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[bookmark: _Toc225671720]Executive Summary  
The report provides a course of action plan of the strategic direction of BMW in a highly dynamic automotive environment with the stresses of electrification, a digitalized environment, and sustainability. One can examine that BMW is highly vulnerable to the aggression of agile EVs, regulatory and technological shifts, even with determined brand equities, technical capabilities, and worldwide presence. 
It is a strategic position of one of the most successful companies, BMW, a critical report on the strategy position through external analysis (PESTEL and Porter's five forces) and internal analysis (S.W.O.T, VRIO, and Value Chain). The results indicate that despite the BMW corporation having a bundle of feasible resources and abilities, the corporation will go ahead with completely electrifying and incorporate software that is better than that of its competitors, like Tesla.  
This report suggests that it has a long-term agenda where integration of EV platforms would take priority, involving the software ecosystem, battery technology, and AI alliance. It is among the strategies that will render BMW more competitive as it repurposes its resources following the new industry needs. 
These three include digital capabilities, vertical integration of battery supply chains, and customer-focused innovation of service. The report provides a conclusion that the future long-term competitiveness of BMW is the possibility of reshaping and transforming itself into a technology-based mobility company rather than a conventional car maker. 
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[bookmark: _Toc225671721]Introduction   
Strategic management has also been defined as the planning and execution of long-term objectives and initiatives that will help organizations gain long-term competitive advantage in challenging environments. The latter has been caused by the shift in technology and both growth and contraction of demands of the consumers and the inflexibility of the pre-established laws and regulations governing the environment, which puts strategic management in the automotive industry into even greater perspective (Anderson, 2022). 
Strategic management contributes to the planning of the firms to tune interior facilities to the exterior environmental scenario in such a manner that the firms would react to exterior unexplainable factors and competition in the most productive manner. The structure also needs sustainability to enable organizations to be viable in the long term through effective reactions to the environment and social implications within the organizational plans. 
The report is aimed at critically analyzing the strategic position of BMW and develop a progressive strategy that will ensure the company becomes more competitive. The report will be subdivided into several sections, namely: a BMW overview, a strategic intent analysis, a discussion of its current performance, and a strategic analysis in the framework of external and internal frameworks. Its implications could be used in the report, giving strategic suggestions to close gaps and available opportunities (Cresti, 2025). 
 
  
 
 
 
 
 



