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[bookmark: _Toc192849036]1: Introduction 
[bookmark: _Toc192849037]1.1 Background
The global automobile industry faces intense competition because manufacturers use creative marketing methods to modify customer choices about buying cars. The competitive automotive sector allows BMW and Aston Martin to showcase different methods for marketing luxury products within their unique market positions. BMWs approach the luxury segment by attracting a wide range of customers through innovative products combined with sustainable practices and competitive pricing. The “i” electric vehicle line from BMW, like the i4 and iX has proven successful, with 215,000 global total sales in 2022, because it responds to consumer interest in sustainable transportation (EDF, 2024). Aston Martin addresses exclusive buyer demographics since its primary customer base consists of well-off consumers interested in heritage and skilled craftsmanship in their luxury purchases. The manufacturer achieved limited market expansion because it prioritised sustainability through its speciality vehicles but raised production costs above most customers' affordances, thus selling just 6,000 units globally during 2022 (Solar Power Europe, 2023). 
The strategic examination of BMW alongside Aston Martin allows researchers to develop an understanding of how organisations can achieve equilibrium between their pursuit of innovation along with exclusive offerings and sustainability goals (Rame, Purwanto and Sudarno, 2024). Research on changing customer desires benefits from this information which allows theoretical development of best marketing methods for competitive markets. Real-time data in this study gives researchers essential practical evidence to study upcoming market developments such as electrification and digital marketing.
[bookmark: _Toc192849038]1.2 Research Problem
In this study, accurately capturing and comparing how BMW and Aston Martin approach marketing strategy is a big challenge as both brands target similar luxury customers and might use different ways in social media, branding, and customer engagement. To achieve this, particularly given the customers’ varying perceptions and the varying demographics and contexts in each culture, it is complex to identify these nuances and measure their direct impact on customer purchasing behaviour (Haralayya, 2021). The existing literature lacks comparative studies on different marketing strategies and their consequent impact on consumer behaviour, particularly between two famous luxury automotive brands, i.e. BMW and Aston Martin (ORJI, 2024). 
[bookmark: _Toc192849039]1.3 Aims and Objectives:
Aim: The aim of this research is to investigate how BMW and Aston Martin's marketing initiatives affect their target customers' buying choices. A real-time comparative analysis functions to uncover the effectiveness of these strategies regarding consumer preference management, barrier elimination and alignment with trends that include sustainability and innovation for automobile industry applications.
Objectives: 
· To assess the significance of marketing strategies for automobile companies on customer purchasing behaviour through a comparative analysis between BMW and Aston Martin
· To inspect the different marketing strategies adopted by automobile companies to influence customer purchasing behaviour by a comparative  analysis between BMW and Aston Martin
· To analyse the barriers faced by automobile companies regarding marketing strategies for influencing customer purchasing behaviour through a comparative analysis between BMW and Aston Martin 
[bookmark: _Toc192849040]1.4 Research Question
· What is the significance of marketing strategies for automobile companies on customer purchasing behaviour through a comparative analysis between BMW and Aston Martin?
· What are different marketing strategies adopted by automobile companies to influence customer purchasing behaviour by a comparative analysis between BMW and Aston Martin?
· What are the barriers faced by automobile companies regarding marketing strategies for influencing customer purchasing behaviour through a comparative analysis between BMW and Aston Martin?




