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Strategic Formulation Plan for BMW Group: Sustaining Competitive Advantage in the Global Automotive Industry
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The automotive industry is undergoing a significant transformation due to many factors such as new technology, an increased emphasis on environmental sustainability, digitalisation and changing consumer expectations. One of the world’s foremost manufacturers of premium automobiles, BMW Group needs to refocus its strategic direction regularly so as not to fall behind in this environment. By creating a strategic formulation for BMW report, we are going to investigate the present strategic positioning of BMW and provide solutions on improving the long-term competitive advantage.
The first step in strategic management report meaning and importance of strategy. Now, it introduces the BMW Group and describes its strategic intention, i.e. its vision, mission and corporate objectives. The paper then assesses the company’s recent performance by looking into its financial returns, market position and sustainability efforts. BMW Group’s strategic analysis is undertaken using the apps and approaches of strategic management in this assignment.  The first of these models consists of the PESTEL Analysis, Porter’s Five Forces, SWOT Analysis, VRIO Analysis and the Value Chain model. Later, major external opportunities and threats have been identified. 
The report recommends a focus on fast tracking digital BMW transformation, enhancing electric vehicle innovation, and expanding circular economy initiatives to boost sustainable growth based on the findings. The report shows that BMW has competitive advantages because of its brand, technology and global activities. To retain market leadership in an extra competitive global auto industry, continued investment in innovation, software development and sustainability, however, will be essential.
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The Bavarian Motor Works BMW Group is one of the leading manufacturers of premium automobiles and motorcycles, founded in 1916. Besides BMW, the owner of Mini and Rolls-Royce Motor Cars is also the same car manufacturer.  The aircraft engine was also manufactured by the company, but passenger automobiles, motorcycles, and mobility services are currently produced by the company. BMW Group is headquartered in Munich, Germany (BMW Group, 2025).
The manufacturing sector of automotive vehicles is a worldwide phenomenon. As a result, a production network of the BMW Group serves various parts of the world. As a result, the firm manufactures cars in several countries. Furthermore, it sells its products through authorised dealers and business partners. Based on the (BMW Group , 2025) report, the organisation serves more than 140 markets. Consequently, BMW Group is a global company servicing several regions. Furthermore, the organisation operates in different geographies. BMW competes chiefly against other organizations functioning in the same sector. The premium automotive manufacturers are the primary competitors of BMW cars as they focus on their manufacturing. For example, these two are Mercedes Benz Group and Audi AG. The firms compete with one another in the market for premium cars. For a while, BMW has been modifying its business strategy. Due to the increasing demand for vehicles that consume less fuel, the organisation is making electric vehicles. With rising environmental standards, the firm is adopting to change. The brand is spending billions on its electric BMW i brand of vehicles.  Besides this, the company is also focusing on battery development. Additionally, there are investments too.

[bookmark: _Toc235518513]Overview Of BMW Group 
BMW Group is an iconic German company in the automotive manufacturing business in Germany. The company is making its mark in the global business due to its international quality and luxury. BMW has consistently marketed its bike and cars as high-performance, expert-certified products for high value. The world’s largest luxury automobile manufacturer is also what it is famed for. The company’s vision statement and mission statement of BMW will help to achieve business success.


The business goals of BMW are climate-neutral and throughout the value chain by 2050, as well as speeding up the conversion of understanding toward electric mobility. Furthermore, the BMW corporate goals include automotive digitalization with the aim of increasing connectivity. Besides, the company seeks to do so while protecting the profitability of the company particularly more competition in the industry.  Additionally, the business objectives of the firm are designed to meet shareholder expectations anywhere in the world. There is a linkage between corporate objectives and strategic objectives. The ‘Neue Klasse’ that BMW’s strategic programme represents the next generation electric vehicles of BMW.  An integral component of BMW corporate objectives is to enable advanced battery technologies, using.
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BMW Group is performing strongly as an organization despite the headwinds in the automotive industry. In recent years, global vehicle makers have been challenged by supply disruptions, inflationary pressure and rising geopolitical uncertainty. Nonetheless, BMW’s premium price positioning, operational efficiency and continuous investment in innovation have allowed it to enjoy strong profitability (BMW Group, 2025).
Unquestionably, the enterprise is one of the most important Premium brands in the world. Moreover, in terms of the delivery of electrified vehicles, the company has seen continued growth. According to data issued in August of this year, on 29th precisely, battery electric vehicles are a crucial and growing part of BMW overall vehicle deliveries. The company has invested heavily in R&D over the years. All their research and development investments have helped BWM in strengthening its capabilities in battery, autonomous driving and artificial intelligence-related areas.
In the first half of 2019, the BMW Group generated an operating profit of €4,548 million and a high EBIT margin of 10.8%. Thanks to strong demand for its popular models, automotive revenues continued to increase significantly. In addition, there was a noted improvement in the company profits.
BMW is worried that rivals will capitalize on the company’s weaknesses for their gain and the company’s downfall. Using Tesla as an example, the company has been analysed for its pricing methods and marketing strategies. As Tesla uses proprietary technologies in its electric vehicles, patent infringement lawsuits are a potential legal menace for the carmaker (Jones, 2023). The auto and electric car industry has undoubtedly been turned on its head with Tesla also reaching a worth of 1 trillion. We believe that Tesla will be spending a lot of money to increase its current market share.
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For the analysis of BMW Group business environment, it is important to understand the external and internal business environment of BMW Group.  Management of business environment will need to offer the understanding of the issues and opportunities influencing future competitiveness of the BMW Group. Assessment of the business environment in terms of strategy.
PESTEL is one way of examining the external environment. As an international organization that has production and distribution facilities in many countries, BMW is affected by government regulations. Governments are implementing tougher emissions regulations on manufacturers while giving incentives for electric vehicle purchase due to the increasing push for e-mobility (European Commission, 2024). As global inflation rose, interest rates increased and supply chain disruptions challenged production and weakened consumer purchasing power.  Emerging economies remain on the growth trajectory which gives premium carmakers like BMW opportunities
Changing social factors have also contributed to the changes in the automotive industry. Consumers increasingly want environmentally sustainable products, quality connectivity, and affordable mobility solutions. According to (Deloitte , 2024), the youth show considerable interest in electric vehicles equipped with smart technology and autonomous features. One of the most significant forces of change in the industry continues to be technological developments. Due to the emergence of artificial intelligence, battery technology, connected vehicles and software-defined vehicles, the competition for manufacturers may require considerable R&D spending

