmark: _Toc238625872]Figure ‎2‑2 European Electric Vehicle (EV) Market Share by Leading Manufacturer (2025) Full-Year Consolidation (Passenger BEVs and PHEVs) (ACEA, 2026; JATO Dynamics, 2026)

Strategic Market Assessment & Interpretation
· Volkswagen's Market Leadership: Volkswagen's multi-brand offering provides resilience across the European market segments (ACEA, 2026) and will remain market leader.
· Tesla's Slowing Growth: The performance of Tesla's registrations in Europe decreased with the rise of competition and a maturing product portfolio, losing its market momentum (JATO Dynamics, 2026).
· BloombergNEF also reported that BYD's "rapid expansion" saw its market share rise to 1.2% in Europe, while registrations grew by 268.6% year-on-year, thus becoming one of the fastest-growing EV brands in Europe (BloombergNEF, 2026).
BYD has a unique vertical-integration and battery knowledge and manufacturing efficiency that many competitors do not have. These are important capabilities for cost leadership, supply-chain resilience, and product affordability – all of which are more important than ever as mainstream consumers increasingly demand value for their money (McKinsey & Company, 2024). But there are still some advantages that the European manufacturers enjoy such as brand name, customer trust and already existing distribution networks.
In this increasingly competitive world, the ability to do tech and be price competitive doesn't really guarantee a sustainable success. The factors of innovation, localisation, customer trust and operational resilience are emerging as vital elements in gaining a lasting competitive edge. While BYD has a number of strategic strengths, further brand building and increasing its footprint in Europe are key areas that need to be enhanced to ensure the company's sustainable growth and competitive positioning in the region.
[bookmark: _Toc238377594]Challenges and Opportunities in the Market
[bookmark: _Toc238377595]2.4.1 	Key Market Challenges
Regulatory complexity is one of the most critical issues BYD will be facing. The imposition of new EU import duties for EVs made in China has added to the pressure on cost competitiveness and could limit pricing flexibility in some key markets in Europe (European Commission, 2024). Moreover, strict European regulations in the areas of vehicle safety, sustainability, battery management and cybersecurity are adding to the complexity of the operation and the need for resources (ACEA, 2025).
In addition, there is uncertainty due to political and geopolitical considerations. The pressure to achieve industrial sovereignty and to be less reliant on foreign technology has prompted a closer look at Chinese manufacturers, which are active in Europe. These factors, paired with the growing competition from the existing strong European brands and Tesla, pose major constraints on expanding the market.
Consumer perception is also particularly important challenge. Although there is increasing recognition of Chinese EV brands, many consumers across Europe are still perceiving traditional brands as being more reliable, of higher quality, and retaining value (Deloitte, 2025). It is, therefore, important to build trust and credibility to a brand for sustainable market penetration.
[bookmark: _Toc238377596]2.4.2 	Key Market Opportunities
Government policies promoting decarbonisation and electrification are likely to keep a positive trend for EV demand in the long term in Europe (IEA, 2025). The positive future outlook is due to energy policy goals and targets for carbon emissions reduction and the phase out of internal combustion engine vehicles.
One of these market segments – affordability – is a particularly good one. Today EV adoption is no longer in the early adopter phase, but in the mainstream, and the vehicles, which must be competitively priced, are now in demand for strong value propositions (McKinsey & Company, 2024). BYD's vertically integrated business model, manufacturing scale and battery know-how make the company look good for this segment.
Localisation offers strategic opportunities as well. Tariff exposure can be mitigated by investing in manufacturing facilities in Europe, what includes better conditions in the supply chain, as well as with regulators, customers and local stakeholders (Reuters, 2025).
[bookmark: _Toc238377597]Market Validation
The analysis done in the previous sections points to Europe being a commercially viable and strategically important market despite the rising competition and regulations.
[bookmark: _Toc238377598]Evidence Supporting Expansion
The European market continues to be attractive, due to a range of factors. First, the long-term demand for EVs is likely to remain high as governments strive to meet their decarbonisation targets, regulatory measures to facilitate EV adoption, and increasing consumer willingness to embrace electric vehicles (IEA, 2025; European Commission, 2024).
Secondly, consumer attitudes clearly indicate the need for technologically advanced EV with low cost. Although a few premium manufacturers continue to dominate the market in the higher value segments, more mainstream consumers are seeking affordable products which perform well in terms of quality and reliability and sustainability (Deloitte, 2025).
Third, the analysis shows that there is a very good match between the market demands and the BYD's capabilities. The company's asset in battery technology, manufacturing efficiency, and vertical integration and cost management is well-positioned to meet the industry's major growth trends, such as affordability, sustainability, and resilience and security of supply (BloombergNEF, 2024; McKinsey & Company, 2024). These capacities help form a basis for competitiveness in the future if backed up by effective localisation and brand development.
[bookmark: _Toc238377599]Strategic Problem Statement
This analysis throughout this chapter substantiates the fact that the European electric vehicle (EV) market is one of the most promising growth prospects in the global automotive industry. Favourable conditions for market expansion remain as strong regulatory support for electrification, combined with increasing consumer uptake, a growing charging network and long-term sustainability targets continue to provide strong market conditions. In addition, the growing market demand for low-cost high-tech electric vehicles offers industry manufacturers a fantastic opportunity to get into that market if they can offer a value proposition.
The company also has the advantage of vertical integration and manufacturing efficiency and cost, which are closely matched with market needs as the battery technology continues to evolve (BloombergNEF, 2024; McKinsey & Company, 2024). Also, the localisation drives continue, which offer chances to enhance operational resilience and market responsiveness.
It is worth noting, however, that market opportunity does not necessarily lead to sustainable success. There are also aggressive challenges to long-term growth from the existing European established manufacturers and Tesla, rising regulations, geopolitical uncertainties and localisation pressures as well as ongoing issues around the trust of brands. These challenges are not just about being competitive in the product or entering a new market but about strategic response.
Therefore, for BYD, it is not whether opportunities lie in Europe, but how to transform these opportunities into sustainable competitive advantage. Thus, the main strategic challenge focused upon in this Business Development Proposal is:
“How is BYD going to grow sustainably in the long term and position itself even more competitively in the European electric vehicle market?”
This challenge needs to be tackled by a detailed analysis of BYD's current business model to see if it can sustain success in the European market with its current value creation, delivery and capture mechanisms. This is the topic of the following chapter.
[bookmark: _Toc236012267][bookmark: _Toc238377600]Business Model Canvas
[bookmark: _Toc238377601]Introduction
A widely used model for strategic management is the Business Model Canvas developed by Osterwalder and Pigneur (2010) which can be used to analyse how organisations create, deliver and capture value. 
Based on the market analysis described in Chapter 3, this chapter addresses the strategic issue on how BYD should continue to grow and enhance their market competitiveness in the European EV market. The chapter analyses BYD's current mode of value creation and value delivery, value capturing and critically assesses whether the current business model provides a solid foundation for meeting the sustainable growth challenges in Europe.
[bookmark: _Toc238377602]Existing Business Model Canvas
It has currently adopted a technology ownership model with high vertical integration in the business and ensures high quality of the product and low manufacturing cost with the help of cost efficiency, while meeting the high expectations of the customers in different electric vehicle (EV) markets in the world, such as high end, medium end, and low-end markets (BYD, 2024). 