[bookmark: _Toc225671722]Overview / Background of BMW  
The BMW Group is a car manufacturing company based in Germany and is headquartered in Munich, Germany. BMW, Mini, and Rolls-Royce. BMW is an automotive luxury company that was founded in 1916 and engages in the production of luxury cars.  
BMW's product range has internal combustion engine (ICE), hybrid, and a growing percentage of battery electric vehicles (BEV). It is found in all parts of the globe, with its concentrations in Europe, China, and North America. It features a business model in providing high-performance automobiles and end-to-end customer experience (Talikine, 2025). 
It is a company that operates in a highly competitive automobile industry and is also amidst a massive technological revolution, government oppression, and the transformation of the consumer into one that is more sustainable. BMW has made a market leap in the production of quality and driving dynamics; it has been innovative, and its brand image has been its traditional point of difference. 
The industry is, however, changing with the advent of electrification and digitalization. The capacities of software have become critical, with battery technology and system integration in which even mechanical engineering and other conventional capabilities are unnecessary (Hong, 2024).   
Strategic Intent   
It can be summed up that the BMW strategic intent is to become the leader in offering high-quality, sustainable mobility solutions. It possesses a customer-focused, sustainable, and innovative mission without interfering with its brand identity, which constitutes the ultimate driving experience.  
Phenomenally, the BMW targets are to achieve the electric faster, get carbon-neutral throughout the value chain, and become computerized in its cars. There is also the possibility that the proportion of electric cars on the company line will increase more than twice, and the company will continue to make a profit (Cuc and Cilan, 2025). 
The degree of strategic tension is, however, realized under the critical analysis form. BMW has also been involved in internal combustion technology, but its sustainability is a real action when it comes to a two-pronged approach, and making the change blurred and delayed. This contrasts with other competitors that have since applied a more aggressive electrification strategy. 
BMW is an organization with exciting strategic schemes, but it has been hindered in some ways by its archaic system and corporate culture. This is because it is difficult to strike a balance between profitability in the short term and change in the long term. 
[bookmark: _Toc225671723]Current Performance  
BMW is a stable company that is also financially sound, as is evidenced by its luxurious position and global nature. Even the global shocks like supply chain constraints and semiconductor shortages did not negatively affect the company, as it took a step towards maintaining a consistent increase in revenues and profitability. 
The fact that the transition to the electric car market was gradual is one of the factors that BMW can be proud of in its current performance. The company has also launched a limited number of EV models, such as I4 and IX, which have helped boost the sales of electrified cars. Nevertheless, EVs produced by Tesla do not have a high penetration compared to other brands like BMW (Liu et al., 2024). 
BMW has been maintaining its status in terms of competition in the luxury automobile market. It enjoys a massive competitive edge in terms of brand loyalty and equity. BMW has demonstrated its operational strength in terms of supply chain management, and they have flexible production systems. This is because the capability of the company to fit various powertrains on a single platform boosts flexibility in selling the variations. But troubles do not fade away. Electrification is a business that involves a lot of investment in battery technology, software, and infrastructure. 
In sum, it can be concluded that the BMW performance today could be described as a stable yet transitional period, as the current strengths are still questioned by the new forces in the market. The success of the company in this change will determine the future performance of the company (Lampón, Rodríguez De la Fuente, and Fraiz-Brea, 2022). 
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[bookmark: _Toc225671725]External Environmental Analysis (PESTEL + Porter's Five Forces)
PESTEL Analysis 
Political 
The introduction of electric vehicles is under government policies, and this decisively influences the strategic environment of BMW. Existence of subsidies, tax exemptions, and an increase in prohibitions against emissions provide the space to grow in the EV industry, and at the same time, generate compliance costs (Nettekoven, 2023). 
Economics 
The BMW performance is affected by the level of global economic uncertainty, given that it is in the luxury car market. The changes in the fluctuations in the inflation rates, interest rates, and consumer confidence have a direct effect on the demand for luxury vehicles. Other than that, the cost of production goes up due to the higher price of the basic materials of production, namely lithium and cobalt, besides the fact that they strain the margins.
Social 
Consumer behavior towards sustainability is influencing demand in the automotive industry, as consumers are shifting towards it. The increased trends of environmental awareness have substituted the trendiness with electric cars and low-emission cars, and there is a high demand for an ethical source and transparent supply chain (Pichler et al., 2021). 
Technological 
One of the best foundations of competitive advantage is technological disruption. The industry is changing under the influence of the rapid rate of technological changes based on autonomous driving, artificial intelligence, and connected cars. The ex-BMW engineering advantage has expired as the company is no longer able to afford relying on its triumph of being digital and using software in its functioning. 


Environmental 
The pressure exerted by the environment is massive, and this is increasing as the world is dedicated to issues of climatic concern, as well as strict regulations on emissions. The issue that BMW has is the decrease in the carbon footprint of its production and the lifestyles of its products. Failure to do so would lead to fines and reputation, and therefore, sustainability is not a meaningless ethical consideration but a strategic need as well (Pan, Xu, and Skare, 2023). 
Legal 
The legal environment has high requirements for the standards of vehicles, the standards of emissions, and the privacy of data. The more digitally interconnected vehicles, the more complicated the regulations of data protection, the aspects of which one must follow (Young-Jin, Zuhriddin, and Ikhtiyor, 2023). 
Porter's Five Forces
Competitive Rivalry (High): In the current case, the rivalry among the players and new entries is high and is therefore the EV-oriented companies.
Threat of New Entrants (Moderate): Technological companies entering the mobile industry create new entrants, but the capital requirements would scare new entrants.
Supplier Power (High): It is founded upon the battery suppliers.
Buyer Power (High): The buyer power is also high because the buyers have varying levels of substitutes, making them price sensitive.
Threat of Substitutes (Moderate): The mobility-as-a-service/Public transport substitutes reduce any dependency on car ownership (Anderson, 2022).
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SWOT Analysis
	Strengths
	Weaknesses
	Opportunities
	Threats