With demand from governments and end-users for lower carbon emissions and sustainable manufacturing, environmental concerns are occupying a more central role. BMW, for example, is committed to climate neutrality along the value chain by 2050 and growing production of battery electric vehicles (BMW Group, 2025). Environmental laws are becoming more complex, and this is causing the legal environment to change. The cybersecurity and data protection legal requirements are also changing which requires more investment in compliance and technology adapting.
No other industry in the world is bigger than the auto industry.  Western European marketing via Renault-Nissan has now been given common leadership. Consequently, it will result in making substantial profits to both companies. In addition to this, an increase in marketing function has been envisaged through development of digital shopping tools. What automotive industry offers is a wide range of products and services. It is classified into many sectors like manufacturing, transport, high-tech, and financial service, retailing.

With the power of strength, a company can rise above various situations and conditions. When the forces acted on the body work against the body, it can move beyond the limit of its equilibrium position. If a scenario isn’t positive for either party, it is referred to as a weakness. All things in the world, however, affect the working of a company or an individual trait. At times companies or individuals can be a mixture of our strengths. A person may disappoint at one level but also be a winner at another level. Every human and non-human in this world has strength and weaknesses either because of a disability or a special power. There are scenarios where full-fledged companies are evaluated considering strengths or weaknesses. It is not a secret that strengths and... The VRIO framework for competitive advantage, explains that valuable, rare and difficult to imitate resources are the only sustainable competitive advantages. Once we confirm the value, rareness and inimitability of those resources and capabilities, we examine the organisation to easily exploit those resources and capabilities. The easy deployment of the assessed resources and capabilities enhances the profitability of the firm. However, costliness to imitate of the resources and capabilities should not be cheap, otherwise firms can use simple duplication strategies to easily introduce the possibility of competition in the industry. The conditions are satisfied by the premium brand name of BMW, engineering expertise, innovation capability and global manufacturing network.  Furthermore, BMW’s operational excellence and continuous innovation attributes can be exploited due to the organizational structure and control systems of BMW company.
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According to strategic analysis, BMW must accelerate its transformation into a full-fledged sustainable mobility premium provider to strengthen its competitive position as a premium mobility company. The development of electric vehicles is not new. Much development work has already taken place on electric vehicles. Nevertheless, increasing competition from Tesla and new competitor companies from China necessitates the development of BMW new products which are different from rivals’. Price competition must be shunned and rather innovation preferred.

Investments in AI, software defined vehicles and next generation battery tech under a Neue Klasse platform could be smarter strategic route.  Adopting circular economy standards faster would involve increasing use of recycled materials. Through this, the manufacturing emissions could be reduced, and battery recycling could be better in facilities across the globe.
An organisation earns competitive advantage according to Porter when it can implement a value-accretive strategy that is not being implemented by any other competitor (Porter, 1985). Winning an advantage means that the organization either creates more value for the customers or it creates the same value at a lower cost. A competitive advantage is said to be sustainable when it becomes difficult for more competitors to imitate it or substitute it with the similar advantage.

[bookmark: _Toc235518517]Conclusion and Recommendations

Strategic management is critical for organisation and allow the organisations to adapt to environmental change while sustaining competitive advantage for the long term  Over the years, BMW Group remains one of the world’s leading premium brand automotive manufacturers. The company has maintained its position through excellent strategies. Strong brand with world-class technology and sound financial position. Also, the organization is dedicated to minimizing its environmental impact and thus supports the use of renewable resources. 
BMW should continue to emphasize a differentiation strategy that involves innovation, sustainability, and a premium customer experience, as per the report of the organisation. A lot of focus should be given on artificial intelligence, battery technologies etc. For the company to link the strategic objective with the changing expectations of customers and requirements from the global environment, it should mobilise all important strategic capabilities. This will enhance its profits and strengthen its future.
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