BYD's core market is the mass market and upper mid-market passenger vehicle customers who are looking for a technologically advanced, but competitively priced battery electric vehicle (BEV) and plug-in hybrid electric vehicle (PHEV). In Europe, the company has more and more oriented itself towards environmentally conscious private consumers, corporate fleet operators and mobility providers, as there is an increasing demand for affordable, zero-emission transport solutions, which are supported by government decarbonisation policies (IEA, 2025; ACEA, 2025).
The company's value proposition is based on the production of technologically advanced vehicles at low prices, having a vertically integrated manufacturing process. Proprietary innovations including the Blade Battery, innovative power electronics, and the manufacturing of semiconductors have enhanced both vehicle safety and battery performance and production efficiency, and lowered dependence on third-party power suppliers (BYD, 2024). 
BYD has a wide network of authorised dealerships in addition to flag and strategic regional distributors. The company has scaled back its retail operations in Europe, meanwhile investing in local manufacturing to boost its market responsiveness and reduce logistics expenses, amid EU trade restrictions on Chinese EVs (Reuters, 2025; BYD, 2024).
Customer relationships are supported through integrated after-sales services, digital platforms, vehicle connectivity and an emerging network of support for dealers. Consumer trust and awareness have yet to become as strong as the tech competitiveness, while cultivating strong consumer relationships is a significant strategic challenge noted in Chapter 3 (McKinsey & Company, 2024).
The revenue is from vehicle sales, complemented by ancillary revenue from rechargeable batteries, automotive components and commercial vehicle and energy storage solutions. The company's most important assets are its proprietary battery technology, its large manufacturing footprint, its research and development efforts, its intellectual property, engineering expertise and financial strength (BYD, 2024; BloombergNEF, 2025).
The core business is research and development, battery production, vehicle production, expansion of the supply chain and entering foreign markets. Important parts are manufactured in-house, enabling BYD to have greater control over processes, a quicker innovation cycle and lower costs than some of its rivals (BYD, 2024).
Strategic partnerships are becoming more and more important to support European expansion. The presence of local partners, distributors, logistics, charging infrastructure and manufacturing partners in the region further smoothen the path to market and increase regulatory compliance and operational efficiency (Reuters, 2025). 
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[bookmark: _Toc238625873]Figure ‎3‑1 Existing Business Model Canvas for BYD Company Limited
Source: Author's illustration based on Osterwalder and Pigneur (2010), BYD (2024), BYD Company Limited (2025), and findings from Chapter 3.
[bookmark: _Toc236012270][bookmark: _Toc238377603]Critical Evaluation of BYD's Existing Business Model
BYD's current business model is incredibly good for the international expansion, with the company's vertically integrated business, the company's focus on battery technology and manufacturing efficiency. As the company holds control over essential parts of the value chain, such as producing batteries and manufacturing semiconductors and vehicles, it enjoys a profound cost advantage, faster innovation, and a more resilient supply chain compared to many of its rivals (BYD, 2024; BloombergNEF, 2025).
Although the company has these strategic assets, there are also limitations in the current business model that limit its competitiveness within Europe on a long-term basis. While some recent investments in European manufacturing facilities indicate developments for localisation, the company's regional presence is less advanced than that of established incumbent manufacturers with established production networks, supplier and customer bases etc. (Reuters, 2025). As a result, BYD faces a certain level of regulatory uncertainty, such as potential tariffs on Chinese-made EVs by the EU that could affect the cost competitiveness and pricing flexibility of the European market (European Commission, 2024).
Moreover, the current business model is focusing on technological superiority, operational efficiency and is giving less attention to the strategic value of consumer trust and brand legitimacy. The reliability, after-sales support, corporate reputation, and long-term service availability are among the factors affecting purchasing behaviour in Europe, in addition to quality and price. Despite building up a network of dealerships and service centres, BYD's capabilities are still less mature than those of its well-established European and Asian rivals, which could affect customer confidence, and potentially slow down-market penetration.
However, overall BYD's business model is found to be highly scalable and efficient in operation but is not mature enough to fit the institutional, regulatory and consumer environment in Europe. To achieve sustainable long-term growth, it will therefore be necessary to focus on targeted modifications that go beyond manufacturing excellence, and expand to include a higher level of localisation, improved customer relationships, more advanced distribution facilities, and higher strategic resilience to changing regulatory and competitive pressures.
[bookmark: _Toc236012271][bookmark: _Toc238377604]Marketing & Sales Strategy
[bookmark: _Toc236012272][bookmark: _Toc238377605]Introduction
Despite the current market conditions, there are still plenty of potential opportunities for growth in the European EV market, driven by a combination of factors including robust emissions legislation, a growing charging infrastructure and rising demand for EV vehicles. Despite the growing competition, electric vehicles (EVs) are still a significant fraction of new car sales in Europe, and the International Energy Agency (2025) projects that EVs represented about one-fifth of all new car sales worldwide in 2024. But, in Europe, a combination of technological capability, cost competitiveness and strong brand positioning, customer trust and market localisation are all crucial (McKinsey & Company, 2024; Deloitte, 2025). 
While BYD has competitive edge with vertical integration, innovative battery technology and manufacturing efficiency, building up brand image and customer interaction is paramount to sustain its future growth. Hence, this chapter formulates a unified marketing and selling strategy to strengthen BYD's competitive advantage and facilitate customer acquisition and retention and the continuous growth in the European EV market.
[bookmark: _Toc236012273][bookmark: _Toc238377606]Marketing Strategy
[bookmark: _Toc236012274][bookmark: _Toc238377607]Segmentation, Targeting and Positioning (STP) 
Market Segmentation
To accommodate the differences in consumer preferences and EV adoption across Europe, BYD should consider a more differentiated approach instead of the same strategy for the entire market. The company should focus on middle and upper middle-class consumers who are interested in purchasing technologically more advanced and affordable cars. From a behavioural perspective, focus should be on the environment conscious and technology-oriented buyers who are increasingly considering EVs with a view to total ownership costs and safety as the key factors (Deloitte, 2025). In terms of geography, initial expansion efforts should be made in Germany, France, the Netherlands, Sweden and Norway, where overall market conditions are supportive, charging infrastructure is mature and EV adoption rates are high (International Energy Agency (IEA), 2025).
Target Market
BYD's main customers should be mainstream private consumers looking for an affordable way to have an electric car without sacrificing quality or technological performance. This is the biggest opportunity for volume growth, with demand moving from early adopters to mass-market consumers. Corporate fleet electrification is rapidly gaining momentum with ever tougher emissions standards and corporate sustainability goals across the EU (ACEA, 2025) and should be a secondary focus.
Positioning Strategy
BYD needs to leverage its brand in Europe as a sustainable mobility provider with technology that is affordable to the market. A focus should be placed on four key attributes to be highlighted in the positioning:
· Advanced Blade Battery technology and safety. 
· Quality intelligent features of a vehicle. 
· Sustainable mobility solutions. 
· Good to excellent value for money. 
[bookmark: _Toc236012275][bookmark: _Toc238377608]Marketing Mix (7Ps)
1. Product
BYD must tailor its product line to meet the expectations of European consumers in terms of vehicle security, connectivity, performance, and AI features. Continuous over-the-air software updates, advanced infotainment, and meeting European safety and environmental regulations, will help enhance product acceptance, all while helping the company maintain its innovation leadership (Reuters, 2025). One of the notable traits of BYD's 2024 product strategy is its localization efforts, with the introduction of multiple models tailored specifically for European markets.