[bookmark: _Toc192849041] 2: Literature Review 
[bookmark: _Toc192849042]2.1 Significance of marketing strategies for automobile companies on customer purchasing behaviour through a comparative analysis between BMW and Aston Martin 
Luxury automobile marketing efforts influence how customers buy cars which becomes visible when analysing the BMW and Aston Martin competitive sectors. BMW markets itself to various customers by offering technological innovations aside from embracing sustainability with affordable luxury options. The BMW “i” series of EVs, which includes the i4 and iX, demonstrates sustainable innovation that follows global environmental trends, as noted by Haralayya (2021). The global EV sales numbers released by BMW in 2022 exceeded 215,000 units, indicating the effectiveness of its market approach for eco-conscious consumers. Through digital marketing initiatives, social media activities and customer engagement events BMW succeeds in expanding brand loyalty worldwide. The luxury car brand Aston Martin implements an elite brand identity that caters to wealthy buyers who want the combination of status and master craftsmanship. The DBX SUV and Vantage family of models emphasise both luxury and high-performance capabilities, which attract individuals from high-net-worth backgrounds. The restricted effort of Aston Martin to address sustainability and affordability issues has blocked the company from reaching broader customer markets. In 2022, Aston Martin released approximately 6,000 vehicles to the global market, which indicates its specialised market approach. The studies of Thumiger (2021) suggest that Current data demonstrates that BMW's comprehensive approach brings in various customer types yet Aston Martin maintains its special status that hinders market growth yet keeps its top status. The examination demonstrates that market-specific strategies determine which customers make buying choices. BMW strategies their consumer-adaption for wide appeal, but Aston Martin specialises in exclusivity to maintain their heritage despite having reduced sales numbers reported by Schnierle (2021). The two models prove that brand marketing functions as an essential tool for ensuring brands achieve proper alignment between their identity and consumer perceptions of value.
[bookmark: _Toc192849043]2.2 Marketing strategies adopted by automobile companies to influence customer purchasing behaviour by a comparative  analysis between BMW and Aston Martin
Automobile industries BMW and Aston Martin present different marketing methods to guide their customers toward purchases which match their brand identity. A wide spectrum of potential customers choose BMW because the brand focuses on state-of-the-art technology, together with eco-friendly practices and premium pricing options, as noted by Maradin, Malnar, and Kaštelan (2022). Its “i” series of electric vehicles (EVs), such as the i4 and iX, appeals to eco-conscious buyers, with BMW reporting over 215,000 EV sales globally in 2022. The brand engages customers through digital marketing, social media activities and experiential events along with the goal of creating an inclusive modern image. Different age groups and types of consumers, including professionals and households, choose to participate in operations managed through this methodology. Thumiger (2021) states that Aston Martin creates market appeal by concentrating on exclusively luxurious offerings that attract consumers driven by heritage alongside craftsmanship. The DBX SUV, along with the Vantage, showcases luxurious performance capabilities that attract consumers from high-net-worth demographics. The limited focus on sustainability coupled with unaffordable pricing keeps the company's market reach narrow due to its 6,000 unit global sales in 2022. The flexible approach of BMW toward trends like electric mobility brings wide market success, yet Aston Martin maintains its upper-class brand identity to avoid broader expansion. As per the observation of ORJI (2024), Environmental insights show BMW gains big market share through a broad brand strategy while Aston Martin maintains business success by preserving its sampling to exclusive sections. The strategies prove that market-specific promotion techniques guide purchasing behaviour because they match product messaging to customer values.
[bookmark: _Toc192849044]2.3 Barriers faced by automobile companies regarding marketing strategies for influencing customer purchasing behaviour through a comparative analysis between BMW and Aston Martin 
Two major automotive firms, including BMW and Aston Martin, experience different marketing obstacles while seeking to affect customer buying decisions. The successful marketing of BMW toward diverse audiences through sustainability and innovation creates obstacles because it must address price and luxury image alignment. BMW electric vehicles (EVs) such as i4 and iX successfully market to eco-conscious buyers because of their innovative electric features, but budget-conscious consumers find their prices too high to obtain these models. Thumiger (2021) noted that the digital marketing and experiential campaign infrastructure of BMW requires a substantial financial commitment that puts pressure on company resources. Aston Martin, on the other hand, faces barriers due to its exclusive branding strategy. The studies of Brun (2021) suggest that since it caters to prestigious buyers with traditional design values, the brand separates itself from tech-dependent younger generations who prioritise modern, sustainable products. High prices of models and slow EV adaptation have prevented the firm from achieving competitive success and resulted in global sales of just 6,000 units during 2022. The exclusive market segmentation of Aston Martin hinders company expansion opportunities, which prevents successful competition against general automobile manufacturers such as BMW noted by Kuraś (2023). Coinciding real-time data demonstrates opposing challenges for BMW and Aston Martin regarding their pursuit of affordability and market expansion. The brands need to respond to competitive market challenges through strategies that match current consumer preferences to remain relevant in their competitive position.