	Strong brand equity
	Slow EV transition
	EV market growth
	Intense competition

	Global presence
	High production costs
	Digital services
	Regulatory pressure

	Engineering excellence
	Limited software capabilities
	
	



VRIO Analysis
	Resource
	Valuable
	Rare
	Inimitable
	Organized
	Outcome

	Brand reputation
	✔
	✔
	✔
	✔
	Sustained advantage

	Engineering expertise
	✔
	✔
	✖
	✔
	Temporary advantage

	Software capability
	✔
	✖
	✖
	✖
	Competitive disadvantage



Value Chain Analysis (Key Insight) 
BMW has good operation, logistics, and marketing capacity that make it a premium brand in an efficient production system. Nonetheless, it has not been extraordinarily strong in technological development, especially in software integration and web services. This is a weakness that keeps BMW competing with technologically oriented participants only to a certain extent, and this is a need to strategically invest in digital capability (Cresti, 2025).
 
[bookmark: _Toc225671727]Strategy Formulation 
In the above analysis, BMW will be required to adopt a technology-led change strategy that will transform the company back to a digitalized mobility company and not a traditional producer. This must allow it to respond to structural weaknesses and emerging competitive forces in the industry. 
[bookmark: _Toc225671728]Developed strategy: Integrated EV and Digital Ecosystem Strategy
Accelerated Electrification involves the replacement of multiple powertrain systems with some electric vehicle systems. This will render portions of the economy effective, complicated, and will be a strategic investment. Simultaneously, the reduced reliance on the use of automobiles powered by internal combustion engines will make BMW vulnerable to the existing trends and requirements of the future (Liu et al., 2024). 
A software ecosystem is needed to embrace long-term competitiveness. BMW must also invest in some in-house programming ability to reduce outsourcing and design web services in the form of a subscription that forms recurring revenue and customer interactions. 
BMW will be able to achieve the capability and innovation risk gaps through Strategic Partnerships. The partnership with technology firms will be invested in developing faster artificial intelligence and autonomous systems, and a partnership with battery developers will decongest quality chains and minimize costs. 
The direction they should be taken is to develop the battery production ability using Vertical Integration which will weaken the suppliers and render them operationally resistant (Lampón, Rodríguez De la Fuente and Fraiz-Brea, 2022). 
Customer Centric Innovation refers to the digitalization of contacts as well as the provision of personal mobility services and is not pegged into the traditional paradigm of ownership. 


[bookmark: _Toc225671729]Strategic Justification 
The strategy is more precise, as it focuses on the weaknesses in the software development process at BMW, reduces the threat of competition exhibited by electric vehicle market leaders, and exploits the opportunities of digital services (Nettekoven, 2023). Assured to be up to date with changes in the industry and utilize current brand awareness and engineering proficiency base. 
[bookmark: _Toc225671730] Conclusion and Recommendations
As shown in the review, BMW operates within a very dynamic and competitive environment due to the experience of technology disruptive pressures. This company has high-quality brand equity and engineering, yet the intent of the current strategy is a sign of transitional strategy, which may end up crippling the competitiveness of the company in long run. 
The external analysis deals with the increasing pressure of regulation and competitive pressures, whereas the internal analysis indicates the gaps in the software as per the capabilities and electrification speed. The findings demonstrate that a strategic change is needed to see BMW in the current market standing. 
They have proposed accelerating the electrification process, building digital capabilities, and building strategic partnerships. The existing gaps need to be filled and the opportunities that are available exploited, which can be facilitated only through such initiatives. 
In conclusion, BMW will not be successful in the future due to a potential paradigm shift to a technology-based mobility ecosystem. Under the proposed plan, BMW will have an opportunity to scale its competitiveness and expand into the dynamic auto business with the aim of attaining sustainable expansion.
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