2. Price
BYD's vertically integrated manufacturing strategy will help them provide technologically advanced EVs at competitive prices, which is the strategy they should follow, a value-based penetration pricing strategy. The pricing should not be about competitiveness only in terms of a low price, but product quality and battery technology, and hence the total cost of ownership, should express the superior value proposition. This is especially pertinent because EV purchase subsidies are being progressively phased out in various European markets (BloombergNEF, 2025).
3. Place
Authorised dealerships, flagship experience centres and local production facilities could continue to be built to further improve accessibility of the market. Manufacturing in Europe not only reduces tariff risks and delivery times but also acts as a testament to companies' commitment to the region and enhances operational resilience and trust from customers (European Commission, 2024; Reuters, 2025).
4. Promotion
To enhance the brand awareness and further solidify BYD's market presence, the activities of promotion should be planned by the digital marketing tools and sustainably communicated. Marketing on social media can help to increase consumer interaction, as well as search engine marketing and some EV event sponsorships and experiential marketing can help to enhance corporate credibility. Digital channels touch the consumer at every stage of the car-buying journey, and it's essential that these channels are aligned on one digital promotion (McKinsey & Company 2024).
5. People
Dealership personnel, such as dealership staff, technical specialists and customer service personnel, must be trained regularly on key areas such as product knowledge, EV technologies and customer relationship management to ensure they can deliver the same offering and develop the organisational capability (Garavan, Carbery and Rock, 2012; CIPD, 2024). As well-informed employees boost service quality and increase customer confidence, they also reinforce the overall EV ownership experience, which helps alleviate consumer uncertainty around newer EV brands (Deloitte, 2025; McKinsey & Company, 2024).
6. Process
One omnichannel purchasing operation should include online vehicle configuration and financing, test-drive booking, and even after-sales support—these are all something BYD needs to include into the process that can be integrated with dealership services. It simplifies the purchasing journey, leading to smoother customer experiences and ensuring regular customer engagement both online and offline (EY, 2024).
7. Physical Evidence
High-quality perception and reliability can be created by high-quality showrooms, certified service centres and by the consistent branding of the company, which will increase the level of trust customers have and their overall brand experience (Johnson, Christensen and Kagermann, 2008 and Deloitte, 2025). The investment in visible facilities in Europe also underlines BYD's long-term vision for the region and offers tangible comfort to potential customers who might be considering the new brand (Reuters, 2025; S&P Global Mobility, 2025).
[bookmark: _Toc236012276][bookmark: _Toc238377609]Sales Strategy
A thorough sales approach is necessary to boost market access, enhance customer connections, and contribute to BYD's growth in the European EV market. The proposed strategy is based on sales channels, strategic partnerships and customer retention.
[bookmark: _Toc238377610]Sales Channel Development
Dealership Expansion
Continued growth of the network of authorised dealers is a strategy that should be maintained, especially in high growth EV markets and major metropolitan areas. While BYD has stepped up its retail growth in Europe, its footprint is still limited compared to other auto companies, including Volkswagen, BMW and Mercedes-Benz (Reuters, 2025).
Dealerships should become customer experience centres, where they demonstrate vehicles and educate customers about batteries, provide consultations on products that fit their needs and build trust in the brand.
Direct-to-Consumer (D2C) Sales
Direct-to-consumer (D2C) sales will be used to complement but not replace dealerships, and BYD will be able to establish a more consistent pricing mechanism, help consumers have a better in-person customer experience, and collect more digital data, which many consumers will still want to do when purchasing expensive vehicles (McKinsey & Company, 2024).
[bookmark: _Toc236012278][bookmark: _Toc238377611]Strategic Sales Partnerships
Fleet Sales & Corporate Partnerships
BYD needs to target corporate fleets as well as mobility and public-sector organisations with dedicated sales teams and partnerships with leasing companies. European corporate fleet is a large share of overall car registration and provides ample market opportunities for growth (ACEA, 2025).
Leasing and Alternate Funding
Addressing the purchase price of EVs is one of the primary hurdles to mainstreaming EVs, which can be overcome by offering flexible financing models like leasing, subscription ownership, and low-cost financing (Deloitte, 2025).
Charging Ecosystem Partnerships
Cooperation with charging station operators like IONITY and Fastned should help to make charging more accessible and bolster the ownership experience, which is still a critical obstacle to EV adoption (IEA, 2025).
[bookmark: _Toc238377612]Customer Retention Strategy
The customer retention should include complete after-sales service and electronic CRM (predictive maintenance, software update, reminders for servicing, loyalty programmes). Such strategies help improve customer satisfaction, increase repeat sales, and foster long-term brand loyalty (PwC, 2024).
[bookmark: _Toc238377613]Strategic priorities for implementation
Organisations need to focus on projects that provide the most strategic benefit and that available resources are used wisely (Grant, 2019; Johnson, Scholes and Whittington, 2020).
[bookmark: _Toc238377614]Priority 1: Build Brand Credibility and Localise
Despite of the technological possibilities and the size of its production it is not well known and still one of the major obstacles to consumer acceptance in Europe. Targeting the local market and engaging with consumers will help build a more credible brand, which will increase the impact of future marketing and sales activities (PwC, 2024; Reuters, 2025).
[bookmark: _Toc238377615]Priority 2: Develop an Integrated Digital Customer Journey
With the global automotive industry evolving in Europe, a fully connected digital ecosystem can enhance customer engagement, enable data-driven decision-making, and improve long-term customer relationships (EY, 2024).
[bookmark: _Toc238377616]Priority 3: Strategic Partnerships to be expanded.
Partnering with fleet operators and leasing companies, financial providers and charging infrastructure providers can help speed up the market uptake and reduce the financial and practical barriers to EV uptake. Such partnerships also play a role in enhancing BYD's competitiveness via non-organic growth (ACEA, 2025).
[bookmark: _Toc238377617]Priority 4: Create Long-Term Customer Loyalty
With greater competition in the European EV market, there will be a need for more than just new customers — repeat sales and keeping customers will be necessary to make sure that this market continues to grow and remains sustainable. Investment in after-sales services, digital customer interactions, and service quality will have a positive impact on customer lifetime value and create a more sustainable competitive advantage (McKinsey & Company, 2024).
[bookmark: _Toc236012285][bookmark: _Toc238377618]Operation Plan
[bookmark: _Toc238377619]Introduction
Successful implementation of BYD’s propose business development strategy relies on a strong operational framework. In the face of growing competition and longer, more intricate supply chains, operations management is used to ensure manufacturing efficiency, supply chain integration, logistics performance, quality assurance and customer service (Slack, Brandon-Jones and Burgess, 2022).
[bookmark: _Toc238377620]Operational Objectives
The operations plan is directed towards three strategic priorities that together contribute to sustainable growth. The first concerns the creation of an efficient manufacturing and supply chain system, which is cost competitive but also resilient (Christopher, 2016; Brandon-Jones et al., 2014). The latter focussed on the integrated distribution and logistics network to enhance the product availability and after-sales service and customer experience in Europe (Slack, Brandon-Jones and Burgess, 2022). The third gives strong emphasis to operational risk management, which is a method benefiting from initiative-taking to ensure business continuity in the context of geopolitical uncertainties and regulatory changes and supply chain disruptions (International Energy Agency (IEA), 2025; European Commission, 2024).
[bookmark: _Toc238377621]Manufacturing & Supply Chain Strategy
With European governments pushing for local production and increasing protection efforts, a dependence on China alone could not give a sustainable competitive advantage. Rather, BYD needs to keep pursuing its regional manufacturing strategy which involves local manufacturing, vertically integrated manufacturing and robust supply chain management to enhance its responsiveness and cost leadership.