[bookmark: _Toc192849045]2.3 Theory of Planned Behaviour 
The integration of the Theory of Planned Behavior (TPB) enables researchers to understand marketing strategy effects on customer choices through the evaluation of three fundamental elements (Praswati, Sari, and Murwanti, 2022). The values established through BMW and Aston Martin’s brand positioning, together with their advertising strategies and messaging, will determine consumer understanding. The analysis of subjective norms will analyse social pressure and group influences that drive consumers toward buying luxury cars from this pair of automobile brands. The analysis will investigate the ease of acquiring luxury cars through marketing strategies according to perceived behavioural control. The Theory of Planned Behavior at once provides an extensive structure to study how marketing elements shape consumer buying intentions together with actual market behaviour within the luxury automobile sector.
[bookmark: _Toc192849046]2.4 Marketing Mix Theory
The analysis of customer purchasing behaviour for BMW and Aston Martin benefits from an implementation of the Marketing Mix Theory, which examines the 4Ps (Product, Price, Place, and Promotion) (Wichmann et al. 2022). The study evaluates market segment attractiveness by comparing product innovations between BMW and Aston Martin. This part examines pricing factors and their effects on customer perceived value together with purchase decisions. The research uses place as a method to examine distribution structures and accessibility levels of both brands, which affect customer buying decisions. Research on promotion will disclose advertising mechanisms which influence consumer decisions to achieve a full grasp of marketing's impact on purchase conduct.
[bookmark: _Toc192849047]2.5 Literature Gap
The main research gap in this study pertains to the insufficient investigation of marketing strategy dynamics between BMW and Aston Martin which affect luxury automobile market customer behavior. Studies about luxury brand marketing exist separately but lack comprehensive evaluations of behavioural effects between marketing segments (performance-focused versus exclusivity-focused brands). The field lacks empirical studies regarding the influence of particular promotional methods, including digital techniques, influencer promotions and experiential experiences, on luxury automotive consumer purchasing choices. The research seeks to address this knowledge gap by providing an extensive assessment of these two brands.


[bookmark: _Toc192849048]3. Research Methodology
[bookmark: _Toc192767168][bookmark: _Toc192849049]3.1 Research Design 
Research Philosophy  
For this study, the positivist research philosophy is applicable because it is geared towards helping see objective reality and measurable outcomes, which is consistent with the objective of seeing the measurement of the effects of marketing strategies on customer purchasing behaviour (Goundar, 2012).  The data that are to be collected by positivism must be quantifiable since it is also necessary to understand customer behaviour through surveys, experiments with customers, or sales figures. Less appropriate are other philosophies, such as interpretivism or constructivism, which focus on subjective experiences and, as such, do not provide clear cause-and-effect relationships (Rajasekar and Verma, 2013).  Overall, the positivist approach provides the researcher with the ability to produce reliable and generalisable results, and therefore, it would be appropriate to apply it to test marketing strategy effectiveness in BMW and Aston Martin. 
Research Approach 
This study is appropriate for the use of the deductive approach for research as this approach enables the testing of existing theories and hypotheses that may relate to the effect of marketing strategies on customer purchasing behaviour. The researcher, by beginning with a theoretical framework based on the principles of marketing brand equity and consumer decision-making, can test these theories against the real-world BMW and Aston Martin. This is unlike an inductive method of generating new theories from data; instead, the deductive method is structured in order to confirm or refute the hypotheses. The result is clearer and sharper because this increases the validity of conclusions about the effectiveness of marketing strategy (Patel and Patel, 2019). 