The investment is of strategic importance as the production is localised, with manufacturing facilities established in Hungary and Türkiye. Manufacturing vehicles in Europe decreases transportation distances, enhances delivery lead times, and lessens the financial blow from import tariffs applied to EVs made China. Most significantly, the regional manufacturing enhances flexibility in meeting changing consumer demands and new regulations, helping BYD to stand out from the competition from long-established European manufacturers (European Commission, 2024; Reuters, 2025).
Beyond localisation, another advantage of BYD's vertically integrated business model is that it provides them with a unique competitive edge. BYD designs and produces several key components, including batteries, electric motors and power electronics, which are required to manufacture the electric buses, unlike many competitors that have a heavy reliance on third party suppliers. This integration provides better control over product quality, reduces dependence on third party suppliers and enhances cost efficiency along the value chain (BYD, 2024). This is further enhanced by its own blade battery technology which gives products a differentiating factor and reduces the risk of battery supply fluctuations.
Effective supplier and inventory management are also key. Vertical integration helps lower the reliance on suppliers, but strategic partnerships with suppliers in the region are still needed to ensure continuity of production and localisation requirements in Europe. Diversified sourcing can be coupled with data-supported inventory planning to help BYD minimise the chances of supply disruption, maintain efficient inventory levels, and reduce working capital requirements (Slack, Brandon-Jones and Burgess, 2022). In addition, by building comprehensive quality management and sustainable manufacturing systems in the entire production process, it not only meets the environmental protection requirements of European countries but also enhances the brand image and credibility of BYD.
[bookmark: _Toc238377622]Distribution & Logistics Strategy
An efficient distribution and logistics network is one of the keys to convert the manufacturing capability into value for customer. Along with the efficient production of vehicles, to be successful in the market, BYD must deliver the vehicles on time, provide servicing and product support. Therefore, the distribution strategy needs to be designed to build an integrated network of manufacturing sites, regional distribution centres, dealers and after-sales services, which can be connected by digitally coordinated logistics processes.
Vehicle distribution and vehicle management should be established at the regional distribution centres, throughout Europe. Having these sites near the major consumer markets would cut down on transportation distances, delivery lead time, and responsiveness to market demand changes. A strategy of regional warehouses and dealership networks could help to streamline logistics and decrease storage expenses for vehicles, while better tracking inventory levels to replenish stock.
Customer satisfaction is not only related to the delivery of the vehicle and is thus also dependent on the quality of after-sales logistics. The establishment of spare parts distribution centres and maintenance services in the authorised dealerships would have the effect of minimizing maintenance times and making services more reliable. All of this would be further strengthened by cooperation with charging infrastructure operators, allowing drivers to easily access charging stations throughout Europe, and instilling more confidence in EVs (International Energy Agency (IEA), 2025).
The use of digital technologies must permeate the whole logistics network. Real-time inventory visibility, combined with predictive demand forecasting and TMS can help to more accurately plan inventories, optimize inventory levels and better coordinate between manufacturing, distribution centres, and dealerships. Beyond simply transporting products, an integrated logistics network serves as a strategic strength, driving operational efficiency, improving customer experiences, and propelling BYD towards sustainable success in the European EV market (McKinsey & Company, 2024).
[bookmark: _Toc238377623]Operational Risk Management
Operation resilience is the key to ensuring the EU's electric vehicle (EV) market can sustain its growth in times of increasing external uncertainty, and for BYD to keep serving its customers. Production is becoming more spread out, and the chains of supply more interconnected, so operational risk management must be proactive and an integral part of the management process, and not one of the reactive business functions. Resilient Operations help BYD to keep serving customers, fulfil regulations and keep competitive, with less disturbance.
Geopolitical tensions, changing trade policies and stricter European regulations are all potential external risks. An example of an external change that can significantly impact operational costs and competitiveness is recent tariff measures against EVs from China (European Commission, 2024). These risks can be mitigated through ongoing localisation efforts, diversifying supply chains and increase the regional sourcing of materials, thereby limiting the need for cross-border supply chains and improving the ability for flexibility of operations. Additionally, a constant monitoring of the European regulatory developments in connection to the adaptation to environmental, safety and battery regulations is crucial.
Continuity of production, supplier performance, cybersecurity, product quality are internal operational risks. Capacity planning, supplier qualification programmes and regular quality audits help to minimise production disruptions and ensure that a consistent quality level is manufactured (Slack, Brandon-Jones and Burgess, 2022). The digitalisation of manufacturing and logistics is also a key concern for operations, in terms of cyber security. Robust Cybersecurity Governance, 24/7 monitoring, and employee awareness campaigns help reduce the risk of disruption due to cyber-attacks or data breaches (PwC 2024).
But BYD should not attempt to eliminate operational risk—rather, they need to strengthen their organizational capabilities to be able to anticipate, absorb and recover. Companies can enhance their operational resilience, optimize their strategic performance and set the foundation for long-term success in the European EV market by taking an initiative-taking approach to operational risk management.

[bookmark: _Toc236012291][bookmark: _Toc238377624]Human Resource Capital Allocation
[bookmark: _Toc238377625]Introduction
If BYD's proposed business development strategy is to be successful, it needs to have a capable and agile workforce, in addition to good marketing, sales and operations. Human resource capital is one of the strategic assets which helps an organisation to build up the leadership, technical competency and the organisational competencies needed to implement business strategy and to maintain competitive advantage (Barney, 1991). With BYD continuing to grow in the European electric vehicle (EV) industry, workforce planning and human resource allocation will play a crucial role in facilitating localisation, operational efficiency and organisational performance.
[bookmark: _Toc238377626]Human Resource Requirements
Strategic human capital development is essential as BYD continues to expand in the European electric vehicle (EV) market, as the company needs to be able to execute its future marketing, operations and growth plans. There should therefore be connections between strategic workforce planning and organisational capabilities for sustainable business performance in a dynamic and highly regulated European context (CIPD, 2024).
The first capability has to do with operational excellence, as detailed in the manufacturing and supply chain strategy proposed in Chapter 6. Localised production and continuous operational improvement require a workforce, with experienced engineers, manufacturing and supply chain staff, to achieve production efficiency and maintain product quality whilst strengthening the resilience of the supply chain. 
The second capability is commercial excellence, which facilitates market penetration strategy, by enhancing customer engagement in the ownership journey. Highly trained dealership staff, customer service representatives, and after-sales technicians play a key role in customer satisfaction, brand image, service quality, and eventually cultivate customer trust and ensure long-term market expansion.
Last, as vehicle connectivity, intelligent manufacturing and data-driven decision-making continue to change the face of the automotive sector, digital capability is now a necessary organisational tool. Software engineers and digital experts bring the necessary expertise to connect and embed advanced manufacturing technologies, connected vehicle systems and digital business processes, enhancing the agility of organisations and their ability to innovate (World Economic Forum, 2025).
[bookmark: _Toc238377627]Talent Acquisition, Development & Retention
To realize the creation of strategic human resources as stated in the previous section, it is necessary to have an integrated talent management strategy that matches the long-term growth plans of BYD in Europe to enter the electric vehicle (EV) market. Recruitment, development and retention should be linked together to work as a system of capability building, in order to ensure that the organisation has the required expertise to enable it to maintain operational excellence, innovation and value creation for its customers (Garavan, Carbery and Rock, 2012).
The first is to build strategic capability, bringing people with knowledge and experience that directly contributes to BYD's European growth strategy. Therefore, recruitment could be a mix of targeted recruitment of experienced workforce in the field of engineering, digital technologies, manufacturing and supply chain management with graduate recruitment programmes developed in partnership with European universities. At the same time, workforce localisation should be put at the forefront, building up market knowledge, ensuring regulatory compliance and providing organisational legitimacy in host countries (CIPD, 2024). By combining these two approaches, BYD can fulfil their current hiring needs and build a talent pool for the future.
The second priority is to build this organisational capability by investing in employee learning continually. Technical education needs to keep workers skilled in advanced manufacturing techniques, battery systems and quality management and digital capability education programmes should equip workers to use automation, connected vehicle technology and data-driven processes for operations. Leadership is also critical in developing the managers' ability to lead multicultural teams, ensure cross-functional activities and manage organisational change at geographically distributed European operations. All these efforts contribute to the overall resilience and ability to innovate.
The last priority is sustaining the organisational capability; keep the valuable knowledge in the organisation and keep employees committed. Performance management systems should not only be about appraisal, but also be used to give continuous feedback, promotion and recognition of individual contributions. In addition to activities to engage employees, and a culture that fosters organizational learning and knowledge sharing, these practices enhance work force stability, knowledge retention within the organization and prevent high employee turnover. Talent acquisition, development and retention are therefore interdependent strategic activities, which reinforce and boost BYD's long-term competitiveness in the European market.
[bookmark: _Toc238377628]Organisational Structure and Leadership
It is crucial if Germany is to become the next target for the BYD's expansion plans in Europe to have a structure in place to strategically coordinate its operations, and to be flexible enough to adjust to varying market conditions across Europe. Due to the variety of preference, regulation and competition in the various countries in Europe it is more appropriate to have a regional organisational model with decentralised powers of operation compared to a very centralised management model. This helps to keep the strategic direction on course towards the corporate goals and helps the regional management teams develop the freedom to “act quickly” on a specific market to enhance the responsiveness of the organisation (Johnson, Scholes and Whittington, 2020).
Instead of the traditional functional silos, BYD should go for a cross functional governance model with marketing, sales, manufacturing, supply chain and after sales all under a coordinated regional leadership. This structure delivers enablers for cross-functional partnership working, speeds up decision making and makes sure that customer and market insights, operational performance data are shared throughout the organisation. This means that strategic decisions can be made more efficiently and with consistent actions across Europe.
Leadership in such an organisational model should be based on facilitating organisational capacity, not on hierarchical control. By locating management in important European markets, BYD will be able to leverage local expertise, enhance ties with external stakeholders and be more responsive to the local regulatory and commercial environment. At the same time, effective corporate governance rules should be established that hold the company to account, provide good risk oversight and good strategic alignment between European business and global head office (OECD, 2023). A decentralised structure with central strategic coordination enables BYD to build an adaptive organisation, which will help them to innovate, learn and achieve sustainable competitive advantage while expanding into Europe.
[bookmark: _Toc238377629]Strategic Human Capital Priorities
As BYD strives for sustainable growth in the European electric vehicle (EV) market, human capital initiatives should focus on those that provide the highest strategic impact at the initial stages of expansion in the region. Increasing leadership capability should be a priority because good leaders are critical for leading change, developing cross-functional and cross-country working and turning corporate strategy into operating results (CIPD, 2024). Localisation of the workforce is also important, as it allows BYD to benefit from local expertise, enhances relations with partners and increases the company's responsiveness to the various conditions in the European market.
Continuous employee training and digital skills should be invested in to ensure employees are able to keep up with new developments in manufacturing technologies, connected vehicle systems and data-based business processes. The creation of an organisational culture which encourages collaboration, innovation and learning continuously further enhances adaptability, and supports knowledge retention and organisational resilience (Garavan, Carbery and Rock, 2012). Finally, a customer-centred culture of service throughout the dealership and after-sales operations helps to build customer confidence, boost brand image and enhance the customer value proposition that was designed and communicated in the marketing strategy. These strategic human capital priorities are not easily imitable, thus enhancing BYD's sustainable competitive advantage in Europe (Barney, 1991). In the following chapter, the strategic recommendations in this chapter are further analysed to assess BYD's overall strategic position based on the established business analysis models to check the commercial viability of the proposed business development strategy.
[bookmark: _Toc238377630]Strategic Analysis Frameworks
PESTLE, SWOT Analysis, Competitor Analysis, Porter's 5 Forces and the Ansoff Matrix offer complementary insights into BYD's strategic landscape in the European Electric Vehicle (EV) market. These models enable the external environment, the internal capabilities and the competitive pressures and potential growth directions relevant to sustainable expansion to be assessed. They are well suited for Europe that is undergoing a period of rapid growth in the EV industry, where trade policy, decarbonisation goals, technological innovation, consumer uptake and competition are all playing significant roles.
[bookmark: _Toc238377631]PESTLE Analysis
[bookmark: _Toc238377632]Political Factors
The European government policy favours EV manufacturers as governments continue to be supportive of decarbonisation and a transition away from internal combustion engines (IEA, 2025). But the trade policy is a big obstacle to BYD. In the European Union, countervailing measures were put in place, increasing up to 35.3% of the price of battery electric vehicles coming in from China, which limits the price flexibility (European Commission, 2024; Reuters, 2026). This strengthens the strategic logic for BYD's investments in Europe, as Europe's local manufacturing will help reduce the effects of import barriers in Europe.
[bookmark: _Toc238377633]Economic Factors
The cost of EVs is still a significant factor in Europe. One in two consumers say the price of the vehicle is the biggest hurdle to purchasing a BEV, underscoring the need for the mass market to become cost competitive (Deloitte, 2025). Battery technologies, and the vertical integration and scale of its operations, give BYD a basis for competitive pricing and enable its strategy to appeal to value-conscious consumers (McKinsey & Company, 2024). However, a significant investment in manufacturing and dealerships, logistics and Human capital is needed to expand in Europe. It is now more significant to control costs and phase investments in order to offset economic uncertainty and pressure on household purchasing power.
[bookmark: _Toc238377634]Social Factors
However, European consumers are more inclined to choose to buy an EV for its cost, quality, reliability and digital features than for environmental factors alone (McKinsey & Company, 2024). Consumers also show a growing interest in hybrid technologies, with only 11-19% of them planning to buy a BEV, and as many as 38% preferring PHEVs or HEV (Deloitte, 2025; Electric Drives, 2025). This is to support BYD's DM-I plug-in hybrid business. However, brand awareness remains an issue in China, as well as customer trust, which requires greater presence, customer services and brand building (PwC, 2024).
[bookmark: _Toc238377635]Technological Factors
One of the key sources of competitive advantage in the European EV industry is technological development. Consumers are increasingly demanding vehicle connectivity, intelligent features, and seamless digital integration, with over 50% of European consumers saying they would not buy if they found the digital integration or smartphone integration lacking (McKinsey & Company, 2025). BYD's Blade Battery, vertical integration and R&D capabilities are key sources of technological advantage, with its Intelligent Cockpit and connected-vehicle technology offering potential for differentiation. But continued technological investment is required as other Chinese EV makers are quickly gaining similar technological skills from established manufacturers.
[bookmark: _Toc238377636]Legal Factors
BYD is tackling a constantly changing legal landscape across Europe that includes vehicle safety, emissions, battery regulations, cyber security and international trade. Compliance cost can contribute to the operating burden, and the direct effects of trade measures on China-produced vehicles effect the price of these vehicles and decision-making about trade (European Commission, 2024). European localisation can therefore be a more strategic choice than manufacturing efficiency, as it can have a positive impact on regulatory compliance as well as minimising import restrictions.