[bookmark: _Toc192767169][bookmark: _Toc192849050]3.2 Research Method 
Research Choice
This study has chosen a mono-method approach where there is only one research method used for the assessment of the marketing strategies' impact on customer buying behaviour. The collection of such large amounts of data, which can easily be analysed for patterns and relationships, is appropriate because they can be collected using this approach (Garg, 2016).  This means that the option adopted by BMW and Aston Martin in a choice that one or other method rather than a mixed method approach is also consistent with or with clear comparisons and comparisons between the strategies that have been adopted by BMW and Aston Martin. However, the mono method gives us simplicity, strong validity in quantitative analysis, and a narrow research process (Pandey and Pandey, 2015). 
Research Strategy 
For the study, a survey strategy has been chosen since it caters for the systematic collection of data from a defined sample of 70 – 100 consumers who frequently interact with the social media pages of BMW and Aston Martin. Ten close-ended questions will be used. This method is good because researchers may gather direct inputs from consumer perceptions and behaviours targeting those that would be exposed to the companies’ marketing strategies. Because the survey approach is less expensive, scalable, and able to analyse the patterns over a larger sample, it is preferred over other approaches like interviews. But it also provides clear and quantifiable results enabling robust comparison of the two brands and helps in knowing for sure which one is better (Pandey and Pandey, 2015). 
[bookmark: _Toc192849051][bookmark: _Toc192767170]3.3 Data Collection and Data Analysis 
 Data Collection 
Data collection will consist of an online survey using Google Form, an online form from Google, because of its cost-effectiveness, convenience and reach for a wide target audience, among which it has been undertaken the social media engaged people who consume BMW and Aston Martin. By applying this method, participants’ data are collected within a short period of time, and results are easy to analyse, while at the same time, anonymity and convenience for participants are provided, unlike what other methods like offline surveys can (Verma, Verma and Abhishek, 2024). 
Data Analysis 
In choosing MS Excel to do the analysis, they used the fact that data analysis could be done in a friendlier manner, it is available to many with a short learning curve, and because of its ability to manipulate data well by permitting efficient management of big datasets, doing statistics and even making visualisation. Such more complex and resource-intensive tools as SPSS may have additional features, but the scope of this study does not make such tools practical (Greening, 2019). 
[bookmark: _Toc192849052][bookmark: _Toc192767171]4. Ethical Considerations
This study will be conducted in such a way that all the participants are treated with the same moral and ethical responsibilities, for instance, informed consent, privacy and confidentiality of the respondents. Participants will be clearly informed about this survey’s purpose and their right to withdraw from it at any time without penalty. Individual responses will be anonymised so that who has replied to any questions will not be able to be traced back to anyone. Also, the study will keep ethical practices of data handling and will not utilise techniques that create misleading or deceitful data.
[bookmark: _Toc192767172][bookmark: _Toc192849053]5. Limitation
A limitation of this study is that it relies on self-report data – for instance, there is a potential for participants to respond in a socially desirable manner. Finally, the number of sample size consumers (70-100) might narrow the scope of generalizability of the findings. The concentration on the social media engaged consumers in a sense, limits the effectiveness of the study, in that it may leave out some part of the target audience. In addition, data analysis in MS Excel, while easy, could prove to a lesser extent possible in terms of statistical depth analysis compared to specialised software.
[bookmark: _Toc192767173][bookmark: _Toc192849054]6.Expected Outcome   
Overall, this research is expected to discover the marketing strategies used by BMW and Aston Martin and how they affect the customer's purchase behaviour. The purpose of the study is to decipher how the decisions made by the consumer operating in the luxury automobile arena are further influenced by various tactics employed by marketing, including social media engagement, branding, product positioning, etc. The results should show that marketers have different effects in promoting the two brands and insights into brand loyalty, consumer preferences, and purchasing intent. However, this ultimately provides valuable knowledge when improving marketing strategy in the automotive industry.
[bookmark: _Toc192767174][bookmark: _Toc192849055]7. Timeline
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(Source: Created by Scholar)
[bookmark: _Toc192849056]8. Conclusion 
The study examines the purchasing behaviour changes caused by these market strategies to determine their performance level. The analysis of current statistics and case studies demonstrates the ways in which organisations succeed through adaptable strategies and branding approaches and tracking consumer market tendencies. The research findings will provide essential information to upcoming scholars through their analysis of behavioural elements which affect premium automobile buyers.
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