[bookmark: _Toc238377637]Environmental Factors
European decarbonisation targets remain consistent with long-term demand for EVs, offering a good opportunity for those companies that can offer lower-emission mobility solutions (IEA, 2025). Environmental expectations are not limited to vehicle emissions, however, but also include the production of batteries, resource consumption, the sustainability of batteries' supply chains and recycling. While BYD's battery technology and EV business lines offer compatibility with the shift to carbon-neutral mobility, a new level of sustainable manufacturing and environmental certification is expected to be required as the environmental standards in Europe increase.
[bookmark: _Toc238377638]PESTLE Implication
In summary, the long-term growth prospects are good in Europe, but there is growing strategic complexity. Localisation is supported by political and legal trends, cost efficiency by economic trends, trust in products and enhanced flexibility by social trends, and continuous innovation by technological and environmental trends. The answer for BYD should hence be to take its current cost and technology benefits and move towards local production, local adaptation, compliance and increased brand credibility in the EU.
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[bookmark: _Toc238377640]Strengths
BYD has a number of strengths within its organization which enable it to expand into Europe. With vertical integration, the company can secure the supply of key components and battery production and also produce the vehicles, thereby having a big influence on the production costs, as the business model of too relying on external suppliers would not be possible. The company's technological strength with its Blade Battery technology also positions it to differentiate in terms of safety, durability and cost efficiency, and its ongoing research and development efforts continue to bolster the company's technological capability (BYD, 2024; IEA, 2024). Additionally, BYD has a wide range of battery electric vehicles (BEVs) and plug-in hybrid electric vehicles (PHEVs), which allows the company to serve various customer groups and lessen its dependency on a single vehicle type.
[bookmark: _Toc238377641]Weaknesses
However, there are key liabilities for BYD in Europe. The reputation and consumer trust of established European brands is greater than that of new ones and this is where established brands hold an advantage. The company continues to be vulnerable due to the issues of shifting from a China-based manufacturing to more European localisation. Building manufacturing, dealership and after-sales bases in several European markets demands significant investments in money and organization. Besides, reliance on the acceptance of the market abroad will also cause BYD's technology to not necessarily carry the brand weight in Europe.
[bookmark: _Toc238377642]Opportunities
European transport continues to electrify and that presents a lot of opportunities for BYD. There are opportunities for EV manufacturers who can offer competitive value as per consumer sensitivity to vehicle prices (IEA, 2025; Deloitte, 2025), and regulatory decarbonisation objectives support long-term EV demand. PHEVs' popularity also benefits BYD's DM-i product strategy, especially when people do not like to switch to full electric cars. Other opportunities exist in the European manufacturing sector, expanding dealerships, fleet relationships and localisation of supply chain. These developments can help to improve market access and lower market exposure to trade barriers.
[bookmark: _Toc238377643]Threats
The biggest threats are to competition from the European (and Tesla) and Chinese EV manufacturers. Moreover, the BEVs produced in China are also subject to price risks thanks to the EU countervailing duties, which can reach a maximum of 35.3% (European Commission, 2024). The competitive landscape will likely intensify as a result of the strong buyer choice, shifting consumer preferences, and regulatory complexity. Moreover, European manufacturers have dealers' networks, brand recognition and customer relationships which will help to limit market penetration of BYD's costs and technologies despite these advantages.
Strategic Interpretation
From the SWOT, BYD's greatest strengths lie with its major opportunities in the European markets, specifically in the area of affordable and technologically advanced electrified vehicles. But there are also some weak points in terms of brand recognition and localisation, and external challenges from tariffs and existing players. It is therefore essential to overcome technological and cost benefits and build up local market credibility by localization and manufacturing, broaden distribution, reach customers and adapt the product in order to achieve sustainable growth.
[bookmark: _Toc238377644]Competitor Analysis
[bookmark: _Toc238377645]Volkswagen Group
But Volkswagen Group is one of BYD's biggest European rivals, thanks to their current market presence, dealer network and product lines which include Volkswagen, Audi, Škoda and CUPRA. The multi-brand system allows the group to serve customers in varying price segments and to gain from the significant scale of manufacturing and well-established customer relationships. The key difference with BYD, however, is not just the technology of the products, but also the brand recognition, distribution network and presence in the European market for a long time (ACEA, 2026; JATO Dynamics, 2026).
[bookmark: _Toc238377646]Tesla
Tesla's EV presence, brand recognition, and technology-based offering are still a challenge to Tesla. It is differentiated from traditional manufacturers through its direct sales, charging infrastructure and software. In 2025, however, Tesla's European registrations fell by some 27% when compared to the previous year, which, in turn, reflects the growing competition and opens the door for other EV brands (JATO Dynamics, 2026). BYD can take advantage of this opportunity by offering more products, competitive pricing, and an increasing network of dealers.
[bookmark: _Toc238377647]European Premium Manufacturers
BMW and Mercedes-Benz have significant benefits in terms of brand reputation, brand loyalty and distribution systems. They have strong positioning with customers in higher income brackets and with corporate customers. But their relatively high-end positioning opens up room for BYD to go after the high-tech, electrification-minded consumer who doesn't pay as much. The ability of BYD to integrate the technological elements with competitive pricing thus offers a means of differentiation from traditional premium manufacturers (Deloitte, 2025; McKinsey & Company, 2025).
[bookmark: _Toc238377648]Chinese EV Competitors
BYD is also seeing greater competition from other Chinese brands coming to Europe, with the likes of those that aim to compete on technology, price and on product range expansion. As a result, the Chinese source is not enough to give a sustainable competitive advantage. BYD needs to differentiate its manufacturing scale, battery performance, wider product offering and the growing European localization. It is also worth noting that the growth of the Chinese EV manufacturers carries the risk of regulatory attention and further underscores the need to build up reputable European businesses.
[bookmark: _Toc238377649]Competitive Position
BYD is well-positioned technologically and in its costs, but less known and less entrenched in Europe compared to its competitors. There are significant competitive barriers because of Volkswagen's scale, Tesla's technology brand and European premium brand manufacturers' reputation. BYD's vertical integration, its wide portfolio of EVs and PHEVs, and the competitive pricing, however, can be a threat to the existing market positions. So, its strategic focus needs to now be on turning operational and technological strengths into increased brand credibility, distribution presence and customer relationships throughout Europe.
[bookmark: _Toc238377650]Porter’s Five Forces Analysis
[bookmark: _Toc238377651]Competitive Rivalry
BYD faces intense competition in the European EV market: Rivals include the well-established European manufacturers, such as Tesla, and other Chinese EV manufacturers in increasingly similar product categories. While the scale of manufacturing is an advantage for Volkswagen Group, the multiple brands and wide distribution networks add to their benefits, and Tesla has the brand recognition and technology to its name. Despite this rapid growth, it is clear that BYD has potential to become a significant player in the market, as its European registrations rose by 268.6% in 2025, reaching over 187,000 vehicles, while its market share remains around 1.2% (JATO Dynamics, 2026; ACEA, 2026). This makes it obvious that, in this case, competition is not about price, but about cost efficiency and product differentiation, localisation and customer experience.
[bookmark: _Toc238377652]Threat of New Entrants
Competition from other automotive companies is limited due to the high levels of investment, technology, manufacturing, compliance and distribution system needed to compete in the European auto industry. These barriers benefit existing manufacturers and EV manufacturers in large volume production like BYD. But the rising presence of Chinese manufacturers shows that technologically capable companies can clear some of the traditional obstacles with existing manufacturing ecosystems and pricing. This means new entry is still possible, but that it is far more challenging to gain a substantial European market share than to gain market entry.
[bookmark: _Toc238377653]Bargaining Power of Suppliers
BYD's vertical integration helps to moderate supplier power. The company has also been producing key components in-house, such as batteries, which helps the company have greater control over production costs and supply continuity, reducing its reliance on external suppliers (BYD, 2024; McKinsey & Company, 2025). However, as localisation expands, so does reliance on regional suppliers, logistics companies and specialist components due to European expansion. Supplier power might thus increase over the transition to a geographically more balanced European supply chain, but BYD's current integration offers an important structural benefit.
[bookmark: _Toc238377654]Bargaining Power of Buyers
There is a high level of buyer power, due to the wide variety of BEVs and PHEVs available from established and new brands to European consumers. Buyer influence is further reinforced by the fact that price sensitivity is another significant constraint for consumers regarding the adoption of BEVs, with 45% of all consumers identifying the purchase price and high costs as the primary barrier to EV adoption (Deloitte, 2025). Consumers can thus compare the vehicles in terms of technology, charging, after-sales, brand reputation, range and price. BYD will therefore need to offer an attractive mix of price, quality, technology and customer service to decrease the barriers to switching.
[bookmark: _Toc238377655]Threat of Substitutes
Fully electric vehicles are not yet substitutes for still conventional hybrids, PHEVs and alternative mobility solutions. Yes, the uptake of BEVs is not even across Europe, as evidenced by the continued demand for hybrid technologies from some consumers. Deloitte (2025) also found that only 11-19% of consumers plan to purchase their next car as a BEV, with many expressing an interest in hybrid vehicles. Given BYD's wide product offering in both BEVs and PHEVs, it is possible to mitigate this substitution risk by catering to the various stages of BEV adoption by consumers.
[bookmark: _Toc238377656]Overall Industry Attractiveness
According to Porter's Five Forces, the European EV industry has immense growth potential but is also facing strong competition. The buyer power is strongest and the rivalry is strongest, but BYD's vertical integration helps to minimise supplier influence and offers some cushioning against price pressures. For a big and tech-savvy firm like BYD, the industry looks promising; however, it will require differentiation, localisation, cost efficiency, and building of better connections with customers to achieve a sustainable profit.
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The Ansoff Matrix is a framework used to evaluate growth options based on the interaction between current products and new products, or on current markets and new markets. The strategic possibilities for BYD in the European EV market are identified in the framework as follows: Market penetration, Market development, Product development and diversification.
[bookmark: _Toc238377658]Market Penetration
Market penetration is described as growing existing products in markets in which BYD already sells its products. It is a relatively low risk growth strategy since it is based on existing products, capabilities and distribution channels. To deepen the penetration, BYD may build more dealerships, establish an e-sales channel, offer more competitive pricing, and partner with fleet and enhance customer-retaining efforts. The strategy is especially applicable when taking into account the company's modest share on the European market, despite the fact that registration is booming in Europe in 2025 – according to both ACEA (2026) and JATO Dynamics (2026).
[bookmark: _Toc238377659]Market Development
Market Development is launching existing products into new markets in Europe. BYD has already made a presence in the main markets in Europe, but with more expansion through regional distributors and dealer partnerships, geographical coverage may be expanded. The strategy is backed by ongoing penetration of EVs in Europe, and it allows BYD to show how it can take advantage of its current portfolio without major technological changes to its vehicles. Higher localization of distribution and after-sales would also increase the market access and customer confidence.
[bookmark: _Toc238377660]Product Development
Product Development is the process of launching new or improved products in the existing markets of Europe. This is especially relevant due to different preferences of European consumers for vehicle types, affordability and electrification. BYD can further consolidate its market with the launch of more BEVs and SUVs and PHEVs, including its DM-i technology. The rise in the popularity of hybrid vehicles offers a strategic argument for not going entirely BEV (Deloitte, 2025; Electric Drives, 2025).
[bookmark: _Toc238377661]Diversification
Diversification is the riskiest opportunity in the Ansoff matrix and involves entering into a new market with new products. Whereas BYD's diversification into energy storage, charging solutions and comprehensive sustainable mobility services may build on its automotive strengths. This is not to be a top priority, however, since such measures would demand extra investment and organizational efforts, which would have to be channeled into the company's position in the European automotive sector.
[bookmark: _Toc238377662]Strategic Growth Direction
The Ansoff Matrix suggests that diversification should be given lesser importance than market penetration, market development and product development. Deeper penetration and geographical expansion are relatively easy as BYD already has a wide range of products and has a presence in Europe. Product development, such as differentiated EV models and PHEVs, can meet evolving consumer needs and eliminate the need for a singular path to electrification. Diversification must thus continue to be a longer-term proposition than a main component of the short-term plan for European growth.
[bookmark: _Toc238377663]Strategic Synthesis
Combined, the five business analysis models suggest that Europe is an exciting market for EVs, but has highly competitive, regulatory and consumer pressures. The trade policy, affordability and technological development and environmental regulation are all important factors that are highlighted by the PESTLE analysis, while SWOT analysis shows that the vertical integration, battery capabilities, manufacturing scale and wide electrified product line are important strategic strengths for BYD. Competitor analysis and Porter's 5 forces also suggest that established brands and buyer power and high rivalry slow down the market entry.
 The Ansoff Matrix thus allows for the prioritisation of market penetration, market development and product development, while diversification is seen as a longer-term option. The need for sustainable European growth will rely on the ability to build on BYD's current cost and technological benefits to create more credible brands, local operations, customer connections and regulatory agility.

.
[bookmark: _Toc238377664]Financial Plan
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To implement the proposed business development strategy in the European electric vehicle (EV) market, BYD must have adequate funds available to invest strategically into various business activities. The initiatives they have proposed, such as marketing activities, expansion of dealerships, manufacturing localisation, supply chain development and human capital investment, must be well-planned and financed to ensure that their growth targets are commercially sustainable and consistent with the long-term corporate priorities (Brealey, Myers and Allen, 2020).
[bookmark: _Toc238377666]Strategic Investment Requirements
European expansion requires focussed and substantial capital investments and not general capital allocations. The important thing is local production: BYD's factory in Szeged is estimated to cost €4 billion and will be able to produce up to 300,000 vehicles a year at peak capacity. Production will start in the fourth quarter of 2026, with the factory likely to be a major part of BYD's strategy to expand its footprint in Europe and diversify its product away from tariffs (BYD, 2024; Reuters, 2026). Previously, the $1 billion plant announced for Turkey was planned to be used by 150,000 vehicles per year, but due to the fact that BYD prioritizes investments according to their strategy, the project is on hold as the company invests in Hungary.
Investment needs to be expanded beyond manufacturing. The above shows that BYD's sales abroad in 2024 were 417,204 vehicles, an increase of 71.86%, reflecting the increasing demand for its vehicles in the overseas market, which in turn requires investment in dealerships, logistics, and customer service infrastructure. Marketing spend should be used to build brand awareness and localisation; charging partnerships can lower the barriers to EV adoption and increase the value proposition around EV ownership (IEA, 2025). Digital infrastructure and workforce development are also required to enable operations based on data, quality of production and services from the local level.
Research and development should continue to be a large investment priority. BYD's R&D spending in 2024 amounted to RMB54.2 billion, representing 35.68% of sales revenues, a testament to the extent of their technological capabilities being invested (BYD, 2024). Further investment is essential to keep battery, vehicle intelligence and manufacturing innovation going, despite the fact that competition is increasing in Europe.
[bookmark: _Toc238377667]Financial Feasibility Analysis
The plans for an investment in Europe are technically viable given the size of operating scale and liquidity of BYD. BYD's revenue and net profit attributable to shareholders were around RMB777.1 billion and RMB40.25 billion in 2024, respectively, increasing by 29.02% and 34% year-on-year, respectively. The company also had RMB154.9 billion of cash reserves and RMB133.5 billion of net operating cash flow, which offers ample internal financial capacity to implement the phase-based investment in the international markets (BYD, 2024). 
It is also worth noting that the size of the current operations of BYD further enhances the investment affordability. In 2024, the company's total sales of NEVs worldwide amounted to 4,272,145, representing a 41.26% growth, and overseas sales totalled 417,204, showcasing the brand's international presence and growing demand (BYD, 2024). These books lay the groundwork for achieving economies of scale in the procurement, production and R&D; and vertical integration of batteries and other core technologies reduces costs. The operating model that emerges is consistent with that of resource control that could enhance cost-effectiveness and competitiveness (Barney, 1991).
But it is important, there are no boundaries to investment because of financial capacity. For instance, the capital investment for BYD's Hungarian project is estimated to be approximately €4 billion and the construction of the project in Turkey is delayed, showing the importance of capital expenditure based on the market environment and strategy (Reuters, 2026). But by analysing the BYD's financial position in 2024, it can be seen that the investment is in tandem with the size of BYD. Moreover, the company also continued to pour RMB54.2 billion into R&D, which reflects that BYD can invest a considerable amount to reach profitability and ensure an adequate level of innovation. Thus, the proposed strategy is financially viable, if the investment in Europe is planned together with the development of the demand, the build-up of production as well as the ongoing generation of cash flow.
[bookmark: _Toc238377668]Financial Risk Assessment
The first threat that comes to mind is tariffs. In addition to the standard customs duty applied to imports, the European Commission determined a definitive countervailing duty of 17.0% on BYD Group due to the Chinese produced battery electric vehicles. The measure would have a tangible effect on the landed cost of vehicles coming in from China and so improve the financial case for manufacture in Europe (European Commission, 2024). BYD's strategy of manufacturing in Hungary directly protects against this exposure by moving more of its supply in Europe to manufacturing in Hungary.
A certain degree of relevance of currency risk also exists since European revenues are in Euros and certain aspects of BYD's upstream supply chain continue to be tied to renminbi cost. Forward contracts can be used to reduce short-term transaction exposure, and greater European sourcing can provide a natural hedge (Madura, 2021). Inflation is a risk of additional costs. The annual inflation rate in the euro area stood at 2.4% in December 2024, but the inflation rates in the euro area countries remained quite diverse, leaving a question mark over labour, energy and operating costs for BYD in its European markets (Eurostat, 2025). The impact of cost inflation can be mitigated through long-term supplier contracts, productivity enhancements and staged capacity increases.
It is especially important to note investment uncertainty, with a Hungarian plant facing delays and the project in Turkey being on hold. This shows that big deals for localisation can turn out to be less profitable than they are said to be (Reuters 2026). Instead of making simultaneous investments in various facilities, BYD's staged investment, capacity ramp up and periodic investment-gate reviews can all help decrease this exposure.
Lastly, the competitive pricing pressures and volatility in the demand for a product or service can also squeeze margins and lengthen payback periods for investment. By the time of this article, BYD has already disclosed its margins for 2024, which come in at around 19.44%. This is a good sign of the current profitability, but to maintain margins in Europe will require BYD to keep a tight rein on local manufacturing and distribution costs, and to not indulge in unnecessary price wars. Thus, vertical integration, differentiated technology, diversified product range, and flexible production planning continue to be factors that protect the finances of companies (BYD, 2024).
[bookmark: _Toc238377669]Financial Sustainability and Implementation
Localisation is especially relevant with regards to the sustainability of this model. By producing the BEVs in Europe, the 17% countervailing duty imposed on Chinese-manufactured BEVs could be avoided, while also positively impacting the transport dependence and responsiveness to European demand (European Commission, 2024). But the fact that the Hungarian production schedule has been delayed, and the Turkish project for some time has been frozen, shows that the size of the investment is not enough to ensure financial sustainability – only disciplined implementation is.
Therefore, BYD should keep a continuous monitoring of cash generation, production utilisation, European sales growth and capital allocation should be adjusted based on the market performance of investment expenditure and operating margins. The suggested financial strategy thus has the potential to build a sound economic basis for sustainable European expansion if investments continue to be phased, financially disciplined and demand-, regulation- and competitive-sensitive. 
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The study was applied to the business development plan of BYD, which showed that there was an enormous potential in the European electric vehicle (EV) market, though it was also clear that the company's current competitive position cannot guarantee its future sustainability. While BYD has significant strengths in scale, vertical integration, battery technology and cost competitiveness, it was identified that weaknesses and external pressures exist in terms of brand recognition and customer trust, localisation, regulatory complexity, tariffs and competition from established European manufacturers. The main conclusion was thus that European expansion is a big opportunity, but one that will need BYD to make a number of adjustments to their strengths to meet the needs of European markets.
The suggested response is a coordinated and integrated European expansion plan based on increased localization, coordinated marketing and sales development, operational investments, human capital development and financial discipline. The plan is not to go head-to-head with other brands on price but to bring together the advantages of costs and technology that BYD brings to the table, and the benefits of its local production, dealership network, customer service, supply-chain strength and local expertise. This will help BYD expand its market share without being overly exposed to tariffs and supply chain disruption and have a positive impact on customer confidence in the brand.
There is a significant amount of money and organizational resources that would be needed to implement. All manufacturing capacity, dealerships and service networks, digital infrastructure, skilled technical and managerial staff, local supply-chain relationships, marketing investment and research and development would be required. Despite the analysis, the results show that BYD has strong financial and operational capabilities to support the phased implementation. However, resources are not necessarily the solution to implementation barriers. The returns from the strategy may be impacted by tariff changes, regulatory requirements, exchange-rate fluctuations, demand uncertainty, and/or vigorous price competition and the possible disruption of supply chains. The company needs to be careful not to replicate the model it has overseas in Europe.
Analysis also suggests the direction in which BYD needs to improve its strategy in the future. More local decision making and supply chains would enable the company to better adapt to country-specific market conditions. Furthermore, it is necessary to strengthen customer experience and after-sales service, as well as strengthen its local partnership and communication with the brand, instead of focusing more on technological ability and price competitiveness. It would also be possible to adjust the strategy using continuous monitoring of financial, operational and market indicators, as the European situation evolves.
Overall, the results are positive in terms of implementation of the proposed strategy but not necessarily across-the-board implementation, but a phased adaptive approach. The first steps should be to invest in manufacturing localisation and core operational capabilities before investing in marketing or dealership development or customer investments and services. This way, BYD can keep the risk of putting too much money in at the start to a minimum and can use the performance of the European market to tweak its allocation of resources. The proposal thus represents a viable avenue for BYD's sustainable European development; however, its success will rely on disciplined execution, constant monitoring and adjustment of specific actions on a market-by-market basis as necessary to align with market conditions or performance data.
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Figure 4.1 Existing Business Model Canvas for BYD Company Limited
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